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[bookmark: _Toc231553894]Abstract
The title of this research is to explore the impact of service quality on customer satisfaction in the UK restaurant business, particularly McDonald’s. To express the service quality, five different variables have been chosen based on the existing literature that have been proven to influence customer satisfaction. The five variables are food quality (FQ), service quality (SQ), service speed (SS), staff attitude (SA), and environment (cleanliness) (EN). These are all independent variables, and for these, the dependent variable is customer satisfaction (CS). This research is based on primary data, which has been collected from customers, colleagues, and online participants. This research has used quantitative data to conduct the study and followed the research philosophy of positivism. This has relied on cross-sectional data. This study has found that with each high-quality food serving, the customer satisfaction level is boosted .4558 points. The outcome also summarises that with each service, the customer satisfaction increases 0.3065 points. The coefficient of service speed indicates that with one-minute faster delivery, the staff drives up the customer satisfaction level by 0.2298 points. The coefficient of staff attitude indicates that when staff behave well, per customer increases the probability of customer satisfaction level increases by 0.1405 points. Similar output can be seen in the case of the environment (EN) variable, with every effort to keep the dining area neat and tidy, the probability of a customer being satisfied increases by 0.1377 points
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[bookmark: _Toc231553899]Glossary 
Customer Satisfaction: When the offered product or service quality exceeds customer expectations, it results in customer satisfaction. 
Research Philosophy: It refers to the beliefs and assumptions that guide the idea generation, research strategy, data collection, and analysis techniques
SERVQUAL: This is a service quality measurement dimension that uses five dimensions to assess service quality. e.g., Assurance, Empathy, Tangibles, Responsiveness, Reliability. 

[bookmark: _Toc231553900]Chapter 01: Introduction and Rationale
[bookmark: _Toc231553901]1.1 Research Background 
The fast-food industry is one of the evolving industries. The recent shifts in lifestyle due to changes in urbanisation, digitalisation, increased disposable income, and social trends have also changed the direction of many industries. The fast-food industry is one of them. The demand for fast food income in the UK has risen from £18.9 billion to £22 billion from 2021 to 2023. Additionally, as of 2023, 45% of UK customers eat from fast food outlets (Aviko, 2023). The raise in demand is due to convenience, standardised products, increased social trends, and affordability. Therefore, to satisfy the increased demands, many competitors have entered the market. Since the entry barrier is low, the number of competitors is high. On the other hand, there are also large international brands like KFC and Burger King, apart from McDonald’s. Thus, focusing only on differentiation is not helpful; rather, focusing on service quality is the major competitive tool (Collett Miles, 2013). 
The growing demand for the fast-food sectors also introducing new challenges each day. Customers expect better quality services. Maintaining food quality is no longer the only goal of the food and hospitality businesses; working on how to make the whole customer experience better is a primary goal. Global presence creates a challenge in maintaining similar quality across the branches and outlets. The technological shifts introduced things like online ordering options, digital ordering systems, self-service, etc., have changed how customers interact with the businesses (Hilton et al., 2013). Customer wants a seamless experience that involves factors such as how fast the order is confirmed, and food is served or delivered, the behaviour of the staff, cleanliness, dining experience, etc., which play a critical role in customer satisfaction. 
Restaurant businesses need to be concerned about service quality and customer satisfaction.  Since there are multiple players in the market, it is competitive.  Concentrating on customer satisfaction can provide a strategic edge to businesses.  Service quality refers to the perception of the customer of how well the overall service was delivered (Bulmer et al., 2018). On the contrary, customer satisfaction implies that exceeding the expectation of the customers that they initially had about the product or service (Kotler et al., 2015). High-quality service plays a major role in increasing customer satisfaction; they are complementary factors. 
There are several reports and research on this topic, but this research is still relevant to understand the market dynamics after the COVID-19 pandemic, since it has changed the lifestyle and social trends. A major shift in society and economy has been observed after (Ratten, 2021). Thus, it is necessary to address this in the new dynamics. 
[bookmark: _Toc231553902]1.2 Research Rationale 
Therefore, there is some research exploration needed in this post-pandemic economy, particularly when the world economy is in distress due to wars and economic pressures. The change in the economy will also reflect on the disposable income and customer behaviour. This may change their expectation and influence the factors that used to impact customer satisfaction. This research tends to verify whether service speed, food quality, restaurant environment, and employee behaviour remain as the validated factors while focusing particularly on McDonald’s.
[bookmark: _Toc231553903]1.2.1 Theoretical Justification 
One of the well-known empirical theories in the service industry is the “Expectation-Confirmation Theory”. This theory confirms the underlying assumption of this research. This confirms that consumers contrasts their expectations about the product or service against what they receive from the purchase. When it exceeds their expectations, they are satisfied customers (Atapattu et al., 02016). Besides this, the SERVQUAL model is also used in the service industry to assess five key factors that identify the quality of the services. Studies that focused on these models and theories identified that behavioural outcomes play a big role in customer persuasion about the brand (De Arruda-Falcão et al., 2017). Empirical studies advocated that service quality impacts customer satisfaction (Oh and Kim, 2017).
Fast-food sectors don’t engage in traditional hospitality engagement; rather, the service quality is shorter and standardised. Therefore, some researcher doubts about its applicability in this sector. Empirical studies have identified different factors in measuring customer satisfaction. For instance, Ling et al. (2024) identified that food quality drives customer satisfaction with their study on KFC. On the other hand, a study by Akbar and Wadud (2025) advocated for the speed and reliability that mediate customer satisfaction. A limitation of these studies is that they relied on large statistical data while ignoring qualitative data and real-life experience. 
The empirical theories and models have discovered an association between service quality and customer satisfaction. But the identified both approaches lack quantitative evidence. This research aims to focus on the OLS approach and identify specific factors that may contribute to or induce customer satisfaction, or the lack of which may cause customers to become dissatisfied (Kant and Jaiswal, 2017). This research is motivated to identify whether factors such as food quality, service speed, employee attitude, or restaurant environment impact customer satisfaction or not.  The two identified studies focused only on one factor. This research tends to address all of the emerging factors. 
This study is based on the customer perception; therefore, it will capture the real-life scenarios and real-life experiences of the customers. The problem with the SERVQUAL approach is that it does not perform well in the case of the fast-food sector since the service approach is not similar to regular or traditional hospitality businesses (Nguyen et al., 2018). The service provided in the fast-food chains, particularly global brands like McDonald’s, with its large no. of outlets, follows a standardised service model. This ensures consistency among all the outlets and regions around the globe. Therefore, the SERVQUAL model is not a good measurement to capture the practices of the fast-food sector and companies like McDonald’s. 
As a result, this study aims to cover all these issues by focusing on a quantitative approach rather than only focusing on qualitative data. This research is also motivated to identify the most important factors that may influence customer expectations and satisfaction levels, and not just focus on only one factor. This research aims to collect data from customers and colleagues to capture real-life consumer experiences and link the data with the empirical theory, and not only derive conclusions from theories. 
[bookmark: _Toc231553904]1.2.2 Practical Justification 
The UK fast food market is experiencing rapid growth. It is projected to be £64.68 billion by 2028 (Aviko, 2023). Another study identified that a growth rate of 5.6% is expected from 2022 to 2028 (Grand View Horizon, 2024). While the demand for the fast food sector is rising, it is inevitable that the managers will require evidence or identify factors based on which they can work or make strategies to pursue the customers or make strategies to satisfy them. 
[image: ]
[bookmark: _Toc231553961]Figure 1.1: Percent (%) change in annual online food sales value in the UK 
Source: Ma, 2024.
These findings show that from 2020, the food sales via interest have substantially increased. After that, there are ups and downs (Ma, 2024). Based on this data, this shows that managers need to work on the outlet sales and ensure the service qualities of the outlets attract customers. One of the major manager pain points is maintaining global consistency.  This report will answer which factors managers should focus on that drive customer satisfaction, and this will allow managers to address those factors and make strategic plans. 
[image: ]
[bookmark: _Toc231553962]Figure 1.2: Top 5 Delivery Brands 
Source: Lumina Intelligence, 2025.
This shows that Domino’s is leading the market and McDonald’s is in the second position. This research will allow them to understand the factors that they need to work on. This will reduce the opportunity cost of losing the competition and the customers. Not being able to satisfy the customer results in losing customers, and it benefits the competitors when the market is highly competitive (Arslan, 2022). This will address this opportunity cost. 
[bookmark: _Toc231553905]1.3 Research Contribution and Motivation 
Theoretical Contribution: This research has identified two well-known theories. One is the Expectation-Confirmation Theory. The findings of this research will confirm whether this theory holds for the fast-food industry or not. It is expected that this result will draw evidence that customer satisfaction comes from the service quality when they exceed their expectation and turn into loyal customers (Singh et al., 2023).
Empirical Contribution: This research will add another piece of evidence to the empirical realm. This research aims to use a primary research approach. The finding is decided to be drawn based on the statistical results. This will add quantitative evidence to the existing research. This will identify the association of customer satisfaction with each factor. 
Practical Contribution: It has already been mentioned that this quantitative research will identify specific factors that contribute to customer satisfaction. This will allow the managers or policymakers to focus on these factors and develop strategic plans for the business (van Rijssel et al., 2025). 
[bookmark: _Toc231553906]1.4 Research Aim, Objectives, and Questions 
[bookmark: _Toc223657135][bookmark: _Toc231553907]1.4.1 Research Aim
This research aims to examine the impact of service quality on the satisfaction of customers in the restaurant industry, based on evidence from McDonald's. 
[bookmark: _Toc223657136][bookmark: _Toc231553908]1.4.2 Research Objectives 
The aim of this research will be examined through the analysis of major concepts of service quality of fast food businesses, and examine which parameters result in high-quality services. To achieve it, these are the objectives of this research –
1. To identify the association between service quality and customer satisfaction in the restaurant industry.
2. To explore the factors that influence the satisfaction level of customers of McDonald's.
3. To explore the association between service quality features such as food quality, service offering quality, speed, environment, employee attitude, and customer satisfaction in McDonald’s.
[bookmark: _Toc223657137][bookmark: _Toc231553909]1.4.3 Research Questions
To explore and meet the aim and objective of this research, these are the questions that need to be answered –
1. Is there any association between the service quality and customer satisfaction in the restaurant industry?
2. What are the factors that influence the satisfaction level of McDonald's customers?
3. Is there any association between service quality features such as food quality, service offering quality, speed, environment, employee attitude, and customer satisfaction in McDonald’s?
[bookmark: _Toc231553910]1.5 Dissertation Structure 
This dissertation will include six chapters. This is the first chapter. The second chapter will include the literature review to identify empirical evidence. The third chapter will disclose the methodology to be used to write the dissertation. The fourth chapter will include the data analysis part, and in the next chapters, the outcome will be analysed and discussed; the final chapter will provide the conclusion. 
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[bookmark: _Toc227799895][bookmark: _Toc231553912]2.1 Introduction
Service quality in the restaurant business depends on several factors such as the food quality, service speed, staff behaviour, dine-in experience, etc (Uslu and Eren, 2020). This industry is rapidly evolving with a large number of competitors in the market. This introduces new challenges, dynamics, changing customer behaviour, and market shifts. This study is relevant to understanding whether these factors are still relevant for the restaurant business, particularly for McDonald’s. To understand the context properly, looking at the previous research will provide guidelines for this study. The expectation-confirmation theory and SERVQUAL model are two of the theories that can be seen to understand the dynamics of service. Customer satisfaction is one of the key elements to build a loyal customer base (Lee and Kim, 2020). Dissatisfaction occurs when the service or quality of the product falls short of expectations. 
[bookmark: _Toc227799896][bookmark: _Toc231553913]2.2 Thematic Overview
[bookmark: _Toc227799897][bookmark: _Toc231553914]2.2.1 Customer Satisfaction 
A study by Nguyen et al. (2018) identified that responsiveness, assurance and tangibles perform the most crucuial role in achieving customer satisfaction in the fast-food industry of the UK. This study also indicates that reliability and empathy as a factor to drive customer satisfaction. This study followed the regression analysis method and found that the physical attributes are the most important factors to customer satisfaction. This study was based on customers of McDonald’s, KFC, and Burger King. A sample of 147 was taken. 
A different study identified a partial and simultaneous association between service quality and customer loyalty of the customers of McDonald’s. Customer loyalty is a more focused concern. Customer loyalty only occurs when there is customer satisfaction, not the other way around. There is a positive effect between customer satisfaction, service quality, and customer loyalty (Pandey and Nursal, 2021). This study followed a multiple linear regression approach. It contained data from 210 respondents. This study proposed to reduce the customer queues, provide better price quotations to the customers, and continue to improve customer satisfaction. 
A qualitative study explores the nature of a problem, situation, or phenomenon. Customer satisfaction affects a company’s profitability, lifespan, and brand. Thus, it is an important factor to be researched. Customer loyalty takes the form of repeat purchase and positive word of mouth promotions (Shrestha, 2023). This study is based on qualitative data. Customer satisfaction refers to the satisfaction level that a customer feels about the products and services and the overall company. This study is based on the SWOT analysis. Besides, data was also collected from a qualitative survey. 
Service quality, information quality, food quality, personal quality, and cleanliness affect customer satisfaction for McDonald’s. Employee persuasion and services help to generate customer satisfaction. McDonald’s, being a large company, can focus on these six factors and ensure a high level of customer satisfaction (Rumagit et al., 2022). This study is based on quantitative analysis.  These shows six factors that affect the customer satisfaction level. 
[bookmark: _Toc227799898][bookmark: _Toc231553915]2.2.2 Service Quality 
Service quality in restaurants is the extent to which service is satisfactory or even surpasses the expectations of the customers. It is not just about the food but the overall experience that a customer gets once they enter the restaurant. This involves the surroundings, employee conduct, and speed of service. With big brands such as McDonald's, it is important that the outlets provide consistency in the quality of service in order to achieve customer satisfaction in the fast-food sector. Waluyo and Waluyo (2020) define service quality as tangible and intangible aspects, either of which leads to a positive or negative customer experience.
Dimensions of Service Quality: Tangibles, Reliability, Responsiveness, Assurance, Empathy
The quality of service is commonly divided into five dimensions:
The tangibles are the physical part of the restaurant, like cleanliness, equipment, and the appearance of the staff. All these factors directly influence customer views of the overall quality of the restaurant (Yunningsih, 2022).
Reliability is the ability of the restaurant to provide accurate and reliable service. Customers will always demand the same quality as long as they are visiting (Setiono and Hidayat, 2022).
Responsiveness relates to the speed and effectiveness of the response of the staff to the needs and requests of the customers. Speed can be quite an important aspect of customer satisfaction in fast-food establishments such as McDonald's (Idayati et al., 2020). 
Assurance means how the staff can give confidence to the customers, especially by being professional and competent (Waluyo and Waluyo, 2020).










[bookmark: _Toc231553963]Figure 2.1: Dimensions of Circle of Service Quality 
Source: By Author
Empathy pays attention to the individual needs of the customers. It is a process of being aware of specific customer needs and focusing on customer needs to enhance satisfaction and loyalty (Yeong et al., 2022).
All these dimensions play a role in the overall service quality and have a direct influence on customer satisfaction.
The SERVQUAL Model: Relevance and Application
One of the most popular models that is used in analysing service quality in different sectors, such as in restaurants, is the SERVQUAL model. This model assesses the quality of the service by comparing the customer expectations and how the customer perceives the service offered. The five dimensions of SERVQUAL, which include reliability, tangibles, assurance, responsiveness, and empathy, fit into the fundamental aspects of service quality in the restaurant sector (Dzakwan and Ubit, 2025). In the case of McDonald's, the implementation of SERVQUAL would aid in evaluating such aspects as the quality of food, the speed of service, and the behaviour of the employees. The model is especially pertinent since it can be used to identify the gaps in services, and it is especially important to address these areas to boost the overall customer experience.
The Role of Service Quality in Achieving Customer Loyalty
A key driver of customer loyalty in the restaurant industry is service quality. The high level of service quality satisfies the customers and creates a strong emotional bond with the brand, which leads to a higher chance of returning to the brand again. Loyalty is closely related to customer satisfaction, as Setiono and Hidayat (2022) emphasize; service satisfaction remains high in case it meets or surpasses expectations. In quick service restaurants such as McDonald's, the service quality can be maintained high, which results in customer retention and good word of mouth. This is more so in a competitive market, where customers have a lot of dining choices. Service quality, therefore, is an important instrument in promoting customer loyalty and business success in the long run.
[bookmark: _Toc227799899][bookmark: _Toc231553916]2.2.3 Key Factors Influencing Customer Satisfaction at McDonald’s
Food Quality and Its Impact on Satisfaction 
One of the most significant factors that affects customer satisfaction in the fast-food industry is food quality. In the case of McDonald's, the quality of food directly affects the overall experience of the customer, as well as their chances of returning. Taste, freshness, and presentation are very important. Kusumah (2020) notes that customers tend to be satisfied and remain loyal when they are served with quality food that is to their satisfaction. McDonald's is also concerned with ensuring that the food preparation process is consistent in all the restaurants, and this allows the customer to get a predictable experience. In a competitive market, the quality of food may be one of the factors that distinguishes McDonald's among other fast-food brands and leads to an increase in the level of satisfaction (Rumagit et al., 2022).
Service Speed and Customer Expectations 
Customer satisfaction greatly depends on the speed of service, particularly in the fast-food industry. The customers are fast-moving, and their impatience would result in dissatisfaction in case of delays. Gunathilaka (2025) says that besides fulfilling customer expectations, fast service also adds value to their experience, particularly during peak periods when there is a rise in waiting times. Through its standardised processes, McDonald's can offer quick service to customers, which is in line with customers' needs of convenience and speed. Abu Hassan et al. (2021) state that the lateness of the service might have a detrimental effect on the overall satisfaction, as the customers expect their food to be delivered literally as soon as possible in a fast-food restaurant. Thus, fast service is vital in making sure that the level of satisfaction at McDonald's is high.
The Role of Employee Attitude and Behaviour 
The attitude and behaviour of employees play a crucial role in influencing the perception of the customer of the quality of service. Employees can contribute greatly to customer satisfaction through a friendly, helpful, and professional attitude. The staff of McDonald's communicates with customers the most frequently, and the attitude of the staff can create a memorable customer impression. According to Shrestha (2023), positive attitude employees generate a friendly atmosphere that customers will be willing to come back to. Poor service or unfriendly staff, in contrast, may result in negative experiences and a worsening of satisfaction. To have a high degree of customer satisfaction and loyalty, McDonald's employees must be well-trained in customer interaction.
Environmental Factors: Cleanliness and Dining Experience 
Restaurant setting is a key factor in customer satisfaction. Cleanliness, comfort in seats, and the ambiance are some of the factors that assist in creating a positive or negative dining experience. The satisfaction of the customers with the restaurant, the dining area, the bathrooms, and the kitchen depends on the cleanliness of the restaurant, as discussed by Utama et al. (2020). McDonald’s has a high level of cleanliness, making sure that their customers are comfortable and safe in its premises. This is because a clean and well-maintained environment will boost the dining experience and therefore increase customer satisfaction. The physical setting, such as the seating layout and decoration, also influences the perception of the customers towards the brand and the general satisfaction of the visit (Yunningsih, 2022).
Consistency and Standardisation Across McDonald's Outlets 
Standardisation and uniformity are important aspects of the fast-food sector, particularly in the case of international companies such as McDonald's. The customers desire the same quality of service, food, and experience in whichever location. Such consistency in service provision is critical in ensuring customer confidence and satisfaction. Dzakwan and Ubit (2025) reveal that McDonald's has standardised operation processes so that each customer, regardless of the outlet s/he visits, is served at the same customer level. This uniformity not only creates customer loyalty but also enhances the reputation of the brand (Mortimer, S. T., and Mortimer, 2015). Through standardisation, McDonald's can be sure that every touchpoint with the customer is of the desired quality of service, which will help improve satisfaction levels and ensure loyal customers in the long term. 
[bookmark: _Toc227799900][bookmark: _Toc231553917]2.3 Theoretical Foundation and Contribution
Overview of the Expectation-Confirmation Theory (ECT) 
The Expectation-Confirmation Theory (ECT) is a theory with many applications in the interpretation of customer satisfaction. It assumes that customer satisfaction is based on the comparison between pre-purchase expectations of a customer and their experience with a service. The theory states that satisfaction comes as a result of the service received being equal to or more than the customer's expectations (AlSokkar et al., 2024). On the other hand, when the service is below expectations, dissatisfaction will follow. The ECT plays an important role in comprehending the degree to which customer satisfaction depends on the quality of service since it emphasizes the role of customer expectations in determining their perceptions (Ali et al., 2015). This theory has been utilised in many industries, especially in the service sector, to determine why a customer will stay or abandon the association with a brand (Lee and Kim, 2020). Applied to the case of McDonald's, the ECT can be applied to evaluate the extent to which the service provided by the company meets or exceeds the expectations of the customers, which affects their general satisfaction and loyalty.
Application of SERVQUAL in the Restaurant Industry 
SERVQUAL is a service quality model that assesses the difference between customer expectancy and customer perception in five main dimensions. These dimensions are directly related to customer satisfaction in the restaurant industry. In the case of McDonald's, the attributes of service that can be measured using SERVQUAL include the quality of food (tangibles), the predictability of service (reliability), the responsiveness of the staff (empathy), the customer confidence (assurance), and the personalised attention offered to customers (empathy) (Dzakwan and Ubit, 2025). SERVQUAL provides a systematic means of evaluating the quality of service, pinpointing any possible gaps in service, and enhancing standards of operation. Within a fast-food chain such as McDonald's, the quality of service delivery in all the chains is critical in ensuring customer satisfaction is always the same.
Justification for Using These Theories in This Research 
Expectation-Confirmation Theory and SERVQUAL are both suitable for the research since they offer a strong framework for analysing customer satisfaction within the restaurant industry. ECT is especially applicable because it can be used to explore the association between expectations of customers regarding the service quality at McDonald's and their satisfaction. The evaluation of McDonald's against or beyond customer expectations can provide insights into the cognitive and emotional levels of customer satisfaction according to this theory (Yeong et al., 2022). SERVQUAL, in turn, is more of a comprehensive tool to measure the quality of service in the key dimensions. The combination of the two frameworks will allow this study to explore the specifics of the association between service quality in McDonald's and customer satisfaction and pinpoint the areas where the service quality could be enhanced.
Contribution of These Theories to Understanding Service Quality at McDonald’s
These theories can help in the understanding of the role of service quality in customer satisfaction in McDonald's. The Expectation-Confirmation Theory describes how McDonald's can receive or lose a customer because of the performance of their service expectations. It gives a window through which to assess the ability of McDonald's to impact customer perceptions and satisfaction. Meanwhile, SERVQUAL is a more viable approach because it helps to measure some of the service characteristics, which directly affect customer satisfaction (Idayati et al., 2020). All these theories combined provide a whole system of considering the factors affecting customer experiences in McDonald's, and it becomes possible to define the gaps in service and areas of improvement (Gunathilaka, 2025). They will ultimately contribute to the strategies development that will aid in the enhancement of service delivery and satisfaction of customers in the McDonald's restaurants.
[bookmark: _Toc227799901][bookmark: _Toc231553918]2.4 Conceptual Framework 
The conceptual framework is meant to demonstrate the association between the quality of services and customer satisfaction as far as the case of McDonald's is concerned. This model is applicable to explain the interactions between different attributes of service quality, i.e., the quality of food, the speed of service, employee attitude, and overall environment, with customer expectations to establish their satisfaction levels (Setiono and Hidayat, 2022). It provides a systematic way of discovering the most critical fields of customer satisfaction that will highlight the factors that McDonald's should concentrate on to enhance its services and retain its customers. The conceptual framework will serve as a guide to this research since it will aid in relating theory to the practical observations, such that analysis will be grounded in the literature and empirical data.
The framework has been built on several important factors that influence customer satisfaction in McDonald's. These components are:
Food Quality: The quality of the food is also one of the key factors that can determine the satisfaction of the customers in any restaurant (Yunningsih, 2022). McDonald's is concerned with the provision of fresh, delicious, and regular food that is in compliance with the client's demands. Customer experience and repeat visits may also be based on the quality of food.
Speed of service: This is a requirement that is particularly required in the fast-food business. Customers would desire to have fast service, especially during peak times. The speed with which McDonald's processes its orders can enhance customer satisfaction, reduce wait times, and increase customer loyalty.
Employee Attitude: Attitude and behaviour of the employees of McDonald's is another crucial factor that dictates the attitude of the customers (Noor et al., 2023). Friendly, helpful, and professional staff can provide customers with a better service experience, which results in customer satisfaction. Good relations with employees result in a feeling of trust and confidence in the brand.
Environment: The physical surroundings, such as cleanliness, comfort in seating, and atmosphere, will affect customer satisfaction. McDonald's ensures that its environment is clean and comfortable, making dining more enjoyable. 
Consistency: The consistency of service quality in all locations is a key point for McDonald's. The customers want to receive the same degree of service, regardless of where they enter a McDonald's store, be it in London or any other part of the UK. This is because consistency will foster trust, and customers will be assured of a consistent experience whenever they visit.


Association Between Service Quality Dimensions and Customer Satisfaction 
Customer satisfaction has a direct and significant association with the dimensions of service quality. Every single aspect, such as the quality of food, speed in service, employee disposition, the environment, and consistency, helps to meet or surpass customer expectations. When these dimensions are compatible with the requirements and preferences of the customers, the level of satisfaction increases (Gupta et al., 2023). The fact that McDonald's has been able to uphold high standards in these aspects results in good customer experiences, which makes their allegiance. As an illustration, customers are more likely to be satisfied and come back when they get good quality food and effective services. On the other hand, bad service in one respect, like slow service or messiness, can have an adverse effect on satisfaction (Sivakumar and Dong, 2014).
According to the Expectation-Confirmation Theory, customers tend to be satisfied when the quality of the service matches or surpasses their expectations (Susanto and Pandjaitan, 2024). Here, insofar as McDonald's is consistently able to provide food of high quality, speed, and a friendly atmosphere, the level of customer satisfaction will be elevated. The SERVQUAL model is also useful in gauging the effectiveness of McDonald's in these service dimensions, enabling the business to know where it is failing and thus take necessary actions to enhance its performance to the expectations of its customers.
[image: ]
[bookmark: _Toc231553964]Figure 2.2: Diagram of Conceptual Framework Components 
Source: Setiono and Hidayat, 2022
Integration of Literature into a Visual and Narrative Framework 
This theoretical framework incorporates major results of the literature on service quality and customer satisfaction. It demonstrates how McDonald's can enhance customer satisfaction by targeting the service quality dimensions identified. According to the literature, the quality of food, the speed of service, and the behaviour of employees are vital in how customers are formed (Gunathilaka, 2025). By considering these factors, McDonald's will be able to make sure that it always delivers what the customers expect, thus increasing customer satisfaction.
The conceptual map that will be used in this part will show how the components of service quality relate to customer satisfaction. Arrows will be used to indicate the degree to which each factor of service quality, such as food quality, speed, employee attitude, environment, and consistency, influences customer satisfaction. This combination of literature and the conceptual framework offers a clear image of how McDonald's could improve its service quality and customer satisfaction in general.
[bookmark: _Toc227799902][bookmark: _Toc231553919]2.5 Conclusion
This literature review looked at the main determinants of service quality and customer satisfaction in the restaurant business with reference to McDonald's. Several key service quality dimensions were identified, such as food quality, speed of service, employee attitude, and environment. These are major influencing factors on customer satisfaction, and the continuous delivery of service is important in retaining customers. The Expectation-Confirmation Theory and SERVQUAL model were presented as useful theories of studying the connection between service quality and customer satisfaction that provide an insight into how McDonald's can enhance its customer service.
There are gaps in the literature, although there is considerable research. Although extensive research has been conducted on service quality in the restaurant business, limited studies have been conducted on McDonald's in the UK setting. Also, although the SERVQUAL model is commonplace, it could not apply to such a large-scale standardised fast-food restaurant as McDonald's. Further empirical research is necessary to investigate the unique influence of each of the service quality factors on customer satisfaction in these contexts. The knowledge of these gaps will aid in honing future studies and optimising service strategies in McDonald's and other fast-food chains.
[bookmark: _Toc227816063]

[bookmark: _Toc231553920]Chapter 03: Methodology 
[bookmark: _Toc227816064][bookmark: _Toc231553921]3.1 Introduction
The methodology has defined how the research would be conducted. This includes the research philosophy, approach, and design techniques. This justifies the chosen research methods and data analysis technique. This provides details of the sampling technique and also describes how the data quality has be maintained, and ethical considerations have been taken care of. 
[bookmark: _Toc227816065][bookmark: _Toc231553922]3.2 Research Philosophy, Approach, and Design 
[bookmark: _Toc227816066][bookmark: _Toc231553923]3.2.1 Research Philosophy 
Research philosophy implies to the assumptions and beliefs that guide the idea generation, research strategy, data collection, and analysis techniques (Kirongo and Odoyo, 2020). It is an important factor to consider since this guides how the research has be conducted and where the research outcome would lead. This research is based on the positivism research philosophy. Since this research has been conducted based on the regression analysis, the positivism philosophical background was used to measure the data. Regression analysis is done based on quantitative data, and it assumes reality can be measured (Park et al., 2020). Thus, this philosophy is relevant to this study. 
[image: ]
[bookmark: _Toc231553965]Figure 3.1: Research Onion 
Source: Saunders and Tosey, 2012.
[bookmark: _Toc227816067][bookmark: _Toc231553924]3.2.2 Research Approach
This research is based on quantitative data and aims to use the regression analysis. This is focused on identifying a cause-and-effect association between variables. Thus, the deductive approach is most relevant to this study. The objective of this study is to identify whether service quality results in customer satisfaction or not. This has focused on primary data collection. The deductive reasoning guided the identification of the theory of expectation-confirmation. Based on this, the hypotheses are set, and a data-oriented conclusion is drawn. The deductive reasoning assisted in starting from a theory and moving towards a specific data-oriented conclusion (Soiferman, 2010). The patterns identified are tested against the dependent variable, customer satisfaction.
[bookmark: _Toc227816068][bookmark: _Toc231553925]3.2.3 Research Strategy 
The research study that this paper followed is based on primary data. The data was collected from the chosen sample. This includes customers and colleagues who are customers of McDonald’s. This research is based on an online survey. This includes 40 participants. The survey questionnaire is attached in the appendices. This provides raw data for the research, and this also reduces the risk of data manipulation. This helps depict the true scenario or situation (Rea and Parker, 2024). Besides, this allows us to depict the actual scenario for the chosen company, McDonald’s. The data collected from the survey consists of both dependent and independent variables. 
[bookmark: _Toc227816069][bookmark: _Toc231553926]3.3 Justification for the Regression Analysis 
This research is based on the regression analysis, more particularly, multiple regression analysis. Since this has identified more than one or two variables. The independent variables are food quality, service speed, staff behaviour, and environment, where the dependent variable is customer satisfaction. These variables are taken with the consideration of identifying a cause-and-effect association. It is deemed that they would provide a positive association.  Thus, an association between variables can only be identified through regression analysis (Godtay et al., 2017). There are multiple approaches to conducting research. For instance, a case study, that allows in-depth exploration of a phenomenon while looking at a real-world context. But it relies on secondary data (Robson, 2024). Before conducting the regression analysis, this paper has conducted descriptive analysis that includes both graphs and statistics, a correlation matrix, VIF test. The rationale of undertaking such a test are descriptive analysis helps to understand the basic characteristics of the data set. This has helped to understand each piece of data of the hypothesis, such as the variability of the variables. The graph has helped to understand the trends and allowed us to draw conclusions aligning the literature and test statistics. The hypothesis set for this research asks for a cause-and-effect test. The multiple regression analysis allows to identify the impact or influence of more than one independent variable on a dependent variable. Therefore, a multiple regression has been carried out to identify whether the hypotheses are true or have any impact on the dependent variable. To test the hypothesis, it was necessary that all the independent variables did not have any multicollinearity problem; therefore, the VIF test was undertaken. 
On the contrary, this research is based on primary data, which reduces the data manipulation risk and ensures the authenticity of data (Blessing et al., 2025). In such a case, the case study does not remain valid; rather, a quantitative approach like regression analysis is a reliable selection. Thus, the selection of regression analysis is justified to identify the association between dependent and independent variables like customer satisfaction and food quality, service speed, staff behaviour, and environment.
The chanllenegs of this study is that it solely relied on quantitative data and lacked insights into qualitative data. This limits the scope of understanding the nature and in-depth exploration of the phenomenon. 
[bookmark: _Toc227816070][bookmark: _Toc231553927]3.4 Data Selection and Sampling Strategy 
The data is subject to being collected from online sources. This has already been prepared as a research questionnaire. This has engaged with people online to identify the customers of McDonald’s. This has approached customers and colleagues to collect data through an online survey. This follows purposive sampling techniques. This is a non-probability sampling technique where participants are chosen based on the researcher's intention of the researcher (Rahman, 2023). This sampling technique has been chosen due to the diversity and scatter of the customer demographic.
McDonald’s is a global brand it has operations in multiple regions. The online survey has allowed us to collect data from different regions rather than focusing on a single outlet. While focusing on the diversity of customer demographics, it becomes difficult to focus on the probability approach of sampling. Thus, the survey questionnaire has been sent to people identified from the online groups. Thus, this has followed the purposive sampling techniques, which are also justified for this kind of study (Rai and Thapa, 2015). The sample size chosen is 40. Since the researcher is directly involved in the data collection, this has ensured more control and validity of data (Tajik et al., 2025).
[bookmark: _Toc227816071][bookmark: _Toc231553928]3.5 Data Sources and Data Collection 
The data source of this research is primary. This has at first prepared a survey questionnaire. This questionnaire is also set in Microsoft Forms. The participants have been identified from different online groups. This is committed to using the purposive sampling technique. Data has been collected from 40 participants. The data source is solely online social media platforms, and a few of them are from colleagues. 
Data had been collected via Microsoft Forms and had been recorded in Microsoft Excel. Participants has responded to different sections. The questionnaire has multiple and different segments for each variable. Each segment is differentiated with a section heading. The participants were allowed to revoke any of the questions that they may not like to answer and their consent was taken before collecting any survey information from them. This way it has ensured participants' privacy and ethical consideration. The data collected has been stored properly, and confidentiality has also been maintained at each stage of data management (Pina et al., 2024).
[bookmark: _Toc231553929]3.6 Data Analysis Approach 
The data, at first, has been collected via Microsoft Forms and from online sources. Then the data has been stored in Microsoft Excel. The data had sorted according to variables. The data sheet has been prepared for Stata analysis. Since this has conducted a multiple regression using Stata which allowed easy analysis (Kothari, 2015). 
[bookmark: _Toc231553966]Table 3.1 List of Variables 
	Variable
	Item
	Variable Type

	Customer Satisfaction
	Q4
	Dependent Variable

	Food Quality
	Q5
	Independent Variable

	Service Quality
	Q6-Q7
	Independent Variable

	Service Speed
	Q8-Q9
	Independent Variable

	Staff Behaviour
	Q10-Q11
	Independent Variable

	Environment
	Q12-Q13
	Independent Variable


Source: By Author
The data has been sorted for the dependent variable (Customer Satisfaction) and independent variables (food quality, service speed, staff behaviour, environment). Before conducting the regression analysis, this has also conducted the general statistics test, such as mean, median, and standard deviation analysis. This has extracted the nature of the data and provide an idea of the characteristics of the data. Later, the regression analysis has been carried out. This has also tested multicollinearity since there is more than one independent variable (Shrestha, 2020). Based on the outcomes, the hypotheses have be tested. A positive association between the independent and dependent variables is expected.
[bookmark: _Toc227816072][bookmark: _Toc231553930]3.7 Research Quality and Rigour 
The data sources for the research data is online platforms. This has looked into the online food groups on multiple social media networks. This way, this has ensured diversity in the data collection platform. This data is collected online; there has also been diversity in the data collected (Muller et al., 2012). 
This has followed a systematic approach to collect data. The data was differentiated into multiple segments following the variables. The data has only included the adult group. At first, a notice has been provided to the participants in the top section of the Microsoft form, telling them what the research is about, what it aims to accomplish, and why their opinion is needed. 
Besides, this has also provided details on how their data is safe and confidential. This way, this has ensured the transparency and reliability of the data. This has provided confidence to participants to fill out the form freely and without worrying (Petrova et al., 2016). 
[bookmark: _Toc227816073][bookmark: _Toc231553931]3.8 Ethical Considerations
The data that has been used or collected is not publicly available data since it aims to collect primary data from the customers and colleagues. Thus, this includes privacy concerns. This research is committed to ensuring confidentiality. This has provided assurance to participants that the data collected will not be shared with anyone, and no crucial personal information is required for this. 
To ensure ethical consideration before answering the questions, participants had provided their consent that they are providing their consent to use their data to conduct this study (Nii Laryeafio and Ogbewe, 2023). The data collected has been stored in the PC of the researchers and a pen drive, and has not been shared with anyone. This has ensured the ethical consideration factor 
[bookmark: _Toc227816074][bookmark: _Toc231553932]3.9 Chapter Summary
This chapter includes the details of the research methodology of this dissertation. The findings of research depend on its data and the quality of the data (Awang, 2012). This chapter thus plays a crucial role.  This chapter shows how the data has been collected, how they were sorted, and how they have been analysed. This also ensures the ethical consideration factor. 
This has at first provided understanding of the research philosophy, approach, and strategy. This research is following positivism philosophy, the research approach is the deductive approach, and it has used a survey questionnaire to extract the data.
The sample size is 40. This has followed the purposive sampling technique. The participants have been identified from different online groups and are colleagues. Before data collection, this has collect the consent of the participants and has ensured the confidentiality of the data of the participants. This has ensured ethical considerations.




[bookmark: _Toc229349455][bookmark: _Toc231553933]Chapter 04: Research Findings
This research focuses on analysing the impact of service quality on customer satisfaction in the UK restaurant industry. To analyse what drives the service quality, five different factors have been identified. These are food quality, service quality, service speed, staff attitude, and the environment of the restaurants of McDonald’s. To conclude that service quality does bring customer satisfaction, a positive association between variables is expected. Here, the dependent variable is customer satisfaction, and the independent variables are food quality (FQ), service quality (SQ), service speed (SS), staff attitude (SA), and environment (EN). Before conducting the statistical analysis through regression analysis, it was decided to look into the basic characteristics of the data. Therefore, at first, this is analysing graphical data. The graphs only include basic demographic questions and patterns. Later, this is going to focus on descriptive analysis covering mean, standard deviation, minimum, and maximum values. Finally, this is going to analyse the output of statistical tests such as correlation, multicollinearity (VIF) test, and regression analysis. Based on the outcome of this test, the conclusion will be drawn. A positive association between dependent and independent variables is accepted. 
[bookmark: _Toc229349456][bookmark: _Toc231553934]4.1 Graphical Analysis
[bookmark: _Toc229349457][bookmark: _Toc231553935]4.1.1 Demographic Composition: Gender
The survey has taken responses from 40 participants. Among the 40 participants, more than half of them were male, and 35% of them were female. This does not impact the result of this study. However, it allows us to understand that most of the customers of McDonald’s are male. Therefore, it provides important information that it should use marketing tactics to retain the male customer by offering different offers (McDonald, 2007). Additionally, it can get another insight from this survey that it needs to work on attracting more female customers, not just male customers. This will increase the customer base of McDonald’s. 
This also allows us to understand the preferences of different customer groups and allows business organisations to form new strategies, offers, and targeted policies for the target customer group (McDonald and Wilson, 2016). Besides, this survey has incorporated multiple options along with an option of “prefer not to say”; this shows respect towards the participants (Kost et al., 2025). 

[bookmark: _Toc231553971]Graph 01: Demographic Composition: Gender
Source: By Author
Among the participants, 8% of them preferred not to reveal their gender, and 5% said that they are non-binary. More than half of them are male, and there are 35% of the female customers of McDonald’s have participated in this survey. 
[bookmark: _Toc229349458][bookmark: _Toc231553936]4.1.2 Demographic Composition: Age
Collecting data about their age is necessary to avoid any issues with data collection. This validates the study. In case of any survey, the participants must be minors (if not intended to run a test on minors). Collecting data on their age allows the surveyor to understand the age composition of the respondent group and also provide validation that the adult group has answered and participated in the survey (Groves et al., 2011).
This also provides another insight for the company, McDonald's. This provides an idea to McDonald’s who their customer base is or which customer group they belong to. This will allow them to make strategies specifically aligned to that age group and based on their preferences. This will ensure the success of the promotional tactics. 

[bookmark: _Toc231553972]Graph 02: Demographic Composition: Age
Source: By Author
Most of the customers belong to the 18-25 age bracket. And 26% of the customers are aged between 36 and 45. This shows that the customer groups of McDonald’s are young adults. This provide it insight into what strategies it should use to attract the customers of this age group, for instance, the services they prefer, or the marketing tactics to promote products and services, or strategies to engage with them (Salam et al., 2024). 
[bookmark: _Toc229349459][bookmark: _Toc231553937]4.1.3 Customer Visit Frequency 
Customer visit frequency has been added to the question to ensure credibility and validation of the data. The customer who often visits the restaurants would know more about the restaurant than the customer who visits randomly or rarely (Ponnam and Balaji, 2014). This may not reflect the true scenario since on a random day, the food may not taste as it always does, or the staff may have behaved differently than they should have, and if the customer had visited the restaurant for the first time that day would not understand how the restaurant actually operates on a regular day. Therefore, it is necessary to analyse whether the customers are actual customers of McDonald’s or not. 

[bookmark: _Toc231553973]Graph 03: Frequency of Customer Visit
Source: By Author
The result is positive in this case. More than half of the respondents said they are regular customers of McDonald’s, and 12 of them visit occasionally. However, this may overvalue the outcome since most of the participants may be loyal to the company and may not reflect the true scenario (Harrison and Bosse, 2013).
[bookmark: _Toc229349460][bookmark: _Toc231553938]4.1.4 McDonald’s Recommendation 
More than half of the participants identified themselves as recommending McDonald’s to others. This shows that even though the sampling was random, it has identified some of the loyal customers of McDonald’s. This provides a signal that this research outcome may favour the conclusion. Brand loyalty is an important factor for companies, as it allows them to promote and gain more customers without investing any additional finances (Kumar et al., 2013). 

[bookmark: _Toc231553974]Graph 04: Would Customer Recommend McDonald’s?
Source: By Author
55% of the participants answered that they would recommend McDonald’s to others, and 38% of them showed confusion about their decisions. 7% of the participants showed their discomfort with McDonald’s. This customer base is the one that will result in deviations in the tests. 
[bookmark: _Toc229349461][bookmark: _Toc231553939]4.1.5 Most Influential Factor
It has been mentioned that this research has identified five independent variables to measure the overall service quality of McDonald’s. Before running the statistical test, this has first identified the most important factor that customers seem to find important or the factor that drives satisfaction for them. 
Almost 47% of the participants identified that food quality is the main factor for them. Followed by price, environment, service speed, and lastly the attitude of the customers. This is an acceptable outcome, since restaurant business deals with food offerings, it is quite reasonable to be the most important factor (Ryu et al., 2012). However, whether it is true or not will be verified from the statistical analysis. 

[bookmark: _Toc231553975]Graph 05: Most Influential Factor
Source: By Author
Price is also an important factor. It has been identified that most of the participants are from the young adult group. Therefore, most of them are students, and at the start of their career, cost is an important factor for them (Hanaysha, 2016). The environment shows the third priority. It can also be linked with the second most participated age group, which is 26 to 35. This age group focuses on quality and price, which no longer remains the main concern (Medeiros and Salay, 2013). 
The graphical analysis identified some important aspects about the participants and their demographic, their preferences, and expectations. 


[bookmark: _Toc229349462][bookmark: _Toc231553940]4.2 Descriptive Analysis
The descriptive analysis shows the general traits and characteristics of the data set. It helps to examine the central tendency of data and measurements of dispersion from the central point (Ali et al., 2019). In this case, only the average (mean), the measurement of dispersion (standard deviation), the minimum, and the maximum value. 
The calculation of these statistics has been performed using the Stata software. It has used the “sum” command to derive all these statistics. The mean is the average of all the responses, the standard deviation is the dispersion from the particular sample from the average, min is the minimum or lowest value, and max is the maximum or highest value.
[bookmark: _Toc231553967]Table 4.1 Descriptive Statistics
	Variable
	Observation
	Mean
	Standard Deviation
	Min
	Max

	CS
	40
	8.575
	1.81005
	3
	10

	FQ
	40
	8.825
	1.567089
	5
	10

	SQ
	40
	8.8
	1.488417
	7
	10

	SS
	40
	8.65
	1.747526
	5
	10

	SA
	40
	7.7875
	1.1735332
	3
	10

	EN
	40
	8.6
	1.406031
	5
	10


Source: By Author 
There are a total of 40 observations for each variable. The variables scale from 1 to 10, and the median value for each is 5. This shows that the central tendency of all of the data is greater than 5. It indicates to the point that most of the values are close to 10, showing customer satisfaction with each variable. However, deviation can be seen among the variables. The standard deviation is higher in the case of food quality. The minimum value is 3, and the maximum value is 10. It indicates that it generally provides high-quality food, but when it deviates from the quality, it heavily impacts customer impression (Qin and Prybutok, 2008). 
Among all the independent variables, the staff attitude scores low if looked into the mean value. Most of the customers are not satisfied with the behaviour of the customer as much as they are with other variables or parameters. It also scores low as 3. All other variables have remained above 8. This shows McDonald’s above-average performance. 

[bookmark: _Toc229349463][bookmark: _Toc231553941]4.3 Statistical Analysis
This is the main focus of this chapter and the core segment that will provide numerical evidence on the subject and conclude whether service quality impacts customer satisfaction or not. It has been mentioned in the previous section that here the dependent variable is customer satisfaction, and the independent variables are food quality (FQ), service quality (SQ), service speed (SS), staff attitude (SA), and environment (EN). In this statistical analysis part, a positive association with the dependent variable with each independent variable will be looked for, and expected that service quality does impact customer satisfaction. 
Here, the point of clarification is that service quality refers to overall service quality that combines food, service offering quality, service speed, staff behaviour, and environmental quality. Here, at first, the correlation matrix will be analysed to identify the nature and direction of the association between each variable. Later, this is going to include the test of multicollinearity, using the VIF test, and later the regression analysis is going to be tested and analysed for each variable separately. 
[bookmark: _Toc229349464][bookmark: _Toc231553942]4.3.1 Correlation Matrix
The correlation matrix shows the likelihood of a association or association between two or more variables (Gogtay and Thatte, 2017). Negative sign indicates a negative association, and a positive value implies a positive association between variables. 
This correlation matrix had been calculated using the Stata software.  The “corr” command has been used to calculate the correlation matrix. The given command was: 
	corr CS FQ SQ SS SA EN



Here, the first variable is the dependent variable, and the rest of the variables are independent variables. The value 1.000 presents a correlation with itself. 
[bookmark: _Toc231553968]Table 4.2: Correlation Matrix
	
	CS
	FQ
	SQ
	SS
	SA
	EN

	CS
	1.0000
	
	
	
	
	

	FQ
	0.9042
	1.0000
	
	
	
	

	SQ
	0.8908
	0.9300
	1.0000
	
	
	

	SS
	0.8597
	0.7636
	0.7808
	1.0000
	
	

	SA
	0.7134 
	0.5800
	0.5390
	0.7231
	1.0000
	

	EN
	0.4252
	0.2583
	0.2426
	0.3955
	0.5002
	1.0000


Source: By Author
The association within itself is resulted as 1. And the fractional values show probabilities for two variables. Each of the variables shows a positive association. It indicates that with an increase in one variable, the other specific variable will also increase (Josse and Holmes, 2016). It also indicates to the point that there are no variables that may lead to a negative impact on any other variable for one variable. 
[bookmark: _Toc229349465][bookmark: _Toc231553943]4.3.2 VIF Test
The VIF test is undertaken to test the multicollinearity issue. Since this research includes more than one independent variable, this needs to test whether there is any multicollinearity problem (Kalnins and Praitis Hill, 2025). Multicollinearity exists when there are multiple independent variables, and each of them is highly related and impacts one another in a way that the impact of an independent variable can not be determined on the dependent variable (Kyriazos and Poga, 2023). This does not reflect the true result and diverts from the actual scenario. Therefore, it is necessary to look for multicollinearity issues before undertaking regression analysis. To test the multicollinearity, the VIF test through Stata has been used. The command used for the multicollinearity test in Stata was: 
	vif



This command directly provides all the necessary values in a table in the respective manner –
[bookmark: _Toc231553969]Table 4.3: Multicollinearity Test
	Variable
	VIF
	1/VIF

	FQ
	8.46 
	0.118184

	SQ
	7.92
	0.126190

	SS
	3.87
	0.258309

	SA
	2.46
	0.406069

	EN
	1.35
	0.739048

	Mean VIF
	4.81
	


Source: By Author 
When the result of a VIF test scores greater than 10, it explains a multicollinearity problem (Tay, 2017). In this case, none of the variables showed a value more than 10. The mean value is 4.81, which is also less than 10. It implies that this regression is free from the multicollinearity problem. 


[bookmark: _Toc229349466][bookmark: _Toc231553944]4.3.3 Regression Analysis
The regression analysis identifies a association, the impact of one variable on another, or an association between variables (Kulaylat et al., 2023). Before looking into the data, it is necessary to define the econometric model of this research. 
The econometric model of this research is –

Here, 
 
 
 
 
 
 
 
 
 
 
Here,  implies the constant changes that would happen even if there were no independent variable changes. The change is constant (Darlington and Hayes, 2016). The other beta who are defined as slopes for other independent variables, indicate that with one unit of change, the dependent variable will increase or decrease with the associated slope (Skiera et al., 2021). The random error is something that is expected due to undertaking sample instead of the population as the dataset (Bhushan et al., 2023).
The regression has also been carried out using the Stata software. The Stata command was:

	reg CS FQ SQ SS SA EN



Similar to the correlation command, here the first variable is the dependent variable, and the rest of them are independent variables. This code has provided the required result as follows –
[bookmark: _Toc231553970]Table 4.4: Regression Analysis Outcome 
	CS
	Coefficient
	t
	p > | t |

	FQ
	.4557679
	2.78
	0.009

	SQ
	.3065743
	1.72
	0.095

	SS
	.2298009
	2.24
	0.032

	SA
	.1404696
	1.70
	0.098

	EN
	.137691
	1.82
	0.077

	Constant 
	-2.410833
	-3.39
	0.002

	R-square = 91.36%

	Adjusted R-Square = 90.09%


Source: By Author
The R-square is 91.36% of this model this shows high reliability of this model. It indicates that 91.36% variation in the dependent variable can be explained by the independent variables (Investopedia, 2022). The adjusted R-squared is an updated and modified version of the R-squared. There are some problems with R-squared. When the number of observations is increased, the R-square has the tendency to overestimate the result and may still show a high percentage, which may not be true (Raykov and DiStefano, 2025). There the need for adjusted R-square, arises it charges a penalty for taking multiple variables and provides a better mark for the model (Kandel, 2025). In this case, the adjusted R-square is also higher that 90%. This shows that this is a reliable model (Karch, 2020).
The coefficient of food quality is 0.4558, and the p-value is 0.009, which is less than 0.01. It indicates that it is highly statistically significant (Altman and Krzywinski, 2017). This implies that there is a positive association between food quality and customer satisfaction. A one-point increase in the food quality would result in 0.4558 point increase in customer satisfaction. 
The coefficient of service quality is 0.3066, and the p-value is 0.095, which is less than 0.10. It indicates that it is statistically significant. This implies that there is a positive association between service quality and customer satisfaction (Afthanorhan et al., 2019). A one-point increase in the food quality would result in 0.3066 point increase in customer satisfaction. 
The coefficient of service speed is 0.2298, and the p-value is 0.032, which is less than 0.05. It indicates that it is moderately statistically significant. This implies that there is a positive association between service speed and customer satisfaction. A one-point increase in the service speed or one-minute faster delivery or serving would result in 0.2298 point increase in customer satisfaction level (Kaligis et al., 2024).
The coefficient of staff attitude is 0.1405, and the p-value is 0.098, which is less than 0.10. It indicates that it is statistically significant. This implies that there is a positive association between staff attitude and customer satisfaction. A one-point increase in the staff attitude or good behaviour with the customer would result in 0.1405 point increase in customer satisfaction (Rita et al., 2019). 
The coefficient of environment is 0.1377, and the p-value is 0.077, which is less than 0.1. It indicates that it is marginally statistically significant. This implies that there is a positive association between environment and customer satisfaction. A one-point increase or effort to make the environment lively and clean would result in 0.1377 point increase in customer satisfaction. 
The constant coefficient is -2.41. It implies that if no effort is made to improve any of the services, this would result in a negative impact on the business and reduce the customer satisfaction level. It is also strongly statistically significant. 
[bookmark: _Toc229349467][bookmark: _Toc231553945]4.4 Chapter Conclusion 
This chapter includes the test results and findings of the survey data. This chapter has undertaken the test to provide numerical evidence and to draw a conclusion. The graphical analysis, this has provided an idea of the demographic composition of the respondents and the most important factor that they seem to consider important. This has shown which age group most of the customer belongs and also showed what they prefer. The descriptive analysis part showed which variable is mostly favoured. Finally, the regression analysis part showed the actual result of the dissertation. At first, it describes the correlation matrix. The correlation matrix showed that each of the variables has a positive impact on the others, and no negative associations were seen. Later, this was tested for multicollinearity. When there are multiple independent variables, the impact of the independent variable on the dependent variable can not be examined, or does not show the true result. Therefore, the data should be free from the multicollinearity problem (Tay, 2017). To test it, the VIF test has been undertaken, and it has been concluded that there is no multicollinearity problem in this data set. Later, the econometric model was defined to explain the outcomes properly. There are five independent variables, and for each, there are five different slopes presented through beta. The beta zero is the constant negative value, showing that no effort will lead to a negative customer perception about the company. 
The results have concluded that service quality does impact the customer satisfaction level. It has been identified that there is a positive association between food quality and customer satisfaction. It has also been concluded that there is a positive association between service quality and customer satisfaction. This has also provided enough evidence to conclude that there is a positive association between service speed and customer satisfaction. It has also been identified that there is a positive association between staff behaviour and customer satisfaction (Rita et al., 2019). And finally, it has identified a positive association between the environment of the restaurant and customer satisfaction level. 
In a nutshell, this dissertation found that service quality impacts the customer satisfaction of the UK restaurant businesses, specifically McDonald’s. Additionally, it can also be summarised that food quality, offered service quality, service speed, staff behaviour, and environment have a positive impact on customer satisfaction, and the absence of these decreases customer satisfaction or increases customer dissatisfaction in the UK restaurant business. 


[bookmark: _Toc231553946]Chapter 05: Discussion
This dissertation intends to identify the impact of service quality on deriving customer satisfaction. The service quality is denoted using five different variables. These are food quality, overall service quality, service offering speed, staff attitude, and overall environment and dining experience in the outlets of McDonald’s. So far, this paper has covered the introductory part, analysis of existing literature and evidence, the methodology to conduct this study, and explained the findings of the econometric model. 
In this chapter, it aims to analyse and describe the findings while referring to the existing theories and literature evidence. This aims to include the detail discussion of the models and tests used and tested in the previous chapter. 
[bookmark: _Toc231553947]5.1 Graphical Analysis
At first, this dissertation paper has undertaken the graphical analysis. The graphical analysis includes the composition of two demographic parameters, such as age and gender. This also includes the graph of customer visit frequency at McDonald’s, along with the graph of what is the most influential factor for them to visit McDonald’s, and whether consumers will be willing to refer or recommend McDonald’s to others. 
The graphical analysis is helpful in visually representing the data easily and provides key insights into the categories (Börner and Polley, 2014). At first, it has analysed the gender decomposition. It shows that most of the participants of the survey were male, followed by female. This does not impact this study or a point of concern about which gender of customers are active consumers for McDonald’s, but it provides crucial information about which gender group McDonald’s can attract to increase its sales. This survey has been done using a sample of 40 participants; therefore, it can be used as the representation of the whole population (Levy and Lemeshow, 2013). Therefore, it can be said that most of the customers of McDonald’s are male, and 35% of them are female. 
This also points out the fact that it needs to increase its attention to diversity and increase the customer base (Akinrinoye et al., 2020). 52% of the participants were male. This shows that the male customers of McDonald’s are more active, and this shows an opportunity for McDonald’s that it can use to attract the online customer base. It can engage with customers with attractive marketing activities such as promotion, providing coupons for participating in online marketing campaigns, such as user-generated content (Agarwal, 2020). This increased presence in online platforms, more particularly on social media platforms. This engages the existing customers and creates awareness among the potential customers. Since it has low awareness among female consumers, it can use this opportunity to tap into the untouched market among females. McDonald’s can promote and provide offers to female in different occasions such as Women’s Day, Mother’s Day, etc. 
The second graphical analysis has focused on the demographic composition of age. This research has not incorporated any participants who are under 18 years old. This ensures that all the participants in this research survey are adults and no one is a minor or is mentally unstable while undertaking the survey. This reduces the research risk of using minors’ data (Hiriscau, 2016). 
The majority of the participants are young adults or youths, aged between 18 and 25 years old. The second highest age group is the 26-35 years old, and they composes 26% of the pie. This points to an important issue for McDonald’s that most of its customers who are active in social media are young people and most of them are males. This shows or provides an idea to McDonald’s on which customer groups to focus on. This provided it with an idea that it can use the social media platforms to connect with the young adult group. Since most of the consumers are from Generation Z, they most of the time spend their time online and on different social media platforms (Cismariu and Hosu, 2019). This can utilise the social media platforms like Instagram, Facebook, TikTok, YouTube, etc., to promote its offers and services and new promotional activities with the young adult consumer segments. Being active and engaging with this generation through online platforms will allow and help it to increase its brand awareness among the potential customer groups (Barreda, 2015). The online platforms are cost-effective and almost have no geographical boundaries, which is why it will be easier for McDonald’s to connect with a wide range of new customers and promote its services. This not only allows for increasing brand awareness but also promotes the services of the businesses. This encourages engagement with customers, showing them how valuable they are to the company, enhances customer loyalty, and results in customer satisfaction as well (Monferrer et al., 2019).  
13% of the customers are aged between 36 and 45 years old. There are adult groups who are in their mid-30s and career-focused. They often look for quality services and how efficiently the service is being provided to them (Singh et al., 2023). In this case, the service speed is a considerable factor and needs to be assessed whether it drives customer satisfaction or not. McDonald’s needs to be focused on the dining experience and efficient service offering management to satisfy this customer group. 
Later, this has analysed how often the participants actually visit McDonald’s. This question and its responses ensure the validity of the other responses. If the customers are not regular or visit McDonald’s occasionally, this survey may not depict the true scenario since most of them may not have experienced the regular operations or how it usually functions on a daily basis.  More than half of the participants visit McDonald’s frequently and are active customers. This ensures that the participants are aware of the product, service, and regular operations. There are only 5 participants who visit McDonald’s rarely. They are the ones who add variation in the research result and represent the population properly (Nawangwulan et al., 2025). 
The fourth question asked the participants if they would recommend McDonald’s to other consumer or their family members or not. The majority of them showed positive responses that they would recommend McDonald’s to others. This shows loyalty towards the brand (Inoue et al., 2017). Loyalty comes from the satisfaction with the products and services the company offers (Arslan, 2020). This shows that most of the participants are loyal and are satisfied with McDonald’s. Now, why they are satisfied is another point of discussion and will be discussed in the lateral section. There are only 7% of the participants who directly said no that they would not recommend McDonald’s. Additionally, 38% of then did not say not or yes. This shows the number of participants who would recommend it might increase. This factor is necessary to analyse before commencing the regression analysis. Since this study aims to analyse whether the customers are satisfied or not and if they are derived from the service, it is necessary to identify whether they are satisfied customers in the first place. Hence, this is an important factor to analyse, and this provides validity that the customers are satisfied and the data can be used to run the regression (Aktepe et al., 2015). 
The final question was what was the most important factor that drives their buying decision from McDonald’s, and what was the most satisfactory quality for the participants among the five selected variables for the regression. As expected, most of the participants answered that the food quality is the most important factor for them, which is valid for a restaurant business since this is the main product it is offering. Focusing and improving the main offering of the business ensures customer satisfaction (Pan and Nguyen, 2015). 
Since price is a crucial factor in any purchase decision, it also needs to be assessed. Besides, in the previous graph, it was identified that most of the customers belong to the 18 to 25-year age group. Most of them are students, part-time workers, or are early in their career stage. Therefore, cost is an important factor for them since most of them have a limited income source (Sweeney et al., 2018). The third important thing is the environment or cleanliness. One important point to consider here is that in the earlier section, it was identified that the second largest participant age group was 26 to 35. They are at their career growth stage and often look for quality products. Therefore, they would prefer the companies that provide unique, quality, and efficient services and experiences (Womack and Jones, 2015). Other factors, such as service speed and staff attitude, can also be tagged with this customer group. These factors also ensure high-quality services. 
The graphical analysis did not provide any statistical evidence or numerical proof of the research, but it has allowed us to understand the data and what factors McDonald’s should look into to improve its services and for policy making. 
[bookmark: _Toc231553948]5.2 Descriptive Analysis
The descriptive data show general characteristics, traits, and nature of the data set (Oreski et al., 2017). It includes an analysis of the measurement of central tendency and the measurement of dispersion. By measurement of central tendency, it refers to the centre or middle value around which the other values tend to lie or the average of all values (Ali et al., 2019). This includes a discussion of mode, median, and mean. On the other hand, the measurement of desperation analyses deviation from the central point or distance from the mid or average point. This shows and measures the difference in the variations (Rayat, 2018). The analysis of descriptive analysis allows us to understand the basic characteristics of the data, how scattered they are from the average point or variation in the data set (Cooksey, 2020). This allows us to understand whether the phenomenon is common or a scattered event (Kelp, 2015). 
This has calculated the mean value, standard deviation, minimum value, and maximum value for all five variables. The first variable is customer satisfaction. The mean value is 8.8. It implies that the majority of the consumers of McDonald’s are highly satisfied with the quality of food it offers. The standard deviation is 1.57, which indicates there are fewer deviations or there are a few consumers who do not like the food quality offered by McDonald’s. The maximum value is 10, which shows a high form of satisfaction, and the minimum value is five, which shows that the consumers are not completely disappointed with the quality of food. This is a positive sign for the restaurant business, since food is the main offering of the business, which ensures long-term growth of the business (DiPietro, 2017). 
Secondly, the service quality shows a similar type of result to food quality. The average experience of the customer shows that they are highly satisfied with the services of McDonald’s, and the variation for this measurement is even less than the food quality variable. There is only 1.49 deviation from the average customer experience. Another point to consider is that the minimum value is also high in this case. It indicates McDonald’s offers a high level of customer service to its customers (McColl-Kennedy et al., 2019). 
Thirdly, the service speed, the mean value is 8.65. It shows a high satisfaction level with the service speed, or how fast they offer the services to the customers. The deviation is 1.17, and it is slightly higher than the other variables. The variation could be due to the order of different foods. It is not ideal to assume all customers will order the same food. Therefore, some food preparation may take more time than another food item. Therefore, the service speed may not be similar for everyone. As a result, this answers the slightly higher deviation in the service speed variable (Chan et al., 2017). However, the speed was, on average, moderate, and some consumers find it highly satisfactory. 
Fourthly, the staff attitude, it can be seen that the average value for this is slightly lower. It implies that compared to other independent variables, this should slightly lower the satisfaction level among the customers. This involves the behaviour of human or staff, which every customer may not deem similarly, or some may find the same behaviour offensive, and some may perceive it as okay (Kashif and Zarkada, 2015). Our employees are not always able to provide the same level of output or effort every day (Felstead and Henseke, 2017). Therefore, the derivation is high for this one. The lowest value is three, which shows the staff is aware of their work behaviour and maintains professionalism, which did not lead to a fall to 1 or dissatisfaction. 
Finally, the environmental factor. It also shows a high satisfaction level among the participants. The mean value is 8.6, and the standard deviation is 1.4. It shows that most of the customers are happy with the environment or atmosphere that McDonald’s offers to its customers. The lowest value or response that the customer gave for this factor is 5, which shows a moderate level of response or neutral about it. The highest value shows a high level of satisfaction from the customer about its environment or dining experience (Erkmen and Hancer, 2018). 
Until now, only the discussion of descriptive analysis has been done for the independent variable. Now, if the dependent variable is considered, it also shows positive outcomes. The average value is 8.58. It also shows, considering all the other factors, that the customers are satisfied. There are deviations in this opinion; some showed they are not satisfied considering overall experience and considering all the other factors, while some showed they are completely satisfied with the overall functions and services of McDonald’s (Amalia and Putra, 2021). 
The descriptive analysis allowed us to understand the basic characteristics of the data set. It showed how much each variable varies and the average perception of the customer. This provided an idea of how the outcomes of the regression test would be. 
[bookmark: _Toc231553949]5.3 Statistical Analysis
The statistical analysis segment shows statistical or numerical evidence to conclude the topic. This has included some of the basic tests, such as the correlation matrix, the VIF test, and the regression test. 
The correlation matrix shows or represents the association between more than one variable (Podani et al., 2023). This shows the connection or correlation of one variable with another variable of the data set (Wang et al., 2018). The presence of minus presents a negative association or a negative impact of one variable on another. 
In this case, there are no negative probability therefore, each variable has a positive association one another or one variable also positively influences the other variable. The correlation within itself is perfectly correlated or 1 (Schober et al., 2018).
The correlation between food quality and customer satisfaction is 0.90 or 90.42%. This shows that there is 90% probability that food quality drives customer satisfaction (Ilie and Georgescu, 2019). Food quality also drives up the service quality. There is a 93.00% association between food quality and service quality. A customer in a restaurant deems the service as good if the main function food offerings are good, unless it impacts the reputation of the restaurant business (Liu and Tse, 2018). There is also a positive association between service speed; there is an association of 76.36% between food quality and service speed. Service matters since the food of McDonald’s is required to be offered within a certain period of time, and when service is offered timely and within a short period of time, customers do not have to wait and enjoy their food instantly (Nawangwulan et al., 2025). This increases customer satisfaction. There is also a positive relation between staff attitude and environment. 
Service quality is perceived as high when food is served or offered promptly (du Plessis, 2015). There is 78.08% positive association between service quality and service speed. Good employee behaviour and attitude also drive customer satisfaction and result in good service quality of the business (Xin and Choi, 2020). The environment of the business also impacts the service of the business. How well the tasks are organised or structured ensures proper execution of services (Selvanathan, 2015). 
The correlation matrix showed that all the independent variables are positively related to the dependent variable. This provided an idea of how the regression may result and helped to conclude. 
Later, the VIF test was carried out. It measures the multicollinearity test. Multicollinearity occurs when there is more than one independent variable. In this case, there are five independent variables, and each of them is closely related. Therefore, if multicollinearity exists, it is not possible to run a regression that provides true outcomes (Kim, 2019). Due to high reliance and impact on one another, the impact of the independent variable on the dependent variable may not be truly reflected. As a result, it is necessary to test multicollinearity before testing the multiple regression analysis. 
When there is multicollinearity, the value would be more than ten. In this case, none of the variables result in more than ten. This implies that none of the variables has impacted the occurrence of another variable and has an independent impact on the dependent variable customer satisfaction (Lim et al., 2020). The average VIF test score is 4.81, which is both less than 5 and 10. Thus, it shows that there is multicollinearity among the variables.  
The multiple regression analysis showed or tested the association  between customer satisfaction, food quality, service quality, service speed, staff attitude, and environment one by one. The result is drawn based on the coefficient value and p-value. 
[bookmark: _Hlk229922326][bookmark: _Hlk229922277]At first, the test score is examined for food quality. Their hypothesis for this is that H0: There is a positive association between food quality and customer satisfaction. And the alternative hypothesis is that H1: There is no association between food quality and customer satisfaction. Here, the coefficient is .4577 and the p-value is 0.009. The p-value is less than 0.05, which indicates that this is highly significant and there is a positive association between food quality and customer satisfaction. This points to the outcome that food quality does increase customer satisfaction for McDonald’s (Amalia and Putra, 2021). With high-quality food serving the customer satisfaction level is boosted 0.4558 points or almost half than before. The main offering of a fast food restaurant is the food. Customer satisfaction relies on how the food is served or the quality of the food. Because the primary offering is the food (Adewale et al., 2014). Therefore, it has the strongest association of all. If the food quality fails, no matter how the other factors are, customers will surely be dissatisfied (Namkung and Jang, 2007). Thus, this justifies the outcome of this regression as well. 
[bookmark: _Hlk229922356]The coefficient for service quality is .3066 with a p-value of 0.095. Here, the null hypothesis is that H0: There is a positive association between service quality and customer satisfaction, and the alternative hypothesis H1: There is no association between service quality and customer satisfaction. Here, the p-value is less than 0.1, which leads to accepting the null hypothesis and rejecting the alternative hypothesis. This summarises that with each service, the customer satisfaction increases 0.3065 points. This indicates that service offering quality does increase customer satisfaction (Singh et al., 2023). If the food quality meets customer expectations, then other factors become important for the customer, for instance, they would look at what offers or services they are providing, or how they are providing them. If customers perceive the restaurant is not putting in enough effort, it may dissatisfy them. Maintaining overall service quality is also necessary, and it drives customer satisfaction (Khan et al., 2013). 
[bookmark: _Hlk229922534][bookmark: _Hlk229922510]The coefficient for service speed .3398 with a p-value of 0.032. Here, the null hypothesis is that H0: There is a positive association between service speed and customer satisfaction. On the contrary, the alternative hypothesis is that H1: There is no association between service speed and customer satisfaction level. Here, the p-value is less than 0.05, which implies that the alternative hypothesis can not be accepted, and the null hypothesis is accepted, and it concludes that there is a positive association between service speed and customer satisfaction (Ridho et al., 2021). It indicates that with one minute faster delivery, the staff drives up the customer satisfaction level by 0.2298 point. After the food quality, the service speed has the strongest association with customer satisfaction. Service speed also impacts the overall customer experience. If the restaurant fails to deliver the food on time or serve it late, it is more likely customer would hold a negative impression, which also impacts how they would enjoy the food. As mentioned earlier, food is the main offering here; therefore, serving it late can increase customer dissatisfaction (Zhong and Moon, 2020). 
[bookmark: _Hlk229922635][bookmark: _Hlk229922599][bookmark: _Hlk229922612]The coefficient for staff attitude is .1405 with a p-value of 0.098. Here, the null hypothesis is that H0: There is a positive association between staff attitude and customer satisfaction. On the contrary, the alternative hypothesis is that H1: There is no association between staff attitude and customer satisfaction level. Here, the p-value is less than 0.1, which implies that the alternative hypothesis is rejected and the null hypothesis is accepted, and it concludes that there is a positive association between staff attitude and customer satisfaction (Al Kurdi et al., 2020). It indicates that with staff behaving well, per customer increases the probability of customer satisfaction level increases by 0.1405 points. It has a positive association; however, the association is not as strong as food quality. Customer evaluate their experience primarily based on the food meeting their expectations, not on how the service encounter is. However, despite food quality being the best, any unwelcoming behaviour can impact customer experience (Harrington et al., 2012).
[bookmark: _Hlk229922697][bookmark: _Hlk229922680]The coefficient for environment (dining experience) is .1377 with a p-value of 0.077. Here, the null hypothesis is that H0: There is a positive association between environment (dining experience) and customer satisfaction. On the contrary, the alternative hypothesis is that H1: There is no association between environment (dining experience) and customer satisfaction level. Here, the p-value is less than 0.1, which implies that the alternative hypothesis is rejected and the null hypothesis is accepted, and it concludes that there is a positive association between environment (dining experience) and customer satisfaction (Richardson et al., 2019). It indicates that with every effort to keep the dining area neat, the probability of a customer being satisfied increases by 0.1377 points. Although food quality is the most important thing in the customer journey in the case of the restaurant business, a customer is unlikely to have their food from a restaurant that has an unhygienic or dirty environment. The customer may not even think to buy anything from such a restaurant due to hygiene issues. It is also necessary to induce customer satisfaction (Shamsudin et al., 2020). 
The regression analysis showed a positive impact of every variable on the dependent variable. This has summarised and concluded that food quality, service offering quality, service speed, staff attitude, and environment, which were taken as substitute of overall service quality factor, have a positive association with the dependent variable, customer satisfaction. The hypothesis of this paper was, 
H0: There is a positive association between customer satisfaction and service quality (Food quality, service offering quality, service speed, staff attitude, and environment) of McDonald’s.
H1: There is no association between customer satisfaction and service quality (Food quality, service offering quality, service speed, staff attitude, and environment) of McDonald’s.
In every case, the alternative hypothesis was rejected, and concluded that the null hypothesis was accepted. It implies that there is a positive association between customer satisfaction and service quality (Food quality, service offering quality, service speed, staff attitude, and environment) of McDonald’s. This supports the findings of existing literature and advocates for its evidence. This research also adds another pillar in this area of knowledge. 
The model fit (R2) is more than 90%, showing its reliability and good fit of the model, and it supports the result of this regression analysis (Plonsky and Ghanbar, 2018). 


[bookmark: _Toc231553950]Chapter 06: Conclusion and Recommendations
[bookmark: _Toc231553951]6.1 Conclusion 
The title of this research is to identify the impact of service quality on customer satisfaction in the UK restaurant business, particularly McDonald’s. This research is based on primary data, which has been collected from customers, colleagues, and online participants. This research has used quantitative data to conduct the study and followed the research philosophy of positivism. This has relied on cross-sectional data. The basis for this study is the expectation-confirmation theory and the SERVQUAL model. Many studies have been undertaken on a similar type of study on the UK restaurant business. However, this research also delivers a unique dimension to the existing research.
The aim of this research to examine the impact of service quality on the satisfaction of customers in the restaurant industry, based on evidence from McDonald’s. To express the service quality, five different variables have been chosen based on the existing literature that have been proven to influence customer satisfaction. The five variables are food quality (FQ), service quality (SQ), service speed (SS), staff attitude (SA), and environment (cleanliness) (EN). These are all independent variables, and for these, the dependent variable is customer satisfaction (CS). This paper has tried to build an equation between the independent variables and the dependent variables. For each variable, the null hypothesis and alternative hypothesis have been tested, and considering the statistical value, the conclusion has been drawn. 
The first findings for this study were that all the participants are adults and do not include any input from minors. Most of the participants who participated in the survey are young adults who are aged between 18 and 25 years. And the second largest group of the participants is aged between 26 and 35 years old. There are also people or customers who have participated who belong to the age groups of 36-45 and 46- 55. This ensures variation in the outcome and depicts the true scenario. The preferences of different age groups will not be the same; therefore, multiple variables may influence the overall customer satisfaction (Lee et al., 2016). Therefore, it is necessary to consider all the other variables and look at the true scenario. This also ensures that the sample taken actually represents the whole population. 
Later, it was found that most of the customers are male, followed by female. This shows which adult customer group is the main focus and an opportunity for McDonald’s to define their strategies to attract this customer group. This has also included the visit frequency of the customers in McDonald’s to ensure that the customers are well aware of the services of McDonald’s and their responses are valid to undertake this study (Cohen et al., 2017). The majority of the participants are regular customers of McDonald’s. 
It was also necessary to know whether they are satisfied with the overall services of McDonald's and whether they would recommend it to others to understand their loyalty. Based on the feedback, at first, the data was tested for descriptive statistics. 
The results of descriptive statistics showed that most of the participants are satisfied with each variable identified, such as food quality, service quality, service speed, staff attitude, and environment. Compared to other factor slight high deviation was seen in staff attitude, service speed, and overall customer satisfaction level. The deviation in the service speed can be tagged along with the different food preparation processes and time required for it (Zhao et al., 2024), whereas customer satisfaction may depend on multiple factors and thus deviations are coming from multiple sources or the chosen five sources (Pizam et al., 2016). 
Later, this has tested the correlation matrix to analyse the association and association between two variables. The correlation matrix overall showed a positive association between two sets of variables. Some of the pairs showed strong association; for instance, customer satisfaction is highly influenced by the food quality, and food quality is highly positively related to service quality. On the other hand, there are minor associations between a few pairs. For instance, service quality and environment. 
Here, one point to consider is that all the variables showed positive association, and each independent variable (FQ, SQ, SS, SA, and EN) showed a high association with the dependent variable (CS). But to conclude, it needs to be assessed whether they are statistically significant or not. For this reason, this has been further tested using multiple regression analysis. Before conducting the multiple regression analysis, the multicollinearity test was conducted to examine and ensure there is no multicollinearity problem among the independent variables. 
The VIF test showed a satisfactory result and concluded that there is no multicollinearity problem in the dataset. Hence, it continued its multiple regression test. The overall fitness of the model, represented by R-squared, is 91.36%, showing that the 91.36% variation in the dependent variable can be explained by the independent variables. The adjusted R-squared is also 90% (approximately), its variable explanatory power, and it implies this is a good model (Gao, 2024). 
The main findings of this study showed that there is a positive association between food quality and customer satisfaction, and the relation is statistically significant. The service quality is also positively associated with customer satisfaction, and it is statistically significant. The p-value of service speed is less than 0.05, which also shows that the null hypothesis is accepted and there is a positive statistical association between customer satisfaction and service speed. Similarly, the staff attitude and dining environment also have a positive association with customer satisfaction, and they both are statistically significant. 
The interpretation of these findings is as follows: with each high-quality food serving, the customer satisfaction level is boosted 0.4558 points, or almost half than before. And this validates the statement that food quality does increase customer satisfaction for McDonald’s (Amalia and Putra, 2021). The outcome also summarises that with each service, the customer satisfaction increases 30.65 times. This indicates that service offering quality does increase customer satisfaction (Singh et al., 2023). The coefficient of service speed indicates that with one minute faster delivery, the staff drives up the customer satisfaction level by 0.2298 points. This validates the statement that service speed impacts customer satisfaction level (Ridho et al., 2021). The coefficient of staff attitude indicates that when staff behave well, per customer increases the probability of customer satisfaction level increases by 0.1405 points. Therefore, there is a positive association between staff attitude and customer satisfaction (Al Kurdi et al., 2020). Similar output can be seen in the case of the environment (EN) variable, with every effort to keep the dining area neat and tidy, the probability of a customer being satisfied increases by 0.1377 points, and there is a positive association between environment (dining experience) and customer satisfaction (Richardson et al., 2019).


[bookmark: _Toc231553952]6.2 Recommendations
This paper has analysed what impacts the customer satisfaction of McDonald’s. This study has first analysed the existing literature to identify a few of the variables to denote the broader term service quality in measurement segments, and based on which the regression and conclusion have been drawn. In this segment, based on the findings, analysis, and all the discussion, some recommendations have been made. These are –
Since food quality is the most important variable or factor for McDonald’s to keep attracting its customers, it should keep focusing on improving its food quality and promoting and offering new options. 
Most of the customers of McDonald’s are young adults, and price is a considerable and important factor for them. To attract such a customer group and increase the customer base in this age group segment, it can promote budgeted meals or student meals at a lower price range. This would increase the sales. 
Besides, this customer group can easily be attracted, or the message of the company can easily be delivered within this segment through the use of social media platforms, since most of them are very active on social media platforms (Artemova, 2018).
Based on the regression output and conclusion, it is recommended to the restaurant business in the UK that to increase the young customer groups, they need to promote more budget-friendly options that also maintain a good quality of food serving. 
To increase the mid-age customer group who are in their career growth stage are need to be targeted by using high-quality services that include unique dining experiences, allowing them to show social status. These types of customers are more concerned about the quality over the price. Therefore, for such customer bases, restaurants can charge premium prices to balance their profit earnings. 
This research also provides guidelines to policymakers and future researchers. This recommends to the policymakers that they should not only consider food with good qualities but also focus on their overall customer journey process to ensure customer satisfaction. 
As for further research, the recommendation would be to consider a few more variables as control variables and increase the sample size to derive results considering overall scenarios and variation in the restaurant business environment. This would ensure more efficiency in the results, and without focusing on multiple restaurants, including small to large entities, would ensure applicability in a wider aspect. 



[bookmark: _Toc231553953]References
Abu Hassan, S., Hassan, N. A., Kin, T. Y., Mahat, N., and Ariffin, A. F. (2021). Companies’ perspectives on factors affecting consumer satisfaction in fast-food restaurants using fuzzy AHP. Journal of Computing Research and Innovation (JCRINN), 6(3), 42-52.
[bookmark: _Hlk231076270]Adewale, D., Samuel, A., Moradeke, A., and Adegoke, B. (2014). Customer satisfaction in fast food restaurants in the Ibadan metropolis. Journal of Marketing and Consumer Research, 5(11), 12-19.
Afthanorhan, A., Awang, Z., Rashid, N., Foziah, H., and Ghazali, P. (2019). Assessing the effects of service quality on customer satisfaction. Management science letters, 9(1), 13-24.
Agarwal, M. (2020). Importance of user generated content as a part of social media marketing that drives customer’s brand awareness and purchase intentions. The International journal of analytical and experimental modal analysis, 12(2), 3071.
Akbar, A. and Wadud, M. (2025). The Effect Of Speed And Reliability Of Service On Customer Satisfaction Mediated By Employee Performance... ResearchGate, [online] pp.5138–5154. Available at: https://www.researchgate.net/publication/392133023_The_Effect_Of_Speed_And_Reliability_Of_Service_On_Customer_Satisfaction_Mediated_By_Employee_Performance_In_Using_Agency_Services_At_PT_Bukit_Prima_Bahari [Accessed 5 Apr. 2026].
Akinrinoye, O. V., Kufile, O. T., Otokiti, B. O., Ejike, O. G., Umezurike, S. A., and Onifade, A. Y. (2020). Customer segmentation strategies in emerging markets: a review of tools, models, and applications. International Journal of Scientific Research in Computer Science, Engineering and Information Technology, 6(1), 194-217.
Aktepe, A., Ersöz, S., and Toklu, B. (2015). Customer satisfaction and loyalty analysis with classification algorithms and Structural Equation Modeling. Computers & industrial engineering, 86, 95-106.
Al Kurdi, B., Alshurideh, M., and Alnaser, A. (2020). The impact of employee satisfaction on customer satisfaction: Theoretical and empirical underpinning. Management Science Letters, 10(15), 3561-3570.
Ali, R., Leifu, G., YasirRafiq, M., and Hassan, M. (2015). Role of perceived value, customer expectation, corporate image and perceived service quality on the customer satisfaction. Journal of Applied Business Research, 31(4), 1425.
Ali, Z., Bhaskar, S. B., and Sudheesh, K. (2019). Descriptive statistics: Measures of central tendency, dispersion, correlation and regression. Airway, 2(3), 120-125.
AlSokkar, A. A., Law, E. L. C., AlMajali, D. A., Al-Gasawneh, J. A., and Alshinwan, M. (2024). An indexed approach for expectation-confirmation theory: A trust-based model. Electronic Markets, 34(1), 12.
Altman, N., and Krzywinski, M. (2017). Points of significance: interpreting P values. Nature methods, 14(3), 213-215.
Amalia, L., and Putra, P. (2021). The Effect of Service Quality, Product Quality, Experimental Marketing and Location by Intervening Consumer Satisfaction on McDonald's Repurchase Interest in the Green Garden Kedoya Branch. Journal of Management and Leadership, 4(1), 53-67.
Arslan, I. K. (2020). The importance of creating customer loyalty in achieving sustainable competitive advantage. Eurasian Journal of Business and Management, 8(1), 11-20.
Artemova, A. (2018). Engaging generation Z through social media marketing case: Hurja media Oy.
Atapattu, M., Sedera, D., Ravichandran, T., and Grover, V. (2016). Customers' view of agility: The expectation-confirmation theory perspective. Asia pacific journal of information systems, 26(1), 80-108.
Aviko (2023). Fast Food Industry UK. [online] Aviko Food Service. Available at: https://www.aviko.co.uk/blog/fast-food-industry-uk [Accessed 5 Apr. 2026].
Awang, Z. (2012). Research methodology and data analysis second edition. UiTM Press.
Barreda, A. A., Bilgihan, A., Nusair, K., and Okumus, F. (2015). Generating brand awareness in online social networks. Computers in human behavior, 50, 600-609.
Bhushan, S., Kumar, A., Pandey, A. P., and Singh, S. (2023). Estimation of population mean in presence of missing data under simple random sampling. Communications in Statistics-Simulation and computation, 52(12), 6048-6069.
Blessing, A. I., Blessing, A., and Olawale, L. (2025). Strategies for ensuring data integrity and authenticity during the sharing process.
Börner, K., and Polley, D. E. (2014). Visual insights: A practical guide to making sense of data. MIT Press.
Bulmer, S., Elms, J., and Moore, S. (2018). Exploring the adoption of self-service checkouts and the associated social obligations of shopping practices. Journal of Retailing and Consumer Services, 42, 107-116.
Chan, C. W., Farias, V. F., and Escobar, G. J. (2017). The impact of delays on service times in the intensive care unit. Management Science, 63(7), 2049-2072.
Cismariu, C. D., and Hosu, I. (2019). Generation Z and social media. In Proc 14th Int Conf Virtual Learn Icvl (pp. 367-73).
Cohen, L., Manion, L., and Morrison, K. (2017). Validity and reliability. In Research methods in education (pp. 245-284). Routledge.
Collett Miles, P. (2013). Competitive strategy: the link between service characteristics and customer satisfaction. International Journal of Quality and Service Sciences, 5(4), 395-414.
Cooksey, R. W. (2020). Descriptive statistics for summarising data. In Illustrating statistical procedures: Finding meaning in quantitative data (pp. 61-139). Singapore: Springer Singapore.
Darlington, R. B., and Hayes, A. F. (2016). Regression analysis and linear models: Concepts, applications, and implementation. Guilford Publications.
De Arruda-Falcão, L., de Barros Jerônimo, T., de Melo, F. J. C., de Aquino, J. T., and de Medeiros, D. D. (2017). Using the SERVQUAL model to assessmall service quality and customer satisfaction. Brazilian Journal of Operations Production Management, 14(1), 82-88.
DiPietro, R. (2017). Restaurant and foodservice research: A critical reflection behind and an optimistic look ahead. International Journal of Contemporary Hospitality Management, 29(4), 1203-1234.
du Plessis, F. A. (2015). Consumers’ perception of the service quality of fast-food outlets in Gauteng. University of Pretoria.
Dzakwan, M. A., and Ubit, F. (2025). Understanding service quality and satisfaction in education and training through the SERVQUAL model: A literature review. seulanga, 4(1), 16-27.
Erkmen, E., and Hancer, M. (2018). Creating value for restaurant customer: The role of other customers in dining experience. In Tourist behavior: An experiential perspective (pp. 157-171). Cham: Springer International Publishing.
Felstead, A., and Henseke, G. (2017). Assessing the growth of remote working and its consequences for effort, well‐being and work‐life balance. New Technology, Work and Employment, 32(3), 195-212.
Gao, J. (2024). R-Squared (R2)–How much variation is explained?. Research Methods in Medicine & Health Sciences, 5(4), 104-109.
Gogtay, N. J., and Thatte, U. M. (2017). Principles of correlation analysis. Journal of the Association of Physicians of India, 65(3), 78-81.
Grand View Horizon (2024). UK Fast Food Market Size & Outlook, 2028. [online] Grandviewresearch.com. Available at: https://www.grandviewresearch.com/horizon/outlook/fast-food-market/uk [Accessed 5 Apr. 2026]..
Groves, R. M., Fowler Jr, F. J., Couper, M. P., Lepkowski, J. M., Singer, E., and Tourangeau, R. (2011). Survey methodology. John Wiley & Sons.
Gunathilaka, D. (2025). Exploring key factors influencing customer experience at the checkout counter in McDonald's Pitäjänmäki.
Gupta, A., Singh, R. K., Mathiyazhagan, K., Suri, P. K., and Dwivedi, Y. K. (2023). Exploring relationships between service quality dimensions and customers satisfaction: empirical study in context to Indian logistics service providers. The international Journal of logistics management, 34(6), 1858-1889.
Hanaysha, J. (2016). Testing the effects of food quality, price fairness, and physical environment on customer satisfaction in fast food restaurant industry. Journal of Asian Business Strategy, 6(2), 31-40.
[bookmark: _Hlk231076503]Harrington, R. J., Ottenbacher, M. C., Staggs, A., and Powell, F. A. (2012). Generation Y consumers: Key restaurant attributes affecting positive and negative experiences. Journal of Hospitality & Tourism Research, 36(4), 431-449.
Harrison, J. S., and Bosse, D. A. (2013). How much is too much? The limits to generous treatment of stakeholders. Business horizons, 56(3), 313-322.
Hilton, T., Hughes, T., Little, E., and Marandi, E. (2013). Adopting self-service technology to do more with less. Journal of Services Marketing, 27(1), 3-12.
Hiriscau, E. I., Stingelin-Giles, N., Wasserman, D., and Reiter-Theil, S. (2016). Identifying ethical issues in mental health research with minors adolescents: results of a Delphi study. International journal of environmental research and public health, 13(5), 489.
Idayati, I., Kesuma, I. M., Aprianto, R., and Suwarno, S. (2020). The Effect of Service Quality on Citizen's Expectation through Dimension of Tangible, Emphaty, Reliability, Responsiveness and Assurance (TERRA). SRIWIJAYA International Journal of dynamic economics and business, 241-252.
Ilie, L. I., and Georgescu, M. (2019). The relationship between food safety, food quality and customer satisfaction.
Inoue, Y., Funk, D. C., and McDonald, H. (2017). Predicting behavioral loyalty through corporate social responsibility: The mediating role of involvement and commitment. Journal of business research, 75, 46-56.
Investopedia (2022). What is the Difference Between R-Squared and Adjusted R-Squared? [online] Investopedia. Available at: https://www.investopedia.com/ask/answers/012615/whats-difference-between-rsquared-and-adjusted-rsquared.asp [Accessed 10 May 2026].
Josse, J., and Holmes, S. (2016). Measuring multivariate association and beyond. Statistics surveys, 10, 132.
Kaligis, J. N., Satmoko, N. D., Tahapary, G. H., Tawil, M. R., and Kusnadi, I. H. (2024). The effect of timely delivery on customer satisfaction with service quality as a moderating variable. Innovative: Journal Of Social Science Research, 4(2), 4484-4493.
Kalnins, A., and Praitis Hill, K. (2025). The VIF score. What is it good for? Absolutely nothing. Organizational research methods, 28(1), 58-75.
Kandel, G. (2025). Understanding R-Squared (R2) and Adjusted R-Squared (Adjusted R2) in Regression Analysis. [online] Medium. Available at: https://medium.com/@dswithgk/understanding-r-squared-r%C2%B2-and-adjusted-r-squared-adjusted-r%C2%B2-in-regression-analysis-1637e5190fef.
Kant, R., and Jaiswal, D. (2017). The impact of perceived service quality dimensions on customer satisfaction: An empirical study on public sector banks in India. International Journal of Bank Marketing, 35(3), 411-430.
Karch, J. (2020). Improving on adjusted R-squared. Collabra: Psychology, 6(1).
Kashif, M., and Zarkada, A. (2015). Value co-destruction between customers and frontline employees: a social system perspective. International Journal of Bank Marketing, 33(6), 672-691.
Kelp, C. (2015). Understanding phenomena. Synthese, 192(12), 3799-3816.
Khan, S., Hussain, S. M., and Yaqoob, F. (2013). Determinants of customer satisfaction in fast food industry a study of fast food restaurants Peshawar Pakistan. Studia Commercialia Bratislavensia, 6(21), 56.
Kim, J. H. (2019). Multicollinearity and misleading statistical results. Korean journal of anesthesiology, 72(6), 558-569.
Kirongo, A., and Odoyo, C. (2020). Research philosophy design and methodologies: A systematic review of research paradigms in information technology.
Kost, R.G., Andrews, J., Chatterjee, R., Cheng, A.C., Connally, L., Dozier, A., Dykes, C., Ford, D., Green, N.S., Jiang, C., Khoury-Shakour, S., Lindo, S., Marder, K., Martinez, L., Qureshi, A., Roberts, J. and Schlesinger, N. (2025). What research participants say about their research experiences in Empowering the Participant Voice: Outcomes and actionable data. Journal of Clinical and Translational Science, [online] 9(1). doi:https://doi.org/10.1017/cts.2025.3.
Kothari, P. (2015). Data analysis with STATA. Packt Publishing Ltd.
Kotler, P., Burton, S., Deans, K., Brown, L., and Armstrong, G. (2015). Marketing. Pearson Higher Education AU.
Kulaylat, A. N., Tran, L., Kulaylat, A. S., and Hollenbeak, C. S. (2023). Regression analysis. In Translational surgery (pp. 157-163). Academic Press.
Kumar, V., Sharma, A., Shah, R., and Rajan, B. (2013). Establishing profitable customer loyalty for multinational companies in the emerging economies: a conceptual framework. Journal of International Marketing, 21(1), 57-80.
Kusumah, H. (2020). Understand Of Customer Satisfaction And Purchasing Behavior: A Study At Mcdonald In Bandung. Journal of Social Science, 1(4), 169-177.
Kyriazos, T., and Poga, M. (2023). Dealing with multicollinearity in factor analysis: the problem, detections, and solutions. Open Journal of Statistics, 13(3), 404-424.
Lee, J. and Kim, Y.K., (2020). Online reviews of restaurants: expectation-confirmation theory. Journal of Quality Assurance in Hospitality and Tourism, 21(5), pp.582-599.
Lee, Y. C., Wang, Y. C., Lu, S. C., Hsieh, Y. F., Chien, C. H., Tsai, S. B., and Dong, W. (2016). An empirical research on customer satisfaction study: a consideration of different levels of performance. SpringerPlus, 5(1), 1577.
Levy, P. S., and Lemeshow, S. (2013). Sampling of populations: methods and applications. John Wiley & Sons.
Lim, L. G., Tuli, K. R., and Grewal, R. (2020). Customer satisfaction and its impact on the future costs of selling. Journal of Marketing, 84(4), 23-44.
Ling, L.H., Baliyan, M., Pa’at, N.N.B., Saroji, N.N.B., Salleh, N.S.B., Suhaimi, N.S.B., Arman, M., Qudsi, H., Rishi, S. and Kee, D.M.H. (2024). The Impact of Food Quality on Customer Satisfaction: A Study of Fast-Food Business. International Journal of Tourism and Hospitality in Asia Pasific, 7(3), pp.417–430. doi:https://doi.org/10.32535/ijthap.v7i3.3611 [Accessed 5 Apr. 2026]..
Liu, P., and Tse, E. C. Y. (2018). Exploring factors on customers’ restaurant choice: an analysis of restaurant attributes. British Food Journal, 120(10), 2289-2303.
Lumina Intelligence (2025). Aggregator Share of Total Delivery Occasions (2022–2024). [online] Lumina Intelligence. Available at: https://www.lumina-intelligence.com/blog/foodservice/uk-food-delivery-market-growth-share-size-statistics-2025/ [Accessed 5 Apr. 2026].
Ma, Y. (2024). Internet food sales: annual trend UK 2024| Statista. [online] Statista. Available at: https://www.statista.com/statistics/380412/internet-food-sales-annual-trend-uk/?srsltid=AfmBOopQNFOwpYO7hR_b7qtNfBf8yxR-AvAqdhhPKS8N8ZEkEtC5Gz0w [Accessed 5 Apr. 2026].
McColl-Kennedy, J. R., Zaki, M., Lemon, K. N., Urmetzer, F., and Neely, A. (2019). Gaining customer experience insights that matter. Journal of service research, 22(1), 8-26.
McDonald, M. (2007). Malcolm McDonald on marketing planning: understanding marketing plans and strategy. Kogan Page Publishers.
McDonald, M., and Wilson, H. (2016). Marketing Plans: How to prepare them, how to profit from them. John Wiley & Sons.
Medeiros, C. O., and Salay, E. (2013). A review of food service selection factors important to the consumer.
Monferrer, D., Moliner, M. A., and Estrada, M. (2019). Increasing customer loyalty through customer engagement in the retail banking industry. Spanish Journal of Marketing-ESIC, 23(3), 461-484.
Mortimer, S. T., and Mortimer, D. (2015). Quality and risk management in the IVF laboratory. Cambridge University Press.
Muller, M., Ehrlich, K., Matthews, T., Perer, A., Ronen, I., and Guy, I. (2012). Diversity among enterprise online communities: collaborating, teaming, and innovating through social media. In Proceedings of the SIGCHI Conference on Human Factors in Computing Systems (pp. 2815-2824).
[bookmark: _Hlk231076381]Namkung, Y., and Jang, S. (2007). Does food quality really matter in restaurants? Its impact on customer satisfaction and behavioral intentions. Journal of hospitality & tourism research, 31(3), 387-409.
Nawangwulan, I. M., Anantadjaya, S. P., and Rachmat, T. A. (2025). Learning of McDonald's operation management and consumer behavior analysis: a qualitative study. International Journal of Engineering, Science and Information Technology, 5(1), 1.
Nguyen, Q., Nisar, T. M., Knox, D., and Prabhakar, G. P. (2018). Understanding customer satisfaction in the UK quick service restaurant industry: The influence of the tangible attributes of perceived service quality. British Food Journal, 120(6), 1207-1222. 
Nii Laryeafio, M., and Ogbewe, O. C. (2023). Ethical consideration dilemma: systematic review of ethics in qualitative data collection through interviews. Journal of Ethics in Entrepreneurship and Technology, 3(2), 94-110.
Noor, I., Alhidayatullah, A., and Amal, M. K. (2023). Dimensions of service quality in influencing customer satisfaction. Adpebi International Journal of Multidisciplinary Sciences, 2(2), 189-197.
Oh, H., and Kim, K. (2017). Customer satisfaction, service quality, and customer value: years 2000-2015. International Journal of Contemporary Hospitality Management, 29(1), 2-29.
Oreski, D., Oreski, S., and Klicek, B. (2017). Effects of dataset characteristics on the performance of feature selection techniques. Applied Soft Computing, 52, 109-119.
Pan, J. N., and Nguyen, H. T. N. (2015). Achieving customer satisfaction through product–service systems. European Journal of Operational Research, 247(1), 179-190.
Panday, R. and Nursal, M. (2021) “The The Effect of Service Quality and Customer Satisfaction on Customer Loyalty”, Jurnal Manajemen Strategi dan Aplikasi Bisnis, 4(1), pp. 171 - 180. doi: 10.36407/jmsab.v4i1.300. 
Park, Y. S., Konge, L., and Artino Jr, A. R. (2020). The positivism paradigm of research. Academic medicine, 95(5), 690-694.
Petrova, E., Dewing, J., and Camilleri, M. (2016). Confidentiality in participatory research: Challenges from one study. Nursing ethics, 23(4), 442-454.
Pina, E., Ramos, J., Jorge, H., Váz, P., Silva, J., Wanzeller, C., ... and Martins, P. (2024). Data privacy and ethical considerations in database management. Journal of Cybersecurity and Privacy, 4(3), 494-517.
Pizam, A., Shapoval, V., and Ellis, T. (2016). Customer satisfaction and its measurement in hospitality enterprises: a revisit and update. International journal of contemporary hospitality management, 28(1), 2-35.
Plonsky, L., and Ghanbar, H. (2018). Multiple regression in L2 research: A methodological synthesis and guide to interpreting R2 values. The Modern language journal, 102(4), 713-731.
Podani, J., Schmera, D., and Bagella, S. (2023). Correlating variables with different scale types: A new framework based on matrix comparisons. Methods in Ecology and Evolution, 14(4), 1049-1060.
Ponnam, A., and Balaji, M. S. (2014). Matching visitation-motives and restaurant attributes in casual dining restaurants. International Journal of Hospitality Management, 37, 47-57.
Qin, G., and Prybutok, V. R. (2008). Determinants of customer-perceived service quality in fast-food restaurants and their relationship to customer satisfaction and behavioral intentions. Quality Management Journal, 15(2), 35-50.
Rahman, M. M. (2023). Sample size determination for survey research and non-probability sampling techniques: A review and set of recommendations. Journal of Entrepreneurship, Business and Economics, 11(1), 42-62.
Rai, N., and Thapa, B. (2015). A study on purposive sampling method in research. Kathmandu: Kathmandu School of Law, 5(1), 8-15.
Ratten, V. (2021). Coronavirus (Covid-19) and entrepreneurship: cultural, lifestyle and societal changes. Journal of entrepreneurship in emerging economies, 13(4), 747-761.
Rayat, C. S. (2018). Measures of dispersion. In Statistical Methods in Medical Research (pp. 47-60). Singapore: Springer Singapore.
Raykov, T. and DiStefano, C. (2025). Evaluating Change in Adjusted R -Square and R -Square Indices: A Latent Variable Method Application. Educational and Psychological Measurement. doi:https://doi.org/10.1177/00131644251329178.
Rea, L. M., and Parker, R. A. (2014). Designing and conducting survey research: A comprehensive guide. John Wiley & Sons.
Richardson, S., Lefrid, M., Jahani, S., Munyon, M. D., and Rasoolimanesh, S. M. (2019). Effect of dining experience on future intention in quick service restaurants. British Food Journal, 121(11), 2620-2636.
Ridho, F., Hartono, S., and Istiqomah, I. (2021). Easy, quality of service, and timeliness of delivery to customer satisfaction. Almana, 5(2), 184-191.
Rita, P., Oliveira, T., and Farisa, A. (2019). The impact of e-service quality and customer satisfaction on customer behavior in online shopping. Heliyon, 5(10).
Robson, C. (2024). Real world research. John Wiley & Sons.
Rumagit, M. C., Song, N. H., Farzana, A., Kee, D. M. H., Annaletchumi, A., Zuraya, A., and Nathania, N. (2022). A study on factors affecting customer satisfaction at McDonald’s restaurants. International Journal of Tourism and Hospitality in Asia Pasific, 5(1), 22-28.
Ryu, K., Lee, H. R., and Gon Kim, W. (2012). The influence of the quality of the physical environment, food, and service on restaurant image, customer perceived value, customer satisfaction, and behavioral intentions. International journal of contemporary hospitality management, 24(2), 200-223.
Salam, K.N., Singkeruang, A.W.T.F., Husni, M.F., Baharuddin, B. and A.R, D.P. (2024). Gen-Z Marketing Strategies: Understanding Consumer Preferences and Building Sustainable Relationships. Golden Ratio of Mapping Idea and Literature Format, [online] 4(1), pp.53–77. doi:https://doi.org/10.52970/grmilf.v4i1.351.
Saunders, M., and Tosey, P. (2012). Research design. Academia.
Schober, P., Boer, C., and Schwarte, L. A. (2018). Correlation coefficients: appropriate use and interpretation. Anesthesia & analgesia, 126(5), 1763-1768.
Selvanathan, M. A. N. I. S. W. A. R. A. N. (2015). The effects of employees’ attitude on excellent work quality among Malaysian government employees towards customers’ satisfaction. Global Management Journal, 7(1/2), 14-26.
Setiono, B. A., and Hidayat, S. (2022). Influence of service quality with the dimensions of reliability, responsiveness, assurance, empathy and tangibles on customer satisfaction. International Journal of Economics, Business and Management Research, 6(09), 330-341.
[bookmark: _Hlk231076437]Shamsudin, M. F., Nayan, S. M., Ishak, M. F., Esa, S. A., and Hassan, S. (2020). The consequence of food quality and atmosphere in fast food towards customer satisfaction.
Shrestha, N. (2020). Detecting multicollinearity in regression analysis. American journal of applied mathematics and statistics, 8(2), 39-42.
Shrestha, S. (2023). Customer satisfaction in fast food restaurant business: Mcdonald's Kokkola.
Singh, V., Sharma, M. P., Jayapriya, K., Kumar, B. K., Chander, M. A. R. N., and Kumar, B. R. (2023). Service quality, customer satisfaction and customer loyalty: A comprehensive literature review. Journal of Survey in Fisheries Sciences, 10(4S), 3457-3464.
Singh, V., Sharma, M. P., Jayapriya, K., Kumar, B. K., Chander, M. A. R. N., and Kumar, B. R. (2023). Service quality, customer satisfaction and customer loyalty: A comprehensive literature review. Journal of Survey in Fisheries Sciences, 10(4S), 3457-3464.
Sivakumar, K., Li, M., and Dong, B. (2014). Service quality: The impact of frequency, timing, proximity, and sequence of failures and delights. Journal of Marketing, 78(1), 41-58.
Skiera, B., Reiner, J., and Albers, S. (2021). Regression analysis. In Handbook of market research (pp. 299-327). Cham: Springer International Publishing.
Soiferman, L. K. (2010). Compare and Contrast Inductive and Deductive Research Approaches. Online Submission.
Sugiarto, S., and Octaviana, V. (2021). Service quality (SERVQUAL) dimensions on customer satisfaction: Empirical evidence from bank study. Golden Ratio of Marketing and Applied Psychology of Business, 1(2), 93-106.
Susanto, E. F., and Pandjaitan, D. R. H. (2024). The effect of trust on customer loyalty through customer satisfaction. Jurnal Ilmiah Manajemen Kesatuan, 12(1), 203-210.
Sweeney, S., Mukora, R., Candfield, S., Guinness, L., Grant, A. D., and Vassall, A. (2018). Measuring income for catastrophic cost estimates: limitations and policy implications of current approaches. Social Science & Medicine, 215, 7-15.
Tajik, O., Golzar, J., and Noor, S. (2025). Purposive sampling. International Journal of Education & Language Studies, 1-9.
Tay, R. (2017). Correlation, variance inflation and multicollinearity in regression model. Journal of the Eastern Asia Society for Transportation Studies, 12, 2006-2015.
Uslu, A., and Eren, R. (2020). Critical review of service quality scales with a focus on customer satisfaction and loyalty in restaurants. Deturope-the Central European Journal of Regional Development and Tourism, 12(1), 64-84.
Utama, A. G. S., Kumar, N., Wen, S. J., Kee, D. M. H., Er, T. M., Xin, T. P., ... and Ganatra, V. (2020). Factors influencing consumer behaviour: a case of McDonald’s. Advances in Global Economics and Business Journal, 1(2), 55-64.
van Rijssel, T. I., van Thiel, G. J., Gardarsdottir, H., van Delden, J. J., and Trials@ Home Consortium. (2025). Which benefits can justify risks in research?. The American Journal of Bioethics, 25(5), 65-75.
Waluyo, M., and Waluyo, M. R. (2020). The Influence Model of Reliability, Assurance, Tangibles, Empathy, Responsive-ness on Customer Satisfaction and Highway Users Loyalty. Nusantara Science and Technology Proceedings, 243-247.
Wang, L., Tang, X., Zhang, J., and Guan, D. (2018). Correlation analysis for exploring multivariate data sets. IEEE Access, 6, 44235-44243.
Womack, J. P., and Jones, D. T. (2015). Lean solutions: how companies and customers can create value and wealth together. Simon and Schuster.
Xin, G., and Choi, J. G. (2020). The impact of factors forming employee service attitude on service quality, customer satisfaction and loyalty in the hotel industry. Global Business & Finance Review (GBFR), 25(3), 84-95.
Yeong, S. N., Knox, D., and Prabhakar, G. (2022). Customer satisfaction and loyalty in Malaysian resort hotels: the role of empathy, reliability and tangible dimensions of service quality. International Journal of Services and Operations Management, 41(4), 444-462.
Yunningsih, Y. (2022). Physical Evidence, Reliability, Responsiveness, Assurance And Empathy Of Service Quality On Inpatient Patient Satisfaction: Study A Regional General Hospitals. Journal of Resource Management, Economics and Business, 1(2).
Zhao, Y., Papier, F., and Teo, C. P. (2024). Market thickness in online food delivery platforms: The impact of food processing times. Manufacturing & Service Operations Management, 26(3), 853-872.
Zhong, Y., and Moon, H. C. (2020). What drives customer satisfaction, loyalty, and happiness in fast-food restaurants in China? Perceived price, service quality, food quality, physical environment quality, and the moderating role of gender. Foods, 9(4), 460.


[bookmark: _Toc231553954]Appendices
[bookmark: _Toc231553955]A1 Questionnaire 
	Section 01: Consent Confirmation
	
	
	
	
	

	This data is being collected to conduct a dissertation titled, "The Impact of Service Quality on Customer Satisfaction in the UK Restaurant Industry: A Quantitative Study on McDonald's". The data collected from you will only be used for research purposes and will not be shared with anyone. If you give your consent to use the data for research, please proceed with the rest of the sections.
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	I Consent
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	I don't consent
	
	
	
	
	
	

	Section 02: General Information
	
	
	
	
	
	

	1. Age Group (Please click on one of the points)
	
	
	
	

		[image: ]



	18-25
	
	
	
	
	
	

	[image: ][image: ]
	26-45
	
	
	
	
	
	

	
	46-60
	
	
	
	
	
	

	[image: ]
	60+
	
	
	
	
	
	

	2. Your Gender Identity (Please click in one of the points)
	
	
	

		[image: ]



	Prefer not to say
	
	
	
	
	
	

	[image: ]
	Male
	
	
	
	
	
	

	[image: ]
	Female
	
	
	
	
	
	

	[image: ]
	Others
	
	
	
	
	
	

	Section 03: Research Questions (For the rest of the question, please click on only one of the points) 

	3. How frequently do you visit McDonald's?
	
	
	
	
	

		[image: ]



	Frequently
	
	
	
	
	
	

	[image: ]
	Occasionally
	
	
	
	
	
	

	[image: ]
	Rarely
	
	
	
	
	
	

	4. Overall Quality:  How was the overall service quality for you?
	
	
	

	Mark One
	Experience
	Scale
	
	
	
	
	

		[image: ][image: ][image: ][image: ][image: ][image: ]



	Very Satisfied
	10
	
	
	
	
	

	
	Satisfied
	7
	
	
	
	
	

	
	Neutral
	5
	
	
	
	
	

	
	Dissatisfied
	3
	
	
	
	
	

	
	Very Disappointed
	1
	
	
	
	
	

	5: Food Quality: How was the taste of the food and its quality?
	
	
	

	Mark One
	Experience
	Scale
	
	
	
	
	

		[image: ]



	Very Satisfied
	10
	
	
	
	
	

	[image: ]
	Satisfied
	7
	
	
	
	
	

	[image: ]
	Neutral
	5
	
	
	
	
	

	[image: ]
	Dissatisfied
	3
	
	
	
	
	

	[image: ]
	Very Disappointed
	1
	
	
	
	
	

	6: Service Quality: When you provide an instruction like add this sauce or no onion, or add extra spice, do they follow your instructions properly? Are you satisfied?
	
	

	Mark One
	Experience
	Scale
	
	
	
	
	

		[image: ]



	Very Satisfied
	10
	
	
	
	
	

	[image: ]
	Satisfied
	7
	
	
	
	
	

	[image: ]
	Neutral
	5
	
	
	
	
	

	[image: ]
	Dissatisfied
	3
	
	
	
	
	

	[image: ]
	Very Disappointed
	1
	
	
	
	
	

	7: Service Quality: Were you satisfied with the delivery of your order?
	
	

	Mark One
	Experience
	Scale
	
	
	
	
	

		[image: ]



	Very Satisfied
	10
	
	
	
	
	

	[image: ]
	Satisfied
	7
	
	
	
	
	

	[image: ]
	Neutral
	5
	
	
	
	
	

	[image: ]
	Dissatisfied
	3
	
	
	
	
	

	[image: ]
	Very Disappointed
	1
	
	
	
	
	

	8: Service Speed: Did the service speed meet your expectations?
	
	

	Mark One
	Experience
	Scale
	
	
	
	
	

		[image: ]



	Very Satisfied
	10
	
	
	
	
	

	[image: ]
	Satisfied
	7
	
	
	
	
	

	[image: ]
	Neutral
	5
	
	
	
	
	

	[image: ]
	Dissatisfied
	3
	
	
	
	
	

	[image: ]
	Very Disappointed
	1
	
	
	
	
	

	9: Service Speed: Does the service speed meet your expectations?
	
	

	Mark One
	Experience
	Scale
	
	
	
	
	

		[image: ]



	Very Satisfied
	10
	
	
	
	
	

	[image: ]
	Satisfied
	7
	
	
	
	
	

	[image: ]
	Neutral
	5
	
	
	
	
	

	[image: ]
	Dissatisfied
	3
	
	
	
	
	

	[image: ]
	Very Disappointed
	1
	
	
	
	
	

	10: Staff Attitude: Were you satisfied with the attitude of the staff?
	
	

	Mark One
	Experience
	Scale
	
	
	
	
	

		[image: ]



	Very Satisfied
	10
	
	
	
	
	

	[image: ]
	Satisfied
	7
	
	
	
	
	

	[image: ]
	Neutral
	5
	
	
	
	
	

	[image: ]
	Dissatisfied
	3
	
	
	
	
	

	[image: ]
	Very Disappointed
	1
	
	
	
	
	

	11: Staff Attitude: Do the staff manage your order efficiently? Are you satisfied?

	Mark One
	Experience
	Scale
	

		[image: ]



	Very Satisfied
	10
	

	[image: ]
	Satisfied
	7
	

	[image: ]
	Neutral
	5
	

	[image: ]
	Dissatisfied
	3
	

	[image: ]
	Very Disappointed
	1
	

	12: Environment: How was the seating environment?
	
	
	

	Mark One
	Experience
	Scale
	
	
	
	
	

		[image: ]



	Very Comfortable
	10
	
	
	
	
	

	[image: ]
	Comfortable
	7
	
	
	
	
	

	[image: ]
	Neutral
	5
	
	
	
	
	

	[image: ]
	Discomfortable
	3
	
	
	
	
	

	[image: ]
	Very Discomfortable
	1
	
	
	
	
	

	13: Environment: Were you satisfied with the maintenance of the place and cleanliness?

	Mark One
	Experience
	Scale
	
	
	
	
	

		[image: ]



	Very Satisfied
	10
	
	
	
	
	

	[image: ]
	Satisfied
	7
	
	
	
	
	

	[image: ]
	Neutral
	5
	
	
	
	
	

	[image: ][image: ]
	Dissatisfied
	3
	
	
	
	
	

	
	Very Disappointed
	1
	
	
	
	
	

	14. Based on your experience, would you recommend McDonald's to others?
	
	

		[image: ][image: ]



	Yes
	
	
	
	
	
	

	[image: ]
	Maybe
	
	
	
	
	
	

	[image: ]
	No
	
	
	
	
	
	

	15. What was the most satisfactory factor or influential factor of your visit to McDonald's?

		[image: ]



	Food Quality
	
	
	
	
	
	

	[image: ]
	Price
	
	
	
	
	
	

	[image: ]
	Staff Attitude
	
	
	
	
	
	

	[image: ]
	Service Speed
	
	
	
	
	
	

	[image: ]
	Cleanliness
	
	
	
	
	
	

	
Thank you for participating. Have a great day!
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Demographic Composition: Gender


Female	Male	Non-Binary	Prefer Not to Say	14	21	2	3	

Demographic Composition: Age


18-25	26-35	36-45	46-55	>	55	Prefer Not to Say	23	10	5	1	0	0	

Frequency of Customer Visit


Frequently	Occasionally	Rarely	23	12	5	


Would Customer Recommend McDonald's?


Yes	No	Maybe	22	3	15	

Most Influenctial Factor


Food Quality	Price	Staff Attitude	Service Speed	Environment (Cleanliness)	16	10	1	3	4	
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