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Case Study Questions
Question 1
	Having gone through the case study, it is evident that changes that McDonald's has made to transit upscale cover changing lifestyles. One, the company has modified its menu to meet the preference and taste of its customers (Vicki and Apton, 2008). This shows that the company has the customers' needs at hand and is going their way to ensure that the customers get what they want. Failure to ensure that the customers' needs and preferences are catered for may result in the company losing some of its customers which may lead to a downfall of the company. On the other hand, the company also invited its customers to the kitchen to clear any doubt if any concerning the food source of raw material, food quality, cooking process among other concerns that the customers may want the company to address. Involving the customers to this extent makes them be part and parcel of the business and knows that the business is there for their welfare and not only making profit. As a result, customers end up becoming more loyal to the company knowing that their needs and worries are given high level of concern. Giving such attention to the customers indicates that the future of McDonald's is bright as the customers play a crucial role in business success.

Question 2
	McDonald's making some changes reflects some values. It is clear that citizens from Paris value slow food, sophistication and relationship with the farmers. This formed the main input that the company received when it decided to move up. On the other hand, in America, the company decided to use flavored tea and hot coffee to attract various American customers from different backgrounds (Dagmar and Wentz, 2007). This comes out as one of the ways to enhance its competitive edge in the industry towards its competitors. As a result, it comes out clearly that every change the company makes must go hand in hand with some values of the people they are serving. It is worth to admit that not every company out there would allow the customers in the kitchen to clear their mist if any on various aspects such as food quality.
Question 3
	The McDonalds marketers should focus certain attention to aspects of personality such as uniqueness when planning future menu and restaurant changes. For every company to be successful, being unique must be at the focal point of its operations. Most of the customers end up being attracted to offerings and products simply because they are unique and hence meet certain tastes (Arndt, 2007). In addition, customers tend to prefer some products that are unique due to the eager to have a new experience altogether. For that reason, the marketers should place a keen eye on being unique when making some changes since failure to do so can make the company lose a lot of its customers to its competitors that are unique in terms of their products and offerings. 
[bookmark: _GoBack]	Secondly, openness also comes in when making any changes concerning future menu and other changes in the restaurant. The marketers should involve their customers to bring in suggestions and later evaluate the suggestions to pick the appropriate ones. Accommodating the customers' suggestions increases their loyalty to the business hence improving the business reputation. Last but not least aspects of personality the marketers should put into place when making some changes in the food menu and the restaurant is conscientiousness. They should be ready and willing to do their work well and thoroughly to avoid any mistake that could, in turn, cost the business in regard to sales and competitiveness.
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