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ast food is defined as standardized restaurant

foods that are prepared in mass, served rapidly

and are uniform in taste and quality because
they are typically sold by nationwide chains. Al-
though decades ago the term was mostly synonymous
with “convenience, ” today it has connotations of food
that is “inexpensive, ” “unhealthy, ” “robotic,” and
“greasy.”

Still, fast food is a $ 103 billion a year business
in the U.8. There are nearly 200, 000 fast-food out-
lets, twice the number in 1980. According to the Na-
tional Restaurant Association, 37% of Americans ate
at least one meal away from home on the average day
in 1986. On the average, Americans consume about
209% or one meal in five, away from home, spending
a whopping 40% of their total food dollars. Young
people aged 18-24 are most likely to eat out and con-
sume over 250 meals a year away from home.

Nationally, Americans spend an average of
$ 526 per person in bars and restaurants in 1986, ac-
cording to the Food Institute. According to the Na-
tional Restaurant Association, 55% of Americans
prefer restaurants that specialized in American cook-
ing.

The prototypical and most popular fast food by
far is the hamburger. The quintessential American
light meal, it is named for the city of Hamburg in
Germany, where residents pounded their beef soft in
the 19th century. By 1912, *hamburger” patties
were served on buns. The current ubiquity of ham-
burgers stems from the success of the White Castle
restaurant chain in the 1920s, but it would be decades
later before McDonald’s would make the beef patty-
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in-a-bun sandwich a global institution.

McDonald’s was founded in California in 1940 by
brothers Mac and Dick McDonald. The McDonald’s
phenomenon began in 1948, when the McDonald
brothers decided that too much of their income went
to pay car hops, dishwashers, and fry cooks. To cut
costs, the brothers developed a standardized menu
which led to unbelievably fast service, lower prices,
and freedom from tipping.

In 1952, they ran an ad in American Restaurant
for “McDonald’s Self-Service System Drive-Ins, ”
which featured “no car hops, no waitresses, no dish-
washers, no dishes, no more silverware, . .. The Mc-
Donald system eliminates all of this!”

“Kroc” of Gold

Miikshake salesman and entrepreneur Ray Kroc
(1902 — 1984) bought the small chain and began to
franchise the restaurant nationwide in 1954. Kroc
devised a uniform system of standards for food prepa-
ration including the exact temperature and amount of
time a hamburger should be cooked and how much ice
should be put in a soft drink cup. His shrewd busi-
ness philosophy still guides the company today: pro-
vide uniform quality, in a matter of minutes, to a
hurried public.

McAdvertising(D
McDonald’s became a national chain in the 1960s

and became well known for its marketing symbols:
the company logo, a pair of golden arches; the com-
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pany mascot, a clown called Ronald McDonald; and
the posting of naticnal sales figures at every store
(“Over 100 Billion Sold”). Surveys have shown that
Ronald is recognized by 96 percent of all American
schoolchildren, second only to Santa Claus.
McDonald’s is the second most recognized brand in
the world next to Campbell’s Soup.

Through the years, a variety of catchy advertis-
ing jingles have been used to further root McDonald’s
into the minds of the public including their most suc-
cessful one: “You Deserve a Break Today” (1970 —
74). Other jingles include: “Your kind of Place”
(1966 —70), “It’s a Good Time for the Great Taste
of McDonald’s” (1984 —90), “What You Want s
What You Get” (1992 -96), and “My McDonald’s”
(1997)

Global Burgers

Today McDonald's is the largest restaurant chain
in the world with locations now in Moscow and Bei-
jing. The simple original menu of hamburgers, french
fries and soft drink has been expanded over the years
to include fish, chicken, breakfast, and even salad
items. The Filet-O-Fish sandwich was added to the
menu after a franchisee in Cincinnati pleaded for
something to help business in his battle against the
Big Boy fish sandwiches in Catholic parts of town.
(Catholics were not supposed to eat meat (beef) on
Fridays). The world-famous Big Mac was invented to
compete against Burger King’s Whopper. In recent
years, in order to portray a more “healthy” image,
McDonald’s has introduced items like reduced-fat Mc-
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Nuggets and the McLean burger in which the use of
seaweed extract helps reduce the fat content from the
usual 19 percent to 9 percent. Despite its product uni-
formity, McDonald’s has been known to alter menu
items in an attempt to conform to local tastes in cer-
tain markets.

Burger Wars

McDonald’s success has spawned a wide array of
hamburger-and-shake rivals. The most prominent of
the fast-food franchises that followed McDonald’s lead
include Burger King, Wendy’s, Hardees, and Ken-
tucky Fried Chicken (KFC). The term “burger
wars” is now used to describe the competition be-
tween the national burger chains. Each chain spends
millions of dollars annually in TV and radio advertis-
ing, movie tie-ins, celebrity endorsements, Olympic
sponsorship, ®  and numerous other causes.
(McDonald’s spent over $ 40 million just for the TV
ad time during the 1996 Olympics in Atlanta. )

Every day, 1.7 million children under the age of
6 eat at one of the national hamburger chains. The
average American eais over 200 hamburgers a year
and will eat 8, 389 hamburgers in his or her lifetime.
Hamburger restaurants are the leading type of fast-
food chain making up nearly 1/3 of all restaurants.
Pizza comes in second. Family dining is third and
chicken is fourth.

HERE’S A SAMPLING OF SOME MIND-BOG-
GLING McFACTS ABOUT McDONALD’S:



* There are over 12, 100 McDonald’s franchises in
the U.S. alone.

* On an average day, over 134 million Americans
eat out, of these, 22 million eat at McDonald's.

* McDonald’s serves 145 hamburgers per second.

* A new McDonald’s opens every 17 hours some-
where in the world.

* McDonald’s franchises gross over $1. 8 billion
each year.

% McDonald’s even has its own Hamburger Univer-
sity in [Illincis where ambitious employees go to
get degrees in “Hamburger Science.”

NOT EVERYONE IS HAPPY ABOUT “HAPPY
MEALS”

Not everyone is thrilled with the proliferation of
McDonald’s. FORTUNE magazine once called the
golden arches visual pollution. Some health-conscious
purists wouldn’t think of stepping foot in a place to
eat a fattening burger. Others hate McDonald’s be-
cause of its reputation of being a billion-dollar business
that is built on the backs of low-paid teenagers, re-
tirees, and minorities. Still others hate the hamburg-
er magnate simply because there are so many of
them. Some parents who don’t want their kids to be
weaned on greasy foods, don’t appreciate the way
McDonald’s tries to lure their children with free toys
tie-ins and built-in playgrounds in the restaurant. In
some cities, there seems to be a set of golden arches
every few blocks. In fact, the “Mc” from
McDonald’s has gained a “robotic, ” “mass-produced”
connotation in such recent terms as McJob, (a bor-
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ing, unchallenging, low-wage job in the service in-
dustry) and McPaper, (College slang for a paper
written in a quick, careless manner without much re-
search) .

Why fast food is getting bigger

Despite the opposition, the fast-food business is a
$ 103 billion annual business in America, thanks in
large part to bigger, nastier products that are luring
repeat business. Americans have begun to feel far less
squeamish about eating giant-sized portions of fast
food than four years ago when newspapers nationwide
ran photos of President Clinton scarfing down jumbo-
sized meals at McDonald’s between jogs, says
Christopher Wolf, director of The Food Channel, an
on-line Web site about food trends. Since then, he
says,  America has spun out of control in portion
sizes.”

There’s another driving force behind this feeding
frenzy: Americans are enamored with the notion of
living large.® This is especially true among teen-age
boys, who eat more fast food than just about anyone.
They want everything bigger, from oversized jeans to
mega-combo meals.

“Bigness is addictive because bigness is about
power,” says Irma Zandi, a teen marketing consul-
tant. Few teen-age boys can actually finish a 64-
ounce Double Gulp. But, she says, “it’s empowering
to hold one in your hand.”

Coronary on a crust®



“The fast-food industry is feeding America’s fat
tooth, ” says Jayne Hurley, senior nutritionist at the
Center for Science in the Public Interest, a consumer
interest group. “It is raising our society to like fat.”
Eat four slices of Pizza Hut’s Triple Decker pizza and
you’ve consumed an entire day’s worth of calories and
salt, and 1 and 1/2 days’ worth of saturated fat,
Hurley says. “We're talking coronary on a crust,”
Hurley warns.

The biggersize fast food trend is causing bigger-
sized Americans. “Americans have a big mismatch
between the calories we take in and the calories we
burn, ” says Karla Roehrig, professor of food science
at Ohio State University. The average weight of an
adult is eight pounds greater than it was only 10 years
ago. Nearly 60 percent of Americans are overweight.

McDonald’s is now trying to persuade customers
to “supersize” their orders. New products, in partic-
ular, help drive consumers back to quick-service
eateries. And bigger meals help boost the amount
consumers spend.

Fallen arches®

But despite 22 million customers every day, Top
management is unhappy because sales in U.S. stores
have been flat in the past two years and profit mar-
gins are eroding. Some of the 2, 750 franchisees are
unhappy--some are downright angry--because rapid
store expansion has cannibalized sales and the
company’s advertising and promotions have been inef-
fectual. Jerry Della Femina, a well-known ad execu-
tive and owner of two New York restaurants says this
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about McDonald’s advertising: “[They] need to have
fewer press conferences about new products. ... One
of the worst things that’s happened to McDonald’s is
folks aren’t sure if they are going to buy the burgers
or a toy watch.”

The challenges of market saturation are begin-
ning to work against the Golden arches. The chain’s
biggest problem is that customers are increasingly go-
ing elsewhere for their junk-food fix: to Burger King
for arguably better burgers, to Wendy’s for better va-
riety, or to Einstein Bros for better coffee and bagels
in the morning.

Owning a McDonald’s franchise used to be a
ticket to a fast-food fortune. But the chain has now
become vulnerable and outclassed on such factors as
price, taste and menu-variety. The expansion push il-
lustrates the company’s dilemma: McDonald’s needs
more stores to dominate trading areas, increasing the
chances that a hungry consumer will head for the
golden arches. But the more stores that go up, the
harsher the economics becomes. McDonald’'s new
boss Jack Greenberg says the company has scaled back
on its expansion plans. From a managing standpoint,
McDonald’s is making a difficult transition. From all
views, the company that is used to crushing its com-
petition looks like it’s in for a long war.

McDonald’s still has some advantages in the
burger wars, not least of which is the fact that they
are still one of the most powerful brands in the world.
Fast food customers are certainly not going to go
away, but they just might go somewhere else for
lunch.



