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Introduction
Customer satisfaction refers to those viewpoints that are centered on ensuring that customers' requirements are met via the usage of an organization's services and products. This contentment leads to the development of tactics aimed at ensuring client satisfaction. Furthermore, the corporation should concentrate on developing unique techniques that attract clients to the company. Various market-related factors have been established in order to help a firm reach its aims and objectives. This makes an organization's nature dynamic, which aids in the organization's development in the appropriate direction. Various types of communication channels aid in the efficient development of consumer bases. McDonald's is the company mentioned in the study.

Company Background
McDonalds was founded by brothers Maurice James "Mac" and Richard James "Dick" McDonalds, in San Bernadino, California, United States in 1940. Brother’s Bar-B-Q was reopened as a drive-in self-service restaurant with first menu of only nine items, including a fifteen-cent hamburger in 1948.  In 1949 McDonald’s menu had wider choice of food with Triple thick shakes (Vanilla, Banana, Chocolate and Strawberry) and worldwide famous French fries (McDonald’s, 2019).

With over 38,000 stores in 120 countries, McDonald's is the world's largest American fast-food company. McDonald's first UK restaurant opened in Woolwich, London, in 1974 and in 1982, the company's headquarters relocated to its current location in East Finchley. In the United Kingdom are now around 1,300 restaurants. About 93% of restaurants around the world are owned by franchisees, stating that they are managed by independent local business owners rather than the company and 9 of 10 restaurant managers began their careers as restaurant stuff (McDonald’s, 2019).

McDonald's represents more than just food. Is about the collaboration between franchisees, suppliers and workers, the opportunities and skills that McDonald's gives, and how McDonald's helps local communities. McDonald's is a major employer of young people, providing them with their first work experience as well as several opportunities to progress within the company. McDonald's offers tremendous opportunities for everyone to rise within the company, and they believe in each employee's capacity to move up in a fair length of time (McDonald’s, 2022).

Over 23,000 farms in the United Kingdom and Ireland provide ingredients for UK McDonald's restaurants. McDonald's supports a number of community activities, including trash pick-up patrols, Ronald McDonald house charities, which provide free shelter and support to families with sick children, and local football tournaments. McDonald encourages young people to play football by coaching and volunteering with local organizations. McDonald's recycles as well, with the goal of sending no waste to landfill (RMHC, 2020).

Mission
McDonald's mission is to provide customers precisely what they want every time they come in. Restaurant stuff ensure that all guests have a fantastic experience by offering high-quality, fresh, and hot food, served in a safe and clean environment by pleasant personnel that provide an excellent experience, making delicious feel-good moments easy for everyone.  It is all about how people behave and act while at work to deliver this fantastic experience. It is critical for McDonald's to make visitors feel welcome in order for them to enjoy their visit and look forward to returning, since they may tell their friends about McDonald's or become regular customers (McDonald’s, 2021).

McDonald's treats children as their most important customers, making it even more important to give them an extra special experience every time they visit by conversing with them or simply providing them with a Happy Meal promotional item or balloon what will amaze their parents and encourage them to visit again.

Communication
The term "communication" comes from the Latin word "communicare," which means "to convey or exchange information, news, or views, among other things." Interaction with people and the environment is what communication is all about. When we connect with people, we use language to communicate information, ideas, and attitudes. Communication, according to (Keith Davis, 1967) is the exchange of information and understanding from one person to another. It is a method of delivering information, values, ideas, feelings, opinions, facts, or anything else to others either verbally or non-verbally.



Communication model 
The communication process begins with the communicator/sender, who has something to transmit with others, which might be an idea, fact, knowledge, or anything else. The sender encourages the message by using a language that the recipient can comprehend. The medium of expression can be speaking, writing, facial expression, eye contact, gesture and so on. The message is created in collaboration with the communicator, who employs the appropriate words and language. The message is the most important aspect of the entire communication process. The individual to whom the communication is addressed is referred to as the receiver. For affective communication, it is critical for the sender to understand the receiver's decoding ability and interpretation capabilities. Decoding is the receiver's interpretation of the message. After decoding the message, the receiver will provide feedback to the sender. It is an important component of the overall communication process since it signals that the message is not distorted; for this reason, the receiver seeks for the channel in the same way that the sender communicates with the receiver. When a message is received and understood in the same way that the sender intended, communication is said to have occurred.
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Image 1. Communication Model (Source: https://www.evolutionculture.co.uk/communication-models/).


Integrated Marketing Communications
Today's marketing landscape is quickly shifting. To reach huge sectors of the population in the past, companies depended significantly on mass media, such as television, radio, and magazines. This was both pricey and ineffective for the brands. Media, advertising, special events, sales promotions, packaging, interactive internet marketing, and public relations were all employed in the past by businesses. Individual customer identities, which exist and are valuable in the future of marketing, are more ephemeral. IMC (Integrated Marketing Communications) is the name given to this innovative strategy. 

IMC is a strategic business process for organizing, developing, executing, and evaluating quantifiable compelling brand communication initiatives with consumers, customers, prospects, employees, and other key external and internal audiences (Blankeman, 2018).

To achieve maximum communication effect, IMC employs all types of promotion. The manner of delivery differs. IMC's primary objectives are short-term financial gain and long-term brand value. Because of the constancy of IMC marketing, communications are more believable, and audiences grow to trust the brand above others. To compete and thrive in today's market, businesses must employ tolls that are ideal for communicating with the target audience. The promotional mix refers to the basic instruments for achieving a brand's communication goals. Advertising, selling, direct marketing, sales promotions, and public relations are all part of the promotional mix. These solutions allow businesses to retain consumer relationships while also planning for the future. These technologies assist firms in reaching out to their target market.

[image: ]

Image 2: Promotional Mix (source: https://www.marketing91.com/promotional-mix/).
Promotional Strategies
A promotional strategy is a tactic used by businesses to sell, promote, and advertise their product or service to the consumers. The goal of promotional strategy is to raise awareness and demand for the product or service of business to boost sales and revenue as compared to the marketing cost. Promotional goals are also about educating potential consumers of service on what they need to know, offering information’s such as how consumers may benefit from adopting to the business/brand, encouraging consumer to try product/service, maintaining the loyal consumers, and increasing the use of the product. How businesses set its promotional strategy depends on aspects such as target audience, budget, type of product and many more. With so many competitors in the market who offering almost identical products or services, the marketing strategies may be the deciding factor for many potential consumers. Push and Pull tactics are the two types of strategies which businesses both B2B and B2C use to communicate their message and product to consumer.

A push strategy is done for the retailers, distributors, wholesalers to push a product towards the consumer, these activities are not visible to consumers and therefore it is mostly unknown to the consumers, while a pull strategy are done for the consumers and involves pulling a consumer towards a product by digital campaigns, advertisements, discounts in the stores etc. Therefore, demand is created in the consumers which in turn go to the e-commerce websites or retail stores to buy these products. These activities are visible to all the consumers. Push strategy is used to quickly take a client from awareness to purchase, while pull strategy is used to build an ongoing engagement with the brand. Both have a function in bringing the buyer from awareness to purchase, but pull methods are more effective at creating brand ambassadors.

Target Audience
McDonald’s most common visitors are lower and middle class, both male and female between ages of six to fifty-five who have preference for fast food in general. They are brand loyal and spend an average of £5.77 every visit. A significant portion of these customers are parents with small children, who like the brand's family-friendly ambience and food selections. To satisfy this demand, the Happy Meal, a popular children's meal package that includes a free toy, was originally presented in 1980 ( McDonalds, 2018).



Promotional objectives  
As McDonalds is well known worldwide and brand is categorized as world largest fast food chain brand is one of the advanced from its competitors, however there will be always some challenge which McDonald’s need to improve to win competition in this modern century.  As population in this decade is always more concerned about health in their busy lives, McDonalds could improve in raising awareness to grow largely by Introducing wider choice of product regarding to health. McDonalds could promote new products and enrich their menu by giving them choice of whole wheat product, drinks from fresh fruits and reduce sugary and carbon containing products. Wider choice such as whole wheat buns rather then buns made from bleached flour, drinks from fresh or frozen fruit rather than fizzy sugary drinks or ice blended drinks made form syrup, wider choice of drinks containing herbs such as ginger, curcumin, or vegetable such as beetroot can improve customers life style and health and that is what this population looking for more intensively and seriously and that is what this modern world and McDonald brand may should teach their target audience the youngers generation. 

Promotion budget
High promotional budgets might diminish revenues while such assets are being used. Companies may accept for such increased expenses on the belief that client sales or awareness would improve. Promotional budgets often include funds for advertising on television, radio, social media, and in print. Email marketing, social media outreach, and outdoor signs can all be included in a company's promotional budget. The promotional money may also be used to hire outside specialists and consultants to build campaigns and put advertisements in relevant media and venues. Contracting marketing intelligence agencies to analyze data that indicates how marketing money translate into new or recurring revenue for the company is one example (Alalwan, 2018).

Promotion mix
It's all about using the most effective communication tactics to boost sales and raise awareness of the firm and its products. Advertising, new venues such as social media, Google search, and YouTube are all aspects in the promotional mix that McDonalds employs. usually, McDonald's advertisements can also be found on television, in newspapers, on the radio, and on billboards. They also have a strong social media presence and have taken advantage of highly targeted sponsored advertisements on platforms like Instagram, Facebook, and YouTube. The second strategy employed by McDonald's is sales promotions, which are aimed to entice customers to purchase a product or service. Sales promotions include strategies such as buy one, get one free, discounts, and discount coupons. These are usually short-term promotions with a limited-time offer to entice customers to act swiftly before they miss out on the limited-time discount. Games and contests are frequently utilized to promote purchases. It makes purchasing more exciting by including a Monopoly game in which consumers collect stickers with their meal and may win free food, certain merchants may provide discounts or even cash pricing. McDonald's sales grow as a result of limited-time promotions, since individuals buy more frequently and larger meals to maximize their chances of winning. Direct marketing is a more intimate promotional mix method. This strategy involves sending personalized letters, phone calls, texts, and emails to consumers. Due to its efficacy and the ability to monitor campaign performance via open rates and link clicks, email marketing is one of the most prevalent and commonly utilized methods of direct marketing. Direct marketing may be customized for each client based on their preferences or prior purchases. Public relations are a business's communication connection with the public; this image is frequently created through the media. The personal technique in McDonalds can be also find as on the till same on the kiosk the touch screen in the dining area both places are meals suggested as large or to buy any additional products with meal what influencing them to purchase product or service. All five of these key techniques increase a profit of McDonalds. 

Branding and brand equity
Giving items and services the power of a brand is what branding is all about (Kotler and Keller, 2015). Impression the business leaves on an Audience is a branding. By building and defining a brand in the eyes of consumers, branding gives a meaning to a certain organization, products, or services. It's a method used by businesses to help consumers immediately recognize and experience their brand, as well as giving them a reason to prefer their products over those of competitors, by defining what the brand is and isn't.

When comparing a product with a known name to a generic version, brand equity refers to the value premium that a firm produces. Companies may build brand equity for their goods by making them distinctive, identifiable, and of higher quality and reliability.

Consumer happily pay a high price for a brand's products when it has favorable brand equity, even if they could buy the same item for less from a rival. Consumers effectively pay a higher price to conduct business with a brand they know and respect. Because the brand with brand equity does not pay more to create and sell the goods than its rivals, the difference in price goes to their profit margin. The company's brand equity allows it to benefit more from each transaction.

Keller’s Brand Equity model
Keller’s Brand Equity model is about how to measure and grow brand equity and value to get consumers loyalty for brand rather than its competitors. Brand equity is the reason why the consumers will not only prefer to choose the brand over other competitors but also prefer to pay a premium just to have desired, specific brand. Brand equity, according to Keller, is the differential influence of company understanding on customer response to a brand's marketing (Farjam and Hongyi, 2015). Keller’s idea was to build valuable brand to create perception in a marketplace that the consumers value. Touchpoints, interaction consumers have with brand should work towards perception. Brand equity can grow through performance, connections, and associations.

Keller Equity model identifies 6 elements in four stages, all focused on achieving of outcome that contributes towards growth brand equity. The first stage of the customer-based brand equity pyramid model is "Identity," which indicates that potential customers must be aware of the company's identity in order to recognize it, such as its logo, symbols, and name. The broth's identity can aid to raise exposure and recognition in the marketplace. Making sure consumers are aware of the product or service category in which the brand competes is an important part of increasing brand recognition (Keller, 2001). Positive customer-based brand equity is created through a good relationship, or resonance, in which the consumer recognizes the product as a separate brand with positive features. If these characteristics are bad, customers will react negatively to marketing operations, resulting in poor customer-based brand equity for the brand (Keller, 2008). The "Meaning" level of the customer-based brand equity pyramid model is all about communicating what value brand is delivering in the marketplace, what brand is doing differently, and why customers should choose brand over competition brand. Within this stage, brands may utilize performance and imagery to show how the brand meets the demands of potential customers and how the brand connects with them on a social and psychological level, in what they believe and what the company believes. The third stage is all about "Response," or how the brand sees, and customers respond to the brand message, as well as what the customers' thoughts and feelings are about the brand. The fourth stage of the customer-based brand equity pyramid model is "Relationship," which describes how the brand is linked to the audience. Customers that align with brand ideals and identify with the brand will be loyal customers who return for more. The higher a brand ranks in the customer-based brand equity pyramid, the easier it is to obtain exposure and recognition in new foreign markets.
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Image 3. Source: Keller’s Customer based Brand Equity Pyramid

Customer journey and customer touchpoints
The Customer Journey consists of 5 stages, starting from when the customer arrives at McDonald’s, right up until they have finished their meal and are leaving the restaurant. The outcome of each of the five stages has the ability to make or break a customer’s visit, as each stage has a big impact on their overall experience. Within each of the stages of the Customer Journey, there are several opportunities to deliver on brand promise of creating feel-good moments during each step of the Customer Journey.

First step in customer journey is when customer approaching to order online or in store any McDonalds products. Second step begun at moment when customer start ordering. Once order is completed customer can choose type of payment such as online or at the store depends on type of service customers require. With ordering online customer can pay directly after completing the order if it is home delivery or can choose to pay in the store before collecting the food. Orders collected in the store can be as usual eat in or take away orders depends of customer preferences what is fourth step in customer journey. The fifth step is actually the final step of customer journey which occurs when customer leaving the restaurant. 

Customer journey map
A customer journey map, also known as a buyer journey or user journey, is a visual representation of the customer experience. It informs businesses on their customers' interactions with them across all touchpoints.


  Approach    →  Order/Pay   →      Collect        →     Stay/Eat     →        Leave
                                      

Total Engagement Model
The Total Engagement Model is a strategy used by businesses to engage customers and develop long-term relationships. Customer engagement may be greatly improved, and grown utilizing the customer engagement model, resulting in increased customer satisfaction. To achieve brand goals, it is critical that proactive consumer interaction is built and maintained through an engagement model. There are many ways how brand can engage with audience such as typically by email, SMS, chat, social media and many more as in this century population expanded digital technology and its use hugely compared to past.  

The image below is Total engagement model which explaining Customer Value Proposition. In the meaning that the Customer Engagement model provides organizations, businesses, firm, companies and to many others with the proper tools to maximize the Customer Lifetime Value (Ramya and Ali, 2016).
[image: ]
Image 4. Total Engagement Model (Source: https://www.engagedstrategy.com.au/home/total-engagement-model-round/)
Conclusion 
From the above discussion it can be concluded that customers satisfaction is one of the most important factors which is pose by an organization in order to make development done with more effectiveness through such aspects an organization makes its popularity increased through developing organization in positive manner. Then in these various kinds of models has been discussed which is used by organization gain customers satisfaction and understand market in better way through positive approach.
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