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INTRODUCTION
McDonald's is the world's leading food service retailer and largest chain of hamburger fast food restaurants, it is almost serving around 35000 restaurants in more than 120 countries around the world and almost 50 million customers daily.McDonald is founded in the united States on 15thMay,1940, the company was initially started as a barbecue restaurant run and functioned by Richard and Maurice McDonald having a concept of restaurant for the first time in San Bernardino, California. McDonald's moved into the Oak Brook office from an office inside the Chicago Loop in 1971(Steele, 1998).The Motto of McDonald is basically, To provide best Quality to their customers, providing best Service in order to attract their customers, provide Cleanliness in order to keep retain their customers and giving Value to its Customers which will create a good relationship between customers and McDonald which will ultimately give benefit to the McDonald and create goodwill among themselves. McDonald's restaurants throughout the country, except in a handful of territories in 

DEFINITION OF MARKETING COMMUNICATION
The marketer uses the tools of marketing communication to create the brand awareness among the potential customers, which means some image of the brand gets created in their minds that help them to make the purchase decision.

DIAGRAM AND BRIEFLY EXPLAIN A COMMUNICATION MODEL 

[image: diagram communication model]

These symbols are the ‘words, pictures, music, and other sensory stimulants[which] are used to convey thoughts’ (Blythe, 2000).In an attempt to ensure that potential consumers receive these communications stimuli in the desired manner, communications models have been developed in order to explain the importance of the way in which the message is sent and the way in which the message is received.Classic models show the communications process, as a process whereby a sender encodes a message that is sent via a chosen communications medium (possibly encountering noise), which is then decoded by a receiver whose response is fed back to the sender of the message.More recent communications models have demonstrated the importance of understanding the fields of experience of both the message sender and the message recipient. Thus was born the concept of segmenting the market into groups that an organization was both able to and wanted to please in order to target marketing communications to them about products and services of interest.Various definitions of marketing communications abound. 

INTEGRATED MARKETING COMMUNICATION (IMC) 
Owing to the impact of information technology, changes came about in the domains of marketing and marketing communications which led to the emergence of IMC (Kitchen et al., 2004a; Phelps and Johnson, 1996; Duncan and Everett, 1993). IMC advocates believe that its emergence was down to the context of media upheaval of that time, for example, digital TV and mobile phones, market environments, that is, increasing global competition and rapid technological developments, such as the personal computer (Kliatchko, 2005; Reid, 2003; Eagle and Kitchen, 2000; Griffin and Pasadeos, 1998; Bruhn, 19971998; Hutton, 1996). In such an environment, technology can enhance marketing communication strategies, that is, both traditional advertising techniques and also new, unconventional marketing practices may be applied, such as database marketing, one‐to‐one communication, or marketing PR (McGrath, 2005a; Edelman, 2004; Gonring, 1994; Nowak and Phelps, 1994). 

CURRENT PROMOTION STRATEGIES MCDONALDS
In order to stand firm and reach out on the market, companies are always looking for ways to bring their products closer to consumers and expand the consumption market. Thanks to the advantages of experience, finance and brand available companies can reach their consumers in most convenient ways. Companies are always looking for ways to be close and consistent with the customs and lifestyles of each locality(Tien & Anh, 2017).
Advertising messages: most of them have a message to be close to consumers. For example, by comparing the way of life between two generations of grandparents and grandchildren, Coca-Cola offers health advice to customers. 
Believing that the most important thing was to contribute to the place where he lived, Kroc started McDonald's philanthropy in 1974 (such actions were rarely seen then) by building McDonald's Open House first in Philadelphia. The basis of RMHC is the Ronald McDonald's House program, sponsors families with children with critical illnesses so they can be treated in the hospitals closest to their home. The first Ronald McDonald’s house was opened in Philadelphia in 1974 and today there are about 200 such houses in the world. 
Through that advertising program, McDonald’s has created the sympathy of customers based on the trust, warmth and humanity that none of their competitors can.McDonald's also participates in sponsoring sports programs, especially prestigious sporting events in the world such as the World Cup and Olympic Games to strengthen the brand's international power, in addition to McDonald's. Also participate in sponsorship programs that vary by region.In addition to each nation's advertising and promotional campaigns, McDonald's is firmly committed to Ray Kroc's strong belief that McDonald's will contribute to community building with local activities ranging from morning activities for the elderly to fundraising for schools and hospitals, etc.McDonald’s conducts marketing and promotes its brand not only head on TV channels, but also conducts direct contact with consumers themselves. However, the chain of stores like McDonald's built national marketing plans in addition to regional planning for their operating system, combining the brand's identity with the local marketing plan. 





NEW PROMOTIONAL STRATEGIES MCDONALDS 
- PRODUCT STRATEGY
Although McDonald’s has thousands of restaurants around the world, it standardizes menus and operating procedures in these restaurants to insure consistency throughout.To maintain consistency in the current menu while the firm tests new products to expand the product line, McDonald’s relies on test marketing new menu items in pilot locations. McDonald has used product development as an intensive strategy for growth, adding new products and varying their product line to satisfy market interests and increase revenue(MEYER, PAULINE, 2018).

- PLACEMENT STRATEGY 
1.Restaurants 
2.Kiosk 
3.Websites and apps 
4.McDonald mobile app specially designed to get customer familiar about the products and services been offered. the most common way is going towards in restaurants (Ahmed, et al., 2014) Also you can download the app of McDonald’s and can get benefit from that by placing your order without going physically. With this franchise model, McDonald’s can maintain tight control over their stores locations to ensure they are visible , accessible,and adequately spaced around cities and countries.McDonald’s also offers a “drive-thru” service which allows customers to order from the menu without getting out of their cars. 
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- PRICING STRATEGY 
McDonald’s has also been successful for implementing the Integrated Pricing Strategy globally by having the following formula: C3 (model of Pricing Cost): Due to this formula it becomes easy for McDonald’s to set prices to target the customers and easily create the differentiation in the minds of customers on the basis of price. There are two types of pricing strategies: Price bundling along with psychological pricing. 
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- PROMOTION STRATEGY
Creating catch phrases are only one kind of promotion, and McDonald’s uses many kinds of promotions to keep the restaurants at the top of the industry.With the rise of health consciousness it has become more difficult McDonald’s to compete because their reputation brands them as cheap food served fast. McDonald’s has taken price competition out of the picture because the customer feels they have gotten quality, convenience, service, and value -and McDonald’s still makes you feel like you are getting a break in your hectic day. Creating catch phrases are only one kind of promotion, and McDonald’s uses many kinds of promotions to keep the restaurants at the top of the industry.With the rise of health consciousness it has become more difficult McDonald’s to compete because their reputation brands them as cheap food served fast. 

DEFINITION OF BRANDING
Your brand strategy is how, what, where, when and to whom you plan on communicating and delivering on your brand messages. Consistent, strategic branding leads to a strong brand equity, which means the added value brought to your company’s products or services that allows you to charge more for your brand than what identical, unbranded products command. For example, Nike associates its products with star athletes, hoping customers will transfer their emotional attachment from the athlete to the product. 

DEFINITION OF BRAND EQUITY
Brand equity refers to a value premium that a company generates from a product with a recognizable name when compared to a generic equivalent. When a company has positive brand equity, customers willingly pay a high price for its products, even though they could get the same thing from a competitor for less. Brand equity refers to the value a company gains from its name recognition when compared to a generic equivalent. 
KELLER'S BRAND EQUITY MODEL 
[image: keller-pyramid-mcdonalds]


McDonald’s has focused heavily on modernizing its restaurants in recent years and promises that by the end of 2018 half of its estate will be refurbished, a move Easter brook believes will only increase brand perceptions still further. While Easter brook did not give specifics on the brand perception improvements, You Gov Brand Index figures of consumer perceptions in the UK back up his claims. 


CUSTOMER JOURNEY FOR MCDONALDS   
The digital transformation is focused on the customer journey, which is divided into two parts: customer experience and customer engagement. This combination of transactional and digital expertise makes McDonald’s Digital Platform one of the first online, non-delivery, fast-food ordering services in the world which enables customers to prepare and pre-pay for their orders ahead of time. 

CUSTOMER TOUCHPOINTS FOR MCDONALDS
[image: cust touchpoints mcdonalds]

Expect many more drive-thru menu suggestions at McDonald's after it buys the tech-based personalization company, Dynamic Yield. McDonald's will activate the company's platform to show customers menu options based on time of day, weather, existing restaurant traffic and what's trending. The acquisition of the 7-year-old tech company is the latest in McDonald's move to heighten its tech-based game following previous activations of the brand's app, mobile ordering capabilities, kiosk ordering and new outdoor digital menus. 
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DIAGRAM AND EXPLANATION OF A CUSTOMER JOURNEY MAP 
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McDonald’s customers were equipped with Eye Tracking glasses and accompanied through the store, to observe whether the new design of the order and pick-up sectors are being recognized as such, whether customers understand the new process and to discover possible pain & pleasure points to then submit adequate suggestions for improvement. 
[image: nadias jpurney]
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The objective was two-fold: to drive downloads of the McDonald’s app as well as increase the number of in-store offer redemptions with the help of Google’s Universal App Campaign in conjunction with SA360. “Through a continuous integrated marketing optimization approach, fueled by data and implemented across all touchpoints, we generated a significant amount of in-store redemptions through the new McDonald’s app and delivered a unique data-led mobile experience to drive consumers back to McDonald’s stores,” said Dany Labban, Media Manager at Studio M. “Now through the McDonald’s app, we are able to make use of the magnitude of user data received thus far, to make informed decisions on which products resonate more with our customers, allowing us to push the right product to the right user and at a time when they’re most receptive,” said a McDonald’s spokesperson. 

THE TOTAL ENGAGEMENT TO MCDONALDS
McDonald’s marketing technology and global delivery teams will be joining the digital customer engagement team and reporting to Brady. Lucy Brady, formerly senior vice president of corporate strategy and business development, will lead the new team in the newly created role of chief digital customer engagement officer.

CONCLUSION
McDonald’s moved into the Oak Brook office from an office inside the Chicago Loop in 1971(Steele, 1998).The Motto of McDonald is basically, To provide best Quality to their customers, providing best Service in order to attract their customers, provide Cleanliness in order to keep retain their customers and giving Value to its Customers which will create a good relationship between customers and McDonald which will ultimately give benefit to the McDonald and create goodwill among themselves. A brand can be defined as a set of tangible and intangible attributes designed to create awareness and identity, and to build the reputation of a product, service, person, place, or organization.The holistic perspective of branding as a long-term strategy includes a wide set of activities ranging from product innovation to marketing communications.The objective of branding strategy is to create brands that are differentiated from the competition, thereby reducing the number of substitutes in the marketplace. When high brand equity is achieved through brand differentiation, the price elasticity of demand becomes low, allowing the company to increase price and improve profitability.Branding strategies are built on the inter-dependent frameworks of competitive brand positioning, value chain development, and brand equity management.Competitive brand positioning requires the identification of a distinct market space and cognitive location as perceived by consumers.Effective brand positioning helps strategists determine what the brand stands for, its unique selling points, how it overlaps with competing brands, and the value derived from the usage of the brand. 
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Model of Communication

The model of communication can also be expressed as a cycle:
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