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[bookmark: _Toc504413592]McDonald’s Burger
[bookmark: _Toc504413593]Company history and description
 McDonald’s is a world’s foremost food service company. It was incorporated in 1995, and since then it has impacted the American and non-Americans eating habits. It operates in over 100 countries in all the six continents with over thirty-six thousand restaurants branches worldwide (across 119 countries) (Mcdonalds.com, 2017). Their benefits are favored by their large-scale operation as well as the strong financial position they hold. It is one of the worlds respected and valuable brands. McDonald has a very recognizably global infrastructure as well as the competencies in the restaurant operations, retailing, marketing, real estates as well as franchising (Watson, 2006). McDonald has been involved in selling French fries, chicken sandwiches, wraps, salads, soft serve cones, oatmeal, milkshakes, desserts, soft drinks, sundaes, coffee, pies as well as burgers (hamburgers and cheeseburgers) and other beverages. Beyond these, it is also diversifying its product portfolio and incorporating sandwiches, beverages as well as salads that act as complements of the main meals. McDonald's is among the most highly reputable restaurants that will never fail a client regarding what they provide at any given time, may it be dinner or late-night dishes or early morning breakfasts or even lunch.  The business actively shares its expertise and knowledge in the food safety and are devoted to shielding the environment for the generation of the future. Its strategic location, almost in all of its branches have contributed to its tremendous growth and expansions.
McDonald's is an America's iconic fast-food chain and widely considered as the home of the pervasive McNuggets and Big Mac. But similar to other business, McDonald had a humble beginning and its timeline is dotted with the good bad moments. Below is a timeline of important events and activities over its nearly eight decades of its existence.   
· McDonald business started in 1940 when the founding brothers Maurice McDonald and brothers Richard opened a restaurant in San Bernardino, California. The business focused on a limited menu with a few items – fries, burgers, and beverages that enabled the business to concentrate on quick and quality service (Mcdonalds.com, 2017).
· In 1948, the brothers introduced the "Speedee Service System" that established the philosophy that guides the modern fast-food restaurant (Mcdonalds.com, 2017).
· The first McDonald's franchise opened in 1953 in Phoenix and a second one in Downey, California
· The current McDonald's corporation traces its roots to April 15, 1955 when Ray Kroc opened a franchised restaurant in Des Plaines, Illinois under the McDonald’s System, Inc. (Hess, 2006)
· Kroc later acquired ownership of the company when he bought McDonald brothers' equity and this led to its worldwide expansion. 
· By 1958, McDonalds had sold about 100 million burgers. In the same year, it opened a branch in Hamden and Hawaii in 1959 (Mcdonalds.com, 2017).
· In 1961, the McDonalds brothers sold business rights to Ray Kroc at about $2.7 million
· By 1963, 500 McDonalds had been opened and 1 billion burgers sold
· By 1965 McDonald's had expanded to over 700 McDonald's across U.S. (Mcdonalds.com, 2017).
· In 1967 McDonald's pursued international venture and opened restaurants in Puerto Rico and Canada.
· First branch outside US was opened in British Colombia in 1967
· In 1968, 1000th restaurant is opened and Big Mac introduced (Mcdonalds.com, 2017).
· in 1971, the business expands globally with restaurants in Tokyo, Sidney, Munich and Amsterdam
· First drive through is announced in 1975 while 5000th restaurant is opened in Kanagawa
· Several introductions are made as follows: egg McMuffin in 1973; Happy meal in 1979; chicken Nugget in 1980; McFlurry in 1997. (Mcdonalds.com, 2017).
· Ray Kroc dies in 1984
· In 2000, the first “Fast Food Nation” is circulated and it was very critical of McDonald’s practice. 
· In 2002, McDonald’s posts a $ 344m loss its first quarterly loss (Mcdonalds.com, 2017).
· In 2003, the iconic marketing campaign “I’m lovin it” is launched to counter the sales declines trend. 
· In 2004, the supersize me menu Is launched but quickly abandoned 
· in 2006, the company announces its commitment to provide nutritional information in all its menu items
· In 2010, McDonald’s is displaced by Subway as the largest brand in fast food chain 
· In 2015, a new leadership is introduced with Steve Easterbrook as its new CEO to spearhead the company in reforms as it struggles with dwindling sales numbers
· Presently, the McDonald’s has an employee base of about 1.7 million and nearly 75% of its restaurants are franchised (Mcdonalds.com, 2017).
[bookmark: _Toc504413594]McDonald’s Key current competitors
Some of the key competitors include: Subway; Burger King, Wendy’s, Taco Bell, KFC, Chipotle Mexican Grill, Inc. Darden Restaurants, Inc., Starbucks, Yum Brands, Inc., Dunkin' Brands Group, Inc., Shake Shack, Pizza Hut, Domino’s, Inc., and Jollibee (McGrath, 2017).  
[bookmark: _Toc504413595]Description of The product  
The line of product is the rollout of an all-organic/natural product line starting with an all-organic burger “McGreen Burger”. One of the key challenges facing McDonald’s is the increasingly health concerns of its products which is linked to overweight, obese and exposure to diseases such as diabetes (Nytimes.com, 2016). The organic line is meant to address this challenge and basically serve a discerning and growing health conscious population. A large number of McDonald's products including its Chicken McNuggets, cheeseburger, soft drink and French fries contain high fat, carbohydrates, energy calories and sodium. McDonald's is intended to address this by having a “McGreen Burger” whose ingredients include: organic beef patty, tomatoes, pickles, "spicy sauce," plus lettuce, arugula, cheese, red onions and served on a sunflower seed bun.
In addition to the introduction, McDonald's is incorporating a burger in the breakfast menu. Both the organic and conventional burger will be introduced in the breakfast to cope with the breakfast battle in the industry. A large number visiting the restaurants in the morning hours crave for early lunch and it is as well a low-cost morning meal that is more appealing to health-conscious clients. Customers conscious of their calorie intake and those in need for larger calorie intake will be catered for in the present arrangement. hence, the current project is aimed at adjusting its menu and product variety.
[bookmark: _Toc504413596]SWOT rationale for “McGreen Burger”
[bookmark: _Toc504413597]Strength 
· Strong financial and other resource base to pursue the new product line
· A long history and experience in introduction of new products which would be applied in proposed product 
· The proposed product can rely on the company’s Strong Global Brand
[bookmark: _Toc504413598]Weakness 
· A weak image due to recent campaigns such as the "Super Size Me" and its largely perceived unhealthy foods-any move including new products may be perceived as marketing gimmicks
· High Employee Turnover hence eroding organisational experience which would be valuable in new product development and implementation
· McDonald's has a poor history and heritage towards organic foods which will pose a challenge in terms of experience and overall orientation 
[bookmark: _Toc504413599]Opportunity 
· Growing demand for organic and natural foods/drinks across the globe
· Growing support from governments, health departments (hospitals), lobbyists for healthier diets and other stakeholders towards organic options
[bookmark: _Toc504413600]Threat
· Potential retaliation and response from other competitors in terms of introducing their own organic varieties
· This line is likely to cost more for customers since organic inputs/supplies are relatively Expensive. Higher prices will move the position of the company from a competitively low cost
[bookmark: _Toc504413601]SWOT Analysis for Breakfast Menu
[bookmark: _Toc504413602]Strength
In relation the SWOT analysis, McDonalds Restaurant could augur well if it fitted a burger its breakfast menu. This is because McDonald's restaurant has already established its market and the incorporation of the burger in its breakfast menu will match its demand enthusiasm. It also lies in its unending strength of using the available ingredients in stock such the fresh ground beef as well as the surrounding farm products. It will also favor it since it offers evening extended hours hence giving an appealing way to the late night as well as early risers an option of satiating their burger crave. The restaurant also enjoys the advantage of being located on a busy freeway and the entertainment venues. 
[bookmark: _Toc504413603]Weakness
On the other hand, the restaurant might in some way be negatively affected by the current stable economic strengths. This being because operating in such wee hours of the night will attract a rise in the staff’s salary while offering more and lucrative benefits to keep all the positions filled, aching the bottom line. Introducing burgers into the breakfast menu comes with a negative impact to the restaurant since will have to add a burden of advertising the inserted commodity to amass clients into the restaurant as well as preventing the customers from venturing into other restaurants to look for the same (Watson, 2006). Lack of a drive-through would be much of a significant weakness since the restaurant won’t be selling to people that necessarily need a way just to pick food and quickly vanish.
[bookmark: _Toc504413604]Opportunity
Bringing to the table gourmet or else cheap burgers at breakfast while no one or fewer restaurants are doing so offers one an opportunity to dominate the market before the arrival of viable competitors massively. This goes hand in hand with encouraging satisfied burger consumers to post all the positive reviews in regard with the restaurant services on the website hence giving the restaurant an opportunity of building credibility as well as encouraging to stop by and purchase the delicacies (Haley, 2016). Offering a healthier burger than other fast foods and sit-down restaurants can do is as well a bed of lettuce hence giving the restaurant a higher competitive advantage. Implementation of a promotion strategy that alerts people about your burger in the morning menu acts as a viable opportunity for building and strengthening the company’s’ brand.
[bookmark: _Toc504413605]Possible Threats
The health concerns to obesity as well as consuming red meat, altering the eating habits as well as the media’s focus on consuming too much fat which is unhealthy could negatively affect the number of burgers the restaurants sell. Fast foods and sit-down restaurants such as Wendy’s and King Burger offering similar burgers also pose a significant threat, primarily if the local restaurants are situated with such kind of competition. Saturation of a market makes it very hard for such high-class restaurants to gain the expected market share (Sarah White. 2012).  Similarly, fast food and sit-down franchisers with enormous advertising resources can as well impact a business negatively every time they tend to promote their unique bargain-basement burgers unless the restaurants create its diverse promotion with the intent of counteracting their advertising efforts.
[bookmark: _Toc504413606]Segmentation approach and rationale
The new product is to be introduced in the US in 2018 after earlier introduction of similar organic product in Germany in 2016. The U.S is a highly diversified market and country, thus segmentation will consider these factors. 
· Demographic: “McGreen Burger” and the enriched breakfast menu is for all demographic groups. Issues of health cuts across all demographic themes including age, education, ethnicity, nationality, race, and religion. Americans are increasingly facing the challenge of poor diet and this is because of the dominant lifestyle including a busy and fast lifestyle. Basically, segments will be mainly comprising Burger for children and one for adults. The difference will be in the level of calories (variation in ingredients) to suit the two main segments.  
· Geodemographic: The U.S is divided into 7 regions namely: Pacific region, Mountain States, East North Central, West North Central, New England, Mid-Atlantic, South Atlantic, East South Central States, and West South Central. The different regions have different characteristics in aspects such income, culture, history, geography and education. In addition, the challenges of poor diet and health consequences and income levels are different across the regions. Hence, the Introduction of the “McGreen Burger” and the enriched breakfast menu will follow closely these regional diversities and differences. For example, initial introductions will be in Northeast (broadly prosperous) and Midwest (middle-class supermajority) to align with the price aspect of the “McGreen Burger” and the enriched breakfast menu. 
· Behavioral: The behavior of the customer will be another important consideration in the proposed project.  The main consideration is the aspects of knowledge and attitude towards a healthier diet. This will be mainly in two segments comprising benefits needed or sought such as nutritional value and fulfilling hunger.
· Psychographic: Important considerations on this aspect will include personality traits, lifestyles, interests, values, and attitudes of consumers. For example, the wealthier neighborhoods tend to be more conscious about health diet, they have a busier lifestyle, and have a greater conscious and interest to fitness and physical outlook.
The above segmentations will be applied to the different regions as appropriate. The aim is to customize the segmentation of the larger U.S market as appropriate as possible. The intent is to have a mix of categorizations that will suite the U.S market in the immediate, medium and long term.
[bookmark: _Toc504413607]Target market (s) description 
A target market refers to the market a business organisation intends to sell its products and this comprise a targeted collection of customers for whom the company aims its marketing efforts (Dibb & Simkin, 2014). Basically, Target Marketing entails breaking down a market into segments for purposes of concentrating marketing efforts on selected key segments. The targeted markets consist customers whose needs are most closely aligned to product offerings. This process is an important step in developing a marketing plan.
In current McDonalds project, the target segment is for the health conscious individual whether at home, at the workplace or at school. In the first consideration, the enriched breakfast menu (to include a burger for breakfast-heaver breakfast or early lunch) has an important health implication. A person needs sufficient energy calories to be able to carry out the day’s activities and consequently avoid excess ones. Additionally, the organic burger “McGreen Burger” provides even a healthier option that can be served at breakfast and throughout the day. The common theme in the two propositions is the health diet and therefore this marketing campaign is targeted at the health conscious individuals. Basically, McDonalds will use a differentiated marketing strategy campaigns in order to appeal to more than two market segments. As indicated earlier, McDonalds will use several customised segments and this will form the basis for a Differentiated marketing. For example, marketing message will be different in the campaign where for the wealthy markets the focus would be more on health diet and quality, while focus in less wealthy markets will be on affordability besides the aspect of a healthier diet. In addition, the company would focus design marketing of the product proposition that appeals to two generations namely young and the older ones. 
[bookmark: _Toc504413608]Positioning statement 
Positioning refers to the process of finding a suitable market niche for a product and getting the same established in the chosen area (Ries, 2010). A positioning statement expresses how a brand, a product, or a service fills a specific consumer need compared to its competitors (Ries & Trout, 2012). In McDonald’s current marketing campaign, the proposed positioning statement reads “An enriched and healthier burger from your favorite brand”. The aim of this positioning is to sell both a better breakfast menu and a healthier burger. This positioning serves to emphasize the improvement of its breakfast menu within the larger theme of a healthier product.
[bookmark: _Toc504413609]Marketing mix details 
Marketing mix refers to the set of marketing tools, actions, or tactics used by a company to meet its marketing objectives such as promote its product or brand in the market (Sarah, 2012). The marketing mix represent four broad levels of decision in marketing namely: price, product, place, and promotion (the 4Ps of marketing mix). any successful marketing campaign revolve around these four decision areas.
· Product: The product includes a burger breakfast menu (enriched breakfast) and an organic version of favorite burger “McGreen Burger”. The burger will come in the form of a version for the younger and older generation. (junior/senior burger breakfast and junior/senior “McGreen Burger”. The packaging will use environment friendly material and the new products will be available for takeaway. The new burgers will come in three different sizes. 
· Place: As indicated earlier in this plans, the plan is to launch the product and menu in selected regions and states within the regions. This will include introducing them in both direct (company owned) restaurants and franchises. The target is to start them in markets that are less price sensitive (because organic products are comparatively expensive) while the expounded menu will start in Midwest (middle-class supermajority) where the tight work schedules may put pressure for an early lunch burger (enriched breakfast).
· Price: The “McGreen Burger” will cost between $1.5 to $2.5 dollars. The introductory and launch price is $1.5 in order to entice trials.  Large orders for functions and business customers such as colleges will be offered at a quantity discount. Special promotion prices will also be set from time to time. The purpose is to have a price that is customized and appeals to the diverse U.S market.
· Promotion: The promotion will comprise and integration of several strategies including:
· -Social media platforms: Facebook, YouTube, blogs, Twitter and Instagram
· -Company website: This will provide a wide range of information including where to find the new products, benefits, launch schedule, testimonials among others
· -Online and offline ads: The campaign will involve both channels in order to maximize exposure to the young and older generations.
· -Public relations: The campaign will include speaker representations in some of the health diet forums and partner with various stakeholders in health diet initiatives
· -Email marketing: Articles on important campaign information such as special launch prices and planned events
· -Direct selling: Sale teams including telemarketing teams will be involved in soliciting orders mainly from business customers including supermarkets
· -Outdoor publicity including billboards, wall/van branding, campaign caravans and signage. These strategies will be complementary to each other and collectively help to achieve an integrated promotional campaign
[bookmark: _Toc504413610]Success metrics 
The success metrics of the marketing campaign and the entire project will be based on the following:
· Sales and revenue growth: The current campaign comes after a period sales decline for the company. The proposed project is aimed at turning the company fortunes around in terms of improving sales and revenue
· Increased awareness: The important metrics in the online platforms include: traffic trend to the website over a six months and one-year campaign; Page Views on the website per every visit; use Google Analytics to show click through of visitors to the site and the average numbers of page views during a visit in order to find areas of campaign that need improvement; Traffic Sources to the site including methods such as ads, emails, or links on partner sites; engagement in Social Media via measures such as Negative/Positive sentiment; Likes/ Hearts/Stars/; Shares; Comments; and Reposts/Retweets; measures on reach by Social Media and Campaigns will be via: Impressions; Subscribers, Fans, and Followers; Video Views and Post/Page Views; Repeat Visits; Hits/ visits; web mentions; and Conversion rates 
· Marketing budget and performance: The campaign should be able to determine if the resources assigned for the campaign have been used in an effective manner. This is about the Return on marketing investment (ROMI). This will help the company determine the effectiveness of its marketing campaign by examining the outcomes in relation to specific marketing objectives.
[bookmark: _Toc504413611]International considerations 
The considerations in translating the proposed marketing plan for use in a foreign market include: 
· Language: This will be important in the menu, packaging label and overall marketing communication
· Images: It is necessary to consider the types and form of images that are included in the plan because they tend to connote and create different impressions in the different markets
· Food ingredients: some ingredients and inputs may create different impressions or may be in limited supplies in certain markets hence, consideration may be made for their replacement with similar and widely available ones to make business case.  
[bookmark: _Toc504413612]Conclusion 
The marketing plan is comprehensive, detailed and thus it has addressed most of the critical issues for success of the campaign. Critical milestones have been outlined and form a structure and framework that anchors the entire process. But most importantly, the marketing plan has addressed the business case for the new project. McDonalds has been experiencing declines in sales and this marketing report addresses how it shall be able to reverse the trends. The plan is feasible and if funded it can reverse the current unpleasant trend. Several reasons justify funding of this project. First, the organic burger and end enriched breakfast will provide benefits to the society in terms of: healthier population; promote various stakeholder including suppliers of organic material; and increase returns to McDonald which would have a ripple effects on employees and tax revenue to the government. Essentially, the project impact is too large given the company reach (global) while at the same time the social change benefits are immense. Second, the marketing plan is supported by a strong project team that have the right skills, knowledge, talents, competence, passion, experience, attitude and other resources to drive it to success. 
Third, the marketing plan provides the various important aspects/elements, stages and milestones that are needed to make it successful. for example, the plan has identified existing gap (high demand for better diet) and goes ahead to provide the solution and how it will be Implemented-this shows the viability of the proposal and high chances of success. Fourth, this marketing plan will be backed and supported by a solid project plan and team to ensure its actualization. A designated project team will ensure that the resources are more effectively utilized. Fifth, the company has a history of many successful product launches and this current one will harness and leverage the historical experience to reduce/manage risks and ensure overall success. Essentially, the risk elements are well within control and the capability of the company to manage such is well documented and this guarantees effective use of any funds and consequent a return for investment. 
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