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Business Strategy
Market Niche- McDonald’s has a sweet spot in its particular unique value proposition by offering a consistent menu in each restaurant located in different parts of the world at a price that is reasonable. The company has discovered its real value proposition and it shares the same with potential clients in the best possible manner. 
Service suited by the company include free Wi-Fi, at the participating McDonald’s with over 11,500 hotspots in the United States. They also provide Arch Cards that make the meals much easier and paying for fries and other food products are made easier and faster through the use of the company’s Arch Card (Gilbert, Sara, 2011). 
Classes of Consumers
There are three different classes of McDonald’s consumers. One of them includes the customers that have the secondary level of education. That covers the highest number of customers that visit the restaurant. Most of them have a secondary-level education and they find the foods to be affordable for them. 
Consumers with a university level of education who comprise of 28%. The reason for this is the location of the restaurant. The clients that are from this classification are usually in between busy schedules. The respondent usually is professionals, university students, and business personnel. 
The final class of customers has a primary level of education comprising of a 23% proportion. Most of them are laborers and foreigners and they are usually regular consumers and their needs have to be fulfilled along with their requests. 
An interesting product that can be introduced in McDonald’s is one that can enable consumers to enjoy services from different restaurant locations. That would be an application that can enable easier ordering and delivery of food products from the restaurants to the residence of the consumers. 
For advertisement purposes, the application will be presented using simple layouts in the design for the medium used. The ad is going feel native on the devices, as the application in which it was created. The user will also be in control where they will be able to click on the advertisement and be able to control that interaction as well as choose whatever they want to do next. The clients will also be provided with valuable things within the advertisement such as free music, coupons, or even discounts (Slack, Lewis, 2011). 
For products, McDonald’s uses the good, best and better in decision making. People who know about whatever they need may scrap into the category of the product and they purchase a product category that is good. Consumers who are earning relatively more money to the price of the foodstuff have a tendency to purchase the best. Other people buy the better goods (Gilbert, Sara, 2011) 
One of the features of the good products is that they are usually the cheapest but have lower quality than the rest. Better products are of higher quality at a fair price but it can be higher than the ‘good’ category. Finally, the best are the products which are the most expensive but have the highest quality compared to the rest. 
For the beachhead and growth plans and strategy, it involves supporting the continued development as well as the expansion of the business. Cost leadership is the primary generic approach of McDonald’s and it may involve the minimization of costs to provide products at a lower price. The products, therefore, are cheaper as compared to those of the competing companies. The secondary strategy, on the other hand, involves the development of the business as well as its products to make them much more distinct from the other competition. For the intensive strategy of growth, reaching more number of customers through establishing more restaurants is another strategy of the organization.  However, low prices and costs empower the enterprise to penetrate the markets much easily (Gilbert, Sara, 2011)
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