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[bookmark: _Toc113047818]Introduction
Technology is useful for customer satisfaction as it improves the attention of the customers individually. The upper study addresses the impacts of technology which can improve the satisfaction of the customer in the development of McDonald's.
Background
Customer satisfaction is the core benchmark in the competitive business process based on which the betterment of the customer retention process can be ensured. Through the application of the technologies, the professionalism has been maintained which can accelerate the brand based competitive advantages (Tien, 2019).
Aim: The aim of the study is to identify the influential technological factors towards customer purchasing satisfaction. In addition, the potential strategies are also to be identified to ensure the technological adaptation process for more customer satisfaction in purchasing the product.
Objectives: The objectives of the research are as follows:
· To identify the effective technologies that are contributing to customer purchasing satisfaction.
· To investigate the influence relating technological improvements to increase customer satisfaction.
· To identify the potential strategies to improve technological adaptation in the process of customer satisfaction in favour of Mcdonald’s.
Research question
· What are the technologies which introduce the customer purchasing satisfaction?
· What are the inspiring factors of technological improvements to keep heightening the customer satisfaction?
· How do the potential strategies improve the technological adaptation for reaching to customer satisfaction in the context of Mcdonald’s.
Research rationale
In terms of developing the customers satisfaction, this would require to provide stress on the proper infrastructure development. For the development of the infrastructure, the technological application plays an important role (Yang and Geetha, 2019). 
Therefore, the possibilities of developing the risk mitigation can be occurred (Tangtatswas et al., 2019). 
[bookmark: _Toc113047819]Literature review
[bookmark: _Toc113047820]Impact of technology from the company perspective
According to Al-Khayyalet al. (2020), the experiences of the customer impact the business as it can grow or decrease the revenue in the competitive market. A satisfied customer can increase sales as it increases customer loyalty which means they never go to the other brands and become loyal to the specific brand (Rajput and Gahfoor, 2020). On the other hand, Yaacob et al. (2020), information about the customer and the selected area can improve the understanding of the company in providing a better product and it is also useful to do business across the world with its mail, application, instant text and messaging. Also. technology has impacted the business in increase the brand value and in making consumers more loyal to the business of Mcdonald's.It is helping the company to earn more profit  and improve the customer management system.
[bookmark: _Toc113047821]Impact of customer satisfaction regarding the technological application
[bookmark: _heading=h.1ksv4uv]According to Kusumadewi and Karyono (2019), satisfaction is instant feedback in having the output or the products of the organisation. Giving the Streatham area customer high-quality output makes them feel good and worth buying the product as it builds confidence in the customers in making their decision right. With the help of the technological innovation, this can be possible to provide the accurate and standard level of product which helps to ensure the competitive advantages. In addition, the time consuming factor can be overcome through the use of technology which connects customer satisfaction.
Satisfied customers do repeat purchase and positive word of mouth and brand loyalty which has a positive impact on the company as these create the face value of the company and also builds better profit. Satisfaction of the customer enhances the reputation of the brand and also its popularity across the world (Zainal et al. 2020). On the other hand Amalia and Putra (2021), satisfied customers also bring new customers through their recommendations with the past experiences with the product of the company which is also beneficial to the customer as it generates profit and sales for the company. Through the satisfaction of the customer reduce marketing expenses by advertising on social media or the news channel (Kiron and Schrage, 2019). 

[bookmark: _Toc113047822]How different technologies make customers satisfied at McDonald’s 

According to Tangkumanet al. (2020), customer satisfaction has an effective impact on the growth of the business and also the profit-making. McDonald's uses both the persuasive and informative notification in the business strategy which helps the company in building up the business positively. Thus it is the chain system which helps the organisation in making a profit. The association between customer loyalty and experience is that organisation like McDonald's retain their customers and those satisfied UK Streatham area customers can recommend the products and the products  on social media which increases the face value and the brand value of the company.  On the other hand Kencana (2020), satisfied customers bring new customers and new customers by having their own experiences with the product of the organisation can bring new customers again. Feedback on the website of the company and social media improves the relationship between the customers with McDonald’s as it measures the satisfaction level of the product from the company.
According to Nabilah et al. (2022), it is identified that a new Mcdonald's opens in every 14.5 hours in the world. It is also identified by Statisa (2020), that in the UK, the number of Mcdonald's outlets is close to 1300. Through effective technology, the business can retain customers and also generate new customers, which is important for the growth of the organisation. Besides, Sadik (2018), Mcdonald's use both persuasive and informative adverts. It is also identified that the organisation is the largest distributor of toys in the world (Lucas, 2021). The persuasive adverts like to buy the foods through the TV advertisement and the informative adverts are about eating healthy. Through informative and persuasive adverts, Mcdonald's can retain customers. The customers choose McDonald's over the competitors as it gives the customers value for money food and promotions (Raj and Singh, 2021). It is identified that the management team of the organisation guarantee that every customer can get a warm welcome from the employees of the outlet of the Mcdonald's. The logo of McDonald's is now recognised widely and helps customers in associating the logo with the brand (Matúšová, 2021). The employees also focus on the need and preferences of the customers.
According to Tien et al. (2020), the identification of the issues and the challenges to the customer can enhance the growth of the company and the identification of the problem, which can impact the experiences of the customer. The employees use innovative technologies in the food ordering or in the billing process (Tiger-Week et al., 2022). This can enhance the experiences of the customers and make them satisfied as it saves valuable time for the customers. in reducing wait time. Interactive technology also helps in creating an interactive environment for the children as well.  
In addition, Rajawat et al. (2020) stated that the innovative technologies in the product -making to the customers, like the use of AI and voice assistent, makes the organisation makes considerable levels of profits per day (Huang and Rust, 2021). Technologies improve the satisfaction level of the customers in the organisation. The organisation is also using technology like video conferencing with the customers and this can be effective for the development of the business and also increase the face value of the organisation (Yazid et al., 2020). 

[bookmark: _Toc113047823]Research method and Methodology
[bookmark: _Toc113047824]Research philosophy
There are stages in positivism like logical positivism, early-stage positivism, instrumental positivism and post-positivism. In the upper research study, logical positivism is used. Positivism is the research philosophy that is important in the qualitative study to overview the importance of the satisfaction of the customer in the development of the technology (Juanamasta et al., 2019). With the help of logical positivism, it will be possible to understand the reliable approach relationship between customer satisfaction and technology in the development of the business. The reason for making an application of positivism is to work with the possibilities based on which the correct solution can be found. This would provide a certain level of smoothness tio take the proper decision making
Research paradigm
Positivism in the research paradigm verifies the operational experimentation on the variables and prior hypothesis in the measurement of the research. With the help of positivism, it will be possible in this study to understand the relationship between the impact of technology and customer satisfaction levels (de Souza et al., 2020). In turn, this helps in establishing the relationship between the same elements and underlines the reliability of the data being used in the study. 

[bookmark: _Toc113047825]Ontology: 

Ontology is a philosophical science that can be imposed on every real thing, especially nature. It is a branch of metaphysics which is the search for objects and how they fit into this world. Ontology is  the study of being that contributes to research. The researcher gets help to know about the certainty of any object and the existence of the same on which they are investigating actually.

Positivism:

It is a philosophical theory that is all about the recognition of scientifically verified things with logical and mathematical proof. The reason for making application of positivism is to work with the possibilities based on which the correct solution can be found. This would provide the certain level of smoothness tio take the proper decision making.

[bookmark: _heading=h.vogciwev5vue][bookmark: _Toc113047826]Research approach
Deductive research approaches the research identifies the investigation which is associated with the people and also deducts the consequences or the concrete applications from the principles which are in general. The deductive research approach positively explains the connection between the concepts of (Lin et al., 2020). This method also measures the concept of the impact of the technologies in a way to increase customer satisfaction and brand -value in the research.

[bookmark: _Toc113047827]Research methodology
In the above study, the primary research method is used as the data of the primary research is observed as a type of data collected from authentic sources  of the organisation after the interview with five managers. Primary research identifies the direct connection between the source with the study rather than depending on the former existing data. The benefits of the Primary research methodology are that it gives the proper information about the technological uses in customer satisfaction (Buhalis and Sinarta, 2019). Primary research is reliable as it is directly involved with the objective of the organisation and the data is also collected from authentic sources like the managers of McDonald’s.

Quantitative:  
This method of research uses a sampling method to gather information from existing or potential customers . The outcome will always be released in the form of numbers  like online polls, online surveys , and questionnaires.

[bookmark: _Toc113047828]Research strategy
Descriptive research strategy measures the set of variables and its main goal is to separate the descriptions of each and every variable (De Luca et al., 2021). Descriptive research strategy is also important as it forms the philosophical need of customer satisfaction to build the business across the globe the McDonald’s.

Sampling methods
In the sampling method, systematic sampling is needed as it creates the setting of the intervals to extract the data from the larger population like UK Streatham area customers of McDonald's and each of the customers is valuable in the data sampling method. From the interviews of the five managers of McDonald’s the sampling method is collected for the study. In collecting the data, sampling in customer satisfaction, has to start from choosing the correct customers of McDonald’s and has to choose the importance in the business to apply the technology for a better product (Chen et al., 2020). The tracking of the transactional data, surveys, interviews, magazines and online tracking of customer satisfaction help the organisation in building up the business. 

[bookmark: _Toc113047829]Data collection
Collection of data is the process to measure and gather information about the interest of the variables and also it is dependent on the question of the research by finding the answers to the outcomes of the study evaluation. The upper study is collected from the interviews among the five managers of the organisation, McDonald's. Data collection is important as it gives important information in the study like the interviews of the managers and the simple communication or feedback from the customers is also useful in enhancing the business with the help of the technology (Bonfanti et al., 2021). This important information is effective for the organisation as it reflects the future market of the businesses of McDonald’s across the world.

[bookmark: _Toc113047830]Interpreting the data
In interpreting the qualitative data mentions the important points of the impact of the technologies on the satisfaction of the customers as it is relatable to the study from the communication of the interviewees. Qualitative analysis is important in the study as it shares the
important details of the organisation from the individuals like the managers of McDonald’s (Tien, 2019). This qualitative interpretation of the data implements the policies of the organisation which lead to the changes according to the need of the development of the business. 

[bookmark: _Toc113047831]Gantt Chart
	Week/activities 
	Week 1
	Week 2
	Week 3
	Week 4

	Developing the themes
	
	
	
	

	Collection of data
	
	
	
	

	Conducting research 
	
	
	
	

	Publications of results 
	
	
	
	


Table 1: Gantt chart of the timeline 
(Source: Self-created)

[bookmark: _Toc113047832]Ethical consideration
 It guides the practices and design of the research. With the informed consent and voluntary participation of the authentic source as it maintains confidentiality and is accessible to the relevant components. Ethical considerations maintain the anonymity regarding the selection of the Data Protection Act, 2010 in the research and also in the impact of the technologies on customer satisfaction from the interview participants of the five managers of the organisation (de Korte et al., 2018). 

[bookmark: _Toc113047833]Conclusion
[bookmark: _heading=h.2p2csry]The success of McDonald's is largely attributed to innovation in the process of business, consistency in the product-making and the franchising model which are helpful in the growth of the company rapidly. Positive as well as negative feedback from the Streatham area of UK customers enhances a better understanding of the problems of the company as it creates an open channel in communication.
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