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Introduction to Marketing
Companies undertake a series of activities to promote the sale of their products to their target market (Tien et al., 2019). Through marketing, customers are made aware of the available products and services which impacts their decision-making. The effectiveness of a marketing strategy helps firms and companies to meet and maintain their demand, market relevance, public image, and reputation as well as profitability level. This report evaluates the strategies embraced by McDonald’s and the extent to which they contribute to they are effective. It seeks to measure how much impact the employed strategies have on the firm in terms of identifying the market and the target audience and the marketing mix.
Justification of the effectiveness of the marketing strategies
McDonald’s is a multinational fast-food chain that has employed localized marketing as one of its marketing strategies. Culture is an important factor that needs to be considered and understood for international marketing strategies to be successful (Steenkamp, 2019). The marketing strategy should suit the market and have a proportional impact on the target market. Surprisingly, a strategy may work well in one nation and be a complete failure when employed in another nation and is an indicator of how much culture needs to be regarded in marketing. Localization emphasizes customer satisfaction through product adaptation in the new environment. 
McDonald’s is the world’s largest American fast-food chain, and it has encompassed some marketing strategies some of which are effective and some ineffective in operation. By the end of the report, an analysis of the shortcomings of the embraced strategies by McDonald’s is done as well as the proposed recommendations that can improve the marketing strategies. To maximize the market benefits of McDonald’s in China, the localized marketing strategy directs the extent to which the company tailors its products to suit the need of its market and adapt to the culture efficiently (Alon & Kruesi, 2019). McDonald’s devices ways that will suit the China region that is different from that applied in the United States, Canada, and Asia-Pacific nations. For instance, when there exists a distinction in buyers’ needs in the host country, in terms of their lifestyle, beliefs, income, and education level, localization becomes critically important. 
McDonald’s revised its menu and incorporated some Chinese food like the egg sausage burger and McCrisy chicken fillet (Singireddy, 2020). This was in place of their famous delicacy, chicken legend. This was to align with the consumer’s eating habits to deepen customer relations. This has been one of the most effective strategies as it is just tailored specifically for Chinese tastes. The aspect of localization of thinking globally but acting locally shaped the consumer’s perception and to some degree contributed to the performance and embrace of McDonald’s products in China (Steven, 2018).  In China, McDonald’s has been able to diversify its consumer needs, and it’s undeniable that this has increased consumer turnover.
Globalization and technology adopted by McDonald’s company have been a marketing strategy that reflects in its supply chain management (Glushkova et al., 2019). The company has a very unique taste and selection of the products it uses and its supplies. Operating in China, where the local markets need to be supported and included, the company introduced potato-growing technology in China so as have a supply of products and be inclusive in supporting the economic structure of China. 
McDonald’s standardization of its products was an effective strategy (Dong et al., 2019). To fully maximize economies of scale in an entirely new audience and market, adapting to the Chinese tastes and preferences in menu diversification. Nonetheless, in all its operation outlets, McDonald’s has been able to attain and offer identical products like McNuggets, McChicken, and Happy Meals. 
Resources invested in marketing in McDonald’s? 
Marketing has to encompass the customer’s needs and ways of delivering better value to maximize customer satisfaction. Obtaining customer loyalty is one of the ways through which firms, especially in fast food obtain a competitive advantage (Landreville, 2020). However, the market needs to be critically evaluated, to determine the target audience and means to capture them. McDonald’s has highly invested in mass marketing methods, both online and offline, using websites and advertising strategies. 
 McDonald’s has highly invested in technology, the quality of ingredients used for its products, training, and, franchising. For the brand image, cleanliness has been highly embraced by the company, giving health assurance to its customers and its dining areas.
McDonald’s has been able to achieve product consistency in taste and quality across its geographic operations (Raj & Singh, 2021). It is a multinational company but it has been able to maintain a specific taste that creates widespread identification. In a competitive market, the brand and tagline of McDonald’s have encouraged customer loyalty. Discounts and coupon deals that are available through their website ease the accessibility and loyalty of customers (Gabel & Guhl, 2022). For instance, products like Big Mac and Chicken McNuggets have become brands of McDonald’s thus creating brand recognition even in new markets. This has essentially made it easy for customers to make referrals to friends and relatives which has increased the company’s customer base. 
Franchise models have been integrated by the McDonald’s company (Rajawat et al., 2020. Through training of personnel, the company has been in a position to ensure that the products offered across their stores attain the desired taste and customer satisfaction is maintained (Soleymani et al., 2021). The company sees to it that comprehensive training, as well as monitoring of franchises, is done to ensure that the quality of products and services, as well as the cleanliness aspect, is attained and maintained (Steven, 2018). Through the franchise model, McDonald’s was able to garner massive revenue in 2021, an indication of how effective this strategy was.  
The influence of the micro and macro environment on marketing
The ability of a company to analyze its internal and external environment enables companies to set market value and meet its audience’s expectations (Hanaysha et al., 2022). The decisions made as well as the marketing strategies adopted depend on the environment. In the Chinese market niche, McDonald’s has diverted its focus from junk food. through efficient marketing, the external market has revealed the varying needs of customer preferences and attitudes, as well as their emotional value and performance value of products, need to be addressed. In the Chinese market, the western brand image of McDonald’s fast food needed to be changed (Li, 2021). In different demography, the diet considered fashionable was termed junk food in China. To address this issue, McDonald’s had to change its brand marketing and started vigorously publicizing fresh ingredients as well as keeping track of the calorie levels in its products. In 2016, McDonald’s eliminated the use of artificial preservation of chicken McNuggets and started using butter in place of liquid margarine to cater to the rising need of health-conscious customers. Demography is an external environment feature and incorporating the 7’Ps in the marketing mix, the product design of McDonald’s needed some tailoring to suit the Chinese market. The quality of its products needs to be in line with the Chinese consumer needs. 
 McDonald’s marketing strategy was structured to suit a single product category (Deng & Messinger, 2022). As discussed earlier, some of these products have contributed to the brand’s identity and logo as well as market dominance. However, from the internal market information, the local customers’ choice of products from McDonald’s and their preferences required to be incorporated to propel sales in China. The shift from McNuggets and Gig Mac and the incorporation of alternative products that would suit the Chinese customer demand like the crispy multi bamboo shoots rolls and coriander sundae resulted in exponential sales. The structuring of products to meet the regional requirements of the environment gives an appropriate means of marketing strategies and portfolio product design and potentially increases customer satisfaction. 
Secondary and primary research is very important in analyzing the external information of the market. It is undeniable that firms, in most instances have no control over the external market. However, with market intelligence, it is easy to identify potential problems and solve existing problems. Marketing requires proper market segmentation and proper distribution to cater to market shares. Through market research, McDonald’s has been able to root in the health and dietary needs of its customer structure. Considerably, McDonald’s main products like hamburgers and fried foods are more snacks and junk food. Understanding the market concept of people consumption in China, who have a preference for healthier vegetable foods came a long way in adjusting the strategy of McDonald’s marketing. As a result, the operation of McDonald’s owing to the understanding of its external market niche shaped the transition to adjusting and adopting healthy diets to suit the customers. 
The target audience of McDonald 
The position of McDonald’s and its site selection has allowed it to select effective marketing mixes that are suited for varying target client groups (Khalayleh & Al-Hawary, 2022). Targeting regions with high customer flows like shopping malls, and train stations have made it easier for customers to reach their products and services. In terms of place, McDonald’s has ensured that the cleanliness of their products and their environment is attained. In addition, they have additional services of Wi-Fi connectivity ensuring that their customers are entertained as they enjoy their meals. To respond to market developments, McDonald’s has employed an adaptive product positioning thus redefining its products and services, and revising its product portfolio to suit the varying needs of people. 
McDonald’s essentially targets consumers who are interested in cheap fast food that is convenient (Otto et al, 2022). Employees across all social statuses are the main target audience regardless of gender. Economic globalization through integrated technology has come a long way in enabling McDonald’s to reach its potential target audience. The spontaneous growth of the company and connectivity to different global places has allowed for the circulation of products and trade integration. Through globalization, the franchise has contributed to the development of Mcdonald’s as well as effectively penetrating through cultures and expanding the target audience reach. 
Search engine optimization (SEO) has been used by Mcdonald’s for its marketing which has proven to be more efficient than paid promotions. This strategy incorporates designing a website with a series of keywords that analyzes the traffic and visitors’ search intent. It is designed to redirect customers from one URL to another and its monitoring and control have helped the company. In 2019, a large percentage of the search traffic was organically obtained from the SEO with little contribution of keywords. Owing to this, search traffics have been used by the company to understand the needs of the customers and what they want. 
Fast food convenience and delivery services have been an outstanding strategy Mcdonald’s. The in-store dining experience and the use of the drive-thru allow efficiency in market reach and customer satisfaction with the increase in home delivery services.  
Effectiveness of the marketing channels of McDonald’s
McDonald’s has successfully leveraged its marketing as it has universally identifiable through its famous brand imagery and meal names all across the globe (Smith, 2022). The marketing techniques employed by the company have been effective to yield its global recognition. McDonald’s has invested in broadcast marketing using billboards, Tv, and radio for airing advertisements. However, this cannot be termed as fully beneficial as advertisements may not reach the target audience (Hansen, 2022). As a result, McDonald’s has embraced digital marketing strategies. With the increasing rate of food technology, McDonald’s has taken advantage and capitalized on encouraging customers to share their meals online across social media platforms like Facebook Twitter, and Instagram. Surprisingly, though the logo mentions McDonald’s, this strategy has been a great success. 
Seasonal promotions and customer loyalty programs are used at McDonald’s (Rajawat et al., 2020). With every purchase a customer makes, they gain points on loyalty. As a result, customers can redeem points and get certain products free from the menu. In addition, there are random free breakfast deliveries and these sales promotion techniques have been essential in its marketing. 
Evaluation of the marketing metrics
Operational success and performance can be determined by how well a firm attracts and maintains customers and the maintenance of the market share. To increase the market share, potential customers need to be attracted. McDonald’s has gauged its performance and success based on the extent of customer satisfaction. It has addressed the alternatives to cater to the different tastes and preferences of its products. For instance, in the Chinese market which has a high preference for chicken over beef, McDonald’s has designed hamburgers that are made from chicken as opposed to beef. Using this evaluation, it is undeniable that McDonald’s has ensured high performance as it has been able to cater to the varying needs. 
The ability to maintain a market share while potentially increasing potential customers. To fully optimize this performance, McDonald’s has invested heavily in studies that determine the motives to eat fast foods (Hobbs, 2019). Owing to this study, the way sales personnel handle and communicate with customers would potentially satisfy and increase customer anticipation to consumption of fast foods. As a result, McDonald’s considers its customers as the most important elements of its operations. Customer satisfaction is determined by the customer’s review of services offered and the time taken to wait in line to be served. The realization that customers wait long in line has pushed McDonald’s and indicated low performance as opposed to their competitors. 
Shortcomings of McDonald’s marketing strategy 
McDonald’s has embraced a series of marketing strategies some of which are viable while others have some shortcomings. As discussed, localization of marketing strategies has proven to be viable in China (Auliandri et al., 2018). However, product consistency is key in the operation of every firm and brand. In other nations like the US, Europe, and Canada, McDonald’s has attained a brand logo for its products that help in identity and differentiation in the market. Localizing and incorporating Chinese delicacies into its menu may result in losing the identity of McDonald’s products (Tien et al., 2020). This is a shortcoming of the general menu of McDonald’s company given its diversification of the company in different nations. It would be simply impossible for franchises to have products tailored t meet every customer requirement of its wide customers. 
McDonald’s has devised ways that will restrict its menu in Chinese stores from fast food like burgers and fries to more healthy foods. Initially, this diet was appealing and was embraced as a marketing strategy to attract customers (Dilip et al., 2021). However, with the increasing need for dietary and health consciousness, it is becoming necessary to shift and deal with nutritious foods. This may have a significant impact and loss of customers who take pride in the products offered by McDonald’s company. 
Technology advancement and strategic positioning of McDonald’s stores have been great marketing strategies. The advertising slogans used are tailored to meet the target audience and motivate them in partaking in the brand’s products. Slogs used in advertisements are tailored to suit a specific period in time.  Nonetheless, the slogans adopted should be incorporated and used in the long run as people identify with McDonald’s and its products. 
McDonald’s company has been regarded as insignificant in considering the lifestyle trends in its supply chain. This is through their product category and products (Hobbs, 2019). This has been a great shortcoming since different geographical regions like China opt for a healthy lifestyle and in their dietary products. As a result, the company loses most of its potential customers and market reach. Product diversification in their portfolio is required. 
Recommendations 
For health purposes, McDonald’s can improve the quality of its products and offer safe products that are concerned with the health of its people. McDonald’s should incorporate additional products and service features in its product augmentation. To relate and connect with the target audience in diverse geographical regions, McDonald’s should continuously customize its menu for customer convenience (Kong & Zhou, 2021). In addition, it should invest in intensive training of its personnel for home deliveries and allow room for tailoring specialties at home tailored to meet the customer’s needs. It may be in terms of the number of ingredients used in products and the size of the products like their hamburgers. 
McDonald’s can attain product consistency all across the globe maintaining its taste in products. However, to cater to the localization strategy, it should undertake extensive market research and tailor regional products to nations that have similar cultural beliefs. Alternatively, McDonald’s can employ portfolio diversification with substitute products to cater to the variation of its products. Owing to this, there will be uniformity in its products, as the substitutes incorporated will be uniform.
The nutrition structure of the products offered by McDonald’s company should not be entirely changed. Nonetheless, the company should seek means that would reduce the calories and fats in its products as well as ensure that there are enough vitamins and fibers in its products (Bohrer, 2019). This would potentially reduce the health risk problems that come with the consumption of their products. 
McDonald’s should allow for regular testing of its products by medical practitioners to evaluate the product’s health impacts (Gao & McDonald, 2022). Together with that, it should work in conjunction with fitness and wellness brands that would encourage its customers to work out and remain fit as they enjoy the delicacies offered by McDonald’s company. 
McDonald’s has adopted the use of slogans as an advertising strategy in its localization. It should therefore invite the residents in formulating slogans, something that they can identify with and which s rooted in their culture (Hornikx & Van Meurs, 2019). For instance, a slogan that is used in China may not be a great fit for advertising in Canada. Therefore, McDonald’s should derive criteria that would be used to come up with the slogans to be used in their advertisements. 
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