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Abstract
This study investigates how McDonald’s digital marketing strategies—including its mobile application, website ordering system, self-service kiosks and loyalty programmes—influence customer experience, satisfaction and loyalty. The research responds to the growing importance of digital interaction within the fast-food sector and examines how functional and value-based features shape customer behaviour. A quantitative research design was adopted using a structured online survey completed by sixty digitally active McDonald’s customers. Data collection focused on demographic characteristics, digital usage patterns, ease of navigation, speed and convenience, personalisation, technical issues, promotional influence and perceived loyalty connection. Descriptive statistics and Pearson correlation analysis were used to analyse the data.
The findings show that McDonald’s digital platforms perform strongly in terms of usability and efficiency, with speed and convenience receiving the highest satisfaction ratings. Personalisation was moderately rated, indicating potential for improvement in delivering more relevant tailored offers. Technical issues were infrequent, supporting the reliability of the digital systems. Promotions emerged as the most influential factor, showing the strongest correlation with customer loyalty, followed by personalisation. Ease of navigation and speed contributed positively to customer satisfaction but showed weaker direct relationships with loyalty.
The study concludes that McDonald’s digital strategy effectively builds transactional loyalty through promotions and value-driven incentives but requires stronger emotional engagement to deepen long-term loyalty. Recommendations include enhancing personalisation through advanced analytics, diversifying loyalty rewards, improving feedback mechanisms, strengthening emotional branding and developing a seamless omnichannel digital experience. These insights contribute to both academic understanding and practical improvement of digital customer experience in the fast-food industry.
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[bookmark: _Toc220629640]1.1 Background and Context
Digital marketing has become one of the most powerful divisions of contemporary business to transform the manner in which businesses are able to fight, interact with, and keep clients. It involves the combination of online platforms like mobile applications, websites, social media, and online advertisements to develop meaningful real-time interaction with consumers. Digital marketing in the fast-food sector is especially important since the demands of customers are currently changing to be more convenient, faster, and personalised services. This change has been rolled out at an alarming rate due to the COVID-19 pandemic, where millions of customers are being driven to buy the digital ordering and contactless service models by physical distancing. Consequently, fast food brands have gradually resorted to digital platforms as a move toward improvement of customer experience, streamlining of operations, and keeping pace with the constantly changing market (Helal, 2023). McDonald's has been one of the digital pioneers in the world. In recent years, the company has invested much in technologies such as self-service kiosks, mobile ordering, loyalty programmes, automated drive-thru systems, and integrated delivery platforms. It is a unified digital environment called the “Digitising the Arches” programme that links customers with an experience connecting online ordering with the in-store pickup or even delivery (McDonald's Corporation, 2025). The mobile application of McDonald's has played a pivotal role in this change, as it allows customers to do personalised orders, get exclusive offers, receive loyalty points, and easily monitor their purchases. The Mobile Order & Pay system, proposed by McDonald's (2025), should result in the customer journey being quicker, more personalised, and more intuitive. Online technology has also been used as a tool to establish stronger ties with customers. Research indicates that mobile apps enhance repeat purchases and customer satisfaction due to their convenience and personalisation, and promote value (Li et al., 2024). Correspondingly, social media campaigns help McDonald's to directly interact with customers by providing interactive content, working with influential personalities, and culturally appropriate messages (Singh et al., 2024). These channels increase brand awareness, change the perception of customers, and generate emotional values that are beyond conventional advertising. Digital platforms are proving to be important characteristics of customer contact and brand loyalty in digital markets that are now developing rapidly (such as India, Colombia, and parts of Asia) (Grillo Torres and Vega, 2024; Fatorachian et al., 2025). Digitalisation, however, has its own challenges. Digital tools are not as simple and credible to all customers, particularly those who have low technological literacy or do not have access to the internet in large quantities. System errors, application glitches, or slow response times are experienced by some of the users, negatively impacting their satisfaction. The concern over privacy, data security, and digital fatigue also affects the loyalty and acceptance of customers in a competent digital environment that is progressively competitive (Khatri et al., 2025). Considering such dynamics, customer experience has emerged as a key performance indicator of digital marketing. The contemporary consumer will not only want to experience functional efficiency but also pleasant, stress/stress-free, and personalised interactions with the digital touchpoints. Since McDonald's is one of the biggest and most technologically developed fast food chains, studying its online customer experience would be meaningful in understanding the role of digital marketing approach in shaping consumer attitudes, satisfaction, and loyalty. This research is hence based on the setting, wherein digital marketing is not a choice any longer but a necessity in maintaining the competitive advantage in the fast food market.
[bookmark: _Toc220629641]1.2 Problem Statement
Regardless of the extensive use of the digital platform at McDonald's, the results of customer satisfaction are uneven and not well comprehended. Even though a few research findings prove the advantages of digitalisation in efficiency of operations, customer engagement, and convenience of services delivered, few understand how their customers actually feel about these digital technologies in emotional and experiential aspects (Helal, 2023). Other clients are also happy with customised deals and streamlined order processes, whereas others complain about technical problems or the inability to use the site (Li et al., 2024). This discrepancy indicates a disconnect in digital service design/customer experience in reality.
The current literature tends to involve the technological effectiveness of digital tools or the marketing effectiveness of these tools, but not the overall customer experience. As an illustration, one of them analyses the adoption behaviour of mobile apps or how loyalty programmes work, whereas another works on the social media engagement aspect on its own (Singh et al., 2024). Few studies combine such dimensions to know the role of digital marketing in satisfying customers in a holistic way in emotional, behavioural, and cognitive sense. Also, most of the literature on the digital experience of McDonald's has focused on a particular geographical area, i.e., of one city (i.e., Mumbai or Korea), or a particular Asian market, thereby making it less generalisable to general customer groups (Khatri et al., 2025; Li et al., 2024).
Additionally, the level of customer expectations keeps changing at an alarming rate due to the digitalization of technologies. Consumers are demanding convenient application performances, one-on-one interactions, and prompt communication on the digital platform more consistently. When they are not met, as a result of a bad design of the apps, slow interfaces, or the absence of offers, the level of satisfaction reduces. Accessibility and inclusion are another knowledge gap in research since not all customers have equal digital competency levels and access to steady internet access. These impairments lead to differences in the digital experiences, which are not adequately covered by existing studies.
With that in mind, it is necessary to conduct a systematic analysis of the digital marketing policies adopted by McDonald's to see their impact on customer satisfaction and loyalty. It would be feasible to recognise what is working and what is frustrating customers, and where it can be improved in order to have an overall improvement in terms of the digital customer experience. The proposed research will help address this gap in knowledge by analysing the experience and impressions of customers regarding McDonald's online platforms.
[bookmark: _Toc220629642]1.3 Research Aim and Objectives
Research Aim:
To evaluate the influence of digital marketing strategies on customer experience in McDonald’s, focusing on satisfaction, engagement, and loyalty through digital platforms such as mobile apps, websites, and social media.
Research Objectives:
· To analyse digital marketing strategies currently used by McDonald’s across its digital platforms.
· To examine challenges McDonald’s faces in implementing and maintaining effective digital strategies.
· To evaluate how digital tools affect customer satisfaction, loyalty, and overall service perception.
[bookmark: _Toc220629643]1.4 Research Questions
· What digital marketing strategies are currently used by McDonald’s to engage its customers?
· What challenges are encountered when implementing digital marketing strategies at McDonald’s?
· How do digital tools influence customer satisfaction and long-term brand loyalty at McDonald’s?
[bookmark: _Toc220629644]1.5 Rationale and Significance
The study has a number of academic, managerial, and societal implications. Academically, the research adds to the existing literature on the study of the connection between digital marketing and consumer experience within the fast food sector. Although some studies have been conducted to determine the adoption of mobile apps, perceived value, and social media usage, there are gaps in the literature that relate these digital initiatives to any result of customer satisfaction and loyalty in a detailed sense. This research contributes to the current literature and the growth of the literature in the discussion of the additional complexity of digital customer behaviour by concentrating on McDonald's as one of the most digitally sophisticated companies in the fast food industry (Li et al., 2024; Helal, 2023).
At the managerial level, the results have managerial implications for McDonald's and other related fast food organisations that aim to perfect their digital strategies. Investment in digital marketing is huge, and managers should be able to make sure that such tools bring substantial returns in the form of customer satisfaction, retention, and higher loyalty. The present research can assist companies in determining the digital characteristics that are most valued by customers, including personalised rewards, user-friendly interfaces, and stable app operation, and where enhancements are necessary. Knowing the customer pain points can also inform future improvements to mobile applications, loyalty programmes, and online ordering applications (Khatri et al., 2025). Moreover, the findings of this study can be used to conduct more successful and effective digital campaigns, improve customer segmentation, and more efficiently communicate messages in the digital setting.
The importance of the study to society is that it will facilitate digital inclusion and accessibility. Digital transformation is not equally beneficial to all customers. The rapid transition towards digital services might be more of a challenge to elderly people, all people with disabilities, or customers of limited digital literacy. Recognising these barriers can motivate firms to develop more inclusive systems that offer equal access to digital services to all people, despite their age, background, or even their technological capability. This is especially true in the context of international companies such as McDonald's, which cater to another customer segment in various regions and socio-economic status (Fatorachian et al., 2025).
It is a critical timeline to research the digital customer experience since the digital adoption is growing rapidly, and the expectations of the customers change faster than ever. With the fast food industry being transformed by digital technologies, organisations will have to keep up or may find themselves irrelevant. The work will offer effective advice to enable it to enhance contact with customers, boost loyalty, and offer valuable long-term competitive power to McDonald's and other companies.
[bookmark: _Toc220629645]1.6 Scope and Limitations
The areas of interest of this study are specific to the digital platforms of McDonald namely the mobile applications, websites, self-service kiosks, online deliveries integration, and social media platforms. The research considers customer experience as one of the relationships with these tools to discuss the perceptions of convenience, usability, personalisation, and satisfaction. The study focuses on the customer-facing digitised systems as opposed to the internal operations, data analytics solutions, or technological back end of McDonald's. The potential participants are those who have been actively using the digital platforms of McDonald's because they can offer personal information concerning the digital usability, engagement, and satisfaction. This will make sure that the findings are based on the actual user experiences and are not based on assumptions or second interpretations.
Nonetheless, there were a number of constraints anticipated. First, because time limits are present in data collection, it could limit the depth of analysis to restrict the sample size and diversity of the participants. The sample size can be too small or even non-representative to be representative of all customers' viewpoints in various regions. Second, confidentiality may restrict access to within-company information like electronic performance measures or exclusive customer knowledge. Consequently, the research majorly depends on published information and publicly available customer information. There are chances where self-reported data contain biases, including having overly positive or socially desirable responses that may affect the validity of the results. Also, technical constraints, including app malfunctions, bad internet connections, or other differences between devices, can influence their customer experiences and affect survey responses. There is also a possibility of some participants getting digital features and recollection of experiences being misinterpreted, which leads to different reports of satisfaction.
Nevertheless, the research attempts to present a well-rounded analysis of the digital customer experience of McDonald's despite its constraints. With the considerations of the limitations and well thinking on how to formulating the study, the results are expected to be effective and provide beneficial information concerning the digital transformation of customer service within the fast-food setting.
[bookmark: _Toc220629646]1.7 Structure of the Dissertation 
	Chapter
	Title
	Description

	Chapter 1
	Introduction
	Outlines the background, context, problem statement, research aim, objectives, questions, rationale, scope, and limitations of the study.

	Chapter 2
	Literature Review
	Critically examines existing academic studies and theoretical frameworks on digital marketing, customer experience, and the fast-food industry.

	Chapter 3
	Research Methodology
	Explains the research design, including the philosophy, approach, method, sampling, data collection techniques, and ethical considerations.

	Chapter 4
	Data Analysis
	Presents the findings from primary and/or secondary data, structured according to themes or patterns emerging from customer feedback.

	Chapter 5
	Discussion
	Interprets the analysed data in light of the literature, explores the implications of findings, and links them back to the research questions.

	Chapter 6
	Conclusion
	Summarises the research outcomes, reflects on the research limitations, and provides recommendations for business practice and future studies.


Table 1: Structure of the Dissertation 
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This chapter conducts a review of academic and practitioner-based literature on digital marketing, customer experience, and customer loyalty to develop a conceptual framework to analyse the digital strategies of fast-food companies. It is concerned with how digital capabilities can influence customer experience, perceived value, and long-term relationships, including mobile applications, websites, social media, and omni-channel systems (Nuseir et al., 2023). The literature is reviewed on digital transformation, customer engagement, service quality, and technology adoption to understand what is known and what is desired to be known.
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The most general definition of digital marketing is the utilisation of digital technologies and platforms to generate, attract, and provide worth to customers and administer the relationships in a way that considers organisational goals (Nuseir et al., 2023). In contrast to conventional marketing, which is highly dependent on one-way mass communication, digital marketing is interactive, data-rich, and provides real-time feedback (Pascalau et al., 2024). According to Oumaima and Lamari (2024), digital channels allow firms to shift their focus on campaigns towards the continuous interaction of a personalised and situation-sensitive type of communication.
Digital marketing has developed in line with the technological and connectivity breakthroughs. Initial attempts to concentrate on the book websites and simple emailing campaigns followed by increasing them to search marketing, social media, and mobile apps (Lim and Rasul, 2022). Over the last few years, content marketing, marketing automation, and omni-channelling have been in the limelight, where several customer points of contact are synchronised to provide a smooth customer experience (Gao and Fan, 2021). Bertrand (2024) states that digital transformation is not the use of new equipment but a reorganisation of business models, processes, and interfaces, especially in businesses where experience and service are core. A digital marketing orientation, in that regard, is an organisational way of thinking, a systematic approach to the integration of digital technologies into the organisation and its strategy, culture, and performance management (Pascalau et al., 2024).
[bookmark: _Toc220629651]2.2.2 Key Digital Marketing Channels and Tools
The literature recognises the portfolio of digital channels and the different implications of each channel with regard to customer engagement and experience. The corporate websites and microsites are central informational and transactional resources, offering product information, brand stories, and, frequently, e-commerce facilities (Nuseir et al., 2023). Mobile apps can bring these capabilities into the realms of always-on settings, where the explicit features of location-based offers, push notifications, and built-in payment are embedded (Palau-Saumell et al., 2019). It is demonstrated by Lee et al. (2022) that the perceived usefulness and ease of use of such apps are the crucial factors that influence the adoption of food-related services.
The social media platforms facilitate content marketing, storytelling, and two-way communication, which pave the way to customer interaction, co-creation, and advocacy (Lim and Rasul, 2022). Tan, Tee, and Ahmad (2024) reveal that properly made online content can help draw interest to online shopping to a great extent, and this approach may be applicable to the service industry as well. Search and display advertising will offer selective visibility on the basis of behavioural information and contextual tips, whereas email and notifications published in-app will help to cultivate relations and initiate repeat sales (Nuseir et al., 2023). According to Safitri and Komaryatin (2025), the presence of the tools will be best when they provoke interaction and bonding, but not just exposure.
Nonetheless, perceived relevance, timing, and added value determine the effectiveness of every channel. Oumaima and Lamari (2024) warn of losing customer experience and trust in intrusive or insensitively targeted messages (such as technically personalised messages). The same applies to Tan, Tee, and Ahmad (2024), who conclude that irrelevant content or over-promoting content kills engagement. Such results underscore the importance of cautiously designing digital messages, taking into consideration customer tastes and interests.
[bookmark: _Toc220629652]2.2.3 Strategic Role of Digital Marketing in Service Organisations
Digital marketing is being considered as a strategic resource to service organisations and not as a tactical communication tool. According to Safitri and Komaryatin (2025), digital marketing has the potential to promote the performance of marketing since it influences customer responsiveness and relationship marketing, meaning that adoption is not an isolated objective of digital activities, as it influences retention and loyalty. According to Pascalau et al. (2024), a robust digital marketing orientation is known to result in better business performance because the relevant companies utilise data and analytics to differentiate offerings, streamline processes, and resource distribution to optimally achieve their objectives.
Digital tools are favouring value creation by providing the opportunity of personalisation, interactivity, and immediacy. Gao and Fan (2021) show that consistency via digital channels has an effect on the success of services in omni-channel settings, indicating that conjoined digital measures can lead to improved perceived quality and satisfaction. Individuality is in particular critical: Oumaima and Lamari (2024) hold that individualised experiences enhance the perceived relevance and relationship proximity, but they also raise expectations of privacy and control. Khalid, Yildiz, and Deveci (2024) further explain that trust within omni-channel environments is based on a consistent message and openness in practices during touchpoints.
Digital marketing tools in a fast-food and quick service environment, where speed, convenience, and consistency are core to operations, are frequently involved in a direct operational capacity. The waiting time is shortened with the help of mobile ordering, self-service kiosks, and app-based loyalty programs that make the ordering process more precise and offer rewards to regular customers (Palau-Saumell et al., 2019). Arli, van Esch, and Weaven (2024) demonstrate that the quality of service in online food delivery (especially responsiveness and reliability) affects consumer satisfaction and future use strongly, and the digital marketing and service operation should closely coordinate with digital marketing.
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Customer experience has become one of the focal constructs of marketing and service research. According to Lemon and Verhoef (2016), customer experience refers to the overall perception of the customer of his/her relationships with a company throughout the journey, with the understanding that such interactions are direct and indirect. It is an outlook that extends beyond the scope of individual transactions and considers cognitive evaluations, emotional reactions, sensory impressions, and behavioural reactions (Zha, Marvi, and Foroudi, 2023).
Customer experience is not as narrow as customer satisfaction, which is normally constructed as a post-consumption evaluation of the expectation and perceived performance (Nunkoo et al., 2020). It is also extended as compared to service quality, which is more performance-oriented, with reliability and responsiveness being the main performance attributes. Wagh and Shahare (2024) maintain that although service quality and satisfaction are also significant, Customer Experience presents a more multi-dimensional perspective that will help in the understanding of how customers perceive the overall relationship with a firm.
In the digital environments, Zha, Marvi, and Foroudi (2023) suggest a multimodal perspective of customer experience, which involves the combination of physical, digital, and social interactions. Gronholdt (2019) also focuses on the new topic of customer service excellence, which is digital customer experience, indicating that digital touchpoints are creating the perception of the customer experience more quickly, even in situations when ultimate delivery is physical. This means companies need to deal with the quality of every contact, as well as the coherence and meaning customers get out of travelling across more than two devices, more than two platforms, and contexts.
[bookmark: _Toc220629655]2.3.2 The Digital Customer Journey and Touchpoints
The Lemon and Verhoff (2016) conceptualisation of the customer journey is based on the concept of occurring in pre-purchase, purchase, and post-purchase stages, each of which is filled with brand-owned and partner-owned, and external touchpoints. In online contexts, pre-purchase deals with search results, display advertisements, and social media content, purchase deals with interactions on websites, mobile applications, and in-store technologies, and post-purchase deals with post-purchase e-mail, app notifications, feedback, and online community.
Its Omnichannel research has shown that uniformity and integration among these touchpoints are critical to service success. Gao and Fan (2021) demonstrate that anomalies between channels, including contradictory information or incomplete processes, lower the perceived quality of the service and the desired results. Khalid, Yildiz, and Deveci (2024) discovered that the personal beliefs about coherence and fairness of digital and physical channel experiences are highly correlated with omni-channel satisfaction. They indicate that the channels to form the basis of smooth transition are an important determinant of satisfaction.
This focus on orchestration is reflected in digital transformation studies. Bertrand (2024) provides the view that the role that digital initiatives play in customer experience requires less consideration of individual tools, but rather how they are combined into an understandable service architecture. In the case of quick service restaurants, this means that the mobile ordering, kiosk interfaces, counter service, and delivery platforms should be aligned as far as information, pricing, promotions, and standards of service are concerned. The result is that even the sophisticated digital characteristics can still not enhance the customer journey in case this alignment is lacking.
[bookmark: _Toc220629656]2.3.3 Dimensions of Digital Customer Experience
Even though the literature does not unanimously compare two or more sets of customer experience dimensions, various recurrent themes emerge (Wagh and Shahare, 2024). The dimensions such as usability and ease of use, usefulness and convenience, personalisation, relevance, trust and privacy, and experiential experiences are listed as common (Lemon and Verhoef, 2016).
The term usability is used to refer to the ability to guide oneself. It means an easy structure of information and the responsiveness of the interfaces. Bad usability also leads to cognitive load, fallacies, and disuse (Palau-Saumell et al., 2019). In accordance with the notion that usability is a fundamental precondition of the desirable digital experience, Lee et al. (2022) demonstrate that intention to adopt food delivery apps is strongly related to the ease of use.
He or she identifies usefulness and convenience to determine how digital tools save time, decrease the effort, and maximise efficiency. Research on restaurant and food delivery apps is incessantly uncovering the role of perceived usefulness as a determinant, as well as a determinant of adoption and discontinuation (Palau-Saumell et al., 2019; Arli, van Esch, and Weaven, 2024). Relevance and personalisation are associated with customised content, personal offerings, and recommendations based on customer information. The authors mentioned that personalisation might positively affect the perceived value and relationship quality (Oumaima and Lamari, 2024), however, at the same time, they discover that intrusive personalisation strategies are so obviously counter-productive that they may affect the trust (Oumaima and Lamari, 2024). Bertrand (2024) also notes that customers appreciate the personalised luxury experiences, still considering that they are sensitive with regard to the way their data is gathered and utilised.
The most repeated issue in the digital customer experience research is trust, privacy, and security. The customers want safe operations and open practices in data processing; perceived violations or dubious algorithms may harm the trust and decrease activity (Khalid, Yildiz, and Deveci, 2024). Lastly, engagement and enjoyment, which may be provoked by rich media content, gamification, and social communication, can be helpful to encourage greater involvement and advocacy, in particular, in social media (Lim and Rasul, 2022; Tan, Tee, and Ahmad, 2024). Regarding the argument that firms should consider digital experience as the cohesion of functional effectiveness and emotional touch, Gronholdt (2019) states that both instrumental and experiential aspects are pillars of satisfaction and loyalty.
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The world of fast food and QSR is highly competitive with the red lines of profitability and high-volume-based purchases. In this category, the publications always outline convenience, price, taste, and brand familiarity as the fundamental factors of decision-making (Islam, Rahman, and Hossain, 2020). Many markets encourage the use of fast-food brands as everyday low involvement products, which implies that consumers seldom engage in complicated information search processes, instead, basing their decision on their habits and brand recognition (Pabbi, 2019).
The studies of loyalty in QSRs reveal that the quality of services, value-price, cleanliness, speed, and staff behaviour are critical antecedents of loyalty, but the extent of their relevancy varies depending on the situation (Shetty, 2018; Auapinyakul, 2022). To illustrate, loyalty in the fast-food restaurant in Bangladesh is based on a combination of food quality, ambience, service, and brand image, which emphasises that the low-priced format also competes not only with prices but also considering other factors (Islam, Rahman, and Hossain, 2020). The same trends are observed in other areas where repeat patronage and advocacy are determined by satisfaction, trust, and perceived fairness of the prices (Djayapranata, 2022; Samboro et al., 2022).
Recent efforts indicate that innovation and customer involvement are becoming increasingly relevant in the differentiation of the offerings in the restaurant industry. The study of Pandey, Kumar, and Mishra (2025) demonstrates that the desire to pay higher prices is more likely to occur when there are new forms and possibilities for customers to co-create experiences, and this implies that the value in QSRs is not simply cost-based. Simultaneously, Ali-Alsaadi (2025) contends that loyalty in the fast-food context is not only a matter of utilitarian gains (speed, convenience) but also a matter of relationship or emotional connection as a result of repeated interactions. Collectively, these studies paint a picture of a sector where companies have to keep on advancing the customer experience to remain loyal in an already saturated market.
[bookmark: _Toc220629659]2.4.2 Digital Transformation in Fast-Food
The digital transformation has transformed the process of ordering, payment, and delivery by QSRs. Mobile ordering and payment have been implemented by many brands to cut waiting time, enhance the precision of the orders, and offer personalisation (Dsouza, George, and Rehman, 2025). Large chains now use self-service kiosks, which allow customers to view visual menus, customise their orders, and pay without communicating with the staff (San Pablo, Dela Cruz, and Villanueva, 2023). Third-party integrations and apps developed in-house have also reinvented delivery, expanding the reach and allowing time- and location-based promotions (Candra, 2023).
According to omni-channel studies, the coordination of technologies in stores with online ordering and delivery is the key to achieving success in service. Gao and Fan (2021) demonstrate that channel discrepancy weakens the customer experience and service delivery, whereas smoothly well-integrated systems of the omni-channel improve convenience and satisfaction. Khalid, Yildiz, and Deveci (2024) discovered that the smooth integration of digital and physical touchpoints is highly correlated with the perceived omnichannel satisfaction, which explains the necessity of the consistent digital architecture of QSRs.
QSR brands are encouraged to perceive digital presence as a holistic capability at the strategic level. Daradkeh et al. (2023) believe that maximising customer value in fast-food restaurants depends on improving the digital presence of websites, apps, and social media. Ali-Alsaadi et al. (2023) demonstrate in the UAE that the desire to eat fast food can be influenced by content created by firms, including those that focus on the image and offers of tasty food, although this has some negative effects on health. According to the research carried out on mobile food delivery, design and reliability of the app, as well as ease of ordering, are the most important factors to identify satisfaction, which means that the digital transformation should be supported by a strong operational base (Nawang et al., 2023; Sinha, Singh, and Bansal, 2022).
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The digital marketing strategies implemented by OSRs are being applied to influence customer experience and customer loyalty in the various touchpoints. Social media campaigns and content marketing will be the hub since they are the ones that facilitate interaction, promotion, and speedy feedback. Audiences Using real-time replies, humour, and promotion content, QSR brands are able to evoke the interaction and promotion of their brands on Twitter and other social platforms (Sashi, Brynildsen and Bilgihan, 2019). Nonetheless, OSRs are now integrating social media along with platform-based strategies that have direct effects on ordering behaviour, satisfaction, and intentions to repurchase.
One of them is personalisation, when the apps and web platforms customise the menus, recommendations, and offers according to the customer preferences and previous orders. Other types of personalisation are custom bundles, favourites and targeted messages that make the search process less strainful and the intended relevance to the ordering process more enjoyable. Also based on promotion tactics are OSRs which include time-based discounts, free shipping setpoints and push-notification promotions which encourage conversion on peak and off-peak periods. Along with that, rewards and loyalty ecosystems are broadly applied by using the points system, levels, and deals unique to the app to reinforce returns purchases and enhance brand allegiance. The strategies are optimally effective in the case when the online experience is easy and reactive, since customers appreciate prompt reaction and nimble adjustment to the trends and anticipations of social media (Wahyuni, 2025).
Lastly, operational capability is critical in determining the success of these digital strategies since, with the help of promotions and rewards, one can attract more demand and generate service pressure. In the event of poor speed and fulfilment, customer experience and loyalty will plummet despite the presence of a good digital marketing system, which implies that digital strategies should be in line with the capacity of operations to deliver (Nawang et al., 2023; Sinha, Singh and Bansal, 2022).
[bookmark: _Toc220629661]2.5 Influence of Digital Marketing Tools on Customer Experience, Satisfaction, and Loyalty
[bookmark: _Toc220629662]2.6.1 Mobile Apps and Customer Experience
Digital strategies within QSRs are mainly linked to mobile applications since they have the capability of focusing on ordering, payment, promotions, and loyalty functions. The studies of restaurant and food delivery apps show that convenience, ease of use, and functional reliability are the factors of the initial satisfaction and further use (Palau-Saumell et al., 2019; Lee et al., 2022). Nawang et al. (2023) demonstrate that the level of usability of an interface, the precision of orders, and the time of delivery are the key factors that influence the satisfaction with mobile food delivery apps, and that the background logistics and the way a front-end looks are the determinants of the overall experience.
Personalisation is also important in customer engagement and perceived value. According to Oumaima and Lamari (2024), personalised offers and personalised communication can improve online customer experience and uphold a relationship, yet only in cases when customers feel that they have some clear benefits and sufficient privacy protection. Applying to online food platforms, Sinha, Singh, and Bansal (2022) discover that the predictive effects of perceived value and trust, and satisfaction coincide to predict loyalty to suggest that apps cannot be that useful. A similar case was observed by Dsouza, George, and Rehman (2025), who note that convenience, quality of services, and promotional advantages affect satisfaction of students regarding online food delivery services, implying that the app should allow balancing convenience with good promotional incentives.
Digital marketing orientation and app-based engagement can enhance the business performance as far as the performance is concerned. Pascalau et al. (2024) demonstrate that a high level of the digital marketing orientation of firms has a beneficial impact on performance, and Safitri and Komaryatin (2025) outline customer engagement and relationship marketing as the mediators of the digital initiatives concerning the marketing performance. In the case of McDonald's, research like Khatri et al. (2025) indicates that the use of mobile apps in the restaurant, including order-ahead, personalised menus, and offers unique to app users, positively influences the satisfaction; the question of whether all of this can turn into loyalty among customers is still an unanswered one.
[bookmark: _Toc220629663]2.5.2 Self-Service Kiosks and In-Store Digital Interfaces
The kiosks and digital menu display are ways of redefining the experience inside the store since the power over the ordering process is controlled by the client. San Pablo, Dela Cruz, and Villanueva (2023) discovered that the general perception of customers towards self-ordering kiosks is favourable in fast-food locations, especially how convenient, fast, and easy to read the menus. Customers enjoy the luxury of taking their time to shop and being free from being pressured to make a decision. Nevertheless, the same research has some reservations regarding the technical malfunctions, the hygiene, and discomfort in less digitally confident users.
These results can be echoed by cross-channel studies suggesting digital in-store interfaces have to be seamlessly embedded into channels or there will be no consistency to the levels of service delivery (Gao and Fan, 2021). Khalid, Yildiz, and Deveci (2024) underscore the idea of the omni-channel satisfaction being correlated with the provision of consistent digital and physical touchpoints information, quality of price, and service. Similarly, Gronholdt (2019) also mentions customer experience in the digital context as one of the central topics of customer service excellence and emphasises that companies need to create user-friendly and intuitive digital spaces to support human service.
Perceptions of modernity and brand positioning by kiosks do happen in fast-food settings as well. As it is demonstrated by Islam, Rahman, and Hossain (2020), tangible factors (including ambience, the physical environment, etc.) are a source of loyalty in fast-food restaurants in Bangladesh; kiosks and digital displays can therefore correlate with innovation and quality when properly applied. However, when kiosks go wrong or cause bottlenecks, they can undermine satisfaction and strengthen their image of complexity, particularly with older customers or less digitally literate ones.
[bookmark: _Toc220629664]2.5.3 Social Media, Engagement, and Brand Perception
QSR brands have an opportunity to influence the brand image and build engagement and advocacy through social media, which is a strong space where brands are formed. As Sashi, Brynildsen and Bilgihan (2019) reveal, QSR brands engage and create advocacy among customers by responding to customers promptly, with humour and promotional campaigns via Twitter. They indicate that two-way interaction, which is interactive, is more effective in strengthening relationships compared to one-directional advertising. The review by Lim and Rasul (2022) of the larger customer engagement literature states that engagement on social media touches upon cognitive, emotional, and behavioural aspects, each of which may build up or destroy relationships over time.
Social media agility, i.e., the speed of response by refining content and tone, seems to be an important requirement in the restaurant industry. Wahyuni (2025) also concludes that social media agility is a beneficial factor of engagement and advocacy, which means that slow or no response can be harmful. The importance of digital content marketing also cannot be overlooked; Tan, Tee, and Ahmad (2024) demonstrate that appealing and topical content in an online fashion store enhances customer interaction, and the same can be applied to QSR brands that attract people by using images and humour and using culturally topical and relevant content.
Content produced by firms may have a direct impact on the consumption patterns. Applying to the context of the UAE, Ali-Alsaadi et al. (2023) reveal that digital marketing messages of fast-food companies influence the consumption of adults, especially when promotions, convenience, and taste are the focal points of the messages. Although this ascertains the persuasive nature of digital campaigns, there is also an ethical issue of health effects. The role of owned digital media in advocacy is also seen to increase further since Irawan et al. (2025) reveal that the use of owned digital channels in QSRs can increase brand advocacy, particularly when it is paired with a regular offline experience.
[bookmark: _Toc220629665]2.5.4 Loyalty Programmes and Digital Rewards
Customers are heavily motivated to purchase loyalty programmes and digital reward systems to expand repeat business and gather information about their customers. Studies in both restaurants and online food delivery indicate that satisfaction and perceived value, and trust are strong antecedents of loyalty, and no evidence that loyalty integrates the positive experience with a loyalty programme (Auapinyakul, 2022; Shetty, 2018). The authors cite food quality, service quality, and perceived value as major causes of loyalty in the fast-food industry (Pabbi, 2019), meaning that rewards are most effective when the core elements of service are robust.
There are a few studies that study the role of forming loyalty within the world of fast food and such. Djayapranata (2022) discovers that satisfaction, perceived value, and brand image have a joint impact on creating loyalty to fast-food restaurants. Similar trends observed by Islam, Rahman, and Hossain (2020) in Bangladesh indicate that satisfaction mediates the role of service attributes and loyalty in Bangladesh. Samboro et al. (2022) contribute to the idea that trust and a feeling of fairness when buying fast food also enhance the intention to be loyal. These findings are consistent with the general research on the Internet properties: Sinha, Singh, and Bansal (2022) state that satisfaction and trust play a crucial role in online food service loyalty.
The engagement and advocacy can also be facilitated through digital rewards. Furinto et al. (2022) demonstrate that customer experience and relationship are predetermined by digital customer experience and relate to loyalty in food delivery applications, which means that rewards as an element of positive digital customer experience may increase loyalty. Ali-Alsaadi (2025) highlights the fact that loyalty in fast-food restaurants is not only a behavioural but also an attitudinal aspect, in which emotional attachment to the brand and identification with the brand are important factors in addition to repeat purchase behaviour. The risk, in turn, is that the excessive reliance on discounts leads to the so-called promotion loyalty, which is also reflected in the research on promoting the attraction of deal proneness and price-sensitivity in the app-based clientele (Flacandji and Vlad, 2022). In the case of McDonald's, this is a conflict, where tech-based riot and reward can be used to generate traffic, but loyalty, which is built on the positive digital and store experiences, should be the ultimate goal.
This review examined empirical studies on the influence of digital marketing tools on customer experience, satisfaction, and loyalty in the quick service restaurant sector. The literature covered mobile applications, self‑service kiosks, social media engagement, and digital loyalty programmes, with several studies focusing on McDonald’s and comparable global QSR brands. Most studies adopted quantitative survey designs or mixed‑method approaches, analysing customer perceptions of usability, convenience, trust, and value. Key findings indicate that mobile apps and kiosks enhance convenience and efficiency, social media strengthens engagement and brand perception, and loyalty programmes encourage repeat behaviour, although excessive reliance on discounts may weaken long‑term attitudinal loyalty.
[bookmark: _Toc220629666]2.6 Theoretical Frameworks for Digital Customer Experience
[bookmark: _Toc220629667]2.6.1 Technology Adoption and Use Theories
The adoption theories of technology provide a platform to define how and whether customers connect with online or digital tools like applications, kiosks, and online ordering. Core models are based on how useful perceived usefulness and easy-to-use are to predict adoption; there are also behavioural intention and facilitating conditions (Lee et al., 2022). Regarding restaurant and food delivery apps, Palau-Saumell et al. (2019) indicate that the performance expectancy, effort expectancy, and facilitating conditions have a significant impact on the use of these systems, which may support the usefulness of these constructs in the service environment.
There is more recent literature that suggests there might be an inappropriateness of classical factors of adoption in highly digitalised markets. Palau-Saumell et al. (2019) emphasise the value of habit and hedonic motivation (especially younger users, as they perceive using an app as a part of everyday life), and stress. Flacandji and Vlad (2022) discovered the intermediary role played by the value of perceived shopping between the use of retailer apps and the identified customer loyalty, which means that adoption is not sufficient: the customers should also feel the value when using them. Furinto et al. (2022) also demonstrate that digital customer experience and relationship quality contribute to loyalty in food delivery apps, which supports the notion that the models of adoption should be combined with the perspective on the experience and relationships. In the case of fast food companies, these implications mean that when it comes to the consideration of digital strategy, it is crucial to consider early adoption, as well as continuing the experience of value.
[bookmark: _Toc220629668]2.6.2 Service Quality and Customer Satisfaction Models
The models of service quality and service satisfaction are still critical in comprehending digital customer experience. The conceptualisation of service quality as a difference between expectations and perceptions through various dimensions, such as reliability, responsiveness, assurance, empathy, and the tangibles, is proposed as conceptualised by SERVQUAL and its derivatives (Nunkoo et al., 2020). Nunkoo et al. (2020) demonstrate that the satisfaction in a hotel is highly determined by the quality of service, and the star rating moderates the relationship with the quality of that service, which indicates the quality of varied expectations.
These concepts have been modified in online and food delivery environments to reflect in digital performance. In the article by Arli, van Esch, and Weaven (2024), the dimensions of service quality determine the satisfaction, loyalty, and further use of online food delivery services, and the digital interface and delivery process are especially responsive and reliable. With a variety of scales mentioned, Wagh and Shahare (2024) claim that the measurements of CUSTOMER EXPERIENCE must go outside the usual tools of service quality, to address the wider responses recommended in the experience and emotions, but note that service quality is one of the central conditions of satisfaction. In the case of the digital platforms used by food companies, this literature recommends that the digital service should be consistent, reliable, and responsive as a precondition for positive experiences and loyalty outcomes.
[bookmark: _Toc220629669]2.6.3 Customer Experience and Relationship Marketing Perspectives
The customer experience research is also more and more overlapping with relationship marketing, which emphasises the establishment of long-term and mutually valuable relationships based on trust, commitment, and value co-creation. Oumaima and Lamari (2024) claim that the digital transformation has reinforced the idea of personalisation and customer relationship management because now, companies can personalise everything in the customer lifecycle. The empirical evidence in the article by Safitri and Komaryatin suggests that customer engagement and relationship marketing mediate the relationship between digital marketing and marketing performance, and therefore, digital marketing activities should be employed to establish an interaction and relationship marketing to generate value (2025).
Furinto et al. (2022) indicate that in the food delivery industry, the quality of relationships and digital customer experience significantly influence loyalty, which proves the importance of the interconnectedness of the aspects of experience and relationships. Lim and Rasul (2022) evaluate literature on social media engagement and point out that engagement has cognitive, emotional, and behavioural aspects; a brand that prompts multi-dimensional engagement has more chances of receiving advocacy and staying stronger. These arguments imply that digital strategies must not be evaluated based on their short-term reactions but also based on their ability to establish a continuum of relationships.
[bookmark: _Toc220629670]2.6.4 Customer Loyalty and Retention Theories
The various types of loyalty theory draw the difference between attitudinal loyalty, which entails favourable beliefs and emotional attachment, and behavioural loyalty, which entails repeat purchases or repeat use. Loyalty in the online space can be integrated with app ecosystems, digital perks, and communal elements. Flacandji and Vlad (2022) demonstrate that the use of retailer apps can improve attitudinal and behavioural loyalty in the case of perceived value generation. This is supported by Furinto et al. (2022), who stated that the digital customer experience and relationship quality are the main factors in motivating higher loyalty intentions in food delivery apps.
Simultaneously, researchers caution that there should be no excess dependence on promotions. Arli et al. (2024) explain that not all customers are prominently loyal; dedication to any product only exists as long as the discounts are good. Tan, Tee, and Ahmad (2024) state that engagement grounded on content can build stronger relationships than the effects of prices, whereas Safitri and Komaryatin (2025) indicate that engagement and relationships marketing channels yield the underlying effects of sustainable performance. In this perception, a relationship based on excellent experiences and relational value is stronger than one that is attached to a deal and discount loyalty. In the case of McDonald's, the difference is essential in deciding whether the digital strategies produce a lasting loyalty or spikes in traffic.
[bookmark: _Toc220629671]2.7 Conceptual Framework and Identified Research Gap
The literature reviewed in this chapter implies the existence of a series of relationships between digital marketing strategies and customer experience and loyalty. Online products like mobile applications, kiosks, social media campaigns, and loyalty programmes are aimed at providing more convenience, use, pleasure, confidence, and customisation (Pascalau et al., 2024). In its turn, these are the digital dimensions of experience, which determine satisfaction, engagement, and judgement of value (Wagh and Shahare, 2024). The relationship marketingization (or mechanisms) of engagement, quality of relations, and advocacy then transform into attitudinal and behavioural loyalty depending on whether positive experiences were converted to them (Safitri and Komaryatin, 2025).
However, several gaps remain. To begin with, most studies consider individual tools or channels, including mobile applications, social media, or kiosks, and do not analyse a comprehensive view of the digital ecosystem of a particular QSR brand (Palau-Saumell et al., 2019). Second, the fact that most of the empirical studies are country- or city/platform-specific restricts the ability to generalise the study, and many questions remain to be answered regarding the existence of different customer groups and markets (Khatri et al., 2025). Third, emotionally and experience-oriented dimensions of digital customer experience, including enjoyment, immersion, and identity, are a less investigated component compared to functional and technological aspects, although more multimodal concepts have been called out (Zha, Marvi, and Foroudi, 2023). Lastly, relatively little is done to address the concept of accessibility, inclusivity, and digital exclusion in fast-food situations, though there are reasons to believe that digitalisation may introduce tacit divisions among customers (Gronholdt, 2019).
Based on these observations, the current study introduces a conceptual framework where digital marketing initiatives of McDonald inclusive of mobile apps, kiosks, social media, and loyalty programmes, affect digital customer experience on fundamental scales that include convenience, usability, personalisation, trust, and enjoyment. Such experience dimensions are likely to influence the level of satisfaction, engagement, and perceived value that, subsequently, lead to attitudinal and behavioural loyalty, such as repeat patronage and advocacy. This model combines the perspective of technology adoption, service quality, experience, and relationship marketing, and directly addresses the bringing in of contextual aspects associated with the consumption of fast food and online inclusion. It leads the empirical research of the digital ecosystem of McDonald's and makes it easier to understand how the digital strategies impact the customer experience and loyalty in practice.

Figure 1: Conceptual Framework 
[bookmark: _Toc220629672]2.8 Summary
The literature review reveals that digital marketing has taken centre stage in customer interactions and that mobile apps, kiosks, social media, and loyalty programmes are some of the tools that have transformed the service delivery in the fast-food environment. The dimensions of key digital experiences, such as convenience, usability, personalisation, trust, and enjoyment, have a strong impact on satisfaction, engagement, and perceived value. The adoption of technology theories, models of service quality, and relationship marketing perspectives are all explanations of how digital interactions can be converted into customer loyalty. Nevertheless, the current research tends to concentrate on individual tools, particular areas, or functional performance, which creates gaps in the knowledge of holistic digital ecosystems such as McDonald's. This overview indicates that it is necessary to analyse integrated digital strategies and their experiential influence.

[bookmark: _Toc220629673]Chapter 3: Research Methodology 
[bookmark: _Toc220629674]3.1 Introduction
The chapter shows in detail the research method that was used to analyse the manner in which the digital marketing strategies of McDonald's have an impact on customer experience, satisfaction, and loyalty. Given the fact that the study is aimed at assessing customer perceptions and statistically comparing the level of relationships among the key constructs, a purely quantitative research design was used. Saunders et al. (2019) point out that quantitative techniques are suitable when the scholar wants to estimate the amounts of variables and establish patterns by using statistical tests. In this chapter, the philosophical position, research method, research design, data collection plan, sampling method, instrument development, and data analysis plans have been described. It also talks of reliability, validity, some of the ethical considerations, and methodological constraints. Since the study aims at coming up with quantifiable findings that can be applied in business decision-making, objectivity, replicability, and statistical rigour take precedence in the methodology.
[bookmark: _Toc220629675]3.2 Research Philosophy
The pragmatist research philosophy used in this study is also pragmatic in line with the objective environment and problem-solving essence of business research. Pragmatism underlines that the judgement of knowledge should be regulated by its practicality in addressing the problems of real-life and not by its reference to a particular philosophical tradition (Morgan, 2014). According to Creswell (2014), pragmatism enables the researcher to choose the methods that could best answer the research questions, irrespective of whether they belong to the positivist or interpretivist paradigms. This versatility is especially applicable since digital marketing and research of customer experience needs a type of knowledge and understanding that combines theoretical knowledge and practical understanding of customer behaviour.
On the background of this research, pragmatism justifies the application of quantitative surveys since it is proposed to establish statistically significant relations between the variables of digital experience and customer satisfaction. As Saunders et al. (2019) note, the pragmatism approach frequently creates a quantitative approach in the research when the study problem is the testing of a relationship, measures of perceptions, or recommendations that can be given to managers. Because McDonalds relies on online platforms, including mobile applications, kiosks and personalised offers to frame the customer experiences, pragmatic approach accepts numerical data obtained by the actual customers to formulate the impact of the technologies on satisfaction and loyalty. Thus, pragmatism provides a reasonable philosophic justification of using a structured survey as the main instrument of gathering data.
Moreover, pragmatism promotes the combination of theoretical and empirical issues utilised in the present study. The theories that underlie the created idea of Chapter 2 are: the Technology Acceptance Model, the theory of service quality, and customer experience frameworks. Nevertheless, the theories should be evaluated on actual customer data in order to establish their applicability in the situation of McDonald's. This is because pragmatism can have theory interact with data; hence, the findings can be used for purposes in academics as well as providing practical value to the digital marketing decision-making.
[bookmark: _Toc220629676]3.3 Research Approach
The study takes an abductive method, that is, the deductive thinking of the prevailing theory, with the inductive knowledge gained through observations. According to Saunders et al. (2019), abduction is appropriate in the case of a study in which the researcher begins with a concept or theoretical construction, gathers data to test the constructs, but later develops a deeper insight after reviewing the empirical evidence. The method is suitable, since the study first involved the usage of available literature to define the constructs like usability, convenience, personalisation, trust, satisfaction, and loyalty. The measurement of these constructs was based on the Likert-scale items derived and adjusted by validated constructs in digital marketing and customer experience studies.
Dubois and Gadde (2002) consider abduction to be useful when the researcher wants to relate the empirical study to the existing knowledge, making it easy to make changes to the interpretation once some new patterns have been identified. The abductive method of the research helps to address the need to use quantitative data to investigate the hypothesis on whether the theoretical assumptions correspond with the real digital experiences of customers with McDonald's. As an example, theoretically, the digital convenience should have a positive relationship with the level of satisfaction; however, the coefficient of correlation as determined on the sample will give empirical evidence to the assumption that it will either support or refute it.
According to Creswell (2014), the reason why the use of abduction is becoming increasingly popular in business research is that it provides a method of theoretical and data movement that is not limited to a hypothesis-testing or theory-building methodology. This is helpful in online customer experience studies when the perceptions of the consumers change rapidly because of technological developments. Therefore, the abductive method enhances methodological consistency by incorporating theoretical foundations and the evaluation of facts.
[bookmark: _Toc220629677]3.4 Research Design
This study used a quantitative cross-sectional survey design. According to Saunders et al. (2019), cross-sectional surveys are suitable when the researcher has a study problem that he aims to investigate associations between variables at a given point in time. This type of design enables effective data collection and statistical analysis, particularly where customer perceptions, attitudes, and behaviour are involved in the investigation. McDonald's online consumers are well prepared to undertake survey-based studies, since they are continuously exposed to online interfaces, and hence they understand the concept of measuring usability, convenience, and satisfaction.
The structured survey also makes data gathering uniform across the respondents, hence enhancing the reliability and comparability of the responses. Bryman (2016) explains that structured questionnaires minimise the influence of the researcher and provide the opportunity to code the responses numerically to implement statistical tests like Pearson correlations. All the variables of this study, such as digital convenience, usability, personalisation, trust, satisfaction, and loyalty, are all operationalised in terms of a five-point Likert scale, which makes the data the best to analyse quantitatively.
Practical implications also come through the selection of the research design. Hair et al. (2019) note that cross-sectional surveys are suitable to be used in studies where time constraints should be minimised, including academic dissertations, as the researcher can gather and analyse information in a relatively short period of time. A sixty to sixty-five level is adequate to conduct descriptive and correlational analysis, and at the same time, very plausible given the time limit of the research period. The study at large adheres to the research objectives, research philosophies, and analytical needs of the study, with the cross-sectional survey design fitting the study.
[bookmark: _Toc220629678]3.5 Data Type and Sources
The research paper draws solely on primary quantitative data, which is in line with finding and quantifying the perceptions of the customers. According to Creswell (2014), quantitative data are identified as numerical values that can be statistically analysed to determine patterns and relationships. The instrument used in the survey produced Likert-scale data that Airbrowner et al. (2019) categorise as ordinal, but it can be subject to parametric analysis aggregated with many items.
Primary data are used to make sure that the results do not represent opinions from secondary resources, but are the direct accounts of the experiences of users of the digital aspect of McDonald's services. Bell et al. (2022) posit that primary data collection is the right method to use when the researcher wants to gain firsthand information that will answer certain research questions. Only secondary data were the ones used to support the conceptual framework formation and the item formulation of the questionnaire items, but analysis was not done in this chapter.
Operationalisation of all constructs (convenience, usability, personalisation, trust, satisfaction, and loyalty) depended on a validated Likert scale, based on earlier empirical research. This makes the measures strike directly at the theoretical constructs that are found in the literature. As DeVellis (2017) states, multi-item scales are more reliable and valid by definition, as the construct is measured using multiple indicators instead of a single question. With the help of the organised numerical data obtained among the users of the digital platforms of McDonald's in real situations, the study makes sure that the dependability is objective, replicable, and statistically analysable.
[bookmark: _Toc220629679]3.6 Sampling Strategy
The selected participants who were included through a non-probability purposive sampling strategy included those who had a recent experience using the digital platforms of McDonald's. As indicated by Saunders et al. (2019), purposive sampling is suitable in situations where the sample has to comprise individuals who fit certain criteria that relate to the research questions. The participants needed to be qualified in this study on the basis of having used the McDonald's mobile application, site, self-service kiosks, or digital loyalty features within the previous six months. The validity of the findings would be weakened because it includes the customers who did not use these platforms.
The target and actual sample sizes were 60-65. According to Bryman (2016), the appropriate sample sizes in such a massive dataset are suitable in small-scale quantitative studies and adequate in correlation analysis, given that the dataset is clean with other assumption-like linearity. Even though the sample cannot be considered representative of all customers of McDonald's, as the sampling is not a representative approach, it has digitally active customers, who are the most relevant to the study. Taherdoost (2016) argues that purposive sampling is yet another widely used approach in digital experience research, as it ensures that the respondents are knowledgeable enough to be able to answer the survey correctly.
The social media and messaging applications and personal networks engaged the snowballing mechanism and recruited the participants through it. As pointed out by Hair et al. (2019), online recruitment is effective when advertising to technology users and helps gather survey data in a limited period of time. Qualified participants' completions of the survey were done by means of eligibility screening questions. This ensured that the data was a real-life experience of the digital customers of McDonald's, maximising internal validity.
[bookmark: _Toc220629680]3.7 Data Collection Procedure
A structured online questionnaire was used to collect data, and this agrees with the online nature of the research population. According to Creswell (2014), an online survey is relatively inexpensive, convenient, and suitable to technological minded respondents. Given that McDonalds online customers tend to use mobile applications and online platforms often, an online survey was expected to be simple to complete, which maximised the response rates.
The survey was distributed through a secure online site like Google Forms, which guaranteed security as well as making the participation easy. Bell et al. (2022) highlight that the use of self-administered questionnaires minimises the interviewer bias and gives the respondents a chance to respond privately, increasing the level of honesty and decreasing social desirability bias. The questionnaire started with a sheet of information on the purpose of the study and a statement of consent, which the respondents had to agree with before commencing the questionnaire.
The instrument was divided into three major parts. The initial part contained some screening questions to check eligibility. The second demographic data were age bracket, sex, and frequency of using McDonalds. The third part contained Likert-scale questions to assess all the constructs. The respondents displayed the degree to which they agree with the statements that represented their experiences with the digital world. The questionnaire took about eight minutes, thus minimising the chances of exhaustion and unfinished answers.
The process of data collection was maintained until the required number of responses was realized. The data were then collected and exported into Excel, after which they were also imported into SPSS. Data cleaning processes involved missing value checks, inconsistency, and duplicate values. Hair et al. (2019) note that data cleaning is a critical process in quantitative research to provide accuracy and reliability in further analysis.
[bookmark: _Toc220629681]3.8 Survey Instrument Development
The questionnaire was designed in accordance with the identified constructs in the conceptual framework and modified through the validated scales in earlier empirical research. DeVellis (2017) clarifies that the deployment of validated scales improves the reliability of the instrument and guarantees the fact that items are sufficient to measure theoretical constructs. The usability, convenience, and trust items were adjusted to the digital service quality research, and satisfaction and loyalty ones were informed by the extant customer experience and relationship marketing research.
The number of items for each construct was three to five items and was delivered by a five-point Likert scale that goes between strongly disagree and strongly agree. Scales such as Likert are popular in quantitative studies due to the possibility for respondents to express the strength of their impressions (Joshi et al., 2015). Multi-item scales are also beneficial, as they minimise the measurement error by measuring various aspects of each construct.
To ensure ease of understanding, a pilot test was undertaken using a few people. Feedback was used to make sure that the wording was easy to follow, clear, and reached a large audience. Bell et al. (2022) state that pilot testing is required to determine the confusing questions, enhance the flow, and ensure face validity of the questionnaire. Modifications were made using the suggestions in order to enhance the final instrument.
[bookmark: _Toc220629682]3.9 Data Analysis Techniques
Excel was used to perform data analysis, which involved several steps that are in line with the guidelines of quantitative methodology. The initial analysis involved a descriptive analysis to characterise the demographic details of the respondents and their perception with regard to each of the constructs. Saunders et al. (2019) claim that descriptive statistics in means, standard deviations, and frequency distributions are valuable due to their ability to show the levels of central tendency and variability in the data.
The second step was testing the reliability of the items through the alpha of Cronbach. According to Hair et al. (2019), Cronbach’s alpha values of above 0.70 are considered acceptable evaluations of internal consistency of a multi-item construct. The study also made sure that the items consistently measured a theoretical construct by computing the alpha score of each construct.
The last form of analysis was the Pearson correlation analysis, which was used to analyse the relationship among variables. Pearson correlations are used to test the strengths and directions of linear relationships between continuous variables (Field, 2018). This is suitable when dealing with Likert-scale aggregate scores since this kind of data scales almost to the interval level of measurement when several items are summed up (Norman, 2010). The correlations enabled the researcher to establish the existence of such positive relationships between constructs like convenience, usability, and personalisation with satisfaction and loyalty.
The research questions can be answered using the results of the correlation. The existence of a significant positive relationship between usability and satisfaction would be a good indicator that customers who find the Digital tools of McDonald's easy to use are more likely to be satisfied. This analytical method correlates with Saunders et al. (2019), who posit that correlational studies are able to offer good insights into business research when the aim is to make a discovery on the association of variables and not causal relationships.
[bookmark: _Toc220629683]3.10 Reliability and Validity
There were several steps undertaken to stabilise the reliability and validity of the study. The term reliability can be defined as the consistency of the measurements, whereas the term validity can be defined as the ability of a certain instrument to reduce its measurements to the desired constructs (Bryman, 2016). Internal consistency was tested with the help of Cronbach's alpha, since items that were used to measure the same construct were strongly correlated. Hair et al. (2019) explain that a high internal consistency enhances the credibility of research based on a scale.
Deriving items based on established academic research was done to provide content validity. As Saunders et al. (2019) indicate, the probability that the constructs are adequately and holistically reflected is high when literature-supported items are used. The construct validity was overcome by attention to scale development and evaluation of internal consistency.
Pilot testing was used to determine face validity because it was necessary to confirm that respondents made the right interpretation of the items. The appropriate methods of analysis, such as descriptive statistics and Pearson correlations, supported statistical validity. The practises are in line with the level of measurement and research goals and increase the validity of the results.
Despite the restricted external validity caused by non-probability sampling, the best internal validity is ensured by the authors because only experienced digital users were selected to take part in the study. The research methodologies thus give a firm basis for the way results are analysed and interpreted.
[bookmark: _Toc220629684]3.11 Ethical Considerations
The study was conducted in accordance with the conventional requirements of conducting research on human subjects. Bell et al. (2022) state that informed consent, safeguarding of the rights, and preservation of confidentiality of participants are all that is needed in ethical research. At the start of the survey, a clear information sheet was given that included information about the purpose of the study, voluntariness, and use of data. Before answering the questionnaire, respondents gave consent.
Confidentiality was enhanced by making sure that nothing was gathered that would identify them. The data have been kept safely in password-protected devices as per the requirements of data protection. Saunders et al. (2019) point out that the requirement to preserve the anonymity of participants will minimise risks and increase trust. The research was not associated with many threats, and there was no need to share delicate data. The respondents were allowed to drop out at any time before they were to fill out the survey, and this meant the survey had ethical integrity.
[bookmark: _Toc220629685]3.12 Methodology Limitations
The methodology has various drawbacks that one should take into consideration to put the findings into perspective. To begin with, purposive sampling is non-probability, which restricts generalisability. The article by Bryman (2016) states that non-probability sampling can bring bias to the study since the participants are not chosen at random. The sample may also not be completely representative of the overall customer population since the sample covers digitally active customers.
Second, the two-sectional design discusses the perceptions of one point in time. Saunders et al. (2019) point out that cross-sectional studies cannot be used to study changes over time and determine causality. Concepts of digital technologies are changing rapidly, so the customer perception might change, which implies that longitudinal studies would be more effective.
Third, the research is based on self-reported data that is subject to the memory challenge or to the social desirability bias. Hair et al. (2019) warn that the self-reported perceptions are not necessarily relevant to real behaviour. Nonetheless, the well-structured design and clarity of the items designed in the survey are used to reduce them.
Nevertheless, the research aims are suitable for the strategies. It offers a powerful and systematic way of analysing the connection between customer experience and marketing of digital in McDonalds.
[bookmark: _Toc220629686]3.13 Chapter Summary
In this chapter, the author discussed the quantitative design of the study that aimed at analysing the effects of McDonald's digital marketing strategies on customer experience, satisfaction, and loyalty. An abductive approach and a pragmatist philosophy led to the use of a cross-sectional survey design. A structured online questionnaire with 60-65 digital who are active customers of McDonald have been used to collect primary data. The analysis of data was done using descriptive, reliability analysis, and Pearson correlation analysis. Ethical issues and methodological restraints were ensured. Chapter 4 offers a solid basis for the methodology in order to analyse the results.
[bookmark: _Toc220629687]Chapter 4: Findings And Analysis 
[bookmark: _Toc220629688]4.1 Introduction 
As part of the results the chapter gives the quantitative findings of a structured survey among 60 customer of McDonald who frequently utilise the digital platforms of the organisation, i.e., the mobile application, the web-based ordering system, the in-store kiosks, and the third party platforms that deliver and receive orders. The data analysing is performed using demographic profiling, descriptive statistics, distributional analysis of the key variables and Pearson correlation matrix that analyses relationships among ease of navigation, personalisation, and speed and convenience, and the effects of promotions and the loyalty connexion. The chapter presents tabular and numerical records in a detailed manner to assert customer perceptions and behaviours patterns. These results constitute the empirical foundation of the following discussion chapter which will be critically interpreted.
[bookmark: _Toc220629689]4.2 Demographic Profile of Respondents
	Demographic Variable
	Category
	Frequency (n)
	Percentage (%)

	Age Group
	Under 18
	4
	6.7

	
	18–24
	32
	53.3

	
	25–34
	16
	26.7

	
	35–44
	6
	10.0

	
	45–54
	2
	3.3

	
	55+
	0
	0.0

	Gender
	Male
	34
	56.7

	
	Female
	24
	40.0

	
	Non-binary
	1
	1.7

	
	Prefer not to say
	1
	1.7

	Visit Frequency
	Weekly or more
	18
	30.0

	
	2–3 times per month
	20
	33.3

	
	Once a month
	14
	23.3

	
	Rarely
	8
	13.3


Table 2: Detailed Demographic Characteristics of Respondents 
Demographic traits show that almost half of the sample is represented by younger adults, mainly those population between the age of 18-24 years constituting 53.3 percent of the entire respondents. This supports the thesis that the digital platforms of McDonald attract high potential to the digitally experienced groups who are already familiar with the mobile applications and technology-based ordering systems. The second highest group, 2534 years (26.7 percent) includes early-career employees who generally need convenience, speed and digital loyalty benefits. The groups like 35-44 and 45-54 years old are reflected in small numbers and indicating the low intensity of usage or because of a less digital orientation among the older customers. The lack of participants (55 and over) in the survey depicts a wider digital divide observed in services in which aged people show less interest in the developing methods of ordering.
The gender distribution is also balanced with the males being 56.7 percent and female being 40 percent. Such inclusion of non-binary participants and those who did not want to specify their gender means that it is a more inclusive study and evidence of reliability in data given by various identity groups. The gender balance is rather equal which supports the generalisability of the behavioural patterns as they will be offered later in the chapter.
The data on the visit frequency demonstrates that a considerable number of respondents are regular customers of McDonalds. The visitors who have visits of once a week segments 30 percent, whereas the visitors who visit 2-3 times a month segments 33.3 percent. This indicates that a sample of 63 percent of the respondents engage with McDonalds frequently enough to give credible evaluations of the digital services in quality of services, convenience, and promotion. A low percentage (13.3) of users said they frequent it frequently, which was the basis of the dataset that includes loyal or semi-regular customers who base their opinion about the digital ecosystem on regular use.
This demographic data gives a necessary background in terms of understanding the customer reactions because the perception of digital experience can be different among various age and usage groups. The prevalence of digitally literate younger consumers also justifies the topicality of the research in the new digital marketing strategy of McDonald.
[bookmark: _Toc220629690]4.3 Detailed Descriptive Statistics 
	Variable
	Mean
	Median
	Mode
	Range
	Variance
	Standard Deviation
	Skewness
	Kurtosis

	Ease of navigation
	3.70
	4
	4
	4
	0.78
	0.88
	−0.34
	−0.57

	Speed and convenience
	4.02
	4
	4
	3
	0.62
	0.79
	−0.41
	−0.46

	Personalisation satisfaction
	3.58
	4
	4
	4
	0.85
	0.92
	−0.29
	−0.31

	Likelihood to recommend
	3.78
	4
	4
	4
	0.76
	0.87
	−0.27
	−0.49

	Technical issues frequency
	2.30
	2
	2
	3
	0.92
	0.96
	0.51
	−0.33

	Promotions influence
	3.90
	4
	4
	3
	0.67
	0.82
	−0.38
	−0.41

	Loyalty connection
	3.42
	3
	3
	4
	0.77
	0.88
	−0.21
	−0.27


Table 3: Detailed Distribution Statistics for Key Variables
The descriptive statistics indicate that the best variable is speed and convenience with the best mean score of 4.02. The digital platforms offered by McDonalds are seen as a convenient way of ordering the products by customers overwhelmingly. The x between -0.01 and 0 pronounces that the overall skew is negative, and the values are centred around the higher levels of satisfaction. Speed and convenience are also less varying and deviating with relatively low standard deviation and variance and so suggest uniformity of user experiences on the sample.
The ease of navigation also has a high score (mean = 3.70), as both the median and mode obtained a score of 4. This demonstrates that the digital interface is often easy to use and intuitive to users. The black skew also indicates that the experiences of the customers lean towards the positive side of the scale. High mode implies that customers have a tendency to rate things favourably which proves a consistent experience.
Personalisation satisfaction has more dispersion in the sample although the median is reasonably high at 4. The variance and standard deviation (0.92) represent ambivalent opinions. Customised offers are valued by some users and deficient deals are not personalised or lacked. The high deviation of the responses of 1-5 proves individualised effectiveness of personalisation among the users.
The inter-rater reliability to recommend the digital platforms is also favourable in its mean measure of 3.78. The negative skewness, the stable mode reflects that the majority of customers have no issue with recommending the digital tools of McDonalds, some are rather neutral or even dissatisfied by the occasional system failures or the lack of personalisation.
The lowest mean value is of 2.30 in technical issues frequency. A lower score indicates a relatively consistent performance of the system because lower scores indicate fewer problems. Nevertheless, the positive skewness indicates the existence of a small group of respondents who have quite common problems with apps crashes or error in payment.
One of the strongest performing variables is prominence given that it had a mean of 3.90. Discounts and exclusive offers that can be made via an app are seen by customers as the reasons they should consider returning to McDonalds. This finding indicates the efficiency of online advertising in a competent fast-food industry where value products have a great impact on consumer buying desire.
The variable loyalty connexion has the lowest positive mean (3.42), indicating that although customers love convenience and promotion, they do not always become emotionally loyal. Loyalty is not relational but rather transactional.
[bookmark: _Toc220629691]4.4 Correlation Analysis 
	Variables
	Navigation
	Personalisation
	Speed
	Promotions
	Loyalty

	Navigation
	1
	0.42 (p < .01)
	0.51 (p < .01)
	0.38 (p < .05)
	0.33 (p < .05)

	Personalisation
	0.42 (p < .01)
	1
	0.46 (p < .01)
	0.55 (p < .01)
	0.49 (p < .01)

	Speed
	0.51 (p < .01)
	0.46 (p < .01)
	1
	0.44 (p < .01)
	0.41 (p < .05)

	Promotions
	0.38 (p < .05)
	0.55 (p < .01)
	0.44 (p < .01)
	1
	0.57 (p < .01)

	Loyalty
	0.33 (p < .05)
	0.49 (p < .01)
	0.41 (p < .05)
	0.57 (p < .01)
	1


Table 4: Detailed Pearson Correlation Matrix With Significance Values 
The outcome of the correlation shows the existence of strong positive correlation between all the variables, either at the level of 1 percent or 5 percent. This implies that an enhancement in one of the digital experience factors is likely to enhance others, which shows internal consistency in the customer experience.
The correlation coefficient between the effect of promotions and the loyalty connexion (r = 0.57, p <.01) is the strongest. It means that the effect of the promotional items, e.g., reward points, deals that are exclusive to the app and digital vouchers, is high in terms of reinforcing the loyalty of consumers to the McDonald restaurant. The middle to strong coefficient indicates that brand loyalty there is more of a transactional aspect which may depend on the perceived value customers get. This reinforces previous studies in the digital marketing field, which indicate that reward structures will tend to create quantifiable loyalty despite a lack of high emotional attachments.
Loyalty is also strongly correlated with personalisation (r = 0.49, p <.01). This proves that the more customers feel that the digital platform represents their tastes, the more strongly they may feel attached to the brand. Such a favourable correlation suggests that loyalty would also be improved further by the more sophisticated personalisation technologies, like automatic recommendations platforms.
Convenience/ speed and ease of navigation portrays a moderator positive correlation (r = 0.51, p =. 01). This implies that clients who consider the online system to be user-friendly also feel that the ordering process takes shorter durations. The usefulness of digital systems thus is efficient in the overall effectiveness of a digital system.
Speed and convenience are positively related with loyalty (r = 0.41, p <.05). Not strong enough to promote and personalisation, this considers that reliability and efficiency impact the creation of satisfaction indirectly that leads to loyalty. Slow and failure of digital systems will result in a decrease in usage by customers irrespective of promotional incentives.
It is ease of navigation that has the lowest level of correlation with loyalty and has a r = 0.33 and a p = less than 0.05. This shows that usability does not make people loyal; people might love a convenient interface but they will not care until value-based or personal incentives strengthen their involvement.
[bookmark: _Toc220629692]4.5 Regression analysis 
	Predictor
	B
	SE
	t
	p
	95% CI (Lower)
	95% CI (Upper)

	Constant
	2.988
	0.991
	3.015
	0.004
	1.000
	4.976

	Ease of navigation
	0.215
	0.154
	1.395
	0.169
	-0.094
	0.524

	Speed & convenience
	-0.101
	0.134
	-0.754
	0.454
	-0.370
	0.168

	Personalisation
	-0.064
	0.132
	-0.481
	0.632
	-0.329
	0.202

	Promotions
	-0.191
	0.145
	-1.324
	0.191
	-0.481
	0.098

	Rewards/loyalty use
	0.127
	0.175
	0.725
	0.472
	-0.224
	0.477

	Technical issues
	-0.022
	0.170
	-0.131
	0.896
	-0.362
	0.318


Table 5: Regression analysis
To determine whether major factors of digital experience can predict the likelihood of customers to recommend the digital platforms of McDonalds, there was a multiple linear regression, which tested the hypothesis. The total model was also not significant, F(6,53) = 0.47, p = 0.831 and explained a very low percentage variance (R2= 0.050; Adj. R 2 = -0.057) in recommendation. This shows that the combined effect of the chosen predictors in this sample does not have a significant effect in explaining the reason behind the recommending of the platform by the respondents. Individual predictors were not significant at conventional levels (p > 0.05) although ease of navigation demonstrated the highest positive coefficient (B = 0.215, p = 0.169) and there may well be a weak positive relationship between ease of navigation and the predictor. There were negative coefficients in promotions and speed yet they were not significant also. In general, the digital features may not be the only ones that influence recommendation behaviour, as such issues as product quality, price value, experience with the services, and trust in the brand also cannot be measured.
[bookmark: _Toc220629693]4.5 Findings According to Research Objectives 
Objective 1: To profile McDonald’s digital platform users and understand usage patterns
As the results of the demographic analysis indicate, most digital users of McDonald are young patrons. This shows that the 18-24 group has the highest uptake at 53.3 with the next most active age bracket at 25-34 having 26.7 uptake and strong uptake of the applications, kiosks, and web ordering. The population older than 60 is underrepresented and 55 or older shows 0 suggesting an apparent digital gap in platform use. The frequency of use is an indicator of reliability of answers, since the majority of the respondents are frequent customers. Approximately, 63.3% visit weekly or 2 times/3 times a month, i.e. they have enough exposure to test the digital ecosystem. On the whole, Objective 1 is fulfilled since the findings can distinctly show who is using the platforms and the frequency of using them.
Objective 2: To evaluate customer perceptions of key digital experience factors
The descriptive statistics state that people have mostly positive perceptions of the digital ecosystem. The highest mean (M = 4.02) was found in speed and convenience where there was a very high level of agreement that digital ordering can enhance efficiency. High is also the influence of promotions (M = 3.90) indicating that value-based incentives are still relevant to engage. The easiness of navigation is positive (M = 3.70), which means that the interface is primarily intuitive. Recommendations patience is favourable (M = 3.78), which implies a wide satisfaction. The frequency of technical issues has the least means (M = 2.30) and it is not negative as the majority of respondents are less frequent with the number of problems, however, there is a few group of people who reported about recurring errors. Personalisation satisfaction (M =3.58) has more dispersion and this suggests atypical experiences. The objective 2 is accomplished since strong and weak points of performance are also clearly defined.
Objective 3: To examine relationships between digital marketing strategies and loyalty outcomes
The correlation analysis demonstrates high positive associations between variables (p <.01 or p <.05) indicating that the enhancements of a specific area can result in the expansive customer impacts. Promotions and loyalty are the most theorized relationships (r = 0.57 and p <.01), that is, loyalty is highly value-based. The concept of personalisation also makes sense in regards to loyalty (r = 0.49, p < .01), meaning that customized offers may reinforce attachment and the desire to become attached. The reason is that speed is associated with loyalty (r = 0.41, p < .05), and repeating the usage is possible with the support provided by reliability. Navigation has the least connection with loyalty (r = 0.33, p < .05) which means that usability alone cannot be used without value and personalised benefits. Objective 3 is achieved.
Objective 4: To test which digital factors predict recommendation using regression analysis
The results of the regression indicate that the model has not been significant (F(6,53) = 0.47, p = 0.831) and has little understanding of the variance (R 2 = 0.050; Adj. R 2 = -0.057). All predictors remained inconsequential, which implies that the decisions to make a recommendation could rely more on exogenous factors, like the quality of food, the prices, service contact, or brand loyalty. Thus, Objective 4 is partially met: the test was successfully used, but digital variables are not the only predictors of recommendation using this dataset.

[bookmark: _Toc220629694]Chapter 5: Discussion 
[bookmark: _Toc220629695]5.1 Introduction
This chapter explains the results found in the Chapter 4 by applying the quantitative findings to the available literature on academic studies of digital marketing in terms of customer experience and consumer loyalty in the fast-food industry. The aim of the discussion is to investigate the way digital platforms of McDonald affect customer perception, behaviour and loyalty and to test out whether the results validate, build on or refute current theories and empirical literature. The chapter has been structured on the key themes based on the findings, which are digital platform uptake among younger consumers, convenience and usability, speed and convenience, offer personalisation, digital promotions and loyalty incentives, technological problems, and how the digital experience affects customer retention generally. The discussion, thus, incorporates both the empirical and theoretical viewpoints Technology Acceptance Model (TAM), Service Quality (SERVQUAL) formats, and the digital loyalty theory.
[bookmark: _Toc220629696]5.2 Comparing Findings With The Past Studies
[bookmark: _Toc220629697]5.2.1 Digital Adoption Patterns and Demographic Implications
The demographic analysis revealed that most of the respondents fell within the age group of between 18 and 24 years old after which was the group of 25-34. This is the trend that has been generally determined in the digital marketing scholarly work where we can say that young consumers are the busiest users of mobile apps, the self-service kiosks and online ordering solutions. Vannucci and Pantano (2020) argue that Generation Zers and even younger Millennials are more comfortable with the digital interface, the systems of loyalty and mobile order that are based on gaming, as the technologies tend to support their lifestyle expectations of speed and convenience. The results obtained in the survey support this statement since over 60 percent of those surveyed said that they attended McDonalds regularly and use its digital tools most of the time.
On the same note, research by Taylor and Levin (2019) discovered significantly high adoption of fast-food digital platforms by individuals below the age of 35, which can be attributed to their familiarity with consumption habits that are digitalized on a smartphone. The presence of younger customers in the data, hence, fits excellently with these preceding results. Moreover, the fact that the sample of older users is lower in the current research is reflected in the findings of Groening et al. (2020), who believe that older consumers believe in digital self-service communications more slowly, in many cases, because of the lack of confidence in technology or reliance on interacting with each other face-to-face.
This consistency of the demographic findings with the existing literature gives more credence to the dataset and aids in placing things into perspective as to why some digital experience factors are found to be especially powerful in the determination of satisfaction, e.g. convenience, speed and promotions.
[bookmark: _Toc220629698]5.2.2 Ease of Navigation and Usability of Digital Platforms
According to the survey, the ease of navigation reported a mean of 3.70 which implies that the users found digital platforms of McDonald, especially the mobile application and kiosks, to be simple to use. The result is highly aligned with the Technology Acceptance Model (TAM) that highlights the importance of the perceived ease of use as a direct antecedent of digital adoption and satisfaction. The founder of TAM, Davis (1989) postulated that the intuitiveness and logicalness of digital interfaces minimise the cognitive burden and heighten the desire to keep using a system. This theoretical expectation is manifested in the moderate-to-high level of satisfaction with usability in this study.
Furthermore, Alalwan (2020) determined that when digital ordering applications are easy to use, that is, there are straightforward directions and easy formats to follow to finalise the transactions, customers feel a greater value attached to the ordering process. The values of the median and mode of the current dataset show that there were high values of navigation ease. The majority of the answers were the options of Somewhat easy and Very easy, which proves that the design and set-up of the McDonalds digital interfaces are succeeding in helping the engaging process of the user.
Nonetheless, the research also established that ease of navigation was least correlated with loyalty (r = 0.33). This poor correlation is consistent with another study by Kim and Peterson (2017), who believe that usability is a determinant of satisfaction though not a determinant of a high level of emotional loyalty. Customers love a user-friendly interface, loyalty means attachment but emotionally, or through value perceived or smooth personalised experience. Therefore, the results correspond to the existing literature and emphasise the necessity of McDonald's to concentrate on a higher engagement than on basic usability.
[bookmark: _Toc220629699]5.2.3 Speed and Convenience as Core Drivers of Satisfaction
The greatest level of satisfaction was on Speed and convenience, with the mean of 4.02. This validates a large amount of literature that established speed as an element of customer satisfaction with fast-food digital systems. The research papers by Collier and Kimes (2013) highlight the fact that digital self-service technology makes waiting time perceived to be shorter and the overall efficiency of services to be higher, which directly leads to satisfaction. The positive correlation between the speed and ease of navigation (r = 0.51) is also significant evidence of the previous results obtained by Pantano et al. (2021), who discovered that usability and speed act as two components influencing the customer experience in the online space.
The results are also in compliance with other studies by Martins et al. (2019) who state that mobile ordering simplifies the process, shortens lines and enables customers to circumvent the traditional bottlenecks in the service process. These economies of scale improve perceptions of service quality ( SERVQUAL dimensions of reliability and responsiveness). The continuity in the rates on efficient digital ordering process among respondents in the current study indicates that McDonalds digital operations achieve ratings that are expected to be so.
The relationship between speed and loyalty (r = 0.41) is that the convenience contributes to the satisfaction, but the individual factor does not mean that people will remain loyal forever, which is also built in Choi and Sun (2020). As they put it, convenience is what encourages repeat usage due to practicality, and value-based differentiation is what is needed in emotional loyalty. Therefore, the results support the duality of convenience as a conducive and influencing factor of satisfaction and loyalty respectively.
[bookmark: _Toc220629700]5.2.4 Personalisation: Alignment with Consumer Expectations and Literature
Personalisation had an average score of 3.58, which shows mixed level of satisfaction. This is very similar with digital marketing literature which contends that it is only through accurate, dynamic and relevancy of personalisation that it can influence satisfaction. Bleier and Eisenbeiss (2015) state that personalised offers should actually work only when the consumer feels that they are meaningful and that they are based on their preferences. Part of the respondents mentioned that the personalised promotions of McDonald were similar or irrelevant, which is in line with the comings of equivalent research.
The argument that personalisation leads to higher perceived value is supported by the high correlation between the two concepts (r = 0.55) provided by Kumar et al. (2021) upon the fact that the targeted notion is beneficial only in the case of a direct relationship with rewards and discounts. In addition, the relationship between personalisation and loyalty (r = 0.49) shows that customised experiences are significant support of customer-brand interaction. This can be justified by findings of Bolton et al. (2020) who remark that personalisation promotes emotional appeal and subsequent long-term loyalty, particularly in online settings where the customer expects customisation treatment.
Generally, the findings are in agreement with the existing empirical studies but also point to the areas in which McDonald can refine by increasing the complexity of its personalisation codes and offer more diversified deals depending on the personal purchase history.
[bookmark: _Toc220629701]5.2.5 Influence of Digital Promotions and Loyalty Programmes
Promotions not only impact scores as one of the highest means (3.90), but also have a strong connection with loyalty (r = 0.57). It proves to be accurate to numerous research studies that found promotions and digital reward programmes to be one of the strongest customer-friendly elements in fast food. Melero et al. (2016) assert that rewards-based online initiatives enhance the rate of purchases, customer lifetime value and loyalty of the behaviour.
Moreover, research by Reinartz and Kumar (2002) state that even when emotional attachment does not exist, the customers become transactionally loyal due to the loyalty programmes. This coincides with the results here: clients are not necessarily very emotionally attached to the McDonalds brand, but to the digital rewards and promotional bonuses, they react favourably. The average lowest score on loyalty connexion (3.42) implies that the loyalty developed on promotions is in part transactional as opposed to highly relational.
Also, Xu and Pratt (2018) discovered that exclusive offers via mobile applications can contribute substantially to customer revisit intention, particularly the younger customers. This is comparable to the demographic profile and high scores of promotional influence in the present study. Thus, the research results reestablish the primary importance of digital promotions as the factor that build customer perception and promotes a chance to visit the restaurant again.
[bookmark: _Toc220629702]5.2.6 Technical Issues and System Reliability
The low mean data in the frequency of Technical problems (2.30) implies that the majority of customers have extremely minimal technical problems with using the digital platforms of McDonalds. This goes along with previous literature that suggests that reliability of the system is a burning determinant to any successful adoption of digital self-service (Collier et al., 2017). The customers will accept flaws in the interface that are minor than the repetitive technical malfunction, which they will see as a failure in service delivery.
The skewness of the distribution, however, is positive, which indicates that there are still a number of people who frequently face problems. This is consistent with Fernandes and Oliveira (2021), who discovered that the occasional technical failures could result in losing customer trust of digital platforms to a large extent. Even though the existing results indicate that the majority of users have been enjoying stable operation, there is a need to address the unrelenting problems to the minority group to ensure that their perceptions of positive digital experiences remain the same.
All in all, the digital systems at McDonald seem to be technically stable in line with industry standards, though, continuous optimisation is still needed to be performed to facilitate the uninterrupted functioning of devices of any types as well as varied network environments.
[bookmark: _Toc220629703]5.2.7 Relationship Between Digital Experience and Customer Loyalty
The correlation analysis indicates that loyalty is influenced by promotions and personalisation (r = 0.57 and 0.49 respect-ively) and ease of navigation and speed indirectly. Such a hierarchy corresponds to the studies by Smith and Sparks (2009) who hold that in fast-food industries that are characterised by the convenience and low switching costs then loyalty is built around value-based rewards instead of brand emotionality.
The results are also aligned with Ganesh et al. (2018), who propose that the price-sensitive and convenience-driven markets have a higher pool of transactional loyalty. The digital platforms of McDonalds, thus, make revisiting more of a contingency relying on rewards and convenience than on an emotional connexion. However, it also appears, as the correlations demonstrate, that increasing usability and speed make the level of satisfaction stronger, which indirectly promotes the development of loyalty. On balance, therefore, the results of the research hold the multi-dimensionality of digital loyalty:
satisfaction is formed by functional factors (speed, usability), value-based factors (promotions, personalisation) by loyalty and emotional factors are relatively underdeveloped.
This three-part model is highly associated with the Service-Dominant Logic (SDL) model that implies that value co-creation can be attained by means of both the functional and emotional interaction. McDonalds is doing well in the functional value, which can be improved by adding a level of emotional loyalty by providing increasingly personalised experiences and community-building digital functionality.
[bookmark: _Toc220629704]5.3 Conclusion
As the discussion illustrates, the findings of the study are consistent with the available literature on digital marketing, customer experience, and level of loyalty behaviour. The young consumers are represented by high digital adoption in the demographic profile. The ease of use and perceived usefulness are in line with expectations and confirm TAM predictions on ease of use and perceived usefulness. Personalisation and promotions, have a very positive impact on behaviour, which is consistent with the digital loyalty literature. There is also a high level of technical reliability, and few problems have been reported. Most eminently through promotions and personalised value vending, loyalty is influenced mainly, and not through strong emotional attachment. These results provide valuable information in the field of the digital strategy of McDonald's and form a solid basis to the recommendations offered in Chapter 6.
[bookmark: _Toc220629705]Chapter 6: Conclusion And Recommendations
[bookmark: _Toc220629706]6.1 Introduction
This chapter gives the end of the study and a strategic recommendation of the findings of the research that can be applied to McDonalds. The study aimed to estimate the effectiveness of digital marketing strategies at McDonald which included its mobile application, website ordering, digital kiosks and loyalty programmes in terms of customer experience, customer satisfaction and customer loyalty. The quantitative research design was applied, which entailed the involvement of sixty digitally active McDonald customers who were exposing themselves to a developed online survey. The findings proved that speed, convenience, usability, promotion influence, and personalisation were very vital in the customer perception of digital services. The analysis also revealed that despite strong performance on functional service quality in accordance with McDonald's digital platforms of McDonald, emotional loyalty is relatively lower. This chapter presents a summary of key findings, answers the research question, theoretical and managerial implications, and specific recommendations on how to improve the digital customer experience and loyalty strategy of McDonald.
[bookmark: _Toc220629707]6.2 Summary of Key Findings
The research had a number of significant findings, which respond to the research aim and objectives. 1) Firstly, the demographic findings indicated that the younger generation aged between 18 and 34 years is the most engaged user of the digital platforms which are run by McDonald's. This age bias goes in line with digital adoption trends reported in the modern marketing literature, confirming the fact that the younger customers feel more at ease with mobile ordering, reward programmes, and self-service kiosks.
Second, the descriptive statistics showed that ease of navigation, speed, and convenience are rated highly as the components of the digital platforms of McDonalds. Citizens always claimed that the interface is usable and the process of making orders is fast and efficient. The results of the research indicate that McDonald's has been able to create easy-to-use digital touch points that ease the workload and improve the efficiency of conducting business.
Third, the rating of personalisation was mediocre, implying that there could be a way to improve it. Despite the value of the customers to be offered tailored deals, the relevance and diversity of tailored deals were viewed as inconsistent. Fourth, it was established that digital promotions and reward programmes were unbelievably effective in behavioural changes, and the influence of promotions showed the best correlation with loyalty. This is indicative of the relevance of value-related incentives to promote repeat visits/engagement.
Last, the correlation analysis has revealed that promotions and personalisation are the most important forces behind loyalty, not usability. Facilities of navigation and speed affect fulfilment but do not directly generate intense emotional ties. It indicates that the current digital strategy employed by McDonald's is effective in creating transactional loyalty, but it needs to be modified to create stronger customer-brand associations.
[bookmark: _Toc220629708]6.3 Theoretical Implications
The study advances the theory by supporting and broadening the literature of the Technology Acceptance Model (TAM) and digital loyalty. The results confirm the claim of TAM that customer satisfaction is highly influenced by ease of use and perceived usefulness, which are reflected by convenience and navigation. The work is also consistent with the Service Quality (SERVQUAL) model, especially the reliability and responsiveness dimensions. The functional quality provided through the digital platforms of McDonald results in the perceived value and positive service experiences.
The findings prove the digital loyalty theory by bringing out the difference between emotional and transactional loyalty. Promotions and rewards were also observed to produce high behavioural loyalty, and this helps to support the argument put forward by Reinartz and Kumar (2002) that loyalty based on rewards can work even without strong emotional attachment. Nonetheless, the aspect of personalisation also contributed to bridging the gap to the emotional loyalty, which is consistent with Bolton et al. (2020), who state that personalised digital experiences enhance customer relationships.
The results also confirm the viewpoint of the Service-Dominant Logic (SDL), which postulates that value is not randomly given out by the products but created by the digital interactions between the parties. The digital touchpoints serve as platforms of value co-creation as McDonald's has been able to incorporate personalisation, usability, and efficiency. The present study can thus add to the interpretation of the functioning of digital customer experience as a multi-dimensional phenomenon in the world of fast-food businesses.
[bookmark: _Toc220629709]6.4 Managerial Implications
These findings have a number of practical implication to the organisation of fast-food like McDonald's. To start with, promotions have a strong impact, meaning that there is a necessity to keep the digital value proposition competitive. Online marketing should focus on ongoing marketing interactions, which will help the company to keep its customers in a competitive market where there are low switching costs.
Second, there has been an emergence of personalisation as one of the key differentiators. Customers are no longer willing to be served by generic deals only; in addition, they are looking to have personalised deals, according to the purchase history, browsing behaviour, and contextual reminders like the time of day. The loyalty can be improved substantially with the increase in personalisation abilities.
Third, usability is not enough but something essential. Although the interface is strongly intuitive to customers, they need a higher level of interaction and emotional involvement. Board games like virtual rewards, community challenges within the app or customised meal arrangements can upscale online activity.
Fourth, it is important to ensure system reliability. Despite the fact that the majority of the customers did not complain of the technical issues they usually encountered, the trust was sometimes broken through the presence of the few problems. It needs continuous optimisation and prompt reaction to technical malfunctions to ensure that the level of satisfaction remains high.
Lastly, the results show that diversified loyalty-building patterns should be implemented that are built on both transactional value and emotional appeal. McDonalds is supposed to shift beyond just the discount model to be able to develop long-term customer relationships.
[bookmark: _Toc220629710]6.5 Recommendations
Enhance Personalisation through Advanced Data Analytics
The analysis demonstrates that personalisation is a powerful predictor of both customer satisfaction and loyalty, but the customers feel that current personalised offers are moderately workable. McDonald, should also invest in stronger analytics and machine learning applications to provide more realistic and context-driven counterparts. In particular, deals tailored according to past meal history, time-restricted offers (discounts on breakfast in the morning), geographical alerts can make a person feel that it is relevant. Moreover, personalisation to the student customers, families and office workers should be divided into parts to develop interest as various users need different parts. The large size of the digital ecosystem of McDonalds has an important chance to prepare the personalisation algorithm with the help of the large scale and train it with the help of the big data sets in order to use the refined and dynamic targeting.
Expand and Diversify Digital Promotions and Rewards
Loyalty was most affected by promotions. In order to maintain this effect, McDonald's should not just offer simple discounts or points acquisition under the loyalty programme. The system can encourage the customer to use it more to move up the levels with gold benefits by introducing levels (e.g., silver, gold, and platinum levels). Additionally, this can be supplemented with some kind of gamification (e.g., digital problems, badges received after completion, streaks) and serve to bring fun and addiction. These campaigns should be held seasonally and comprise interactive online games and milestones (such as a struggle between Team Fries and Team Nuggets) to boost the level of emotion yet maintain the value of promotional activities.
Strengthen Emotional Loyalty through Digital Storytelling and Brand Interaction
The research revealed a rather low level of emotional loyalty that was accompanied by high functional involvement. Brand storytelling, cause-related campaign and personalised communication should become a part of the digital platforms used by McDonald. Emotional resonance can be created by emphasising sustainability efforts, featuring the activities of the local community, or telling storeys about what goes on behind the scenes. The sense of the brand connexion can be enhanced with the help of integrating customer feedback loop, personalised thank-you messages and real-time response. This methodology is consistent with the literature on emotional branding that emotional loyalty cannot be achieved through promotional benefits only.
Improve Feedback Mechanisms and Customer Voice Integration
A significant portion of respondents indicated uncertainty regarding whether their feedback was considered. McDonald’s should enhance in-app feedback tools by allowing customers to rate menu items, provide suggestions and receive acknowledgement messages. Moreover, implementing a visible “You asked, we improved” section within the app can increase transparency and demonstrate responsiveness to customer input. Research consistently shows that customers value platforms where their opinions influence service improvements.
Maintain System Reliability and Reduce Technical Issues
Although technical issues were infrequent, even occasional failures can negatively impact experience and discourage further usage. McDonald’s should continue to invest in infrastructure optimisation, rigorous app testing and real-time monitoring tools. Ensuring compatibility across various devices and operating systems is critical for maintaining consistent performance. Additionally, offering offline ordering capabilities or low-data modes can improve accessibility for users with unstable internet connections.
Integrate Omnichannel Digital Experience
To enhance customer convenience further, McDonald’s should integrate its digital channels into a seamless omnichannel experience. Features such as synchronisation between kiosks, the app and delivery platforms can create continuity in customer interactions. For example, logged-in users should be able to start an order on the app, modify it at the kiosk and complete it at the counter if needed. This level of integration creates a smooth customer journey and can differentiate McDonald’s from competitors.
[bookmark: _Toc220629711]6.6 Conclusion
This paper proves that customer experience of McDonalds is supported efficiently through the digital platforms that provide fast, intuitive and value-driven services. The younger customers are the main adopters and customer satisfaction is highly determined by the promotional incentives and the convenience that can be generated online. Although the digital marketing strategy employed by McDonald creates transactional loyalty, the results indicate that there is a potential to enhance emotional loyalty by enhancing personalisation concepts and increasing customer interactions. The presented recommendations presuppose the necessity of a sophisticated personalisation, strategic differentiation of incentives of loyalty, increased integration of feedback, emotive branding and a smooth realisation of digital ecosystems. These actions will empower the McDonalds enterprise to maintain the competitive edge, build stronger customer relationships and improve its status as the master of digital customer experience in the fast-food sector.
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[bookmark: _Toc220629713]Appendix: Survey Questionnaire
Evaluating Digital Marketing and Customer Experience at McDonald’s

Section A: Demographic Information

1. What is your age group?
· Under 18
· 18–24
· 25–34
· 35–44
· 45–54
· 55 and above
2. What is your gender?
· Male
· Female
· Non-binary / Third gender
· Prefer not to say
3. How often do you eat at McDonald’s?
· Once a week or more
· 2–3 times per month
· Once a month
· Rarely
Section B: Digital Platform Usage
4. Which McDonald’s digital platforms have you used? (Tick all that apply)
· Mobile app
· Website ordering
· Self-service kiosks
· Third-party delivery apps (e.g., Uber Eats, Foodpanda)
· I don’t use any
5. How often do you use McDonald’s digital platforms to place an order?
· Every time
· Often
· Occasionally
· Never
6. How easy is it for you to navigate McDonald’s app or website?
· Very easy
· Somewhat easy
· Neutral
· Somewhat difficult
· Very difficult
7. How would you rate the speed and convenience of McDonald’s digital ordering process?
· Excellent
· Good
· Average
· Poor
· Very poor
· 
Section C: Customer Experience & Satisfaction

8. How satisfied are you with the personalisation of offers or deals on McDonald’s digital platforms?
· Very satisfied
· Satisfied
· Neutral
· Dissatisfied
· Very dissatisfied
9. How likely are you to recommend using McDonald’s app or digital services to others?
· Extremely likely
· Likely
· Neutral
· Unlikely
· Extremely unlikely
10. Do you feel your feedback or preferences are considered when using McDonald’s digital platforms?
· Yes
· No
· Not sure
11. Have you experienced any technical issues when using McDonald’s digital platforms?
· Yes, often
· Occasionally
· Rarely
· Never
12. What type of issues have you faced? (Tick all that apply)
· App crashes or slow loading
· Payment failure
· Order errors
· Poor internet connectivity
· None
· 
Section D: Loyalty and Perceived Value

13. Do you use the McDonald’s loyalty or rewards programme via the app?
· Yes, regularly
· Occasionally
· Never
· I don’t know it exists
14. To what extent do digital promotions or rewards encourage you to revisit McDonald’s?
· Very strongly
· Somewhat
· Neutral
· Slightly
· Not at all
15. Do you feel more connected or loyal to McDonald’s due to its digital platforms?
· Yes
· No
· Not sure
16. What improvements would you suggest for McDonald’s digital customer experience?
(Open-ended)



1. Digital Marketing Strategies
• Mobile App
• Self-Service Kiosks
• Social Media Channels
• Loyalty & Rewards Programmes


2. Digital Customer Experience Dimensions
• Convenience
• Usability
• Personalisation
• Trust
• Enjoyment


3. Customer Outcomes
• Satisfaction
• Engagement
• Perceived Value


4. Customer Loyalty Outcomes
• Repeat Patronage
• Attitudinal Loyalty
• Advocacy
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