 (
1
)









McDonald’s Brand Problem: Creating Value for Customers
Student’s Name
Institution
Course
Professor’s Name
Date










McDonald’s Brand Problem: Creating Value for Customers
Branding is an important part of the business process that influences the successful outcome and even failure of the business. If designed well and implemented effectively, a business brand can be the most effective solution to some of the business problems. Brand designers and business owners must, therefore, work to solve the same problems facing the organization by bridging the gap involved in understanding the means to better the outcomes of every customer. This essay looks at the brand challenges in McDonald’s and how HR professionals can work towards resolving the problems. 
What's Right
McDonald’s is a brand that is widely recognized both at the local and international levels. The brand has managed to grow significantly and become globally recognized because of how it creates initiatives that target customers and seek to improve customers’ satisfaction. McDonald’s focuses on two important things; time efficiency and cleanliness of the environment. Over the years, McDonald’s realized that taking time to serve a long list of clients lining up at its stores is wasting the potential to increase its profit base. Therefore, it started reducing the time used to serve customers from 30 minutes to 20 minutes (Peterson, 2016). A reduction in this countdown had a significant impact on the brand’s appreciation and acceptance in the market, both domestically and internationally. 
Secondly, McDonald’s managed to come to the top in the market because of its focus on hygiene and cleanliness of the environment. The company has implemented a standard of cleanliness over the past years which include the staff wearing white button shirts, black socks, and paper hat. The focus on the cleanliness of its facilities such as bathrooms and the dining areas has further improved its brand perception in the market. Customers are concerned about many things, especially the quality of services and products they receive from the company. Quality can be measured in terms of cleanliness and other aspects that seek to improve the experience of customers when they come for services or products. 
How do these attributes relate to your brand?
Similarly, I would like to create a brand that is recognized and appreciated like McDonald’s. The most effective way to achieve this, based on McDonald’s strategy is to create the perception of cleanliness and efficiency in serving customers. Customers are happy when they are served faster so that they can go on their businesses. This means that a customer will only come back to a business where they believe they will not only get what they are looking for, but they are going to be given the services or products as soon as they get there. No one wants to overstay in a place longer than they should because it impacts the other aspects of their lives. Therefore, I would emulate these branding techniques from McDonald’s in building a base for my brand. 
What is wrong with the company
Despite that McDonald’s has been one of the leading brands in the hospitality sector for decades, it has had its fair share of problems over the last decade. The biggest problem that McDonald’s has had to grapple with is the inability to offer the best value for its customers. According to Lutz (2014), McDonald’s has spent several years experimenting on different cuisines and menus such as Angus beef burgers and chicken selects. However, by focusing on these new menus, the company has forgotten one of its strengths that helped build the brand, its value. Light (2020) explains that the trend that McDonald’s has taken over the last decade is scary. The guest counts have reduced significantly (Light, 2020). The store-sales have increased but this has not been caused by higher customer traffic. Rather, the rise in-store sales have been associated with the higher average check (Light, 2020). Despite changing and introducing new ingredients in the menu, McDonald’s troubles seem to have heightened. 
The problem with the brand is the inability of the company to offer value to its customers. McDonald’s has lost the value it used to offer customers that also contributed to its recognition. The brand, as Wilson and Grammich (2020) explain is the best way to lure customers by offering them unique services that other players do not offer. However, McDonald’s has not been successful in implementing such strategies, which has caused a decline in its sales and threatening its reputation.
How do these negatives relate to you?
Every business experience is important, whether bad or good. The good experiences can help shape the business by informing what it needs to do to make it work, but the bad experiences also play a critical role in helping the business understand the strategies it should do and those that it should not do. They provide a warning sign when the business is not going in the direction it is expected. From the case of McDonald’s, one can learn important lessons that have made their brand reputation decline even for a large fast-food chain. From the failures in building value for the customers, my brand will try to offer value for the customers. This requires understanding the market trends. Currently, the fast-food market is losing grip on its customer base because of the changing dynamics of the kind of foods people want to consume. Many people are becoming aware of the health risks associated with fast-foods that form the basis of fast-food chains like McDonald’s. Therefore, it does not matter whether the business is clean or friendly to the customers. What matters is the quality of the product they are selling, which will send away or bring back customers. Having this in mind will help me create a brand that listens to the customers and works with the reviews to create services that can satisfy their needs but also well-being. 
Explain how HR professionals should fix the company’s problems
[bookmark: _GoBack]Human resource professionals have the responsibility to ensure that the company has strategies that seek to counter the effects of bad experiences. In McDonald’s, the solution that HR professionals should focus on is to correct the brand perception, which has been affected by the lack of value in the brand. People no longer feel the kind of value that they used to in McDonald’s anymore because the company has chosen to focus on different product lines with the aim of attracting a wider range of the market. The solution, therefore, is to be clear about what they are offering and make the customers aware of this change to ensure that they are not confused. McDonald’s can choose to focus on healthy foods that do not have the health risks of fast-foods, but this must be clearly explained and the information must be channeled to customers in a simple and straightway. As Light (2020) explains, McDonald’s started experiencing troubles by the time it started experimenting with new foods. 
Explain what you will do to improve those same problems within yourself
When faced with the same problems, I would employ the following strategies. First, engage in brand awareness by making sure that people know that the brand exists and what it stands for. It is important to be as much as clear as possible because of the possibility of imitation in the market. Secondly, I will ensure that the brand has the right target audience. The problem with the internationalization of business is that it loses the right audience. This means that the business can end up targeting the wrong audience, which has an impact on the performance and profitability. 
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