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Elements like the inventory system and the management of the value chain of the company allows for easy
payments for their suppliers and other vendors which the individual stores in respective markets deal with. If
the rise in [the] child obesity trend continues, within ve years well be in the same situation as America is
today, said a senior child nutritionist at the University of Copenhagen who sits on the board of Denmarks
National Board of Nutritional Science. More than 88 million visits were made to McDonalds worldwide
restaurants in one month, up 10 million on the previous year. Pamor Sheila Mae B. Political Factors The
international operations of McDonalds are highly influenced by the individual state policies enforced by each
government. In the same regard, the company will also have to consider the economic standing of the state on
which they operate on. It may cause another controversy. They should encourage kids to eat healthier foods
and by adding toys to healthy foods only. This is tied up with the socio-cultural attributes of the market on
which they operate. But, internationally struggle towards improving its image, especially in certain countries,
after the new trends towards stopping childhood obesity. Cordova Nikki B. By focusing narrowly in the
production of fast-food industry. Environmental Factors The social responsibilities of McDonalds on the state
are influential to the operations of the company. But he warned that the Changes campaign could backre. The
discussions in this case shall involve an analysis of the international expansion strategy utilized by a
multinational company. His comments were reported internationally, with reactions that were more positive
for McDonalds than one would expect. In Scandinavia, for example, popular healthy local foods have been
added to the McMenu, like cod wrapped in rye bread in Finland. One of the casualties of the obesity turmoil
may have been the tie between McDonalds and Disneys line of cartoon characters, a marvel for attracting
young children to the Golden Arches. About million children in China are thought to be overweight, and
researchers expect that number to double in the next 10 years. While the ad was meant to promote McDonalds
and seems reasonable since the French only visit quick-service restaurants every two weeks on average
anyway, such a campaign would have been heresy in the United States. On the marketing side, focusing on
only one niche has proven as the success in many related cases. All these elements are seen in the government
control of the licensing of the restaurants in the respective states.


