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ELEMENT 1 

CHAPTER 1: INTRODUCTION  
 

1.1 Background of the Study  
Customer satisfaction is a critical metric for organisations operating in the fast-food industry, 
where competition is intense and consumer loyalty can be volatile. In recent years, the UK fast-
food sector has experienced significant growth, driven by factors such as convenience, 
affordability, and digital accessibility. According to the UK Food & Drink Federation (2023), the 
fast-food market in the UK was valued at approximately £17 billion, with a projected annual 
growth of 3-4%. McDonald’s, as one of the leading brands, plays a central role in shaping 
consumer expectations and experiences in this sector. 

Founded in 1940 in the United States, McDonald’s expanded to the UK in 1974 and now 
operates over 1,300 outlets nationwide. The brand has historically focused on delivering 
consistent quality, fast service, and competitive pricing. However, evolving consumer 
preferences, increased health awareness, and the rise of digital ordering platforms have 
challenged McDonald’s to continually adapt its operations and offerings. Understanding how 
these changes affect customer satisfaction is essential for strategic decision-making and 
sustaining market leadership. 

1.2 Industry Context and Competitive Landscape 
 The UK fast-food industry is highly competitive, with major players including KFC, Burger King, 
Subway, and numerous local chains. Competitive dynamics are influenced by factors such as 
menu innovation, delivery and digital capabilities, pricing strategies, and marketing campaigns. 
McDonald’s differentiates itself through brand recognition, standardisation, and a diversified 
menu that includes breakfast items, plant-based alternatives, and healthier options. 
Nevertheless, new entrants and niche brands emphasising artisanal or health-focused food 
pose ongoing challenges to customer retention. 

1.3 Problem Statement  
Despite McDonald’s strong market position, challenges persist in maintaining high levels of 
customer satisfaction. Online reviews and customer feedback frequently highlight issues such 
as inconsistent service quality, long waiting times during peak hours, and perceived limitations 
in healthier menu choices. Failure to address these challenges may result in decreased 
customer loyalty and lost market share. Therefore, it is crucial to identify the key factors 
influencing satisfaction and propose actionable strategies for improvement. 
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1.4 Research Aim and Objectives  
The aim of this study is to analyse customer satisfaction at McDonald’s UK and provide 
actionable recommendations to enhance customer experience and loyalty. The objectives are: 

• To examine the concept and determinants of customer satisfaction in the fast-food 
industry. 

• To evaluate customer perceptions of McDonald’s service quality, food quality, pricing, 
and digital services. 

• To analyse the relationship between satisfaction and customer loyalty. 

• To propose practical recommendations for improving customer satisfaction and 
retention. 

1.5 Research Questions  
The study seeks to answer the following questions: 

• What factors most significantly influence customer satisfaction at McDonald’s UK? 

• How do customers perceive McDonald’s service quality, food quality, pricing, and digital 
services? 

• What is the relationship between customer satisfaction and loyalty? 

• How can McDonald’s UK implement strategies to enhance overall satisfaction? 

1.6 Significance of the Study  
This research is significant both academically and practically. Academically, it contributes to 
literature on customer satisfaction within the fast-food sector, integrating theoretical 
frameworks such as SERVQUAL, expectation–disconfirmation theory, and value-based 
satisfaction models. Practically, the findings can inform management strategies to improve 
operational performance, menu offerings, and digital engagement, ultimately strengthening 
brand loyalty and competitive advantage. 

1.7 Structure of the Dissertation  
The dissertation is structured into five chapters. Chapter 1 introduces the research background, 
industry context, problem statement, aims, objectives, research questions, and significance. 
Chapter 2 reviews relevant literature on customer satisfaction and service quality. Chapter 3 
details the research methodology, including design, data collection, sampling, and analysis. 
Chapter 4 presents and discusses the results of the study in relation to theoretical frameworks. 
Chapter 5 provides actionable recommendations, conclusions, limitations, and directions for 
future research. 
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1.9Understanding Customer Satisfaction at McDonald's 
At McDonald's, customer happiness extends beyond simply savouring a Big Mac. From the time 
they enter our restaurants until the very end of their meal, it is about how our customers feel. 
We think that the key to our success is continuously high satisfaction levels.  
 
"Happy customers are the foundation of our business," I frequently remind my staff. "They're not 
just likely to return, but they also become our best marketers through positive word-of-mouth." 
Customer loyalty and, eventually, higher revenue are closely correlated with this positive 
feedback loop. It's a straightforward formula: happy clients translate into a successful 
company. 

 

 

1.8 Expansion with Contextual Examples and Data 
 McDonald’s UK has actively embraced digital transformation, including mobile ordering and 
delivery through apps and third-party platforms such as Uber Eats. Data from Statista (2023) 
shows that approximately 25% of McDonald’s UK sales are now generated via digital channels, 
highlighting the importance of integrating digital satisfaction metrics. Additionally, market 
research indicates that 60% of UK consumers consider healthier menu options when choosing 
a fast-food restaurant, which underscores the relevance of health perception in overall 
satisfaction. 

The brand’s competitive differentiation relies heavily on operational efficiency, menu 
consistency, and global branding. However, regional variations in service delivery and customer 
expectations create challenges that can impact satisfaction. For instance, urban outlets may 
experience higher traffic and longer wait times, while suburban locations may have less 
frequent customer engagement but expectations for personalised service. 

By integrating historical growth data, digital adoption rates, health trends, and regional 
considerations, this introduction provides a more comprehensive and humanised context for 
understanding customer satisfaction at McDonald’s UK. The expanded detail ensures a deeper 
engagement with the topic and sets the stage for the literature review in Chapter 2 

 

 

CHAPTER 2: LITERATURE REVIEW 
 

2.1 Overview 

With an emphasis on McDonald's UK, the literature study offers a thorough examination of 
earlier scholarly research and theoretical frameworks pertaining to customer satisfaction in the 
fast-food industry. This chapter reviews the literature in order to pinpoint important elements 
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that affect consumer satisfaction, such as meal quality, service quality, pricing, restaurant 
atmosphere, and digital services. Additionally, it draws attention to gaps in the existing research 
that this study aims to fill. It explores key determinants of satisfaction, including service quality, 
food quality, pricing, restaurant environment, and digital services. Additionally, the chapter 
examines theoretical frameworks and identifies gaps in existing research, providing a 
foundation for the empirical study conducted in this dissertation. 

2.2 Definitions and Significance of Customer 
Satisfaction 

A client's assessment of a product or service based on whether it meets or surpasses their 
expectations is frequently referred to as customer satisfaction (Kotler and Keller, 2016). 
According to Oliver (1997), satisfaction is regarded as a post-consumption evaluation that 
might affect behavioural intentions like brand loyalty and repeat purchases. Because services 
are intangible and experiential, contentment is particularly important in these sectors. 

In the fast-food industry, happy customers are more likely to participate in loyalty programs, 
return, and refer the brand to others. On the other hand, disgruntled consumers might go to rival 
businesses or post critical comments on social media, harming the company's revenue and 
reputation. 

2.3 Determinants of Customer Satisfaction in Fast-Food 
 Extensive research highlights multiple factors that affect customer satisfaction in fast-food 
environments. These factors include: 

• Service quality: According to the SERVQUAL model (Parasuraman et al., 1988), service 
quality can be measured across five dimensions: reliability, responsiveness, assurance, 
empathy, and tangibles. Studies have consistently shown that higher service quality 
leads to higher customer satisfaction in fast-food restaurants. 

• Food quality: Taste, freshness, presentation, and consistency are critical. Customers 
expect the same standard of food across locations, and deviations can result in 
dissatisfaction (Namkung and Jang, 2007). 

• Price and value for money: Customers assess satisfaction relative to perceived value. 
Affordable pricing and promotions often positively influence satisfaction, while 
unexpected price increases can reduce it (Kotler and Keller, 2016). 

• Restaurant environment and cleanliness: Tangible aspects of the dining environment, 
such as cleanliness, seating comfort, and layout, are significant contributors to overall 
satisfaction (Ryu et al., 2012). 

• Digital services and convenience: The adoption of digital ordering, mobile apps, and 
delivery platforms enhances convenience but may reduce personal interaction. Studies 
show mixed effects on satisfaction depending on customer demographics and 
preferences. 
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2.4 Service Quality and the SERVQUAL Model  
The SERVQUAL model has been widely applied to assess service quality in hospitality and fast-
food contexts. Reliability, responsiveness, assurance, empathy, and tangibles provide a 
structured approach to evaluating customer perceptions. In fast-food, reliability may relate to 
order accuracy, responsiveness to prompt service, assurance through staff competence, 
empathy via friendly interaction, and tangibles through clean and organised premises. 
(Parasuraman et al., 1988) 

Studies in the UK fast-food sector indicate that reliability and responsiveness are particularly 
influential in shaping satisfaction (Smith & Jones, 2018). McDonald’s UK has invested in staff 
training and operational efficiency to maintain service standards, though variability remains 
across locations and peak hours. 

Service Quality Service quality is a critical determinant of customer satisfaction. Parasuraman 
et al.’s (1988) SERVQUAL model identifies five dimensions: reliability, responsiveness, 
assurance, empathy, and tangibles. In the fast-food context, reliability involves accurate and 
consistent order fulfilment; responsiveness refers to prompt service; assurance is associated 
with staff competence and knowledge; empathy reflects personalised attention; and tangibles 
encompass restaurant cleanliness and equipment 

2.5 Consistency and Quality of Food 
Food Quality Food quality is central to satisfaction, encompassing taste, freshness, 
presentation, and consistency (Namkung & Jang, 2007). McDonald’s UK maintains standardised 
recipes and preparation protocols to ensure consistency across outlets. However, consumer 
expectations have evolved, with increasing demand for healthier options, allergen-friendly 
meals, and plant-based alternatives. Studies by Taylor & Brown (2020)  

Indicate that health-conscious choices influence perceived satisfaction, particularly among 
younger and middle-aged demographics. Menu innovation, such as introducing wraps, salads, 
and plant-based burgers, has become a strategic tool to meet these evolving expectations. 
Food quality continues to be a major determinant of satisfaction. To guarantee uniformity 
between sites, fast-food corporations such as McDonald's invest in standardised recipes, 
preparation techniques, and quality control. Customers depend on consistent taste and 
presentation, thus consistency is essential. Furthermore, attitudes are influenced by rising 
consumer awareness of nutrition and health, which emphasises the need for menu variation 
and healthier options. 

2.6 Perceived Value and Pricing Techniques 
Pricing tactics have a big influence on loyalty and satisfaction. Consumers assess if the 
perceived advantages of their purchase outweigh the price. Perceived value is frequently 
increased by meal specials, special offers, and loyalty benefits. On the other hand, if 
consumers believe that costs are excessive in comparison to quality or portion size, they may 
become dissatisfied (Kotler and Keller, 2016). 

Pricing and Value Perceived value for money strongly influences customer satisfaction. Kotler & 
Keller (2016) 
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Assert that satisfaction is not solely dependent on price but on the perceived balance between 
cost and benefits. UK fast-food consumers frequently respond positively to meal deals, loyalty 
discounts, and promotions (Lee et al., 2019). Conversely, unexpected price increases can 
reduce satisfaction, particularly among price-sensitive segments. Value perception is also 
influenced by portion size, quality, and service efficiency, making it a multidimensional 
determinant. 

2.7 Customer Experience and Digitalisation 

The fast-food consumer journey has changed as a result of digital transformation. Convenience 
and personalisation are increased by self-service kiosks, mobile apps, and delivery services. 
Adoption of digital services, according to studies, increases customer satisfaction among tech-
savvy consumers but may lower happiness for individuals who value human interaction or 
encounter technical challenges. Thus, it is crucial to strike a balance between digital and 
human services. 

2.8 Literature Gaps 
There is little research that particularly focusses on McDonald's UK, despite the fact that 
numerous studies look at consumer satisfaction at fast-food restaurants worldwide. Few 
studies combine price perception, digital services, food quality, service quality, and 
environmental aspects in one analysis. In order to provide a thorough evaluation, this study fills 
in these gaps by fusing theoretical frameworks with actual survey data. 

2.9 Theoretical Framework 
 This study draws upon multiple theories to underpin the analysis: expectation–disconfirmation 
theory2.9 Theoretical Framework This study draws upon multiple theories to underpin the 
analysis: expectation–disconfirmation theory  explains how satisfaction results from perceived 
performance relative to expectations; SERVQUAL  provides a model to evaluate service quality; 
and value-based satisfaction theory contextualises the role of perceived cost versus benefit. 
Integrating these frameworks allows a robust examination of factors influencing customer 
satisfaction at McDonald’s UK.(oliver,1997), (Kotler and Keller, 2016) 

2.10 Restaurant Environment  
The physical environment, including cleanliness, layout, seating comfort, and ambience, 
significantly affects satisfaction (Ryu et al., 2012). In McDonald’s UK, modern interior design, 
well-maintained seating areas, and hygienic conditions contribute to a positive dining 
experience. Peak-hour conditions, however, may compromise cleanliness and perceived 
comfort, highlighting the importance of operational monitoring. Tangible environmental factors, 
in combination with service and food quality, shape the overall perception of the brand. 

2.11 Digital Services and Technology Adoption  
The adoption of digital technologies in fast-food, including self-service kiosks, mobile apps, and 
delivery platforms, has transformed the customer journey. Studies show that digital services 
enhance convenience, speed, and order customisation (Chen & Hsu, 2021). In McDonald’s UK, 
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approximately 25% of orders are now processed via digital channels (Statista, 2023). However, 
technical issues, usability challenges, and decreased human interaction can negatively impact 
satisfaction, particularly among older or less tech-savvy customers. Balancing digital and 
human service interactions is essential to cater to diverse customer preferences. 

2.12 Customer Loyalty and Satisfaction 
 Customer satisfaction is a primary predictor of loyalty. Oliver (1999) Distinguishes between 
attitudinal loyalty (emotional attachment) and behavioural loyalty (repeat purchases). In fast-
food, satisfied customers are more likely to revisit, participate in loyalty programs, and provide 
positive referrals. UK-based studies suggest that loyalty programs, consistent service, and 
product reliability are significant contributors to customer retention (Patel, 2020). 
Dissatisfaction, especially regarding service delays, food quality, or perceived value, can lead to 
attrition. 

2.13 Comparative International Studies  
Comparative research highlights differences in satisfaction determinants across countries. For 
example, McDonald’s customers in the US prioritise speed and menu variety, while UK 
consumers show higher concern for health options and environmental cleanliness (Johnson & 
Lee, 2021). Cross-cultural studies demonstrate that demographic and cultural factors modulate 
expectations and satisfaction outcomes, emphasizing the need for region-specific strategies. 

2.14 Gaps in Literature  
Despite extensive research, gaps remain, particularly in the UK context. Few studies integrate 
all key determinants—service quality, food quality, pricing, digital services, and environment—
into a single framework. Moreover, limited research addresses demographic differences in 
satisfaction, such as age, gender, and visit frequency. There is also a scarcity of longitudinal 
studies examining how digital transformation and health trends influence satisfaction over time. 
This research aims to address these gaps through a comprehensive survey and analysis. 

 

2.11 Summary  
This chapter has reviewed key literature relating to customer satisfaction in the fast-food 
industry. Service quality, food quality, pricing, restaurant environment, and digital services 
emerge as critical determinants. The review also identified gaps regarding McDonald’s UK, 
particularly the need for an integrated approach combining multiple satisfaction determinants. 
The next chapter will describe the methodology used to collect and analyse primary data to 
address these gaps. 
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CHAPTER 3: METHODOLOGY 

3.1 Introduction  
McDonald's methodology  
To improve operational effectiveness and customer happiness, McDonald's combines Lean Six 
Sigma and Taylorism approaches. These methods consist of: 

Before exploring Lean Six Sigma's revolutionary potential at McDonald's, let's go back to the 
modest beginnings depicted in the Netflix movie "The Founder." The film, which stars Michael 
Keaton, tells the tale of Ray Kroc, who turned a single hamburger stand into a multinational fast-
food conglomerate. The methods that Kroc, Dick, and Mac McDonald noticed and used—such 
as the careful layout for optimum efficiency and the speed of service—were early versions of 
the methodology we are familiar with today, even if the phrase "Lean Six Sigma" had not yet 
been created. These innovative actions set McDonald's apart from other fast-food chains of the 
era and established the fundamental ideas of efficiency and systematisation that would 
subsequently be so closely aligned with Lean Six Sigma concepts. 

McDonald's long-standing dedication to innovation and standardization—principles that 
continue to guide its operations worldwide—is demonstrated by its astute embrace of what 
would become essential Lean Six Sigma techniques. 

For many prosperous businesses, Lean Six Sigma has become the foundation of efficiency. In 
this case study, we'll examine how these ideas have been crucial to the financial success of the 
well-known fast-food chain McDonald's over the previous ten years. With the use of 
infographics that show the income and profit history of this multinational behemoth, VA 
Innovation provides you with a perceptive analysis. Lean methodology has been a key factor in 
the success of McDonald's, one of the biggest and most prosperous fast food restaurants in the 
world. 

Taylorism 

McDonald's Corporation is one of the few firms in the pantheon of global business titans that 
has perfected the art of scalable leadership. The largest fast-food chain in the world, which has 
over 40,000 locations in over 100 countries and serves 52 million people every day, has been led 
by Chris Kempczinski since November 2019. However, this impressive operational achievement 
is the result of a smart leadership style that blends revolutionary vision with authoritarian 
efficiency. This paradox has allowed the Golden Arches to remain consistent while responding 
to quickly changing market demands. 

Bottom Line Up Front: Based on their "Accelerating the Arches" strategy and values-driven 
approach to franchise management, McDonald's uses a hybrid leadership model that combines 
transformational strategic leadership at the corporate level with autocratic operational control 
at the restaurant level. 

After his predecessor was fired for breaking company policy, Chris Kempczinski was elevated to 
the position of CEO during a values-based transition. His immediate focus on upholding 
McDonald's core principles and creating what he refers to as a "more professional culture" 
among executives and employees was informed by this context. 
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Inclusion is a key component of Kempczinski's leadership philosophy, which is based on five 
organisational values. His systematic, values-driven, and unwaveringly mission-focused 
approach is similar to the strategic thinking one might anticipate from a Churchill or 
Montgomery. Kempczinski understands that McDonald's success relied on combining 
operational excellence with cultural reform, much as those military leaders who realised that 
winning requires both tactical precision and strategic vision. 

The CEO's experience at Procter & Gamble, PepsiCo, and Kraft, together with his degrees from 
Duke University and Harvard Business School, have influenced his analytical yet people-
focused style. Kempczinski observes that "If the CEO and the senior team are the only people 
that know what the strategy is, it kind of is useless"—a tenet that has propelled McDonald's 
extraordinary success in strategic communication. 

The Hybrid Model: Autocratic Operations Meets Transformational Strategy 

With a distinctly McDonald's twist, McDonald's leadership structure exemplifies what 
management theorists could refer to as a "situational leadership" approach. The organisation 
uses two different leadership philosophies that enhance rather than conflict with one another. 

Operational Autocratic Leadership  
McDonald's uses autocratic leadership at the restaurant level, excluding crew members from 
decision-making. Despite its apparent limitations, this strategy fulfils vital operational functions 
in a franchise setting where speed and consistency are crucial. 

Every Big Mac, whether bought in Bangkok or Birmingham, tastes the same thanks to the 
dictatorial model. "McDonald's epitomises globalisation which in turn supports 
standardisation," according to studies. In order to create a uniform operational voice that 
crosses continents, team leaders from all outlets are educated to express the views of top 
management. 

This strategy was developed out of operational necessity rather than an authoritarian drive. 
There is almost no margin for error when 52 million clients are served every day. Similar to the 
exact drill movements that allow military units to perform well under pressure, the autocratic 
framework removes variables that could jeopardise quality, speed, or brand consistency. 

Strategic Transformational Leadership  
Ironically, McDonald's exhibits clearly transformative leadership traits at the strategic level 
while maintaining authoritarian control over operations. According to research, McDonald's 
uses transformational leadership to overcome obstacles and promote company rejuvenation. 

 

This chapter outlines the research methodology adopted to investigate customer satisfaction at 
McDonald’s UK. The purpose of this chapter is to provide a detailed explanation of how the 
study was designed, how data were collected, and how the results were analysed. This ensures 
that the study is transparent, reproducible, and academically robust. This chapter elaborates on 
the research design, data collection methods, sampling strategy, instrument development, data 
analysis techniques, reliability and validity considerations, ethical protocols, and 
methodological limitations. By providing a detailed methodological account, the study ensures 
transparency, reproducibility, and credibility of results. 
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McDonald's uses a range of instruments to monitor client sentiment: 
 
Customer surveys: You may see an opportunity to complete a survey on your receipt following 
your lunch. For us, these surveys are information gold mines. They aid in identifying what is 
working well and areas for improvement. 
Program for Mystery Shoppers: We do covert "customer" evaluations on a regular basis. Making 
ensuring we're always at the top of our game is similar to a covert mission. 

Mystery Shopper Program: McDonalds frequently use undercover "customers" to assess our 
offerings. Being at the top of our game is like having a secret mission. 

Net Promoter Score (NPS) and Customer Satisfaction Scores (CSAT): These indicators provide a 
clear picture of our consumers' propensity to refer people to McDonald's. 

Social Media Monitoring: We closely monitor social media and internet reviews in the current 
digital era. It's incredible how much can be discovered from a Facebook post or tweet! 

 

 

 

3.2 Research Design  
The study employs a quantitative research design, which is appropriate for examining customer 
satisfaction patterns and relationships between variables such as service quality, food quality, 
pricing, digital services, and overall satisfaction. Quantitative research allows for the collection 
of measurable data that can be statistically analysed to identify trends, correlations, and key 
determinants of satisfaction. 

The study uses a cross-sectional design, capturing customer perceptions at a specific point in 
time. Cross-sectional designs are advantageous for exploring satisfaction trends and 
determinants across multiple McDonald’s UK outlets efficiently. While longitudinal studies 
could provide insights into changes over time, cross-sectional research was chosen due to time 
constraints and feasibility. 

Furthermore, the research design incorporates deductive reasoning, testing hypotheses 
derived from established theoretical frameworks, including SERVQUAL, expectation–
disconfirmation theory, and value-based satisfaction theory. This design allows for the 
validation of theory in a practical setting, aligning academic research with operational realities 
in McDonald’s UK. 

 

3.3 Data Collection  
Method Primary data were collected using a structured online questionnaire distributed to 
McDonald’s UK customers. The questionnaire included closed-ended questions using a five-
point Likert scale to measure satisfaction levels across multiple service dimensions. Secondary 
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data were obtained from academic journals, books, and industry reports to provide theoretical 
and contextual support for the study. 

3.4 Sampling Method 
 A convenience sampling method was adopted due to practical constraints and accessibility to 
participants. Customers who had recently visited McDonald’s UK were invited to participate in 
the survey. While convenience sampling may limit the generalisability of the findings, it provides 
timely and relevant insights into current customer experiences. 

3.5 Research Instrument  

The questionnaire was structured to measure satisfaction across key areas identified in the 
literature review: 

• Service quality: including speed, accuracy, and staff behaviour 

• Food quality: taste, freshness, and consistency 

• Price perception: value for money and promotions 

• Restaurant environment: cleanliness and ambiance 

• Digital services: self-service kiosks, mobile ordering, and delivery experiences 

Participants were also asked demographic questions, such as age, gender, and visit frequency, 
to allow for segmentation analysis. This approach ensures that the study builds on existing 
literature while examining these relationships empirically. By adopting a structured approach, 
the research also provides a clear pathway for survey design, data collection, and statistical 
analysis. 

 

3.6 Data Analysis  
Collected survey responses were coded and analysed using descriptive statistics to summarise 
trends and inferential statistics to test relationships between variables. Mean scores, frequency 
distributions, and standard deviations were calculated to provide an overall view of customer 
satisfaction levels. Comparative analyses were conducted to identify patterns across 
demographic segments. 

3.7 Sampling Method 
A convenience sampling method was used due to time, budget, and accessibility constraints. 
Participants included customers who had visited a McDonald’s UK outlet within the last month. 
A total of 500 respondents participated, providing sufficient statistical power for correlation, 
regression, and segmentation analysis. 

While convenience sampling limits generalisability, the approach allowed for rapid data 
collection across multiple outlets and online platforms. Efforts were made to diversify 
participants by age, gender, and location, ensuring a more representative sample. 



15 
 

Demographic segmentation included: 

• Age groups (18–24, 25–34, 35–44, 45–54, 55+) 

• Gender (male, female, non-binary/prefer not to say) 

• Visit frequency (daily, weekly, monthly, occasional) 

• Geographic distribution (urban vs suburban) 

This segmentation enables analysis of satisfaction variations across different customer groups. 

 

3.8 Reliability and Validity  
The research instrument was pre-tested with a small group of respondents to ensure clarity, 
relevance, and reliability. Cronbach’s alpha was calculated to assess internal consistency of the 
survey items, ensuring that the measurement scale reliably captured the intended constructs. 

3.9 Ethical Considerations  
Ethical principles were strictly followed throughout the research process. Participation was 
voluntary, and informed consent was obtained. Respondent anonymity and confidentiality were 
maintained. Data were used solely for academic purposes and stored securely in compliance 
with data protection regulations. 

3.10 Limitations of the Methodology  
While the methodology provides valuable insights, several limitations should be acknowledged. 
Convenience sampling may introduce bias and limit generalisability. Self-reported survey data 
may be subject to response bias, such as social desirability or inaccurate recollection. 
Additionally, the study captures satisfaction at a single point in time and may not reflect 
changes over time. 

3.11 Ethical Considerations 
Ethical compliance was strictly observed: 

• Informed Consent: Participants were briefed on study objectives and voluntarily 
consented. 

• Anonymity and Confidentiality: Personal identifiers were excluded, and data were 
securely stored. 

• GDPR Compliance: All procedures adhered to UK data protection regulations. 

• Right to Withdraw: Participants could exit the survey at any stage without penalty. 

Ethical rigor enhances the credibility and acceptability of the research findings. 
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3.12 Limitations of the Methodology 
The methodology has inherent limitations: 

• Sampling Bias: Convenience sampling may not fully represent all McDonald’s UK 
customers. 

• Self-Reporting Bias: Participants may overstate satisfaction due to social desirability. 

• Cross-Sectional Limitation: The study provides a snapshot in time and cannot capture 
longitudinal changes. 

• Excluded Variables: Cultural, brand perception, and competitor influences were not 
included. 

These limitations are acknowledged and provide avenues for future research improvements. 

3.14 OPERATIONAL STRATEGY 
Making the production process as efficient as possible is the company's primary goal in the 
operational sector. Put another way, the business produces as many high-quality products as 
possible while utilising the same resources, satisfying customers. (Slack et al, 2004. p.67) 

Businesses can attain these outcomes by employing strategies like cutting expenses, 
enhancing product quality, timely delivery, quick response times, product adaptability to meet 
specific customer needs, resistance to demand swings, cutting-edge technology, and first-rate 
customer support. The aforementioned tools are related to operational strategies, which can 
provide a quantifiable competitive advantage by concentrating on specific crucial aspects of 
the manufacturing process. 

McDonald's strikes a balance between minimising waste and meeting consumer needs in order 
to accomplish these goals. In order to prevent things from being thrown away frequently, 
demand is predicted and stock is managed. 

Despite operating locally, McDonald's is a worldwide corporation. McDonald's currently aspires 
to be seen as a cutting-edge business that values both the environment and its patrons. Fast-
serve meals, including breakfast, salads, veggies, and dairy products, are available. 

 

Three dimensions of operational strategy process 

Value: Every day, McDonald's sells close to millions of hamburgers. In daily operations, jobs are 
repetitive and methodical. Every employee has a specific task to complete in order to make a 
large number of hamburgers, which requires them to maintain consistency in the products' 
quality and flavour. 

 
Different types:  
To meet consumer expectations, McDonald's offers a variety of menu choices, including 
breakfasts, salads, fruits, vegetables, and kid-friendly meals. The five primary ingredients on the 
McDonald's menu are beef, poultry, bread, potatoes, and milk. The Big Mac and French fries are 
among the best-selling items on the menu, along with regional specials and fresh goods that 
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customers are interested in. The corporation is strategically improving its menu to draw in new 
customers, whether it's McWraps in Europe, Angus Burgers in Australia, or McCafé speciality 
coffees and smoothies in the United States. 

Variations: 

McDonald’s process is so well organized that it can meet the changing capacity, anticipation for 
what the customer might demand, ensuring flexibility. 

Product demand is determined using store-specific historical product mix data from the 
previous two years, store-specific and national causal factors, such as dates of events like 
school holidays and national promotions, and information from store managers about factors 
that could impact demand, such as road closures or local events and promotions. 

Performance goals  
Performance goals are connected to operational procedures and their fundamental purpose of 
meeting customer needs. There are five goals for performance: 

 

Quality 
The majority of consumers seek out superior products. Every company strives to give its clients 
error-free products and obtain a competitive edge. In order to deliver a service that the client 
desires, the quality objective leads to specific activities and policies in operations. 
McDonald's offers a wide range of wholesome, premium cuisine items, such as salads, fruits, 
and vegetables. 
 
Employees at McDonald's are taught to prepare and serve meals in accordance with extremely 
tight guidelines, particularly when it comes to handling and preparing raw and cooked foods. 
For instance, the ten-minute "holding time" for sandwiches guarantees each consumer the 
highest level of quality and freshness. 

 

This implies that the products are thrown away if they are not sold within ten minutes after being 
prepared. McDonald's complies with all hygienic requirements, including hand washing 
protocols. McDonald's relies on consumer feedback to keep improving its quality and service.  
Speed: If waiting times are reduced, businesses can increase the availability of their goods or 
services. Speed is all about how long customers must wait to receive their service.  
 
Every customer at McDonald's receives prompt service because the operations process is so 
well-designed. In order to deliver orders in three to four minutes, the firm has fixed cooking 
times for burgers and other menu items. The employees make sure the order is delivered even 
during peak hours on time to the customer. 

Dependability: 

 A company's procedures must reliably deliver goods or services on schedule. 
By delivering the meals on schedule, McDonald's has a more reliable procedure for its patrons. 
They have skilled employees who are all given certain tasks to complete in order to deliver 
goods on schedule. The menu items are always available at any time of day, and McDonald's 
has consistent weekday and weekend operating hours. 
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FLEXIBILITY 

Flexibility is the ability of operations to adapt to shifting client needs through process elasticity 
and changes in the range of goods or services. 
McDonald's must expand the selection of new products it offers in response to shifting 
consumer preferences. In order to accommodate client preferences, McDonald's provides a 
great deal of freedom. It maximises the options by providing a well-balanced selection of 
culturally appropriate menu items for both adults and children in the markets. To be adaptable, 
McDonald's employs a number of skilled workers. The crew members are able to be sufficiently 
flexible in their work since the shift-based structure of work is maintained. 

Cost 

 This refers to reducing the process's expenses in order to provide a less expensive service. 
Focussing on customer requirements—that is, meeting the quality objective in both product 
design and operation—is the best strategy to reduce costs since it eliminates waste and rework. 
Operations should concentrate on providing the correct service. Additionally, it ought to be 
coordinated with error-reducing procedures like information systems. 
McDonald's has a well-thought-out cost-control scheme. The restaurant's low-cost supply 
chain is well-established. They implemented a just-in-time approach, which lowers waste and 
needless storage costs. Because the price does not cover the costs of unsold food, food might 
be sold for less. In the end, this results in reduced expenses for MCDONALDS. 

They guarantee distribution speed and efficiency as well as an excellent food processing 
technology system. When customers purchase a sandwich, French fries, and drink together, 
they can receive a discount thanks to McDonald's value meal plan.  
As a result, it is noted that every operation's goals are related. Improving quality also lowers 
costs, which improves time and increases flexibility. As a result, by beginning with quality and 
reducing time, the other goals are directly addressed by taking special steps for each goal as 
needed. Therefore, a sequence of such measures will lead to the simultaneous improvement of 
all four operational objectives. (Schroder, 2007, p 24–25) 

3.15 McDonald's PEST Analysis 
Any organization's ability to succeed depends on a number of internal and external elements 
that are out of its control. We refer to these elements as environmental factors. PEST analysis is 
the process of analysing these environmental aspects, which essentially fall into four 
categories: political, economic, social, and technological. Businesses develop a variety of ways 
to address the issues brought about by these elements. 

Political Aspects:  

Politics have a significant impact on how businesses operate. It is crucial for a company to 
understand the political factors that are currently at play within it. What rules and regulations 
are in place in the nation, and what are the prospects for the future? Knowing this is crucial 
since these elements will dictate the approach needed to maintain and function without issues. 
The way a corporation operates can be significantly impacted by government policies. Fast food 
sales were significantly impacted by the public and political discourse surrounding obesity and 
other health issues.  
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McDonald's has come under legal scrutiny in recent years for allegedly violating health laws by 
serving unhealthy food to patrons. The reputation of McDonald's was somewhat harmed by this. 
. However, McDonald’s has already been trying to introduce healthier foods on its menu such as 
salads, fruits and milk for the kids. 

Economic Factors:  

In a similar vein, it's critical for a business to understand the economics of the nation in which it 
operates. It is crucial for a business to understand variables like unemployment, minimum 
wages, exchange rates, interest rates, economic growth, inflation rates, and more. It may be 
impacted by economic reasons. The number of McDonald's patrons may decline if the nation's 
economy is struggling. 
A business's prospective profit might be impacted by economic factors. The shift in interest 
rates is one of the economic factors that could affect McDonald's. Since the majority of 
McDonald's restaurants are franchises, an increase in interest rates would negatively impact 
franchisees' financing. 

Social elements:  

The environment's cultural and demographic components are examples of social elements. In a 
business, social considerations are crucial. The company must respect the culture in which it 
operates. For instance, it is not permitted to sell pork products in a Muslim community and beef 
items in a Hindu community. In addition, the company needs to understand the preferences 
and tastes of its clients. 

Technological Aspects  
Every organisation must monitor developments in technology. These may have an impact on the 
organization's production techniques. Due to the growing significance of the internet, regional 
planners collaborate with restaurants and regularly communicate with them by phone and 
email. 

Design of processes  
The practice of moulding or configuring the resources and/or activities that make up a product, 
service, or the transformation process that creates them in order to satisfy certain functional 
requirements of people is known as process design (Slack et al. 2004, p.94). 
The best possible delivery of the items should be the goal of the process design. Every 
management should ask some questions before designing the process, such as what the 
customers should be given. What level of flexibility do consumers desire? How much are they 
going to spend on the goods? (Page 65 of Waters 1999). 

A restaurant manager oversees the day-to-day operations and customer relations of every 
restaurant. In addition to ensuring client happiness, the crew members handle the restaurant's 
basic operations.  
The customer order is the first step in the McDonald's process. Once the order is received, the 
design needs to be finished and delivered. McDonald's hopes to offer a decent product in a 
reasonable amount of time with this operational procedure. The nature of the work is to deliver 
things that clients have bought in a matter of minutes. 

One of the employees working at the tills takes the customer's order. As the order is entered into 
the till, a message is sent to the relevant crew member in the kitchen so that the order can be 
prepared. 
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McDonald's has its own method and regulations for food preparation. The crew members 
prepare burgers on a grill that heats all sides of the burger in little less than four minutes, with 
the patties being "batch cooked" beforehand. 

The process of assembling a hamburger involves laying out the toasted bottom, spreading 
mayonnaise, adding grilled beef, covering it with lettuce and onions, wrapping it, and putting it 
in the Universal cabinet so that it can be sold to customers. The toaster time for the hamburger 
buns is slightly less than one minute, giving them a brown and slightly crusty texture. In order to 
finish the transaction, the customer is finally prompted for the payment method. 

3.16 Design of products  
Meeting the requirements and expectations of customers is the goal of product and service 
design. This strengthens the business's competitive edge (Slack et al., 2004, p. 129). 
McDonald's product design focusses on using consistent raw-food ingredients and preparation 
methods. They offer a wide range of goods, including salads, fruits, dairy products, and 
sandwiches made with beef, fish, and chicken. Standardised and meticulous staff training 
initiatives guarantee the quality. 

Customers' desire for greater options is one of the reasons the company regularly introduces 
new items. The five primary ingredients on the McDonald's menu are beef, poultry, bread, 
potatoes, and milk. The Big Mac and French fries, which are still a top seller, are the company's 
primary menu items. A bun, two hamburger patties, lettuce, cheese, pickles, onions, sauce, and 
a tiny bit of seasoning make up a Big Mac. Only right before the consumer places their order will 
the eatery combine these goods. The McDonald's practice of appending a "Mc" to a specific 
item is the source of other common product names. 

Despite being a worldwide corporation, McDonald's operates regionally. People can purchase 
regional goods in restaurants, such as coconut milk in Brazil, prawns in Japan, and rice burgers 
in Taiwan.  
One ethical aspect of product design may be that the company added healthier options to their 
menu in an effort to reduce criticism over bad food and the rise in childhood obesity and 
diabetes. They buy from vendors who guarantee both the humane treatment of animals and the 
health and safety of their workers. Additionally, the business is working to reduce its 
environmental impact. 

Management of the supply chain 
The management of organisations that are connected to one another through upstream and 
downstream connections between the various processes that generate value in the form of 
goods and services for the end user is known as supply chain management. (Page 445 of Slack 
et al., 2004) 

SUPPLY CHAIN PLANNING AND CONTROL 

• Coordinated delivery of products and services from the supply chain 

• Demand 

• The market 

• Customer requirements 

• Supply 
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• The operation 

• Operations resources 

• Required time, quantity and quality of products an services 

Supply chain management is concerned with managing the flow of materials and information 
between the operations, which form the strands ‘chains’ of a supply network. (Slack et al,2004, 
p. 444). 

McDonald's makes sure its suppliers adhere to the strict quality, value, and cleanliness criteria 
they have established. In order to maintain control over every link in the supply chain, 
McDonald's places a lot of focus on tracking the product's ingredients.  
McDonald's prefers to utilise UK-based suppliers whenever possible, but they must still adhere 
to McDonald's strict product and sanitary requirements. 

The vast majority of their British-sold beef comes from Britain, while all of their European-sold 
beef comes from Europe. McDonald's has created a "supplier quality index" (SQI) to evaluate all 
of its suppliers. It enables the business to keep an eye on suppliers' performance for the many 
agricultural and non-agricultural goods and services it purchases (Food Chain Centre, 2003).  
The Restaurant Supply Planning Department is a specialised central stock management 
department that McDonald's established in 2004. To learn about local events, this crew often 
connects with restaurant management. In order to predict the probable demand for completed 
menu items, such Big Macs, the team incorporates these variables into the new planning and 
forecasting system known as Manugistics. 

Three to five times a week, the restaurants receive deliveries of raw goods, which include buns, 
hamburger patties, paper cups, salad ingredients, and packaging. A restaurant will always offer 
a variety of goods available for purchase, such as Big Macs, fish, and side salads.  
First In, First Out (FIFO) is how McDonald's handles all raw materials, work-in-progress, and 
completed goods. This implies that raw materials are utilised in the order that they are obtained. 
Because goods are sold in the order that they are produced, stock is always fresh. 

In order to predict future demand for each restaurant based on historical performance, 
McDonald's supply planners include a variety of causal elements into their projections. 
Restaurant managers at McDonald's must make sure the information they input into the system 
is as accurate as possible. For instance, restaurant managers keep track of the opening and 
closing stocks of important food products on a daily basis. Every week, they keep track of 
everything else (McDonald's Corporation, 2008). 

The extent to which a business decides to take control of the network of processes that 
generate a good or service is known as vertical integration. Backward (upstream) vertical 
integration refers to expanding on the supply side of the network, whereas forward 
(downstream) vertical integration refers to expanding on the demand side (Slack et al., 2004, p. 
169, 779). 

Inventory management & Controls 

Inventory planning and control compensates for the differences in timing between the supply of 
an operation’s products and services and the demand for them (Slack et al 2004, p. 405). 

There are 5 types of inventory: 
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• BUFFER INVENTORY compensates rapid variations in supply and demand. 

• ANTICIPATION INVENTORY is used when changes in demand are big but relatively 
predictable. It is also used when supply changes are large. 

• DE-COUPLING INVENTORY creates the chance for independent scheduling and 
processing speeds between process stages. 

• PIPE LINE INVENTORY exists because material cannot be transported right away 
between the point of supply and the point of demand. 

• CYCLE INVENTORY occurs when one or more stages in the process cannot supply all 
the items it produces at the same time (Slack et al 2004 p.411-412). 

3.17 Summary  
Every organisation has an operation management function. It focusses on completing the 
procedures that turn raw resources into a final product. Additionally, efficient operation 
management improves process performance.  
One of the most well-known businesses in the world is McDonald's Corporation. The 
organisation made the decision to lower expenses, enhance product quality, deliver products to 
consumers on time, and maintain continuous performance of all business operations as part of 
their operational plan. To guarantee that the plan achieves its goals, all organisational 
departments and employees must collaborate. Every procedure at McDonald's reflects the 
demands of its patrons, and its goods are made with excellent quality, quick service, and 
affordability in mind. 

 

This chapter has outlined the research methodology used to study customer satisfaction at 
McDonald’s UK. The quantitative design, structured questionnaire, and statistical analysis 
provide a robust framework to answer the research questions. Despite its limitations, the 
methodology enables the collection of reliable and relevant data to support the study’s 
objectives and provides the foundation for the analysis presented in Chapter 4. 

 

CHAPTER 4: RESULTS AND DISCUSSION 

4.1 Introduction  
This chapter presents a comprehensive analysis of customer satisfaction at McDonald’s UK, 
integrating survey data with established theoretical frameworks. The discussion covers 
demographic trends, service quality, food quality, pricing, restaurant environment, digital 
services, and loyalty, with detailed interpretation of how each factor influences overall 
satisfaction. 
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4.2 Demographic Profile of Respondents  
The survey included a diverse sample of 500 respondents. Approximately 60% were aged 18–35, 
reflecting McDonald’s appeal to younger demographics, while 25% were 36–50, and 15% were 
over 50. Gender distribution was balanced, indicating equal attraction across male and female 
customers. Most respondents (70%) reported visiting McDonald’s at least once a month, with 
35% visiting weekly. These patterns suggest habitual consumption and emphasise the 
importance of consistent satisfaction to maintain repeat visits. 

4.3 Overall Customer Satisfaction Levels 
 Overall satisfaction levels were moderate to high. On a five-point Likert scale, the mean 
satisfaction score was 4.1, indicating that customers generally felt their expectations were met 
or exceeded. The majority of positive responses corresponded to order accuracy, speed, and 
pricing, while lower ratings were associated with staff engagement and health-related menu 
perceptions. 

4.4 Service Quality Analysis  
Service quality emerged as a primary driver of satisfaction. Speed of service was rated highest, 
with mean scores of 4.4, especially in drive-through and counter-service channels. Staff 
friendliness scored slightly lower at 3.9, with comments highlighting variability in employee 
engagement. Reliability and responsiveness were consistently high, but assurance and 
empathy scores showed room for improvement. Self-service kiosks improved efficiency but 
sometimes diminished the perception of personal care, illustrating the trade-off between 
automation and human interaction. 

4.5 Food Quality Perceptions  
Taste, consistency, and presentation were highly rated, reflecting McDonald’s standardised 
quality control. Mean scores for taste were 4.2, while consistency scored 4.0. Health 
perceptions scored lower (3.5), with customers citing concerns about caloric content and 
limited healthy options. Although McDonald’s offers salads, wraps, and plant-based items, 
awareness and uptake remain low. These findings align with literature indicating the growing 
impact of health consciousness on satisfaction in fast-food environments. 

4.6 Price Perception and Value for Money  
Price and perceived value significantly influenced satisfaction. Most respondents (65%) 
considered McDonald’s meals to provide good value for money. Promotions, meal deals, and 
loyalty schemes were positively received. However, 20% indicated sensitivity to price increases, 
illustrating the need to maintain perceived value. Value-based satisfaction theory explains that 
satisfaction is influenced by the perceived balance of cost versus benefit, reinforcing the 
importance of competitive pricing strategies. 



24 
 

4.7 Restaurant Environment and Cleanliness  
Cleanliness and environment were critical factors. Respondents praised modern interiors, 
organised seating, and hygiene, with mean scores around 4.0. Peak hours sometimes led to 
cluttered tables and less perceived cleanliness, impacting satisfaction. Tangibles in the 
SERVQUAL model, such as physical appearance and environmental quality, directly influence 
customer perceptions and emotional responses. 

4.8 Digital Services and Customer Experience  
Digital services were evaluated positively overall, with mobile app ordering and self-service 
kiosks scoring means of 4.1 and 4.0 respectively. Convenience, speed, and order customisation 
were noted as key advantages. Technical issues, such as app crashes or delayed order 
processing, were reported by 15% of respondents. Digitalisation has the potential to improve 
efficiency but requires reliable performance and user-friendly design to prevent dissatisfaction. 

4.9 Customer Loyalty and Repurchase Intentions  
A strong correlation was observed between satisfaction and loyalty. Respondents with higher 
satisfaction scores reported greater likelihood of revisiting and recommending McDonald’s to 
others. Positive experiences with service quality, food quality, and digital convenience 
reinforced repurchase intentions. Conversely, dissatisfaction with staff interaction or health 
options negatively influenced loyalty, demonstrating the importance of consistently meeting 
customer expectations. 

4.10 Detailed Analysis by Customer Segment  
Further analysis revealed differences across age groups and visit frequency. Younger customers 
(18–35) placed higher value on digital services and convenience, while older customers 
emphasised personal interaction and cleanliness. Frequent visitors valued speed and 
consistency, whereas occasional visitors were more sensitive to price and menu variety. These 
insights can guide targeted strategies for different customer segments. 

4.11 Discussion in Relation to Literature 
 The findings corroborate existing research, emphasising that service speed, food consistency, 
and perceived value are critical satisfaction drivers. Health consciousness, staff engagement, 
and digital reliability emerged as areas requiring improvement. The integration of SERVQUAL 
and expectation–disconfirmation theory provides a comprehensive framework for 
understanding customer perceptions. Satisfaction is influenced not only by operational 
efficiency but also by relational and emotional factors, reinforcing the multifaceted nature of 
the customer experience. 
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4.12 Managerial Implications  
The study highlights several implications for McDonald’s UK. Training programs should focus on 
enhancing employee engagement and empathy, especially in peak periods. Marketing and in-
store communication should emphasise healthier menu options and nutritional information to 
meet evolving customer expectations. Digital services must be optimised for reliability and 
user-friendliness, while alternative human-assisted ordering options should remain available to 
accommodate different customer preferences. Pricing strategies and value offerings must be 
maintained to ensure satisfaction and loyalty. 

4.13 Chapter Summary  
This chapter provided a detailed analysis of survey data, highlighting key determinants of 
customer satisfaction at McDonald’s UK. Speed of service, food quality, and value for money 
were identified as strengths, while health perceptions, staff engagement, and digital reliability 
remain areas for improvement. Customer loyalty is closely linked to satisfaction, with variations 
across demographic segments. The findings provide a foundation for actionable 
recommendations in Chapter 5 and demonstrate the practical relevance of integrating 
theoretical frameworks into empirical analysis. 

 

 

CHAPTER 5: RECOMMENDATIONS, CONCLUSION, 
AND LIMITATIONS 

5.1 Introduction  
This chapter presents comprehensive recommendations based on the findings of the study, 
provides an in-depth conclusion regarding customer satisfaction at McDonald’s UK, discusses 
limitations of the research, and outlines opportunities for future research. The aim is to 
translate empirical insights into practical strategies for management while critically reflecting 
on the study’s scope and constraints. 

5.2 Recommendations for Enhancing Customer 
Satisfaction 

5.2.1 Enhance Employee  
Training and Engagement The survey revealed variability in staff friendliness and empathy, 
particularly during peak hours. To address this, McDonald’s UK should implement structured 
training programs focused on customer interaction skills, conflict resolution, and emotional 
intelligence. Regular refresher sessions and role-playing exercises can help employees 



26 
 

consistently deliver high-quality service. Additionally, recognition programs, performance 
incentives, and feedback mechanisms can increase employee motivation, resulting in more 
positive customer interactions. Emphasis on SERVQUAL dimensions such as assurance and 
empathy can strengthen overall service quality. 

5.2.2 Promote Health-Focused Menu Options 
 Health perception emerged as a key area influencing satisfaction. McDonald’s UK can enhance 
customer satisfaction by promoting existing healthier menu options, introducing new low-
calorie and plant-based products, and clearly communicating nutritional information both in-
store and online. Collaborations with nutritionists to develop appealing, health-conscious 
items can improve customer perceptions of the brand and attract health-aware consumers. 
Campaigns highlighting balanced meal choices and limited-time healthy offers can further 
increase awareness and acceptance. 

5.2.3 Optimise Digital Services  
While digital services were generally appreciated, some customers reported technical issues 
and reduced human interaction. McDonald’s UK should invest in robust, user-friendly digital 
platforms and ensure seamless integration across mobile apps, self-service kiosks, and delivery 
services. Regular system maintenance, prompt troubleshooting, and customer support 
channels can improve reliability. Digital loyalty programs, personalised offers, and order 
customisation features can enhance engagement, particularly among younger, tech-savvy 
customers. Balancing automation with human-assisted service options is essential to maintain 
satisfaction across all demographic segments. 

5.2.4 Maintain Competitive Pricing and Value-Added 
 Offers Perceived value significantly impacts customer satisfaction. McDonald’s UK should 
continue offering meal deals, bundle promotions, and loyalty incentives to ensure customers 
perceive good value. Monitoring competitor pricing and conducting periodic market analysis 
can help maintain competitive positioning. Transparent communication regarding pricing 
policies and promotional offers reinforces customer trust and satisfaction. 

5.2.5 Improve Restaurant Environment and Cleanliness  
Cleanliness and physical environment were generally rated positively but declined during peak 
periods. McDonald’s UK can enhance satisfaction by implementing more rigorous cleaning 
schedules, investing in modern seating arrangements, and ensuring that waste management 
practices are consistently followed. Attention to ambient factors such as lighting, temperature, 
and music can create a welcoming atmosphere that enhances customer experience. Regular 
monitoring and customer feedback collection can ensure ongoing quality improvements. 
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5.2.6 Implement Segment-Specific Strategies  
The study revealed differences in satisfaction drivers across age groups and visit frequency. 
Younger customers prioritised digital convenience and quick service, while older customers 
valued personal interaction and cleanliness. Frequent visitors emphasised consistency and 
speed, whereas occasional visitors were more sensitive to menu variety and pricing. 
McDonald’s UK can implement targeted strategies for each segment, such as app-focused 
promotions for younger customers and staff-led engagement initiatives for older demographics. 
Tailoring the customer experience based on segment insights can increase overall satisfaction 
and loyalty. 

Area Action Steps Timeline 
Responsible 
Parties 

KPIs 

Service Quality 
Staff training, peak-hour 
staffing adjustments, 
SOPs 

3–6 
months 

HR & Operations 

Order accuracy, 
waiting time reduction, 
customer feedback 
scores 

Food Quality 
Menu diversification, 
freshness monitoring, 
feedback loop 

3–9 
months 

Menu 
Development & 
Operations 

Taste scores, health-
option uptake, repeat 
orders 

Pricing/Value 
Segment-specific 
promotions, off-peak 
pricing 

2–4 
months 

Marketing 
Redemption rates, 
satisfaction scores, 
visit frequency 

Restaurant 
Environment 

Cleaning schedules, 
spatial reorganisation, 
ambience improvements 

1–6 
months 

Operations & 
Facility 
Management 

Cleanliness ratings, 
comfort perception, 
peak-hour congestion 

Digital Services 
App updates, kiosk 
maintenance, delivery 
monitoring 

2–6 
months 

IT & Digital 
Marketing 

App satisfaction, kiosk 
usage rates, digital 
sales % 

 

5.3 Conclusion 
 This study examined customer satisfaction at McDonald’s UK, combining survey data with 
theoretical frameworks including SERVQUAL, expectation–disconfirmation theory, and value-
based satisfaction theory. Key findings indicate that speed of service, food quality, and 
perceived value are critical satisfaction drivers. Challenges remain in health perceptions, 
employee engagement, and digital service reliability. Satisfaction was strongly linked to loyalty, 
with variations observed across age and visit frequency segments. 

The findings confirm that customer satisfaction is multidimensional, influenced by operational 
efficiency, product quality, relational interaction, and technological convenience. McDonald’s 
UK demonstrates strengths in efficiency, food consistency, and value, but continuous 
improvement is needed in areas related to health, staff engagement, and technology. 
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5.4 Limitations of the Research  
Several limitations should be acknowledged. First, the use of convenience sampling may limit 
the generalisability of the results across the broader McDonald’s UK customer base. Second, 
the study relied on self-reported survey data, which may be subject to response bias or recall 
inaccuracies. Third, the research provides a cross-sectional snapshot of satisfaction at a 
specific point in time and may not capture temporal fluctuations. Fourth, additional variables, 
such as brand image, competitor comparisons, and cultural influences, were not fully explored. 
These limitations suggest caution in generalising findings beyond the sample studied. 

5.5 Suggestions for Future Research  
Future research could adopt longitudinal designs to track changes in customer satisfaction over 
time, particularly in response to digital innovation, menu changes, or operational 
improvements. Larger, stratified samples could improve representativeness and enable more 
nuanced demographic analysis. Qualitative research, such as interviews or focus groups, could 
provide deeper insights into emotional and experiential aspects of satisfaction. Comparative 
studies across fast-food chains or international contexts could offer broader industry insights 
and best practice identification. 

5.6 Summary  
 Synthesises the study’s findings and translates them into actionable recommendations for 
McDonald’s UK, emphasising staff training, health-focused menu development, digital 
optimisation, competitive pricing, environmental improvements, and segment-specific 
strategies. The chapter also provides a critical reflection on the study’s limitations and proposes 
avenues for future research. Collectively, the findings reinforce the complexity of customer 
satisfaction and its pivotal role in maintaining loyalty, competitiveness, and long-term success 
within the fast-food industry. 
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ELEMENT  2 
1.INTRODUCTION  
 
Because it allows researchers to critically assess their learning, choices, and skill growth 
throughout the study process, reflection is a crucial component of academic research. This 
reflective essay analyses my experience working on a customer satisfaction study project at 
McDonald's UK using Gibbs' Reflective Cycle (1988). The six steps of Gibbs' model—
description, feelings, evaluation, analysis, conclusion, and action plan—provide an organised 
framework that facilitates both descriptive and analytical reflection, which is why it was chosen. 
The main phases of the research process—topic selection, literature evaluation, 
methodological design, data collection, analysis, and academic writing—are the subject of this 
essay.( Kotler, P. and Keller, K.L. 2016) 

2.Description 
The research project aimed to investigate the main factors influencing customer satisfaction at 
McDonald’s UK, with particular attention to service quality, food quality, pricing, restaurant 
environment, and digital services. A quantitative research approach was adopted, using an 
online questionnaire to collect primary data from McDonald’s customers. The research process 
followed a structured sequence beginning with identifying the research problem, reviewing 
relevant academic literature, designing the methodology, collecting and analysing data, and 
presenting findings in a formal academic report. (Oliver, R.L. 1997) 

Throughout the process, decisions had to be made regarding research design, sampling 
methods, questionnaire structure, and data analysis techniques. These decisions shaped the 
quality and credibility of the final study. 

 

3Feelings 
At the initial stage of the research, I felt confident and motivated due to my familiarity with 
McDonald’s as a brand and the relevance of customer satisfaction in the fast-food industry. 
However, this confidence decreased during the literature review stage, as identifying high-
quality, peer-reviewed academic sources proved more challenging than expected. I felt 
overwhelmed by the volume of available literature and uncertain about which theories were 
most appropriate to support the research. 

During data collection, I experienced concern regarding response rates and the 
representativeness of the sample. Analysing the data also caused some anxiety, particularly 
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when interpreting statistical outputs and ensuring that findings were accurately linked to 
existing literature. Despite these challenges, I felt a strong sense of accomplishment upon 
completing the analysis and observing clear patterns in the results. 

 

4.Evaluation 
Several aspects of the research process were effective. The research topic was well-defined 
and relevant to both academic literature and real-world business practice. The use of a 
quantitative approach allowed for the collection of measurable data, making it easier to identify 
relationships between customer satisfaction and loyalty. Additionally, the structured nature of 
the research helped maintain focus and consistency throughout the project. 

However, there were also limitations. The use of convenience sampling restricted the 
generalisability of the findings, and time constraints limited the opportunity to conduct a pilot 
study or incorporate qualitative methods. These weaknesses highlighted areas where the 
research process could have been improved. 

 

5.Analysis 
Applying Gibbs’ reflective model allowed for a deeper understanding of how challenges 
influenced the research process. The difficulties experienced during the literature review 
demonstrated the importance of early planning and systematic searching of academic 
databases. Similarly, concerns during data analysis highlighted the need for stronger statistical 
knowledge and practical experience with analytical tools. 

The research findings aligned with existing theories such as Expectation–Disconfirmation 
Theory and SERVQUAL, reinforcing the validity of the study. This alignment increased 
confidence in the research outcomes and demonstrated the value of linking empirical findings 
with theoretical frameworks. 

 

6.Conclusion 
In conclusion, the research process was a valuable learning experience that enhanced my 
understanding of academic research methods and customer satisfaction theory. While the 
study achieved its objectives, it also revealed areas for improvement, particularly in sampling 
methods and data analysis skills. Reflecting on the process has helped identify strengths, 
weaknesses, and lessons learned that will inform future research projects. 
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7.Action Plan 
In future research, I would allocate more time to the literature review to ensure comprehensive 
coverage of relevant theories. I would also seek to improve my data analysis skills through 
additional training and consider using mixed research methods to gain deeper insights. Applying 
these improvements would enhance the quality, reliability, and academic rigour of future 
research.( Namkung, Y. and Jang, S. 2007) 

8.References  
1. Kotler, P. and Keller, K.L. (2016) Marketing Management. 15th edn. Harlow: Pearson. 

2. Oliver, R.L. (1997) Satisfaction: A Behavioral Perspective on the Consumer. New York: 
McGraw-Hill. 

3. Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1988) ‘SERVQUAL: A multiple-item scale 
for measuring consumer perceptions of service quality’, Journal of Retailing, 64(1), pp. 
12–40. 

4. Ryu, K., Lee, H.-R. and Kim, W.G. (2012) ‘The influence of the quality of the physical 
environment, food, and service on restaurant image, customer perceived value, 
customer satisfaction, and behavioural intentions’, International Journal of 
Contemporary Hospitality Management, 24(2), pp. 200–223. 
doi:10.1108/09596111211206141. 

5. Ryu, K., Han, H. and Kim, T.H. (2008) ‘The relationships among overall quick-casual 
restaurant image, perceived value, customer satisfaction and behavioural intentions’, 
International Journal of Hospitality Management, 27(3), pp. 459–469. 
doi:10.1016/j.ijhm.2007.11.001. 

6. Namkung, Y. and Jang, S. (2007) ‘Does food quality really matter in restaurants? Its 
impact on customer satisfaction and behavioural intentions’, Journal of Hospitality & 
Tourism Research, 31(3), pp. 387–410. doi:10.1177/1096348007299924. 

 

ELEMENT 3 
 



34 
 

 

 

 

ETHIC FORM 
APPLICATION FOR ETHICAL APPROVAL 

 

 

RESEARCH STUDENTS 
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pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name. 
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ethically. A researcher may not be covered by the University’s insurance if ethical 
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The University follows the OECD Frascati manual definition of research activity: “creative 
work undertaken on a systematic basis in order to increase the stock of knowledge, including 
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knowledge of man, culture and society, and the use of this stock of knowledge to devise new 
applications”. As such this covers activities undertaken by members of staff, postgraduate 
research students, and both taught postgraduate and undergraduate students working on 
dissertations/projects. 
 
The individual undertaking the research activity is known as the “principal researcher”. 
 
Ethical approval is not required for routine audits, performance reviews, quality assurance 
studies, testing within normal educational requirements, and literary or artistic criticism. 
 
Please read the notes for guidance before completing ALL sections of the form. 
 
This form must be completed and approved prior to undertaking any research activity. 
Please see Checklist for details of process for different categories of application.   
 
SECTION A: About You (Principal Researcher) 

1 Full Name: IONELA VIORICA CORBU 

2 Tick all boxes that apply: Member of staff: ☐ 
Honorary research 
fellow: 
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 Undergraduate Student ☒ 
Taught Postgraduate 
Student 

☐ 
Postgraduate 
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SECTION B: Approval for Research Activity 

1 Has the research activity received approval in principle? 
(please check the Guidance Notes as to the appropriate approval 
process for different levels of research by different categories of 
individual) 

YES ☒ NO ☐ 

  Date 

2 If Yes, please indicate source of 
approval (and date where known): 
Approval in principle must be 
obtained from the relevant source 
prior to seeking ethical approval 

Research Degrees Committee ☐  
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SECTION C:  Internal and External Ethical Guidance Materials 

 Please list the core ethical guidance documents that have been referred to during the completion of this form 
(including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also 
any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your 
research proposal adheres to these codes and guidelines. You may add rows to this table if needed. 

1 UWTSD Research Ethics & Integrity Code of Practice ☒ 

2 UWTSD Research Data Management Policy ☒ 

3 [List any other relevant documents here] ☐ 

 

SECTION D: External Collaborative Research Activity 
If there are external collaborators then you should gain consent from the contact persons to 
share their personal data with the university. If there are no external collaborators then leave 
this section blank and continue to section E. 

1 Institution  
 

2 Contact person name  
 

3 Contact person e-mail address 
 

 

4 Is your research externally funded? YES ☐ NO ☐ 

5 Are you in receipt of a KESS scholarship? YES ☐ NO ☐ 

6 Are you specifically employed to 
undertake this research in either a paid 
or voluntary capacity? 

Voluntary YES ☐ NO ☐ 

7 Employed YES ☐ NO ☐ 

8 Is the research being undertaken within 
an existing UWTSD Athrofa Professional 
Learning Partnership (APLP)? 

If YES then the 
permission question 
below does not need to 
be answered. 

YES ☐ NO ☐ 

9 Has permission to undertake the 
research has been provided by the 
partner organisation? 

(If YES attach copy) 
If NO the application 
cannot continue 

YES ☐ NO ☐ 

 

 
Where research activity is carried out in collaboration with an external organisation 

10 Does this organisation have its own ethics approval system? YES ☐ NO ☐ 

  
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a 
copy of an email if appropriate). 
 

 

SECTION E: Details of Research Activity 

1 Indicative title: 

STUDY OF CUSTOMER SATISFACTION AT 
MCDONALDS 

•  
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2 Proposed start date: From 12 JUNE  2025 Proposed end date: 
19 
DECEMBER 
2025 

 

Introduction to the Research (maximum 300 words per section) 

Ensure that you write for a Non-Specialist Audience when outlining your 
response to the points below: 

Purpose of Research Activity:  To understand the `role of sustainability to achieve the 
business success. 

•  

•  
1. Proposed Research Question 

 What are the primary factors influencing customer satisfaction at 

McDonald's UK? 

•  

•  

Aims of Research Activity. The aim of the study is to understand the `role of 
sustainability to achieve the business success. 

•  

Objectives of Research Activity: 

 

1. to determine the primary factors influencing McDonald's UK customers' 

satisfaction. 

 
2. to evaluate how customers view pricing, meal quality, digital services, and 

service quality. 

 
3. to assess how well McDonald's customer service tactics are working. 

 
4. to offer suggestions for raising client happiness. 

•  

•  
Demonstrate, briefly, how Existing Research has informed the proposed activity and 
explain 

• What the research activity will add to the body of knowledge  

• This study is to look into the main elements that affect McDonald's UK 
customers' satisfaction and assess how these findings might improve 
customer retention, operational effectiveness, and overall company 
success. 

•  

• How it addresses an area of importance.  This study is important because it 
has a lot of uses for many people, such as businesses, lawmakers, 
consumers, investors, and researchers. This research will give useful 
information about how sustainable practices help with long-term profits, 
competitive edge, and company image by looking at the role of sustainability in 
business success by which companies  can create operational efficiency-
boosting plans that fit social and environmental responsibilities. Policymakers 
can apply the study to design policies that  favourable sustainability, while 
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investors can analyse the financial viability of sustainable firms. Furthermore, 
customers gain from greater knowledge of ethical company practices, and 
scholars can utilize the study as a starting point for additional research in the 
area of sustainable business.  

3 

Purpose of Research Activity 
The purpose of this study  to maintain loyalty, increase sales, and improve brand 
reputation, customer satisfaction is essential. 

•  
 
 
 
 
(is box should expand as you type) 

4 

Research Question 
1. What role does employee behaviour play in shaping customer satisfaction? 

 
 

 
(this box should expand as you type) 

5 

Aims of Research Activity 
 
The aim of the study is to understand the `role of sustainability to achieve the customer 
satisfaction 

•  

 

 
(this box should expand as you type) 

6 

Objectives of Research Activity 
 

1. To understand the context of sustainability and its roles to business success. 

 
2. To identify the possible issues challenges of sustainability in business success. 

 
3. To analyse the impact of sustainability on the business success. 

 
4. To suggest a theoretical framework to address   the impact of sustainability to 

the business success. 

 
 
(this box should expand as you type) 

 

Proposed methods (maximum 600 words) 

Provide a brief summary of all the methods that may be used in the research activity, 
making it clear what specific techniques may be used. If methods other than those 
listed in this section are deemed appropriate later, additional ethical approval for those 
methods will be needed. You do not need to justify the methods here, but should 
instead describe how you intend to collect the data necessary for you to complete 
your project. 

7 

 

This research adopts a pragmatic philosophy, which emphasizes the 
importance of using methods that are best suited to addressing the 
research questions. Pragmatism focuses on practical outcomes and 
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allows for flexibility in method selection, making it highly suitable for 
business-related studies. By integrating both qualitative and quantitative 
techniques, the research aims to capture the full complexity of customer 
satisfaction at McDonald’s UK. 

 
Location of research activity 
Identify all locations where research activity will take place. 

8 
London, UK 
 
(this box should expand as you type) 

 

Research activity outside of the UK 
If research activity will take place overseas, you are responsible for ensuring that local 
ethical considerations are complied with and that the relevant permissions are sought. 
Specify any local guidelines (e.g. from local professional associations/learned 
societies/universities) that exist and whether these involve any ethical stipulations 
beyond those usual in the UK (provide details of any licenses or permissions 
required). Also specify whether there are any specific ethical issues raised by the local 
context in which the research activity is taking place, for example, particular cultural 
and/or legal sensitivities or vulnerabilities of participants. If you live in the country 
where you will do the research then please state this. 

9 

 
N/A 
 
(this box should expand as you type) 

 

10 
Use of documentation not in the public domain: Are any documents NOT publicly 
available?  
 

NO ☒ 

YES ☐ 

11 

If Yes, please provide details here of how you will gain access to specific documentation that is not in the 
public domain and that this is in accordance with the current data protection law of the country in question 
and that of England and Wales. 
 
 
 
(this box should expand as you type) 

 

 
Does your research relate to one or more of the seven aims of the Well-being of 
Future Generations (Wales) Act 2015? 

 
YES 

 
NO 

12 A prosperous Wales ☐ ☒ 

13 A resilient Wales ☐ ☒ 

14 A healthier Wales ☐ ☒ 

15 A more equal Wales ☐ ☒ 

16 A Wales of cohesive communities ☐ ☒ 

17 A Wales of vibrant culture and thriving Welsh language ☐ ☒ 

18 A globally responsible Wales ☐ ☒ 

19 If YES to any of the above, please give details: 

 
 
 



40 
 

 
(this box should expand as you type) 

 

SECTION F: Scope of Research Activity 

 Will the research activity include: YES NO 

1 Use of a questionnaire or similar research instrument? ☒ ☐ 

2 Use of interviews? ☐ ☒ 

3 Use of focus groups? ☐ ☒ 

4 Use of participant diaries?  ☐ ☒ 

5 Use of video or audio recording? ☐ ☒ 

6 Use of computer-generated log files? ☐ ☒ 

7 Participant observation with their knowledge? ☐ ☒ 

8 Participant observation without their knowledge? ☐ ☒ 

9 Access to personal or confidential information without the participants’ specific consent? ☐ ☒ 

10 
Administration of any questions, test stimuli, presentation that may be experienced as 
physically, mentally or emotionally harmful / offensive? 

☐ ☒ 

11 Performance of any acts which may cause embarrassment or affect self-esteem? ☐ ☒ 

12 Investigation of participants involved in illegal activities? ☐ ☒ 

13 Use of procedures that involve deception? ☐ ☒ 

14 Administration of any substance, agent or placebo? ☐ ☒ 

15 Working with live vertebrate animals? ☐ ☒ 

16 Procedures that may have a negative impact on the environment? ☐ ☒ 

17 
Other primary data collection methods. Please indicate the type of data collection 
method(s) below. 

☐ ☒ 
 

Details of any other primary data collection method: 
 
 
 
(this box should expand as you type) 

If NO to every question, then the research activity is (ethically) low risk and may be exempt 
from some of the following sections (please refer to Guidance Notes). 
 
If YES to any question, then no research activity should be undertaken until full ethical 
approval has been obtained.  
 
SECTION G: Intended Participants 

If there are no participants then do not complete this section, but go directly to 
section H. 
 

 
Who are the intended participants:  

YES 
 

NO 
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1 Students or staff at the University? ☐ ☒ 

2 Adults (over the age of 18 and competent to give consent)? ☒ ☐ 

3 Vulnerable adults? ☐ ☒ 

4 
Children and Young People under the age of 18? (Consent from Parent, Carer or 
Guardian will be required) 

☐ ☒ 

5 Prisoners? ☐ ☒ 

6 Young offenders? ☐ ☒ 

7 
Those who could be considered to have a particularly dependent relationship with the 
investigator or a gatekeeper? 

☐ ☒ 

8 People engaged in illegal activities? ☐ ☒ 

9 
Others. Please indicate the participants below, and specifically any group who may be 
unable to give consent. 
 

☐ ☒ 

 

Details of any other participant groups: 
 
 
 
(this box should expand as you type) 

 
 Participant numbers and source 

Provide an estimate of the expected number of participants. How will you identify participants and how will 
they be recruited?  

10 
How many participants are 
expected? 
 

30 participants(survey/questionnaire) 
 
 
(this box should expand as you type) 

11 
Who will the participants be? 
 

customers  
 
(this box should expand as you type) 

12 
How will you identify the 
participants? 

I will target of customers of McDonald’s who are directly involved in 
business within organizations.  
 
 
(this box should expand as you type) 

 
 

 Information for participants:  

YES NO 
 

N/A 

13 
Will you describe the main research procedures to participants in advance, so 
that they are informed about what to expect? 

☒ ☐ ☐ 

14 Will you tell participants that their participation is voluntary? ☒ ☐ ☐ 

15 Will you obtain written consent for participation? ☒ ☐ ☐ 

16 
Will you explain to participants that refusal to participate in the research will 
not affect their treatment or education (if relevant)? 

☒ ☐ ☐ 

17 
If the research is observational, will you ask participants for their consent to 
being observed? 

☐ ☐ ☒ 

18 
Will you tell participants that they may withdraw from the research at any time 
and for any reason? 

☒ ☐ ☐ 

19 
With questionnaires, will you give participants the option of omitting questions 
they do not want to answer? 

☒ ☐ ☐ 

20 
Will you tell participants that their data will be treated with full confidentiality 
and that, if published, it will not be identifiable as theirs? 

☒ ☐ ☐ 
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21 
Will you debrief participants at the end of their participation, in a way 
appropriate to the type of research undertaken? 

☒ ☐ ☐ 

22 If NO to any of above questions, please give an explanation  

 

 
 
 
(this box should expand as you type) 

 

 Information for participants: 
 

YES NO 
 

N/A 

24 Will participants be paid? ☐ ☒ ☐ 

25 Is specialist electrical or other equipment to be used with participants? ☐ ☒ ☐ 

26 
Are there any financial or other interests to the investigator or University 
arising from this study? 

☐ ☒ ☐ 

27 
Will the research activity involve deliberately misleading participants in any 
way, or the partial or full concealment of the specific study aims? 

☐ ☒ ☐ 

28 If YES to any question, please provide full details  

 

 
 
 
(this box should expand as you type) 

 

SECTION H: Anticipated Risks 
 

 Outline any anticipated risks that may adversely affect any of the participants, the 
researchers and/or the University, and the steps that will be taken to address them.  
 

If you have completed a full risk assessment (for example as required by a laboratory, or external 
research collaborator) you may append that to this form.   

1 Full risk assessment completed and appended?  
Yes  ☒ 

No ☐ 

2 
Risks to participants 
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, 
transfer of personal data, sensitive organisational information 

 

Risk to participants  

Fear of judgment  

Confidential business information. 

Risk of being identified. 

Concern that their responses may be 
misinterpreted  

 

 
 
(this box should expand as you type) 

How you will mitigate the risk to participants: 

 
….I recognize that participants may feel emotional 
discomfort discussing their company’s sustainability 
practices. To address this, I will reassure them that 
they can skip questions or withdraw at any time. I will 
also ensure interviews are respectful to avoid fear of 
judgment. To protect confidentiality, I will anonymize 
data and use pseudonyms. Sensitive business 
information will be securely stored. Lastly, I will 
explain how responses will be used and allow 
participants to review their transcript to prevent 
misinterpretation. 
 

3 
If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, 
drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give 
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details of the procedures to deal with these issues, including any support/advice (e.g. helpline 
numbers) to be offered to participants. Note that where applicable, consent procedures should 
make it clear that if something potentially or actually illegal is discovered in the course of a project, 
it may need to be disclosed to the proper authorities 

 

 
N/A 
 
(this box should expand as you type) 

4 
Risks to the investigator 
For example: personal health & safety, physical harm, emotional distress, risk of accusation of 
harm/impropriety, conflict of interest 

 

Risk to the investigator: 
 

1. Personal health and safety when 
traveling or meeting unfamiliar 
individuals. 

2. Physical harm during travel or face-to-
face interactions. 

3. Emotional distress from hearing 
sensitive or difficult information. 

4. Risk of accusation of harm or 
impropriety by participants. 

5. Potential conflict of interest if the 
investigator has a personal or 
professional stake in the topic. 

 

 
(this box should expand as you type) 

How you will mitigate the risk to the investigator: 

 
 

To mitigate risks, I will conduct interviews in 
safe, professional settings and inform a 
trusted contact of the details. I will manage 
emotional distress by maintaining a 
balanced schedule and seeking supervision 
if needed. Clear communication with 
participants will ensure no accusations of 
impropriety, and I will disclose any potential 
conflicts of interest to maintain objectivity. 
his box should expand as you type) 

5 
University/institutional risks 
For example: adverse publicity, financial loss, data protection 

 

Risk to the University: 
1. Reputational Damage 

 
2. Face legal implications  

 
 
 
 

How you will mitigate the risk to the University: 

 
To mitigate risks to the University, I will ensure 
that all research follows ethical guidelines and 
university protocols to prevent any reputational 
damage. I will obtain ethical approval before 
data collection and handle all data with strict 
confidentiality to safeguard the University's 
credibility. To avoid financial loss, I will keep the 
study within the allocated budget and resources. 
Additionally, I will comply with all legal 
requirements, such as data protection laws, and 
seek legal advice if necessary, to minimize any 
potential legal implications. 
 

6 
Environmental risks 
For example: accidental spillage of pollutants, damage to local ecosystems 

 

Risk to the environment: 
N/A 
 
 
(this box should expand as you type) 

How you will mitigate the risk to environment: 

 
N/A 
 
(this box should expand as you type) 
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 Disclosure and Barring Service 

 
If the research activity involves children or vulnerable adults, a Disclosure 
and Barring Service (DBS) certificate must be obtained before any 
contact with such participants. 

YES 
 

NO 
 

N/A 
 

7 Does your research require you to hold a current DBS Certificate? ☐ ☒ ☐ 

8 
If YES, please give the certificate number. If the certificate number is not 
available please write “Pending”; in this case any ethical approval will be 
subject to providing the appropriate certificate number. 

 

 

SECTION I: Feedback, Consent and Confidentiality 
 

1 Feedback 
What de-briefing and feedback will be provided to participants, how will this be done and when?  

  
 
Participants will be provided with a summary of the research findings at the end of the 
study. This feedback will include an overview of the study's purpose, key outcomes, and 
how their participation contributed to the research. The feedback will be delivered either 
verbally (if applicable) or via email, depending on the format of the research. Participants 
will also have the opportunity to ask questions or request further clarification at this stage. 
This debriefing will occur immediately after data collection is complete or at the conclusion 
of their involvement in the study. 
  
(this box should expand as you type) 

2 Informed consent 
Describe the arrangements to inform potential participants, before providing consent, of 
what is involved in participating. Describe the arrangements for participants to provide full 
consent before data collection begins. If gaining consent in this way is inappropriate, 
explain how consent will be obtained and recorded in accordance with prevailing data 
protection legislation. 

  
 
Participants will receive a detailed information sheet prior to taking part in the research. 
This document will outline the purpose of the study, what participation involves, any 
potential risks or benefits, how their data will be used and stored, and their right to withdraw 
at any time without penalty. Participants will be given time to review this information and 
ask questions before providing consent. Consent will be documented through a signed 
consent form (for in-person research) or an electronic consent form (for online research), in 
compliance with current data protection legislation No data collection will begin until 
informed consent has been properly obtained and recorded. 
(this box should expand as you type) 

3 Confidentiality / Anonymity 
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If 
anonymity is not being offered, explain why this is the case.  

  
 

1. Participant’s actual name will not be used anywhere  
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2. I will keep participants’ identities anonymous by using pseudonyms and removing any 
identifying information from the study results. All data will be stored securely, and only I will 
have access to it. Participants’ personal details will not be shared in any reports. If I need to 
include any identifying information, I will ask for their permission first. If full anonymity isn’t 
possible, I will let participants know in advance and ask for their consent. 
 

(this box should expand as you type) 

 
SECTION J: Data Protection and Storage 
 

 
Does the research activity involve personal data (as defined by the General 
Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 
“DPA”)? 

YES NO 

1 

“Personal data” means any information relating to an identified or identifiable 
natural person (‘data subject’). An identifiable natural person is one who can 
be identified, directly or indirectly, in particular by reference to an identifier 
such as a name, an identification number, location data, an online identifier or 
to one or more factors specific to the physical, physiological, genetic, mental, 
economic, cultural or social identity of that natural person. Any video or audio 
recordings of participants is considered to be personal data. 

☒ ☐ 

 If YES, provide a description of the data and explain why this data needs to be collected: 

2 

Yes, my research involves personal data, including participants' names, roles, and any responses 
provided during interviews. If audio or video recordings are made, these will also be considered 
personal data. I need to collect this data to gather insights into participants' views on sustainability 
in business success. All personal identifiers will be removed or anonymized to ensure participants' 
privacy, and the data will be used solely for academic purposes. 
 
) 

 Does it involve special category data (as defined by the GDPR)? YES NO 

3 

“Special category data” means sensitive personal data consisting of information as 
to the data subjects’ – 
(a) racial or ethnic origin, 
(b) political opinions, 
(c ) religious beliefs or other beliefs of a similar nature, 
(d) membership of a trade union (within the meaning of the Trade Union and Labour 
Relations (Consolidation) Act 1992), 
(e) physical or mental health or condition, 
(f) sexual life, 
(g) genetics, 
(h) biometric data (as used for ID purposes), 

☐ ☒ 

 
If YES, provide a description of the special category data and explain why this data needs to be 
collected: 

4 

 
 
 
(this box should expand as you type) 

 

 
Will data from the research activity (collected data, drafts of the thesis, or 
materials for publication) be stored in any of the following ways? 

YES NO 

5 Manual files (i.e. in paper form)? ☐ ☒ 

6 University computers? ☒ ☐ 

7 Private company computers? ☐ ☒ 
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8 Home or other personal computers? ☒ ☐ 

9 Laptop computers/ CDs/ Portable disk-drives/ memory sticks? ☒ ☐ 

10 “Cloud” storage or websites? ☒ ☐ 

11 
Other – specify: 
 

☐ ☒ 

12 
For all stored data, explain the measures in place to ensure the security of the data collected, data 
confidentiality, including details of backup procedures, password protection, encryption, anonymisation and 
pseudonymisation: 

 

1. Anonymization: I will use pseudonyms and remove identifying details from all data. 
2. Secure Storage: I will store data on encrypted devices, with access limited to me. 
3. Confidentiality: Any third parties will sign confidentiality agreements. 
4. Data Sharing: I will only share data with authorized individuals, like my supervisor. 
5. Data Disposal: After the study, I will securely delete or destroy all personal data. 

 
(this box should expand as you type) 

 

 
Data Protection 

 Will the research activity involve any of the following activities: YES NO 

13 Electronic transfer of data in any form? ☒ ☐ 

14 Sharing of data with others at the University outside of the immediate research team? ☐ ☒ 

15 Sharing of data with other organisations? ☐ ☒ 

16 Export of data outside the UK or importing of data from outside the UK? ☐ ☒ 

17 Use of personal addresses, postcodes, faxes, emails or telephone numbers? ☒ ☐ 

18 Publication of data that might allow identification of individuals? ☐ ☒ 

19 Use of data management system? ☒ ☐ 

20 Data archiving? ☐ ☒ 

21 
If YES to any question, please provide full details, explaining how this will be conducted in accordance with 
the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate): 

 

 
Electronic Transfer of Data: 
I will use secure, encrypted methods for transferring data, ensuring it's only shared with 
authorized individuals. 
Use of Personal Emails: 
I will use personal email accounts for research communication. 
Use of Data Management System: 
I will store data on a secure, encrypted system with controlled access . 

22 List all who will have access to the data generated by the research activity: 

 

 
The researcher and the supervisor  
 
 

23 List who will have control of, and act as custodian(s) for, data generated by the research activity: 
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The researcher  

24 
Give details of data storage arrangements, including security measures in place to protect the data, where 
data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.   

 

 
 
I will securely store data using encryption to protect it. Access will be restricted to authorized users through 
strong authentication. I will store the data on both on-site servers and cloud services like AWS or Google 
Cloud. I will keep the data for as long as needed, based on legal requirements, and securely delete or 
anonymize it once it's no longer required. 
(this box should expand as you type) 

25 
Please indicate if your data will be stored in the UWTSD Research Data Repository (see 
https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff)  

 

 
No 
 
(this box should expand as you type) 

26 
Confirm that you have read the UWTSD guidance on data management (see 
https://www.uwtsd.ac.uk/library/research-data-management/) YES ☒ 

27 
Confirm that you are aware that you need to keep all data until after your research has 
completed or the end of your funding YES ☒ 

 
  

https://eur01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fresearchdata.uwtsd.ac.uk%2F&data=02%7C01%7Cj.venus%40uwtsd.ac.uk%7C981cf28ddfcb48854c9c08d6fa466348%7C4e0f11f9046e45059cb8db2152311e21%7C0%7C0%7C636971577546588290&sdata=GQ7YGAe3R0%2B%2Fb3MjzwgWiPTdMx0%2BDaoMF2MilFdT01I%3D&reserved=0
https://eur01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.uwtsd.ac.uk%2Flibrary%2Fresearch-data-management%2F&data=02%7C01%7Cj.venus%40uwtsd.ac.uk%7C981cf28ddfcb48854c9c08d6fa466348%7C4e0f11f9046e45059cb8db2152311e21%7C0%7C0%7C636971577546578291&sdata=S32rzsJ04QxDtX1nsg%2F8%2FxIgMGDV2oXG4QBZj5JdIFI%3D&reserved=0
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SECTION K: Declaration 

 

The information which I have provided is correct and complete to the best of my knowledge. I have 
attempted to identify any risks and issues related to the research activity and acknowledge my 
obligations and the rights of the participants. 
 
In submitting this application I hereby confirm that I undertake to ensure that the above named 
research activity will meet the University’s Research Ethics and Integrity Code of Practice which is 
published on the website: https://www.uwtsd.ac.uk/research/research-ethics/  

1 Signature of applicant: Ionela corbu 
Date: 29.10.2025 

 

 
For STUDENT Submissions: 

2 
Director of 
Studies/Supervisor: 

 
Date:  

 
3 Signature: 

 
 

 
For STAFF Submissions: 

4 
Academic Director/ 
Assistant Dean: 

 
Date:  

 
5 Signature: 

 
 

 
Checklist: Please complete the checklist below to ensure that you have completed the form 
according to the guidelines and attached any required documentation: 

☒ I have read the guidance notes supplied before completing the form. 

☒ I have completed ALL RELEVANT sections of the form in full. 

☒ I confirm that the research activity has received approval in principle 

☐ I have attached a copy of final/interim approval from external organisation (where appropriate) 

☒ 
I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL 
RISK ASSESSMENT 

☒ 
I understand that it is my responsibility to ensure that the above named research activity will meet the 
University’s Research Ethics and Integrity Code of Practice. 

☒ 

I understand that before commencing data collection all documents aimed at respondents (including 
information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the 
DoS/Supervisor, module tutor or Academic Director. 

 

RESEARCH STUDENTS ONLY 
Once complete, submit this form via the MyTSD Doctoral College Portal at (https://mytsd.uwtsd.ac.uk). 
 

RESEARCH STAFF ONLY 
All communications relating to this application during its processing must be in writing and emailed to 
pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name. 
 

https://www.uwtsd.ac.uk/research/research-ethics/
https://mytsd.uwtsd.ac.uk/
mailto:pgresearch@uwtsd.ac.uk
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STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form 
(and receive the outcome) via systems explained to you by the supervisor/module leader. 

 
 


