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Marketing and Operations Strategies for Competition
McDonald's, Burger King, and Rally’s (Checkers) are three organizations that compete for the same clients and customers that is food selling. The three fast-food vendors have to ensure that they compete effectively in order to keep their respective businesses afloat and also make profits. They, therefore, have to use various marketing strategies so that they attract and retain customers for their food products and services. In the world of catering and restaurant business, service delivery is key and will determine the survival of any food business, and so is for the three organizations. McDonald's restaurants are known for their short processing times when an order is placed (Rajawat et al., 2020). This has really provided cutthroat competition to the two other restaurants hence attracting and retaining clients. No customer would want to wait forever to be served, be it at the restaurant premises or even at home delivery. McDonald's services have a great turnaround time which is still giving the other two headaches in trying too much that timeliness. Flexibility is another marketing strategy that has been used by Burger King organization in trying to remain competitive in the fast-food market with the rest of the competitors. Burger King offer services that are flexible in terms of what one can order when an order can be changed, and the company seem to have captured that for the clients' satisfaction. Flexibility would make more clients to be attracted to the company's products and services compared to the rest of the competitors (Shcherbakova, 2020). Rally’s (Checkers) is another fast-food company that has been using quite unique competitive strategies to remain in the food industry. The company has been consistent with quality irrespective of where the restaurant is located. This has been enabled by proper training and mentorship of its staff across the world, not only in the United States of American. Quality consistent will attract clients in that they become confident that wherever they, they are guaranteed the same quality of foods as the head restaurant (Rajawat et al., 2020). They will therefore be attracted to have their foods in those other branches with no worry about the taste they are used to whether they are in the US or not. The three organizations continue employing different strategies so as to remain unique and remain in business despite competition.
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