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Running Head: Marketing Plan 

Marketing Plan Part 1

Overview

Brothers Dick and Mac McDonald started McDonalds Restaurant in San Bernardino, California in 1940. McDonald’s restaurants have served primarily hamburgers, chicken, French fries, and soft drinks to around 20 million people a day for the past 68 years, in over 100 countries, in 15,000 locations around the world (McSpotlight 2007). Over the years, McDonalds has had to continue to alter their marketing campaigns to stay fresh and new in the eyes of people of all ages. Some of these marketing campaigns have included commercial spokesman Ronald McDonald, the infamous clown who appeals to children; a healthier menu that includes fruit and vegetable salads, bottled water, and even veggie burgers. McDonalds has been successful in implementing the children’s “happy meal” that includes a reduced portion of food and drink with a child-friendly toy included in a mini cardboard house with handles. McDonald’s strongest demographic are children between the ages of one and ten (McSpotlight 2007). The toys included in the happy meal follow cultural fads in all countries, closely tied in with the most recent movies and movie characters or events taking place such as, Star Wars and The Olympics. McDonalds will soon take a new approach to the widely popular happy meal toy to keep regulars in the restaurant and also bring in new, possibly skeptical, customers.

Description

The beloved happy meal toy has ranged from a package of stickers to a fully functional mini keychain radio that sings tunes from a recent movie. The toys usually appeal to both girls and boys but if not, an appropriate boy toy and a girl toy are available. Recently, McDonalds has considered a new approach to the happy meal toy with the 2008 Olympics in Beijing. Collectable, kid safe, and top quality mimics of gold, silver, and bronze medals will be placed in happy meals for kids. The additional sales in happy meals alone will make the Olympic medal investment worthwhile. In addition to placing the medals in happy meals for kids, collectable Olympic pins representing each country in the Olympics will be for sale for an additional dollar with each value meal or separately for $1.99 a piece. Customers will line up at the door hoping to buy each pin in representation of each country and sport of the Olympics of 2008.

SWOTT Analysis

Internet Marketing Research

The XXIX summer Olympiad provides McDonald’s with the opportunity to capitalize on the emotions and pride people feel about the U.S.A. The Beijing Olympic commemorative pins will require McDonald’s to research which types of pins that should be offered. What will the optimum type of research required to give McDonald’s fast results at a relatively low cost? Utilizing the speed, efficiency, and low cost of an Internet survey will provide McDonald’s the information needed to proceed with the production of the Olympic pins.

Most of today’s Internet marketing research consists of: Internet surveys, e-mail questionnaires, and online focus groups. There are many advantages of using the Internet to collect the information McDonald’s needs in order to market the pins appropriately. One of the biggest advantages of using the Internet is the speed of information return. Traditional surveys sent via postal service can take approximately six to eight weeks to return. In contrast Internet surveys can be returned within two or three weeks. Another advantage to using the Internet to gather data is reduced costs. There are costs associated with, mail surveys, postage, printing, payroll for phone surveyors and phone service costs, become eliminated. Sample size of the survey does not impact cost, there is no need to limit how many people that are surveyed. Other advantages of using the Internet survey approach, participants with limited time will be able to answer questions when it is convenient for them.

The demographic data collected will be used to determine many different factors regarding the Olympic pins. Will our consumers prefer to have representations of different countries with their respective national flag? Will our consumers prefer to see an image of each sport represented at the Olympics? Should McDonald’s offer pins of different color medals representing: Gold, Silver, and Bronze? Answers to questions such as these will allow McDonald’s to decide how to approach the marketing strategy needed to make the pins a success.

Target Market

There are two products being introduced, thus creating two separate target markets.  The first product that will be launched is the Olympic medals that will be placed inside the Happy Meal boxes.  These particular toys are targeted at children because it will inspire children to learn and understand what the Olympics are about.  The second product being introduced is commemorative pins that depict each country that is represented at the Olympics.  The target market for this item is adults who enjoy the Olympics and collecting. Factors that influence purchasing are: popularity of athlete, number of medals won, popularity of the event, and country of origin. 

Competitive Analysis 


The fast food industry is a very competitive marketplace, historically and present day. McDonald’s has a lot of competition when it comes to overall market share and revenues but has continually, year after year, been the leader in this marketplace holding a 19% share. The marketplace consists of 5 major companies, McDonald’s, Burger King, Wendy’s, Sonic and Yum Brands Inc. 


Yum Brands Inc. consists of Kentucky Fried Chicken, Taco Bell, Pizza Hut, Long John Silvers and A&W Restaurants. Collectively, all these fast food restaurants total 34,595 stores, which are the most domestic locations within the marketplace. In 2007 all of these stores brought in $9.6B in revenues. Each location had an average of just under $1M in average sales. Yum Brands Inc. enjoys a 9% market share in the fast food industry. This number is relatively low compared to the number of locations. Today Yum Brands Inc. does not offer many giveaways within the location in kid’s meals or as separate purchase. Taco Bell is offering “Blitz Speed Cars” and Kentucky Fried Chicken has stuffed animals, a toucan, eagle, pelican and a flamingo. These current offerings have some attraction to the younger generation but lack the overall consumer appeal of a well-known offering that might come with a movie release or popular event such as the marketing proposal of Olympic medals and pins. Yum Brands Inc. is also overlooking the older generations that revere these fast food giveaways and purchases as highly collectible.


Wendy’s International has 6,673 stores domestically. In 2007 all of these stores had total revenue of $2.4B. The average store had approximately $1.4M in revenues. Wendy’s is fourth in market share with 2% but the argument could be made that they are third, in front of Yum Brands Inc. This is due to Yum Brands Inc.’s financials being reported collectively of the five different fast food businesses. Today Wendy’s is only offering a free give away in their kids called “Magic Tree House Audio Books.” There are four different audio books being offered as free. These audio books come with a CD that allows the child to play the CD and follow along in the book. This campaign, much like Yum Brand Inc., has attraction for the younger generation but misses with the older generation that would be enjoyed by the proposed McDonald’s Olympic pin and medal campaign. These audio books are very educational but do not have the allure that a highly collectible Olympic pin or medal would have. Wendy’s typically has not had many national campaigns of free giveaways but rather local sweepstakes for larger items donated by local businesses. Presently in Ohio there are sweepstakes for bicycles that you need to complete an application form to be entered.


Burger King Holdings occupies the number two positions in the marketplace with 3%. Burger King has 11,283 stores that had combined 2007 revenue of $2.3B. Each store or location has an average of $1.2M in total revenues. Burger King is by far the biggest competitor that McDonald’s has. Burger King has a very competitive Kids Meal give away campaigns. In the past Burger King have had giveaways that partnered with and on the success of the National Football League (NFL), NASCAR and the movie Spiderman 3. Today Burger King has two giveaways, Crayola Toys and Pokeman figurines. These do have a strong appeal to a larger audience than Yum Brands Inc. and Wendy’s. Pokeman does attract a larger age group and can be considered collectible but Pokeman and its products are generally considered on the decline in the product life cycle. 


Sonic is the largest “drive in” restaurant chain domestically but is primarily located in the deep south. There are 3,350 locations that generated $770M in revenues in 2007. Each location averaged approximately $1M in revenues. Sonic is yet recognized as a contributor to the market place as of today and is not considered a threat to any of the major market place leaders. Today Sonic does offer a free giveaway in the Kids Meal of Wacky Pack cards but only on the patron’s birthday. The proposed McDonald’s Olympic pin and medal campaign is much more attractive to many age groups and Sonic should not be considered as any type of competition or threat to this marketing campaign.
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