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McDonald's has increased earning growth but is still struggling to get more customers through the door AP 

McDonald's has seen significant sales and earnings growth in its two-year effort to transform itself, 
thanks to promotions like all-day breakfast. But it has an Achilles' heel: It's still not bringing more 
customers in the door. 

Executives at the world's largest burger chain said that will be a top priority this year, despite the 
expectation that restaurant industry growth will be slow or stagnant. 

"There are plenty of customers ... eating out," CEO Steve Easterbrook said on a conference call 
Monday after the release of McDonald's fourth-quarter financial results. "We just need to fight harder 
and make sure we earn the right for more of them to turn our way." 

Easterbrook said the keys to improving traffic, which has been down for years, are technology, coffee 
and keeping a lid on prices. 

Bluetooth table service 

McDonald's, headquartered in suburban Chicago, plans to roll out kiosk ordering and Bluetooth-
enabled table service to all of its 14,000 US restaurants, and Easterbrook said the pace of restaurant 
remodels to accommodate those technologies is quickening. It converted about 800 restaurants in 
2016. It hasn't said when it expects that process to be completed. 

 

http://www.afr.com/lifestyle/food-and-wine/fine-dining/mcdonalds-revamp-leaves-bad-taste-20150505-gguaae


 

The company also is set to unveil mobile order and payment systems this year, and it's testing 
curbside pickup and home delivery through an UberEats pilot program in Florida. It already offers 
delivery through some third-party providers in big cities. 

McDonald's also is honing in on its McCafe coffee and espresso menu, trying to nab more of those on-
the-go customers of rivals like Dunkin' Donuts and Starbucks. The chain has kept prices low to 
compete, with $US1 any size coffee or $US2 small specialty drinks. 

"It's been encouraging how that has resonated with customers as we've entered the new year," 
Easterbrook said. 

Passing on the costs 

Chief Financial Officer Kevin Ozan said the company will tread lightly with price increases this year as 
it focuses on growing traffic. McDonald's also is taking care to not raise prices too high in light of lower 
food prices. Grocery stores are passing those lower costs onto consumers, making the gap between 
eating food at home and eating out the widest in decades. 

The tough market was evident in its fourth-quarter results. McDonald's said Monday its earnings 
slipped and a key sales metric fell in the US 

The company earned $US1.19 billion, or $US1.44 per share, compared with $US1.21 billion, or 
$US1.31 per share, in the fourth quarter of 2015. The reason earnings fell but earnings per share rose 
is the company had fewer shares outstanding in the most recent quarter. 

Revenue fell 5 per cent to $US6.03 billion, due to costs related to McDonald's ongoing effort to 
refranchise thousands of restaurants, or sell corporate restaurants to franchisees, which reduces the 
company's costs and liability. 

Same-store sales, or sales at restaurants open at least 13 months, fell by 1.3 per cent, which the 
company blamed on the comparison against the year-ago quarter, which had been boosted by the 
successful launch of all-day breakfast during the fall of 2015. 

Across the globe, McDonald's same-store sales fared better. They rose 2.7 per cent in the quarter. 
Same-store sales are a key gauge of a restaurant company's health because they strip out the benefit 
of newly opened stores. 

CEO Easterbrook said the company will offer an outlook for the year and more information about its 
long-term strategy on its investor day, March 1. 
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Sample assignment 
 

The article “McDonald’s focus on kiosks, Bluetooth, coffee and value in a bid to 

woo customers” (Bomkamp 2017) shows how McDonald’s is adapting its 

product offering in response to changes in the marketing environment.  

Sharp (2013, p. 185) defines the marketing environment as those forces “that 

impinge on the marketing management’s ability to develop and maintain 

successful exchanges with customers”. In this example, McDonalds appears to 

be responding to opportunities and threats emanating from both the 

macro-environment, particularly the technological and social/cultural 

environments, and the micro-environment, namely customers and competitors. 

The technological environment is constantly changing and as a result 

McDonald’s has rolled out kiosk ordering and Bluetooth-enabled table service in 

the US and is looking to unveil mobile ordering and payment systems (Bomkamp 

2017). McDonald’s has recognised that people are “busy living their lives” (Sharp 

2013, p. 43) and has used advances in technology to introduce these time-saving 

and convenient options to their customers. 

As Sharp (2013, p. 202) points out, developments in the technological 

environment often link to shifts in the social and cultural environment. 

Customers are becoming increasingly comfortable with using mobile devices for 

tasks such as ordering and paying for food. McDonald’s has recognised this shift 

and is remodelling its restaurants to ensure they appeal to those consumers 

who enjoy eating out and are happy to use their mobile device as part of the 

exchange. 

Furthermore, McDonald’s is also testing home delivery through an UberEats 

pilot program (Bomkamp 2017). This could appeal to the “money-rich, time-

poor” consumers who Sharp (2013, p. 198) notes are increasing in number. By 

improving the physical availability of its products through home delivery 

services, McDonald’s are ensuring that their products are available to more 

people in more buying situations (Sharp 2013). 

Building physical availability in an innovative way is important as McDonald’s 

operates in a highly competitive market. In addition to introducing technological 

initiatives to reach more customers, McDonald’s are also “honing in” on their 

espresso menu in order to attract coffee-loving, on-the-go customers who might 

also buy coffee at Starbucks or Dunkin’ Donuts (Bomkamp 2017).  As part of 

their overall approach, McDonald’s has not only focussed on improving their 

product and physical availability but has also kept prices low as they fight harder 

to increase customer numbers.  

Keeping track of marketing metrics, such as customer numbers, market share 

and same-store sales, is an important part of evaluating the effectiveness of 

marketing initiatives (Sharp 2013, p. 13). In this example, McDonald’s have 

made several changes to their marketing mix in response to the shifting 

marketing environment. Now it is important that they also monitor and evaluate 

their marketing metrics to ensure these marketing interventions are working 

successfully and that they are ready to adapt again when necessary. 

 

Word count: 456 words 

Introduction 

The author identifies the article 

which will be analysed and 

identifies the marketing 

concept/s (ie marketing 

environment) illustrated in the 

article. For a short assignment of 

450 words, this is sufficient 

introduction. 

They then expand the concept of 

the marketing environment with 

a direct quote. They specify 

which parts of the macro and 

micro environment relate to the 

article. 

The author then argues how the 

article demonstrates shifts in the 

technological environment and 

supports their ideas with 

evidence from the article. They 

also indirectly refer to the 

social/cultural environment.  

Notice how the author links their 

ideas through using repetitions 

(eg technological environment, 

customers, competitors, 

social/cultural), conjunctive 

adverbs (furthermore, also) and 

sentence structures (As part of 

their approach…, In this 

example…). 

Here the author links the 

technological environment and 

social/cultural environment 

together and provides supporting 

arguments. 

The assignment then weaves in a 

related topic – physical 

availability – adding depth to the 

analysis. A reference to the text 

book author is included to 

acknowledge this concept is from 

the text book. 

The assignment ends by bringing 

ideas together. In a short piece 

such as this, is not necessary to 

summarise the whole 

assignment.  
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