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[bookmark: _Toc164638551]Chapter 1: Introduction
1.1 [bookmark: _Toc164638552]Introduction 
The rates of competitiveness in the Fast-Food sector is very high and the efficiency of customer service significantly impacts customers’ choice. Just like the other prospects of these Fast-Food businesses, Burger King struggles with declining levels of customers satisfaction. This research focuses on ways to improve customer satisfaction and their loyalty, with reducing their dissatisfaction. It considers its competitors’ standards and recommends any necessary changes that would enhance Burger King position. The goal is high-quality customer service as the basis of long-lasting growth. Enhanced service may positively affect profitability, brand reputation and consumer loyalty but any loss of custom can reduce revenue and decrease market share. Burger King together with the industry as a whole will benefit from the findings about the delivery speed, exactness of the transaction, friendliness of the employees, as well as their professionalism.
[bookmark: _Toc164638553]1.2 Background to the Study
The Fast-Food sector is extremely competitive and is characterized by high rates of customer turnover, and the paying of due attention to the demands of the customers for convenience and effectiveness. Customer service quality strongly influences the customers' decisions as they pay more attention to product quality than taste of food (Sumaedi & Yarmen, 2015). Like its competitors, Burger King must improve its level of service with continuously rising customer expectations. The end result of this constant improvement is to maintain market position. In the last years, the company has experienced a drop in customer satisfaction ratings (Kristiawan et al., 2021). This necessitates the improvement of the quality of services and products. A survey among customers of Burger King revealed that 30% of those interviewed were dissatisfied, 25% found problems with order accuracy, and 20% of them were disgruntled with the service attitude (Okwachi, 2019). Addressing these concerns is highly important for the satisfaction of clients, market share, and business profitability. Considering the industry's ruthlessness, knowing the factors that affect customer satisfaction and dissatisfaction is crucial for Burger King to progress successfully.
[bookmark: _Toc164638554]1.3 Significance of the Study
Customer service is one of the success stories factors for Burger King so it can stay competitive and remain profitable. Customers who are dissatisfied are more likely to switch to competitors which can lead to loss of revenues and market share (Hidayat et al., 2019). Enhancing Burger King's customer service not only boosts its profitability but also adds to the brand's reputation and increases customer loyalty. If the customers are satisfied, they are more likely to be repeat customers and advocates who will cite your business positively. Moreover, in this age of social media and online feedback, delivering the top service to customers can generate positive feedback and ratings, making people want to try the brand, thus improving its online reputation (Marcellina et al., 2023). Hence, the concept of customer service enhancement does not just mean short-term survival for Burger King, but a long-term investment in its ultimate profitability and viability in the Fast-Food industry. Thus, it is necessary for Burger King to locate the possible faults in Customer Service and erase them.
[bookmark: _Toc164638555]1.4 Research Aim
This research aims to examine the issues and propose the best ways to improve the quality of service and jointly increase customer loyalty in Fast-Food restaurants. The case study of Burger King will be carefully considered.
[bookmark: _Toc164638556]1.5 Research Objectives
1. To specify the prime factors of customer discontent at Burger King, including the issues which range from order accuracy to service attitude and customer satisfaction.
2. To create a comparison and analysis of the customer service strategies of Burger King and their competition in the fast-food industry, this paper will reveal what areas are strong but could use improvement.
3. To recommend methods and activities for improving staff friendliness, competence, and hospitality at BK restaurants in order to create a good impression, the customer should be extremely satisfied.
[bookmark: _Toc164638557]1.6 Research Questions
1. What makes customers dissatisfied with Burger King and how should the problem be tackled?
2. What is the approach of Burger King towards customer service and what are its competitors doing?
3. If we know the competitors’ strategies, can we emulate them but improve on them? 
[bookmark: _Toc164638558]1.7 Conclusion 
This study of the Burger King organization identified the importance of the service level in the Fast-Food sector. The research revealed that order accuracy and service quality were the common issues that led to the customer disenchantment. Services could improve in terms of speed, accuracy, friendliness, and professionalism, which could be aided by comparing with the competitors’ offering. The proposed remedies are geared towards making Burger King customers have better experience, and to solving problems. Burger King may strengthen its customer service, brand recognition, reputation and loyalty by paying attention to the following points. This research highlights the importance of competitive customer service in the Fast-Food industry.











[bookmark: _Toc164638559]Chapter 2: Literature Review
[bookmark: _Toc164638560]2.1 Introduction
[bookmark: _Toc164618608][bookmark: _Toc164619018][bookmark: _Toc164619952][bookmark: _Toc164637788][bookmark: _Toc164638202][bookmark: _Toc164638561]This literature review looks into the matter of customer service by, and loyalty to providers of Fast-Food and in particular Burger King, and emphasizes those factors that define and shape customer perceptions.
[bookmark: _Toc164638562]2.2 Concepts of Customer Service and Loyalty
According to Rahman et al. (2020), the concept of customer service is to assist customers in terms of speed, reliability and professionalism. Its Burger King’s credibility, product quality, prices and good customer experience produce customer loyalty. Customers & loyalty form the pillars of a financially stable company, especially in the competitive world of Fast-Food (Slack et al., 2020). For businesses, customer service is all about timing, dependability, empathy, and professionalism towards their customers. A superb service quality results in a dramatic increase of customer happiness and loyalty. Repeat sales and positive word-of-mouth recommendations lead towards strong customer loyalty. Customer satisfaction and market success hinge on customer service excellence.
[bookmark: _Toc164638563]2.3 Role of Customer Service and Loyalty
According to the Slack et al. (2020) viewpoint, the customer service and loyalty have a very important place in the creation of satisfied customers. Top class customer service lies in providing proper assistance to customers in time and solutions to their queries. The top-notch service makes customers familiar with feeling that they are appreciated, esteemed, and happy. As a result customers uphold their satisfaction level. Furthermore Marcellina et al. (2023) pointed out that customers that revisit a certain brand or company time and again have a higher possibility of having positive interaction in the business due to familiarity and therefore having the knowledge of the company’s products, services, and procedures. With familiarity comes ease of communication as well as a better grasp of how people think in regard to their needs. This can, therefore, lead towards happier customers.
[bookmark: _Toc164638564]2.4 Impact of Customer Service and Loyalty on Customer Satisfaction in the Fast-Food Industry
Promotion of customer service and loyalty create the pillars of happiness for the customers in the Fast-Food sector, according to Yapp & Tohari (2021). The top-notch customer service - quick, attentive and professional ­ elevates consumer satisfaction. Nevertheless, rare periods of service problems or inadequate interactions could negate the satisfaction. Nevertheless, as per Bernarto (2022), the firms emphasizing problem-solving and open communication with customers might use dissatisfied events to increase customers’ loyalty and satisfaction. Customers who are well treated and stimulated to buy again tend to develop strong loyalty, hence referring the business to their friends and relatives. Because they have continual quality experiences, individualized rewards provided to them, and brand information, satisfied consumers will remain loyal to their brands. This cycle of customer care and loyalty gives rise to positive impressions on consumers and promotes the brand's reputation and success against all the competitors in the cut-throat Fast-Food sector.
[bookmark: _Toc164638565]2.5 Factors Influencing Customer Perceptions of Service Quality within Fast-Food Industry
· Fast service delivery: Rahman et al. (2020) have pointed out that fast delivery in the fast food industry is one of the things that the customers appreciate the most.
· Lean management: According to the work of Kristiawan et al. (2021), the incorporation of lean management methods should enhance the efficiency of processes and the corresponding service quality of the customers' assessments.
· Technology integration: Okwachi (2019) demonstrates how technology can improve the quality of service (QoS). Combining technology into service delivery procedures can help to reduce the overall operations and improve the quality of customers’ experience.
· Continual education and timetabling: In the provision of health care, lifelong learning is critical for providers (Slack et al., 2020). Through constant education and performance optimization, healthcare providers can guarantee higher quality and which, in turn, will definitely lead to the rise of client perceptions quality of services.
[bookmark: _Toc164638566]2.6 Background of Burger King
Burger King was established in 1954 as a worldwide fast-food chain, and it is famous for its burgers cooked on an open flame. They have over 18,000 locations spanning the globe. They compete with industry giants such as McDonalds and Wendy's (Hidayat et al., 2019). The burger outlets top-selling items, such as the Whopper, have helped the company carve a niche for itself in the fast food sector.
[bookmark: _Toc164638567]2.7 Role of Customer Service and Loyalty to Burger King
One of the techniques that may be applied in order to induce the Burger King Customer Service (BKCS) to attract more customers can be: Initially, customer service representatives should have thorough training to solicit professionalism in all attempts to render their services. In line with this, Okwachi (2019) argues that by survey and online platforms, BK web marketing has a confidential place to hear the client’s inputs, and hence to solve their problems. A personalized loyalty programme considering clients' benefits as the priority is likely to make it the choice of the customers towards repeat visits and loyalty; ordering and paying apps are digital accelerators that enable both convenience and service optimization. The workers at BK restaurants can be the customer-oriented ambassadors of the concept, by going the extra mile and engaging with the customers in a way that could boost their morale. Top-notch and uniform customer service is all about having the same standards and quality across all services. Such methods contribute to the higher levels of customer satisfaction, loyalty, and their edge in fighting for consumer revenue in the competitive quick-service restaurants sector.
[bookmark: _Toc164638568]2.8 Ways of Improving Customer Perception of Burger King through Customer Service and Loyalty
· Prioritize guest satisfaction and loyalty as a key to enhance overall customer experience (Kristawan et al., 2021).
· Provide employees with extensive training courses that will help raise the service delivery standard (So et al., 2016).
· Apply technologically based innovations to reduce inefficiency and improve service performance (Yapp & Tohari, 2021).
· Establish questionnaires and online means to get consumer opinions, then quickly rectify any dissatisfactions.
· Delight the customers by tailoring the rewards and offerings.
· Develop an authentic relationship with customers through social platforms where BK can collaborate with them, give promotions and give fast responses to their concerns.
[bookmark: _Toc164638569]2.9 Review of Theory of Customer Service/ Service Quality
Customer service or service quality is a complex area of business; its many theories and models can help us understand customer satisfaction. The SERVQUAL model from the book of Parasuraman et al. (1985), deals with service quality dimensions including reliability, assurance, tangibles, empathy, and responsiveness, are the most important. In addition, Expectancy-Disconfirmation Theory opines that customer satisfaction is influenced by what the customers expected and the experience they had, creating a gap between their perceptions and the performance (Hidayat et al., 2019).
The research process dealing with customer service and loyalty in Burger King would be highly connected to and favourable for the SERVQUAL model. The SERVQUAL model by Parasuraman et al. (1985), identifies significant dimensions of service quality that influence the customers and connect them with the product quality. Some of these dimensions are reliability, certainty, tangibles, empathy, and the ability to respond. BK will be able to integrate these dimensions within Burger King’s customers service framework by employing the SERVQUAL model. The model also acts as a guide for identifying areas for improvement and generating strategies to improve service quality and customer satisfaction.
[bookmark: _Toc164638570]2.10 Conclusion
The review is centred on the importance of attentive customer service and loyalty in the fast food industry for capturing customers and achieving satisfying results (for BK). Important variables such as fast service and ethics act as the keys to the kingdom. They will always make everyone happy and lead to customer loyalty. Cuing factors like emphasizing the customers satisfaction, staff training and orientation, technology innovation, and active customer engagement play key roles in boosting the BK customer impression and brand loyalty. The SERVQUAL model can, in addition, provide a mechanism to measure the dimensions of service quality which ultimately affect the overall level of customer satisfaction. The adoption of these tactics will give BK the chance to realize business success and to stay at competitive level in the fast-food industry.
[bookmark: _Toc164599422]



[bookmark: _Toc164638571][bookmark: _Toc164599424]Chapter 3: Research Methods and Methodology
[bookmark: _Toc164638572]3.1 Research Philosophy
To discuss the research philosophy's epistemology related to this research, we need to understand the underlying beliefs about the nature of knowledge and how it can be obtained. In the context of this study, the epistemological philosophy implies that the researchers aim to understand and interpret the subjective opinions and perceptions of customers, employees, and managers regarding the quality of service in Fast-Food restaurants as Burger King. 
[bookmark: _Toc164599425][bookmark: _Toc164638573]3.2 Research Paradigm
The philosophical basis of this research is called interpretivism. Interpretivism concentrates on the sense making and interpreting of social phenomena through the experience of the consumers (Slack et al., 2020). Considering the goal of the study, which is to discover the ways to increase the quality of service at the Fast-Food restaurants, such as Burger King, an interpretivist approach will allow for a detailed exploration of the perceptions and subjective opinions of the customers, and employees and managers who work at the Fast-Food restaurants.
[bookmark: _Toc164599426][bookmark: _Toc164638574]3.3 Research Approach
[bookmark: _Toc164638216][bookmark: _Toc164638575][bookmark: _Toc164599427]The strategy of the research is an inductive approach reasoning type, which is based on analyzing specific observations which later lead to broader generalizations or theories. Through the process of acquiring and analyzing qualitative data from customers, employees, and managers of Burger King, the study will aim to reveal emerging patterns and themes concerning customer service quality, and formulate improvement strategies.
[bookmark: _Toc164638576]3.4 Research Methods
[bookmark: _Toc164638218][bookmark: _Toc164638577][bookmark: _Toc164599428]The study is based on the qualitative research, as it pursues in-depth, quality knowledge about the Fast-Food industry stakeholders, their lifestyles, and their general attitude towards this business. The qualitative research is the one that involves exploring more complex social phenomena and provides such detailed insights that enables researchers to understand what exactly causes the perceived poor customer service in Burger King restaurants.
[bookmark: _Toc164638578]3.5 Research Strategy
[bookmark: _Toc164599429]The primary method for collecting first-hand data is conducting personal interviews with customers, which aim to gain an understanding of their experiences and views. This strategy is selected because it allows the possibility of an interaction, which leads the research to be practical and concentrate on specific aspects that relate to the research objectives (Keightley, 2020). The research does ensure that the conclusions obtained are related to Burger King's environment and are based on the actual opinions of consumers.
3.6 Sampling Method
[bookmark: _Toc164599430]The data collection process will employ purposive sampling that will be used particularly for in-depth research of the customers of Burger King. The researchers will seek to understand how to improve customer service and loyalty among young customers in fast-food industry. The reason for preference of this sampling method is its ability to pinpoint and pick certain requirements as per the objectives of the study. Thus, it gives an opportunity to purposefully choose people who will bring in useful information concerning the service strategies, the current problems, and the better practice based on fast-food restaurants experience (Cohen & Manion, 2018). Firstly, besides analyzing primary data gathered through the interviews with the customers of Burger King with the help of purposive sampling, the study will ensure that the main focus will be addressed on getting in-depth and relevant information in agreement with the research objectives. By using this method, the quality and relevance of findings are expected to be improved, as it is based directly on the significant sources that contribute to the appreciation of customer sentiments as well as strategies in the fast-food industry, particularly at Burger King, thus influencing satisfaction and loyalty among customers.
[bookmark: _Toc164638579]3.7 Data Collection
[bookmark: _Toc164599431]The study will be confined to a collection of primary data as an interview will be the centre of the data gathering methods. The interviews will be used to collect the opinions of the 30 Burger King customers mostly with regards to customer service and loyalty problems in the Fast-Food industry. The study will involve purposive sampling via first hand data collection through interviews, which will enhance concentration around the research objectives and specific criteria. Through the choice, the study is going to investigate in detail the customer service practices, loyalty factors, and the questions of service quality. The strategy will provide the researcher with a complete picture of customer perception and allow us to develop thoughtful service strategies that will be effective.
[bookmark: _Toc164638580]3.8 Data Analysis 
The study’s content analysis is the method of analyzing qualitative data from the interviews. With this method of identifying and interpreting the patterns, themes, and interpretations of meanings, which will make it easy to extract key insights and useful information relevant to better customer services delivery in the Fast-Foods industry (Palmisano, 2019). Thematic content analysis seems to be the most appropriate choice for the current research, as it allows the researchers to systematize and make sense of the large number of qualitative data, which was acquired from Burger King’s customers. Through analyzing the themes and patterns intrinsic to the restaurants much deeper view on the factors contributing to the customer’s images and dispositions is enabled with the opportunity to intervene and improve the service delivery and customer loyalty.













[bookmark: _Toc164599432][bookmark: _Toc164638581]3.9 Time Plan (Gantt chart)
	Task
	Week 1-2
	Week 3-4
	Week 5-6
	Week 7-8
	Week 9-10
	Week 11-12

	Literature Review
	✔
	✔
	✔
	
	
	

	Research Design
	
	✔
	✔
	
	
	

	Data Collection (Primary interview)
	
	
	
	✔
	✔
	

	Data Analysis (Qualitative)
	
	
	
	✔
	✔
	

	Report Writing
	
	
	
	✔
	✔
	

	Revision and Finalization
	
	
	
	
	
	✔

	Submission of Dissertation Draft
	
	
	
	
	
	✔

	Final Dissertation Submission
	
	
	
	
	
	✔





[bookmark: _Toc164599433][bookmark: _Toc164638582]3.10 Ethical Consideration
Researchers will take into account applied ethics while conducting the research work. These consist of the obtaining of consent from all participants, ensuring the confidentiality of participants' information, respecting the participants' rights to voluntary participation and withdrawal, treating participants fairly and respectfully, preventing them from harm or discomfort, disclosing all steps of the research process clearly and complying with ethical standards and rules. These ethical concerns form the cornerstone of maintaining the integrity of the research, as well as protecting participants' rights and privacy, and the avoiding of unethical or negligent practices in the research.
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