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Observably, there is a lot of competition in the American fast-food industry and customer trust and loyalty to a specific cannot be taken for granted by any organization. From the Fortune 500 companies, I admire McDonald’s for its efficient strategies aimed at maintaining its large customer base both in the US and in other countries. Based on statistical evidence, the franchise has a customer base of 70 million daily in over 119 countries. McDonald under consideration sells different products to its customers, however, the predominant products sold by the company franchises include hamburgers and chicken sandwiches besides soft drinks, salads and other products including breakfast (Gregory, 2021). 
To ensure efficient customer relationship with the local franchises, McDonald has allowed its franchisees to incorporate and sell local dishes and flavours' example, the McDonald franchises in Asia sell fin soup, a local delicacy for the locals, while franchises in Germany trade-in sell beer while those in New Zealand sell meat pies. Arguably, the diversification in products by the company has ensured that it retains its large consumer base globally. It is also important to note that McDonald employs various effective marketing strategies including advertisements that create awareness about its products among potential consumers. Besides the TV adverts in the US and Europe, billboards are also used in marketing the company’s products.





It should be mentioned that the fast-food giant always strives to establish long-lasting relations with its customers as indicated by Jones & Sasser (1995). Currently, the company launched smartphone applications to particularly interact with its customers. Tellingly, as argued here, this is in line with the company’s long-term objectives and goals of ensuring effective customer engagement and efficient consumer service. Electronic customer engagement ensures that the company receives and acts upon the reviews obtained from the customers. Similarly, the company is also able to keep in touch with changing consumer preferences and needs.
McDonald’s company also has a reward program in place that has acted to increase customer loyalty and repeat sales. This is because most customers feel they are part of the company and are therefore able to provide constructive criticism. Customer relationship with McDonald is considered friendly since the company has placed the interests of their customers as a priority (Payne & Frow, 2005). The staff at the company are fairly motivated and are focused on ensuring at the fast-food giant.
Brand differentiation
McDonald’s applies a broad differentiation strategy. Fast food franchises like McDonald need to be more selective regarding the products they avail in their stores and their promotion strategies. As observed above, the company offers a regionalized menu for its customers. In this view, McDonald franchises are able to differentiate their products from that of their competitors (Sachdeva, 2016). Through product differentiation, the company has been able to become a competitive seller in the restaurant industry. One of the differentiation strategies employed by the company includes the provision of high-quality products exceeding the quality of the less competitive competitors in the market. 
Besides the quality products at McDonald’s, efficiency and ease of access is also another differentiation strategy used by the fast-food giant. It is worth noting that a majority of the company franchises are located just off highway exits or well-travelled business districts. 
Better and efficient customer service has also been a major focus for the food company. It is argued that effective customer service presents a challenge for most fast-food providers. As a differentiation strategy, McDonald’s franchisees across the globe offers customized customer service to consequently differentiate it from the other competitors in the market. Price differentiation is also another important strategy employed by the company. McDonald’s enjoys a high bargaining power, that enables the multinational player in the fast-food industry to obtain raw materials at a cheaper price compared to its major competitors. The resulting effect is on the low cost of the basic food items in all of the company franchises globally (Price Beam, 2017). It is important to note that the strategy has worked well for the company especially in establishing and maintaining a competitive advantage over its competitors in the fast-food industry. Admittedly, most of the differentiators applied by the company are usually adaptive strategies particularly meant to ensure that the company retains its place as a leading fast-food giant. 





Based on my analysis, it can be noted that understanding how to manage customers represents an essential step towards creating effective long-term customer relations. Similarly, to achieve success, organizations need to employ astute strategies meant at particularly establishing and developing interactions with the customers. Also, as the business environment changes, there is a need for business organizations to employ differentiation strategies as a mean of survival and stand out among the competitors in the same industry. For instance, as observed McDonald’s besides applying a price differentiation strategy, ensures the provision of quality fast-food products to its customers (Kokemuller, 2021). Consequently, the resulting effect is on the effective customer relations the company has built. 
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