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Part one
[bookmark: _GoBack]Despite the numerous challenges, the fast-food giant has implemented a variety of changes in a bid to maintain its position as a top player in the restaurant industry through strategies that are believed to address the internal and the external influencing factors as addressed in this SWOT. Based on these changes, the analysis framework has identified some of the most relevant adjustments that would believably drive the organization to success. The company observably has a high brand image which has given its franchises huge popularity especially the burger chain’s breakfast departments. In this view, offering breakfast around the clock would ensure that the company boosts its sales in most markets (Peterson, 2015). 
I believe that the company has the ability to grow through product diversification considering its strong product pipeline. Arguably, what the company needs is to have the products delivered to the market. As evidenced in the new changes, adding new products to the franchises without slowing down the customer service is considered a positive for the company. In my view, MacDonald’s can improve its business viability by improving its food quality, a move that is believed to bring the company closer to its rivals in the restaurant industry. Even though the company intend to focus on simplifying its menu, the teams in the restaurants have also begun to particularly focus on what really matters to the customers. 




Part two
With the strategies presented in this article, I think a fast-food franchise may not succeed using them in the restaurant industry today. For instance, the idea of simplifying the customer menu as proposed in my view might slow the customer service that it should improve. For this reason, as observed by Xaxx (2018), slow customer service may drive away from both regular and potential customers. Also, the decision to improve the food quality at McDonald's maybe a bit too late considering the fact competitors in the market may have implemented similar strategies consequently winning the loyalty and trust of the customers in the market. I think rather than improving the status of the franchise, this strategy will only present costs to the organization without any meaningful success. 
Evidence drawn from this study indicated that a majority of the customers were allied to specific brands because of the brand promotions. In this view, reducing or rather phasing out promotions may be considered an unwise strategy that would significantly hurt the sales of the franchise. Take, for example, phasing out the morning coffee promotion may also drive away customers to entities offering such promotions. 
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