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[bookmark: _Toc430215320] Abstract

The research is about understanding the impact of the cultural orientation of the organization in the UK food industry on customer satisfaction. In order to do so, a brief understanding has commenced the proposal, aims and objectives have been set accordingly. The comprehensive Literature review has shown the theoretical background as well as the findings of the researches done on a similar topic that can help to identify the research outcome to be considered. The latter part has focused on methodology of conducting research. Research approach, method, strategy, philosophy, data collection technique, and analysis tool have been proposed according to the research objectives and critical reasoning of choosing them has been provided too. However, this section has ended up with a reflective essay that focused on the reflection on choosing qualitative research over quantitative research.
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Part : 1  Introduction
[bookmark: _Toc430215322]2.1 Background and Rationale
Personalised attributes of a product enable the customers a product that is suitable to their individual personalised choices (Lantrip et al. 2015). A thinking and understanding has arose both in customers and the marketers that personalised service can provide benefits for both sides where businesses are finding out that personalised products and services tailored to individual needs are more successful whereas the customers are also being able to match their specific needs from the personalised services (Zhang et al. 2013). However, there have been researches on cultural aspects of product success and customer satisfaction that have provided with the understanding that individual preferences of the customers have less importance when the impact of group thinking is taken into consideration (Bookers et al. 2011). This provides with the understanding that customers give less emphasis on the intention to buy a product or their satisfaction level is lower when the product of service of a business is less effective to meet the collective needs, value, and understanding of a group, meaning that customers are more likely to accept recommendations that have collective power not the recommendations of just a few people. This also provides with the understanding that collective choices are more preferred by the customers of different groups. With the increase in the numbers of people using the internet, it has become easier to connect with people with the same beliefs, characteristics, and personalities (Kozinets et al. 2010). Word-of-mouth marketing has gained new momentum with the number of increased online forums, providing the customers with the tool to create group behaviour more easily than ever before (Faraj et al. 2015). It has been found that 80% people look for information about a product or service and the recommendation given by people are emphasised by buyers which also impact on the satisfaction level of the customers (Trehan et al. 2016). In this regard, Nath et al. (2018) stated that cultural orientation, when emphasise by businesses are more likely to get positive results and create a positive perception of the customers towards a company. Hamilton et al. (2017) stated that 67% of people are more likely to believe recommendation or information provided by people from the same culture or the same community. This provides with the understanding that people tend to believe the information provided by their people, in this case, same culture or community. 
However,  the first part of the discussion provided with the understanding that personalised service provided by the businesses are effective to satisfy the customers whereas the later part emphasises on providing services based on cultural or group preferences. This gives with the understanding that induvial preferences are important but the preference of the individuals can be shaped by providing services or products that suits the collective needs of the people. The argument here is that recommendations from the people from the same culture have the power to shape individual preferences. It has been found in the studies of Bigne et al. (2016) and Yan et al. (2017) that preferences of different people are different. This is where the group or collective belief or perception has the upper hand on presenting a brand more attractively to people from different cultures. 

[bookmark: _Toc430215323]2.2 Key Research question and sub-questions :

The key research question of this study is to find out “how cultural orientation of a business have impact on consumer’s  satisfaction in the UK food industry ? . All procedures and design for the research  are  deals with following sub research questions guideline in order to achieve research outcome. 
Sub-research questions:
a) What are the cultural factors that can influence customer satisfaction of the customers of the foodservice industry of the UK?
b) What are the contemporary cultural orientation issues that may prevail in the UK foodservice industry?
c) What is the impact of the cultural orientation of business on the customer satisfaction level in the context of the UK foodservice industry?

3.0 Literature Review
Cultural orientation has been given importance in various research papers. Several factors of cultural orientation have been found in the research papers that investigated the importance of cultural orientation on customer satisfaction. In this section, based on previous studies, the existing knowledge on the topic of the research will be discussed.
[bookmark: _Toc430215324]3.1 Cultural Orientation

According to Schmitz et al. (2012), cultural orientation provides a model using which the results of inter-cultural interactions can be predicted. Sharon (2010) defined cultural orientation as a way to understand the differences between people from different cultures and acting accordingly to facilitate the needs of different people. This definition is given from a business perspective whereas the previous definition provides a general understanding of the concept. As this research is based on the business application of cultural orientation, the second definition is more suitable here. The concept of cultural orientation has been explained similarly by Cruz and Nordqvist (2011) stated that cultural orientation is the study of individual preferences among the people of the society and using the understanding to create a collective value using which the preferences can be met. Lu et al. (2013) stated that in a society, cultural characteristics and beliefs are different from people to people and this is why is required for businesses to understand cultural orientation which focuses on understanding the differences. Based on definitions, it can be said that cultural orientation in business refers to understanding the different needs of people from different cultures and using the information to facilitate the needs of people from different cultures.
[bookmark: _Toc430215325]3.2 Customer Satisfaction
Customer satisfaction is how the customers perceive the value they got from a product based on the money they spent on the product (Bergman and Klefsjö, 2010). Deng et al. (2010) defined as the evaluation the customers do after purchasing a product which depends on the perception whether their spending was worth the product or service and customers are satisfied if they perceive their spending worth the product or service. Kotler (2012) defined this as the good or bad feeling customers get after they compared the performance of the product with their expectation before buying or using the product. Based on different definitions provided by different scholars, it can be argued that customer satisfaction is the evaluation of customers of a product or service they bought, which on their perception of the performance of the product minus their expectation of the performance of the product.
[bookmark: _Toc430215326]3.3 Hofstede’s Cultural Dimensions
In high power distance societies and countries, to make the product and services of a business more appealing, it is logical for businesses to create the product based on how the product will be suitable for the whole family but in countries or societies where the power distance is low, the businesses should market their products as suitable for individuals (Huettinger, 2008). However, Soares et al. (2007) argued that in high power distance culture, there may be various groups where the power distance doesn’t reflect the overall picture and it is necessary for businesses to reach all the potential customers and design their marketing plans accordingly and therefore, in high power distance countries and societies too, marketers should take the individual approach in small-scale to reach all the segments of the customers and impact their buying decision. Nevertheless, they supported that marketing approaches aimed at satisfying the decision-makers are more effective in high power distance societies and countries. This provides with the understanding that acknowledging cultural differences between customers in different areas is crucial for business success. 
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                                   Figure 1: Hofstede’s Cultural Dimensions, 2009.

There are various other aspects of Hofstede's cultural dimension that are applied in various functions of business organisations. Morrow et al. (2013) stated that workplace diversity management becomes easier when the managers understand whether the culture of the people working in the workplace belong to individualist or collectivist society and when the employees are from a collectivist society, work-life balance is very important whereas in individualist society, work-life balance is not as important as it is in collectivist society. This individualist and collectivist approach can also be important for the satisfaction of the customers because they will view the activities of businesses based on their cultural characteristics. Leung et al. (2005) stated that societies holding individualism characteristics prefer more on personalisation on business products and service whereas collectivist societies prefer products and services liked by the majority. This shows that there might be different impacts of using cultural orientation based on the characteristics of the people of the society, some might prefer only personalised products and services whereas some might prefer products or services that are more popular among their own people.
[bookmark: _Toc430215327]4.4.2 Social Choice Theory 
[bookmark: _GoBack]A blend of voting theory and welfare economics is observed in social choice theory and this theory is used to create a theoretical framework that analyses interests and opinions of the individuals of society to reach a collective decision (Faliszewski et al. 2017). This effectiveness of this theory mainly lies on the ability to collect the opinions of different individuals to reach a collective decision based on which a decision can be made for the betterment of the majority (Farell, 1976). According to this theory, the measurer of the preferences of different individuals should be comparable, that is, the utility received from different elements should be comparable which will ultimately lead to creating a unified solution or reach standard decision arising from the preferences of different individuals (Pattanaik and Salles, 2016). Utilitarian supporters argue on behalf of this theory that measurer of individual utility is comparable and this is why social choice theory can lead to reaching aggregated utility (Le Breton and Weymark, 2011). However, opposing arguments to social choice theory have been presented by various researchers. Robbins (1935( argued that the mental state of individuals is different and therefore, it is not possible to measure the utility different people get from different things. Chandra (2001) stated that the level of utility gained by individuals can be different, for example, if one person has something in abundance than it does not add as much additional value to him/her as the same thing does to someone who doesn’t have it in abundance and such problems lead to creating an unbalanced measure of value given that a certain group. Opossing Robbins (1935) and supporting social choice theory, Harsanyi (1977) argued that it might not be possible to compare between different mental states but humans are able to reach many other utility comparisons as many people share the same educational qualification, background, or culture which enables them to reach a unified decision suitable to the betterment of the majority. To make the use of social choice theory suitable for the betterment of the majority of the people of the society, Sen (2018) proposed that the measurer of the utility should not be partial rather it should reflect the common utility received by the majority of the people. 
[bookmark: _Toc430215328]4.5 Cultural Factors affecting Customer Satisfaction
[bookmark: _Toc430215329]4.5.1 Material Culture
Material culture or the technology used by most of the people is a comparatively new area in business research compared to other factors that impact customer satisfaction. However, there have been many researchers on this topic. Trkman (2010) stated that the ability to used technology effectively according to the needs of the customers largely determines the future of businesses. This has been proven in many research papers. Loo and Leung (2018) stated that the failure of hotels to create an easy to use online reservation system can lead to a loss of 20% of its potential customers. Whitney and Daniels (2013) stated that in the 1990s, the trend of booking hotel rooms using technology was getting new momentum by many collaboration attempts between hotels and IT companies have failed because the majority of the customers were finding the reservation system hard to use. This suggests that the inability to use technology according to material culture leads to failure for businesses. On the other hand, there have been research works that show that effective use of technology provides a good result for businesses. In their paper, Fischer et al. (2015) stated that Haier has been able to exceed the expectation of the customers by designing an air conditioner that was designed by analysing more than 670,000 responses in various online platforms. They added that the product was immensely successful. This suggests that, though the concept is comparatively new, understanding material culture is highly important for businesses to ensure their success. 
[bookmark: _Toc430215330]4.5.2 Cultural Preferences
People think differently in different parts of the world and businesses have to acknowledge these differences to appeal to them (Shenkar et al. 2004). Researchers have shed light on this topic. In this regard, Ribbink and Grimm (2014) stated that culture is a sensitive issue that requires extensive understanding before a business organisation starts working in a country or society because failure to act according to the need of the culture is often disastrous for businesses. Voldness et al. (2012) stated that proper understanding of the culture of the people of a country and using the information can increase the acceptance of the products or services of the business by 15%. Ladhari et al. (2011) found that 66% of people prefer products or services that are more popular in their community or group. However, Chen and Hsieh (2012) found that people are now preferring more personalised services and personalised advertisements are more effective. This suggests that personalised services are more preferred. However, Park et al. (2018) found that the rise of online communities are aiding people with new platforms where the perceptions are being shaped based on group behaviour. The previous research was based on online marketing and advertising and the study of Park et al. (2018) provides with the understanding that the perception of people online are now shaped more based on group behaviour. This emphasizes the argument that cultural preferences are very important for businesses to consider for business success and customer satisfaction. This has been supported by Hwang and Mattila (2018) as they found that loyalty programs designed based on cultural preferences are more effective than those created based on individual preferences and they also stated that designing loyalty programs based on individual preference are more expensive than loyalty programs designed based on culture.
[bookmark: _Toc430215331]4.6 Influences of Cultural Orientation on Customer Satisfaction 
Culture has been considered an important part to increase customer satisfaction by businesses (Mukerjee, 2013). Different aspects of culture have been argued to be important in maintaining and improving customer satisfaction by different authors. Sergius Koku (2011) that Muslim people prefer Halal brands whereas Christian have no problem using or eating products as long as they are legal. This shows that religion can impact the satisfaction level of the customers based on what ingredients are being used for making the products. 
How businesses adapt to the lifestyle of businesses is also a determiner of customer satisfaction. In this regard, Thøgersen (2017) stated that people in Europe are now giving more emphasis on staying healthy which is impacting on their food consumption pattern. Chen and Lin (2018) found that people in Europe now like to eat in small portions rather than eating a lot of food at a time. This suggests that to maintain the satisfaction of the consumers, food businesses have to design more and more healthy menu.
Collective cultural preferences can have a significant impact on customer satisfaction depending on the ability of a business to understand cultural preferences and acting based on understanding. To describe this, Song et al. (2018) stated that distinctive cultural characteristics are linked with their cognitive behavior, leading to different perception developed in different groups to the same marketing or promotional approach. This suggests that businesses good at understanding cultural differences will be able to devise a better marketing strategy for people from different cultures which can ultimately lead to business success. However, in societies where individualism is more common, cultural values, beliefs, and opinion are not given extra emphasis rather people focus on their own judgement (Huang and Crotts, 2018). This suggests that individualism can be important in some culture. Overall, it looks like collective and individual culture, both have their application in different societies. Therefore, the application of business strategies requires a proper understanding of collectivism or individualism for better customer satisfaction.
With the rise of global warming, environmentalists and various other organisations are promoting ethical consumerism to create pressure on businesses to act ethically and responsibly to protect the nature and this is impacting on the business practices on businesses across the world (Ferreira and Ferreira, 2018). In the UK, ethical spending has increased dramatically since 2010 (Botha, 2018). Businesses demonstrating more ethical and social behaviour are getting preference among the customers (Peattie and Samuel, 2018), meaning that customers are more satisfied with ethical businesses. However, Chong et al. (2019) argued that many of the CSR projects of the businesses are just to eyewash people whereas the CSR projects are only maintained for profit increase, not for societal development. Zaman and Nadeem (2019) criticized CSR projects of not having a far-reaching impact on the development of the communities they work for. Such statements provide with an understanding that fraudulent activities are undertaken by businesses sometimes. Nevertheless, González-González et al. (2019) stated that the future of CSR and the effectiveness of the CSR projects relies on sustainability, not on short-term results and therefore, businesses must act in such ways that will make a true difference in the society.


[bookmark: _Toc430215332]4 Research Gap: 
previous research studies have been conducted on cultural orientation on different types of products and services. However, the studies are often based on a single company or include a certain number of companies in the same or different industries. There have been very few researches that have aimed at finding out the impact of cultural orientation on the food industry in the context of the UK. Researches like Bigne et al (2016) Flick (2018) did show the impact of the cultural orientation on the satisfaction rate of the customers but none of them were specific in demonstrating the details factors that are associated with the cultural orientation of the customers related to customers satisfaction. This study will focus on finding out this based on various previous researches and from conducting the interview with experts on food industry of the UK that will make contribution to understand how cultural orientation of a business can influence customer satisfaction in the foodservice industry of the UK.

Research Methodology
The methodology is the blueprint of the research that encompasses the detailed structure of the research and planning of the way the research will be conducted to attain the objective effectively as well as efficiently (Bryman, 2017). It denotes the pathways of the data collection, analysis, interpretation, and finding the information or decision needed by the researcher. 
[bookmark: _Toc430215333]5.1 Research Approach 

Deductive and inductive research approach are two main approaches of formulating and designing the research. Deductive research suggests to formulate hypothesis based on the existing theory and test the hypotheses to accept or reject them that will help to draw the conclusion (McCusker and Gunayadin, 2015). The inductive research is based on the observation and creating a pattern according to the findings of the observation that ultimately results in building a new theory. This research is aiming at building a new concept of the way the cultural orientation of the marketers can contribute to the customer satisfaction considering the factors involved in this process especially in the food industry of the UK. Therefore, inductive research approach will be appropriate to conduct this research with qualitative analysis. 
The quantitative and qualitative research method is also two types of research approach that is used in the deductive research to show the pathway of collecting data and analyzing them. The quantitative research deals with the numeric presentation of the collected data and it will help to find the concrete and objective decision (e Fonseca, et al. 2016). The cultural orientation of the organization does not contain a set of numerical data that can represent in specific standard or scale, therefore, the quantitative research will not be appropriate for this research. On the other hand, while the number of the respondents for the research is small in size and the problem of the research is subjective in nature, the qualitative research can serve the purpose of the research the best (Walliman, 2017). However, this research aims at understanding the impact of cultural orientation of the UK food industry on the customer satisfaction taking the opinion of the experts that requires qualitative data analysis with an open-ended question to generate and point out each and every issue to consider. 
[bookmark: _Toc430215334]5.2 Research Philosophy 

Four types of research philosophy can be used to meet the purpose of the research appropriately, that is, positivism, realism, pragmatism, and interpretivism (Smith, 2015). Realism philosophy deals with the idea of independence of reality and based on the scientific research approach in order to develop the knowledge of the research problem (Bowen, 2009). This research method wholly relies on the knowledge and judgment of the researcher that cannot meet the assessment of the impact of the cultural orientation of the organization on customer satisfaction (Flick, 2018). The pragmatism research shows that the research will accept concepts if they support the actions and it takes different ways to interpret the research. This research cannot follow this philosophy because of the limitation of time and resources. Interpretivism philosophy mentions the illustration of the elements integrating the interests of humanity (Morse, 2017). But this research needs to relate the collected data and interpret them according to the selected objectives, therefore, this research will not meet the research objectives. 
Positivism philosophy deals with factual knowledge about the research that is gathered using observation and measured with appropriate tools (Bell, et al. 2018). This research will follow the positivist theory as it will help to interpret the factual data found from the qualitative research. This philosophy will help the researcher to contribute to find out the research outcome with the collected qualitative data and analyzing them with appropriate tools and techniques and create a pattern to explain the way the cultural orientation of the organization contributes to customer satisfaction in the food industry of the UK. 
[bookmark: _Toc430215335]5.3 Data collection technique

Data can be collected using primary research and secondary research method where the primary research collect data directly approaching the respondents and asking them questions relevant to the research problem to evaluate the research objectives (Denzin, 2017). This research is qualitative research and it will follow the primary research method to understand the opinion of the experts in the food industry of the UK about the impact of the cultural orientation of the companies to customer satisfaction. In order to do so, the interview method and the focus group discussion are the tools available and this research will use both the interview method with concentrated analysis of each respondent and let them free to expose their opinion without the bias created by the other members in the focus group discussion and also collect the data from focus group (Walliman, 2017). The secondary research is the other option that can be followed by the researcher but this research has focused on the subjective issue that can hardly be explained with the secondary data. The previous research on customer satisfaction and the cultural orientation of the organization can serve the sources of secondary research (Bryman, 2017). 
[bookmark: _Toc430215336]5.4 Research strategy:

In the deductive research, one or more of seven research strategies can be applied which includes survey, case study, experiment, archival research, action research, grounded theory, and ethnography. Survey strategies are mainly used to observe and analyze a particular situation with the help of the secondary data illustration. In this research, the interview strategy will mainly be used to determine and depict how cultural orientation impacts on consumer satisfaction by analyzing a particular situation which will support secondary information (Flick, 2018). This interview method will help to examine this specific problem within a distinct set of population-related to the outcome of this research (Morse, 2016). The focus group observation also going to be used on this research but the situation of gathering analyzing data from the selected population will not be controlled. On the other hand, action research cannot be chosen for this research as all the research parties will not have to perform direct action (Walliman, 2017). The archival research is based on the previous stored findings or information which is similar to the current event and so archival research approach will not be used in this research as there is not stored information regarding the issue of this research (Denzin, 2017). The grounded theory is basically used where the problem is structured and as the problem of this research is not so structured so grounded theory will not be able to explain the problem which will be generated by conducting this research (Yanow and Schwartz-Shea, 2015). 
[bookmark: _Toc430215337]5.5 Research sites and specific research technique: 

Qualitative research technique is designed in such a way that the technique can assist the audience to reveal the perception and behaviour of them. There are various quantitative techniques to research any topic. All the techniques have some description, evaluation, comparison, strength, weakness, and best application. Some frequently used techniques are as follows-
a) One-to-one interview: It is an in-depth method of knowing direct information about any issues. The method is purely a dialogue method to gather personal information about the question researched. Among all other methods it is a method providing the opportunity to gather the precise and relevant information that is not given by another method (Ashman et al., 2015). Strength of the method is that the method allows the interviewer to get the wholesome information if the length of the interviewing is about a timing matter. Weakness is requisition of some formal permission from the appropriate authority. In case of more information requirement, it is the best method to use. It is the method basically I will use in my research. The target audience of this research is the customers of the UK food industry from the various cultural origin and who is the opinion leader of their culture. This vast target audience cannot be covered with the interview strategy therefore, only 100 respondents will be selected randomly from the experts of the food industry who have knowledge of the cultural diversity and diversified nature and attitude of the consumers according to the differentiation using the probability sampling method (Bowen, 2009).

b) Focus group observation technique : It is used in the data collection process when a limited number of the respondent can response to the issues (Bajde et al, 2019). It is also a tool used in a common environment to collect data. Compared to another method it is more expensive as it requires some complex processes. Strength of the method is there is no necessity of direct interaction with the respondent. But weakness is important and real respondent can be missed. In the case of feasibility analysis of new product and concept is the best application of the method. The researcher will also select a focus group combining 50 customers of the food industry where 10 will be from British nationality, 20 will be South-Asian, 10 will Chinese, 10 Will Arabs and other 10 will from different cultures. The researcher will study their buying pattern for a period of time to understand the significance of the cultural orientation in influencing the satisfaction level of the customers. As the sample size is small, the non-probability sampling will hinder the efficiency of the research to meet the research purpose. The interview research technique will be used and the interview will be conducted with the physical presence of the researcher. This technique will help to find out the most significant contemporary cultural issues that affect their consideration set of purchase criteria (Palinkas, et al. 2015). 

[bookmark: _Toc430215338]5.6 Limitations and ethics

The limitations for this research are mainly the budget factor and the shortage of time as within a specified amount of budget spending the research will be conducted along with the limited time frame schedule. Another limitation of this research is that there is no guarantee that the collected data from various authentic sources will 100% accurate. Due to the ethical consideration, the research data will not produce any harmful action for the related parties of this research and also for the country as a whole. Any fabrication of data will not be practiced to get an arbitrary research result and anything of this research will not be imitated from anywhere. Every step of this research activity will maintain the supreme secrecy so that none of the parties related to this research will be affected by any unprotected situations. Moreover, any actions or performances will not be taken during the completion of this research that violates the existing laws. 
[bookmark: _Toc430215339]6.0 Data analysis and findings: 
To reach the conclusion of this research the secondary data will be analyzed by using the trend analysis technique to assess the influence of cultural orientation on the satisfaction level of food industry consumers. As this is the subjective problem the qualitative analysis will best fit this research problem situation instead of numerical presentation which will not provide a meaningful illustration for this research finding (Smith, 2015). To conduct the trend analysis and the presentation of the research result, MS Excel will be used. In order to data analysis , researcher will be following  Spiggle and miles,1994 framework through the components to data reduction, presentation, coding and data interpretation. 
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Qualitative data will be collected from the in-depth interview and the focus group discussion; irrelevant data will be reduced and again sorted displaying in a way that can answer the research questions coherently. In order to reduce unnecessary data and display them in a meaningful way, data will be coded and categorized. A comparison will be made among the factors involves the cultural orientation of the organization in satisfying the consumers. The discussion will be carried on from different dimension and integrated to reach the main question of the research. However, interpreting the sorted data, a meaningful explanation will be prepared that will answer the main research question covering the answers of the sub-questions. The successful completion of the data analysis and interpretation will help to build the concept on the way cultural orientation of an organization contribute to customer satisfaction. 

[bookmark: _Toc430215340]7.0 Further research and research contribution: 
This research has focused on the cultural orientation of the UK food industry and its impact on customer satisfaction. Culture is the collective lifestyle of a group of people that represents their unique existence and the concern of the organization on the cultural difference and respect to the difference contributes to improving employee engagement and loyalty tapping the touchpoint of the consumers. However, further research should be conducted on the impact of contemporary cultural issues in improving or affecting the strategic marketing activities of the organization. That research will help to understand the correlation of the culture, organization, and the consumers and will show a holistic view of the market affected by cultural diversity. 
8.0 Expected Conclusion
Qualitative data is collected from the respondents using an open ended question in order to know their opinion as well as the justification. The researcher can use three different qualitative research techniques, such as one to one interview, focus group discussion, and observation. In observation technique, the respondents do not know they are being observed that is often illegal and present mischievous and results full of error as the situation is explained according to the perception of the researcher instead of clarifying the reason behind such move of the respondents (Bell, et al. 2017). This technique is highly affected by the extraneous variables. This technique is free from respondents’ biased behavior and they cannot fabricate the information perceived. The focus group discussion is the most used technique of qualitative research that includes a discussion among a small number of respondents who are willing to share their views and opinions with the researcher in a discussion. The strong point of this technique is to serve a platform to generate a comprehensive wide range of information and insight and stimulate the respondents to generate ideas at a general level of excitement (Smith, 2015). However, the major disadvantages of this research are the group can be misused, misjudged, and the information recording can be messy. The group is not the representatives of the total population; therefore, they can misinterpret the actual situation. Lastly, the in-depth interview that will be used in this research to know the insight of the impact of cultural orientation of the organization on customer satisfaction (Palinkas, et al. 2015). This technique contributes to knowing the deeper insight into the facts and phenomena and the respondents are not influenced by the answers of other participants and help free exchange of information. The major disadvantage of this technique is the cost of reaching and taking interview from the respondents. It takes time and the participant might be influenced by the interviewers (Smith, 2015). However, instead of such disadvantage, to understand the view of the customers without being biased from the other participants, this research will follow interview method to collect data and insight. 
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Part :2 Reflective essay 
My research will follow the qualitative research that will provide the set of sample to express their view in an unbiased way in the most effective way with additional information they think that are relatable for my research. The qualitative research has numerous approaches like ethnography that deals with understanding the goals, culture, challenges, motivations, and themes emerged; narrative research shows that sequential events to create a cohesive story conducting an in-depth interview, reading documents, and themes; phenomenological based on events and cases; and case study (Yanow and Schwartz-Shea, 2015). However, in my research I will use the interview method to collect the data needed to conduct the qualitative research and it requires the narrative approach to be followed in spite of strong relativity with the ethnography. The ethnography approach cannot be used in this research because of the narrow view of the research and selecting the primary data collection technique to conduct the research (Bell, et al. 2018). 
To conduct my research, the quantitative method could be used if the variables of the cultural issues and contemporary changes can be expressed in the numerical presentation. The close-ended questions used in the quantitative research can hardly represent the confidential issues limiting the way of the respondents to expose their opinion adding to the discussion (Smith, 2016). Culture is vast and one of the most touching points in meeting the need of the consumers of the UK in the food industry and the variation of the culture highly influences the food habit of the consumers as evaluated in the literature review section; therefore, it requires the close concern of the organization to understand the significance of the difference in customer satisfaction (Morse, 2017). This is why this research avoided using quantitative research to collect the opinion of the experts in the UK food industry. Moreover, experts like to be valued and have a vast amount of information regarding the purchase criteria of the target market (Denzin, 2017). The quantitative research cannot show empathy to the respondents and not appropriate to the research that needs to track the psychology of the consumers. The observation and the influence of the respondents on the respondents are possible in the qualitative research. For this research qualitative research will be easy to represent the opinion of the reference group according to their cultural view. This research method requires a small number of sample size that can be assessed critically with the in-depth interview and intensive assessment. The smaller number of experts can be managed to provide their opinion about the research objectives and their understanding of the situation I want to analyze. It has to note the careful selection of the respondents contributes to the credibility of the data and their ability to represent the total target market. In fact, the research quality is dependent on the quality of eth respondent considering the degree to which they have the ability to represent particular culture, the realm of their knowledge regarding the purchase criteria and the significance of culture in customer satisfaction, and their willingness to help the researcher (Walliman, 2017). 
In this research, it is the hardest task for me to identify the philosophy of the research paper. It is also astonishing for me that what methodology I should have to follow in this research paper. To determine the method of researching the issues I will have made my mind to perform, I read out different paper relating to the factors imposing the cultural building of a food service farm. Besides, I also study many research work, books, journal, and articles, etc. to decide the methodical framework of the research work I will have to complete. The challenging has to face in interviewing the employee group of the foodservice farm named Hannah. The time frame and question structure are not as the formal ones that are why challenges become indispensable in the information collection process. Besides in case of collecting agreeing comment from the customer group of cross-culture, we will have to endure challenging of time shortage problem. The findings and results will be more justifiable if we will be able to collect and analyse the more interview answers and interview more question. The expectation behaviours of the customer may not fully be reflected in the research. Yet we believe in the results and findings that we can be drawn from the factor analysis and relationship analysis. We have to offer some recommendation from the research as to the maintenance and modification of the expectation building behaviour of the customer group. The issues are to be granted from the top level of management.

I prefer the qualitative research method in my research following the positivist philosophy, a descriptive research design that will end up with conclusion. I will follow the primary data collection method using the survey strategy that demos the in-depth interview strategy as the most appropriate research strategy to meet the objectives of the research. The qualitative research contributes to the subjective decision making with the open platform for the respondents to contribute to the research; it requires to mention that the open-ended question for interview will be helpful for the participants in the research to express their personal view as well as the representative view on behalf of the culture he belongs to or the culture he knows ins and outs (e Fonseca, et al. 2016). The idea and concern of the opinion leader show the actual tension in the market and the real situation in the market along with the market position of the brand. (Smith, 2015) The opinion leaders can be motivated to participate in the research being influenced by the personality of the researcher and the strategic questioning and movement of the researcher will help to find the confidential information that will explain the cultural influence on the consumers while buying food items. However, this research method will help the researcher to be close to the respondents and observe them find the credibility of the information collected from them that cannot be attained with the quantitative research (ten Ham-Baloyi and Jordan, 2016). 
[bookmark: _Toc430215342]Similarities and differences between qualitative and quantitative research: 
[bookmark: _Toc430215343]Similarities: 
Both these methods are concerned about the opinion of the consumers only and can interpret the consideration set of the customers while purchasing foods (Bell, et al. 2018). They will closely remain with the target audience, take their opinion, assess them and directly contribute to the decision making the process in the deductive research approach and none of them will be far effective in the inductive research (Denzin, 2017). Qualitative research and quantitative research can be conducted with the primary research techniques of collecting data in spite of requiring different tools to do so. 
[bookmark: _Toc430215344]Differences: 
In spite of these research methods having few similarities serving a similar purpose and serve the consumers. The nature of the availability of the experts emphasizes to choose the primary research method to collect data. This research is based on the representation of the collected information from the actual opinion leader who penetrates the influence of the message to create and engage new customers (Morse, 2016). The open-ended questions used in qualitative question has not been included in this research. They can expose their opinion that contributes to the finding of the consumers (Walliman, 2017). The requirement of the research enforces the brand to be concerned about the market but the completion of the research with the qualitative data needs to be interpreted appropriately and the small sample size helps to be concerned about each and every one of them that cannot be possible in the quantitative research (Flick, 2018).  
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