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1. 

[bookmark: _Toc265422979]Choice of the Organization

The business that i have chosen to investigate is McDonalds which is a franchise. 

Franchise: a business licensed to use the name, logo and expertise of  an existing, well-known business.
[image: aboutus_history]
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McDonald's is the world's number 1 fast-food company by sales, with about 32,000 restaurants serving burgers and fries in about 120 countries. (There are nearly 14,000 Golden Arches locations in the US.) The popular chain is well-known for its Big Macs, Quarter Pounders, and Chicken McNuggets. Most of its outlets are free-standing units, but McDonald's also has many units located in airports and retail areas.



[bookmark: _Toc263505755][bookmark: _Toc265422981]MCDONALD’S HISTORY

In the late 1940’s, Dick and Mac McDonald were searching for a way to improve their little drive-in restaurant business in San Bernardino, California  , they invented an entirely new concept based upon speedy service, low prices, and big volume.
 The trademark design for the fast food was carefully studied and it came with a happy clown character known as Ronald MacDonald (McDonald Corporation 2005).  

When the new McDonald’s re-opened in December of 1948, business took a while to build. But it soon became apparent that they had captured the spirit of post-war America. By the mid-1950s, their little hamburger factory enjoyed annual revenues of $350,000 – almost double the volume of their previous drive-in business at the same location. 

Word of their success spread quickly, and a cover article on their operations in American Restaurant Magazine in 1952 prompted as many as 300 inquiries a month from around the country. Their first franchisee was Neil Fox, and the brothers decided that his drive-in in Phoenix, Arizona would be the prototype for the chain they envisioned. The resulting red-and-white tile building with a slanting roof and the “Golden Arches” on the sides became the model for the first wave of McDonald’s restaurants to hit the country, and an enduring symbol of the industry.
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	McDonalds Vision  Statement

		"To be the world's best quick service restaurant experience. Being the best means providing outstanding quality, service, cleanliness, and value, so that we make every customer in every restaurant smile."




	McDonalds
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[bookmark: _Toc265422983]Mission statement of McDonalds

	McDonalds Mission Statement

		[bookmark: _Toc263505758] 
To be their customers' favorite place and way to eat with inspired people who delight each customer with unmatched quality, service, cleanliness and value every time.





	McDonalds
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Departments of the Organization:

· Finance Department 

· Human Resource Management 

· Marketing Department 

· Operation Department 

· [bookmark: _Toc263505767]IT Department 
[bookmark: _Toc265422985]PRODUCTS
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Every business has one or more competitors so MacDonald’s also has two main competitors’ first areKFC and second areSUBWAY.
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Customer Relationship Management   (CRM)
Customer relationship management is a broadly recognized, widely-implemented strategy for managing and nurturing a company’s interactions with clients and sales prospects. It involves using technology to organize, automate, and synchronize business processes—principally sales activities, but also those for marketing, customer service, and technical support
                                       OR
Customer Relationship Management (CRM) refers to the methodologies and tools that help businesses manage customer relationships in an organized way.
For small businesses, customer relationship management includes:
· CRM processes that help identify and target their best customers, generate quality sales leads, and plan and implement marketing campaigns with clear goals and objectives;
· CRM processes that help form individualized relationships with customers (to improve customer satisfaction) and provide the highest level of customer service to the most profitable customers;
· CRM processes that provide employees with the information they need to know their customers' wants and needs, and build relationships between the company and its customers.
Customer relationship management tools include software and browser-based applications that collect and organize information about customers. 
For instance, as part of their CRM strategy, a business might use a database of customer information to help construct a customer satisfaction survey, or decide which new product their customers might be interested in.
Also Known As: CRM; sometimes called customer service management.  


Examples: 
Using customer relationship management (CRM) tools, Termite Extermination Inc. was able to develop and implement a marketing plan that increased sales dramatically.
[bookmark: _Toc265422988]Goals of CRM

· to find, attract, and win new clients, nurture and retain those the company already has,
· entice former clients back into the fold, and
· reduce the costs of marketing and client service. 
[bookmark: _Toc265422989]

Hierarchical structure of our organization
Hierarchical structure a hierarchy is a series of levels of people, each level controlled by the level above it
The McDonald's restaurants all have a flat structure. There is one manager who is in control of the other assistants and employees. He takes all the decisions and he is in charge of the main functions.



[bookmark: _Toc265422990]  Important Management Discipline in McDonalds

In recent years, Customer Relationship Management(CRM) has become widely accepted as an importantmanagement discipline 

CRM is thus characterised by the application ofinformation technology to the customer-facingfunctions of an organisation; these generallycomprise the following functions :
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McDonald's Corporation Customer Success Story
[bookmark: _Toc265422992]Business Issue:
McDonald's customer satisfaction contact center was quickly out-growing their CRM software system which also lacked needed functionality to meet their evolving business needs. It was time to look for a better solution.
[bookmark: _Toc265422993]Solution and Results:
· McDonald's was looking for improved functionality for their customer satisfaction group as well as a tool that provided the company with real-time access, via flexible and comprehensivereporting, to the data that was collected from customers eachday. 
· Mcdonalds have ability to integrate company's extensive store database into their CRM. This combination of databases gives them the power to measure customer satisfaction results both from the national level, right down to the individual restaurants.
· Ease and flexibility make PowerCenter the perfectchoice for McDonald's
· After implementing PowerCenter in the customersatisfaction contact center, McDonald's decided to also deploy it in contact centers supporting Investor Relations, the McFamily Idea Center and the internal restaurant support center

[bookmark: _Toc265422994]Product Consistency
By developing a sophisticated supplier networked operation and distribution system, the company has been able to achieve consistent product taste and quality across geographies.
[bookmark: _Toc265422995]Act like a retailer and think like a brand 
McDonald’s focuses not only on delivering sales for the immediate present, but also protecting its long term brand reputation.
[bookmark: _Toc265422996]McDonald’s Business Infrastructure
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Activity of Branch office Managers and how they support CRM

Team Leader-team leader who leads and give order and work to all managers
Crew Chief- crew chief wholeads all frontline employees and distribute their duty and set time schedule of them.
Floor Manager -'Floor management' includes managing staff whogive services to customers and allocate the duties of opening and closing restaurant. 
Kitchen Manager- The kitchen is the most important part of the business and the main reason customers patronize the restaurant. Managing the kitchen staff helps to control food quality
[bookmark: _Toc265422998]Activity of McDonald’s Employees/ works 
In McDonald’s we see Activity of all Employees
Frontline Employee-In McDonald’s there are 4 counters and frontline employees operate that counters and deal with customers and the end of the day they count per product sale amount and total amount of the sale. 
Restaurant Manager–restaurant manager take all counters reports from the frontline employees, he checks all the reports and by mail he give this report to the regional office and head office.
[bookmark: _Toc265422999]CRM and Personalization
· Implementation of better technology is about creating the process that promotes longer more beneficial customer relationship. Creating beneficial customer relationships entails a better knowledge of customers
· A company must be able to effectively learn from each customer interaction, record the results of that learning to gain a better understanding of each customer’s preferences, and determine how the company can best serve that customer over his lifetime. 
· This understanding will allow he company to communicate the right information to the customer at the right time using the right channel, and will ensure that all of those interactions are complete and consistent.
· The overall market place is raising customer expectations at the same time that brand loyalty is decreasing. 
· With the competition customers have come to expect that an organization will completely understand their needs and preferences 
[bookmark: _Toc265423000]Managing Key Customers
The purposes of CRM are to boost profitability, revenue, and customer satisfaction. A company wide set of tools, technologies, and procedures support the association with the customers to raise sales. CRM is primarily a strategic business and process issue rather than a technical issue.
CRM consists of three components:
Customer – The customer is the only source of the company’s present profit and future growth.Information technologies can provide the abilities to distinguish and manage customers. CRM can be thought as a marketing approach that is based on customer information 
Relationship – The relationship between a company and its customers involves continuous bi-directional communication and interaction. The relationship can be short-term or long-term, continuous or discrete, and repeating or one-time
Management – CRM is not an activity only within a marketing department. Rather it involves continuous corporate change in culture and process. The customer information collected is transformed into corporate knowledge that leads to activities that take advantage of the information and the market opportunities. CRM required a comprehensive change in the organization and its people
[bookmark: _Toc265423001] Relationship Marketing and CRM
Relationship marketing and CRM attempt to establish and cultivate a marketing relationship that enables cooperative problem solving. Mcdonalds maintain beneficial and delightful relationship with the customers through the following: 
· Retention of selected customers, rather that recruiting new ones to replace valued defectors.
· A focus on long-term associations, with an orientation to identifying and meeting future customer needs.
· A focus on service benefits rather than features 
· Emphasis on high levels of customer service through repetitive interaction.
· High levels of commitment based on promises to and from selected customers.
· High level of customer contact.
[bookmark: _Toc265423002]Customer Life Cycle in McDonalds

 The stages of customer life cycle are:
Acquiring customers – The first step in CRM is to identify prospects and convert them to customer
Increasing the value of the customer – Personalization is the key to increasing the value of the product or service of the customer.
Retaining good customers – The cost of acquiring a new customer exceeds the cost of keeping good customers.



The customer buying cycle of our organization, this typically includes the following steps:
· Awareness of your offer 
· Evaluation of the offer 
· Purchase 
· Delivery 
· Use 
As a business process aided by technology, CRM Improve customer service and productivity 
[bookmark: comments][bookmark: _Toc265423003]
McDonald's Credits Business Intelligence for Recent Growth
· For several years, the corporate growth strategy for McDonald's was relatively simple: 
· Open more locations and sales will increase. 
· [bookmark: _GoBack]McDonald's established a BI strategy, which it termed "Plan to Win," with key metrics centered around place, people, products, and promotions. From there, McDonald's built standard questions and scorecards for mystery shoppers.


[bookmark: _Toc265423004]FRIENDLY CUSTOMER SERVICE
· One of the innovators of fast, friendly customer service, McDonald's has been running a self-service pilot program using touch screen kiosks at the counters
· "Meetings can be set up easily because McDonald's are in easy-to-find locations, or salespeople can pop in to upload or download information quickly."
· In addition to Wi-Fi access, McDonald's has implemented a redesign of its kitchens to provide better customer service up front.
·  The new "Made For You" kitchen system automates more food preparation processes, leaving store associates to provide more personalized service
· These changes simply give McDonalds the ability to focus on accuracy of orders and to provide a better customer experience overall
[bookmark: _Toc265423005]Class of people visits McDonalds out lets
· low income 3 to 5 year old children preferred the taste of hamburgers, chicken, French fries, carrots or low fat milk
· To understand its success in imprinting even the youngest children, Corporations and Health Watch investigated the range of McDonald's activities geared towards children.
· By focusing on the specific ways that one company goes about reaching children, we hope to gain insights that can guide public health strategies to reduce childhood obesity.
· McDonald's is the leading global foodservice retailer with more than 30,000 local restaurants serving 52 million people in more than 100 countries each day. Its 2006 revenues were $ 21.6 billion, up 16% from 2004. 
[bookmark: _Toc265423006]Ways the customer contact McDonalds
· Most standalone McDonald's restaurants offer both counter service and drive-through service, with indoor and sometimes outdoor seating.
· Drive-Thru, Auto-Mac, Pay and Drive, or "Mc Drive" as it is known in many countries, often has separate stations for placing, paying for, and picking up orders.
· About 85-90% of the people like to visit our outlets personally through drive-thru or dine-in.
[bookmark: _Toc265423007]Hot selling product of McDonalds 
[image: ]
· Nuggetsare most selling product of McDonalds, because of its economical price and a good taste. Adults as well as children too like to eat them.


· [image: http://gooddesignagewell.files.wordpress.com/2008/11/happymeal1.jpg]Happy meal is popular among children because of getting a toy with a meal
[bookmark: _Toc265423008]Strengths and weaknesses of McDonalds that help retain and loose customer
[bookmark: _Toc243666703][bookmark: _Toc265423009]Strengths
By strength we mean internal potential of company they grant it competitive edge on other competitors. While evaluating strengths of McDonald’s we will deal with company’s micro environment. McDonald’s micro environment is consisting of the following elements.

1. Image
2. Full filling Customer’s Expectation
3. Innovation
4. Complying with cultural values
5. Human Resource Satisfaction

Image
· It has created a positive strong image in its customer minds.
· Customers are amused by their cleanings, high speed service delivery and customer friendly attitude.
· These are few elements which are increasing the customer loyalty with every passage of time. 
Full filling Customer’s Expectation
· Another greatest strength of McDonald’s is its product value.
· To fulfill customers expectation when they walk in their franchise becomes their strongest marketing element in India.
· Customers know what they will get and never turned disappointed.
Innovation
· McDonald’s keeps on bringing innovation with quality in its products.
· People get used to of experiencing new taste and variety.
· McDonald’s experience in different venture capital is another strong point.


Complying with cultural values
· McDonald’s makes adjustment in product offered as per the region’s culture.
· They introduce a whole new vege burger line exclusively for India.
· Its capability of adaptability is its main strength.
Human Resource Satisfaction
· They give immense importance to the employees’ satisfaction.
· They believe that to build strong employee-customer relationship they have to keep their employee satisfied and happy with different incentives other than pay roll.

[bookmark: _Toc243666704][bookmark: _Toc265423010]Weakness

McDonald’s is not that adaptive in the recent years as it was in the past. 

1. Over exposure
2. Customer trends
3. External Environment
[bookmark: _Toc265423011]Over Exposure
· over exposure may become boring for certain class of people in Pakistan. 
· This over exposure induce customer to move on to something new which is not as crowdie as McDonald’s. 
· McDonald’s has lost the element of uniqueness by opening so much franchise.
· Some managerial pitfalls witnessed in any one franchise affects the whole brand image. 
[bookmark: _Toc265423012]Customer trends
· For a big chain like McDonald’s it is hard to comply with all customer choices. 
· So when customer sees no further advancement or innovation in company’s product they move on to some other brand.
[bookmark: _Toc265423013]

Threats and opportunities that directly affect the customer relation with McDonalds
	
Threats and opportunities prevail in any company’s external environment. Following diagram shows that company’s external environment

[image: ]


· Technology: works as a benchmark for organization success. It is important to be technologically ahead to cope up with the modern age requirements and to compete with other firms of the same industry.

· Politics : plays vital role in effecting organization repute. It can have best as well as worst affect in any organization’s success.

· Law: every organization need to work under state regulation, no one can work beyond the legal boundaries of business limited by state legal authority

[bookmark: _Toc265423014]

Opportunities-They have the ability to add healthier lines of food. They have already gotten rid of super sizing and I think they have made their fries healthier. 

[bookmark: _Toc265423015]Threats-There are thousands of fast food chains in the world. Most of the new ones try to portray a healthier image. Again, McDonald’s needs to start with healthier food and then make sure they convey it in an advertising campaign.
[bookmark: _Toc265423016]Advantages of CRM in McDonalds

· CRM played a pivotal role in making consumer’s shopping experience much more enjoyable while keeping companies happy with consistent profits.
· CRM has gained wide acceptance in the business community, it has reached its full potential and helps business attain theirs as well. Better techniques are made and more efficient software was created in the tech boom of the late 90’s, signaling that CRM is here to stay.
· CRM has made customer service an everyday word in the business strategy and may be the reason that the phrase “the customer is always right” exists. Truly, the impact of Consumer Relationship Management has been so great it has shaken the foundations of business strategy and intelligence.
· It also helps when it directs customer acquisition and helps on trouble shooting holes in business strategy.
 
Using CRM,McDonalds can   

· Provide better customer service 
· Increase customer revenues  
· Discover new customers  
· Cross sell/Up Sell products more effectively  
· Help sales staff close deals faster  
·  Make call centers more efficient 
· Simplify marketing and sales processes 
[bookmark: _Toc265423017]TRENDS OF CRM
· CRM has currently gone mobile and is easily assessable almost anywhere.
· In Japan, Kazasu Coupon has the potential to be a powerful CRM program for McDonalds, allowing them to target coupons and campaigns directly to customers mobile phones according to their preferences and purchase history
· CRM's newest forerun is into internet technology. This latest trend is fast gaining ground.
· In European countries people are ordering and making payments on-line by using internet. 
· In addition to Wi-Fi access MacDonald's has implemented a re-design of a its kitchens to provide better customer service up front.
· It is the hottest trend of McDonalds in which they train their staff in such a way that they can have an effective  communication with the customer .
· McDonald's Select-A-Branch ATMs , produced dramatic results at its New York City McDonalds franchise restaurant locations.
· Facebook is also hottest trend in Mcdonalds
· McDonald's is testing the use of remote call centers to handle drive-through orders. 
[bookmark: _Toc265423018] Newcomers to the CRM landscape

It is such a hot area right now, there are literally hundreds. But two we have been following are kfc and subways. Both are niche vendors that have garnered their other products and created relatively simple implementations for their customers.
[bookmark: _Toc265423019]Common mistakes companies make with CRM
· Many organizations use outlook BCM or excel for managing their contacts, which offer no planning or setup process — just create a column or type in a field and get started.
· This causes problems when information is related and the flexible aspects of the previous solution are overlooked.
· There are real benefits that won’t happen without understanding the new vernacular; the specific way the new solution describes the data.
[bookmark: _Toc265423020]CRM IMPLEMENTATION HEPLING IN IMPROVING BUSINESS
Web technology and CRM implementation experts is helping McDonalds improve their overall services quality and vendor customer satisfaction.
 At the same time McDonalds is looking to increase the overall effectiveness of their web services efforts to help them capture more business opportunities and improve efficiency.
[bookmark: _Toc265423021]Aims of McDonalds 

· McDonald’s aims to continually build its brand by listening to its customers
· The brand image represents how consumers view the organisation.
· Branding only works when an organisation behaves and presents itself in a consistent way.

[bookmark: _Toc265423022]Self-service pilot program in McDonald’s:
One of the innovators of fast, friendly customer service, McDonald's has been running a self-service pilot program using touch screen kiosks at the counters. According to company spokeswoman Lisa Howard, customers punch their order into a touch screen, put cash in the machine, and receive the appropriate change when their order is delivered to them at the counter.
	
[bookmark: _Toc265423023]Expectations for CRM in the next five years:
Expect CRM to become much more common place. Players like KFc and Subway are knocking down barriers to entry. I also expect to see some consolidation. I also think we’ll be seeing more mobile-friendly applications, like sales force’s visual force and net suite’s I phone, to maximize data access and timeliness
[bookmark: _Toc265423024]
McDonalds following standard CRM

· McDonalds is a fast growing restaurant and one of the biggest fast food chain. It follows the standard CRM 
· the biggest achievement they have is their customer .
· they are providing their best and whatever policy they introduce is in the favor of their customers
· they focus on every age group that’s another achievement 
· they are using much of the trends of CRM which add attraction in their services 


QUESTIONARE
1. Does CRM system reflect the buying behavior of the customer?

2. What are the most recent crm system available for the marketing?

3. How important the implementation of CRM in marketing  activities of the organization?

4. How does the implementation of crm system in marketing affect the general performance of the orgganization?

5. Is the implementation of CRM system in marketing improving the current position of the org?

6. Is CRM system implementation an affect tool towards achieving the competitive advantages?

7. How CRM system add value on product and services?
	
8. How CRM system does measures the effect of campaigns?

9. How can system contribute to customer satisfaction and retention?

10. Are CRM system proven ways of managing customer information? How?

11. .Do CRM system assures customer response?

12. .Do CRM system provides adequate information on understanding competition?

13. .In what whys do crm system contribute to customer loyalty?

14. Doesthe implementation of crm system affect the supplier –buyer relationship? In what way??

15. What are advantages of CRM in McDonalds? 


16. How CRM changing and what is does the business owner need to be aware of?

17. Who are the newcomers to the CRM landscape?

18. What are your expectations for CRM in the next five years?

19. What are the most common mistakes you see companies make with CRM?

20. Do you have a few key best practices someone considering CRM can use?

21. Does  CRM fall more to sales or marketing in most organizations?

22. What return customer need and what to happen during their encounters with u?

23. What information about your customer will help you identify ways you can grow the amount of money they spend with you?

24. Do you need CRM ?

25. Is CRM right for your company? 

26. Where are you having the greatest volume of customer interactions? 


27. Which channel is most important in driving revenue into your organization?

28. What data do you have readily available, and through which channel could you apply it in order to influence customer behavior in the near-term? 

29. Will custom tailoring your products, services, prices or other areas of your business operations to meet the personalized needs of each customer result in greater customer loyalty / profitability? 

30.  How CRM be effectively incorporated into a Marketing Plan.

31. How can you improve your system

32. Are you satisfied with your current CRM system?

33. Is there any alternative present to CRM system?

34. Is CRM system helps you to generate more revenues?

35. How you plan to improve your system?

36. You think that CRM system of your competitors is stronger than you?
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