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[bookmark: _Toc80110308]1. Executive Summary
In business, critical thinking is an important skill. After all, critical thinking aids employees in solving challenges and developing methods that improve their performance. As a result, businesses may seek out people with good critical thinking abilities. This report highlights the value of critical thinking in the workplace. Employees and employers have values, beliefs, and attitudes that are developed throughout the course of their lives. Family, friends, community, and personal experiences all contribute to the sense of who individuals are and how they view the world. For employees and employers to discharge their responsibilities they need to be aware of their values, beliefs, and attitudes and be prepared to adopt the professional values of their industry and not impose their ideas on clients. The report focuses on McDonald’s UK. This study aims to establish how organisational beliefs, attitudes, and value systems affect workplace behaviour. Also, the report shows how tailoring workplace changes for the post-COVID 19 mindset tackle the current challenges organisations face and create more resilient businesses in the future. It is critical to comprehend this to improve the business management of the firm and allow the organisational culture to have the desired impact on personnel. The report adopts the critical assessment of appropriate management theories to evaluate how employees at McDonald’s UK with different beliefs, attitudes, and values interpret the theory differently. The research uses the Taylor Scientific Theory, Human Relation Theory, Scanlon Human relation approach, System theory, and Contingency Theory. Additionally, the researcher uses the RED model and De Bono’s 6 Thinking Hats Method. The results of the report indicate that organisational beliefs, attitudes, and value systems affect the workplace, promote individual learning, impacts motivation, affects communication, and enhances organisational values, decision making, and group conflict resolution. 
[bookmark: _Toc80110309]2. Introduction
The report focuses on McDonald’s UK. McDonald’s opened its first restaurant in the UK in London in October 1974 (Farrell 2015). Over time, the fast-food chain has grown its regional footprint in the United Kingdom and is arguably one of the most prominent fast-food organisations in the UK. McDonald’s UK was selected for this study because the researcher has experience working for one of the outlets in London as part of the kitchen staff. More importantly, the fast-food business provides a good case study background it being one of the hardest-hit areas in the hospitality industry by the COVID 19 pandemic. COVID-19 has changed – and continues to change – the notion of “normal” worldwide, and most industries are still trying to react. The impact of COVID 19 on the restaurant sector has been particularly noteworthy. Many enterprises such as McDonald’s are fighting to sustain operations when restaurants close for sit-down service. Strong brands such as McDonald’s UK, with the means to offer delivery and pick-up services, have witnessed significant growth in the net order volume. Several governments have actively implemented strong control measures, such as issuing decrees forcing everyone to stay at home and keep appropriate social distance to restore production as quickly as possible and increase consumer trust in the economy (Kapucu and Hu 2020). With the spread of the outbreak, the British government has taken several steps to prevent the virus from spreading further. People are urged to work from home and avoid unnecessary travel, and these initiatives have aided these countries in controlling the spread of the epidemic and resuming production. Many restaurants and bars have remained open for clients in nations where the outbreak has been appropriately handled, and consumers have confidence in the hygienic conditions at these establishments (Kapucu and Hu 2020).
According to Harn and Meline (2021), critical thinking is the process of evaluating facts objectively and considering potential solutions to issues. The principle can be traced back to the earliest means of gaining knowledge through asking (Abdullaeva et al. 2020; Ayson 2018). Organisations today place a premium on critical thinking as a way of boosting problem-solving and innovation skills. Harn and Meline (2021) contend that critical thinking will be one of the essential skillsets in the workplace by 2021, together with complex problem-solving abilities.
Furnham (2009) posits that critical thinking is crucial since it aids staff and departmental teams diagnose problems and identify potential solutions that are not immediately apparent. Furthermore, critical thinking can aid in the resolution of workplace conflicts. Individuals are likely to get better answers when they evaluate various approaches to problem resolution rather than depending on snap or bias judgments (Furnham, 2009; Schunk and Usher 2019).
Governments and businesses are being pushed to their limits by the COVID-19 pandemic, yet history shows that times of crisis frequently spur innovation. More ventilators, hand sanitiser, and protective equipment are urgently needed due to the COVID-19 epidemic. At the same time, disruptions in global supply chains have put a strain on resources. In contrast, millions of workers have been confined to their homes, limiting the workforce’s ability to produce this critical equipment. It’s a challenge that will put human creativity to the test (Williams 2020). However, organisations are likely to emerge with creative ways of functioning and fresh ideas for the future due to these massive trials.
[bookmark: _Toc80110310]3.Beliefs, Attitudes and Values Within a Workplace
In terms of employees, it is even more true in the current fast-food space that self-actualisation of staff through a supportive employer-employee relationship and a satisfying work environment is equally vital than ever, given that maximising efficiency and productivity by fruitfully empowering a shrinking workforce is essential for the survival of organisations, especially during this pandemic period (Williams 2020).
In many market areas today, ethical business principles have a significant impact on both employees and customers. In the corporate space, notions like corporate social responsibility, ethical leadership, sustainability, fair-trade, and other related subjects are relatively new and can be credited to the customer for bringing them to prominence (Payette and Barnes 2017; Lombardi et al. 2020). In essence, there might be an uneasy truce between the desire to promote staff well-being and responsible use of energy, raw materials, and natural resources on the one hand and the necessity for company expansion and profitability on the other. Hand (2020) stresses that it is apparent that consumers play a significant role in influencing business behaviour by requiring that the items they buy are both affordable and of sufficient quality and not too costly to the well-being of their producers’ employees well as the environment. A profit-centred firm with a traditional approach to its activities strives to maximise profit, even if the means and strategies to achieve this positive return on investment are not always ethical, regardless of the social consequences. A company strategy based on ethical values, on the other hand, will aim to boost revenues while minimising any detrimental societal consequences (Hand 2020; Lin 2018; Tyler and Trinkner 2017).
[bookmark: _Toc80110311]4. Framework for Beliefs, Attitudes, and Values
Beliefs, attitudes, and values are terms that refer to several sociological and psychological characteristics that scholars and business management experts regard to be important in today’s marketing and managerial, scientific literature (Liljedahl 2017; Vallacher 2019). To grasp the potential that these concepts have about human resources management approaches and motivational strategies for modern organisations, the report analysed the reflections of employees through the following brief overview:
[bookmark: _Toc80110312]4.1Beliefs
As Pettinger (2007) points out, beliefs are primarily assumptions that people make about themselves, others, and other phenomena that occur in their surroundings. Beliefs are peoples’ perceptions of how things really are. Our values are derived from our beliefs, which are often profoundly held (Lombardi et al. 2020; Pettinger 2007).
Gosling and Burke (2020) describe belief as an internal sensation that something is true, even if it is unverified or unreasonable. For instance, some people crossing the stairwell is unlucky or that there is life after death. Gosling and Burke stress that beliefs are created in various ways, including childhood internalisation of other people’s beliefs. For example, in business, staff may accept the opinions of a charismatic manager, even if the manager’s beliefs are at odds with their previous convictions. Furthermore, employees tend to act per the manager’s beliefs, even if the actions in question are not always in their best interests (Gosling and Burke 2020). For McDonald’s UK, marketing promotional communication tools such as advertising of the products on offer and the organisation’s value proposition profoundly influence beliefs, changing or forming them in the minds of both employees and consumers through repeated exposure to strong emotions or marketing stimuli.
[bookmark: _Toc80110313]4.2 Values
Values are tenets of the reality surrounding organisations and staff, with critical qualities such as honesty, integrity, and openness being core values (Gosling and Burke 2020). A person’s value measures how much importance they place on something; values are frequently mirrored in how staff lead their lives and discharge their professional duties. 
According to Best and Mayerl (2013), values are viewed to be either objective or subjective or both. Objective values are physically determined, whereas subjective values differ from culture to culture and from one individual to the next and are connected with an individual’s ideas. Values are often viewed as markers for the appropriate course of action and represent an employee’s personality, impacting behaviour and attitudes.
[bookmark: _Toc80110314]4.3 Attitudes
Beyer (2019) describes attitudes as a person’s reaction to external conditions and other people’s actions, and the behaviours that individuals have learned due to their beliefs and values. Our attitude can be reflected in how we respond to situations and how we behave. However, organisations and employees can govern our behaviour in ways inconsistent with our ideals and values. As good managers, we must positively change our behaviour to embrace a different culture and behaviours. A person’s attitude is how they display or apply their views and ideas via words and actions (Lombardi et al. 2020). Additionally, the attitude might manifest itself in a good or negative assessment of things, activities, phenomena, or ideas in the working environment. According to Beyer (2019), attitudes are usually the result of a continuous learning process.
Thus, theories such as classical conditioning, instrumental conditioning, and social learning have been used to explain the creation of attitudes. As a person grows older, their perspectives may shift as a result of various experiences. Another intriguing topic is the fact that some people have particular views at different times in their lives. Attitudes can perform instrumental or utilitarian, ego-defensive, value-expressive, or knowledge functions, according to (Pettinger 2007).
[bookmark: _Toc80110315]5. Beliefs, Attitudes and Value Systems and Their Impact on Workplace Behaviour During the COVID 19 Pandemic
[bookmark: _Toc80110316]Attitudes and Beliefs in the Workplace
All employees have opinions on several topics at the workplace. Schunk and Usher (2019) contend that the impact of an employee’s attitude towards their colleagues is a critical factor for consideration. Individuals with a positive attitude can elevate their coworkers’ spirits, while employees with a negative attitude usually bring their colleagues spirits down. Nevertheless, this concept can also influence the opposite direction since attitudes are often more complex than being classified as positive or negative (McKenna 2020; Schunk and Usher 2019). 
[bookmark: _Toc80110317]6. How Beliefs and Attitudes Have an Impact on Behaviour.
McKenna (2020) stresses that whether a person is conscious of the impacts, attitudes can have a positive or harmful impact on their conduct. Attitudes can affect a person’s conduct in either a negative or positive way. There is a possibility that people are not constantly conscious of their attitude or its impact on their conduct. Good attitudes such as friendliness and contentment can positively impact co-workers and the organisation at large. Comparatively, employees who exhibit negative attitudes such as boredom and dissatisfaction act in a manner likely to impact those around them to diminish effectiveness and efficiency in the organisation (Gosling and Burke 2020).
Grant (2016) points out that attitudes can be contagious, influencing the conduct of others around you. Organisations must understand that they can impact a person’s mindset and, as a result, their behaviour. Specific behaviours can be reinforced by a favourable work atmosphere, job satisfaction, a reward system, and a code of conduct. Consistency is one of the most important aspects of changing someone’s behaviour. Fostering activities that affect behaviour isn’t enough; these initiatives must be supported by everyone in the organisation (Grant 2016). It’s also vital to keep in mind that some activities will work better with some folks than others. To have the most impact across the organisation, Alexander (2017) contends that management may want to establish several new behaviour-change tactics that consider the inherent diversity in any group.
[bookmark: _Toc80110318]6.1 Values in the Workplace
Values can influence staff behaviour in the workplace. If an employee appreciates honesty, hard work, and discipline, he will most likely try to demonstrate those characteristics at work. As a result, this person may be a more productive employee and a more favourable role model for others than someone with opposing ideals. However, if an employee discovers that her co-workers do not share her ideals, conflict may occur (Best and Mayerl 2013). An employee who appreciates the hard effort, for example, may detest co-workers who are unproductive or lazy without being penalised. If the employee tries to impose her ideals on her co-workers, extra disputes may arise.
[bookmark: _Toc80110319]6.2 How Values Influence Behavior
According to Hogg and Belavadi (2017), people’s behaviour is influenced by their values because they replicate the behaviour that they value. Positive ideals should be encouraged at work, while negative effects on conduct should be discouraged. Everyone has a moral compass, which is defined by values that guide how they treat others and behave themselves. People who lack strong or ethical principles are more likely to engage in undesirable behaviour that harms the company (Hogg and Belavadi 2017). While a firm cannot control the factors that determine an employee’s values and conduct before hiring, it can influence employee behaviour in the workplace.
[bookmark: _Toc80110320]7. Encouraging or Discouraging Employee Behaviour
Employees can be informed about the organisation’s behaviour considers acceptable and inappropriate through training programs, codes of conduct, and ethical committees. While these attempts are unlikely to influence an employee’s values, they may assist them in deciding not to engage in unethical behaviour in the workplace. Leaders in the fast-food business must stress staff tasks and the organisation’s expectations in terms of ethics and values. Vision and ethics statements can help employees understand what the organisation stands for and why.
As MacDonald et al. (2017), a system of sanctions and incentives can also assist nurture the values that the firm wishes to see in its employees, thereby moulding behaviour. People may opt to change their conduct and, as a result, their values if they observe that activities are rewarded. Furthermore, there is sometimes a disconnect between a person’s values and their actions. A purposeful decision not to pursue a given value with a matching action might cause this chasm. The extent to which this value affects the employee’s character, and the surrounding environment can influence this decision (MacDonald et al. 2017).
Because a specific workplace culture can foster camaraderie and social interdependence, culture significantly impacts how values determine behaviour. Organisations with strong ethos and vision are more likely to conform to the broader organisation’s expectations and ideals. Employees in such a company are encouraged to be passionate and behave positively. Of fact, a company’s culture can have both positive and negative effects. Some sectors are intrinsically competitive, placing a premium on individual superiority over the dominance of others (Mayo et al. 2016). While some may consider such a culture to be objectively harmful, it is subjectively beneficial for the business to implant and cultivates certain beliefs to promote specific behaviours.
[bookmark: _Toc80110321]8. Beliefs, Attitudes and Values Influence on Interpretation
[bookmark: _Toc80110322][bookmark: _Hlk76956937]Taylor’s Scientific Theory
Taylor’s thesis was the first of numerous business motivating theories. Taylor’s thesis is broadly referred to as the “money as a motivator” theory (Paulsen 2019). Taylor’s Scientific Theory seeks to establish the most effective approach to accomplishing tasks. Taylor felt that efficiency was regulated by universal regulations and independent human control or judgment laws. Taylor’s Scientific Theory’s purpose was to find the “one optimal way” to accomplish things as effectively as possible. Workers were merely cogs in Taylor’s enormous industrial machine, to be employed as needed to boost productivity, efficiency, and profits. Taylor emphasised the significance of money as a source of motivation in the job. According to Taylor, workers were primarily driven by money. As a result, the theory is known as the money as a motivator theory (Paulsen 2019; Su 2017).
Taylor’s theory contends that staff are driven only by money, while employers want low labour expenses. Taylor maintained that the two competing variables of increased pay and reduced labour costs are not mutually exclusive. The aim is to get employees to perform more efficiently, which means completing their allocated jobs accurately, consistently (every time), and in the shortest period possible. Taylor’s thesis never articulated why he believed money motivates workers. On the other hand, other experts have chimed in on the topic (Paulsen 2019; Su 2017; Van den Berge and Ramaekers 2014). As majority of McDonald’s workers are youth their focus is to make money, so I believe this theory works perfect at McDonald’s U
[bookmark: _Toc80110323]9.System Theory
[bookmark: _Hlk76966080]System theory is a framework for investigating and describing any collection of elements that operate together to generate a particular result (Dekkers 2017). A single organism, any electromechanical or informational device, a civilisation, or – most importantly here – an organisation, particularly a corporate organisation, may all be studied using systems theory. The systems approach to management, or system theory in business, is founded on the premise that everything is interconnected and interdependent (Dekkers 2017).
Organisational management and planning should be approached differently from systems management. Williams (2020) posits that enterprises, including fast-food chains like McDonald’s in the UK, like the human body, are made up of several fundamental components that function together in harmony for the greater system to function well. The System Theory stresses the significance of interdependence, synergy, and interrelationships among multiple subsystems in the success matrix of organisations (Dekkers 2017). As such, the workforce of McDonald’s UK forms part of the company’s most vital components. Therefore, employee beliefs, values and attitudes play an essential role in the success of operations in McDonald’s, particularly in the pandemic period. In practice, managers must assess trends and events in their organisations to develop the appropriate management strategy. 

[bookmark: _Toc80110324]10. RED Model
The “RED Model,” an organising framework for learning, can be used to organise critical thinking:
[bookmark: _Toc80110325]12.1Recognise Assumptions 
According to Sanders (2011), it’s all too simple to listen to a presentation or comment and think the information delivered is accurate, even where no evidence is offered to support it. Examining and challenging assumptions can help identify faulty thinking or information gaps. We must also investigate assumptions from many perspectives.
[bookmark: _Toc80110326]12.2Evaluate Arguments 
Examining information objectively and adequately, challenging the accuracy of supporting evidence, and analysing how emotion affects the issue is all part of the art of analysing arguments. Common roadblocks tend to favour information that supports an existing point of view or allows emotions to interfere with objective assessment (Sanders 2011).
[bookmark: _Toc80110327]12.3Draw Conclusions 
When making a decision, it’s critical to bring together various data to come to conclusions that logically align with the evidence. People that can do this are careful not to extrapolate beyond the evidence, and they are willing to revise their minds when the data merits it. They are frequently described as having “sound judgment.”
[bookmark: _Toc80110328]11.De Bono’s 6 Thinking Hats Method
According to Kivunja (2015), Edward de Bono used the Six Thinking Hats role-playing technique as a team-based brainstorming and problem-solving technique to investigate problems, arrive at solutions, and unearth ideas and choices that would otherwise be overlooked by decision-makers who think in the same way.
The central notion is that, depending on the decision-makers personality type, most managers think and reason in a particular predetermined way. This suggests that more emotional employees may create thoughts differently from those who are more analytical and vice versa. This model aims to assign team members different, one-dimensional “Thinking Hat” for the period of the brainstorming or problem-solving session (Kivunja 2015). 
The six categories of “Thinking Hats” are White Hat, Red Hat, Black Hat, Yellow Hat, Blue Hat, and Green Hat. These “Thinking Hats” represent (Kivunja 2015):
· White Hat: analytical and objective, with a focus on facts and viability. 
· Red Hat: Emotional thinking, subjective feelings, perception, and opinions.
· Black Hat: sceptical, critical, risk-averse, and problem-solving. 
· Yellow Hat: best-case scenario, optimistic, and speculative. 
· Blue Hat: organised thought, high-level understanding of the situation, and big picture thinking.  
· Green Hat: associative thinking, new ideas, brainstorming, and thinking outside the box. 
Because each member is given a single hat, decision-makers only need to memorise the Hat’s qualities that are given to them. Challenges and possible solutions can be worked on and examined from six diverse angles, leading to comprehensively thought-out conclusions. Six members of the teamwork from their one-dimensional viewpoint.
[bookmark: _Toc80110329]12.Recommendations
 From the discussion above, it is important for businesses, including McDonald’s UK, to channel more resources in understanding employee beliefs, values, and attitudes and how they influence workplace behaviour and decisions. Several recommendations can be made to sharpen your critical thinking skills in the workplace, including:
· To identify preconceptions, using simple questions like “what is taken for granted?” 
· Assessing the quality of various assumptions by identifying and listing the assumptions that underpin each scenario, and then consider if the assumptions are reasonable, for example, the likelihood of assumption to be true in a particular situation and the implications and outcomes of each assumption.
· Keeping an eye out for persuasion strategies. This could be a simple assessment of whether there is an overabundance of emotional appeals in place of logical reasoning in a business argument and whether it forces employees, or the decision-makers involved to decide without allowing themselves to consider other options. 
· Being objective and balanced in the decision-making approach. Decision-makers should seek out straightforward, relevant, trustworthy, and balanced information by actively seeking out strong evidence for and against all arguments, particularly if they favour a particular viewpoint. 
· Make a drawing of it. Decision-makers should use matrices, pictures, hierarchical tree diagrams, and other visual representations to convey verbal information graphically. By converting verbal to visual, they can clarify their thoughts. This will assist in making connections that were previously unnoticed.
· Comparing and contrasting various findings. Decision-makers should create several different conclusions depending on the facts. They should think about who stands to benefit from particular outcomes. As part of this process, the decision-makers, and employees, in general, should make sure to consider the implications and impact of different results.
The proposals mentioned above, if implemented by McDonald’s UK, will have a substantial impact in the following areas:
1.Productivity Enhancement
The primary reason managers and decision-makers should understand management theories is they can help increase productivity. The proposed ideas teach leaders how to maximise the human resources at their disposal. For example, Taylor’s scientific management philosophy recommends that the most excellent method to increase employee productivity was to observe their work processes first and then create policies corresponding to the findings.
2. Making Decisions Easier
The decision-making process is another area where management theories have proven to be effective. 
3. Encouraging Employee Involvement
Management theories were established to promote interpersonal interactions in the workplace. For example, the human relations approach has aided in creating a collaborative working atmosphere in many organisations by giving employees more decision-making authority.




[bookmark: _Toc80110330]13.Conclusions
The following conclusions are drawn in general based on the above analysis. First, the pandemic has had a significant impact on economies, with large economic losses occurring from the specific vulnerability of fast-food enterprises. Second, such vulnerabilities are caused by a slowing of globalisation, lockdowns, a decrease in customer and consumer confidence in economic prospects, and bad sentiments among them, among other things. Several viable solutions and innovations have been suggested based on the information gathered during the pandemic period, including investing in employee training and development programs on how to address the adverse effects of the pandemic on the day-to-day operations of the business. Additionally, businesses including McDonald’s have invested in providing an online meal ordering service, enforcing sanitary management techniques, and managing restaurant operational costs. However, since the impact of the Covid-19 epidemic on businesses around the world varies significantly, more research of the fast-food sector in specific markets is required to have a broader understanding of the economic performance during the pandemic.
Work values are a person’s own beliefs about what should be expected from work and how they should act. Personal values are classified into two groups. End-states or life goals include feelings of accomplishment, happiness, joy, salvation, and wisdom. These values, also known as terminal values, represent the things we aim to acquire or accomplish in our life. Instrumental values are the alternative behaviour or ways by which we reach our terminal values or intended outcomes. Ambition, honesty, independence, love, and obedience are examples of these values. These value conflicts affect individuals’ attitudes, job happiness, turnover, and performance at work. Interpersonal conflict occurs when a person’s instrumental and terminal values drive them in opposite directions, resulting in inner conflicts and stress. Conflicts like these are stressful. Employees are less pleased and worried at work when their values clash with their superiors, and such conflicts can severely impact their careers. 
Companies make a concerted effort to incorporate particular ideals into their company culture. When the organisation’s values intersect with the personal values of employees, conflicts can arise. According to research, these are linked to commitment, job satisfaction and outcome, commitment, performance, career success, stress, and turnover intentions. People’s present feelings, ideas, and opinions about how to behave towards their professions and organisations are referred to as work attitudes. Work attitudes do not survive as long as values because people’s perceptions of their employment and organisations change over time. These changes could result from a shift in work conditions or the acceptance or rejection of a promotion. While values are global ideas that influence behaviour in all situations, attitudes are a learned predisposition to behave in a consistently favourable or unfavourable manner to specific objects, processes, or situations. 
Because work values are more solid and long-lasting, they can have a significant impact on work attitudes and, as a result, employee job satisfaction. To minimise any work-related problems, employees’ interpersonal, intra-personal, and individual organisation values must all be aligned for them to be content with their jobs. Attitudes toward work are not as long-lasting values, and hence can be influenced by higher salary, promotion, or a change of job. Organisations can improve staff job satisfaction by aligning personnel values with those of the organisation and addressing staff attitude issues. 
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