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Executive Summary
	Marketing refers to how businesses influence their customer’s buying decisions. Apart from promoting sales, marketing results in a positive relationship between companies and customers. It creates a sense of dependability and trust between companies and their customers. Notably, McDonald, the world’s largest fast-food chain, has invested   immensely in marketing, enabling it to sustain its top position for years. Among the marketing strategies it has practiced are pricing, product, brand identity, media selection, and micro and macro environmental factors. However, it is important to note that these strategies have not been as effective as they seem. The major shortcoming is low employee wages, influenced by the low pricing strategy. 
Introduction
	McDonald’s Corporation, or simply McDonald’s, is the world’s largest fast-food chain. According to Paffitis (2019), the company boasts an estimated net worth of $131.3 billion as of 2019. The company also has more than 40 000 outlets in over 100 countries, serving over 69 million customers per day (Shastri, 2022). Interestingly, this giant food chain was started as a mere restaurant by Richard and Maurice McDonald in 1940 in California, USA. By 1948, the business had stabilized, and Richard and Maurice decided to restructure the restaurant to be a hamburger spot and later turned the business into a franchise. In 1955, businessman Ray Kroc joined the company as a franchise company. Kroc bought the company from Richard and Maurice, after which he steered the business to its growth to become a multinational restaurant chain. Today, the company leads in sales and growth in terms of employees, outlets, and customers. Notably, McDonald’s success over the years has been attributed to its strategic marketing. Today, it boasts of the brand known for providing the best customer care experience and foods as it offers a variety of quality fast foods. Moreover it is known for the best employee satisfaction and innovation. Significantly, this paper presents a report investigating how McDonald’s uses its marketing strategies to enhance its growth, highlighting the company’s marketing activities, a conclusion that will reflect on the shortcomings of these activities, and recommendations of how these marketing activities can be improved to sustain the company’s growth in the future. 
Marketing Activities at McDonald’s
	Marketing is the backbone of a successful communication. It is a way through which businesses communicate to create awareness about their products and services. The marketing process entails engaging with the customers to influence them to make a buy decision that favors the company, translating to more sales for the company (Hellyer, 2022). Notably, effective marketing is based on building trustworthy relationships between the customers and the business. In this regard, companies use marketing to build reputations and images that align with their brand (Hellyer, 2022). Positively reputable brands tend to win over customer’s trust, making it easy for them to buy products. Significantly, McDonald’s understand the importance of marketing as it has it has this concept to build a brand that won over the trust many people worldwide.  This segment focuses on the marketing strategies by McDonald 
Pricing
	The pricing marketing strategy has enabled McDonald's to be unique in the competitive sector of fast-foods. Pricing entails setting the price for the product, and it highly determines whether the business will yield high sales (The Economic Times, 2022). While marketing requires business people to set prices that attract customers' buying decisions, they should be careful not to choose a pricing strategy that will result in loss. Notably, McDonald's prices are lower compared to other fast-food restaurants chain. Here, the business uses the competitive pricing strategy, which entails setting up prices to overcome competition in the market (The Economic Times, 2022). McDonald's has managed to beat its competitors by offering low prices. In a typical dinner, a customer is less likely to spend more than $7.79 at McDonald's (Paffitis, 2019). This low pricing strategy helps attract a large customer base, which includes people with low wages and both genders (males and females). McDonald's customer base cut across all ages, with shoppers under 24 years being the bigger percentage (Pafitis, 2019). Moreover, the pricing strategy also explains why McDonald's outlets have managed to penetrate new markets in foreign countries. The chain offers quality products at a cheaper price when compared to other fast-food spots. To sustain this low pricing strategy to achieve high sales, McDonald focuses on cutting cost of production by working with cheaper suppliers and paying employees low wages.  
Product
	The product marketing strategy deals more with the product. It entails understanding the needs of the customer and designing the product to fit these needs (Hellyer, 2022). McDonald has invested immensely on its products to attract a huge customer base.  In its initial stages, the company’s founders discovered that hamburgers sold more than other foods (Amin, 2022). Thus, they reorganized the business to be a hamburger restaurant. Arguably, they understood that their customers’ interests in their products, and decided to create a brand that agreed with the customers’ needs. McDonald’s now sell varieties of fast foods, including burgers, fries, soft drinks, and milk shakes. Moreover, these products are designed to fit the geographical and cultural variations of their local customers, an aspect that the chain is doing well in many countries. 
Brand Identity
	McDonald's has been successful because of its consistent brand over the years and in every country. The branding strategy is a crucial marketing strategy because it involves creating a differential effect on the consumer's knowledge of the brand (Dumitriu, 2012). It entails influencing the consumer's perception regarding the brand. It is worth noting that perception controls buying behavior; a positive perception of a brand will push the consumer to buy it, whereas the consumer is less likely to buy if he has a negative perception of the brand (Dumitriu, 2012). In this regard, consumers maintain a positive perception if they have a trustworthy relationship with the brand. McDonald's ability to maintain its brand all these years has relayed a message of longevity, making consumers believe that McDonald's is a trustworthy and reliable brand (Amin, 2022). Another brand marketing strategy McDonald's uses is its commercial slogans that connect with the consumers' inner feelings. An excellent example is the "I am loving it," present in all of its franchises. This slogan evokes feelings of happiness, making consumers perceive that McDonald's is a company that focuses on their needs to be happy (Amin, 2022). McDonald's also conducts brand marketing through its top-notch customer services (Amin, 2022). For example, all McDonald's outlets have a Wi-Fi connection, which customers enjoy while eating. The presence of a Wi-Fi connection illustrates that the company is customer-oriented, as it is willing to go to extra lengths to make customers happy.
Macro and Micro Marketing Environment
	The marketing environment refers to the surrounding factors that affect the operations and decision-making of an organization. A marketing environment can either be micro or macro. The former refers to internal factors affecting an organization, while the latter refers to external factors. The most critical internal environment factor affecting the marketing strategy at McDonald's is customers. In marketing, the customer is the recipient of products and services sold by a business. They determine the stability of a business since (a business) is destined to fail if they refuse to buy. Notably, the type of customers a business has controls its marketing strategies. For example, a company targeting Muslim customers must avoid alcohol-related messages in its marketing messages to appeal to Islamic anti-alcohol values. In McDonald's, customers determine the pricing decisions. The company target low-earning individuals; thus, their prices are low. These individuals form the lower and middle social classes and are interested in fast and cheaper foods. McDonald's target customers are also children. This aspect explains why most McDonald's outlets have playgrounds to attract children. Also, most McDonald's adverts targeting children depict a playful and happy mood to appeal to children. Significantly, the concept of the customer as an internal factor in marketing has enabled McDonald's to create a unique brand from its competitors.
	Another internal factor affecting McDonald's marketing is employees. McDonald's is among the top companies that record high employee satisfaction rates (Idris, 2022). Employees are the people who handle a company's operations. They are responsible for bringing a business vision and dream to life. The employee factor influences McDonald's to invest in customer-oriented operations by keeping the employees motivated.The external factor that has affected McDonald's marketing strategy is the economy. The COVID-19 pandemic and the ongoing Russian-Ukraine war have resulted in a decline in the economy, causing the cost of living to increase. This turn-out has affected McDonald's price marketing strategy as the company has been forced to hike its prices for the first time. The latest chain to increase its prices is McDonald's UK, where prices have increased by 10%-20% (Idris, 2022). Despite the economic challenges, the company is not trying to disappoint its target consumers of low socio-economic status. For example, McDonald's has introduced a new strategy of offering combo and special to still attract customers with low socio-economic status customers.
	Another external factor affecting McDonald's marketing is technology. Technological advancement happens daily; therefore, the company is slowly shifting from traditional mediums to devise digital communication approaches to reach its customers. Most of the company's brand promotion is done via digital media. An excellent example is how McDonald's has a mobile application, which potential and actual customers can download on their mobile phones. The application hosts the company's website, from where customers can make their orders. The website also acts as a marketing platform on which the company shares information about its services and products with its clients.
Target Markets
	An effective marketing strategy without a target audience is in vain. Having a target audience when marketing a product or a service enables the marketing activities to focus on the people who are more likely to buy (Petrovski & Neto, 2017). As a result, the company avoid the risks of spending money and other resources on people whose likeliness to buy its products are close to zero. Moreover, identifying a target audience involves knowing the buyers' behaviours and values, allowing the marketer to construct engaging messages (Petrovski & Neto, 2017).
	McDonald's target audience is quite wide. Its main target markets are low and middle-income earners, especially those from urban areas. The company uses the concept of differentiation to arrive at this target. Differentiation, as a marketing strategy, entails defining the traits that make the brand unique in the competitive market (Hellyer, 2022). McDonald's unique trait is its low price, contrary to other fast-food companies. This characteristic attracts low- and middle-income earners who want a quality meal and still save the little money they have. As a marketing strategy, segmentation can also be used to reach this target audience. It entails aggregating buyers into groups based on their buying behavior. McDonald's has a mobile app from which it learns the behaviours of its audience. It also uses feedback tactics on its social media pages to analyze customers' satisfaction needs. Notably, the mobile app and social media pages can be termed effective as the materials McDonald's uses to capture its target audience. These platforms allow McDonald's to communicate directly to its audience, unlike broadcast and print media, where the communication channel is indirect. For example, customers use these platforms to air out their discontent with the services. McDonald's can use these complaints as a source of information to group its audience. Moreover, each McDonald's chain boast of a huge following on social media, meaning that the company has adequate data to construct its segmentation.
Media Selection
	It is worth noting that marketing is a mode of communication. Thus, it requires an appropriate medium to channel the message to the audience. Media selection focuses on this aspect. The marketer chooses the types of media that align with the nature of the product, the audience's needs and attitudes, and the audience's capability to access the media. The key communication channels McDonald's uses for marketing include broadcast media, billboards, and digital media. Broadcast media refers to radio and TV. McDonald's uses this channel to market new products and services. The company uses the platform mainly for philanthropic advertising to promote its reputation of "giving back" to society. Notably, this communication method is effective because McDonald's targets time slots that attract huge listenership and viewership. A great example of how McDonald's is committed to broadcast marketing is during the NFL season in November 2018 (Pafitis, 2020). McDonald spent over $52.9 million on TV adverts during this time, knowing that the NFL season attracts a lot of viewership in the US (Pafitis, 2020). In this regard, it is safe to argue that broadcast marketing targets a huge audience across a large geographical area; thus, it is a good channel for McDonald's to communicate with its general audience.
	While billboards are considered a traditional marketing method, they effectively target huge masses. McDonald's uses billboards to support the broadcast marketing messages (Pafitis, 2020). The billboards enhance the visibility of the new product. This channel is effective as McDonald's ensures the billboards are strategically placed on busy highways and streets, targeting many places. Moreover, McDonald's has shifted from traditional static billboards to digitally interactive billboards. For example, the one installed at the busy intersection of Bukit Bintang provides advertisers with internet services (Rosli, 2022). Digitally interactive billboards are engaging in nature, allowing them to communicate effectively. Moreover, they make a brand outstanding amidst many other billboards marketing their relevant brands (Rosli, 2022)
	Due to its vast, diverse audience, social media has become a marketing platform to which all brands are turning to. McDonald's uses this channel to share specific products. Each chain has its own social media page with local followers (Pafitis, 2020). Thus, the chains market product familiar to the locals' culture, values and regulations. Arguably, social media is more effective because it allows sharing of information in various media types. The media used by McDonald's is photography, where the chains and the outlets share images of the products they sell (Pafitis, 2020). Social media also encourages customer engagement; hence it is a marketing tool for McDonald's. The company promotes food photography on Twitter, where customers can post their food and tag its accounts.
	McDonald's also engages in digital marketing through the use of search engine optimization (SEO) campaigns. SEO is the digital strategy companies use to win over win traffic. Huge traffic means high visitation rates on the company's website, where the marketing is conducted. This marketing media is effective for McDonald's because of its reliance on organic traffic instead of paid traffic. Organic traffic means that the people visiting the company's website have an intention of building a relationship with the company. They have a specific reason, such as buying, inquiring, or complaining. Thus, McDonald's reliance on organic traffic means the company can get its targeted audience from the website.
Measuring Success
	The effectiveness of McDonald's marketing strategies can be measured using the Return on Investment (ROI) concept. ROI measurement compares the money invested in the marketing exercise with the money earned back from the marketing (Hellyer, 2022). For example, if a company spends $100 on marketing and gets a returned sale of $200, the ROI is $100. In this case, the ROI is huge, meaning the marketing strategy increases. In 2020, the company suffered challenges due to the cessation of movement during COVID-19. The company decided to invest in TV and other forms of advertising to introduce new services aligned with the cessation requirements (Kalogeropoulos, 2020). The company recorded more sales and ROI, despite the challenging time. Notably, ROI determines the future of marketing. For example, a company is more likely to allocate a budget for a marketing campaign that yields high returns. 
Conclusion: Strategy Shortcomings
	From the above report, it is clear that McDonald's marketing strategies are working to maintain its position as the world's largest food-chain company. However, the report revealed that the strategies have two significant shortcomings; low employee wages and excluding rural areas. The company's main target market is low and middle-income earners; therefore, its products are cheaper, yet they offer among the world's best quality fast foods. In a typical business setting, one would expect McDonald's to experience huge losses as it is hard to make profits with low pricing. According to Piera (2021), McDonald's low pricing strategy is sustainable because the company pays its employees poorly. Data released by Economic Policy Institute (EPI) revealed that 23% of McDonald's workers make less than $10 per hour, meaning that McDonald's employees earn the lowest compared to other fast-food companies (Meisenzhal, 2022). While McDonald's makes profits by paying employees poorly, it risks the effectiveness of its marketing strategy. Low wages reduce employees' job motivation, yet they do the most in brand building. Moreover, they are part of an organization's internal environment factors. They are the ones who handle the company's day-to-day operations. Lack of motivation causes the employees to have a negative attitude toward the company's culture and values. In the case of McDonald's, the demotivated employee affects the company's effort to market itself as the best customer experience. The American Customer Satisfaction Index (ACSI) 2016 Restaurant Report revealed that McDonald's is ranked last in customer satisfaction, scoring 69 out of 100 (Peterson, 2016). Poor customer-employee engagement was cited as the reason for this outcome (Peterson, 2016). This aspect means that people already have a negative perception of McDonald's services; thus, they are more likely to reject McDonald's marketing message in the future. Significantly, the findings revealed that most McDonald's marketing strategies target individuals living in urban centres, excluding rural areas. This shortcoming causes McDonald's brand to be less prevalent in rural areas, costing the company opportunities for new markets. 
Recommendations
1. McDonald's should review employees' salaries to improve their job motivation. Alternatively, the company should allocate a budget for employees' welfare and involve them in marketing strategies.
2. McDonald's should open outlets in rural areas to expand its customer base. This recommendation will benefit McDonald's as there is no stiff competition in rural areas (Marquis, 2022); thus, the company has a greater chance to stabilize its brand there. Consequently, the cost of production and marketing is lower in rural areas (Marquis, 2022). Here, McDonald's could maintain its low pricing strategy without difficulties.
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