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ABSTRACT
This dissertation investigates how digital service quality influences customer satisfaction and technology adoption at TOA Taxis, Birmingham. Using a secondary qualitative research design informed by systematic literature review principles, the study analyses academic, government and industry sources on digital service quality, customer satisfaction, taxi services and digital transformation. The findings indicate that reliability, usability and responsiveness are the most influential digital service quality dimensions, while information quality, security and privacy support customer trust. The dissertation argues that traditional taxi operators should prioritise reliable booking, dispatch, tracking, payment and service recovery systems before adopting advanced or cosmetic digital features. The study contributes by applying digital service quality, SERVQUAL, E-SERVQUAL and customer journey perspectives to a regional UK taxi operator rather than assuming that evidence from large ride-hailing platforms applies directly. Recommendations focus on improving operational reliability, mobile app usability, customer communication, CRM use and human support.
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1.1 Introduction
Digital transformation has fundamentally changed how organisations operate and interact with customers across many industries. The rapid growth of smartphones, mobile applications, cloud computing, artificial intelligence and real-time data technologies has transformed customer expectations regarding convenience, accessibility and service quality (Vial, 2019; Verhoef et al., 2021). Customers increasingly expect services to be available instantly, efficiently, and through user-friendly digital platforms. As a result, organisations are investing heavily in technology to improve customer experience and maintain competitiveness.
The transportation sector has been significantly influenced by digital innovation. The emergence of ride-hailing companies such as Uber and Bolt has introduced technology-driven business models that allow customers to book journeys, track vehicles in real time and make cashless payments through mobile applications (Tirachini, 2020). These developments have raised industry standards and increased pressure on traditional taxi operators to modernise their services.
Customer satisfaction remains one of the most important determinants of organisational success. Satisfied customers are more likely to remain loyal, recommend services to others, and continue using the organisation over time (Hapsari et al., 2017; Ali et al., 2021). Consequently, organisations that fail to meet changing customer expectations risk losing market share to competitors offering superior digital experiences.
This study focuses on TOA Taxis, Birmingham, one of the city's established taxi service providers. As customer expectations continue to evolve, TOA Taxis faces increasing pressure to ensure that its digital services meet modern standards of usability, reliability and convenience. This research therefore investigates the impact of digital service quality on customer satisfaction at TOA Taxis, Birmingham and examines how improvements in digital services can enhance customer experience, service delivery, customer retention, and organisational performance.
1.2 Background of the Study
Over the last decade, digital technologies have transformed service delivery across numerous industries. Technological advancements have enabled organisations to redesign customer interactions, improve operational efficiency, and create more personalised service experiences (Vial, 2019; Hanelt et al., 2021).
Research suggests that customers increasingly evaluate service quality not only through traditional measures such as reliability and responsiveness but also through digital service attributes including system usability, information quality, accessibility and convenience (Rita et al., 2019). Consequently, digital service quality has become a strategic capability that enables organisations to improve customer satisfaction, strengthen customer loyalty and maintain competitive advantage within increasingly digital service markets (Ali et al., 2021; Verhoef et al., 2021). 
However, the strategic value of digital service quality depends on whether digital technologies improve actual customer experience rather than simply increasing technological capability. According to Department for Transport (2024), organisations that invest in digital systems without improving reliability, usability and responsiveness may achieve limited improvements in customer satisfaction.
In the United Kingdom, the taxi and private hire industry has experienced considerable change due to the widespread adoption of digital technologies. Customers now expect seamless digital interactions throughout the service journey, from booking and payment to communication and feedback. Traditional taxi operators must, therefore, continuously adapt to remain competitive within an increasingly digital marketplace (Department for Transport, 2024).
TOA Taxis operate within this evolving environment. As an established Birmingham taxi operator, the company faces both opportunities and challenges created by technological developments and changing customer expectations. Its ability to provide effective digital services may significantly influence customer satisfaction, customer loyalty and overall business performance.
1.3 Research Problem
Despite increased investment in digital taxi technologies, traditional operators can still experience gaps between digital promises and operational delivery. Customers may be able to book through an app or website, but satisfaction may decline if bookings are unreliable, arrival estimates are inaccurate, payment confirmation is delayed or support is difficult to access. This creates a practical problem for TOA Taxis, Birmingham as digital services must improve the whole customer journey rather than simply add technological features. It also creates an academic problem because much existing research focuses on ride-hailing platforms, leaving limited understanding of how digital service quality affects satisfaction in established regional UK taxi firms.
Ineffective digital systems can inconvenience customers, reduce driver efficiency, and weaken loyalty and competitiveness, making digital service quality a strategic issue in transport (Peng et al., 2024; Wireko-Gyebi et al., 2024; Rana et al., 2025).
Although studies have examined technology adoption in ride-hailing platforms such as Uber and Bolt, less research explores how digital service quality affects customer satisfaction among traditional regional UK taxi operators (Tirachini, 2020; Bilgin et al., 2023). This leaves limited understanding of how firms such as TOA Taxis Birmingham can improve digital services while preserving local reputation and personalised service.
While technology acceptance theories explain customers’ willingness to adopt digital systems, this dissertation focuses on service quality after adoption. It therefore uses Digital Service Quality, SERVQUAL, E-SERVQUAL and Customer Journey Theory as its main foundations, with TAM and UTAUT2 as supporting perspectives in Chapter 2. The study addresses a practical and academic gap by assessing whether ride-hailing findings apply to an established regional taxi operator.
1.4 Research Aim
The aim of this study is:
To investigate how digital service quality influences customer satisfaction at TOA Taxis, Birmingham.
1.5 Research Objectives
To achieve the research aim, the following objectives have been developed:
To examine technology-related factors that influence customer satisfaction at TOA Taxis, Birmingham. 
To identify gaps in digital service delivery that affect customer experience. 
To analyse the relationship between the usability of digital services and overall customer satisfaction. 
To provide recommendations for improving digital service quality at TOA Taxis, Birmingham.
1.6 Research Questions
The study seeks to answer the following research questions:
How does digital service quality influence customer satisfaction at TOA Taxis, Birmingham? 
How do customers perceive the quality of TOA Taxis, Birmingham's digital services? 
Which dimensions of digital service quality most strongly influence customer satisfaction?
1.7 Research Methodology Overview
This study uses a secondary research methodology. Data will be gathered from peer-reviewed journal articles, books, industry reports, government publications and other credible sources related to digital service quality, customer satisfaction, customer experience, digital transformation and taxi services. The evidence will then be critically analysed to identify key themes, relationships and findings relevant to the research objectives (Snyder, 2019; Saunders, Lewis and Thornhill, 2019).
The use of secondary data is appropriate because it enables the researcher to examine a wide range of existing evidence regarding digital service quality and customer satisfaction without undertaking primary data collection. This approach also provides access to diverse perspectives from previous studies conducted across the transportation and service sectors (Snyder, 2019; Saunders, Lewis and Thornhill, 2019).
1.8 Structure of the Dissertation
The dissertation is organised into five chapters.
Chapter 1: Introduction introduces the study, presents the research problem, outlines the aim, objectives and research questions, and provides an overview of the methodology.
Chapter 2: Literature Review critically reviews existing literature relating to customer satisfaction, digital service quality, customer satisfaction, service quality theory, digital transformation and customer relationship management.
Chapter 3: Methodology explains the research design, data collection methods, data sources, and analytical approach adopted for the study.
Chapter 4: Findings and Discussion present and discusses the findings obtained from the secondary data analysis in relation to the research objectives and existing literature.
Chapter 5: Conclusion and Recommendations summarises the key findings, provides recommendations for TOA Taxis, identifies the study’s limitations, and suggests areas for future research.
1.9 Chapter Summary
This chapter introduced the research topic and highlighted the growing importance of digital service quality within the taxi industry. The discussion demonstrated how digital transformation has reshaped customer expectations and increased the importance of technology-enabled service delivery. The chapter identified the research problem, explained the significance of investigating digital service quality within TOA Taxis Birmingham, and introduced the principal theoretical concepts underpinning the study, including Digital Service Quality, SERVQUAL, E-SERVQUAL, and Customer Journey Theory, while recognising technology acceptance theories as supporting perspectives. Finally, the chapter presented the research aim, objectives, research questions, methodology overview, and dissertation structure. The following chapter critically reviews the literature relating to digital service quality, and customer satisfaction.
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2.1 Introduction
Digital technologies have reshaped service delivery and customer expectations in the taxi industry. Mobile booking, real-time tracking, digital payment and automated communication have made digital service quality central to customer satisfaction, loyalty and competitiveness (Vial, 2019; Verhoef et al., 2021). Traditional operators such as TOA Taxis, Birmingham now compete with ride-hailing platforms that normalise convenience, transparency and rapid response (Bilgin et al., 2023; Peng et al., 2024). This chapter critically reviews literature on digital service quality, customer satisfaction, service quality models, technology acceptance, mobile application quality, CRM, data analytics and UK taxi-sector challenges. It also identifies the research gap that justifies examining TOA Taxis, Birmingham as a traditional regional operator rather than assuming evidence from global ride-hailing platforms applies directly.
2.2 Digital Service Quality: Concepts and Dimensions
Digital service quality is customers’ assessment of technology-enabled interactions, including usability, reliability, responsiveness, information quality, privacy and system performance (Rita, Oliveira and Farisa, 2019; Ali, Dey and Filieri, 2021; Li et al., 2025). In taxi services, it is reflected in booking confirmations, arrival estimates, GPS tracking, fare transparency, payment security and complaint handling (Ali et al., 2021; Adenigbo et al., 2023). Studies differ on emphasis: Peng et al. (2024) prioritise reliability and shorter waiting times, while Verhoef et al. (2021) link service quality to the wider customer journey, trust and engagement.
For TOA Taxis, Birmingham, reliability is likely most influential because customers rely on accurate booking, arrival and payment processes. Usability affects booking completion, while responsiveness and information quality support satisfaction during delays, cancellations or service failures. Security and privacy remain essential for trust (Rita, Oliveira and Farisa, 2019). This dissertation therefore treats digital service quality as an integrated construct, prioritising reliability, usability and responsiveness rather than assuming all dimensions require equal improvement (Shah, 2021; Adenigbo et al., 2023).
Table 2.1: Key digital service quality dimensions relevant to TOA Taxis Birmingham
Dimension	Meaning in taxi digital services	Likely influence on satisfaction
Reliability	Accurate booking, vehicle arrival, tracking and payment completion.	High: directly affects whether the promised journey is delivered.
Usability	Ease of using the app or online booking system.	High: poor usability prevents customers from completing bookings.
Responsiveness	Speed and clarity of updates, support and complaint handling.	High: especially important when delays or service failures occur.
Information quality	Clear fare, driver, vehicle and arrival-time information.	Moderate to high: reduces uncertainty and improves confidence.
Security and privacy	Protection of personal, payment and location data.	Moderate: essential for trust but often noticed most when problems arise.


2.3 Customer Satisfaction in Digital Service Environments
Customer satisfaction is a key service-performance indicator because it affects retention, loyalty, word-of-mouth and profitability (Hapsari, Clemes and Dean, 2017). In digital services, satisfaction develops across multiple touchpoints. Expectancy-disconfirmation theory suggests that satisfaction depends on whether actual performance meets or exceeds expectations; reliable systems create positive evaluations, while app failures, inaccurate arrival estimates, confusing interfaces and payment errors cause dissatisfaction (Rita, Oliveira and Farisa, 2019). Taxi-service research also identifies reliability, driver behaviour and price fairness as important satisfaction drivers (Zaidan, 2025).
A key debate is whether digital efficiency or human reassurance contributes more to satisfaction. Peng et al. (2024) emphasise speed, tracking and operational performance, while Prentice, Dominique Lopes and Wang (2020) argue that empathy and human service remain important alongside automation. For taxi operators, digital convenience should therefore complement, not replace driver professionalism, safety and trust. TOA Taxis, Birmingham needs an integrated model in which digital systems improve convenience while human interaction maintains reassurance, local credibility and customer loyalty (Vu et al., 2024).
2.4 Service Quality Models (SERVQUAL and E-SERVQUAL)
SERVQUAL measures reliability, responsiveness, assurance, empathy and tangibles, making it useful for evaluating traditional service encounters (Parasuraman, Zeithaml and Berry, 1988). In taxi services, punctuality, driver professionalism, safety, vehicle condition and empathy still shape satisfaction. However, SERVQUAL is limited in digital contexts because it does not fully capture application usability, GPS accuracy, system availability, online responsiveness or payment security (Rita, Oliveira and Farisa, 2019; Parasuraman, Zeithaml and Malhotra, 2005).
E-SERVQUAL extends service quality to digital environments through efficiency, availability, fulfilment, privacy, responsiveness, compensation and contact (Parasuraman, Zeithaml and Malhotra, 2005; Rita, Oliveira and Farisa, 2019). For taxi operators, this framework is valuable because customers often judge the service before the journey begins: booking speed, app reliability, fare visibility and payment security can shape satisfaction before the driver arrives. Nevertheless, E-SERVQUAL alone may understate the physical and interpersonal aspects of taxi service. Therefore, this study uses an integrated SERVQUAL/E-SERVQUAL perspective, consistent with customer journey theory, to examine both digital and offline interactions (Voorhees et al., 2017).
Table 2.2: Relevance and limitations of key theories and models
Theory/model	Relevance to this dissertation	Limitation
SERVQUAL	Explains traditional service quality through reliability, responsiveness, assurance, empathy and tangibles.	Does not fully capture app usability, digital payment security or system availability.
E-SERVQUAL	Explains digital service dimensions such as efficiency, fulfilment, privacy and responsiveness.	May understate human interaction, driver professionalism and physical service quality.
TAM	Explains whether customers are likely to accept digital booking systems based on usefulness and ease of use.	Focuses more on adoption than satisfaction after the service is used.
UTAUT2	Extends adoption analysis by considering habit, social influence, facilitating conditions and price value.	Less suited to evaluating service failure, complaint handling and post-use satisfaction.
Customer journey theory	Links digital and offline touchpoints across booking, waiting, travelling, paying and feedback.	Requires integration with service quality models to identify specific measurable dimensions.


2.5 Technology Acceptance Theories (TAM and UTAUT2)
Technology acceptance theories explain why customers choose to use digital systems. TAM suggests that perceived usefulness and perceived ease of use influence adoption (Chao, 2019), while UTAUT2 extends this by considering social influence, facilitating conditions, hedonic motivation, price value and habit (Tamilmani et al., 2021). These theories are relevant because customers cannot evaluate digital service quality unless they first engage with the digital platform.
However, TAM and UTAUT2 are less effective for explaining satisfaction after adoption. A customer may accept a taxi app because it appears useful, but satisfaction will depend on whether the app performs reliably during booking, tracking and payment. This distinction is important for TOA Taxis, Birmingham because the dissertation focuses on post-use digital service quality rather than adoption alone. Acceptance theories therefore support, but do not replace digital service quality and customer journey perspectives (Davis, 1989; Venkatesh, Thong and Xu, 2012). Therefore, TAM and UTAUT2 are used only as supporting theories in this dissertation rather than the principal analytical framework.
2.6 Digital Transformation in the Taxi Industry
Digital transformation integrates digital tools into operations, customer interactions and service delivery to improve efficiency and experience (Vial, 2019). In taxi services, mobile apps, automated dispatch, GPS tracking, CRM systems and digital payments can reduce waiting times, improve communication and strengthen reliability (Vial, 2019; Verhoef et al., 2021). However, value depends on organisational capability, staff readiness and strategic adaptability, not technology alone (Warner and Wäger, 2019; Hanelt et al., 2021).
This is especially important for traditional taxi firms, where digital service can fail if technology is poorly linked to dispatch, staff training, communication or service recovery. An app may accept a booking, but dissatisfaction can still occur if arrival estimates are inaccurate, support is unavailable or payment confirmation is delayed. The Department for Transport (2024) notes that app-based technology is now part of the private hire vehicle sector, although official data do not identify which drivers use such apps. This supports examining digital service quality at operator level rather than assuming all digital provision creates the same customer experience.
2.7 Mobile Application Quality
Mobile applications are a key taxi-service interface for booking, communication, navigation, payment and feedback. App quality includes usability, interface design, information accuracy, speed, reliability and security (Alalwan et al., 2018; Khoa, 2021). However, research often lists features without ranking their importance. For TOA Taxis Birmingham, reliability is likely most important because of booking failure, inaccurate tracking or payment problems directly disrupt the core service. Usability is also essential because poor navigation can exclude less confident digital users and push customers towards competitors.
App quality should therefore be judged by its contribution to the whole customer journey, not by features alone. Real-time tracking, fare estimates and instant confirmations reduce uncertainty, while secure payment and clear complaint routes support trust (Rita, Oliveira and Farisa, 2019; Nguyen-Phuoc et al., 2021). Slow loading, unclear interfaces and inaccurate journey information can be especially damaging because taxi customers often book under time pressure. Therefore, TOA Taxis should prioritise dependable core functions before optional enhancements (Peng et al., 2024).
2.8 Customer Relationship Management (CRM) and Data Analytics
CRM and data analytics can improve digital service quality by helping taxi operators understand booking patterns, complaints, preferences and repeat-customer behaviour (Verhoef et al., 2021; Hanelt et al., 2021). This can support personalised communication, faster service recovery and evidence-based decisions. However, CRM creates value only when insights lead to practical action, such as improving dispatch accuracy, following up service failures or identifying recurring app problems.
However, excessive automation may weaken personalised service if customers cannot access human support (Huang and Rust, 2021). Privacy and cybersecurity are also important because taxi apps process personal, payment and location data (Rita, Oliveira and Farisa, 2019). For TOA Taxis, Birmingham, CRM should therefore support service recovery and reassurance rather than only marketing. Its value should be judged by its contribution to service improvement and customer satisfaction, not by the amount of data collected.
2.9 Challenges of Digital Service Quality
Digital service quality can fail through unreliable infrastructure, inaccurate GPS data, application downtime, payment errors, poor complaint handling and weak integration between app booking and dispatch systems (Peng et al., 2024). Similar challenges have also been identified in ridesharing services where service quality directly influences continued usage (Rana et al., 2025). These failures are important because Objective 2 requires evidence of gaps in digital service delivery, not only examples of successful transformation. Traditional taxi firms may face particular constraints, including limited investment capacity, legacy dispatch systems, staff resistance and uneven digital skills (Hanelt et al., 2021).
The UK context adds further pressure. The Department for Transport (2024) recorded 313,008 licensed taxis and private hire vehicles in England as at 1 April 2024, with private hire vehicles representing most licensed vehicles. The growth of private hire provision and app-based operating models increases customer expectations for digital convenience, even where traditional taxis retain strengths such as local knowledge, regulation and community trust. For TOA Taxis, Birmingham, the challenge is therefore not merely to copy ride-hailing platforms, but to combine dependable digital service with the trust associated with an established local operator. Similar operational constraints have been reported in developing transport systems (Askari et al., 2021).
2.10 UK Taxi Industry Context
The UK taxi and private hire vehicle sector provides an important context for this dissertation because customers increasingly compare traditional operators with app-based private hire services. Department for Transport data shows that private hire vehicles account for most licensed vehicles in England, reflecting the importance of digitally enabled booking and dispatch models within the wider market (Department for Transport, 2024). However, official statistics do not show the quality of individual operators’ digital systems, so academic and sector literature is needed to interpret how digital service quality may influence satisfaction at TOA Taxis, Birmingham.
2.11 Critical Synthesis
The literature shows that digital service quality most improves satisfaction when it reduces uncertainty across the customer journey. Reliability appears most influential because booking accuracy, arrival estimates, tracking and payment completion determine whether the service fulfils its core promise. Usability is also important because customers cannot benefit from digital features if the interface is difficult to use. Responsiveness matters in time-sensitive taxi services because customers need quick communication during delays or errors. Security, privacy and information quality support trust, but their impact often depends on reliability and confidence.
The review also shows that no single theory is sufficient. SERVQUAL explains physical and interpersonal service, E-SERVQUAL digital performance, TAM and UTAUT2 adoption, and customer journey theory cumulative experience. Therefore, satisfaction at TOA Taxis Birmingham is best explained through an integrated view of digital functionality, operational reliability, human service, trust and organisational capability (Vial, 2019; Voorhees et al., 2017). This supports Research Question 3 by justifying the priority given to reliability, usability and responsiveness.
2.12 Research Gap
Three research gaps are evident. First, UK evidence mainly examines ride sourcing rather than established local taxi operators, limiting understanding of how firms such as TOA Taxis, Birmingham can modernise while preserving local reputation, regulatory trust and personalised service (Bilgin et al., 2023). Second, many studies focus on technology adoption rather than post-use digital service quality, so they overlook how usability, reliability, responsiveness, information quality and service recovery affect satisfaction after use. Third, limited research integrates digital service quality, SERVQUAL/E-SERVQUAL, technology acceptance, CRM and customer journey theory within one framework for traditional taxi services.
This dissertation addresses these gaps by examining how digital service quality influences customer satisfaction at TOA Taxis, Birmingham, focusing on reliability, usability, responsiveness and service recovery. Its traditional Birmingham taxi context offers a more specific contribution than studies based on global ride-hailing platforms.
This dissertation contributes to the literature by applying digital service quality, SERVQUAL, E-SERVQUAL and customer journey perspectives to a traditional regional taxi operator. This is important because TOA Taxis, Birmingham operates in a different context from global ride-hailing platforms, with different strengths, constraints and customers’ expectations. The study therefore offers a context-specific interpretation of how reliability, usability, responsiveness and service recovery may influence satisfaction in a local UK taxi market.
Table 2.3: Research gap and dissertation contribution
Identified gap	Why it matters	How this dissertation responds
Limited focus on traditional regional UK taxi operators.	Evidence from global ride-hailing platforms may not reflect established local taxi firms.	Examines TOA Taxis Birmingham as a traditional operator facing digital competition.
More emphasis on technology adoption than post-use digital service quality.	Customers may adopt an app but still be dissatisfied if booking, tracking or payment fails.	Focus on reliability, usability, responsiveness and service recovery after digital use.
Insufficient integration of digital and human service quality.	Taxi satisfaction depends on both digital convenience and driver/service reassurance.	Uses an integrated SERVQUAL, E-SERVQUAL and customer journey perspective.
Limited critique of CRM and data analytics for traditional taxi firms.	Data only improves satisfaction when it supports practical action and service recovery.	Evaluates CRM as a tool for responsiveness, complaint handling and operational improvement.


2.13 Chapter Summary
This chapter critically reviewed literature on digital service quality and customer satisfaction in taxi services. It argued that reliability, usability and responsiveness are likely to have the strongest influence on satisfaction because they directly shape booking success, customer confidence, waiting-time uncertainty and service recovery. The review also highlighted that digital transformation could fail when technology is not supported by organisational readiness, staff capability, privacy protection and customer-centred communication. The chapter therefore establishes an integrated theoretical foundation for the dissertation and identifies a clear research gap concerning traditional regional UK taxi operators such as TOA Taxis, Birmingham. The following chapter outlines the methodology used to investigate this issue through secondary research.
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3.1 Introduction
This chapter explains the methodology used to investigate how digital service quality influences customer satisfaction at TOA Taxis, Birmingham. The study uses secondary research only; therefore, no questionnaires, interviews, focus groups, observations, recordings or personal data collection were undertaken. The methodology was designed to identify, screen and interpret existing academic, government and industry evidence in a transparent way.
A secondary research approach was appropriate because the dissertation examines existing knowledge on digital service quality, technology adoption and customer satisfaction rather than measuring TOA Taxis customers directly (Snyder, 2019; Saunders, Lewis and Thornhill, 2019). This allowed findings from peer-reviewed studies, books, transport reports and company or sector information to be interpreted against the research objectives.
3.2 Philosophical Position: Interpretivism
This study adopts an interpretivist philosophy because it explores how customers may experience and judge digital taxi services rather than measuring satisfaction through fixed numerical results. Interpretivism is appropriate for research focused on meanings, perceptions and experiences in a specific context (Saunders, Lewis and Thornhill, 2019; Bell, Bryman and Harley, 2022). Digital service quality depends not only on the presence of technology, but on how customers interpret reliability, usability, communication and trust during the service journey. This approach therefore allows the dissertation to interpret existing literature and explain how digital service quality may influence customer satisfaction at TOA Taxis, Birmingham.
3.3 Research Approach
The dissertation uses a deductive qualitative approach. Instead of developing themes entirely from the data, the analysis is guided by the research objectives and by dimensions identified in the literature review, including reliability, usability, responsiveness, information quality, security, privacy and service recovery (Saunders, Lewis and Thornhill, 2019; Bell, Bryman and Harley, 2022). This approach is suitable because Chapter 4 interprets secondary evidence against predefined research questions rather than testing statistical hypotheses.
3.4 Research Strategy: Systematic Literature Review
The research used a structured literature review informed by systematic review principles to identify, evaluate and synthesise relevant evidence (Booth, Sutton and Papaioannou, 2016; Snyder, 2019; Page et al., 2021). This provided a defensible process for selecting sources and comparing findings on digital service quality, transport and customer satisfaction.
The review mainly covered sources published between 2016 and 2026 (with the exceptions of some theories and models resources), to reflect recent developments in digital services, ride-hailing and customer expectations. Older sources were used only for established theories, methods or policy context, which is consistent with systematic review guidance that allows older foundational literature where it remains theoretically or methodologically relevant (Xiao and Watson, 2019; Snyder, 2019).
3.5 Search Strategy and Databases
Searches were conducted through the UWTSD Library, Google Scholar, ScienceDirect, Emerald Insight, SpringerLink, Taylor & Francis Online, and relevant government or industry websites. Search terms included “digital service quality”, “customer satisfaction”, “E-SERVQUAL”, “mobile application quality”, “taxi services”, “ride-hailing”, “CRM” and “digital transformation”. Boolean searches such as “digital service quality” AND “customer satisfaction” helped improve relevance (Donthu et al., 2021).
A documented screening process improved objectivity. Of 82 identified sources, 12 duplicates were removed, 70 records were screened, 38 were excluded, 32 full texts were reviewed, and 24 sources were included because they directly addressed the aim, objectives and taxi-service context. Using multiple databases also reduced reliance on a single source and limited publication bias (Page et al., 2021; Xiao and Watson, 2019).
3.6 Inclusion and Exclusion Criteria
Sources were included if they were credible, published mainly between 2016 and 2026 (with the exceptions of some theories and models resources) and relevant to digital service quality, customer satisfaction, technology adoption, taxi services, transport services or digital transformation. Sources were excluded if they lacked academic or professional credibility, were unrelated to the objectives, focused on unrelated sectors without transferable value, or were outdated except where needed for theory, legislation or policy. Clear inclusion and exclusion criteria strengthen transparency and reduce selection bias in literature reviews (Page et al., 2021; Xiao and Watson, 2019).
3.7 Review Process
The review followed a staged process informed by PRISMA 2020 (Page et al., 2021). Sources were identified, duplicates removed, titles and abstracts screened, and full texts assessed for relevance and quality. The final sources were then organised according to the study objectives so that Chapter 4 could present findings in an objective and interpretable structure.
3.8 Data Analysis
The selected secondary data were analysed thematically to identify recurring patterns across academic, industry and documentary sources rather than combine numerical findings statistically (Braun and Clarke, 2006; Snyder, 2019; Xiao and Watson, 2019). Findings were coded under four objective-led themes: technology-related satisfaction factors, digital service delivery gaps, usability and customer experience, and recommendations for improving digital service quality.
This objective-led structure keeps Chapter 4 focused on the research objectives and questions. It supports interpretation of the most influential digital service quality dimensions while retaining contrasting evidence on efficiency, trust, human support and service recovery. Such structured synthesis is appropriate for secondary qualitative reviews because it helps organise evidence transparently while allowing critical interpretation of patterns across studies (Snyder, 2019; Xiao and Watson, 2019).
3.9 Reliability and Validity
Reliability was strengthened through a documented search process, clear inclusion and exclusion criteria, and transparent reporting of how 82 sources were reduced to 24 final sources (Saunders, Lewis and Thornhill, 2019; Page et al., 2021; Xiao and Watson, 2019). Validity was supported by selecting sources directly linked to digital service quality, customer satisfaction, technology adoption and taxi or transport services. Although the study followed a transparent review process, interpretation remains dependent upon the quality and context of the included studies.
Objectivity was improved by using multiple databases, screening numbers and source triangulation, reducing reliance on researcher judgement or isolated studies (Booth, Sutton and Papaioannou, 2016; Saunders, Lewis and Thornhill, 2019).
3.10 Ethical Considerations
As the study uses only secondary data, no participants were recruited and no personal data were collected. Ethical responsibility therefore relates mainly to academic integrity, accurate referencing and fair representation of sources (Saunders, Lewis and Thornhill, 2019; Bell, Bryman and Harley, 2022). Public company and industry information is used only for contextual analysis and is not treated as participant data.
3.11 Limitations 
The main limitation is that the study does not collect primary evidence from TOA Taxis customers, drivers or managers. As a result, findings are interpreted from existing literature and publicly available evidence rather than direct stakeholder views. Some sources may also contain bias, and findings from other transport contexts may not transfer perfectly to the Birmingham taxi market. These limitations are common in secondary research because conclusions depend on the scope, quality and relevance of existing sources (Saunders, Lewis and Thornhill, 2019; Snyder, 2019).
3.12 Chapter Summary
This chapter justified the secondary research methodology used to investigate digital service quality and customer satisfaction at TOA Taxis, Birmingham. It adopted an interpretivist philosophy, deductive qualitative approach and structured literature review strategy. The chapter also explained the search strategy, inclusion and exclusion criteria, objective screening numbers, thematic analysis, reliability, validity, ethics and limitations.
Overall, the methodology is suitable because it enables a critical, objective-led interpretation of existing evidence without collecting personal data. Chapter 4 will present the findings according to the research objectives, allowing the analysis to interpret how reliability, usability, responsiveness and service recovery influence customer satisfaction.
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4.1 Introduction
This chapter presents and discusses the findings from the secondary qualitative analysis of literature on digital service quality and customer satisfaction in taxi and app-based transport services. The chapter responds directly to the research aim: to investigate how digital service quality influences customer satisfaction at TOA Taxis, Birmingham. It also addresses the tutor feedback from Chapter 2 by moving beyond description and by comparing published findings with the interpreted findings of this dissertation.
This chapter applies the findings deductively through the research objectives and research questions. The analysis focuses on dimensions identified in the literature review: reliability, usability, responsiveness, information quality, security, privacy and service recovery. It remains qualitative and interpretivist because it interprets patterns and implications from secondary evidence rather than producing statistical results from primary data (Saunders, Lewis and Thornhill, 2019; Bell, Bryman and Harley, 2022).
4.2 Deductive Analytical Framework
The analysis is deductive because it applies concepts established in Chapter 2. The main categories are reliability, usability, responsiveness, information quality, security and privacy, human service quality and service recovery. These are drawn from SERVQUAL, E-SERVQUAL, digital service quality and customer journey theory (Rita, Oliveira and Farisa, 2019; Voorhees et al., 2017; Vial, 2019; Verhoef et al., 2021).
The chapter compares literature findings with this dissertation’s interpreted study findings. This distinction is important because the research uses secondary qualitative evidence and does not present new survey percentages or interview quotations (Snyder, 2019; Saunders, Lewis and Thornhill, 2019).
Table 4.1: Deductive framework linking objectives, research questions and analytical dimensions
Objective	Related research question	Deductive dimensions used for interpretation
Objective 1: Examine technology-related factors influencing satisfaction.	RQ1: How does digital service quality influence customer satisfaction?	Reliability, usability, information quality, payment security and convenience.
Objective 2: Identify gaps in digital service delivery.	RQ2: How do customers perceive the quality of TOA Taxis Birmingham’s digital services?	Service failure, responsiveness, complaint handling, dispatch integration and service recovery.
Objective 3: Analyse usability and satisfaction.	RQ3: Which dimensions most strongly influence customer satisfaction?	App usability, ease of booking, real-time updates, accessibility and customer confidence.
Objective 4: Provide recommendations.	All research questions.	Priority improvements based on reliability, usability, responsiveness and trust.


4.3 Objective 1: Technology-Related Factors Influencing Customer Satisfaction
The first objective examines technology-related factors influencing satisfaction at TOA Taxis, Birmingham. Literature broadly supports a positive relationship between digital service quality and satisfaction, particularly through efficiency, fulfilment, system availability, privacy, responsiveness and user experience (Rita, Oliveira and Farisa, 2019; Mamakou, Zaharias and Milesi, 2024). However, these studies are mainly based on wider digital services rather than traditional taxi operations, so their relevance is partial.
The study finding is that technology-related satisfaction at TOA Taxis, Birmingham is likely to depend less on the presence of digital features and more on whether those features produce dependable journey outcomes. In a taxi context, digital quality is judged under pressure because customers often book taxis for work, hospital appointments, rail connections or social commitments. Therefore, an app or online system has limited value if it confirms a booking but fails to provide realistic arrival information, secure payment or reliable support. This challenges a simplistic view of digital transformation as inherently beneficial and supports the Chapter 2 argument that reliability should be treated as the strongest dimension because it protects the basic promise of the service (Peng et al., 2024; Nguyen-Phuoc et al., 2021).
Transport-specific evidence provides a stronger basis for interpretation, although it also requires caution. Peng et al. (2024) emphasise operational service quality in online car-hailing, while Wireko-Gyebi et al. (2024) identify assurance, tangibles, responsiveness, reliability, empathy, system information and price as significant for e-hailing satisfaction. These studies are more directly relevant than general e-commerce research because they include mobility-service conditions. However, they focus mainly on app-based or sharing-economy services, which may have different resources, platform structures and customer expectations from a traditional Birmingham taxi operator. For TOA Taxis, the critical implication is that digital booking and tracking must be judged alongside punctual vehicles, driver professionalism and communication quality.
A critical comparison therefore suggests that the most important technology-related factors are not necessarily advanced features such as artificial intelligence, complex personalisation or extensive automation. Such features may improve efficiency in large platforms, but they could add limited value for TOA Taxis if basic reliability remains inconsistent. The more defensible priority is to strengthen core functions: booking accuracy, simple navigation, real-time journey information, payment reliability and accessible support. This finding is important because it rejects technology-led improvement for its own sake and argues for customer-centred digital investment based on the service problems most likely to reduce satisfaction (Vial, 2019; Hanelt et al., 2021; Peng et al., 2024). This interpretation demonstrates that successful digital transformation depends on solving operational problems rather than introducing technology for its own sake. This finding therefore addresses Objective 1 by identifying the technology-related factors most likely to influence customer satisfaction within the context of TOA Taxis, Birmingham.
4.4 Objective 2: Gaps in Digital Service Delivery
The second objective identifies digital service delivery gaps. This addresses the tutor’s feedback that the dissertation should examine service failures, not only successful transformation. Digital transformation literature shows that technology improves performance only when supported by organisational capability, readiness and strategy (Vial, 2019; Verhoef et al., 2021; Hanelt et al., 2021).
The interpreted finding is that the most serious delivery gaps for TOA Taxis, Birmingham are likely to occur where the digital system connects with the operational service. For example, a booking may appear successful to the customer, yet satisfaction will decline if dispatch allocation is slow, the arrival estimate changes without explanation, payment confirmation is delayed or support is unavailable. These examples show that digital service quality cannot be evaluated by the app interface alone. A technically functional app may still produce poor customer experience if it is not supported by reliable dispatch, driver communication and service recovery (Voorhees et al., 2017; Lemon and Verhoef, 2016; Nguyen-Phuoc et al., 2021).
This finding is supported by customer journey theory, which suggests that satisfaction is formed across linked touchpoints rather than at one isolated moment (Voorhees et al., 2017; Lemon and Verhoef, 2016). In taxi services, the customer journey includes searching for a taxi, booking, receiving confirmation, waiting, tracking, travelling, paying and possibly providing feedback or making a complaint. A weakness at any stage can reduce overall satisfaction. For instance, a customer may be satisfied with the driver but still dissatisfied with the company if the app provides inaccurate arrival information. Equally, a customer may find the app easy to use but lose trust if complaints are not acknowledged quickly.
The comparison between ride-hailing platforms and traditional taxi firms also requires critical judgement. Ride-hailing platforms often benefit from integrated app ecosystems, automated matching and large-scale data analytics, but this does not mean that traditional operators should simply imitate them. TOA Taxis may possess different strengths, including local reputation, regulated service, driver familiarity and customer trust. However, these strengths can be weakened if digital systems create uncertainty or appear outdated. The practical implication is that TOA Taxis should modernise selectively: improving customer-facing digital services while ensuring that dispatch, driver coordination and complaint-handling processes can deliver what the digital system promises (Bilgin et al., 2023; Department for Transport, 2024). This finding reinforces that customer satisfaction depends on consistency between digital promises and operational delivery. These interpreted findings therefore fulfil Objective 2 by identifying the principal gaps in digital service delivery highlighted within the reviewed literature.
4.5 Objective 3: Usability and Overall Customer Satisfaction
The third objective analyses usability and satisfaction. Literature treats usability as central to digital service quality because customers need to complete tasks quickly and easily. Khoa (2021) links mobile application quality with satisfaction, while Khrais and Alghamdi (2021) connect mobile application acceptance with electronic customer experience. However, taxi usability must also be connected to practical outcomes such as successful booking, accurate driver information and completed payment.
The interpreted finding is that usability influences satisfaction at TOA Taxis, Birmingham by reducing customer effort and uncertainty. Simple navigation, clear booking steps, visible fare information, readable arrival updates and straightforward payment options are likely to improve satisfaction because they make the service feel accessible and dependable. However, usability should not be overvalued in isolation. A clear interface will not compensate for late arrival, failed allocation or poor service recovery. This means usability is a necessary condition for satisfaction, but not a sufficient one (Khoa, 2021; Huang and Benyoucef, 2023; Weichbroth, 2024; Nguyen-Phuoc et al., 2021).
This finding challenges the idea that ease of use alone determines satisfaction. TAM and UTAUT2 are useful for explaining why customers may initially accept a digital booking system, but they are weaker for explaining satisfaction after the service has been used (Chao, 2019; Tamilmani et al., 2021). These findings are consistent with more recent ride-hailing research (Akram et al., 2024). A customer may find the TOA app easy to use but still become dissatisfied if the taxi is late or if support is unavailable. Therefore, Chapter 4 interprets usability as an enabling dimension rather than the strongest determinant. It helps customers access the service, but reliability and responsiveness determine whether the service experience is ultimately judged positively.
For TOA Taxis, Birmingham, usability should also be interpreted through inclusion. Traditional taxi operators may serve customers with different levels of digital confidence, including older customers, occasional users and customers who prefer speaking to an operator. A purely digital strategy could therefore exclude some users and weaken the local service identity of the firm. This supports Prentice, Dominique Lopes and Wang (2020), who argue that human service quality remains important where automation is introduced. The critical conclusion is that TOA Taxis should not replace human reassurance with digital convenience but combine both to create a more inclusive service model. This suggests that digital transformation should be complemented rather than replace human-centred service delivery.
4.6 Research Question Findings and Interpretation
Research Question 1 asks how digital service quality influences customer satisfaction at TOA Taxis, Birmingham. The finding is that it improves satisfaction by reducing uncertainty and building confidence through accurate booking confirmation, realistic arrival updates, secure payment and clear communication. This aligns with E-SERVQUAL evidence that efficiency, fulfilment, privacy and responsiveness shape satisfaction in digital services (Rita et al., 2019; Ali et al., 2021).
Research Question 2 asks how customers perceive TOA Taxis Birmingham’s digital services. As this study uses secondary data, it cannot claim direct TOA customer perceptions. Instead, the finding is that customers are likely to judge digital quality by practical outcomes: easier booking, clearer information, faster support and fewer delays, payment failures or contact difficulties (Lemon and Verhoef, 2016; Voorhees et al., 2017; Snyder, 2019).
Research Question 3 asks which digital service quality dimensions most influence satisfaction. The finding is that reliability is strongest because it affects booking, allocation, arrival and payment. Usability follows because customers must complete bookings easily, while responsiveness matters during delays, errors and service recovery. Security, privacy and information quality remain important trust conditions (Peng et al., 2024; Wireko-Gyebi et al., 2024; Nguyen-Phuoc et al., 2021; Rita, Oliveira and Farisa, 2019).
These answers should be treated cautiously because they are based on secondary evidence, not direct TOA customer responses. They identify likely patterns and priorities, but primary research using surveys, interviews or complaints data would be needed to test the ranking directly (Saunders, Lewis and Thornhill, 2019; Snyder, 2019).
Table 4.2: Comparison of research questions, literature findings and study findings
Research question	Literature findings	Study findings for TOA Taxis Birmingham
RQ1: How does digital service quality influence satisfaction?	E-service quality improves satisfaction through efficiency, fulfilment, privacy, responsiveness and user experience.	It increases satisfaction when it reduces uncertainty through reliable booking, tracking, payment and communication.
RQ2: How are digital services perceived?	Digital services are judged across the full customer journey, not through one isolated app interaction.	Customers are likely to judge TOA’s digital quality through booking ease, accurate updates, support access and service recovery.
RQ3: Which dimensions matter most?	Studies identify reliability, responsiveness, usability, assurance, information quality, privacy and price as significant.	Reliability appears strongest, followed by usability and responsiveness; security and information quality support trust.


4.7 Comparison Between Literature Findings and Study Findings
The literature and this dissertation broadly agree, but context matters. General digital service studies emphasise usability, efficiency, privacy and responsiveness (Rita, Oliveira and Farisa, 2019; Mamakou, Zaharias and Milesi, 2024), while transport studies give more weight to waiting time, operational delivery, driver interaction, safety and reliability (Peng et al., 2024; Wireko-Gyebi et al., 2024). For TOA Taxis, Birmingham, reliability is especially important because customers depend on a physical journey occurring at the expected time. However, findings from large international ride-hailing platforms may not fully apply to a regional taxi operator, so this dissertation interprets transferable principles cautiously, considering organisational scale, operational capability and local customer expectations.
The evidence also shows that satisfaction depends on both digital and human services. SERVQUAL remains relevant because of assurance, empathy and tangibles shape taxi experiences, while E-SERVQUAL explains booking, information and payment. However, neither model is sufficient alone: SERVQUAL underplays digital functionality, while E-SERVQUAL can understate driver professionalism, safety and reassurance. Therefore, TOA Taxis Birmingham should use digital tools to strengthen, rather than replace, traditional service values (Parasuraman, Zeithaml and Berry, 1988; Parasuraman, Zeithaml and Malhotra, 2005; Prentice, Dominique Lopes and Wang, 2020).
CRM and data analytics are also important but should be applied cautiously. Digital transformation literature presents CRM as useful for personalisation, retention and customer knowledge (Verhoef et al., 2021; Hanelt et al., 2021). For a traditional taxi operator, however, CRM improves satisfaction only when data leads to practical action, such as correcting recurring complaints, delays or booking problems. Therefore, data analytics should be treated as a service-recovery tool, not merely a marketing resource.
The main difference between literature and this study is contextual transferability. Research on large ride-hailing platforms or digital commerce may overstate the value of platform-style features for TOA Taxis Birmingham. In a local taxi market, customers may value familiarity, regulated service, human support and trust as much as digital speed. TOA Taxis should therefore avoid uncritical platform imitation and focus on practical digital improvements that reinforce dependable local service (Bilgin et al., 2023; Department for Transport, 2024; Prentice, Dominique Lopes and Wang, 2020).
Recent evidence supports this interpretation. Ride-hailing studies show that operational service, safety, waiting time and service perception influence satisfaction, confirming that transport quality is judged through journey outcomes rather than digital features alone (Bilgin et al., 2023; Tan et al., 2025). Wider service research also shows that customer experience, service recovery, perceived value and trust link digital service quality to loyalty (Rather, Hollebeek and Rasoolimanesh, 2022; Masoud and Basahel, 2023; Pantouvakis and Gerou, 2022). For TOA Taxis Birmingham, digital improvements should therefore be assessed through customer confidence, journey reliability and recovery from failure.
4.8 Most Influential Digital Service Quality Dimensions
This section ranks the digital service quality dimensions most likely to influence customer satisfaction at TOA Taxis Birmingham. The ranking is not statistical; it is an evidence-based judgement drawn from service-quality theory, digital service literature and transport studies.
Reliability is ranked first because it determines whether the taxi service fulfils its core promise. Although some studies emphasise usability or responsiveness because customers value easy task completion and timely support (Khoa, 2021; Akram, Lavuri and Mathur, 2024; Rita, Oliveira and Farisa, 2019), this dissertation argues that reliability matters most in traditional taxi services because a usable app has little value if bookings fail, drivers are unavailable or arrival information is inaccurate.
This is especially relevant in taxi services, where customers depend on a journey at a specific time and location. They may tolerate a basic app if the taxi arrives as expected, but not an attractive interface if the booking fails or arrival estimate is wrong. Evidence from online car-hailing and ride-hailing supports the importance of operational reliability and post-booking service quality (Peng et al., 2024; Wireko-Gyebi et al., 2024; Nguyen-Phuoc et al., 2021).
Usability is ranked second because customers must access and complete the digital service easily. However, usability supports satisfaction only when it enables successful service delivery; easy booking matters because it helps customers obtain a taxi efficiently, not because interface design alone guarantees satisfaction (Khoa, 2021).
Responsiveness is ranked third because it matters most when the service goes wrong. Delays may be tolerated if customers receive timely, honest updates, but unexplained problems can quickly reduce satisfaction. Responsiveness therefore links digital service quality with service recovery and customer support (Rita, Oliveira and Farisa, 2019; Voorhees et al., 2017; Wireko-Gyebi et al., 2024).
Information quality, security and privacy are supporting dimensions. Clear fare, driver and arrival information reduces uncertainty, while secure payment and data protection support trust. They are essential foundations, even if ranked below reliability, usability and responsiveness (Rita, Oliveira and Farisa, 2019; Nguyen-Phuoc et al., 2021).
This ranking gives the recommendations a clearer focus. Reliability addresses the main risk of failed journey delivery, usability ensures customers can access the service easily, and responsiveness supports communication and recovery when delays occur. However, the ranking remains an evidence-based interpretation from secondary literature, not a statistically tested hierarchy; primary research with TOA Taxis customers would be needed to validate it.
Table 4.3: Interpreted ranking of digital service quality dimensions
Rank	Dimension	Reason for ranking
1	Reliability	Directly determines whether booking, allocation, arrival tracking and payment fulfil the service promise.
2	Usability	Determines whether customers can access and complete the digital service easily.
3	Responsiveness	Reduces dissatisfaction during delays, errors and complaints through timely communication and recovery.
4	Information quality	Improves confidence through accurate fare, driver, vehicle and arrival information.
5	Security and privacy	Supports trust through safe payment and protection of personal and location data.


4.9 Implications for TOA Taxis Birmingham
The interpreted findings suggest several practical implications for TOA Taxis, Birmingham, although these should be viewed as evidence-informed recommendations rather than conclusions based on direct organisational data. First, the company should prioritise reliability before cosmetic digital improvements. Customers are most likely to judge the digital service by whether the app or online system helps them obtain a taxi dependably. This means that booking confirmation, dispatch integration, arrival-time accuracy and payment completion should be treated as core performance indicators.
Second, TOA Taxis, Birmingham could improve usability through simple and inclusive design. The app and website should allow customers to book, amend, cancel, track and pay for journeys with minimal effort. Clear language, accessible layouts and visible support options would help customers with different levels of digital confidence. Usability should be tested from the customer’s perspective, not only from the organisation’s technical perspective.
Third, responsiveness should be strengthened through better digital and human service recovery. If a taxi is delayed, customers should receive clear updates rather than be left uncertain. If payment fails or a booking cannot be fulfilled, customers should be offered quick support. This would reduce dissatisfaction and protect trust. The literature indicates that service recovery is especially important in digital environments because customers can switch providers quickly when problems are not resolved (Voorhees et al., 2017; Rita, Oliveira and Farisa, 2019; Wireko-Gyebi et al., 2024).
Fourth, CRM and data analytics should be used to identify recurring problems rather than only promoting services. Customer complaints, cancelled bookings, delays and repeated app problems should be analysed to improve operations (Verhoef et al., 2021). This would allow TOA Taxis Birmingham to turn customer data into improvement in service, which is more valuable than collecting data without action. The findings therefore suggest that technological investment alone is insufficient unless supported by continuous operational improvement and customer-focused management practices.
Finally, TOA Taxis should avoid treating digital transformation as imitation of ride-hailing platforms. Its competitive advantage may lie in combining dependable digital tools with local knowledge, regulated drivers and accessible human support. This finding is important because it positions TOA Taxis, Birmingham, as a traditional operator that can modernise without losing its local service identity.
4.10 Chapter Summary
This chapter discussed the findings using a deductive qualitative interpretivist approach, organised around the research objectives and questions. The findings show that digital service quality improves satisfaction by reducing uncertainty, improving convenience and strengthening trust across the taxi customer journey.
The chapter also addressed Chapter 2 feedback by ranking the most influential digital service quality dimensions. Reliability was strongest because it affects booking accuracy, vehicle arrival, tracking and payment. Usability ranked second because customers must access the service easily, while responsiveness ranked third because communication and recovery matter during delays or problems. Information quality, security and privacy were supporting trust conditions.
Overall, the chapter addresses the research aim and objectives by showing that reliable, usable and responsive digital services reduce uncertainty and build customer confidence. It also identifies gaps in digital delivery and shows that improvements in reliability, usability, service recovery and communication are likely to have the greatest impact on satisfaction at TOA Taxis, Birmingham. These findings provide the basis for the recommendations in Chapter 5.
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Conclusion and Recommendations















5.1 Introduction
This chapter concludes the dissertation by summarising the main findings, presenting recommendations for TOA Taxis, Birmingham, acknowledging the study’s limitations and identifying directions for future research. The study found that digital service quality influences customer satisfaction mainly by reducing uncertainty, improving convenience and strengthening trust across the taxi customer journey. Reliability was the most influential dimension, followed by usability and responsiveness, while information quality, security and privacy supported customer trust. The recommendations that follow are prioritised according to the findings in Chapter 4.
5.2 Recommendations
The following recommendations are prioritised according to their likely impact on customer satisfaction at TOA Taxis, Birmingham. They focus on reliability, usability, responsiveness and trust because these were identified as the most important digital service quality priorities in Chapter 4 (Rita, Oliveira and Farisa, 2019; Peng et al., 2024; Wireko-Gyebi et al., 2024).
1. Prioritise reliable and efficient digital service delivery
TOA Taxis, Birmingham should prioritise dependable digital service delivery before introducing new or cosmetic features. Booking confirmation, vehicle allocation, arrival estimates, journey tracking and secure payment should be monitored as core performance indicators. Regular testing of booking, dispatch, GPS tracking and payment systems would help reduce failures and uncertainty. CRM and data analytics should also be used to identify repeated complaints, failed bookings, inaccurate estimates and payment issues so that improvements are evidence-based. Reliable digital service is therefore central to satisfaction and continued use (Peng et al., 2024; Wireko-Gyebi et al., 2024; Rana, Siddiqee and Uddin, 2025; Verhoef et al., 2021; Hanelt et al., 2021).
2. Improve mobile application usability and customer experience
TOA Taxis in Birmingham should improve app and online booking usability so customers can book, amend, cancel, track and pay with minimal effort. The digital journey should include clear navigation, simple language, visible booking stages, accurate fare estimates, driver information and easy access to support. Regular usability testing should use realistic scenarios such as peak-time bookings, destination changes and payment failures. This would help identify problems before they reduce satisfaction and would make the service more accessible, convenient and confidence-building (Khoa, 2021; Huang and Benyoucef, 2023; Weichbroth, 2024; Li et al., 2025).
3. Strengthen customer communication, service recovery and trust
Digital technologies should support responsive customer service rather than replace it. TOA Taxis, Birmingham should provide timely updates on bookings, driver allocation, delays, cancellations and payment issues, while ensuring customers can access human support when self-service fails. Trust should be reinforced through accurate journey information, transparent fares, secure payment and clear privacy policies. Combining reliable digital tools with human support would strengthen confidence, satisfaction and loyalty (Prentice, Dominique Lopes and Wang, 2020; Lemon and Verhoef, 2016; Voorhees et al., 2017; Rita, Oliveira and Farisa, 2019; Vial, 2019; Verhoef et al., 2021).
4. Use CRM and data analytics to support continuous improvement
TOA Taxis, Birmingham should use CRM and data analytics to identify recurring service problems rather than only for marketing. Patterns in complaints, cancelled bookings, late arrivals, failed payments and inaccurate arrival estimates should be reviewed regularly to identify operational weaknesses. This would allow the company to connect customer feedback with practical service improvements, strengthening responsiveness, reliability and customer trust.
5.3 Conclusion
This dissertation examined how digital service quality affects customer satisfaction at TOA Taxis, Birmingham. The findings show that reliable booking, tracking, payment and support improve satisfaction by increasing convenience, reducing uncertainty and strengthening trust (Vial, 2019; Verhoef et al., 2021; Hanelt et al., 2021). Digital service quality is therefore most valuable when it improves the whole customer journey rather than simply adding technological features.
Reliability emerged as the strongest dimension because customers depend on accurate booking, realistic arrival updates, secure payment and dependable support. Usability and responsiveness also shaped satisfaction by making the service easier to access and by improving communication when delays or problems occur. Information quality, security and privacy supported trust across the customer journey (Rita, Oliveira and Farisa, 2019; Lemon and Verhoef, 2016; Voorhees et al., 2017; Nguyen-Phuoc et al., 2021).
The research aim was achieved by showing that customer satisfaction at TOA Taxis, Birmingham is shaped by the interaction between reliable digital systems, usable customer interfaces, responsive service recovery and customer-centred operational delivery (Peng et al., 2024; Wireko-Gyebi et al., 2024; Khoa, 2021).
Overall, TOA Taxis, Birmingham should combine reliable digital tools with local knowledge, regulated service, driver professionalism and human support to modernise while maintaining trust and local identity (Prentice, Dominique Lopes and Wang, 2020; Bilgin et al., 2023; Department for Transport, 2024).
5.4 Limitations of the Research
The main limitation is the reliance on secondary data, with no direct input (primary research) from TOA Taxis customers, drivers, managers or call centre staff. As a result, the findings should be treated as evidence-based interpretations rather than measured customer views. The ranking of reliability, usability and responsiveness is therefore qualitative and should be tested through primary research (Saunders, Lewis and Thornhill, 2019).
Another limitation is that much of the literature focuses on ride-hailing or app-based services rather than traditional regional UK taxi operators. As a result, findings may not fully reflect TOA Taxis, Birmingham’s resources, customers or operations, and secondary sources may involve bias, limited transferability or become outdated as digital taxi technologies develop (Snyder, 2019; Xiao and Watson, 2019; Bilgin et al., 2023).
5.5 Recommendations for Future Research
Future research should collect primary data from TOA Taxis customers to test these findings directly. Surveys could measure satisfaction with reliability, usability, responsiveness, information quality, security and privacy, while interviews with customers, drivers, dispatch staff and managers could explore delays, complaints, payment issues and internal service processes. Comparative research with Birmingham ride-hailing platforms would clarify whether local trust, human support and regulated service provide distinctive value. This would strengthen the evidence base and show whether the relationships identified in this dissertation reflect actual customer experiences (Saunders, Lewis and Thornhill, 2019).
5.6 Chapter Summary
This chapter presented the dissertation’s recommendations, conclusion, limitations and future research directions. It recommended that TOA Taxis, Birmingham prioritise reliable booking, tracking, payment and dispatch systems, supported by improved usability, responsiveness, CRM and data security. Overall, the study shows that digital transformation benefits traditional taxi operators when customer-centred digital services are integrated with reliable operations, trusted local service and responsive human support (Vial, 2019; Verhoef et al., 2021; Hanelt et al., 2021; Prentice, Dominique Lopes and Wang, 2020).
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