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1.0 Overview

McDonald's and Marrybrown are the chosen companies in this case study, with both of them in the same industry but different in all aspects, whether in terms of execution or achievement. Both of them are under the food and beverage (F&B) sector, operating in the quick-service restaurant (QSR) industry. They focus on providing the fastest service to customers, emphasizing speed and convenience in meeting their needs or requirements. However, they have different visions, which directly impact their missions to accomplish their set vision. In simple words, the vision tends to influence the leadership imposed within their mission. McDonald's vision is to achieve profitable growth with high-quality food around the world, while Marrybrown's vision is to gain high brand recognition around the world. 

McDonald's is an American-origin global multinational brand founded by brothers Richard and Maurice McDonald in 1940, which has operated for over 65 years and has gained a highly visible brand recognition today, especially with their 20,805 International Developmental Licensed Markets & Corporate, 13,706 United States, and 10,845 International Operated Markets that total 45,356 restaurants worldwide in over 100 countries around the globe. Additionally, the company has over 150,000 employees worldwide, with 70% based outside the United States, and more than 2 million individuals work in their franchised restaurant globally. This wide external reach and internal workforce drive McDonald's into a maturity business stage, with the dedication for profitable growth encouraging it to adopt digital transformation in running their business to achieve their cost leadership through the power of scale performed by digital (McDonald's, 2025).

In contrast, Marrybrown is a Malaysian local brand founded by Dato Lawrence Liew and Datin Nancy Liew in 1981 and has operated for over 40 years. It is still far behind McDonald's, as it only reached market expansion into 16 countries with over 500 outlets. However, it is considered one of the world's largest Halal fast food chains, serving millions of customers across such outlets (Marrybrown, 2026). The 16 countries include Malaysia, Thailand, Singapore, China, Myanmar, Cambodia, Maldives, India, Australia, Tanzania, Sweden, the UAE (Dubai), and so on, which has a major geographical distribution in the Asia region market. Although the company does not disclose an approximate employee count, it has urged continuous employment of over 10 thousand in their launch of the first outlet collaboration with MESRA Retail & Café in Malaysia (Marrybrown, 2025). Such limited presences in the global market drive Marrybrown still in an expanding business stage, with the effort to brand exposure through their implementation of adaptive leadership along with their differentiation strategy. Marrybrown adapts to the Malaysian roots, which are a major Muslim country, to apply halal in their operations, which further makes the core halal identity through standardizing halal standards across all international operations, which differentiates it and sets it apart from competitors that operate under varying halal standards in different regions. For instance, while McDonald's Malaysia is fully halal-certified, McDonald's Thailand still offers non-halal items (McDonald's Malaysia, 2016; HalalSpy, 2026). But Marrybrown maintains their standardization of halal practices across their franchise.























2.0 Training and Development 

2.1 McDonald’s
As mentioned, McDonald's is currently in the maturity business stage, focusing on profitable growth through their digital transformational leadership to achieve economic scale (McDonald, 2025, Appendix 1). This inevitable requires the evolution of personal skills accordingly, which is closely related to the employee's competency. This is because having such technological tools does not equate to value, requiring employees to possess the necessary knowledge and skills to function and provide the intended value. 

Therefore, McDonald's provides their employees with continuous training, including real restaurant experience, on-the-job coaching, self-study, and tools training, to familiarise them with the latest operational changes and improve capital utilisation. This brings me to mention their most valuable asset, the Hamburger University, which was privately owned by McDonald's in 1961 and is not publicly open to external people. It provides an exclusive training programme for employees, governed by a formal structure that adheres to the "Three-Legged Stool" philosophy in employee education, where this philosophy primarily focuses on internal management since it emphasises the relationship between the franchises, suppliers, and employees as the key in a strong system that generates long-term success (Jordan Fields, 2025). The establishment of Hamburger University in 1966 highlights McDonald's early commitment to burgers as their strength innovation, which began with their 15-cent hamburger staple on the menu in 1948. This is because this series of actions started from the intention to staple 15-cent hamburgers on the menu, followed by the Hamburger University in 1966, allowing it to strengthen in innovating a series of hamburgers, becoming a global core menu today, contributing nearly 65% of total sales (McDonald's Corporation, 2025; McDonald's, 2026; Appendix 2). 

Additionally, McDonald's offers the Global Technology programme, Tech Academy, to support its digital transformation goals, as this initiative provides employees with opportunities to learn the latest technology from top global talent on the large-scale development and deployment of relevant systems (McDonald’s Corporation, 2025; McDonald's Corporation, 2026). This environment supports modernising McDonald's in their three platforms, including consumer, restaurant, and company, with the launch of Artificial Intelligence (AI) and Internet of Things (IoT) to achieve the operational practices economically (McDonald's Corporation, 2025).
Together, McDonald's prioritises internal capabilities to build resilience and long-term survival. This strategy can be related to their dedication in building a strong kernel from the beginning through training and development that urged the innovation of hamburgers to become the global core product. This is followed by the training and development to support their digital transformation that supports the product development to market launch. For example, it realised their hamburger, Big Arch, earned a permanent place on the United Kingdom menu, driving it to continue scaling with technology, directly contributing to their advanced position in large burgers globally.

2.2 Marrybrown
As a company with standardized halal practices across their franchise, Marrybrown obviously faces the product offerings and customer segment challenge raised by the halal principal restriction, requiring strong adaptivity and sensitivity in capturing market gaps from being constrained. The market gap refers to those demands or requirements raised but still not being responded to in the market. This means that Marrybrown is more likely to act as a hunter due to their high flexibility, treating every opportunity as a possibility and encouraging constant responses to market-driven information. However, the adaptive leadership and differentiation strategy of Marrybrown is embedded in the company’s initial business strategy since it has targeted a broad spectrum of consumers with their consistent halal identity, allowing it to capture the market in Malaysia, a Muslim-majority country, and setting it apart from other fast-food restaurants that have the strongest human relations in Malaysian society. As a globally halal principal restriction as a core part of their brand identity, the company needs greater adaptability to balance these requirements with changing market needs, where Marrybrown provides relevant training and development in this field.

This directly explains Marrybrown's effort in continuously partnering with local universities such as Southern University College (SUC), Universiti Tunku Abdul Rahman (UTAR), and Universiti Teknologi Malaysia (UITM) to provide structured training to build future-ready talent (Appendix 3). Such an externally shared learning approach with different universities exposes their employees to diverse knowledge and emerging needs rather than solely relying on internal development. This external relationship in training allows Marrybrown to develop the employee through the knowledge exchange along with gaining new perspectives that help in high adaptability to be applied to the workforce. Additionally, Marrybrown also emphasises continuous development, especially with the investment in the Train-the-Trainer (TTT) Programme from the Human Resources Development Corporation, the government agency under the Ministry of Human Resources (KESUMA), to provide internal training capability for those selected employees with high potential to become trainers (Appendix 4). This allows Marrybrown to stay consistent in their internal training capability since Marrybrown's certified HRD Corp trainers can further help in training other Marrybrown employees.

Together, Marryrbown has a balance in their external learning with internal control, where it combines external collaboration to access new knowledge and perspectives to achieve their adaptability skill while developing certified internal trainers through the TTT programme. This enables the company to achieve consistent training and development, as the certified trainer helps in ensuring the external knowledge is incorporated while maintaining consistency in how it is posed or delivered internally.




















3.0 Equality and Diversity
Equality and diversity are equally important as education and training because education and training seem to be viewed not merely as the company's financial contribution with the intention to enhance the capacity of the employees but also require the willingness of their employees to be involved to align with the company intention for further high performance. Therefore, equity and diversity environments appear to be the most direct reward for their willingness to learn and efforts in contributing throughout their employment.

3.1 McDonald’s
As mentioned, McDonald's adopts digital transformation, allowing them to not merely depend on people but also involve the use of technology like artificial intelligence (AI) in the recruitment process. Such variant approaches and different stages of the recruitment process allow the company to reduce the human subjective bias, with the consistent criteria being set in the company system. This allows the company to further conduct interviews along the guides to achieve fairness and neutrality in generating a large pool of diverse talent for the company. Such implementation of the technology and people serves as complementary in the whole process of recruitment, from selection until the interview and offer process, because the technology enables the company to filter a large pool of candidates based on consistent criteria, while human involvement in further interviews assesses qualities such as communication and interpersonal skills that are harder to be measured by technology.

The company uploads the philosophy of representation, acceleration, and dismantling to uphold the inclusion commitment with the aim of fostering belonging among diverse genders as well as dimensions through their involvement in several employee business networks (EBNs) (Appendix 5). This can be supported with an increase of women representatives in their senior director and above-level positions from 43% in 2022 to 44% in 2023 and remains the same 44% in 2024 (Appendix 6). Also, there is a high woman representative on their board of directors, with approximately 58% women or racially and ethnically diverse, including Asian, Black, and Hispanic, showing the emphasis on leadership capability rather than gender and race (Appendix 7). Besides equality in power position, McDonald's also upholds equality in compensation payment, where McDonald's applies equal pay for equal work that will be determined by factors like market conditions, job level, experience, performance, and location to ensure a corresponding financial reward (McDonald's Corporation, 2025). The company has disclosed their pay equity of 2024, where the woman globally in operated markets and the company-owned earned 99.93¢ for every $1 earned by men for similar work, with a lower payment gap between different genders and diversity that fosters a supportive work environment in the company (Appendix 8).

Hence, McDonald's has a structural framework, where they have their global inclusion team with a standardized corporate compliance to ensure the equality and diversity are promoted throughout their business operation. Additionally, the need for them as a publicly listed company to publicly publish their high transparency annual report, including both qualitative and quantitative information like employment and payment terms, further urges their commitment toward equality and diversity since high public disclosure may increase their accountability and external expectation.

3.2 Marrybrown
Although Marrybrown has not officially disclosed the specifics regarding their internal gender and diversity, the only organisational chart available, "MB Support Team" (Appendix 9), shows that there is an involvement of different races and genders in each position, a working environment that comprises different individuals in different positions. Also, it shows that there is an involvement of women in senior leadership in multiple department positions like COO and CMO, where the leadership opportunities are available across genders supported by their capability. 

However, the most noteable efforts in promoting equality and diversity are through their consistency and frequency of involvement in the corporate social responsibility (CSR) activities and community engagement initiatives. The co-founder and managing director of Marrybrown, Datin Nancy Liew, constantly appeared in the public eye to urge for women's leadership, where every woman has the potential and should be given opportunities but not be questioned on the capability that is merely based on the gender (Marrybrown, 2022). She believes that those with capability should not be restricted by their gender but require the modern and open mindset to accept gender equality and diversity, where everyone should be given an equal opportunity to help develop their capability and leadership. She utilises her influential role with her own experience in the entrepreneurial journey with the success of Marrybrown to shape the company’s culture and values, with the belief of a future driven by talent instead of gender dominance to achieve continuous growth in the food and beverage (F&B) industry in future generations. Other than merely focusing on gender equality through their actions in International Woman's Day, Marrybrown also joins the International Day of Persons with Disabilities to promote their employment being open to people with disabilities, which respects and kindness should be given to them through the equal opportunities to thrive (Marrybrown, 2025).

Hence, although Marrybrown has no be restricted with several frameworks that require high compliance, like McDonald's in their corporate standard, this absence of formal standard does not necessarily mean that they lack ethical standards, as they still act according to their philosophy or value-based standard that promotes the cultural diversity framework through their grassroots equal opportunity through their business operation. Their frequency of social responsibility activities validates that they are demonstrating their commitment through actual practices even without publicly disclosing it, reflecting that lack of restriction does not mean lack of equality and diversity practice within the company.


















4.0 Conclusion

In conclusion, there is no specific answer to determine the effectiveness of both companies, especially the term "effective," which is a subjective definition that varies depending on the individual. However, the most obvious and concrete result that might demonstrate their effectiveness is their sustainability, where they have maintained their operations over many years until today, showing both companies have applied strategies that are suitable for their current business stage. Also, they reflected there is no one-size-fits-all leadership, where every company has their own best-suited leadership according to their vision and relevant business stage to face uncertainty, an enduring constant in business. This shows an interconnected relationship between business context and leadership, where the success of leadership is dependent on the business context.
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August 14, 2025

By Brian Rice, Executive Vice President & Global Chief Information Officer

At McDonald’s, we've always believed in the power of scale. But in today’s world, scale alone isn't enough to make an impact. What matters
is how you use that scale.

That's where digital —and the work of teams across the McDonald’s business - comes in.

Our digital transformation strategy, which we call Digitizing the Arches, is a once-in-a-generation transformation that’s redefining what it
means to be a modern, connected brand. This isn't just about upgrading our systems, we're unleashing the full potential of McDonald’s
iconic brand and global footprint to delight our customers.

The investments we are making will help accelerate growth, using the power of data to reshape how our company operates at every level
of the business.
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Commit to the Core Growth Pillar
Global core menu items represent nearly 65% of total sales*

Cultural Relevance

Global Core Menu

Menu Innovation

Tap into customer demand for
familiar favorites, serving our
iconic products that are beloved
by customers like our World
Famous Fries® and Chicken
McNuggets®

17 unique brand equities with
>$1B in sales including the Big
Mac®, McCrispy® and McMuffins®

Improving classics via “Best
Burger”; a series of operational
and formulation changes
designed to deliver hotter, juicer,
tastier burgers

Focused on gaining share in
Chicken by aggressively growing
our chicken brands

Scaling emerging favorites,
including McCrispy® and McSpicy®
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Mb About Marrybrown Franchise Opportunities Company News Career ContactUs —
Marrybrown

Marrybrown and Universiti Tunku Abdul Rahman (UTAR) officially signed an MoU, marking the beginning of a meaningful
partnership!

Marrybrown and UTAR will bring industry and academic experience to empower students through enriched learning while
strengthening community connections. The initiatives includes:

* Exchange of ideas and resources to enhance curriculum development
* Industrial study visits and professional growth opportunities

* Skill training and continued education for industry staff

e Career development pathways for students

* Recognition of academic excellence

* Community-focused events
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About Marrybrown Franchise Opportunities Company News Career ContactUs —>

Marrybrown x Southern University College
(SUC) MOU Signing Ceremony

@ 10Nov2025

Marrybrown and Southern University College have officially signed an MoU to strengthen collaboration in IT innovation and system
development.

This partnership aims to enhance student learning through Final Year Projects, internships, real case studies, and joint research —
bridging academic knowledge with real-world industry needs.

The ceremony was represented by Marrybrown CFO, Mr. David Liew, and SUC President, Prof. Ir. Ts. Dr. Chuah Joon Huang, with
strong support from both institutions’ management teams.

Together, we're shaping future-ready talents and driving impactful innovation.

@ Share
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Marrybrown Partners with UiTM to Elevate @ share
Restaurant Training Standard

@ 31Dec2024

Strengthening Our People, Elevating Our Standards!

On 3 December 2024, Marrybrown took a monumental step in advancing our Restaurant Training Programs by partnering with UiTM
to achieve accreditation. This collaboration reinforces our commitment to upskilling our team and building a robust talent pipeline for
the future.

The MoU signing, held at Mercure Living Hotel, Putrajaya, was officiated by Y.BHG Professor Datuk Dr. Shahrin Bin Sahib@Sahibuddin
(Vice Chancellor, UiTM) and the CEO of Marrybrown, Daniel Chan.

Together, we're shaping the next chapter of excellence!

#MarrybrownMY #SomethingDifferent #MBMadelnMalaysia #MemangBuatanMalaysia #PeopleDevelopment #UiTM
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Recognition of Marrybrown’s Newly Certified @ share
HRD Corp Trainers

@ 20Nov 2025

We're excited to share that Marrybrown now has newly certified trainers under the Human Resources Development Corp (HRD
Corp)!

This achievement reflects our continuous commitment to upskilling our people and delivering excellence in every moment.

‘What Our Team Gained Through the Train-the-Trainer (TTT) Programme:
Sharpened facilitation and presentation skills

eper understanding of adult learning principles

Enhanced training design and delivery techniques

Greater confidence in leading impactful learning sessions

lignment with HRD Corp's professional training standards
Astronger, more empowered team to champion learning across MB

Together, let's continue growing, inspiring, and creating memorable MB moments. A big congratulations to all our newly certified
trainers
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Our Current Global Employee Business Network

Global Women'’s Leadership Network (GWLN)

Our Current U.S. Employee Business Networks

Asian Pacific Middle East Network (APMEN)

The McDonald’s Black Employee Network (BGLDN)
Disability Inclusion Group (DIG)

Hispanic Employee Business Network (MOSAIC)
PRIDE Employee Business Network

Veteran Employee Business Network (VEBN)
Working Parents Business Network (WPBN)

Young Professionals Network (YPN)
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Gender Representation - Corporate
Staff: Global?
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Board Diversity

Our Board i keenly focused on ensuring that our
Directors represent a wide range of backgrounds,
viewpoints, perspectives and experiences to support
the demands of our global business and better
understand the needs and desires of our customers,
Franchisees and suppliers around the world.

As of the end of 2024, more than half of our Board

(58%) comprised Directors who are women or

racially/ethnically diverse.

Board of Directors Total

W T

e GRS
@ Women @ Black @ Hispanic @ Asian

8%

McDonald's Hispanic Owner-Operators Association,
the Women Owners Network, the Asian McDonald's
Operator Association and the McDonald's Owner
Operator Pride Network. These groups serve to
promote entrepreneurship and foster supportive
connections between Franchisees.

Approved Owner/Operators (Franchisees)®
G
=+ CEEEEED

© Women

Approved Owner/Operators (Franchisees)®

w GRS

o NS
@ hsin @ Black @ Hispanic
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Compensation for Company employees - including
both Corporate Staff and Company-owned and
operated restaurant employees — is determined by
factors like market conditions, job level, experience,
performance and location.

The 2024 pay equity analysis showed that women
globally in Company-owned and operated markets
were paid 99.93 cents on the dollar in base pay on
average of what men were paid for similar work, and
there was no base pay gap disfavoring URGs in the
U.S. The Company intends to continue addressing any
identified pay gaps in future analyses.”
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STUDENT FEEDBACK FORM

This section details the extent to which the assessment criteria are demonstrated by you, which in turn determines your
mark. The marks available for each category of skill are shown. Lecturers will use the space provided to comment on
the achievement of the task(s), including those areas in which you have performed well and areas that would benefit

from development/improvement.





