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[bookmark: _Toc135689536]1.0 EXECUTIVE SUMMARY
As we emerged into a more technologically- based era, where everything is interconnected and interwoven, it can be best to say that coming up with a marketing plan can be regarded as complicated in nature. Pertaining to this, adapting to the trends that are on a constant state of change, as well as satisfying the needs and demands of customers whose preference are often evolving, coming up with a detailed framework is a concern. In regards to this, this report focuses on the marketing plan of McDonald’s, through the implementation of SOSTAC. This marketing plan focuses on the strategic objective of providing health- conscious option for consumers in general.

[bookmark: _Toc135689537]2.0 INTRODUCTION 
From a broad perspective, the prospect of utilising a marketing plan can be regarded as an essential, particularly in regards to managing a business in today’s era of technology. In essence, a marketing plan can best be defined as the strategies that are used as outlines; a guidance that entails a business’ marketing structure. These structures include matters such as the business’ target markets, and marketing activities that are often in alignment with the marketing objective (Lindley, 2023). As of such, it is crucial to understand the relevancy of utilising a marketing plan into one’s business, of which generally focuses on the concept of engagement from consumers. Looking from a wider lens, this can be achieved through articulated goals and planning, of which is possible through implementing a thorough marketing plan (Chernev, 2020). This, in general sense, helps in the assistance of decision- making, mainly in determining the best course of action needed to done to achieve what has been set in the marketing objectives (McDonald, 2006; Bowen, 2002). 
To further comprehend as such, the SOSTAC analysis can be regarded as one of the most utilised models in terms of marketing plan. As of such, this paper entails the utilisation of SOSTAC analysis on the fast- food giant, McDonalds. As we emerged a highly technological, post- pandemic era, the business world has since been put under a constant state of uncertainty. There is a high significance to the amount of growth for the fast- food industry (Hanaysha, 2022). With the high amount of competition, and everchanging trends, there is no doubt that McDonald’s should come up with a marketing plan in order to maintain its relevancy amongst the consumers of the fast- food industry. To gain a further understanding in regards to this matter, specifically on how McDonald’s can further enhance and improve themselves as a company, a thorough and detailed marketing plan are as below. This marketing plan mainly focuses on SOSTAC, as well as determining if the strategic objective that has been set can be regarded as SMART. 
[bookmark: _Toc135689538]3.0 MAIN FINDINGS 
[bookmark: _Toc135689539]3.1 STRATEGIC MARKETING OBJECTIVE 
The strategic marketing objective that McDonald’s have taken into consideration is to provide more products that can be regarded as health- conscious. Everchanging trends in today’s fast- paced world can best be said to be a concern, as well as an opportunity for businesses to remain its significance in the eyes of its consumer. One of the significant trends as of date focuses on the concept of maintaining a healthy lifestyle. With the consideration that a majority of the fast- food industry players can be said to offer products that are unhealthy, this trend inadvertently affects McDonald’s as a company (Gupta, 2023; Ibrahim, 2012). Henceforth, McDonald’s should opt to compete within its industry by the prospect of widening its offerings on meals that can appeal to the consumers that are constantly opting for healthier option. In essence, through this objective, McDonald’s is expected to diversify its range of products, of which allows them to appeal to the trend to attain a healthy lifestyle that has been brough into awareness amongst the consumers. 
[bookmark: _Toc135689540]3.2 SOSTAC 
In essence, the SOSTAC analysis can best be defined as a marketing plan that thoroughly analyses the prospects of synthesisation and other generic elements within the business’ marketing structure (Reed, 2014; Irwanto, Murniati, & Fauziyah, 2021). It entails on six matters; situation, strategy, tactics, actions, and control. The wider perspective pertaining to this basis, is that it assesses the business’ marketing plan, mainly by following a framework that can be regarded as simplistic and logical (Chaffey & Bosomworth, 2013). 
SOSTAC analysis below are in alignment with McDonald’s strategic objective to offer more healthier options in its product range. 
[bookmark: _Toc135689541]3.2.1 SITUATION ANALYSIS
Situation analysis can best be defined as determining what is the business’ current state, be it from a micro or macro lens. In simpler terms, both internal and external matters are taken into consideration, mainly to determine the best course of action needed to be taken in order to attain the strategic marketing objective. From a general perspective, the situation analysis entails on the customers, the market, the competitor, the social environment and the economy. 
In general regards, it is crucial to understand the current market trend are more appealing in the prospect of gratifying consumers’ needs for healthier food options. Pertaining to this, over the years, here has been an increment over the demand and interest on the consumption health- conscious food, particularly on vegan food. In the future, an estimation of 10.1% growth rate is to be expected on such matter. To put it in simpler terms, consumers are more likely to adopt a healthier lifestyle. McDonald’s has since come up with offerings such as the McPlant and Veggie Dippers to appeal to this matter. Even so, it is safe to say that upon evaluation, it can best be said that this range of offer for health- conscious meals in inadequate to remain relevancy in achieving the strategic objective. In accordance to SWOT analysis done on McDonald’s, from an internal viewpoint, McDonald’s has the opportunity to venture further into the healthy food industry. From an internal viewpoint, with the company already being one of the established players within the fast- food industry, there would be little resistance to strategize as such. Competition- wise, companies such as Burger King has also come up with their range of plant- based meals to cater to health- conscious consumers, amongst others. While competition is fierce, considering the overall brand image of McDonald’s, it would be safe to say that McDonald’s has the general capabilities to attain the strategic objective. 
[bookmark: _Toc135689542]3.2.2 OBJECTIVES
Objectives, from a general perspective, can best be defined as goals that are specifically set in order to provide a guidance. In essence, it can best be regarded as a generic basis of a marketing framework. As of such, it is also important to note that the objectives set in order to provide a clear purpose on the marketing directive of the business as a whole. As of such, when the objectives are identifies, it is of utmost importance that the objectives are made with the acronym SMART in mind. In close reference to such, these objectives must be specific, measurable, achievable, relevant, and timely (Bjerke & Renger 2017). 
In regards to the objectives of McDonald’s, it is crucial to note the mission and vision of the company as a generic overview. McDonald’s mission is to become their consumer’s favourite place for food consumption. Its vision, on the other hand, aims to attain a significant growth on profits and enhancing itself for the better each day (Comparably, n.d.). With SMART in mind, McDonald’s objective would be to have an increment in the offering of health- conscious meals by the percentage of 30% within the time range of two years. To further explain this matter, this objective directly supplies the providence of the generic outline on what is expected of McDonald’s, which is to cater to health- conscious consumers by widening its range of products on such matter. This objective can also be said to be measurable, as it entails on the percentage of 30% increment pertaining to the menu options. Aside from that, it can also be regarded as achievable and relevant. This is mainly due to the fact that it can be considered as realistic, hence making it possible for McDonald’s to achieve as such within the specified timeframe of two years, as well as the prospect of it being in alignment with McDonald’s mission to become its consumers’ favourite place (Jung, 2007). Through this lens, it is safe to say that by catering and adapting to the everchanging trends and preferences of consumers, it increases the relevancy of the objective. Another matter to be considered is how the objective specified can be regarded as time- bound in nature, as it provides a clear framework, particularly on the range of time given to achieve the objective as a whole (Ogbeiwi, 2017). 

[bookmark: _Toc135689543]3.2.3 STRATEGY 
Strategy can best be defined as an outline that guides the approaches and instances that are to be taken into consideration in order to achieve the objectives that have been set prior (All, 2020). To further explain this, strategy entails the framework in a detailed and thorough manner, of which involves two important elements. These elements are; targeting and segmentation, and positioning. In simple terms, targeting and segmentation can best be described as target market, and the demographics it aims to cater to (Chaffey & Ellis- Chadwick, 2012). The latter, on the other hand focuses on how McDonald’s positions itself as a company. 
From McDonald’s point of view, in order to attain the objectives that have been specified, it is of utmost significance that McDonald’s focuses on satisfying the needs of consumers who are in line with the health- conscious trend, regardless of the age. In essence, the trend of adopting a healthy lifestyle has taken the world by storm, or in simpler terms, it has expanded global- wise (Momin, 2022). Regarding this matter, McDonald’s should aim to gratify the demands and needs of consumers who are health- conscious, without the consideration of the place demographic. As a whole, it is important that McDonald’s determine the basis of the overall strategy in general. In close reference, this details on its offering of increasing the range of products that serves a healthier option. All in all, this allows McDonald’s to position itself as an established fast- food industry player that also provides a healthier range of meals, of which destroys the stereotype on fast- food products being unhealthy and less nutritious. 
[bookmark: _Toc135689544]3.2.4 TACTICS 
Tactics, are the actions and activities that have been specifies in detailed after a thorough analysis has been taken into consideration, mainly in regards to the strategies that have been outlines. In general terms, it is the details within the strategies that have been specifies, all of which is done in order to achieve the objectives specified. As of such, tactics are often specified through the usage of the 7Ps of marketing, of which are product, price, place, promotion, people, packaging, and process, are utilised.
Pertaining to this, for products, McDonald’s aim to further widen its range on health- based products, mainly on vegan- based meals that are generally catered as a healthier option. This is mainly due the fact that fast- food menus are generally regarded as unhealthy. For price, McDonald’s provides its menus at prices that are affordable (Greenspan, 2022; Daniel 2022). Even so, there are concerns on how healthier- based food are usually at higher prices in comparison to its general menu. Henceforth, McDonald’s should opt to provide meals at cheap and affordable prices, mainly to appeal the consumers, while also remaining competitive in nature (Mohamedbeigi et al, 2018). As for place, McDonald’s cater internationally, and its offering on healthier meals should be provided from a global standpoint. People focuses on identifying the target demographic it aims to appeal. In this case, it can be said that McDonald’s aims to cater to consumers that are on trend with adopting a healthy lifestyle. Health- conscious consumers, ranging from all age groups are of relevancy with McDonald’s goals in expanding its healthy menu (Shaw, 2023; Frue, 2018). For promotion, McDonald’s could make a collaboration with fitness influencers, as well as health experts. This would further assist McDonald’s in endorsing its products and establishing it as healthy and nutritious. Packaging, on the other hand, could be focused on the aspects of having informative data on the nutritional details on the packaging of healthier option meals. Lastly, the process of preparing the product range on the health- conscious meals should be at utmost consistence. This is generally to ensure that quality remains at a high standard, as well as ensuring that such meals are streamlined and satisfies the needs and demands of consumers.
[bookmark: _Toc135689545]3.2.5 ACTIONS
Action, in a general sense, can best be described what it takes to execute the strategies that have been outlined within the framework. In essence, this matter can best be described as one of the most prominent stages within the SOSTAC analysis. This is mainly due to the fact that the action stage entails on implementing the marketing plan itself (Chaffey & Ellis- Chadwick, 2012). Significant aspects within this includes the execution, coordination, as well as monitoring processes. 
In regards to McDonald’s, the implementation of the marketing plan that have been entailed includes on certain aspects such as offering the products global- wise. This is mainly due to the fact that new products, specifically one that are appealing health- side, can be regarded as an attraction for consumers in general. Constant monitoring is important as it is crucial to note the significance behind the prospect of general consistency when it comes to catering to a big target market. Another matter that can be taken into consideration is the implementation of marketing campaigns, mainly ones that are launched through a major media outlet. This is generally to ensure that it gains widespread attention, as well as increasing the interest of the target market. 
[bookmark: _Toc135689546]3.2.6 CONTROL 
Control, in essence can best be regarded as the prospect of creating a KPI (key performance indicator) that are acceptable, as well as measurable, all of which suits the capability of the entire framework (Chaffey, 2022). Pertaining to this, it is of utmost importance that regular monitoring is done, mainly in hopes to identify any matters that are needed for adjustments. In regards to the KPI, it is generally done in order to determine the overall state and progress of the implementation of the framework itself, particularly in making sure that it is within the alignment of the objectives that have been specified (Chaffey & Ellis- Chadwick, 2012). 
For instance, McDonald’s could opt to carry on analysis on the data of the sales. To put it in a better perspective, this matter in to ensure proper monitoring is done, particularly on the responses of the general consumers towards the new ranges of products as a whole. Thorough evaluation must be done, in order to ensure success in the strategies devised. One matter that should be taken into consideration is the feedback from consumers, of which can be further utilises to enhance the company even more. The usage of KPIs should be carried on on matters concerning the number of sales, customer ratings, as well as the general market share option. As of such, this should be done periodically, in order to maintain the overall effectiveness of the framework. 
[bookmark: _Toc135689547]4.0 RECOMMENDATIONS 
There is a plethora of recommendations that can be taken into consideration when it comes to improving the marketing plan that has been devised for McDonalds in hopes to achieve its strategic objective in widening its range on health- conscious options (Reed, 2014). Pertaining to this, two recommendations are specified, of which details on the training of employees, and customer feedbacks. 
In regards to the prospect of employees training, there are a few matters that should be taken into consideration. For instance, an extensive and well- researched training should be carried on the employees, mainly to ensure that the health- conscious product range are prepared at utmost consistency and quality (Dwyer & Fox, 2006; Tawfik & Elwy, 2016). To put matters into perspective, McDonald’s should train its employees to prepare meals through healthier means, such as not reusing the oils when it comes to frying. This is to ensure that there are no cross- contamination as a whole. Aside from that, McDonald’s should also adopt a healthier lifestyle within the organisation itself, mainly to foster an create a sense of community build on the concept of health and wellness. This would further portray the fast- food giant as an established provider of healthy food. 
Other than that, customer feedback is also significance. In regards to this matter, McDonald’s should implement an established platform, mainly to serve as the middleman between the company and the consumers (Merlo, Eisingerich, & Seigyoung, 2014). This is generally to determine the overall consensus on the consumer engagement in general. This platform should be done through digital platform, mainly through surveys, of which would allow further room for improvement in terms of the new food range (Rosli & Nayan, 2020). This should be done at regular intervals, as customer preferences are everchanging in a constant manner, thus, it is important for McDonald’s to adapt and respond to the evolvement of the general business trends, and the consumers’ demands. 
[bookmark: _Toc135689548]5.0 CONCLUSION
In an overall sense, there is no doubt that SOSTAC plays an important role in the prospect of marketing plan. From a general perspective, SOSTAC allows one to connect and comprehend the market, as well as its competitors and consumers (Broadhurst, 2022). This, in close references, shows that SOSTAC helps in assisting businesses through helpful and clear guidance. In regards to the SOSTAC framework utilised in order to further widen its range of health- conscious food option, through the systematic lens, there is no doubt that McDonald’s has the capability to be successful in adapting to the needs and demands of its consumers. In essence, this shows the commitment that McDonald’s is willing to take in order to satisfy its consumers, all of which serves as a contribution to a healthier lifestyle. With a thorough and detailed analysis, McDonald’s has the opportunity to have itself established as one of the most prominent fast- food industry players that have contributed to adopting and adapting to a healthier lifestyle. 
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