



Introduction 

	McDonald’s is one the largest brands in the world, and one that has mastered the art of service, processes and people. This assignment will dive deeply into the brands processes, people and physical environment as well as my cognitive, affective and behavioural responses related to these 3 areas of McDonald’s. By having over 37,000 restaurants worldwide, McDonald’s is by far the most valuable fast food brand in 2017 and a master of providing a consistent service in any corner of the world. (Statista, 2018) Due to their size and number of restaurants, I personally have been to McDonald’s many times in my life. Therefore, I have been adequately exposed to the brand to give an appropriate analysis of their service elements, and my responses to those elements. My performance expectations at McDonald’s include: the service to be adequate, meal prepared quickly, the food to be hot and the physical environment clean. McDonalds has spent extensive amounts of time, money and resources to try and perfect the last 3 elements of the marketing mix, and to give their worldwide customer base an experience to remember. This paper will analyze how they have done. 

Processes 

	Process refers to a set of activities performed in order to achieve something. McDonald’s undertakes a number of activities to deliver its products to customers, for example: food preparation is an important activity in the overall process. (Rahman, 2017) McDonald’s processes include:  An ordering system, food preparation processes and finally a food delivery system to deliver customers their orders. The process begins with an action from the customer, either by ordering at the counter, through the drive thru or through a self-serving technology (SST, UberEasts). Typically, once the order is placed, the customer waits in a line for their order and when it is called, they pick it up at the counter or through their car window in the drive thru. 
	Behind the counter, the food production process has many standards and scripts. All of the items on McDonald’s menu have specific ingredients that go into it, nothing more and nothing less. On the other side of the counter, McDonald’s also has a specific script for their ordering process. For example, if a customer orders a meal, the employee must ask what drink they would like. Some of these processes take place behind the line of visibility. The line of visibility is the separation from the ‘onstage’ steps, interactions and assets from ‘offstage’ processes, business staff and operating environments. Visibility is the separation of what the customer can see and interact with, from what they can’t. (McNeice, 2015) This line is usually defined from the kitchen, to the front of house, as customers can see their drinks being made but they can’t directly see the cooks in the back preparing their burgers, wraps or salads. That is what defines McDonald’s line of visibility. On the other hand, the line of interaction separates customer actions from service interactions. This is either the service counter/window or the SST that customers can order from. A figure of the front-stage and back-stage processes at McDonald’s is provided in the appendix. Fail points exist if customers are waiting for too long for their order, or if the order is made incorrectly. A detailed description of customer actions, support processes, physical evidence, line of interaction and visibility at McDonald’s is presented in the form of a blueprint in the appendix.   
	My personal experience with the processes at McDonald’s has been quite pleasant. At McDonald’s, customers are required to have a medium level of participation by telling the employee what they would like, no matter how they choose to place their order. Upon entering McDonald’s, I have already gone through the pre-purchase stage of service consumption by identifying a need (hunger) and choosing to fill that need at a McDonald’s location. I expect the service to be good, my meal to arrive quickly, and for my food to be hot when I sit down to enjoy it. These expectations will be used to evaluate McDonald’s service dimensions. So, after I entered a restaurant, I chose to order my meal at the counter, even though self-serve technologies (SST) were in place. After being greeted by the employee, I ordered my meal, paid for it and was told to wait for my number to be called on the screen and to have a good day. Within about 5 minutes I received my food, sat down to enjoy my meal and found the food to be acceptable, although not as warm as I expected.  My experience with the service process at McDonald’s confirmed my expectations. I was delighted with the service in front of the line of interaction, a warm welcome and proper goodbye made me glad I chose to not use an SST to place my order. I did not wait too long for my order either, although this was expected. McDonald’s prides itself on being able to serve food quickly to their customers and so delivering on this value proposition did not make my experience extraordinary. Lastly, one area that disconfirmed my expectations was when I received my meal. It was cold when I sat down to enjoy it, creating a gap between from I expected (warm meal) to what I received (cold meal). This also represents a gap between the roles of the frontstage and backstage employees (see Blueprint) where the backstage prepared a cold meal, and the frontstage personnel were unable to identify this gap before handing me my order. 
	 Throughout the entire service encounter stage at McDonald’s I was happy with the level of service the brand provided but slightly disappointed with the final product. Their processes allowed me to easily and conveniently order my food, with an above level of customer care than what I typically expect. Waiting for my order did not take long thanks to the back-stage processes McDonald’s has in place like grills, fryers and an assembly line style build process. The only aspect of service that I experienced a gap in was when I sat down to eat, my meal was cold. This was caused by a fail point in the back stage where the cooks prematurely anticipated my demand, and in an attempt to inventory demand cooked my burger well before it was ordered. By attempting to inventory demand I received a sub-par product, resulting in dissatisfaction, literally leaving a bad taste in my mouth. 
[bookmark: _GoBack]	In my experience, McDonald’s processes have been fantastic, but with room for improvement. Overall, the processes at McDonald’s are well planned, but execution varies. This is a direct result of the heterogeneity or variability of characteristics of a service, meaning the quality of services depends on who provides them, how and when. This is a reoccurring problem creates negative affective, cognitive and behavioral responses for customers. Due to the popularity of the restaurant, many customers have come to know what the service is like at McDonald’s and therefore have become more critical and able to identify service gaps that result in negative responses. Altogether, I am satisfied with the processes McDonald’s has put in place. 

People
	The people and service and McDonald’s are what make the business operate and flourish on a daily basis and are at the core of the service encounter stage of service consumption. Service employees are important to customers and competitive positioning because they are the frontline, representing McDonald’s brand at all times. The frontline is an important driver for customer loyalty because they anticipate customer needs, customize the service delivery and can build relationships with the customers themselves. Employees in any business can experience role stress from working the frontline of the business, in the case of McDonald’s employees, their role stress is usually caused by an organizational vs. client stress. This is a dillemma where the employee doesn’t know if they should follow company rules or satisfy customer demands. These small yet significant problems put stress on the frontline and make their already hectic jobs even more difficult. 
	Fast food restaurants experience a high turnover rate, but in recent years it has actually risen as the company’s stock prices go up. This is in large part due to the introduction and implementation of technology in this sector. (Premack, 2018) This relates to the service talent cycle because McDonald’s has introduced SST’s, mobile ordering and food delivery services. This means that McDonald’s needs to train their frontline to be able to deal with any issues with the technology while continuing to provide customers with a high level of service to reduce fail points. 
	McDonald’s has enabled their personnel to be able to handle such issues by training them in service recovery procedures and orientation of the technology, the second step in the service talent cycle. I have personally been a part of this process, when the SST’s were introduced an employee invited me to use the technology to order my meal and walked me through every step in the ordering process, something that was a pleasant surprise. McDonald’s has also built high-performance service delivery teams where employees displaced by kiosk or app ordering would be reassigned to new roles providing table service and delivery. (Premack, 2018) I have also seen this in McDonald’s specifically, when a special burger is ordered, an employee will deliver it directly to the customer at their table, introducing a new service delivery system and increasing the importance of their frontline people and processes. My experience with the service people at McDonald’s has consistently exceeded my expectations. I usually enter a location with relatively low expectations in terms of customer service because McDonald’s value proposition is based around speed and convenience, not service quality. There have been multiple times where I have been greeted with a warm welcome upon entering the restaurant, sometimes they even hold the door open. The employees are friendly and knowledgeable about their products, and able to help seniors navigate the complex SST’s or new numbered ordering system. In my experience, McDonald’s empowers their frontline, and fosterers positive cognitive and affect responses with their employees, something a successful business such as McDonald’s executes very well. 
	There are characteristics in the cycles of failure, and success at McDonald’s, despite their worldwide success. In the cycle of failure, McDonald’s has high employee turnover, narrow design of jobs on the frontline to accommodate low skill level and finally, low wages. These characteristics are not prevalent in the management space of McDonald’s but the majority of their employees that are on the frontline face these issues. McDonalds also shows indicators from the cycle of success, they provide training, enjoy high profit margins and high customer loyalty. The company invests more than £43m a year developing its people. (Burn-Callander, 2015) Lastly, as an organization McDonald’s need to improve how they motivate and energize their employees. The fall in employee satisfaction may be attributed to the new technology and an expectation for higher productivity despite a lack of wage bumps. (See Figure 1) This means that McDonald’s is demanding more out of their employees without compensating them financially, creating negative behavioural responses from their employees. I have personally experienced good service from McDonald’s employees, but I know this isn’t always the case. Again, this highlights the heterogeneity of services.
	People are at the centre of all businesses, being able to manage, motivate and energize your employees is the key to success and running a profitable business, especially at McDonald’s. Empowering the frontline is the key to proper communication and recovery processes for customers. Empowering your frontline with SST’s and proper training help to communicate your business value to your customers, and that value has certainly been communicated to me. Although there is room for improvement, McDonald’s does a great job of managing their people. 

Physical Environment  

	Physical environment refers to the elements, physical evidence and people that visitors and customers experience in the service environment. The physical evidence impacts not only on the impressions of the customers of the restaurant, but also the way McDonald’s functions. (Rahman, 2017) The physical aspects of McDonald’s restaurants worldwide include a service counter for ordering, a place for customers to sit and finally food production, which is behind the line of visibility. Some of McDonald’s restaurants have a drive-thru but not all, surprisingly drive-thru’s account for about 70 percent of its U.S. business, which contributes more operating income than any other global market. (Baertlein, 2017) Although the physical evidence of McDonald’s is important to their success, a factor of arguable more importance is the people operating in the physical environment. McDonald’s core service script includes: customers entering the location, deciding what to order, placing that order and then receiving their food. When entering the location, customers have a choice of either going into the physical store or using the drive thru if it is available. From there, customers have a few choices of how they can place their order; through the drive thru speaker, to an employee working at the counter or more recently, through an SST such as a large touchscreen display where they can also pay for their order. Lastly, the customer waits for their food either in their car or by standing in the physical environment. All of these steps have consumer convenience in mind by allowing multiple channels for ordering, McDonald’s gives customers the power to choose how they interact with the physical environment. 	
	The purpose of all of these aspects in the physical environment at McDonald’s is based around convivence and speed for the customer. In my experience, McDonald’s provides an inviting environment to those that wish to use it. The physical environment at McDonald’s is pleasing, welcoming and comfortable for all demographics the business serves. Upon walking in, the restaurant is clean and well organized with lots of space to go directly up and order or, wait and choose what you would like. Ordering is easy, simple and effective, with the addition of numbers being printed on receipts to identify your order, picking up your food is so easy a child could do it, and many do. McDonald’s has also updated their interior over the years, and now many McDonald’s restaurants feature a fireplace, higher quality chairs and access to their free wi-fi. This is something that is now expected when entering a McDonald’s location, free wi-fi draws in customers from all age groups and increases their length of stay. I found the wi-fi to be fast, chairs comfortable and fireplace warm when I visited McDonald’s. Previously, this would have positively confirmed my expectations but since the update, this is the type of quality I now expect from the golden arches. So, McDonald’s physical environment met my expectations. 
	Overall, my experience with McDonald’s is everything you would expect from a business that sells 75 hamburgers every second. (Lubin, 2012) Their upgraded interior over the last few years has increased the brand image from just a fast-food restaurant to an upscale restaurant or coffee shop. Everything has a purpose and the aspects of the physical environment deliver customers everything they need and more in a service encounter. The success of McDonald’s physical environment is the summation of all of their independent parts (SST, drive thru, seating, etc) working together to give customers and experience that is unrivaled in the fast-food industry. This Holistic effect has enticed myself, along with many others to return for another visit.  

Conclusion 

	Every day, McDonald’s serves approximately 1% of the world’s population. (Lubin, 2012) With such a successful business, McDonald’s has seemed to master managing their processes, people and physical environment.  The way McDonald’s intelligently organizes and standardizes each customer experience is a marvel to see. With every customer receiving the same service every time they come in shows how McDonald’s processes evoke the same happy behavioural and affective responses each time, resulting in repeat business. McDonald’s effectively manages their high demand foot traffic, back-end operations in the kitchen and the environment in which both of these take place. McDonald’s is a happy place where families and individuals of all walks of life can enjoy a meal in any part of the world. Whenever you choose to eat at McDonald’s you know exactly what to expect. This is a direct result of their time, energy and resources spent on all aspects of their business to deliver a quality product and service at all times. Now, who’s ready for a Big Mac? 

 





























Appendix 

Figure 1 
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Blueprint 
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Front stage processes 
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Backstage processes 
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Employee Satisfaction Rating (rounded to

Rank Company nearest decimal point)
1 Greggs 38
2 PizzaHutUK 38
3 Nando's UK 36
4 Carluccio's 34
5 Starbucks 33
Whitbread (owner
6 of Costa) ( 33
7 Wagamama 33
8  Domino's Piza UK 3.1
9  PretAManger 31

10 McDonald'sUK 3.1
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Provision of information to the customers in various ways such as menu

card, electronic boards displaying prices and images of food.

I

Order taking from customers directly, online or telephone, followed by
billing and payment

i

Consultation services for the visiting customers regarding placement of

‘orders and selection of combo meals

I

Hospitality, safekeeping and Exceptions
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Kitchen management- food preparation and storage

Inventory management

S22
'Up gadation of pricingsystem, andnewproductpackage

Monitoring of daily business activities and equipments

‘and timely notification of emergency services

Safekeeping and restaurant management





