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[bookmark: _Toc223657132]1. Introduction 
Title: The Impact of Service Quality on Customer Satisfaction in the UK Restaurant Industry. A Quantitative Study on McDonald's.
[bookmark: _Toc223657133]1.1 Background of the Research 
The fast-food industry is one of the leading and growing industries with the advancement and change of lifestyle, shifting in demands for affordable and convenient options, and urbanisation. In this modern culture where consumers often tend to look for quick services, easy dining access, and a pleasant and convenient experience, the fast-food restaurants have taken a significant part. Due to the increasing demand and available options, the competition has increased, and many competitors exist in this market. To set the business unique or stand out as a recognisable one must ensure superior quality to attract the attention of the customers (Singh et al., 2023). Providing superior service quality is one of the ways businesses are now found to use to engage with customers. Providing high-quality services advocates for customer satisfaction (Fader, 2020). Service quality ensures that the demands of the customers are met; when customer demands are met or are higher, it turns into customer satisfaction (Pearson, 2016). 
The services of restaurant businesses are quite similar. The common factors are good quality of food, well dining experience, and a clean environment. These are the basic factors that influence the customer satisfaction level when it comes to restaurant businesses. Any gap or shortcomings can generate dissatisfaction among the customers (Gurung, 2021). 
Due to the increased demand not only for high-quality services but also for consistent services, integration of digital services, like being able to order food digitally, seamless payment options, well dining experience has increased. On the other hand, the use case of a social media platform can easily influence people or the community towards a certain thing. Thus, maintaining the service quality and the community is important, which keeps the customer satisfied.
[bookmark: _Toc223657134]1.2 Problem Statement 
There are many studies that have undertaken the study of service quality and its impact on customer satisfaction. This study aims to analyse the activities of McDonald's and add a new pillar to the existing realm of literature. This study will ensure a concentrated study on a single entity, which is McDonald's. This will allow us to understand the tactics of how large restaurants like McDonald's manage their service quality and their customers. This will provide insights on developing further strategies for managers of this industry to improve their business service quality, or to satisfy their customer base and create a loyal customer base. 
[bookmark: _Toc223657135]1.3 Research Aim
The aim of this research is to examine the impact of service quality on the satisfaction of customers in the restaurant industry, based on evidence from McDonald's. 
1.4 [bookmark: _Toc223657136] Research Objectives 
The aim of this research will be examined through the analysis of major concepts of service quality of fast food businesses, and examine which parameters result in high-quality services. To achieve it, these are the objectives of this research –
1. To identify the relationship between service quality and customer satisfaction in the restaurant industry.
2. To explore the factors that influence the satisfaction level of customers of McDonald's.
3. To explore the relationship between service quality features such as food quality, speed, environment, employee attitude and customer satisfaction in McDonald’s.
[bookmark: _Toc223657137]1.5 Research Questions
To explore and meet the aim and objective of this research, these are the questions that need to be answered –
1. Is there any relationship between the service quality and customer satisfaction in the restaurant industry?
2. What are the factors that influence the satisfaction level of McDonald's customers?
3. Is there any relationship between service quality features such as food quality, speed, environment, employee attitude and customer satisfaction in McDonald’s?
[bookmark: _Toc223657138]1.6 Research Outline 
This research will include six chapters. First, it will include the introductory part, later in the second chapter, this will provide the evidence from existing literature, and then it will discuss the methods that will be used to collect data and analyse data. This will collect data from a primary source, where the sample size will be 20. This will primarily be quantitative research. The expectation from this research is that this will provide enough evidence to conclude that service quality does influence customer satisfaction and provide some factors that influence the customer satisfaction of McDonald's. 


[bookmark: _Toc223657139]2. Literature Review 
The restaurant industry is highly competitive. In the UK, there are a number of large and global fast-food restaurant that operates similar kinds of businesses to McDonald's, e.g., KFC, Burger King, etc. Due to the increased demand for accessible, convenient food options and a lifestyle change, the business demands are also at their peak; therefore, the number of competitors is also high. In such a scenario, to differentiate the business among the competitors, the service quality needs to be superior (Buell et al., 2016). Service quality ensures that the whole customer journey is executed smoothly and customers are satisfied during the process (Halvorsrud et al., 2016). Customer satisfaction results in brand loyalty, which helps the company stand out among the competitors in the industry (Azizan and Yusr, 2019). 
Thus, focusing on serving consistent services is necessary for brands such as global brands like McDonald's to maintain their customer base and foster a loyal customer base. There are multiple fast-food chains, like Burger King or KFC, who operates similar kind of business. In such cases, brand loyalty plays a significant role in driving customers. Thus, maintaining customer loyalty is important (Arslan, 2020). 
[bookmark: _Toc223657140]2.1 Customer Satisfaction 
Before the purchase of the actual product customer sets some expectation about the service or the quality of the product. If the actual product meets those expectations or exceeds those expectations, then it results in customer satisfaction (Shukla et al., 2025). This advocates the “Expectation-Confirmation Theory”. According to this, dissatisfaction occurs when the service or quality of the product falls short of expectations. Customer satisfaction is one of the key elements to build a loyal customer base (Lee and Kim, 2020). In the restaurant business, service quality plays a key role in managing customers. The quality of the services depends on several factors, such as the quick response of the staff, the price of the food, food quality, dining experience, and the overall experience. In the case of the restaurant business, convenience and speed are the two major factors in the case of service quality (Ahmed et al., 2023). Failing to maintain these two factors results in customer dissatisfaction and could lead to negative influence. Besides the rise of social media platforms and easily influence the community (Azemi et al., 2020). 
[bookmark: _Toc223657141]2.2 Service Quality
Restaurant business is a product-based business, but it also offers services. The whole experience or process also includes service, for instance, serving the customer as quickly as possible or responding to the customer's query quickly, taking the order, ensuring a clean and clean dining experience, all of which consist of the service factor. Thus, assessing factors like reliability, assurance, tangibility, responsiveness, and empathy enables the understanding of service quality. The physical appearance of equipment, furniture, employees, and staff consist the factor tangibility. Ensuring proper placement and cleanliness ensures high-quality services (Shi and Shang, 2020). The consistent quality of food, timely delivery, and consistent responses increase reliability towards the company and also contribute to service quality (Wand et al., 2015). Quick and prompt response to customer queries, taking the orders of the customers in a timely manner, ensures customer satisfaction. The professional behaviour of the staff and employees provides assurance to the customers, and ensuring personalised attention ensures empathy. The demand for customised and personalised services has increased recently (Teshnizi et al., 2018).
Restaurant business, particularly the global brands, encounter a large number of customers daily; therefore, maintaining the service quality and ensuring consistent delivery is critical, and this is the reason why the last global brands like McDonald's ensure standardized procedures throughout their outlets (Crawford et al., 2015). But due to wide operation in different region difference can be seen due to factors like culture, management practices, and employee behaviour.
[bookmark: _Toc223657142]2.3 Research Gap
The existing studies identified here focus on the factors that contributes in service quality in the restaurant business that focuses on the whole industry. However, a need or gap remains for concentrated study on a single entity, such as McDonald's. It is a global brand that consistently updates and modifies its business strategies, that needs to be analysed or can be helpful for other small businesses to operate their business. This study is to meet that gap.


[bookmark: _Toc223657143]3. Methodology 
[bookmark: _Toc223657144]3.1 Research Approach
This research will focus on quantitative data, since this is cause-and-effect study use of quantitative data will allow us to understand the cause-and-effect relationship and factors of the problem (Sturmberg and Marcum, 2024). The objective of this research is to understand whether service quality results in customer satisfaction. The valid option for this would be to collect data from the customer or the company, which asserts that quantitative data will be suitable to explore the cause (Render et al., 2016).
[bookmark: _Toc223657145]3.2 Data Collection Methods
The data collection method that will be used here is the survey method. A questionnaire will be set up through Google Form, and this will be sent to customers to fill out. In this way, this will collect raw or first-hand data for the research. This will directly enable the research by understanding how service quality influences customers (Taherdoost, 2021). There will be both open-ended and closed-ended questions. 
[bookmark: _Toc223657146]3.3 Sampling Strategy 
The stratified random sampling method will be used to collect data. The sample size of the research will be small. It will include 30 customers, colleagues, friends, where each member will be an adult, and this will ensure their privacy and take consent before collecting data. 
[bookmark: _Toc223657147]3.4 Analysis Techniques
The data will be collected through a survey questionnaire where the customer will be asked several questions. From the answer to the question, first, the demographic of the customer will be tried to understand, and later it will try to extract themes for the data and build a relationship among the identified themes or data to draw a conclusion. 
[bookmark: _Toc223657148]3.5 Ethical Consideration 
This research will include participants; thus, it is subject to ensuring informed consent, confidentiality, and privacy issues. This research will ensure all of these factors are met and protected (Hasan et al., 2021). Gathering consent from the customer will be the priority. The data will be collected anonymously and will not be shared with anyone, which will ensure privacy.
[bookmark: _Toc223657149]4. Expected Findings
The expected findings from this research are that this will provide or identify the services that the restaurant industry should identify as significant or work on, such as factors that influence customer interactions. Besides, this will provide enough evidence to conclude that service quality does influence customer satisfaction. Additionally, this will provide some factors that influence the customer satisfaction level of McDonald's. On the other hand, this will allow us to identify which services or service quality influence customers to go back to McDonald's, such as their food quality, service speed, staff behaviour, and cleanliness.
[bookmark: _Toc223657150]5. Limitation
Limitation is an unavoidable phenomenon. Extensive research requires significant time, wide access to data, and finances. The timeframe of this research is limited; within the limited time, conducting extensive research is critical. Thus, there is also a methodical limitation. The data collection source is also a limitation. Since this is a primary data collection it would be difficult to collect data and since this involves online survey questionnaire can not be updated to collect data based on the situation. This relies on basic quantitative analysis, where sophisticated quantitative, statistical analysis, and qualitative analysis might provide evidence-based results. On the other hand, access to a large customer base is difficult. Thus, the sample size has become small, which may not extract the true data.
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[bookmark: _Toc223657152]8. Conclusion 
The title of the research is “Title: The Impact of Service Quality on Customer Satisfaction in the UK Restaurant Industry. A quantitative Study on McDonald’s. The aim of this research is to examine the impact of service quality on the satisfaction of customers in the restaurant industry, based on evidence from McDonald's. In achieving the aim, this research will look into the service qualities that are significant in the restaurant industry and that a restaurant should consider in keeping its customers satisfied. This research will primarily focus on identifying whether service quality e.g., quality, service speed, staff behaviour, and cleanliness impacts customer satisfaction or not, based on the practice of McDonald's. In doing so, this research will focus on primary data, and the research approach has been decided to be quantitative. This will collect a sample using a stratified random sampling method. The sample size is 30. This will take 16 weeks (approx.) to complete the research.
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