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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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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.
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Promotional Strategies
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.

The brand collectors use primary market research data to drive their marketing strategy and guarantee that their target demographic is reached. To measure customer satisfaction with meal quality, delivery, service, and other factors, questionnaires and surveys are done on social media, in stores and via the McDonald's mobile app. McDonald's Community, its forum website, and other digital platforms are also regularly watched to record consumer engagement and input.

McDonald's spends a significant amount of money on billboard and TV advertising, with a total advertising budget of over £1.5 million in the United Kingdom alone. Digital marketing efforts support the company's offline promotional strategy by delivering consistent content to consumers that aren't typically reached by outdoor, TV, or radio ads. McDonald's uses Tv and radio to engender general brand awareness, as well as promote new menu items, meal deals. Traditional billboard advertisements are also widely used by McDonald’s. focusing on the same marketing objectives and content as those that underpin its broadcast ads. Ranging from static to digital interactive billboards, placed in prominent locations with high footfall and visibility. McDonald’s are also used across the particular social media platforms as Facebook, Instagram, and Twitter.

McDonald's also uses outdoor ambient advertisement that is both inventive and compelling. Ambient advertising is defined as the placement of advertising content in odd or unexpected locations, on things that are not often used for promotional reasons as McDonald’s Massive takeaway McMuffin bags placed across prominent street in New Zealand in 2018 or road crossing markings across pedestrian road designed as a portion of French fries with McDonald’s branded box.








Audience
Promotional objectives  
Day by day population of this decade is more health concern. They are looking for fast, cheep and healthy food especially during the busy days when they are not at home. 
Promotion budget
Promotion mix

Definition of branding and brand equity


Keller’s Brand Equity model
Advantages and Disadvantages
Customer journey and customer touchpoints
The Customer Journey consists of 5 key 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 making feel-good moments.

Customer journey map
Total Engagement Model

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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