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[bookmark: _Toc7219680]Introduction
The world is now experiencing some great change. Monopoly markets are being extinguished and more and more perfect competition market is growing (Buttle, 2015). For this reason, companies now have to be more customer oriented. As a matter of fact, companies must give priority to their customers more. In this giving more priority process, companies are focusing more on building and enhancing customer value as much as they can. They are trying their heart and soul to achieve maximum customer satisfaction with the implication of creating strong customer value. This, in the long run, is making a great environment for the organization as they look the maximize the value of customer more and more. And reducing their gaps with the market requirements. This, in the end, is the main objective for any organization. In this report, a brief analysis of the customer value influencers of McDonald’s has been identified and has been critically analyzed. Also as a food chain company, their quality system was also discussed and analyzed to find the gap in the market. 



[bookmark: _Toc7219681]Company Background

McDonald’s is a fast food chained company from the United States and currently running in more than hundred countries across the world. The company was founded way back in 1940 in California. It was just a regular restaurant back then. From the very beginning, the company had improvised the idea of being a fast food restaurant and they opened a service named ‘Speedy Service System’ where they served food at a very minimal time. This brought revolution in this fast food business. As a matter of fact, the business eventually grew and had become a company as it started a business in Arizona in 1953. Throughout the course of time, the company now has more than thirty-seven hundred outlets in more than a hundred countries. In 1974, McDonald's opened its first outlet in London as the first UK outlet of McDonald's. Currently, it is one of the biggest companies in the UK and has tons of customers who are purchasing McDonalds’ products on an everyday basis. McDonald’s are leading the food chain market for various reasons. But the most important aspect of this change is the fact that they have a strong brand value. Though they have been criticized on many occasions in the past, they have successfully cope up with it. As a matter of fact, the company now are seeing more loyal customers than ever just because of their great marketing campaigns and a good public image (McDonald's, 2019).  In this report, McDonald’s’ value chain and its quality control process have been discussed thoroughly. 

[bookmark: _Toc7219682]A1. Critically analyze the factors that influence your organization's ability to maximize customer value.

Customer value is a perception of the customer, where the customer feels satisfied with paying money for a good. In other words, customer value is a feeling of satisfaction in the mind of the customer. In this perception, a customer generally feels that the sum he paid was worthy of paying for a particular good or service. To analyze more about customer value, it can be defined as the positive difference between the benefit of a product and the cost of it. In the modern era, it is necessary for an organization to have a good customer management service to thrive in the long run and secure a stable position in the market. 
Customer value depends on different factors. Among these factors, the main aspect to consider the product. There can be many types of benefit created from a particular product. These benefits are what a customer consumes what he wants to consume (Whitewell, 2011). Some of the strong customer benefits of McDonald’s include- personnel benefit, product benefit, service benefit, image benefit. On the other hand, to achieve these or acquire these benefits, a customer has to pay a sum of money or resources to McDonald’s. This payment makes the transaction successful. This is also known as the cost of benefits acquired (Captain, 2011). As McDonald’s is a food chain shop, their customer value depends verily on the outlet and the geographical area. As people from different countries see different aspect as their key value to acquire. But still, the value of McDonald’s can be classified into a few different categories. For McDonald’s, the cost may include monetary costs, psychic costs, energy costs, and time costs.  Now from the above discussion, it can be said that-
Customer Value of McDonald’s = (personal benefit/ product benefit/ service benefit/ image benefit) – (monetary costs/ psychic costs/ energy costs/ time costs)
As one of the largest fast food chain company, McDonald's has faced a lot of factors that influenced them in creating, sustaining and developing customer values across the world. These factors, though differentiates from time to time, the core factors remain the same throughout the world. These factors are-
Accessibility: Today, the right to information is a big context. People want to be aware of all the things they can be aware of. The information has become the most valuable resource (Buttle, 2015). So, customers are more focused on what and how they can access a company and learn about it. The customer must have an understanding of a particular company. For McDonald's, as they are one of the largest chain shops, people have more curiosity of knowing what they are producing and how these are being produced. Inside that accessible information, customers want to learn about the product they are being offered. So, to sum it up, today's customers want the accessibility of information. For this reason, McDonald’s try to be open. They try to disclose their products and their own selves to the targeted customers. And the customers who find the information they want in a quick and easy manner, their satisfaction level rises. As a matter of fact, the company has an official Facebook page, Tweeter account, and an Instagram ID, from where people can access and learn about the company. Also, the website of the company has all the information necessary to make the company as much as accessible as possible. Also, McDonald’s have complaint and contact service of their own. They maintain a hotline service and also self complaint service, where the customers can contact and complain about their issues with the authorities.
Location: McDonald’s sell or market physical goods. So, if a customer is unaware of their location or if they feel the location to be unsuitable, they would never visit the outlets of McDonald’s. So, companies with physical goods, know how much important it is to have a good location and a good navigation system. In the marketing mix of 4 P’s, one of the most crucial P is the placement (Whitewell, 2011). For this reason, Food Chain like McDonald’s put so much emphasis on owning a good and attractive location is very much important. Customers love it when their product is at a very soothing location so that, it is not difficult for them to find the location of the business. And most importantly, they are focused more on this location of the business because of their trademark service of Speedy Service System’, which is basically targeted toward the busy and working people who do not want to spend much time for the food, the company tries its best to pick a location, from where people can easily visit without spending much time. And since it is a famous food chain company, the company maintains a place in the Google Map service. Which helps the customers to easily navigate and find a McDonalds anywhere around them.
Language: Globalisation has made many barriers in international business to disappear in a short period of time. But unfortunately, one of the key barriers is still marching its way to prevent international trade unsuccessful (Douglas, 2017). That is the language barrier. This barrier is a more severe problem to a company like McDonald’s as they run the organization globally. Although the use and understanding of English are growing at high speed, still to hold a position in a market and satisfy as well as to improve the experience to the customers, application of local language is a must for a company like McDonald’s. So, for increasing customer value, McDonald’s try to adapt to the language barrier. Because many companies who oversee this as a problem has faced a lot of trouble in maintain a good relationship with the customers and eventually had to shut down the business. Because of being a multinational company, McDonald’s has to interact with customers every now and then, it is crucial for them to overcome the language barrier to satisfy customers. For this, they organize training programs for their employees so that the native people can talk with an executive of McDonald's without any problem and in the native language. They also provide Food Menu on the native language in many of their outlets. This not only adds value to their customer satisfaction but also creates a global awareness about the importance of language.
Convenience:  As we reach an era where the customer is the god for a company, it is likely that the focus on convenience is a part and parcel in every market (Gitlow et al, 2018). McDonald’s main motto is to provide convenience which played a pivotal role for their organization. To them more convenient they can be, the more chances of them to succeed. So, the importance of it has no bounds. The convenience for McDonald’s’ market does not only include the convenience to buy food. It is much more than that. To be precise, it indicates the whole system inside the organization is easy and convenient for customers. Because the company is related to the food industry, customers want easy access to their product, they demand after sales service, they want to be critical about the food through reviews, etc. All these things are present to influence McDonald’s’ food business. Also, a soothing place is included inconvenience. Convenience is actually the real variable that attracts a group or individual customers the most. It creates a loyal customer and helps the most in creating new ones. As McDonald's is a large company, they have hired people with good communication skill so that the customers can engage with the employees without any problem. Also, the company ensured a healthy product and a good environment to eat which has attracted the customers. And to add more value, the company sell products at a so less cost that most of the people in society find it easy to purchase.
Options: As today's world no longer has monopoly business in the fast food industry, competitors of McDonald’s are rising and falling in a gradual manner. To survive in a competitive market like this, businesses must provide a lot of products. Which creates the component ‘Options’. People in general love to have options in their while shopping. It is one of the biggest psychological things in consumer behavior (Douglas, 2017). In fact, these options make the customers most satisfied as food habit differs and taste changes every day. This option or choices help customers to think as if they are in control. It is a crucial component in their psychology. To ensure that customers can make choices while buying a food product, companies like McDonald’s simply try to ensure as much as variety possible. The more differentiation in the product, the more options for the customer which builds more customer value. Even if that differentiation is not much of a difference from the preceded version, the simplest of variety can make a huge difference, as it creates a power in the hands of the customers as well as potential customers. Since nowadays the restaurant businesses across the world are huge and the market offers a great variety of product, McDonald has successfully encountered them and created a great deal of customer value. They have produced and marketed so many types of products like different types of burgers, sandwiches, fries, drinks as well as sauces and desserts. All these foods have their own subsections, which makes it more appealing for the customers as the power of controlling pleasures them a lot.
Personalization: Being unique is an old concept of making a person satisfied. People like being unique as they like to change themselves to be unique. And from the very beginning, McDonald’s are trying to become unique in its own way. For this reason, personalization is a handy tool. People like personalizing their goods according to their comfort (Gitlow et al, 2018). This is what makes them satisfied as it helps them to increase the margin of experience and helps to create a homely environment in any product. This is truer when the product is food like McDonald’s’. So, when customers get the chance of creating their own styled customized food, they try as much as possible to grasp that chance. They try to change food as they want it to be. This happens mainly because of the difference in taste choice of customers. Many businesses merchandise what they think is the best for the customer or what they think the customer needs. But in reality, the gap between needs and thought need is huge. This is why customization or personalization comes into play. As this affects the brain of a customer in a very positive manner. For McDonald's, they have added so many options and power of customization that, their customers can easily make a different snack according to their own will. And that snack may not be even listed in the menus at all. This is also a way of enforcing power to the customer which has previously been said as an important aspect in consumer psychology. Another aspect in McDonald’s may include the fact that as the people in the world is becoming more concerned about their world, it is becoming a great threat to McDonald’s who sells fast food products that are unhealthy. For this reason, they have created an option of customization to avoid unhealthy and fatty foods to have a full meal which would include fresh and healthy products. 
From the above discussion, it is very much clear that true customer value lies in customer satisfaction and customer experience. If a company can enhance customer satisfaction and the experience that a particular product is providing, that company can surely enhance their customer value. As the world has now become more focused on customer service and customers’ welfare, it is important for a company to increase its customer value to become more successful. As McDonald’s is a multinational organization, their success is hugely depending on the performance in the section of customer value, how they create, develop, nurture and promote their customer value. And in a competitive world as today, ensuring a strong customer value and a good customer value proposition can boost the ability to earn more as well as being successful. 
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[bookmark: _GoBack]A set of functions to ensure the products and services offering by a particular company to fill the needs of the customers is known as a quality processor quality management process (Klaus, 2015). In this process, a group of experts is hired to check and fix the problems that were created because of the lack of quality management. This set of functions are most important for the business image. As the poor quality of products and services mean the less satisfied set of customers. Implementing a quality management system reduces the gap between the requirements and the deliverables.
In today’s competitive market, Monopoly Businesses are on the verge of extinguished. More competitive businesses are forming and creating an environment where companies engage in battles fiercer than ever (Goldsmith, 2010). For this reason, companies nowadays, try their heart and soul to ensure maximum quality so that customers are more engaged with the company and remain as much as loyal they can. For this reason, different quality management processes are followed. Another reason for controlling quality is the fact that the legal system in quality control has become more strict. As a matter of fact, it is important for countries to have quality control authority and consumer rights authority to ensure the fact that people don’t get suffered (Shapiro, 2012). Among them, the TQM model, Demings System of TQM, Crosby's Theory, Six Sigma, etc are the most followed (Matsuo, 2017). Among these models and theories, McDonald follows the basic TQM model which was pioneered by Dr. W Edward Deming. The model is shown below-


To understand the model, it is important to understand what TQM is. This is a process of engaging everyone within an organization to improve both the quality system as well as quality culture. In this process, the manager sets the same goal for everyone. TQM creates harmony among the employees to increase efficiency and maintain maximum quality (Whitewell, 2011). That is to ensure maximum customer satisfaction. The detailed TQM model for McDonald's is given here-
Customer Focus: To increase the experience and satisfaction of the customer, being customer focus is undoubtedly one of the major tasks (Matsuo, 2017). And when it comes to the quality management process, the one and only thing to consider most is the fact that companies try to be more and more careful about being customer focus. To be more precise, companies need to identify what the customer wants and how their satisfaction would reach the maximum level. For McDonald's, they try to think of their customers as their main priority. Thus, they focus more on their customers and how they want it to ensure quality.
Planning Process: As the current world of business and economics is facing changes in a rapid manner, it is important that the planning for the future is done right. For this reason, the concept of strategic planning is introduced. Strategic planning helps an organization to identify what changes would occur in the near future (Saito, 2010). By this, the quality process is controlled. In McDonald's, they try to think of what challenges they are and they will be facing to sustain in a market. After that, they plan for that specific challenge to overcome. This is their strategic planning in TQM.
Process Management: To ensure the best quality, resources must be utilized properly. As an organization uses a lot of different type of resources. So, allocating these resources in the proper way is one of the most important tasks for an organization. And this is known as process management (Mello, 2013). As a Multinational Food Chain Company, McDonald's possesses a vast amount of resources at their hand. So, for managing the quality, they allocate resources in the most perfect position. Throughout this process, the company tries to make assumptions based on the characteristics of each resource and try to maintain this to ensure the maximum quality. 
Process Improvement: In this stage of TQM, the company tries to look at their future and try to do something different than what they are doing currently (Czinkota, 2018). They do it to improve their condition in the future. In other words, the company prepares for their future by taking a decision which they previously never took or creating a new type of products. In McDonald’s the company never thinks that they have improved enough and have a theory that there is always scope for improvement. For this reason, they create, introduce, and developed new ways of production to enhance their capacity of quality management.
Total Participation: Quality management is not a job for an individual. Actually, it is a task for a whole team. Maintaining and improving quality cannot be done without a group effort (Mello, 2013). So, for this reason, it is important for organizations managers to engage all its employees in performing to increase the level of quality of the production as well as the quality of work. In McDonald's, the company organizes different workshops and training programs in which they try to teach its employees the processes of working together. This helps them to improve their quality with the whole employee groups working behind it.
As McDonald’s deal with the food and restaurant industry, they also follow a generic approach set by legal and legislature body in the world food market. This approach is highly accepted throughout the world by different standardization institutes. This approach is known as Hazard Analysis and Critical Control Point (HACCP). This approach focuses on hazards that are related to the food industry and try to prevent them (Czinkota, 2018). The detailed approach for the quality system by McDonald’s is shown below-


Hazard: The first thing McDonald’s try to figure is the source of Hazards that have occurred previously or that may occur in the near future. This helps them in two ways. First, they can evaluate themselves through this which may even help them to identify various problems that they never anticipated. And the second thing that helps them is the fact that this evaluation helps them to take strategic decisions.
Analysis: After conducting the test for finding hazards, McDonald’s analyze those hazards according to the customers’ perspective. To do so, they take the help of Market Research companies and try to understand how the hazard might affect them in both monetarily and image-wise.
Critical: This is considered as the most sensitive part of McDonald’s’ quality system. As many might feel shy to be critical about own selves, McDonald’s try to overcome it. And as a matter of fact, they try to act as much as critical about them as possible. In this stage, the problems or hazards are criticized to identify solutions for it.
Control: This is the most important part of McDonald’s. In this stage, they take decisions to justify and to fix the problems and hazards that they might face. They try to prevent the problems or hazards that happened before as well. In this stage, employees get fired, demoted, the organizational structure gets changed, eliminated or may even slightly edit for the purpose of solving the hazard.
Points: This is the stage where McDonald’s make a statement or make regulations inside the organization to prevent that problem in the future. Even when they are dealing with an upcoming hazard, they try to make a law just to be sure that this quality failure would never happen even after a decade or so. So, this is the stage where long term goals are targeted to be achieved.
Now, these systems help McDonald’s to improve their quality process. But their main aim is not just to improve quality. In fact, it is crucial that they meet the requirements of the organization’s customer requirements. For this reason, McDonald’s is working their best by implementing TQM policy all through the organization's chain. To understand this, the analysis of the company’s customer requirements is necessary. A customer requirement is consisting of basically three levels. These three things are customer needs, satisfiers and delighters. The more level a company can acquire the chances of their customer satisfaction increases. Which are discussed below-
Needs: The first level an organization must look into and must focus on customer needs (Stamatis, 2012). The company should try to understand the customer needs and demands and try their level best to achieve this. Customers’ needs can vary throughout the market. But a company can not oversee this. In fact, they must understand the real process of identifying and achieving the needs without making much of the differentiation of the product. Or in other words, a company must focus, the ways of achieving the needs of a mass group of people by creating a single product. For McDonald’s, the companies targeted customers’ main focus is to buy fast food that is hot, tasty as well as quick served. For this reason, they started their Speedy Service System which started serving on the go food for working people and those foods were hot enough. Also, that food did not lack the appealing taste in it. So, it can be said that they have fulfilled the needs of their customers.
Satisfiers: It is not actually a true thought that fulfilling the basic needs would satisfy customers. In many occasions, the customers expect that a company would fulfill their needs, so that doesn’t make them satisfied. So, the question is, what are these satisfiers? Satisfiers are the components in a product that make the customers feel that their money has been valued perfectly (Stamatis, 2012). Customers want more than what they spend. They want both monetary and physical benefit from their purchase. So, increasing customer value helps a company to develop strong customer satisfaction. For this, the company tries to increase the benefits by achieving the needs and doing more than just that. For McDonald’s, the company has offered many value meals that are cheap in price but high in health value like the ‘McDonald’s Happy Meals’. These meals create a sense in the customers’ mind that the company is valuing their expenditure and providing more than what their need is. In many cases, McDonald’s have offered many meals at either low price than regular or they offer gifts for their consumers to add value.
Delighters: This is the key factor that enhances customer value the most. Customers basically feel that a company has fulfilled its requirements in this stage the most. This is the most critical stage, where strategic decisions play the most important role. Because, customers feel delighted in many ways and each individual felt it in a different manner (Shapiro, 2012). For this reason, delighters are hard to understand and identification of the main delighters are much critical. To successfully delight each customer is the main objective of all the companies in a particular organization. Currently, all the companies throughout the world have a department to improve customer satisfaction. In McDonald’s, the company deals in fast food business which serves food with good taste but that lacks healthiness. But as the current food trends have been seen to be more health-oriented, the delighting factor in their product is missing. So, they have not yet achieved the level of delighted. 
From the above discussion, McDonald’s gap with customer requirements can easily be understood. As can be seen, the level of Needs and Satisfiers for a customer has been achieved by McDonald’s. But still, they lack a few things in them. That is why the company are yet to achieve the level of delighters. So, to achieve this level, they must focus on more healthy products rather than just tasty foods. By this, they can be successful. And to make this change they need to improve their efficiency in quality management as that is the key factor in determining and achieving the customers’ requirements successfully.


[bookmark: _Toc7219684]Conclusion

In these strong competitions market, companies focus toward building a good customer value is increasing more and more. As a matter of fact, companies’ focus on creating and developing strong customer value has made a great impact on the economy as the organization's focus is shifting towards a more customer-oriented environment. As the customer focus businesses are growing, the need for analyzing the customer requirements with the benefits provided are an important thing to consider.  In this report, the factors that influence customer value of McDonald’s has been discussed and analyzed. Those factors play a pivotal role in building a good environment in the market of the fast-food chain. Also, the analysis of McDonald’s quality system is discussed thoroughly. In this quality process, the actual gap is also determined. As it has been seen that though McDonald’s have satisfied their key customers, they failed in meeting the final level of customer requirements. 
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