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Investigating the Trend of McDonald’s

-From the aspects of Culture, Health and Marketing Strategies
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Abstract

There are about 400 branches of McDonald’s in Taiwan, therefore people have
easy accession. However, provide easy accession isn’t equal to guarantee of
everlasting prosperity. There must be reasons how McDonald’s succeeds in standing
still in fast food market in Taiwan for so many years. We divided our research into 3
aspects: culture, health, and marketing strategies.

Our group decided to support our research by questionnaire, investigation, and
background knowledge from outside sources. Our questionnaire involved all the 3
aspects, and there are 23 questions, including basic background questions regarding
to participants. Besides our questionnaire, our group members do research on each
aspect. On culture aspect, we introduce how menu of McDonald’s differs in different
countries/cultures, and what characteristics do Taiwan branches have. On health
aspect, basically depends on gathering statistics from our questionnaire, and we
search for related information. On marketing strategies aspect, we depend on our
guestionnaire as well. On the other hand, we do research on what marketing
strategies have been used in order to see if they are effective to people.

Our questionnaire has been filled out by students from 20 universities and
universities of technology, and most are the ones in Taichung, especially Tunghai,
Providence, and Chung Hsing. From our 255 effective questionnaires, it can be told
that mostly people don’t eat beef because of religious factors; and people think
McDonald’s is delicious and it’s fine to eat once in a while; Drive-Thru service is more
useful than Coupon Cards and celebrities endorsement. No matter how people agree
with that eating too much McDonald’s will affect, people enjoy eating McDonald’s a
lot. Although there are still spaces for McDonald’s to improve their effect on
consumers’ health, McDonald’s makes use on their marketing strategies and culture

influence. McDonald’s prospers, and created a unique Legend of McDonald’s.
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Introduction

Nowadays, more and more people tend to eat-out, especially college students.
McDonald’s is the most widely spread international chain enterprise around the
world, and there’s no exception in Taiwan. There are about 400 branches in Taiwan,
which means it’s very easy to access McDonald’s. This phenomenon raises our
interest, thus we investigate the prosperous of McDonald’s and how McDonald’s
leads the trend for over fifty year. Based on the sources we found and our
guestionnaire toward college students, we discuss in three aspects: culture, health,
and marketing strategies.

Assumption of our group toward the first subtitle, culture, is the same to
what we got, mostly cannot eat beef because of religious factors. Same situation in
the aspect of health, most people eat once per over a month, while knowing that
eating McDonald might affect one’s health. However, things differ in marketing
strategies, such as Coupon Card, celebrity endorsements, and Drive-Thru. The

mentioned will be introduced in details in the following paragraphs.
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Culture

The history of McDonald’s in Taiwan started in 1984, while the first McDonald’s
opened in Taipei. During that time, Taiwan and China still remained an intensive
relationship. Under the pressure, any kind of action could be considered as treason,
even having Chinese cuisine. McDonald’s appeared make food culture in Taiwan
more complicated. At the same time, McDonald’s provided Taiwanese a choice out
of the fighting between Chinese and Taiwanese culture, it became a place of political
neutrality. Also, young generation opened their arm to McDonald’s as a symbol of
new life and new future.(1) However, the most important reason McDonald’s can be
the head of fast-food all because of their goal, which is “try to be the part of local
culture”. We can easily find this in their menu, like the beer in German or the rice
burger in Taiwan. Opposite with the globalization, McDonald’s adopts localization to
merge with the local culture and reduce the pound of entering, which make the big
success.

For the questionnaire, just as we expected, beef is the majority (32 out of 255)
item that people can’t eat. Because of Chinese traditional concepts, many people
believe that eating beef will cause bad fortune. Besides, people come from
agricultural family consider cow as their friend, so they refuse to eat it. Second, some
people are allergic to seafood; therefore, they don’t eat fish (11 out of 255) or
shrimp (1 out of 255). Not to mention the vegetarians (4 out of 255), they have less
choice. However, the restrictions only influence a little percentage (17.6%) of

people’s willing to go to McDonald'’s. (Figure 1-3)
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6. What can't you eat?

Chicken 9

Chicken Pork 9
Fish

Pork sho 11

Beef 32

Fish Others 6

Beef
Others

0 8 16 24

Figure 1

7.What is the reason?

Religious Factor

Religious Factor Fortune Teller
Elder's Request 14
Others 21

Fortune Teller

Elder's Request

Others

0

o
—e
(=)
—
o
ra
=

Figure 2

8. Will it lower your willing to go to McDonald's?

0 No:1 22 431%

) 2 11 216%
15

39 176%

10 4 9.8%

5 Yes:5 4  78%
0

1 2 3 4 h

Figure 3
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Health

91% of our participants agree that eat McDonald’s too often will do effects on

people’s health. Still, 97.1% of them got reasons to eat McDonald’s, since they think

McDonald’s is delicious and they don’t eat that often. To support that, more than

half (51%) eat once per over one month is shown in our questionnaire. 40% of the

participants will warn their friends to eat less, 32.9% are carefree and only 27.1% will

advise so.

Although 16 out of 255 say that they don’t care what negative influence will eat

McDonald’s do on them, in question 14, “what do they care among oil, salt, and

calories,” still 3 out of them check all the options. What’s more, two of them eat

once per over month; however, the other eats per week. Among these 16

participants, only 2 didn’t care at all, since they check nothing.

At the meantime, in the question 14 (Figure 4) we provide blank space to let

participants fill in free answers. After gathering statistics, we found out that people

who check the most degree to advice eat less McDonald’s are more willing to tell

more by filling the blank space. Here are the answers that people care when eating

McDonald’s besides calories, oil, and salt (there is a question about gender): she

doesn’t eat fried food; she is afraid that the powdered beef in oil might cause mad

cow disease; she is afraid of eating chemical. There are other answers from others:

The
answer
Free answers
he/she
checks
5 (will | She doesn’t eat fried food;
advise to | She is afraid that the powdered beef in oil might cause mad cow
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eat less)

disease;

She is afraid of eating chemical;

She has no idea what else to eat;

She won’t eat McDonald’s if there are other choices;

He thinks food of McDonald’s is distasteful and nothing is related to

“health”.

She is concerned about the quality;
He thinks Taiwanese has already eaten lots of poison; He is concerned

about antiseptic.

She doesn’t want to eat processed food;
She is afraid of eating chemical;
He doesn’t want to eat restructured meet;

He thinks there is nothing healthy left in Taiwan.

He'’s afraid that materials are inferior;

He has no choices for night snacks.

1(will
not
advise to

eat less)

She cares nothing at all;
He thinks that eating McDonald’s is already far from caring one’s health;

He thinks everything people eat will do influence on human health and

it’s his choice to eat McDonald’s

However, the point that may cause mad cow disease can be clarified. There

are already stickers put up in McDonald’s to declare the source of their beef,

and Australian and New Zealand are both countries which have never been hit

by mad cow disease.

Nevertheless, no matter what degree people check in question 15 (Figure 5)

“in what degree will you suggest your relatives and friends to eat less/not to eat

McDonald’s,” what people care from most are calories (174 out of 255) and

0il(172 out of 255). And the most popular reasons are “It’s fine to eat once in a

while” and “Although McDonald’s is unhealthy, it is delicious.” From this we can
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tell that people still care about what they eat in McDonald’s, and what’s
different is the degree. Therefore, most participants agree that they’ll eat less

McDonald’s, also advice their friends to do so.

1.For what reason you don't eat McDonald's?

ol 172
Oil Salt 99
Salt Calorie 174
Others 14
Calorie
Others
0 40 a0 120 160
Figure 4

15.Will you suggest your relatives and friends eat less/not
to eat McDonald’s?

No:1l 28 11.7%

75

2 3 154%
60
’ 3T 329%
45

4 59 246%
30 Yes:5 37 15.4%
15
0

1 2 3 4 >
Figure 5
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Marketing Strategies

In this part, we focus on four strategies of McDonalds’. They are Coupon Card,
celebrity endorsement, Drive- Thru, and the last one is the decoration and the music
played in the restaurant.

After studying the responses of our questionnaire, we found something is in our
expectation; whereas, we found some thoughts from the participants are contract to
ours. In the responses, to our surprise, we found few people (36.9%) have interests in
buying Coupon Card (Figure 5), and neither do people (8.6%) have interests in
celebrity endorsement (Figure 8) in this aspect. Nevertheless, because 67.5% of our
participants like Drive-Thru (Figure 9) (E), people hold positive opinion toward it. As
for the decoration and music (Figure 7) (7), they influence people while they are
eating meals and we found something. From statistics, atmosphere (143 out of 255)
and mood (124 out of 255) are influenced the most. 96 people feel no difference;
minor people find influence on appetite and working efficiency.

Previously, we thought many people had Coupon Card, and they would tend to
consume in McDonalds’ because of the card. However, the result showed that people
had little interest in that card; even it has discount on their purchasing, people still
don’t buy it. We are confused, because this card was popular in the past, almost high
school students had one in their wallets. Therefore, we found an essay which talks
about Coupon Card (8) to illustrate. On page 14-18 in the essay, the author talks
about the effects of discount. Indeed, most of the strategies of discount will appeal
the customers, but the author said when the contents of discount are changed, the
attraction to the consumers will decrease. Truly, this is the condition of McDonalds'.
Since they had change the discount contents, people think that the discounts are

lessen, and they even have to pay to get the Coupon Card; therefore, they give up

10 U AELE L #225 ePaper(2014 4F)
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buying that card and the little discount as well.

As for the celebrity endorsement, our thought was the same as the results. We
and the participants don’t think the strategy of celebrity endorsement will increase
people’s willing to consume in McDonalds’. In the reference (5) it said celebrities have
the traits of attraction, reliance, and profession, we assume these celebrities are the
experts of nutrition, and depend on their fame, it may increase the customers’ willing
to go to McDonalds’. Additionally, we found another essay (A) which is talking about
the stars who are active on the TV programs, and their power of influencing people’s
willing to consume in McDonalds’. View from the results, we found that people think
stars will not influence their times to go to McDonalds’. In the past few years,
McDonalds’ tends to use the normal people to film the advertisement, which will not
influence the impression of their new products in people’s mind. In other words,
compare to the normal people, McDonalds’ new products will have a stronger
impression in people’s minds. The essay we found also point out the perspective;
therefore, we think it is reasonable why celebrity endorsement have little influence

on the customers.

172.Why you want to buy Coupon Card?
Like the set Like theset 28
Attract by discount Attract by discount 58
Given by friends Given by friends or relatives 29
or relatives Others 12

Others
0 10 20 30 40 50
Figure 6
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20. [In what way the decoration and music in the store influence you?

Appetite 59 231%

Mood 124 48.6%
Atmosphere 143 56.1%
Work Efficiency 12 47%
Mo Influence 96 37.6%
Others [ 2. 4%

Appetite

Mood
Atmosphere
Wark Efficiency

Mo Influence

Others
0 35 70 105

Figure 7

21.Will the celebrity endorsements increase your willingness to

consume?

Yes 22 8.6%
Mo 233 91.4%

Yes

Figure 8

23.What's your opinion toward Drive-Thru?

Mo Comment

Convenient 172 67.5%
Mot Practical 0 0%
Mo Comment 35 137%
Mewver Tried 46 18%
Others 2 0.8%

L MNever Tried

Convenient = —— Others

Figure 9
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Conclusion

It’s very surprising to see how people think of McDonald’s, which such a
normal element in people’s lives is now. Most people enjoy eating McDonald’s
because they think it is delicious and it is fine to eat once sometimes. When people
don’t eat, it’s because either religious factors or they emphasize on how this would
do effect to their health. However, it seems that people are not really into the
marketing strategies of McDonald’s. For example, people don’t give as much positive
response to Coupon Cards and celebrities advertising, which are very common these
days, as our team members expected. It can be told from the questionnaire that
Drive-Thru attracts people, and people appreciate the convenience a lot. Although
there might be more possible objective responses if we add more questions, from
our present questionnaire it seems that deliciousness and convenience are the main

motivations.
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University Students’ Opinion toward McDonald’s —

From the Aspects of Culture, Health, and Marketing Strategies

I . Basic Information

1. What is your gender?
O Boy
o Girl

2. What is the university you are studying now?
o0 Tunghai University
O Feng Chia University
O Providence University
0 Chung Hsing University
o Taichung University of Education
o HungKuang University
o Chaoyang University of Technology
0 Others:

3. What is the college you are studying now?
O College of Arts
O College of Science
O College of Engineering
o College of Management
O College of Social Sciences
O College of Agriculture
O College of Fine Arts and Creative Design
O College of Law
O International College
0 Others:

15 HUBA SIS i ePaper(2014 £F)
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II. Culture

4. Have you ever tried any foods in McDonald’s?
O Yes

o No

5. Is there anything you can’t eat?
(If your answer is No, Please jump to Q.10)
O Yes

o No

6. Following Q.5, What can’t you eat?
(Multiple Selection)
o Chicken
0 Pork
o Fish
0 Beef
0 Others:

7. Following Q.6, What is your reason?
(Multiple Selection)
O Religious Factor
O Fortune Teller
O Elder’s Request
o Others:

8. Following Q.7, will it lower your willing to go to McDonald’s?
1 2 3 4 5
No Yes

9. Why would you eat McDonald’s?
o Delicious
O Healthy
o Convenient
0 Design of Menu
O Decoration
0 The more | use my Coupon Card, the more profit | gain
o Others:

16 U AELE L #225 ePaper(2014 4F)
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IIl. Health

10. How often do you eat McDonald’s?
O Every day
O Every 2-3 days
O Every week
O Every month

O Once over a month

11. Do you think having McDonald’s too often would affect your health?
(If your answer is No, please jump to Q.16)
O Yes

o No

12. Do you still eat McDonald’s when you know it’s bad to your health?
(If your answer is No, please jump to Q.14)
o Yes

o No

13. Following Q.12, why?
(Multiple Selection)
O It’s fine to eat once in a while
O | have no choice but to eat McDonald’s
o Although McDonald’s is unhealthy, it is delicious

o | don’t care

14. For what reason you don’t eat McDonald’s?
o Oil
O Salt
o Calorie
0 Others:

15. Will you suggest your relatives and friends eat less/not to eat McDonald’s?
1 2 3 4 5
No Yes

17 HUBA SIS i ePaper(2014 £F)
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IV. Marketing Strategies

16. Do you have a Coupon Card?
(If your answer is No, please jump to Q.19)
O Yes

o No

17. Why would you buy Coupon Card?
(Multiple Selection)
O Like the set it provide
O Attract by the discount
O Given by relatives or friends
0 Others:

18. Following Q.17, do you think using Coupon Card increase your frequency of
consumption? (After finishing this question, please jump to Q.20)

1 2 3 4 5

No Yes

19. Why you don’t have Coupon Card?
0 Seldom go to McDonald’s
O It doesn’t meet my need
0 Others:

20. In what way the decoration and music in the store influence you?
o Appetite
o Mood
0 Atmosphere
0 Work Efficiency
o No Influence
o Others:

21. Will the celebrity endorsements increase your willingness to consume?

O Yes

o No

18 HUBA SIS i ePaper(2014 £F)

1B



ERE RS SN RN R ST A

22. Will you choose McDonald’s foods to respond the activities’ special?
O Yes
0O Depends on the products
0O Depends on the discount

o No

23. What is your opinion toward Drive-Thru?
o0 Convenient
o Not Practical
0 No comment
0 Never Tried
0 Others:
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