SWOT Analysis for McDonalds
The following are factors the SWOT environment in which McDonalds faces in the Indian market; 
I. Strengths: First, the eatery is a reputable global brand which is well known for its quality of service, cleanliness, service and value (Panwar and Patra, 2017). These values make it hard for rivals to beat McDonalds for it is already a well-established brand in the Indian market. Secondly, it is evident that the enterprise has made a comeback due to capital injection that has boosted its operations. 
II. Weaknesses: Unlike in the Western markets, McDonalds has faced a challenge with beef products since the consumption of cow meat in India is largely prohibited on religious grounds. This attracts a poor reputation to the company (Economic Times, 2018). Also, there has been a legal tussle with Bakshi, the CEO of CPRL whose franchise operations were terminated. Lawsuits tend to negatively affect the reputation of a company on the market. 
III. Opportunities: The primary opportunity available to McDonalds is the localization strategy which has seen among others introduction of local foods such as Maharaja Mac and localized promotion which appeal suitable to the local consumers. 
IV. Threats: The main threat for McDonalds is the presence of many, unorganized players in the Indian food service industry which implies stiffer competition. 



The figure below illustrates the SWOT Matrix
	
	Strengths
(Internal, Positive)


McDonalds enjoys a strong brand name and value in the Indian Market. 


Fresh capital injection to drive up its operations. 



	Weakness
(Internal, Negative)


Poor market reception due to beef products which violate religious beliefs. 

Declined reputation due to HR/legal issues over Bakshi/CPRL termination.

	Opportunities 
(External, Positive)


Product localization provides great potential in the Indian food industry 




	



Utilize the capital injection to further develop more localized and low-priced products for the market.
	



Capitalize on non-beef products and invest more on brand promotion to boost reputation.

	Threats
(External, Negative)


The eating out market is dominated by numerous unorganized players




	


Rely on the additional capital to widen the reach on the market such as opening more stores to curb competition. 
	


Intensify product localization not just to appeal more to local market but outdo local players through proper organization. 







Marketing Objective:
McDonalds’ primary objective is to have a bigger reach on the local market. Despite notable profitability improvement in the past financial year, currently McDonalds has not effectively positioned in the Indian market. It still has the western elements which may not necessarily suit the Indian market such as higher pricing and provision of beef products. A viable strategy is need to create and inspire more appeal in the local market and stand a better chance at acquiring a better share of the market. 
The Ideal Matrix
The best matrix is (SO) in which the firm utilized additional capital to promote its product localization. This is the best because it tackles the core problem head and gives a proactive stance where McDonalds can aggressively influence the market in its favor. It is about using the available strength to take advantage of opportunities which is a powerful strategy. 
Targeting Strategy:
The key strategy is re-looking at the products, branding and processes throughout the firm and making them more localized and appealing to the Indian market. It is the best strategy since it is the attacking strategy needed to aggressively make a positive mark on the market. As affirmed by Panwar and Patra (2017), localization through product innovation, lower pricing and localized product promotion holds great potential for McDonalds to perform well in the Indian market. The management need to work on this strategy and dispel a notion that it is a foreign entity that is not well suited to serve Indian clients in the Indian way. 

Major Characteristics of Target Consumers:
The target group is an average Indian consumer who can easily afford or unable to afford a McDonalds product. The group has the following traits; 
First, McDonalds exist in a market whose consumers have a higher sensitivity to their cultural norms, beliefs and values. Case in point is the fact that beef products attract very low sales since it is sacrilegious to consume beef. The cow is a holy animals and it violates norms to kill it for meet. The firm that need to be highly responsive to such norms and it has been seen through product innovation such as serving mutton patty as opposed to beef patty to avoid offending the consumers (Panwar and Patra, 2017). All brand promotion efforts need to acknowledge cultural issues so as to repair and boost its reputation in the market. 
Also, Indian consumers are majorly sensitive to prices. Looking at economic indicators such poverty indices, India scores lower than most western economies. Thus, the less-affluent consumers are many and require prices to be optimized to make the products affordable. Already McDonalds have recognized this factor and adjusted prices of some products such as introducing ecomeal for 25 rupees and reducing price of combo meal to Rs 76 and Rs 88 for vegetarian and non-vegetarian meals respectively. 

Which Marketing Mix Variable(s) Should be changed
To improve McDonalds’’ operations, the WO variable should be improved. 


How:
The promotion activities aimed at enhancing the reputation of the company should be stepped up. In such a market with stiff competition, and the current less-than-satisfactory reputation, it is vital that McDonalds should aggressively engage in promotional activities with well-designed messaging to persuade consumers to associate with the brand. Such promotional message should emphasizes localization and price adjustments to favor as many people as possible. With a particular emphasis on digital market, McDonalds’ promotions should appeal to the youthful population. Acquiring a huge section of such a target market will guarantee increased market performance despite stiff competition. 
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