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McDonald’s is one of the most well-known and successful brands
in the world. Today, we operate over 33,500 restaurants in 119
countries, serving nearly 68 million customers every day with our
QSCV Gold Standard - quality food, superior service, clean and

welcoming enviroment and great value.

In the past 37 years, McDonald's Hong Kong has been customers’
First Choice by having the highest market share.

We may be a small market in respect of size, but Hong Kong surpasses
many of the big countries as one of the most successful markets within
the McDonald’s system. With over 230 restaurants across Hong Kong,
we now serve over 1 million customers per day and maintain the

highest number of transactions in the McDonald’s world.

On our road to success, glocalization has been one of the key
driving factors. In addition to our strength as a global brand with
a comprehensive system that focus on delivering consistent quality
food and services, we always take one step further to stay relevant

to Hong Kong consumers.

Leadership

Leadership in McDonald’s is not just about setting the right principle
in place. Every company has a mission, vision and values. But it’s
one thing to elaborate them, and it's another to live by them - each
and every day. In Hong Kong, we do not just live by our values, but
also passionate about going beyond, and finding ways to make the

spirit of the principles come to life in new and compelling ways.

These principles are now in the hands of leadership team that
is composed of local talents, the first time it has ever happened
in McDonalds Hong Kong’s history.  Our local team not only
exemplifies our commitment of growing home grown talent, it also

ensures our strategy stays relevant to local market dynamics.

We strongly believe in our 3F Motto:
Fun - provide an enjoyable working environment for our

employees
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Firm - stay firm on doing the right thing for our people and our
customers
Fair - nurture an open and honest work culture based on integrity,

teamwork, and respect for each other

To ensure alignment within the organization, proactive
communication is key. Our leaders would meet regularly to ensure
we are on top of our business each and every day, and communicate
all significant messages and action plan to all our internal and
external stakeholders. Reward and recognition is as important as
open communication and therefore outstanding performance is

always recognized in an open manner.

Strategic Planning

Our Strategic Business Planning Process is called the PLAN TO
WIN process. This annual process involves all cross-functional
leaders. We would formulate a 3-year strategic plan, 1-year execution
plan, and a quarterly review process. The process is driven by
intensive considerations of market dynamics, business and brand
health, customer trends, competitive advantages, and an opportunity

analysis to guide business priorities and resource allocation.

Our strategic roadmap is also based on our unique 4As model,

namely Affordability, Accessibility, Authenticity and Appealing.

For strategy implementation, it’s driven by a continuous cycle of
measurement of the key business and brand health metrics, which
are reviewed in meetings at different levels, from the store all the way
through management. Based on the results and evaluation during

reviews, the plan is fine-tuned to ensure continuous success.

Customer Focus
Listening and engaging to consumers is central to McDonald’s.
We always put customers in the driver’s seat by listening to them,

engaging with them and building relationship with them.

We have a holistic approach to listen to both current and potential

consumers, comprising regular brand health monitoring, in-depth
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focus groups, daily media and digital opinions tracking, and mystery
shoppers.  This complete customers intelligence ensure that we
are sensitive to the voice of our customers and the ever-changing
market dynamics. At the restaurant level, we have a dedicated Local
Store Marketing Team to build relationship and connect with our
customers, which is unparalleled in the quick service restaurant

industry.

In terms of service offerings, we strive to broaden our scope of
service to meet the changing needs of customers. For example,
we have a variety of party services tailored for different groups of
customers. To further engage with our loyal customers, we have
launched two loyalty clubs, the Mother’s Club and McFun Club
with special membership offers and dedicated fun-filling activities
to strengthen their loyalty. Today the two clubs together have over
200,000 members.

Measurement, Analysis, and Knowledge Management

Performance measurement forms an integral part of McDonald's
operations and business development. We have a thorough data
collection system in place where a comprehensive set of data, including
those related to business, costs, operation excellence, staffing and
productivity is collected at each of our over 230 restaurants every
day through the Point-of-Sales System and the Store Management
System. With the comprehensive data presented and the analytical
review conducted on a daily basis, management has a full and up-
to-date picture of our performance, enabling any adjustments of our
business actions to be made swiftly. Together with the consumer
insights gathered from customer surveys and focus groups, we can
systematically derive evolving customer needs and market trends for
us to identify business opportunities and formulate the right strategy

for further business growth.

Workforce Focus

As our Founder Ray Kroc said, “None of us is as good as all of
us” People development has been part of our heritage and one
of our core values. We believe that only happy employees make

happy customers. Therefore, we strive to nurture an enjoyable
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workplace that is full of opportunities to grow and develop to attract
and retain talents. Our differentiation comes from our Employee
Value Propositions which is best articulated by Friends and Family,
Flexibility and Future.

We are dedicated to growing home-grown talents and give them
every support to develop a career in our restaurant system. We
provide our employees, most of them started as crew members, with
continued education and lifetime learning opportunities, including
scholarship and training programmes which are accredited at various
local universities. To ensure that we have a strong talent pool to
build long-term business success, we have created target talent
management programmes such as High-Potentials Development
Programme and Top Talent Development Programme.  These
programmes aim at speeding up the growth of our high potential
employees, providing them with intensive tailor-made training and

development courses and exposures.

Operations Focus

McDonald’s core competence resides in operation excellence. To
achieve this, we have a set of twelve systems that work together to
ensure customers’ and employees satisfaction. Among them, three
of them are primary systems including production and service which
directly impact the customer experience in our restaurants; six of
them are supporting systems involving safety, people and training,
that support the primary system, and the other three are management
systems. These systems are complemented by a robust individual
store level improvement process, which composes of announced
and unannounced reviews of every aspect of our operations, thereby

ensuring that we always maintain an unparalleled level of standard.

To further enhance our system, we introduced three new initiatives
focusing on driving product quality improvement, customer services

and restaurant leadership.

The first initiative is the “Across the Counter Quality Check
Programme” where we mobilize our entire workforce to become

Quality Ambassadors.  They will visit our restaurants on a
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regular basis and provide feedback to the Operations team for

continuous improvement.

Secondly, it's our “Hostess Programme”.  Our hostesses do not
just provide the best service to our customers, but they are also
elevated to act as our Brand Ambassadors, bringing magic moments
to our customers during their restaurant visits, and building brand

connection with them.

Finally, our “Be a Real Boss Programme” empowers our Restaurant
Managers to be entrepreneurs and challenges them to attain execution

perfection and to grow our business to a new level.

Results

With a team of talented and dedicated home-grown employees, a set
of comprehensive system and a sound customer-driven strategy in
place, we are proud to have achieved impressive results. Financially,
our sales and income have both significantly exceeded our targets.
At the same time, we have also been growing our network
aggressively and healthily to make our restaurants more accessible to
our customers. Our number of restaurants is at record high, and all
our brand extensions have been growing at an exceedingly fast pace.
The engagement score of our employees has reached an all-time
high, evidencing that we have the most committed and dedicated
employees. We continue to provide the best-in-class service to
our customers with higher customer satisfaction and customer
engagement over the past few years. Our important brand health

indicators have all been trending up.

While we take pride in our extraordinary results, we never stay
complacent and would continue to innovate for growth and dare to

challenge the status quo.

Moving forward, we are confident that by staying green and
innovating new ways to further ignite our upward momentum, we
can bring our business to new heights and in the process continue
a cycle of organizational development and quality improvement that

will enable us to continue to lead our industry.
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