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[bookmark: _tliv4ti1xpye][bookmark: _Toc61273258]Executive Summary
[bookmark: _1i09myl6euqe]                                                                            
Good customer experience is essential to the success of most businesses. Understanding, creating, and managing customers is a necessary factor in developing customer lifetime value and experience. However, COVID-19 has changed how customers interact with organisations, and many companies have to become innovative to maintain and improve their customers' experience. This report provides a critical analysis of McDonald's U.K. fast-food restaurant and COVID-19 impact on its customers' experience and engagement during the global pandemic. As a theoretical framework for understanding McDonalds' U.K. quality systems and how they were used to control their customers during COVID-19, the report will be guided by PESTEL and CRM scanning tools.  These tools are used to understand the benefits and challenges that may impact organisations and areas of opportunities that organisations can develop to maintain their customers and services. The report findings suggest that although COVID has negatively impacted McDonald's sales, it has made changes and has built and maintained good interdependent buyer-seller relationship with their customers during the COVID-19. Also, their quality systems were effective at controlling its customers during the global pandemic. Recommendations from the findings will benefit the growing body of marketing scholars and marketing executives interested in customers' comprehensive behaviours. 
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[bookmark: _nd19x6giikxc][bookmark: _Toc61273259]Introduction

This report critically examines McDonald's U.K. restaurant and COVID-19 impact on its customers' experience and engagement during the global pandemic. The author will provide a brief history of the organisation, its size, number of employees, and McDonald's product and services. The term customer experience is a complex task to manage and define. However, according to Lemon, K.N. and Verhoef, P.C. (2016), customer experience is about managing customers. Depending on the lifetime value of the customers' organisations have different touchpoints in which their businesses interact with customers or how customers interact with their companies (p.69). For example, industries deliver positive customer experience by creating, controlling, and managing customers, which is done through the different medium, such as emails, social media, and their businesses websites. Also, customer engagement is the degree in which someone participates and connects with an organisation that either the customer or the organisation initiates. Customer experience is simultaneous behavioural within emotional context (Vivek, S.D., Beatty, S.E., and Morgan, R.M. (2012). 
Moreover, as a theoretical framework for understanding McDonalds' U.K. quality systems and how they were used to control their customers during COVID-19, the report will be guided by PESTEL and CRM scanning tools. These tools are used to understand challenges or threats that may impact organisations and areas of opportunities organisations can develop to maintain their customers and services. PESTEL scans external macro factors that may pose a risk to businesses, such as political, economic, social, technological, environmental, and legal challenges that may impact organisations (Pan, W., Chen, L. and Zhan, W. 2019). In other words, PESTEL will assist with revealing McDonald's quality systems and how their customers' experience and engagement was impacted during Covid-19. In contrast, Customer Relationship Management CRM has to do with the relationships between customers and businesses. For example, customers may expect low prices and value for their money. While on the other hand business provides goods and services and in return expects to make money, profits, and customer loyalty (Bin-Nashwan, S.A. and Hassan, H. 2017). Furthermore, the author of the report will identify and provide critical analysis of McDonald's U.K. quality systems. Also, to what extent those quality systems benefited and or challenged McDonald's restaurant in developing and maintaining good customer relationships during COVID-19. The report will end with recommendations based on the themes from the PESTEL and CRM analysis. 

[bookmark: _jw7vladjktd3]
[bookmark: _ih1dwc23shhu]
[bookmark: _Toc61273260]McDonald's History

[bookmark: _fkybrs90tlfs]McDonald's is a large American made fast food restaurant that has expanded globally. McDonald's has been selling burgers since 1955. By1958, McDonald's sold its100 millionth hamburgers, and the Company's franchise grew from there. Currently, McDonald's Corporation is considered the world's leading global foodservice retailer. In October 1974 McDonald's U.K. was launched in Woolwich, south London. They developed a customer base of more than 205 million and served over 69 million people daily. Approximately 1300 restaurants in the U.K. and 1100 are franchises. Globally over 36,000 restaurants are operating in over 100 countries and territories. There are about 120,00 plus people employed by McDonald's U.K. and over one million worldwide (McDonald's, 2021). There are three elements of businesses that McDonald's Corporation and McDonald's U.K. work across. Such as the Company, the franchisees, their supplier and their partners. According to the organisation’s website McDonald's U.K. objectives include the following, to serve good food for a great value in a friendly, fun environment, be socially responsible, and provide good returns to their shareholders while making its team's safety, and customers a top priority. Also, McDonald’s U.K. maintains that their organisation is committed to create a safe experience for everyone while enhancing its standards of cleanliness. In additions, the Company is committed to communities, environment, people, and the prevention of modern-day slavery (McDonald's.com, 2017-2021).
Moreover, McDonald's priority is serving safe, quality, and sustainably sourced food that their customers can trust. They further maintain that they are a proud supporter of the Uk’s local economy and farming community, which led to establishing the Farm Forward project, which collaborates with British and Irish farmers. Farmers develop their knowledge and skills about raising animals and protecting the environment (McDonald's, 2021). McDonald's U.K. maintains the viewpoint that they are continuously committed to a safe and inclusive environment where all persons are treated equally. The Company has an equal gender pay structure and an open policy working environment. McDonalds UK further states that their company takes pride in serving their customers, and their organisation relies on feedback and surveys to hear from their employees and customers (McDonald's, 2021).

[bookmark: _f2bvk6kirbmp][bookmark: _Toc61273261]Theoretical Framework

To critically identify and evaluate the systems that support McDonald's U.K. during COVID-19 and how effective they were in meeting customer requirements and maintaining good customer relationships the report would be guided by PESTEL and CRM scanning tools. The PESTEL or political, economic, social, technological, environmental, and legal forces are macro external forces that can pose opportunities or threats for organisations (Pan, W., Chen, L. and Zhan, W., 2019). However, for this report, the author will focus on the PEST.  Customer Relationship Management CRM has to do with the relationships between customers and businesses. For example, customers may expect low prices and value for their money from organisations. While on the other hand, companies provide goods and services and hope to make money, profits, and customer loyalty. Organisations use CRM to create positive experiences for customers. Also, to obtain and keep their customers (Bin-Nashwan, S.A. and Hassan, H. 2017). They are three different types of CRM, such as strategic, operational, and analytical. Businesses use the CRM that aligns with the kind of customers organisations are targeting. Strategic CRM focuses on winning and keeping customers. The strategic CRM business strategy is centred in customers. Operational CRM is about processes that involve selling, marketing and customer service. Lastly, analytical CRM does just that. Analytical CRM study's customers' data and uses the information obtained strategically to obtain and increase their customer base (Bin-Nashwan, S.A. and Hassan, H. 2017). 
[bookmark: _x8dpr9ccmtub]
[bookmark: _m0vnoo3pcudr][bookmark: _Toc61273262]A Critical Analyse of COVID-19 Impact on McDonald's

COVID-19 has impacted many organisations internal and external quality systems in effectively meeting their organisation customers requirement objective and maintaining good customer service and engagement during the global pandemic. Likewise, McDonald's U.K. is no exception. To improve their customers' experience and engagement and continue meeting the organisations' objective during the worldwide pandemic McDonald's U.K. has prioritised the customers experience to maintain their safety and the safety of their employees (McDonald's. Com, 2020).  Moreover, according to McDonald's U.K., due to the government and health authority's guidelines, to physical distancing, the restaurant changes how they provide service to their customers. For example, to deal with government and health officials’ guidelines to prevent or minimise the coronavirus spreading. McDonald's U.K. has closed dining in, table services, their play areas and has implemented the following quality systems. Such as temporarily closing seating areas and moving orders to be takeaway. The restaurant has also changed in restaurant orders to drive through and McDelivery services only. The organisation has also provided more opportunities for their customers to use My McDonald's App to order and pay ahead. Also, customers have the convenience to collect their orders at the Drive-Thru. Besides, McDonald's U.K. has given customers the option to have their meals delivered to them with Just Eats and Uber Eats (McDonald's.com, 2020). To minimise the spread of the coronavirus, McDonald's U.K., customers still have the option to use the facilities; however, anyone entering their stores has to wear a mask with stipulations for the exempted customers. Also, safety measures are put in place for their crew and customers to follow physical distance procedure while in their stores. Also, the restaurant provides its customers, team and delivery persons with handwashing protocol and sanitisers. Plus, an independent body is continuously monitoring the organisation's coronavirus quality systems (McDonald's. com,2017-2021).
Furthermore, the restaurant continues to implement and strengthen its detailed cleaning procedures. For instance, McDonald's continues to clean both in their restaurants and ensures that its McDelivery partners maintain the highest cleanliness and food standards.  What that cleanliness and food safety standards entail is that the Company has adopted a contact-free policy. Not only for all their Drive-Thrus and all McDelivery orders via Uber Eats and Just Eat, but they have adopted a contact-free, with no physical contact between customers, employees, and couriers wherever possible to achieve their business objectives. In contrast, McDonald's U.K. continues to develop and maintain good customer relationships, even though COVID has posed some challenges. Nonetheless, the organisation continues to implement systems to ensure that their employees and customers are protected while developing good customer relationships and support. Such as contactless delivery and drive-throughs were implemented to limit exposure as much as possible (McDonald's.com, 2020). Moreover, to manage, protect and maintain their customers' relationship marketing database McDonald UK has established through their Monopoly program, the restaurants delay their Monopoly promotions because of the coronavirus pandemic's external implications. The delay to its customers' loyalty program is done because of safety concerns and prizes that the restaurant offers to its customers. For example, the prizes include many luxury holidays, European city breaks and cruises, which had to be delayed because of government restrictions and to keep their customers safe (McDonald's.com, 2020). The term relationship marketing is a strategy that involves organisations, building, maintaining, and developing mutually beneficial customer relationship (Agariya, A. and Singh, D. 2011; Christopher, M., Payne, A. and Ballantyne, D. 2013). Please see figure 1, which provides a demonstration of the processes involved in customer relationship marketing.
[bookmark: _diz7g6jfmvwb]
[bookmark: _qbnapv9wvcy][bookmark: _Toc61273263]A Critical Evaluation of McDonald's U.K. Customer Relations and Engagement

To critically evaluate the benefits and challenges McDonald's U.K. had during COVID-19 in developing and maintaining excellent customer service and how effective they were in meeting customer requirements while maintaining good customer relationships the report would be guided by PESTEL and CRM scanning tools. The PESTEL or political, economic, social, technological, environmental, and legal forces are macro external forces that can pose opportunities or threats for organisations (Pan, W., Chen, L. and Zhan, W., 2019). The report will focus on the first four macro external forces. The PEST, or political, economic, social and technological factors that may pose opportunity or threat to McDonald’s U.K. quality systems.  Moreover, McDonald's Uk customers demonstrate different needs, wants, and demands. For example, McDonald's customers' needs their meals to be tasty and cost less; they want a simple menu and require fast service. Therefore, based upon these needs, wants, and demands assessment will illustrate whether McDonald's effectively met their customers' requirement while maintaining good customer relationship. 
Some of McDonald's U.K.'s benefits and challenges they may encounter while trying to meet their organisations' objective during COVID-19. The political factors that can pose opportunities or threat to their Company's developing and maintaining good customer relationship are the current global coronavirus global pandemic regarding health and hygiene. Additionally, the current situation surrounding Brexit and the new trade regulations can pose opportunities and threats to McDonald's Uk performance and how the organisation develops and maintains customer relationships. For example, with the implementation of social distance and less people working it may delay distribution of the goods and supplies to and from the restaurants. Furthermore, regarding Brexit, and how trade is done may likely change. Also, foreign exchange currency may influence the cost of goods. Meaning an increase in prices, which some customers may not like. Also, Brexit may change the social makeup of the working environment. To illustrate, many temporary and or fulltime employee’s immigration status maybe impacted, which may require them to leave the U.K. Nonetheless, during the unstable political climate, McDonald's U.K. created a new customer experience. Such as contactless services to adhere to the government and the latest health and safety guidelines. Moreover, McDonald's has demonstrated that they can continue to be successful in building and maintaining customer relationship during the current unstable political climate (McDonald's.com, 2020). The present economic factors can negatively affect McDonald's U.K. customers' needs, wants, and demands.
According to Maidenberg, M. (2020), COVID-19 McDonald's has lost profits and sales fell to a staggering 22%. The slum in sales may indicate that government restrictions and more people are preparing food at home and that more people are unemployed or under-employed. However, McDonald's restaurant has taken steps to minimise the economic challenges while maintaining good customer relationship. For example, those customers who ordered in person or virtually McDonald's created an experience for them during the global pandemic such as its food pricing and contactless delivery and pickup experience (McDonald's .com, 2020). Moreover, McDonald's U.K. manages to ward off economic challenges despite a slump in its sales in the second quarter due to COVID-19 (McDonald's .com, 2020; Maidenberg, M. 2020). The social factors that may impact McDonald's Uk customers engagement and experience because more customers are becoming health conscious and may require healthy meals choices. For example, more customers are concerned with watching carbohydrates and are counting calories. Also, the shift to low sugar drink because of the concern with obesity especially amongst children can present a challenge to McDonald’s restaurants. But McDonald’s can take advantage of the opportunity in implementing healthier meal and drink choices. However, McDonald UK has taken steps to target that demographic of health-conscious eaters by revamping their menu and provides detailed description about how their food is prepared and what goes into their foods; however, McDonald's healthy menu still poses a challenge to the fast-food giant because their healthy choices do not have the reach the organisation anticipated (McDonald's, 2021). McDonalds-U.k. can take advantage of the social change and target the growing vegan demographic. Technological factors that can affect or benefit McDonald UK during COVID-19. With the advancements in technology, McDonald's U.K. has changed some service to minimise the coronavirus spread. For instance, the introduction of contactless self-service ordering Apps and kiosks. Due to COVID-19, McDonald's U.K. has taken advantage of the opportunity to create an experience for their customers while maintaining social distance.  Most employees' challenge with technology advancements is that many employees may lose their jobs, which may pose a challenge for McDonald's customers because fewer employees at work, meaning longer wait time for customers.  
Customer Relationship Management CRM has to do with the relationships between customers and businesses. As previously mentioned, organisations use CRM to create positive experiences for customers and obtain and keep their customers (Bin-Nashwan, S.A. and Hassan, H. 2017). CRM falls under three different strategies such as strategic, operational, and analytical. For example, strategic CRM business strategy is centred in customers. Operational CRM is about processes that involve selling, marketing and customer service. Lastly, analytical CRM study's customers' data and uses the information obtained strategically to obtain and increase their customer base (Bin-Nashwan, S.A. and Hassan, H. 2017). Depending on the organisation's objective, the CRM that aligns with their aim will be used.  To win and keep customers, organisations use one of the three or sometimes two, but likely not all three strategies. Therefore, based on the analysis, McDonald's would be more likely to utilise the operational CRM because they are selling food and their organisation markets different food items. For example, periodically, McDonald's would have an advertising campaign highlighting the revamp McDonald's U.K. classic beef burger menu while creating awareness about their sustainable beef quality: 100% local and preservative-free. 
Moreover, McDonald's U.K. business depends on customers (McDonald's.com, 2020). For example, McDonald's maintains that its customers are important to them and take pride in serving them. Therefore, the organisation builds its buyer-seller relationships by gathering information about their customers through feedback and surveys to hear from their customers and their employees (McDonald's, 2021). Moreover, McDonald's uses different touchpoints to understand its customers' experience, which is beneficial to their organisations and effectively manages its customers' experience. For example, the organisation is My McDonald App gives customers the peace of mind of knowing that they can be safe during COVID-19 global pandemic and still order takeout in their home's privacy and have their meals delivered to them contactless or pick up their meals through the drive-thru. McDonald's understands the buyer-seller relationship, which is transformed in how the restaurant reduces its customers' choices with the menu, and the information about the meals is simple. Please see figure one on how McDonald's has managed to control its customers' experience.
[bookmark: _5xa46y67yxvq]Moreover, they reduced the risk of making their customers not satisfied with their goods and services. For example, they provide competitive prices and delicious meals. They will replace customers' meals at no additional cost if they are not satisfied. Plus, their restaurant offers different instore and online promotions to develop long term relationships with their customers (Lemon, K.N. and Verhoef, P.C. 2016; McDonald's.com, 2020).  Despite McDonald's successful customers' relationship management, there are mixed reviews from its customers (Please see complaintsdepartment.co.uk/mcdonalds-uk). Their customer management team has different touchpoints to address their customers queries such as online via their chat, platform, telephone, the Web, or social media (Mcdonald's.com, 2021). 
[bookmark: _p49qv9s69fsj][bookmark: _Toc61273264]Recommendations Based on Themes from Framework
[bookmark: _4lxtshkgwkgq]
[bookmark: _7gprseb7rw68][bookmark: _Hlk61353418]It is a complex task to effectively manage customers while maintaining their goals, growth and profit (Lemon K. and Verhoef, P., (2016). No one method or theory can be employed to prevent customers' complaints. As countless business theorists demonstrate, many organisations do not control external macro factors such as political, economic, social, technological, environmental, and legal challenges that impact many businesses' current and future success (Bin-Nashwan, S.A. and Hassan, H., 2017; Pan, W., Chen, L. and Zhan, W., 2019). Moreover, based on McDonald's Uk customers wants, needs, and demands and the organisation's customers complaints, McDonald's employees can control these micro internal issues. For example, the most common customer complaints are incorrect and missing items from their orders, both in stores, online and on the app orders. Therefore, it is likely a quality control issue. Managing and understanding customers from a customer's point-of-view and reasonable order quality control is a team effort (Lemon, K.N. and Verhoef, P.C., 2016).  As these theorists contend to implement changes, require firms to integrate multiple business functions, and even external partners to create and deliver positive customer experiences (Lemon, K.N. and Verhoef, P.C., 2016). Therefore, with the proper customer management tools and the incorporation of the right training, McDonald's can effectively minimise those recurring problems of incorrect or missing items from customers’ orders.
[bookmark: _tqde26m27gpu]Since McDonald's is aware that their customers want value for their money, their organisations can create added value to their products. For instance, McDonald's U.K. can implement creative strategies and creative execution, such as customer loyalty programs from different touchpoints. Please see appendix, which provides a visual of the theoretical processes involved in loyalty programs because the organisation's Monopoly program is cancelled or suspended due to COVID-19.  Therefore, McDonald's U.K. can incorporate rewards that extra value which does not require their customer to travel. Moreover, the value can be something tangible, which customers can be downloaded to their smartphones, via the app or Google play store. For every burger meal purchased that matches the full image of their favourite classic burger meal, the customer will receive a free meal. Please see figure A which provides a visual of the processes involved in creating added value to existing products. Moreover, McDonald's U.K. can incorporate the principal stage of buyer-seller relationship which according to Lemon, K.  and Verhoef, P. (2016) involves relationship identification, relationship development, relationship maintenance, termination, or evaluations of those relationships (pp 73-84). Moreover, the authors further maintain that exceptional customer service requires honest, affordable, reliable, and personable customer service (Lemon, K.  and Verhoef, P. (2016).  



[bookmark: _k3zhmxt0afyj][bookmark: _Toc61273265]Conclusion

[bookmark: _kkh6nr4whlfi]The report has sought to identify and critically evaluate McDonald's U.K. internal and external quality systems and how COVID has impacted McDonald's ability to maintain and deliver outstanding customer experience during the global pandemic. Also, McDonald's U.K.'s effectiveness in customer relations during the worldwide pandemic. The report demonstrates that although COVID-19 and government restrictions have affected the restaurants' sales, which fell 22 % compared to this last year, but it did not affect their customers' experience and engagement during the global pandemic (Maidenberg, M., 2020). McDonald's has developed strategic quality systems and proper measures to build and maintain its customers' experience during the global pandemic. For instance, although McDonald's does not have current control of the political and economic climate, which poses financial challenges for the organisation; however, they could influence their customers' experience while maintaining the organisations' objective. To illustrate, to control and manage their customers' experience following the government and health authority's guidelines, to physical distancing, the restaurant changes how they provide service to their customers to prevent or minimise the coronavirus spreading. McDonald's U.K. has closed dining in, table services, their play areas and has implemented the following quality systems. Such as temporarily closing seating areas and moving orders to be takeaway. The restaurant has also changed in restaurant orders to drive through and McDelivery services only. The restaurant has also provided more opportunities or touchpoints for their customers to use My McDonald's App to order and pay ahead. Also, customers have the convenience to collect their orders at the Drive-Thru. Besides, McDonald's U.K. has given customers the option to have their meals delivered to them with Just Eats and Uber Eats (McDonald's.com, 2020). 
	Moreover, McDonald benefited from using customer management and marketing to obtain new customers, keep existing ones, and develop their customers' lifetime. In other words, McDonald's has used its customers' wants, needs demands and likely transformed existing and new customers into loyal ones. The global pandemic and the quality systems that McDonald's U.K. has implemented to manage their customers can help them capture new customers while maximising the organisation's use of technologies and the latest health and safety procedures to support their customer experiences. In researching the topic on McDonald’s U.k. effectiveness at engaging with its customers during COVID—19 the report uncovers that to implement changes, require firms to integrate multiple business functions, and even external partners to create and deliver positive customer experiences (Lemon, K.N. and Verhoef, P.C., 2016). Therefore, with the proper customer management tools and the incorporation of the right training, McDonald's can effectively minimise those recurring problems of incorrect or missing items from customers’ orders. Furthermore, the report reveals that McDonald's U.K. has taken quality control measures and modified its existing systems to manage its customers' engagement and understanding during the global pandemic. For example, to maintain the organisation objectives which is to serve good food for a great value in a friendly, fun environment, be socially responsible, and provide reasonable returns to their shareholders while putting the safety of its team, and customers a top priority. Creating a safe experience for everyone while enhancing its cleanliness standards, McDonald's U.K. has implemented contactless delivery and pickup systems. The organisation has benefited from its usage of technology such as its My McDonald's App to engage with customers (McDonald's.com, 2017-2021). This report has explored and critically evaluate the benefits and challenges McDonald's U.K. had during COVID-19.
Additionally, how McDonald's U.K. develops and maintains good customer service during the global pandemic. Moreover, the Company's quality systems were in meeting its organisation's objective while maintaining good customer relationships. Future research in this area may assist with power dynamics and how it emerges through social relationships.              
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[bookmark: _gf00ghdj6bqo][bookmark: _Toc61273272]A diagram of the Customer Satisfaction Profit Chain.
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Source (Jack, Molly, 2020, personal communications). 
The diagram demonstrates McDonald's U.K. Monopoly program and is likely rooted in a customer-centric philosophy. For example, the monopoly loyalty program is probably designed to understand their customers better. Also, to improve long-term growth and profitability through an understanding of customer behaviour.

[bookmark: _fs7cz4rqm6b7][bookmark: _Toc61273273]Figure 2:


Figure two provides an in-depth description of how McDonald's develops its customers' relationship programs and their customers' lifetime value. 

 (ITC Business and Society, n.d). [image: ]
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