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Our Marketing and Branding Strategies 
In the past few decades, companies have found innovative marketing approaches to help maximize sales and provide value in key market segments. One such approach is the Segmenting, Targeting, and Position (STP) model, which has recently formed the cornerstone of the marketing framework in most successful organizations (Venckus, 2021; Kotler & Armstrong, 2010). In line with this approach, McDonald's marketing plan helps provide a consumer-centric approach by tailoring key strategic communications between stakeholders, customers, and partnerships that help steer the brand's success.  With increasing consumer product preferences and competitive marketing from rival organizations, most companies risk being rigid with little touch to customer needs without a solid marketing strategy. The following sections will examine how McDonald's' marketing strategy has helped achieve its business objectives and establish its iconic brand among restaurants.
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McDonald's runs and franchises quality food and drinks restaurants in over 119 countries. The company's business is comprised of both franchised and company-owned restaurants (McDonald's Corporation, 2021). Under the franchising deal, partnering companies can operate the McDonalds brands in one of the following schemes: affiliate, conventional franchise, and developmental license. At McDonald's, restaurants' and trading regions' optimal business ownerships are informed legal and regulatory environment, financial resources, availability of customers, and entrepreneurial experience (Ashley, 2014; SEC, 2021). They consistently review the ownership balance of company-owned and franchise schemes to transition to 95% franchise models in the future for optimal returns. 
McDonald's brand performs mainly on the business relationships with its independent franchises. The company agreement facilitates policies and operational standards necessary for brand protection. More than 80 per cent of McDonald's restaurants are currently operated independently, effectively making the company a primary franchisor (McDonald's Corporation, 2021). The franchising scheme enables owning individuals and businesses to moderate staffing, pricing, and marketing decisions while benefiting from the original company's brand reputation, financial resources, and operating system. 
One of the strengths realized through this model is the innovation that often comes from the franchisees and the expertise gained from company-owned restaurants, which upon proving their viability, can be implemented across restaurants in various market segments. Having company-owned restaurants contributes significantly to McDonald's brand value as a franchisor (McDonald's Corporation,2021; Smith, 2016).  First, company-owned restaurants provide McDonald's with enough training environments for company personnel. Next, the company-owned operations and independent franchises further refine and develop products, marketing strategies, and pricing schemes that benefit the company's business strategy.  Under Conventional franchising, the company secures long-term leases for restaurant locations while the franchisees pay for equipment's, décor, seating, and signs (SEC, 2021). McDonald's performance is highly contributed by their business model in ownership of the most real estate and lucrative franchise deals. Outside initial investment, franchisees reinvest in their businesses over time. In addition, the company and its independent franchisees co-invest to accelerate funding and improve operating systems (SEC, 2021). Such investments, coupled with McDonald's business support, which aims to enhance local business output, contribute to the company's brand by developing modernized, convenient, value-generating restaurants. 
A typical franchise deal at McDonald's runs for 20 years. Due to its rigorous requirements on standards, the company rarely works with passive investors. McDonald's executive leadership is keen on developing business relationships that assure consistency and quality across its restaurants (SEC, 2021). The franchise arrangements contribute to McDonald's revenue channel through royalties, rent, and initial fees upon submitting grants to the newly launched franchise. The company has generated huge cash flow following these business operations.    
By contrast, McDonald provides capital for the entire business operation and property interests in the developmental license. In terms of returns, the company receives royalties based upon a percentage of sales and initial fees upon submitting a franchise grant. Currently, the company uses this scheme in more than 70 countries, implying 5500 restaurants. The largest developmental licensee runs nearly 2100 restaurants in Latin America and the Caribbean (Venckus, 2021).  Finally, McDonald's has equity investments in some foreign markets referred to as affiliates. Upon receiving its royalties, McDonald records its shares of net results in Equity earnings in such markets. Currently, the largest affiliate operations run in Japan, with approximately 3000 restaurants. McDonald's operates more than 40000 restaurants worldwide.  
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The company offers a substantially uniform menu, with occasional variations in consumer taste and choice in key markets. Menus consist of McDonald's fries, cheeseburgers, hamburgers, chicken sandwiches, Chicken McNuggets, Mc Flurry desserts, bakery items, coffee, McCafé beverages, and soft drinks. In the United States and major international markets, McDonald's provides full and limited breakfast menus, including oatmeal, sausage sandwiches, sausage McMuffin, sandwiches, hotcakes, and breakfast burritos (McDonalds Corporation, 2021). Further, the company sells various related products during limited-time promotions. In all of its offerings, McDonald's and its franchisees emphasize taste, choice, nutrition, quality, and convenience in new products and an ongoing basis for consumer experience and brand reputation.   
McDonalds Market Segmentations 
STP features three major dimensions that identify, select, and targets potential markets to tailor a company's service and product offerings that best communicate value to consumers. Like most Businesses in the tech industry, McDonald Inc adopted segmentation, targeting, and positioning models to guide its marketing strategies (Smith, 2016).  The STP model helps deliver more relevant, tailored messaging to McDonald's target market by targeting its customer base.
Besides communication, the model helps uncover marketing opportunities across niche markets, attract new customers, cut marketing costs, and ultimately make more cost-effective marketing efforts.  When companies divide their customer into smaller groups based on select features, they achieve segmentation, allowing them to communicate benefits, features, and service offerings best suited to customers. McDonald's' market segmentation is achieved through demographics, lifestyle traits, behaviors, and psychographic variables (Ritter et al., 2020). Following a measurable, actionable, and accessible marketing mix, the world's largest brand has created a marketing niche that rivals can only admire.   Segmentation in McDonalds follows four major criteria.
Geographic Segmentation
Geographic segmentation identifies customers' locations and rank customer according to states, regions, countries, and provinces.  The company has established business operations spanning continental regions such as the United States, Europe, Australia, and South America. Their franchise models expanded company-owned and franchise schemes through conventional, developmental, and affiliate arrangements. Currently, the company has over 39000 restaurants in more than 120 countries (McDonald's Corporation, 2021). this number has been increasing annually, and the company serves nearly 69 million consumers daily.
Demographic Segmentation
Next is demographic segmentation, which classifies markets by age, occupation, status, gender, and education.  Looking into McDonald's, the company develop their products and services around the age, family size and occupation of their customers. McDonald's food products mostly target the young generation (Smith, 2016). For instance, the happy meal has been one of the restaurants' go-to menus since 1979 and is usually packaged with toys in bags branded with McDonald's golden arches.  
Additionally, the company launched Ronald McDonald to make the meals more attractive to children. The company also realized that children are often accompanied by their parents, and as such, the Happy meal now extends meals for adults. Parents are inadvertently targeted in the process by bringing their children to the restaurants as their children revel in McDonald's toys and snacks (Venckus, 2021). McDonald's also targets consumers with decent financial health. Most of the restaurant's consumers are young middle-class individuals with disposable income.  This segment of consumers spends quite a fortune in fast-food restaurants. Furthermore, the current shift of consumer behavior towards ready-made packed food favors fast-food chains like McDonald's.
Behavioral Segmentation
Behavioral segmentation follows customers' interactions with businesses, such as which items they frequent and how often they buy such products. McDonald's implements quality at all levels of its operations, which contributes significantly to consumer satisfaction. The company further set quality standards with their suppliers. Before the food is served to consumers, the company must ensure their products have gone through system quality checks (McDonald's Corporation, 2021). Additionally, McDonald's utilizes state-of-the-art equipment to ensure they meet safety and quality in its deliveries.    For the most part, McDonald's, offer standard menus in their restaurants, except for key geographic locations where it must adjust to meet consumer tastes and preferences. The menu provides an array of food choices, including French fries, desserts, Chicken sandwiches, Mc Café beverages, and soft drinks. Quality and consumer choice are critical to McDonald's success (McDonald's Corporation, 2021). further, the company is also conscious of consumer health, and upon request, McDonald provides nutritional products for special customers.
Most consumers also find value in McDonald's iconic brand, which is often the case among teenagers and customers who frequent the restaurants. The increasing number of women in office work has also doubled down on this trend (Lovitt, 2020). The launch of McDonald Ronald House charities was an effort directed at meeting children and family expectations at McDonald's.
Physiographic Segmentation
Fast-food chains have also gained a remarkable reputation owing to consumer lifestyles and preferences. McDonald's has developed inroads across various market segments with a huge young population following, and with growing consumer health concerns, the company has begun emphasizing nutrition across different product offerings (McDonald's Corporation, 2021). McDonald's now provides salads, chicken wraps, and smoothies on its menus. Consumers who need to cut down on calories and fat intake can opt for such meals. The company’s marketing team also monitors trends in consumer habits and product life cycles to roll out on-demand menus (Huang et al., 2021). It also standardizes products in performing segments. Often, the company will review its product standardization in regions were cultural or religious beliefs limit consumption.   
McDonald's Target Marketing
Targeting refers to the process by which a company evaluates each market segment's attractiveness and identifies one or more niches that present better prospects for the company's product specialization (McCarthy, 2021). Essentially, the process seeks to select the best customer segments to advance products and services offerings. 
Over the years, marketers have identified concentrated targeting, multi-segment targeting, and undifferentiated targeting (Ashely,2014; McDonald's Corporation, 2021). McDonald's approach seems to be following a multi-segment targeting method. For instance, the company targets children by including toys in some food packages. It targets health-conscious consumers by providing high nutritional content specialized for unique consumers.  McDonald's happy meal is aimed at targeting the entire family. Such efforts ensure high levels of satisfaction among consumers and delivery of quality products.
McDonald's Brand Positioning
The final process in linking products and services to customer needs is positioning: It refers to selection market offering to occupy a clear, distinctive, and desirable place relative to competing products to attract potential customers (Kotler, P., & Armstrong, 2010). Positioning of the McDonalds brand is mainly achieved through advertising and promotion. McDonald's brand identity and communication strategies play a critical role in positioning its products.  
In the international market, McDonald competes with Wendy's and KFC. The company must also differentiate itself from local and regional retailers in various markets in which it operates. To that end, McDonald's marketing efforts focus on value, quality, convince, taste, health and nutrition for a better value proposition and customer experience (Zhang et al, 2021). McDonald's also provides completive prices to further complete its customer acquisition and loyalty efforts. The company set out quality standards that all its ingredient suppliers must meet. For convenience, McDonald's restaurants are located in strategic locations to accessibility to consumers.
Marketing, promotional and public relations at McDonald's are designed with consumers in mind, focusing on positing the McDonalds brands and differentiating the company among its competitors.  The company positions itself through effective market analysis across its market's segments, coupled with tailored adequate, timely response in price and product offerings. Since the launch of its first franchise agreement, McDonald's has focused on broad public awareness aimed at promoting franchises and propelling business operations in potential markets (Harrington et al., 2017; Venckus, 2021). The company maintains a strong market penetration and brand recognition focus executed through offline and online marketing strategies, upon which it curates its clear, brand-centric messaging to target customers while using mobile platforms to retain existing and repeat customers. Such efforts in product offering, consistent marketing analysis have enabled McDonald's to adapt and deliver highly competitive value-driven product offerings.
Conclusion  
McDonald's marketing strategy has largely contributed to the company's international success. By demonstrating how companies utilize product, price, promotion, and place to drive sales efforts and consumer choice, McDonald's has successfully implemented vibrant marketing strategies to reach target markets and engage each audience adequately. Establishing a strong loyalty with customers and partnering franchises has enabled the company to influence consumer behavior, effectively making it a strong, accessible, low-cost family-friendly restaurant.
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