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The fast food industry is a highly competitive industry and customer loyalty is a major element of the success of a business. Quick Service Restaurants (QSRs) face unique challenges due to the nature of their product, and the ease of brand switching. The study looks at the role of Customer Relationship Management (CRM) systems can play in improving customer loyalty for the top QSRs in the UK which are KFC, McDonald's, Burger King, Domino's, and Subway. The secondary data were gathered and analysed using qualitative case study approach, which includes information from company reports, industry publications and market analyses. The study explores the impact of CRM strategies such as digital platforms, mobile apps, loyalty programs, and personalized marketing on customer engagement and retention. The results show that CRM systems can have a significant impact on customer satisfaction and loyalty when they are effectively integrated with digital tools and aligned with organisational strategies. The importance of customisation of services and active customer engagement came to the fore as key factors in maintaining repeat business and long-term relationships. The study also identifies some of the challenges that operators face, such as data management, technology integration, and the need to ensure seamless communication between different channels. In terms of theory, the study broadens the scope of the relationship marketing and CRM concepts to a transactional, high turnover industry context, and in terms of practice it provides practical and relevant takeaways for managers who want to increase the effectiveness of CRM in the QSR context. In summary, the research highlights the importance of using CRM systems for QSRs to gain a competitive advantage and build customer loyalty in today's rapidly evolving digital and customer-centric environment.
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[bookmark: _Toc231031225]1.1 Research Background
The fast-food industry has grown rapidly in the last two decades, driven by rapid urbanisation, changing lifestyles of consumers and the demand for convenient and affordable dining solutions. Quick-service restaurants (QSRs) like KFC, McDonald's and Burger King operate in highly competitive industries where companies are frequently obliged to develop new innovations to attract and keep customers. According to Statista (2024), the global fast-food market has hundreds of billions of dollars in revenues annually, and this is the size and importance of the industry. The QSR industry is by no means confined to large chains; the UK’s fast food and takeaway sector had an estimated market size of 23.1 billion British pounds as of April 2025, with close to 50,000 businesses in operation (Statista, 2025). 
The expansion of takeaway foods, digital ordering and food delivery apps has created competition between fast food brands (Nivornusit et al., 2024).
In such a competitive environment, companies need to use strategic methods to help them maintain their relationships with customers and incentivize repeat sales. The most popular method is Customer Relationship Management (CRM) which is a strategic approach that combines customer data, processes and technology together to create better customer relationships and improve overall business performance in the long term (Buttle, 2009). CRM systems allow organisations to gather and analyse data on customers, enabling firms to tailor marketing communications to customers, enhance the quality of their service and create tailored loyalty programmes. For the very competitive food and beverages sector, CRM has become one of the key factors in boosting customer satisfaction and cultivating long-term customer loyalty (Payne and Frow, 2005; Peppers and Rogers, 2011).
Customer loyalty is very important in the fast food industry because of the number of competitors and similar products at similar prices. Consumers can easily switch between brands; for this reason, keeping existing customers is of paramount strategic importance for organisations. Research shows that loyal customers are more likely to make repeat purchases, recommend brands to others and maintain long-term relationships with organisations in order to contribute significantly to organisational profitability and sustainable growth (Payne and Frow, 2005). The growing popularity of takeaway services, digital ordering platforms, and food delivery applications has added competition between fast food brands (Nivornusit et al., 2024).
That's why more and more fast food businesses are focusing on investing in CRM technologies in order to increase customer engagement and craft more personal experiences that can lead to customer retention.
Another factor that has helped spread CRM systems in the fast food business is technological improvements. With digital tools like mobile ordering apps, loyalty programs, and data analytics platforms, businesses can gain valuable insights into customer behavior and preferences. These technologies enable organizations to deliver a customized offer, personalized promotions and improved customer experience via various digital platforms. For example, mobile apps are now being increasingly used by fast food chains to run their loyalty program, monitor customers' buying patterns and directly send offers to customers. These are just some examples of the ways in which data-driven marketing efforts are becoming more and more critical for foodservice brands.
However, there are certain challenges organisations may experience when implementing CRM systems effectively. A key difficulty is related to the ‘fast-food services' that are the typical target of retail services; the interactions with customers are typically short and shallow compared to retail service. This can hinder the building of meaningful customer relationships by organisations. Buttle (2009) also noted that having large amounts of customer information, integrating CRM with existing digital systems, and communicating with customers on different touchpoints is a challenge for many organisations. As a result, although CRM systems present significant potential benefits, there is still some doubt about whether this can be an effective means of improving customer loyalty for the fast-food industry.
These challenges bring up the problems of the growing significance of CRM system's influence on customer loyalty in fast-food firms. To boost customer engagement and retention, companies have increased their investment in digital platforms, personalised marketing campaigns, and loyalty programmes. But although CRM technologies have been applied to different businesses, there is less research to explore the mechanisms through which CRM can facilitate the development of customer loyalty in fast food settings. It is a pertinent issue which gives an understanding for the current study on how CRM systems can be used in promoting customer loyalty in quick-service restaurants.
1.2 Research Rationale
1.2.1 Theoretical Justification
It is well known from academic literature that Customer Relationship Management (CRM) is a strategic method and could contribute to the building of long lasting relationships between customers and the organisation and, consequently, to improve the organisational performance. CRM is an amalgamation of the organisational processes, the customer information and the digital technologies in order to enhance customer engagement, customer satisfaction and customer loyalty (Buttle, 2009; Payne and Frow, 2005). The theory of relationship marketing, which has been identified as the foundation of the theory of CRM, also highlights that it is better to retain customers than constantly acquire new ones (Berry, 1983; Grönroos, 1994; Morgan and Hunt, 1994). Scholars have developed CRM frameworks over the years, which relate the customer data management, personalised marketing communication to customer satisfaction and customer loyalty and the performance of firms (Peppers and Rogers, 2011; Kumar and Reinartz, 2018). The empirical study of many industries such as retail, banking and the hospitality industry, demonstrates that successful CRM implementation can result in better customer retention, improved brand relationships, and higher profitability for the organisation (Trainor et al., 2014 & Buttle and Maklan, 2019). Moreover, the advent of digital technologies and advanced analytics has increased the value of CRM as a strategy to allow companies to understand customer behavior and deliver tailor-made service through different communication channels (Verhoef, Kannan and Inman, 2015).
Although the study of CRM and customer loyalty is comprehensive, there are still some issue which has not been studied adequately. There is ample literature that deals with sectors like banking, telecommunication and retail, which normally have longer customer linkages and are relation-oriented (Trainor et al., 2014; Kumar and Reinartz, 2018). However, few studies have been conducted that examine CRM implementation in industries with short and transnational relationships, like fast food. In such settings, it is crucial for organisations to maintain customer engagement even with limited face-to-face customer interactions (Fatorachian et al., 2025). Moreover, previous research has found mixed results on the value of CRM systems in improving customer loyalty. Some studies found positive effects, however, organizational capabilities, employee training, technological integration play important roles in determining CRM success (Buttle and Maklan, 2019; Payne and Frow, 2017). These inconsistencies could be due to limitations and discontent of the different industry setting.
Based on these observations, there is a significant research gap related to CRM and customer loyalty in the fast food organisations. Although CRM has been studied extensively by different service industries, there have been limited empirical studies exploring the operational behaviour of CRM strategies within service industries that are chategorised by a highly competitive and transaction-based environment (i.e., quick-service restaurants) (Fatorachian et al., 2025, 2014; Del Vecchio et al., 2022). In particular, the mechanisms that CRM systems play in customer loyalty are under-understood in the context of fast food. This is a gap that can be filled to provide a richer understanding of the impact of CRM strategies on customer loyalty in fast-food organisations, thereby enriching the CRM and relationship marketing theory.
[bookmark: _Toc231031228]1.2.2 Practical Justification
From a practical standpoint, knowing the effectiveness of CRM systems is becoming more important to organisations working in highly competitive consumer markets. Fast-food companies are faced with an environment where customer switching costs are very low and the consumer can easily switch between competing brands offering similar products at similar prices. As a result, customer loyalty has become an important strategic priority for organisations seeking to preserve their market share and long-term profitability. Industry reports show that the global quick service restaurant industry is still growing exponentially, and new purchasing methods such as digital order services, delivery services and mobile apps are replacing the companies' customer relationships with fast food brands (McKinsey, 2022; Deloitte, 2023). These technological developments have led to a much greater volume of customer data being available to organisations, and this has presented both opportunities and challenges for businesses looking to implement effective CRM strategies.
Despite the growing use of CRM technologies, many organisations are still struggling to realise the full benefits of these systems. Research by Gartner (2023) shows that a large percentage of CRM implementations fail to provide their promised return on investment because of poor system integration, a lack of organisational capabilities and poor data management strategies. Similarly, according to industry analysis, organisations are often challenged to turn customer data into actionable insights to enhance customer engagement and customer loyalty (McKinsey, 2022). These challenges are especially evident in fast food organisations where customer interaction is often very short-lived, such that firms often find it difficult to establish meaningful long-term relationships with customers.
In the QSRs UK has implemented substantial digital transformations through mobile-ordering applications, personalised marketing campaigns, and loyalty programmes to boost customer engagement. However, managers still struggle with a number of operational issues in effectively implementing CRM strategies. These challenges include integrating multiple digital platforms, managing large volumes of customer data, maintaining consistent communication across online and offline channels, and measuring the effectiveness of CRM initiatives in improving customer loyalty. Without a clear understanding of how CRM systems affect customer retention and engagement, organisations may struggle to come up with effective strategies to maximise the value of customer data.
The opportunity cost of ineffective CRM implementation can be high. Organisations that do not use customer data to their advantage can lose ground to the competition, lose customer loyalty, and miss opportunities to build long-term customer relationships. In contrast, those firms that do successfully implement CRM strategies are able to derive valuable insights from customer behaviour, deliver customised services, and build stronger brand relationships that incline customers to repeat their purchases and promote customer advocacy (Buttle and Maklan, 2019). As a result, research on the impact of CRM systems in improving customer loyalty in fast food organisations is not only relevant academically but also important for practitioners. By analysing the case of Quick-service restaurants, the aim of this research is to bring out insights that managers can use to enhance CRM application and the customer engagement strategies in order to ultimately support customer loyalty in a very competitive market environment.
[bookmark: _Toc231031229]1.3 Research Contribution and Motivation
The objective of this research work is to contribute to the academic knowledge and managerial practice in the following ways: as an academic contribution to fill the identified theoretical and practical gap in the previous sections. Although Customer Relationship Management systems have been extensively researched in different industries, there is little research that has examined how they can be applied to highly transactional service environments such as the fast-food sector (Pereira et al., 2025). 
The growing rapidity of digital transformation in consumer services and the growing importance of data-based marketing strategies make this research timely. The fast-food market is continuing to thrive worldwide because of the expansion of digital ordering systems and online delivery systems. Digital technologies are changing how customer engagement strategies are implemented by industries, forcing organisations to increase their reliance on CRM systems to analyse customer behaviour and retain a competitive edge (Verhoef et al., 2021; Kumar and Reinartz, 2018). In addition, the increasing reliance on data analytics has also reinforced the strategic imperative of CRM systems; with the increasing reliance on data obtained from customers, organisations now rely on (data) customer data to tailor marketing strategies and enhance customer loyalty (Mikalef et al., 2023; Pereira et al., 2025).
[bookmark: _Toc231031230]1.3.1 Theoretical contribution
From a theoretical perspective, the current study adds to the literature on CRM and relationship marketing by incorporating existing frameworks into an under-explored industry context. Previous studies emphasise that CRM play critical role in improving customer satisfaction, loyalty and organisational performance (Buttle and Maklan, 2019; Kumar and Reinartz, 2018). Recent research is also pointing to the role played by digital technologies, artificial intelligence and big data analytics in transforming CRM practices and allowing organisations to better understand customer behaviour (Mikalef et al., 2023). However, most existing research concentrates on industries, such as banking, retail and telecommunications, where customer relationships are associated with longer interactions. In contrast, the fast food sector is categorised by short and highly standardised interactions and thereby presents unique issues in customer relationship management. By analysing the CRM implementation at Quick-service restaurants, this study seeks to broaden the parameters of the relationship marketing theory by examining the functioning of CRM systems in a transactional service environment. The research therefore, seeks to refine existing CRM frameworks by identifying the influence of digital technologies, customer data analytics and loyalty programmes on customer engagement in the quick-service industry (Roy et al., 2025).
[bookmark: _Toc231031231]1.3.3 Empirical contribution
This study also makes an empirical contribution through the use of qualitative case study methodology. Case studies are widely known as effective ways of studying complex organisational phenomena as it enables the researcher to analyse how strategies and practices are played out in real-world contexts (Eisenhardt, 1989; Yin, 2018). Whilst focusing on Quick-service restaurants, the research offers insights into the implementation and integration of CRM systems in customer engagement strategies. The qualitative approach allows for a more in-depth understanding of managerial thoughts and operating issues surrounding CRM implementation. Such context-based analysis is especially useful when CRM systems have been developed with the increasing inclusion of digital technologies such as artificial intelligence and data analytics (Mikalef et al., 2023; Judijanto, 2025).
[bookmark: _Toc231031232]1.3.3 Practical Prospective
In a practical view, this research offers some insights for managers in the fast-food and hotel industries. As intensifying competition ensues in quid service restaurant sector, organisation needs to implement ways and means to retain and build brand loyalty. Digital ordering platforms and mobile applications are changing the way customers interact with fast-food brands, making data-driven CRM strategies even more important. However, many organisations are still struggling to incorporate CRM technologies in their marketing and functioning processes. Through the study of Quick-service restaurants, this study offers practical opinions regarding the use of CRM systems to improve customer loyalty and customer engagement.
Finally, the originality of this research is to put the focus on CRM implementation in the fast-food industry, which is relatively understudied in academic research. By analysing the case of Quick-service restaurants, this study adds new insights to the CRM systems affecting customer loyalty in a highly transactional service environment.
[bookmark: _Toc231031233]1.4 Research Aim, Objectives, and Questions
[bookmark: _Toc231031234]1.4.1 Research Aim
 To investigate how CRM systems contribute to enhancing customer loyalty in Quick-service restaurants.
[bookmark: _Toc231031235]1.4.2 Research Objectives
To reach this aim, the study pursues the following objectives:
1. To explore managerial perspectives on the effectiveness of CRM systems in improving customer loyalty and retention.
2. To identify the key challenges and opportunities associated with CRM implementation in Quick-service restaurants.
[bookmark: _Toc231031236]1.4.3 Research Question
1. How do CRM systems influence customer loyalty and retention in the context of Quick-service restaurants?
[bookmark: _Toc231031237]1.5 Dissertation Structure 
Dissertation organised in following 6 chapters:
· Chapter 1 introduces the research topic, background, research rationale, aims, and research questions.
· Chapter 2 reviews the literature on CRM systems and customer loyalty.
· Chapter 3 explains the research methodology, including research design, data collection, and ethical considerations.
· Chapter 4 presents the data analysis and findings from interviews.
· Chapter 5 discusses the findings and links them to existing literature.
· Chapter 6 provides conclusions, recommendations, and implications for future research.


[bookmark: _Toc231031238]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc231031239]2.1 Introduction
The objective of this chapter is to critically examine available literature on Customer Relationship Management (CRM) systems and their impacts on customer loyalty, especially in the context of the fast-food industry. The scope of this review involves some key theories and concepts relating to CRM, customer loyalty, digital transformation and technological advancements associated with the quick service restaurant (QSR) sector, focusing specifically on KFC, Burger King, McDonald’s Subway and Dominos.
The research problem is framed on the growing importance of CRM systems in creating customer loyalty in a highly competitive environment, such as fast-food restaurants. This will be furthered by a literature review that will discuss different academic perspectives of CRM and its importance in customer retention and how digital technologies are able to enhance customer experience and engagement.
This chapter reviews the literature on theories of CRM, relationship marketing, digital transformation, and customer loyalty. Studies focused only on the implementation of CRM in non-service sectors and studies that include on the purely technological aspect of CRM without considering the impact on customer relationship and customer loyalty are not included in this review.
The first part deals with an overall theme of the literature, which includes the key issues involved in CRM and customer loyalty. The theoretical issues of the study are then discussed and the conceptual framework is introduced for guiding the case analysis. This chapter ends with a synthesis of the key themes that emerged across the chapter and highlights areas of the literature which are missing and which relate directly to the research questions posed.
 
Thematic overview of literature 2.2
2.2.1 Theoretical perspectives of CRM and Customer Loyalty
Retaining customers and customer loyalty is vital for the success and survival of quick-service restaurants (QSRs), and for this, CRM (Customer Relationship Management) is a must. CRM refers to the techniques, procedures and tools that companies utilise to handle customer relationships and interactions. Customer loyalty, defined as the consistent preference for a brand or company, is especially critical in the fast-food sector due to a high level of competition along with low costs of switching brands. Customer experience can be personalised through the use of CRM systems, resulting in happier customers and likely repeat business, which in turn will help retain customers.
Relationship Marketing Theory (Berry 1983) changed the approach from a focus on transactional exchanges towards a focus on long-term relationships because it is cheaper to retain customers than acquire them. Similarly, Commitment-Trust Theory (Morgan & Hunt, 1994) stressed the importance of trust and commitment in the creation of loyalty. These theories were the foundation for the concept of CRM systems to create customer loyalty, especially in service-oriented businesses like fast food, where there are frequent but short interactions. Peppers and Rogers (2011) furthered these concepts by highlighting the need for customisation when it comes to CRM, and that customised experiences are vital to forming long-term relationships.
Recently a study was carried out to expand such theories to other sectors, particularly the fast food sector. Payne and Frow (2017) conducted a study to look at how the role of CRM has changed in the service industry and the importance of digital tools in creating loyalty.. Their results highlight the significance of CRM systems for businesses such as KFC, where customer data is essential for targeted marketing campaigns, according to the individual. Trainor et al. (2014) pointed out the contribution of digital CRM tools, more specifically social media, to customer engagement and customer loyalty in services by way of real-time communication. These studies are in agreement about the role of CRM in maintaining loyalty in competitive markets.
However, Kumar & Shah (2019) have discovered discrepancies in the effectiveness of CRM in high churning industries such as fast food, whereby CRM may improve short-term satisfaction, but due to the transactional nature of interactions, the impact on customers' loyalty may be limited. Furthermore, integrating AI and big data analytics into CRM systems, as pointed out by Verhoef et al. (2021), has brought a change to loyalty strategies by providing hyper-personalised services. However, CRM is only successful if it is effectively integrated with customer engagement strategies (Jain and Dogra, 2020).
While loyalty is critical with CRM, there are still gaps in knowledge about CRM's impact in a fast-food, one-time transaction-based industry. There is little research on retaining infrequent customers and more research is needed to understand the role of CRM in driving loyalty in these environments.
Figure 2.1: CRM systems and Customer Loyalty Flowchart
[image: ]
The flowchart on CRM systems and customer loyalty (Figure 2.1) illustrates how key CRM components, customisation, customer engagement, and loyalty, interact to enhance customer retention in the fast-food industry (Berry, 1983; Payne & Frow, 2005; Verhoef et al., 2021).
[bookmark: _Toc231031242]2.2.2 Digital Transformation and CRM in the Fast-Food Industry
Digital transformation denotes the integration of digital technologies in all areas of business that fundamentally change the way businesses operate and how companies deliver value. In the context of CRM, it includes the use of mobile apps, loyalty programmes, and data analytics to improve customer interactions and customisations. Digital transformation is vital to competing in an industry dominated by digital tools, mobile ordering, app-based loyalty programs, and real-time feedback systems are enabling QSRs to collect and analyse data from their customers, enabling them to provide tailored promotions and foster stronger relationships (Barreto et al., 2025). 
The transition from multi-channel to Omni-channel CRM and the importance of providing a seamless experience between the digital and physical touchpoints to create loyalty (Verhoef et al., 2015). Trainor et al. (2014) discussed the role digital platforms, such as social media, play in improving CRM, stating that these platforms allow businesses to interactively and personally engage with their customers. Recent studies confirm the beneficial effect of digital transformation on CRM for fast food. Homburg et al. (2020) found that mobile apps and online ordering systems help with customer loyalty for QSRs by making the customer experience more convenient and personalised. McKinsey (2021) emphasised that brands that combine CRM and digital tools such as mobile loyalty programmes have greater engagement and retention. These studies suggest that digital CRM tools have a positive correlation with customer loyalty in the fast food industry. However, not all is consistent. Deloitte (2022) suggested that although engagement is up via mobile apps, it is not always what drives loyalty, particularly in markets where customer switching is high. Lee and Lee (2021) found that CRM digital tools are more successful in regions with higher smartphone penetration, underscoring the importance of situating digital CRM tools in terms of geographic and cultural contexts.
 Despite a lot of research done on digital transformation in CRM, there is still a lack of knowledge regarding the integration of digital tools into the day-to-day working methodology of fast-food chains. Much of the research lacks detailed consideration of the actual challenges of adopting digital CRM systems within QSRs, which run on thin margins and have high employee turnover. Further research is required to investigate the long-term impact of digital CRM tools on customer loyalty and to maximise their use for long-term engagement" (McKinsey, 2021; Deloitte, 2022; Lee & Lee, 2021; Homburg et al., 2020).

Table 2.1: Benefits, Limitations, and Challenges of Digital CRM
	Digital CRM Tool
	Benefits
	Limitations
	Key Studies/References
	Challenges

	Mobile Apps
	Increased engagement - Personalised  offers
	High cost, Adoption barriers
	Homburg et al. (2020), McKinsey (2021)
	Low engagement in some regions - Integration issues

	Online Ordering
	Convenience - Boosts sales
	Technical issues, Dependency on apps
	Lee & Lee (2021) Huang & Benyoucef (2013)
	Glitches in integration - Frequent updates needed

	Loyalty Programs
	 Encourages repeat purchases - Builds loyalty
	 Customer fatigue, Customisation challenges
	Peppers & Rogers (2011), Verhoef et al. (2021)
	Low redemption rates - Tracking accuracy


Table 2.1 summarises the benefits, limitations, and challenges of 3 digital CRM tools that include mobile apps, online ordering, and loyalty programs. Mobile apps make offers more engaging and personal, but have high costs and barriers to adoption. Online ordering increases convenience and sales, but it has technical problems and requires the use of apps. Loyalty programmes depend on customer repeat purchases and customer loyalty, but have trouble with customer fatigue and customisation issues. The table also highlights key studies and challenges, such as integration issues, and low redemption rates.
[bookmark: _Toc231031243]2.2.3 Customer Experience Customisation and CRM Systems
Customer experience customisation is the practice of trying to customize products, services, and provide communications based on individual customer preferences to drive customer engagement and establish long-term customer loyalty. Customisation is of great significance in CRM for maintaining customer loyalty particularly for fast food businesses where customer loyalty is fleeting. CRM systems can be used to generate personalised experiences and offerings for customers, which can have a tangible impact on their satisfaction and loyalty.
Peppers and Rogers, in 2011, contributed a lot to the correlation between customisation and customer loyalty in CRM systems by claiming that customisation would strengthen the relationship between businesses and customers more and hence would be more likely to lead to customers with higher retention rates. Kumar & Shah (2004) also highlighted the importance of economic advantages of personalised services, explaining that personalized experience improves customer life time value and financial gains. These basic works provided the groundwork for the understanding of the significance of CRM and how it can be adapted to help build long-term relationships with clients, particularly in the service sector such as the fast food industry where there is a high level of competition and customer turnover.
The findings of recent studies on the customisation of CRM in the fast foods sector are contradictory. Certain brands still do a good job of using mobile apps and customised promotions to drive customer engagement and repeat business, as Homburg et al. (2020) demonstrated. Similarly, Payne and Frow (2017) have determined that personalised CRM strategies are a great way to increase customer satisfaction and loyalty, regardless of the industry and whether there is high customer turnover. However, Verhoef et al. (2021) note that customisation has its limitations when applied in certain industries, such as fast food, where customer interactions may be more transactional and thus limit the long-term effect of personalised transactions. In addition to this, Deloitte (2022) emphasised the idea that while customisation using digital CRM tools such as mobile apps can provide short-term satisfaction, the impact it has on loyalty in high turnover sectors is often overrated.
Furthermore, Lee & Lee (2021) found that the results of personalised CRM strategies are found to be different depending on geographical and cultural contexts. In areas where smartphone penetration and technological engagement are high, CRM strategies that personalise customer experience, such as loyalty programmes, have higher results. In comparison, there are markets where digital engagement is low, and there are benefits too.
Despite the obvious benefits, there is a significant gap in the research on the long-term effects of personalised CRM in fast food industries, especially for markets where customer switching is common. Kumar & Shah (2019) suggested that customisation strategies may not be as effective with customers in high churn environments. Further studies are being carried out on how personalised CRM can provoke lasting dedication in crude economies in which customer relations are transitory, and experiences in the area differ from locale to locale.
[bookmark: _Toc231031244]2.2.4 Challenges of Applying CRM in Quick-Service Restaurants (QSRs)
Implementing CRM in QSR's carries unique challenges as a result of their short-term and transactional nature in terms of customer interaction, the need for efficient data management, and difficulties in integrating technology in current operations. Fast-food chains have to handle large amounts of customer data across different touchpoints, and hence, have a tough time communicating in the same way with all customers in an individualised manner.
In the process of effective CRM implementation, discovered a number of barriers, especially in service industries such as fast food. He stressed issues such as fragmented customer data, lack of integration between CRM systems and existing infrastructure and the difficulty of sustaining long-term relationships in industries where customer turnover is high.  Further from the restaurant industry perspective, addressing the stringent points on how CRM systems fail to bring big benefits due to inconsistency in customer data and the short-lived nature of customer interaction in QSRs. These seminal works established the foundations for how QSRs function and deal with organisations in terms of operational and strategic challenges when implementing CRM effectively (Buttle, 2009).
Recent research on QSRs solves CRM implementation issues. Homburg et al. (2020) spoke about the integration of mobile apps and online ordering platforms in CRM systems that enhance customer engagement. However, they also highlighted the operational challenges of software integration of multiple CRM tools into existing infrastructure. McKinsey (2021) reveals that CRM systems in QSRs improve customer satisfaction, but due to the frequency of customer encounters and limited capacity to score long-term relations, the sustained outcomes are not always achieved. Similarly, Verhoef et al. (2021) emphasised the shortcomings of CRM tools in fast-food chains where the customer interaction is mainly transactional, as opposed to build on a relationship.
However, on the other hand, some successful CRM implementation has been identified in other studies, particularly the integration of CRM in digital technology and in-store processes. For QSRs, Lee & Lee (2021) says that customer engagement and operational efficiency are more consistent if you have a unified CRM platform. But those achievements only tend to happen for larger, well-resourced QSRs, which have more robust digital footprints - say, global brands like KFC.
Despite the substantial amount of research into CRM challenges in QSRs, little is dedicated towards the smaller, local fast-food chains that may be experiencing unique barriers of CRM implementation due to their smaller resources. Most research efforts are focused on large-scale operations leaving a gap between knowledge regarding the application of CRM systems by smaller QSRs to successfully implement these systems. Additionally, the effectiveness of CRM in high-turnover, transaction-based environments over the long term has not been well addressed, especially in terms of how those systems could be made more sustainable in terms of customer retention.
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[bookmark: _Toc231031246]Relationship Marketing Theory
In this specific study, the Relationship Marketing Theory will primarily be used as the theoretical framework to examine the efficacy of Customer Relationship Management (CRM) systems in increasing customer loyalty in the fast-food sector. This theory, which was initially formulated by Berry (1983) focuses on establishing a lasting relationship with customer as opposed to the usual transactional relationships. The basic premise of relationship marketing is that it is cheaper to retain customers than to acquire them. Trust, communication, and satisfaction can be used to build long-term relationships which result in customer loyalty and churn (Berry, 1983).
This theory was further developed by Morgan and Hunt (1994), who introduced the commitment-trust theory, where they emphasized that trust and commitment are paramount in developing good customer relations. This theory has, over time, been extended to incorporate the role that the digital tools play in relationship marketing. Payne and Frow (2005) argue that customer data and personalised marketing that CRM systems enable are essential in the online age. The recent research has also focused on the topic of AI and big data integration in the CRM strategy and the ways in which the technologies contribute to improved customer engagement and loyalty (Trainor et al., 2021).
This theory is especially applicable to the fast-food business, where customer churn and transactional relations are the norms. In such competitive settings, CRM systems can be designed in ways that foster personalised communication and trust that can improve loyalty (Trainor et al., 2021). Theories like Technology Acceptance Model (TAM) are limited to explain how technology has been adopted, whereas Relationship Marketing Theory offers more insight into how businesses and their customers relate in the long-term, which is the key to CRM approaches to loyalty in fast food (Payne and Frow, 2005; Rahimi and Oh, 2025).
What is more, the flexibility of Relationship Marketing Theory to the digital environment renders it particularly useful in comprehending CRM development in the fast-food sector. With the growing significance of mobile apps and loyalty programs, CRM systems are becoming more successful in fostering enduring customer relationships, especially when augmented with digital tools (Verhoff et al., 2021). This theory can be used to understand how CRM systems can foster good customer relationships in an industry with a short customer relationship lifecycle (CRCL) and high volatility (McKinsey, 2021; Alabdali and Yaqub, 2025).
This research is applicable and significant to the Relationship Marketing Theory as the theory has been used in the Quick-Service Restaurant (QSR) industry that has a high turnover and a transactional relationship. While most literature available is focused on industries with longer customer life cycles, such as retail or banking, the following study explores the potential of the CRM system, enhanced with digital tools and tailored to personalise customer communication, to be adopted in the fast-food sector to help ensure customer loyalty (Deloitte, 2022).
The study will enrich this theory for the use in CRM systems in the fast-food sector, specifically in zones with varying technological levels. We will also discover how communication can be personalised using digital tools such as mobile apps and loyalty schemes, and how to strengthen the relationship marketing approach in the digital space. This study targets the mechanisms that connect the influence of CRM on loyalty, to better understand how customer data is utilised for personalised marketing and its effect on long-term retention, thereby offering fresh insights for scholars and practitioners (Lee & Lee, 2021).
2.4 Conceptual Framework
The purpose of the conceptual framework is to take the key constructs, relationships, and themes identified in the literature review and combine them into a visual and narrative model, which form the basis of the research. This framework is applied in order to structure the case analysis and cross-case comparison to understand the effects of CRM systems, specifically when personalised and linked to digital tools, in the fast food industry when it comes to customer loyalty. The framework will give a clear overview of the actual machinery of QSRs by taking into account: customisation, customer engagement and integration of the CRM system.
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I.	Customisation of CRM Systems 
Customisation entails a customization of interaction with customers depending on the information that has been acquired via CRM systems. This involves personalised promotions, offers and services in terms of individual customer behaviours and preferences. Customisation is a key independent variable as it is directly linked to customer satisfaction and loyalty. Through customisation, businesses are able to relate to their customers at a more personal level and therefore, promises them high chances of returning to the business again. Peppers & Rogers (2011) underlined the importance of customisation in CRM as it establishes a better relationship with the customers and customer loyalty. This was also supported by Homburg et al. (2020) who demonstrated the role of increased engagement and retention on personalised experiences, even in service-based industries such as fast food.
II. Customer Engagement 
Customer engagement refers to both the emotional and psychological attachment between the customer and the brand, which is usually inspired by the personalised interactions. It is participatory, responsive and interactive in nature, with multiple touchpoints, such as mobile applications, loyalty programmes and social media. The CRM process also involves engagement since the level of engagement increases when a customer is personally engaged with, leading to customer loyalty. Customers who are engaged will repurchase and spread the brand to other customers. The importance of social media in the functionality of CRM tool was discussed by Trainor et al. (2014), who stated that digital CRM tools help business to stay in touch with customers, and to ensure business loyalty by allowing businesses to communicate with consumers in real-time. Verhoeff et al. (2021) also highlighted how the customer engagement, provided by the personalised CRM systems, contributes to the overall customer satisfaction and loyalty.
III. Customer Loyalty 
Customer loyalty is the sustained commitment of a customer to a brand, which is actualized by making repeat purchases, word of mouth, and favouring one brand over the others. As the dependent variable, customer loyalty is the end result of CRM efforts. It is loyalty that results in revenue and growth through the years., which is especially vital in fast-food industry where customer churn is high. The role of loyalty in relationship marketing was laid by Berry (1983) and Morgan & Hunt (1994). Kumar & Shah (2004) explained the value of loyal customers in the long-term economic value and confirmed the critical importance of business loyalty to be successful.
IV. CRM System Integration 
CRM system integration is a feature of being able to smoothly integrate CRM tools with already implemented technologies (including mobile apps, point-of-sale systems, and online ordering platforms). A moderate is integration because the success of personalised CRM strategies depends on the level of integration of the system between the touchpoints. With proper integration, the customer data would remain consistent across all platforms, which can then be accessed and utilised to provide personalised communication and engagement (Alhumud and Alsulami, 2025). McKinsey (2021) has found that the success of CRM implementation in QSRs largely depends on the incorporation of CRM systems with digital platforms in order to provide a coherent experience to the customer when interacting with the product at any of the touchpoints.
[bookmark: _Toc231031249]2.4.2 Conceptual Framework Figure
Conceptual Framework diagram depicting the relationships of the key components: 
Figure 2.2: Conceptual Framework for CRM System Customisation
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Source: Self-Created
This framework organise the analysis in Chapter 4 as it identifies how customisation through CRM systems affects customer engagement and customer loyalty in fast-food. The framework helps structure the evidence from case studies and empirical data to show how personalised CRM strategies, when well integrated with digital platforms, contribute to increased customer loyalty (Alabdali and Yaqub, 2025). In Chapter 5, the framework will be used to compare the findings from different case studies so that a cross-case synthesis can be conducted to seek patterns and differences in CRM effectiveness. The framework is able to be refined based on the insights from the case studies and provides flexibility in examining the dynamics of CRM in the fast-food industry.
Table 2.2: Summarise Key Studies
	Author(s) & Year
	Theory/Framework
	Key Construct/Themes
	Findings
	Relevance to  Study
	Gap/Limitation

	Berry (1983)
	Relationship Marketing
	Retention, Trust, Loyalty
	Retention is more cost-effective than acquisition
	Lays the foundation for CRM’s role in loyalty.
	Focused primarily on relationship marketing; lacks integration of digital tools.

	Morgan & Hunt (1994)
	Commitment-Trust Theory
	Trust, Loyalty, Commitment
	Trust and commitment are key to loyalty
	Explains CRM’s focus on relationship building.
	Limited to relationship building without considering CRM’s technological aspects.

	Peppers & Rogers (2011)
	Relationship Marketing
	Customisatio, Engagement
	Customisation strengthens relationships
	Customisation in CRM systems.
	Lacks recent developments in digital CRM tools and analytics.

	Kumar & Shah (2004)
	Customer Lifetime Value
	Loyalty, Retention
	Customisation boosts lifetime value
	Provides insights into CRM’s long-term value
	Does not address the impact of digital tools in enhancing customer lifetime value.

	Verhoef et al. (2021)
	Digital Trans. & CRM
	CRM, Digital Tools, Loyalty
	Digital tools enhance CRM systems
	Highlights the role of digital tools in CRM.
	Limited focus on the practical integration of digital tools in fast-food QSRs.

	Homburg et al. (2020)
	CRM & Customer Engagement
	Mobile-Apps, Engagement
	Mobile apps improve customer satisfaction
	Important for CRM tool effectiveness in QSRs.
	Does not discuss the limitations of mobile apps in QSR environments.

	Payne & Frow (2017)
	CRM Framework
	Engagement, Data Analytics
	Customisation increases engagement
	Supports CRM strategies in QSRs.
	Does not explore the long-term effects of engagement in high-churn industries.

	Trainor et al. (2014)
	Social Media & CRM
	Social Media, Digital Tools
	Social media improves CRM performance
	Supports the role of digital CRM tools in engagement.
	Lacks focus on the role of social media in the fast-food industry specifically.

	Deloitte (2022)
	CRM Digital Tools
	Engagement, Mobile Apps
	Mobile apps boost engagement but not loyalty
	Highlights limitations of CRM tools in QSRs.
	Does not fully explore why engagement doesn't always lead to loyalty in QSRs.

	Lee & Lee (2021)
	CRM Integration
	CRM Systems, Technology Integration
	Successful CRM leads to better engagement
	Important for large QSRs with strong CRM systems.
	Lacks focus on smaller QSRs with limited resources for CRM integration.

	Jain & Dogra (2020)
	Digital CRM
	Customer Data, Analytics
	Digital CRM tools enhance customer experience
	Crucial for understanding data integration in CRM.
	Limited to CRM's role in enhancing customer experience; lacks focus on loyalty.

	McKinsey (2021)
	CRM & Customer Loyalty
	Digital CRM, Loyalty Programs
	CRM with digital tools increases retention
	Supports CRM’s role in customer loyalty.
	Does not discuss long-term sustainability of loyalty programs in QSRs.


Source: Self-Created
[bookmark: _Toc231031251]2.6 Conclusion of Chapter 
In this Chapter the key issues related to CRM systems and the influence of CRM systems on customer loyalty in the fast-food sector have been discussed. Customisation, customer engagement and CRM system integration were all given top billing as factors that contribute to customer loyalty. The relevance of personalised experiences that can be achieved with CRM tools, like mobile apps and loyalty programs, was stressed, as well as the operational obstacles in implementing them in QSRs (Peppers & Rogers, 2011; Homburg et al., 2020).
There are many gaps, even after numerous insights. Others have revealed that personalisation encourages customers to be loyal, however, not much is known concerning the impact of customisation in fast-paced sectors like fast food (Deloitte, 2022; Verhoef et al., 2021). Some contradictory findings have also been found, especially regarding the sustainability of CRM in achieving customer loyalty in such contexts (Trainor et al., 2014; Lee & Lee, 2021). Moreover, the usage of digital tools in CRM is a field of study that is still defined by significant research gaps, particularly when it comes to the successful application of CRM within small QSRs as opposed to large multinational brands (McKinsey, 2021; Alhumud & Alsulami, 2025).
It was discovered that the theory of Relationship Marketing, which is based on trust and commitment in the customer relationship, is the foundation for entering these gaps. Particularly this theory is suitable when one tries to understand the capacity of CRM to create long-term customer loyalty in the fast food sector where customer relationships are often short and functional (Berry, 1983; Morgan & Hunt, 1994).
The conceptual framework is an amalgamation of the literature to be used as a lens for the case analysis in Chapter 4. It highlights the significance of the customisation of CRM systems and the involvement of these systems in fostering loyalty, which is moderated by integration (Payne & Frow, 2017). This framework will be used to guide the empirical investigation in Chapter 3 in which secondary data case studies will be used to test the applicability of the framework and to make refinements based on the findings from the case studies.

[bookmark: _Toc231031252]CHAPTER 3: METHODOLOGY
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The chapter presents the research design that was employed in the study on the effect of Customer Relationship Management (CRM) systems on Customer loyalty in the fast food industry. The research aim and questions are first introduced in order to provide clarity on the focus of the study, which is to understand the influence of CRM system on customer retention and satisfaction in the fast-food sector. The methodology section covers the limitations in previous studies and especially the experiences and problems in implementing CRM in the fast food industry, which is characterized by high turnover.
The Chapter also gives a brief overview of the research philosophy with ontological and epistemological position adopted in this study. The method of analysis used is an inductive approach to secondary data. The Case study strategy (which is now five fast food companies instead of one) will be justified in reference to the research question. Case selection and the purposive sampling strategy for the selection of these companies will be discussed further. Moreover, the data collection, data analysis techniques, and ethical issues have been demonstrated transparently, replicably, and academically rigorously.
3.2 Research Philosophy, Approach and Design
3.2.1 Research Philosophy
The study is based on interpretivist philosophy that focuses on understanding social phenomena in its real world context. Interpretivism assumes that organisational realities, such as the CRM practices, are socially constructed and context-specific (Saunders et al., 2019). This philosophy is appropriate in the study because it aims to examine the nature of how CRM systems are designed, implemented and experienced by the different stakeholders in the fast food industry including managers, employees and customers. The study adopts an interpretivist perspective to recognize the subjective nature of the information, as the participants' perceptions are used to gain insights into the complexities of CRM systems. This approach is in keeping with the research questions looking at the role of CRM in improving Customer loyalty in given Organisational and Technological context.


3.2.2 Research Approach
An inductive approach is used so that themes can be uncovered from the data and not test hypotheses. This can be used for case study research, where conclusions are derived through analysing real-life data in an iterative process (Saunders et al., 2019; Yin, 2018). 
3.2.3 Research Strategy
The research is based on a case study approach, suitable for the detailed analysis of CRM practices and their effects on customer loyalty in various fast food companies. Case study approach is a way of exploring a phenomenon in its real-life setting, especially when the phenomenon and its context is not clearly separated (Yin, 2018). The case study in this research will consist of five fast food companies (McDonald's, Burger King, Domino's, Subway, KFC) to get the contextual data. This comparative case study design enables an in-depth analysis into the implementation of CRM systems and its impact on customer loyalty. The case study approach was chosen as it enables to explain in detail the practical implementation of CRM and the many influencing factors of customer loyalty in the fast food industry
[bookmark: _Toc231031258]3.2.4 Research Onion 
The research design is based on the Research Onion framework by Saunders et al. (2019) which is a structured description of the research process. The different layers of research design, including the philosophy and methods of data collection are organized using the framework. 


Figure 3.1: Research Onion by Saunders et al. (2019)
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Source: Adopted From Saunders et al. (2019)
This study is guided by the Research Onion (Figure 3.1) to select the methodology.
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The case study methodology is especially appropriate for this research as it allows for an in-depth exploration of CRM systems and their effects on customer loyalty across five fast food companies (McDonald's, Burger King, Domino's, Subway, and KFC). By studying multiple companies, this approach enables the research to identify common patterns and differences in CRM practices across the fast-food sector. The research questions are designed to understand how CRM systems influence customer loyalty and the mechanisms through which these effects manifest. Case studies provide detailed, contextual insights, especially when the boundaries between the phenomenon (CRM systems) and the context (the fast food sector) are not easily delineated (Yin, 2018).
While case studies provide valuable knowledge on organisational practices, secondary data from industry reports, academic studies, and company publications ensures that the research is both credible and rich in information. The use of secondary data also has some drawbacks, though. Secondary data can be bias towards successes and may not be available on the processes in detail, leaving gaps in understanding the problems faced during CRM implementation. Also, subjective feelings of employees or customers are needed to gain an adequate understanding of the effectiveness of CRM practices, and these may only be found in secondary data. In the face of these difficulties, secondary data from credible sources will serve as a decent starting point to address the research questions and contribute to CRM studies in the fast food industry (Dewi & Rahayu, 2026; Evans & Moore, 2024).
The sampling strategy and the selection of the cases are described in 3.4.
3.4.1 Sampling Strategy
For the purposes of this research, the specific companies to be sampled are the five fast food companies in the United Kingdom namely; McDonald's, Burger King, Domino's, Subway and KFC. This approach guarantees that the firms included have established their CRM systems and have relevant and rich data for the study. When the aim is to learn about the phenomenon from the most knowledgeable sources, the sampling method of choice is purposive sampling (Eisenhardt, 1989). The companies selected are a mix of CRM practices and are appropriate for exploring the effect of CRM on customer loyalty in various market situations.
The sampling strategy does not allow for a statistical generalisation, but an analytical generalisation. The study is a descriptive one, which is seeking to expand the theory in the light of the results obtained from these companies and not to generalise its results to a larger population. The use of secondary data from credible sources will make the research to be relevant in understanding the applicability and effectiveness of CRM system in the fast-food sector (Yin, 2018).
3.4.2 Case Selection Criteria
These are the most important factors used for selecting these brands such as McDonald's, Burger King, Domino's, Subway, and KFC:
Relevance: These companies have been in the game of CRM and have been implementing customer interaction platforms such as loyalty programs and mobile applications that are key in the research focus on customer loyalty. 
Information Richness: Every business has a wealth of information available, including annual reports, vendor case studies, press releases, and strategic documents that provide insights into CRM implementation and its outcomes (Reuters, 2026). 
Diversity: Companies chosen are a mixture of global brands that have different markets and different customers. This variety provides a more complete analysis of CRM strategies for various customer segments and market environments. 
Credibility: The sources used in the research are verifiable and credible, such as the official company's document, business press and industry's data report. This is to guarantee the reliability of the results (Dewi & Rahayu, 2026). 
These selection criteria render these companies as ideal candidates for studying CRM systems in the fast-food industry and to know the effect of CRM practices in various organizational settings on customer loyalty.
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Table 3.1: Summary of the case profiles of the fast-food companies 
	Company
	CRM System Features
	Digital Integration
	Customer Engagement Focus
	Successes and Pitfalls

	KFC
	Loyalty programs, mobile app
	Customised offers, repeat business through the app
	Focus on customer retention via personalised  offers
	Effective customer retention; strong loyalty program (QSR Magazine, 2023b)

	McDonald’s
	Loyalty points, mobile ordering
	Omni-channel experience via app (ordering and loyalty points)
	Enhances customer relationships through an integrated app experience
	Successful omni-channel integration, improved customer loyalty (Mintel, 2024)

	Burger King
	Mobile platform, personalised  communication
	Targeted promotions, personalised  communications via mobile app
	Focus on personalised  marketing and promotions
	Mixed success due to integration issues and varying user uptake (Homburg et al., 2020)

	Domino’s
	Mobile platform, targeted promotions
	Mobile app providing personalised  promotions and communications
	Personalised  promotions for an enhanced customer experience
	Success in providing targeted promotions, but dependent on user uptake (Homburg et al., 2020)

	Subway
	Digital experience integration with physical store
	Personalised experience via app with store-based rewards
	Focus on combining digital and physical experiences for customer engagement
	Greater emphasis on combining digital with physical store experience (Evans & Moore, 2024)


Table 3.1 offers a quick overview of the CRM system features of each company, how digital they are, their customer engagement emphasis, and the successes and difficulties that they have encountered in implementation.
3.4.4 Case Diversity Justification
The selected companies are from various categories and are all categorized under fast food, which supports the objective of the research because the different categories of the selected companies will provide a broad view of how CRM is implemented in the different brands of fast food. Every company gets a different market and deals with a wide variety of customers, allowing for the comparison of CRM strategies and their effectiveness across customer segments. This variety of companies allows the results of the research to be transferred to other Quick Service Restaurants (QSRs) and to gain insights into the specific problems of large companies in the successful introduction of CRM systems (Reuters, 2026).
3.5 Data Sources and Data Collection 
3.5.1 Types of Secondary Data Sources
Secondary data sources used in this research include corporate reports, vendor case studies and market research reports and business newspapers. They help provide strategic and tactical details regarding CRM, and can be triangulated for validity. 
Table 3.2: Overview of Data Sources Used in the Study
	Source
	Strength
	Limitation

	Company Reports
	Reliable, official data
	Limited operational detail

	Vendor Case Studies
	Detailed CRM insights
	Positive bias

	Market Reports
	Industry trends
	Generalised data

	Business Press
	Independent analysis
	Limited depth


Source: Self-Created
[bookmark: _Toc231031267]3.5.2 Data Collection Process
Data were collected through systematic search of publicly accessible sources such as corporate reports, industry journals and market research reports. The data were classified according to CRM strategies and responses to determine the issue. 
3.6. Analysis Framework
The analysis of the secondary data in this study is guided by the conceptual framework analysed in Chapter 2 based on the theory of Relationship Marketing. The research is of an inductive type, that is, a type of research that allows patterns, themes and insights to emerge directly from the data. The inductive methodology allows more insight into CRM practices since these are studied in context and not limited by an existing theory. The structured case analysis template is used to analyse each company and breaks down the data into separate sections: 
Background → Challenge → Solution → Outcomes. 
This framework assists in making sure that the systematic disaggregation of every case is carried out, so that every single aspect of the CRM strategy can be examined and the effects on customer loyalty can be clearly comprehended. Also, the framework can be flexible enough to permit the emergence of new insights and patterns in the process of data analysis.
3.6.1 Within-case Analysis
The within-case analysis is a more in-depth look into each company separately to build a comprehensive account of the CRM strategy and its effects on the customer loyalty. The information from various sources such as company reports, press release and vendor case studies is aggregated to get a picture of the CRM practices adopted by each company. Moreover to improve the validity of the findings, cross-referencing of various sources of data is employed (Yin, 2018). This makes the findings holistic and not that of one view hence enhancing the internal validity of the results.
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After the within-case analysis is done, a cross-case analysis is conducted, in which findings of all the five companies are compared. This move enables the researcher to determine broad tendencies, process and contingencies of CRM practices. It seeks to find trends among firms that can lead to customer loyalty that would aid in the refining of knowledge and theory within the framework of CRM.
The analysis will utilise cross-case synthesis methods to identify which variables are always significant in cases to determine the effectiveness of CRM (Yin, 2018). The findings will establish generalizable CRM practices that can be implemented in the fast-food industry, and enhance the overall theoretical framework.
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The multiple data sources (triangulation) and the clear operational definitions of constructs based on the conceptual framework ensure construct validity. This guarantees that there is consistency and accuracy in measuring the CRM practices under study across the cases.
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The data analysis is conducted in the systematic, framework-based approach to guarantee internal validity, i.e., the evidence of various sources is subject to analysis and connection to the research questions. The rationale of conclusions is clear and traceable, which makes it possible to make a clear linkage between data and findings. This will help minimize bias and enhance internal validity of the research.
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Analytical generalization is generally used to attain external validity in case study research as opposed to statistical generalization (Yin, 2018). The research employs replication logic in the five cases of selection; this will provide the possibility of carrying out comparisons that will increase the generalizability of the results to other similar situations in the fast-food industry. The conclusions are not there to generalize theory on CRM practices and customer loyalty but to generalize at the level of population.
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The reliability is ensured through intense documentation of the data sources, criteria used to select cases and the procedures used to conduct the analysis. The process of data collection, processing and analysis is thoroughly described so that the research can be replicated by other researchers. This transparency means that the findings are credible and can be validated by others.
[bookmark: _Toc231031276]3.8 Ethical Considerations 
Even though this study is based on secondary data which is publicly available, ethical considerations are very important. The following ethical considerations were followed:
Publicly Available Data: All data utilised in the study are publicly available, so there are no issues related to informed consent or confidentiality.
Attribution and citation: All sources of data have been properly attributed and cited without plagiarism and intellectual dishonesty.
Accuracy and Integrity: The research will ensure that it presents the data in a true manner and that it does not selectively report on the findings.
Organisational Sensitivity: In case of using publicly available information, the study is conducted in a respectful manner, without any misrepresentation or damaged reputation.
Institutional Approval: This research effort is an ethical study and all the data collection practices and reporting are ethical as per the university.
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The chapter has elaborated on the methodology that is employed in this study justifying the choice of a case study approach and the secondary data sources. The philosophy, approach and strategy of the research have been described and clear references to the established frameworks have been given. Transparency and rigor have been guaranteed by the selection of case, modes of collection and analysis of data. Ethics have been taken into consideration to make sure that integrity is maintained in carrying out the research. The next chapter provides the results of the data analysis and offers information on CRM practices and the impact of CRM practices on customer loyalty among the five fast-food companies.
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The Chapter 4 offers the results of the study using secondary data which is publicly available. It is designed to describe in detail the CRM practices and the impact of the same in five leading companies in the fast food industry. These case studies are key to understanding how CRM systems are successfully applied in the industry, especially for quick service restaurants (QSRs) in the fiercely competitive landscape. KFC, McDonald, Burger King, Domino and Subway are the companies that are discussed in this chapter. All these have adopted CRM systems to a greater or less extent, and this chapter will tell you how they have managed to retain customers, engage and overall loyalty through CRM. The case studies are based on the secondary data collected with the help of credible sources such as company reports, industry publications and market research databases. Through these case studies, we hope to find out the broad pitfalls, opportunities and effective strategies that have impacted CRM practices in the fast-food industry.
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In the following section, we present detailed case studies of five fast-food companies, their CRM systems and the way these have contributed to customer loyalty. The case studies are systematic for at with the background of the company, the challenges or opportunities that these faced, how these were able to implement the CRM strategies and the results they achieved.
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Introduction and Background
KFC is a large UK fast-food chain, which deals with fried chicken and other similar menu items. The fast-food industry is growing at a high rate with a projected value of 23 billion by 2025 and more than 1,000 restaurants in the UK (Statista, 2025). With the KFC competing with such giants as McDonalds and Burger King, the CRM strategies were adopted by the company to improve customer engagement and loyalty, in order to gain a more significant market presence as more consumers prefer convenience and online ordering.
The Opportunity or Challenge 
KFC was in a very competitive market where the switching costs were low, and thus, the company was struggling to maintain its customers. It has been shown that fast-food customers are likely to change brands when these are similar (Mintel, 2024). KFC required a CRM system to deliver a personalised experience, enhance engagement, and reward repeat business to transform transactional relationships into long-term customer relationships and remain ahead of competitors with similar products.
The Approach and Implementation 
The CRM strategy of KFC was aimed at the incorporation of digital instruments, especially a mobile application and loyalty programs. The KFC app enabled customers to order, monitor their loyalty points, and be offered personalised offers depending on their purchasing history. The loyalty program encouraged repeat purchases by offering discounts and rewards, thereby creating brand loyalty. The CRM system also helped KFC to collect valuable customer information that was utilised in the creation of specific marketing campaigns and the enhancement of the overall customer experience, particularly on online platforms (QSR Magazine, 2023a &b).
Results and Conclusions 
The implementation of CRM at KFC resulted in improved customer engagement and repeat purchasing behaviour, as evidenced by increased usage of its mobile application and loyalty programme participation. Industry reports indicate that personalised promotions and digital ordering systems have contributed to higher customer interaction and retention within the fast-food sector (QSR Magazine, 2023a; Mintel, 2024).
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Introduction and Background 
McDonald’s has a 35.9% market share in the UK fast-food sector (IBISWorld, 2025). Facing the competition of such fast-food giants as KFC and Burger King, McDonald's adopted CRM strategies to align with the increasing need for personalised and digital experiences, using mobile ordering and loyalty platforms to attract customers in a very competitive market.
Figure 4.1: McDonald's Market Share in Fast food UK
[image: ]
Source: IBISWorld Report (2025)
The Opportunity or Challenge 
McDonalds had to confront the problem of customer loyalty in a world where consumers demand a more personalised, digitally-enriched experience. CRM solutions turned out to be essential to McDonalds, as a way of not just retaining customers but also engaging them more by offering them personalised  offers, loyalty programs, and convenient online platforms. The company had to have a system that could collect and process customer data, which would allow it to market to each customer individually and develop long-term relationships in a competitive and rapidly evolving industry (Peppers and Rogers, 2011).
The Approach and Implementation 
The CRM strategy adopted by McDonald's was based on a mobile application that combined mobile ordering, payment, and a loyalty program that was built on rewards. The app enabled customers to earn points on their purchases, receive personalised offers, and redeem deals exclusive to the app. The CRM system incorporated customer data, which allowed McDonald's to provide one-to-one communication and targeted marketing. The firm embraced the omnichannel strategy, which guarantees a smooth customer experience through both physical and online touchpoints, enhancing customer loyalty and engagement (Mintel, 2024).
Outcomes and Results 
The CRM strategy adopted by McDonald's has resulted in a great improvement in customer engagement and retention. Mobile ordering, payment systems, and loyalty programs integration made customer interaction more efficient both online and offline. This is an omni- channel strategy that enhanced customer experience and frequency of visits. It has been shown that digital CRM and personalised marketing have a substantial impact on customer retention and increasing revenues in quick-service restaurants (McKinsey, 2021; Mintel, 2024; Statista, 2024).
[bookmark: _Toc231031283]4.2.3 Case Study 3: Burger King
Introduction and Background 
Burger King is a fast-food restaurant chain that has numerous branches located all over the world and is known for its flame-grilled burgers and other menu items. Burger King, being the biggest global fast food with a system-wide sales of 11.6 billion dollars and 19,900 restaurants worldwide, competes with McDonald's, KFC, and other QSRs to consolidate its market share. Burger King has 449 outlets in England, 51 in Scotland and 30 in Wales, in the UK (Statista, 2025). The CRM strategy of the company will be to maximise customer contact and a feeling of loyalty that will be critical to the long-term success of the company in this highly competitive space.
Opportunity or Challenge 
Burger King had the challenge of retaining customers in a market that had many fast-food chains. The company had to make a difference from the other competitors by offering personalised experiences and offers. The CRM system adopted by Burger King was implemented to gain a better insight into the preferences of customers, create brand loyalty, and reward repeat business to tackle the critical problem of high competition and low switching costs in the QSR industry. Burger King was targeting retention and improving its market share by concentrating on customer engagement (QSR Magazine, 2023b.
The Approach and Implementation 
The CRM approach of Burger King entailed the introduction of a mobile application and the incorporation of a loyalty program to promote customer retention. The app enabled customers to order, monitor loyalty points, and receive personalised offers depending on their purchase history. The company also adopted location-based promotions whereby customers were offered customized offers whenever they were close to a Burger King restaurant. The CRM system also offered useful information about customer behavior, which helped the company to develop specific marketing campaigns, maximise promotional offers, and enhance customer interaction in-store and online. This strategy was intended to create long-term relationships and customer lifetime value (Homburg et al., 2020).
Results and Conclusions 
CRM at Burger King led to more customer interaction with promotions and mobile interaction that was personalised. Place-based marketing and special deals stimulated the recurrent buying and better short-term retention. Nonetheless, there are indications that the effectiveness of CRM in the long run relies on the degree of system integration and strategic implementation. The increase in customer loyalty is moderate as opposed to significant in the instances of less integrated CRM systems (IBISWorld, 2024; Mintel, 2024; Homburg et al., 2020).
[bookmark: _Toc231031284]4.2.4 Case Study 4: Domino’s
Introduction and Background 
Domino Pizza, a worldwide leader in the delivery of pizza, has reported an annual revenue of 4.9 billion and an operating profit of 954 million in the past few years (Statista, 2024). Dominoes is the biggest pizza delivery operator in the UK with more than 1,300 stores in UK and Ireland. The company has a franchise model with most of its stores, as it celebrates the opening of its 1,300th store in early 2025 (Domino's, 2025). The CRM strategy of Domino aims at using technology to improve customer engagement, loyalty and market dominance.
The Opportunity or Challenge 
Domino had the problem of gaining customer loyalty as it competed with a large number of pizza chains and other fast-food brands. The company had to enhance its CRM processes to deliver more personalised and timely customer experiences to enhance customer engagement and retention. As mobile applications and online ordering emerged, Domino realized the potential to use customer data to improve user experience, better marketing campaigns, and reward loyal customers with specific offers and promotions. The customer relationship was enhanced by the CRM strategy.
The Approach and Implementation 
The CRM strategy of Domino was based on the utilisation of its mobile application, which enabled customers to order, monitor deliveries, and get loyalty points. This app was developed to offer a smooth experience that includes customised promotions, depending on customer preferences, and order history. Real-time offers and discounts were also provided by using customer data, leading to higher customer retention and engagement. The CRM of Domino, which allows its customers to get a reward after making a frequent order, is also integrated with its loyalty program. Data analytics tools were also part of the CRM system of the company to optimise its marketing, enhance operational efficiency, and enhance customer service via digital channels (Evans & Moore, 2024).
Results and Conclusion 
Increased customer engagement and repeat order behaviour were achieved with Domino's CRM implementation. Mobile apps, real-time tracking and segmented offers enhanced convenience and customer satisfaction. With data-driven CRM strategies, marketing efforts could be more effective, and conversion rates could be improved. In fact, digital ordering systems and loyalty programmes are believed to play a major role in retaining customers and fostering long-term loyalty within the fast-food industry (McKinsey, 2021; Statista, 2024; IBISWorld, 2025)..
[bookmark: _Toc231031285]4.2.5 Case Study 5: Subway
Introduction and Background 
The largest chain of quick-service sandwich restaurants in the U.S. is Subway, with a brand value of $12.5 billion (Statista, 2024). Subway has around 2,300 outlets in the UK & Ireland, 1,716 of which are located in England (British Franchise Association, 2025). The company is ranked as the biggest High Street fast-food chain in the UK in terms of branches. Subway has also diversified its products, having 200+ halal-certified restaurants, serving various customer needs and concentrating on customer interaction and retention in its CRM programs.
The Opportunity or Challenge 
Subway was confronted with the issue of retaining customers in a market where people have numerous choices of restaurants. The company had to implement a CRM system that would enable it to customize customer interactions, enhance engagement, and reward loyalty. As the need to order online and customize their meals increased, Subway saw the potential to use CRM to provide a more personalised experience and enhance customer retention. The company required a system that would be able to collect information about the preferences of customers and improve its promotional efforts.
The Approach and Implementation 
Subway adopted a CRM approach that focused on its loyalty program and mobile application. The application enabled the customers to make orders, collect points, and receive personalised offers according to their preferences. Subway also relied on CRM data to tailor promotions and offers to customers to visit more often and have a higher average transaction value. Also, the CRM system gave a clue on the customer behavior, which enabled Subway to optimise its marketing tactics and enhance operational effectiveness. The system was also integrated with digital ordering systems at Subway enabling a consistent and integrated customer experience online and in-store (Buttle and Maklan, 2019).
Results and Outcomes 
The CRM approach by Subway helped to enhance customer engagement and retention via loyalty programmes and personalised offers. CRM systems and integration of digital ordering platforms resulted in consistency across customer touchpoints. However, the impact on long term customer loyalty is moderate, as compared to more advanced CRM solutions. This suggests that the success of CRM is influenced by the level of technological advancement and the capacity of the organisation (Mintel, 2024; IBISWorld, 2025; Payne and Frow, 2017).


4.3. Cross-Case Analysis is an overview
4.3.1 Recurring Triggers across Cases
The main common stimuli for CRM adoption in the 5 companies were competition, changing customer requirements and ineffectiveness of operations. The emergence of digital technology and the necessity of strategic renewal were especially widespread when companies were under increasing pressure to respond to the needs of consumers to have personalised experiences. In most cases, such companies were doing this in response to both the pressures on current performance and in response to the capability deficits they are seeing – thus CRM itself became a strategic tool to catch up in the short and to grow in the long (Buttle and Maklan, 2019; Payne and Frow, 2017).
4.3.2 Common Response Patterns
Some of the trends that were found in all of the companies were that CRM activities were not one-off projects. Rather, the companies embraced several responses, incorporating technology adoption, process redesign, and capability development in their strategies. Furthermore, the implementation of a CRM system is often linked to strategic decisions and organisational changes, with the strategy of each company taking into account the characteristics of its market and consumer markets.. Mobile apps and loyalty programs have become an essential part of customer engagement (McKinsey, 2021; QSR Magazine, 2023a&b).
The following table summarizes the general patterns of responses of the five companies:
Table 4.1: Comparison Table for Response Patterns
	Response Pattern
	KFC
	McDonald's
	Burger King
	Domino's
	Subway

	Technology Adoption
	Mobile app for orders, loyalty program
	Mobile app for ordering, payment, rewards
	Mobile app, location-based promotions
	Mobile app for ordering, loyalty program
	Mobile app, loyalty program, customized promotions

	Process Redesign
	Streamlined online ordering and marketing
	Omni-channel approach integrating physical and digital touchpoints
	Mobile app and loyalty integration
	Mobile app integration with customer service
	Enhanced customer interaction via digital platforms

	Capability Development
	Improved data analytics for personalised  marketing
	Data analytics for customer segmentation and targeting
	App-based loyalty and personalised  offers
	Data-driven marketing and optimized delivery systems
	Refined loyalty program to increase customer retention

	Governance Changes
	No significant changes in governance
	Centralized decision-making, focus on digital transformation
	Franchise model adaptation to CRM needs
	Franchisee collaboration for CRM tools
	Expansion of franchise model to include CRM tools

	Market Repositioning
	Focus on enhancing customer loyalty in competitive market
	Personalised  offers to maintain customer loyalty
	Loyalty-driven promotions to differentiate
	Use of data to refine marketing strategies and improve targeting
	Market expansion with CRM-driven strategies to increase customer engagement



[bookmark: _Toc231031289]4.3.3 Significant Differences in the Five Cases
Although every company was oriented on the improvement of customer loyalty, the methods of its implementation were different according to the industry environment, the size of the company, and the resources available. As an example, the bigger companies, such as McDonalds and Dominoes, sought more organisation-wide changes, but smaller companies, such as Subway and Burger King, adopted more specific CRM interventions. These differences in scope and speed of execution resulted in different degrees of complexity in implementation and the visibility of outcomes, with larger companies tending to have faster, more visible effects (Mintel, 2024; Statista, 2025).
 The following is the Venn diagram for Major Differences in CRM Strategies

Figure 4.2 Venn Diagram Major Differences in CRM strategies
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· McDonalds and Domino: These firms sought enterprise-wide CRM changes. 
· Subway and Burger King: The companies applied specific CRM interventions. 
This diagram 4.2 shows the similarities and differences in CRM strategies of the five companies.
[bookmark: _Toc231031290]4.3.4 Developing Relationship between Performance and Implementation
The companies with more evident sequencing of implementation, better alignment of leadership, and clear KPIs had more convincing results regarding customer retention and revenue growth. Companies that associated their CRM activities with quantifiable outcomes such as increased revenue, customer satisfaction, and adoption rates of apps showed greater gains. Nevertheless, the reported results were less decisive or more narrow in scope in areas where the quality of execution was less strong, such as in the areas with weaker integration or less consistent leadership support (Payne and Frow, 2017; McKinsey, 2021).
[bookmark: _Toc231031291]4.4 Chapter Summary
This chapter provided in-depth case studies of five major fast-food companies, KFC, McDonalds, Burger King, Dominos and Subway, and examined their CRM strategies and their effect on customer loyalty. The use of digital platforms, mobile applications, and loyalty programs to improve customer engagement and retention were common themes. Whereas McDonalds and Dominoes sought enterprise-wide CRM changes, Subway and Burger King had more focused interventions. The main issues that were common in the companies were the need to adapt to the evolving customer demands and remain competitive in a crowded market. The results have shown that effective CRM implementation is largely reliant on effective leadership, data use, and personalised marketing. These observations will be used to guide the discussion in Chapter 5 where the effectiveness of these strategies will be discussed more in detail.


[bookmark: _Toc231031292]CHAPTER 5: DISCUSSION AND ANALSYSIS
[bookmark: _Toc231031293]5.1 Purpose and Positioning 
This Chapter introduces the discussion and analysis of the results described in Chapter 4, explaining the results in terms of the theoretical perspectives and concepts developed in the literature review (Chapter 2). This Chapter aims to go beyond the descriptive case study evidence and critically assess the role of Customer Relationship Management (CRM) systems in customer loyalty in the fast-food industry.
This Chapter summarises major patterns and relationships based on the cross-case results of five large fast-food corporations, instead of recounting the case studies separately. The analysis aims at determining shared themes in cases and discussing the ways in which the results are consistent with, or go beyond, or contradict the current scholarly literature on CRM, customer engagement and relationship marketing.
Specifically, the Chapter assesses how digital CRM tools, personalisation strategies, and data-driven marketing influence the customer loyalty outcomes. This section will seek to offer a more in-depth insight into the mechanisms by which CRM systems help in customer retention in highly competitive and transactional environments by connecting the empirical findings with theoretical insights.
Overall, the Chapter is an intermediary between the empirical results and the general theoretical implications, which underlie the conclusions and recommendations made in the further chapters.
[bookmark: _Toc231031294]5.2 Logic and Framework of Analysis
The theoretical basis of this research is Customer Relationship Management (CRM) and Relationship Marketing Theory, which stress the value of establishing long-term relationships with customers in order to improve the performance of an organisation (Berry, 1983; Payne and Frow, 2005). CRM is also theorised as a strategic practice that combines customer data, digital technologies, and organisational processes to enhance customer engagement and loyalty (Buttle and Maklan, 2019; Kumar and Reinartz, 2018).
The conceptual framework developed in Chapter 2 is the basis for the analysis in this Chapter and relates to the relationships between CRM system customisation, customer engagement and customer loyalty. In this context, customisation is considered as the prime element of customer engagement, which in turn has an impact on customer loyalty. Additionally, the inclusion of CRM systems has been identified as a moderating variable that can have an impact on the relationships between these variables.
The analysis method used is the thematic approach which is cross-case that enables comparison of the five organisations in the case studies. This approach will help to identify any common patterns or trends in CRM applications and performance. Every theme is addressed by linking to relevant theory (e.g., digital transformation, data-driven marketing: Verhoef et al., 2021; Mikalef et al., 2023) with empirical findings presented in Chapter 4.
Apart from identifying situational variables that influence their success, this analytical framework ensures a systematic review of the role that CRM systems play in customer loyalty.
[bookmark: _Toc231031295]5.3 Cross-Case Synthesis 
[bookmark: _Toc231031296]5.3.1 Theme 1: Digital CRM and Change in the Fast-Food Industry
The literature has widely recognized digital transformation as a facilitator of an effective Customer Relationship Management (CRM) system, particularly in service industries, where the competition and customer demands are high and dynamic (Verhoeff et al., 2021; Mikalef et al., 2023). The available literature indicates that using digital technology such as mobile apps and online ordering can enhance customer engagement by providing a seamless interaction experience and customised customer experience across multiple touchpoints (Trainor et al., 2014). Furthermore, it is suggested that digital CRM solutions can help companies to improve their performance by providing real-time data and communication with customers, which allows them to make informed decisions (Kumar and Reinartz, 2018).
The findings of Chapter 4 thoroughly substantiate these views since all five companies i.e. KFC, McDonald's, Burger King, Domino's and Subway have implemented digital CRM systems which are dependent on mobile applications and loyalty programs. These platforms enabled businesses to refine their customer engagement with capabilities such as mobile ordering, individualised marketing and incentives, and interaction. In particular, McDonald's and Domino's demonstrated digital and physical integration, allowing their customers to interact with them in a digital and physical environment without any issues.
However, the study also finds that the impact of digital transformation is not consistent across firms. While McDonald's and Domino's had higher customer engagement rates, Burger King and Subway had less favourable results, reflecting less advanced digital capabilities in both cases, due to the high level of system integration and data use. This means that digital transformation isn't a guaranteed strategy to increase customer loyalty; it works depending on the degree of tech integration and organisational ability.
All in all, the results can add to the current body of literature as they reveal that digital CRM systems can lead to customer loyalty in the case of integrated platforms and the proper use of customer data. Digital transformation is a necessary but not sufficient factor in improving customer relationships in highly transactional settings like fast food.
[bookmark: _Toc231031297]5.3.2 Theme 2 - Customer Loyalty and Customer Experience Personalisation
The personalisation of customer experience is a well-known concept in the literature as a key process by which CRM systems boost customer loyalty. The Relationship Marketing Theory highlights the fact that emotional attachment between customers and firms is enhanced by personalised interactions, which result in enhanced satisfaction and retention (Berry, 1983; Morgan and Hunt, 1994). On the same note, CRM literature points out that customer engagement and lifetime value are enhanced by using customer data to customise services, promotions, and communication (Peppers and Rogers, 2011; Kumar and Shah, 2004). Nevertheless, other researchers state that the usefulness of personalisation can be low in high turnover sectors, where the customer experience is short-term and transactional (Kumar and Shah, 2019).
The results of Chapter 4 substantiate to a great extent the positive correlation between personalisation and customer loyalty. The five companies also used CRM systems to provide individual offers and promotions according to the customer’s buying behaviour. For example, KFC and McDonald used customer information via their mobile applications to offer personalised discounts and rewards, which led to repeat purchases and more customer interactions. On the same note, Domino employed data-driven promotions and real-time offers to improve the customer experience and retention.
[bookmark: _Toc231031300]Nevertheless, the cross-case analysis also displays significant differences. While companies that have more advanced data-related capabilities, such as McDonald's and Domino's, showed more positive customer loyalty results, less integrated CRM companies, including Burger King and Subway, showed more moderate results. This means that personalisation alone will not guarantee a loyal customer base – without effective data integration and sustained customer engagement strategies.
In general, the results support the body of literature by proving that personalisation is one of the major factors that contribute to customer loyalty. At the same time, the results also extend the previous research by demonstrating that the success of personalisation requires technological capability and the potential to engage in a meaningful interaction within the service context of transactions.
5.3.3 Theme 3 – CRM System Integration and Effectiveness.
In the literature, it is identified that Customer Relationship Management (CRM) systems are effective not only when the adoption of technology is high, but also when the integration of systems in the organisational processes is high. According to Payne and Frow (2005), the key to successful CRM implementation is to have people, processes and technology aligned, while Buttle and Maklan (2019) assert that disjointed systems limit the ability of organisations to deliver consistent customer experiences. Moreover, studies emphasise that the combination of various touchpoints is crucial to attaining a seamless customer experience and sustained loyalty (Verhoef et al., 2015).
The results presented in chapter 4 provide a sound basis for these arguments as they demonstrate a significant effect on customer loyalty results due to the difference in the integration of CRM across the five companies. McDonald's and Domino's had very integrated CRM systems, which integrated mobile applications, loyalty programmes and data analytics into an omnichannel environment. The seamless integration led to smooth customer interactions online and offline, contributing to enhanced customer engagement and retention.
On the other hand, Burger King and Subway had less integrated CRM systems with a focus on standalone tools such as mobile apps or loyalty programs, rather than holistic customer engagement at every touchpoint. This meant that their CRM efforts were less successful in delivering uniform customer experiences, resulting in more modest gains in customer loyalty. KFC is a middle ground — while helpful, CRM integration isn't as advanced as that of larger companies, and so KFC's results are mediocre — but not the best.
These outcomes may be added to the literature, proving that the effectiveness of CRM is dependent upon the level of integration of the system. While the adoption of CRM technologies is important, the ability to embed the systems in the organisational functions and the customer channels is a deciding factor in the success or failure of the CRM systems to impact customer loyalty. In very competitive and transactional business sectors, integrated CRM systems provide a competitive advantage.
5.3.4 Theme 4: Data-driven Customer Engagement and Marketing
One of the pillars of today's Customer Relationship Management (CRM) is the concept of data-driven marketing, which enables an organisation to gain more insight into customer behaviour and deliver more targeted and effective marketing. The literature highlights the potential for customer data and analytics to enhance decision-making, customer segmentation, and engagement through personalised communication (Kumar and Reinartz, 2018; Mikalef et al., 2023). Furthermore, digital technologies also make it possible for businesses to collect real-time data that can be leveraged to optimize marketing efforts and improve customer engagement (Verhoeff et al., 2021).
The results of Chapter 4 are a very strong argument in favour of data-driven marketing in improving customer engagement within the fast-food industry. All five businesses implemented CRM to collect and process customer information to enable them to make personalized offers and targeted promotions. As an illustration, McDonald's and Domino's showed a high level of data analytics use to customise marketing campaigns and customer experience optimisation, which led to an increase in the level of engagement and repeat purchasing behaviour. In a similar manner, KFC used customer data to optimise promotional efforts and enhance marketing performance.
However, the data-driven marketing efficiency also varies depending on the quality and the utilization of customer data. In more mature companies with data analytics, such as McDonald's and Domino's, they could achieve more effective engagement results. On the other hand, less developed data systems of companies such as Subway and Burger King enjoyed less benefits. This means that data collection alone is not sufficient, but organisations need to be able to efficiently analyse and utilise data.
Overall, the findings align with literature findings and confirm that data-driven marketing is one of the main customer engagement activities. At the same time, the results also add to the existing body of literature and highlight the importance of data quality, analytical capabilities and strategic application in determining the effectiveness of CRM in enhancing customer loyalty.
5.4 Integration to Conceptual Model or Propositions
The section assesses how far the conceptual framework provided in Chapter 2 has been validated by the empirical evidence provided in Chapter 4. The model hypothesised that Customer Relationship Management (CRM) system customisation has a positive impact on customer engagement, which subsequently leads to customer loyalty, and the integration of CRM systems moderates the intensity of these relationships.
The results of the cross-case analysis substantiate the suggested relationships in the conceptual model to a great extent. In all five companies, personalisation based on CRM, such as targeted promotions, loyalty programmes, and online interactions, was always linked to customer engagement. This validates the theoretical hypothesis that personalised customer experiences are important in enhancing customer relationships and stimulating repeat buying behaviour (Peppers and Rogers, 2011; Payne and Frow, 2005).
Moreover, the analysis shows that customer engagement is a mediating variable between CRM practices and customer loyalty. The companies that were more successful in engaging with their audience, especially via digital means, such as mobile apps, reported better results in retention and repeat visits. This observation can be attributed to the relationship marketing theory, which stresses the need to continue interacting with customers in order to create long-term customer loyalty (Morgan and Hunt, 1994).
Nevertheless, the results also indicate that the initial framework should be further developed by focusing on the importance of CRM system integration as a key moderating variable. Personalisation and data-driven strategies proved to be more effective in organisations with highly integrated systems, like McDonald’s and Domino's, than in organisations with fragmented systems. This shows that CRM integration does not just moderate the overall effect of CRM on customer loyalty, but also increases it.
In general, the conceptual model is mostly justified, but it needs to be improved to emphasise the key role of system integration and data capabilities in defining CRM effectiveness in fast-food settings.
[bookmark: _Toc231031301]5.5 Robustness Considerations
Although the results of the present study are very insightful in understanding the role played by CRM systems in improving customer loyalty, there are a number of robustness considerations that should be considered. To begin with, the research uses only secondary sources of data such as company reports, industry publications, and market research reports. These sources are credible, but these can be biased positively, especially in vendor case studies and data reported by companies, which tend to highlight successful experiences and underreport implementation issues (McKinsey, 2021; Mintel, 2024).
Also, secondary data restricts access to operational process details and customer-level information, which can influence the level of analysis. This is because the lack of primary data, i.e. interviews or surveys, makes it difficult to obtain subjective experiences of customers and employees, which are significant to realise the overall impact of CRM systems.
Moreover, there can be an attribution bias, since the enhancement of customer engagement and loyalty cannot be attributed to CRM systems only. Customer behaviour may also be affected by other factors like brand strength, pricing strategies and market conditions.
Nonetheless, the research increases the credibility by utilising several data sources that allow triangulation of results of various reports and publications. This will enhance the validity of the findings and justify the conclusions.
[bookmark: _Toc231031302]5.6 Practical Synthesis 
The results of this paper offer some viable lessons to managers working in the fast-food sector, especially in highly competitive and digitally-based settings. First, the findings demonstrate the significance of investing in integrated CRM systems. Companies with fully integrated digital platforms, like McDonalds and Dominoes, had better customer engagement and retention results. This implies that organisations need to focus on aligning mobile applications, loyalty programmes, and data analytics systems to provide customers with seamless experiences.
Second, one of the driving forces of customer loyalty is personalisation. Managers ought to utilize customer information to develop specific promotions and customized communication plans. Nonetheless, the results show that personalisation can be best achieved with the help of robust data analytics, which highlights the necessity to invest in data infrastructure and analytics tools.
Third, the paper emphasizes the strategic importance of data-driven marketing. Companies that use customer data well are in a better position to maximise their marketing campaigns, enhance customer experience, and boost repeat buying behaviour. Thus, managers are advised to concentrate on building the capacity to gather, examine and utilise customer data on a real-time basis.
Lastly, the results indicate that organisational alignment and continuous improvement should be used to support CRM implementation. CRM initiatives can only achieve moderate results without effective integration and implementation. Such insights can be used to formulate managerial recommendations, which is elaborated in Chapter 6.
[bookmark: _Toc231031303]5.7 Chapter Summary
In this chapter, the findings of Chapter 4 have been discussed and analysed in detail by connecting them to the theoretical perspectives discussed in Chapter 2. The review has shown that CRM systems are important in increasing customer loyalty in the fast-food sector, especially with the digital transformation, personalisation, and data-based marketing approaches.
The cross-case synthesis demonstrated that although all companies adopted CRM systems, the effectiveness of the systems differed based on the extent of system integration, use of data and organisational capacity. The results substantially contribute to the current literature on CRM and relationship marketing, as well as to its expansion, as these emphasize the significance of integration and implementation in transactional service settings.
The conceptual framework was identified to be mostly valid, though some refinements were suggested to highlight the moderating role of CRM system integration. Moreover, the robustness considerations revealed the constraints related to the use of secondary data and the effects of external factors on customer behaviour.
In general, this Chapter offers a solid background to the last Chapter [6] in which the theoretical and managerial implications of the study are going to be presented, as well as practice and future research recommendations. 


[bookmark: _Toc231031304]CHAPTER 6: CONCLUSION
[bookmark: _Toc231031305]6.1 Introduction 
This chapter aims to summarise the findings of the study, discuss the theoretical and managerial implications of the findings and discuss limitations and future research. This chapter links together the results from the empirical analysis carried out in Chapter 4 (secondary data analysis of 5 case studies) and the cross-case analysis carried out in Chapter 5. The study revealed the impact of CRM systems on customer loyalty within the fast-food sector, emphasizing the significance of digital tools, personalization, and predictive customer service for customer retention. This chapter summarizes all the key findings, discusses the theoretical contribution, provides managerial recommendations and highlights future research directions, providing a broad overview of the effects of CRM practices on customer loyalty in the highly competitive and transactional quick service restaurant (QSR) industry.
6.2 Key findings Summary 
The research result offers several important lessons for using CRM for enhancing customer loyalty in fast food business:
The 5 case study companies (KFC, McDonald's, Burger King, Domino's and Subway) showed a uniform growth in customer engagement and customer retention with the use of digital CRM tools like mobile apps and loyalty programs. Customer data is one of the elements that brings personalisation, which can help customers relate and stay loyal.
Companies such as McDonald's and Domino's were reported to be very successful in their mobile marketing efforts as they used a fully integrated customer relationship management system that involved mobile ordering, loyalty programs and data analytics, whereas other brands like Burger King and Subway had a more moderate success rate. They underscore the importance of CRM system integration and technology advancements to leverage the maximum impact of CRM strategies. Less integrated systems were unable to deliver seamless and personalised customer experience and hence had a smaller impact on customer loyalty.

The results are consistent with the literature, focusing the importance of integrating digital technologies, data and customer engagement for the successful use of CRM systems (Verhoef et al., 2021; Payne and Frow, 2005).
6.3 Theoretical Implications 
Contribution 1: Theoretical Base
This study makes a contribution to Relationship Marketing Theory (Berry, 1983) which states that long-term relationships with customers is one of the major factors towards success of an organisation. The results are proof of this theory: CRM systems, in particular those that personalize customer interaction, are important in terms of customer loyalty. The cross case evidence reveals that CRM practices, such as mobile apps and loyalty programs, help to increase the engagement of customers and motivate their repeat patronage, which is directly linked to Relationship Marketing.
In addition, this study adds to the existing theory by making use of the data-driven marketing perspective of Kumar and Reinartz (2018). The results indicate that the CRM systems that use customers' information for custom communication and targeted offers have a great positive impact on customers' satisfaction and loyalty. This data-centric approach highlights the dynamic aspect of CRM and its importance in the context of digital tools and sustainable customer relationships.
Contribution 2: Boundary Conditions
The study determines key success factors for CRM. In particular, the data quality and system integration turn out to be the moderators between personalisation and customer loyalty. Fast food giants McDonald's and Domino's had fully integrated CRM systems with advanced data analytics capabilities, resulting in improved customer engagement and loyalty. On the other hand, the less integrated CRM systems, like Subway and Burger King, demonstrated moderate results. The results indicate that effectiveness of CRM can not only be realised through personalisation, but can also be realised by the quality of the customer data and system integration (Homburg et al., 2020; Verhoef et al., 2021).


Contribution 3: Mechanisms and Processes
The study reveals some of the important factors that underlie successful CRM. In particular, mobile apps and real-time data analytics play an important role in improving customer engagement and customer loyalty. CRM systems can help decrease cognitive strain and improve customer experience by allowing for tailored offers and targeted promotions based on customer preferences. Mobile apps and loyalty programs have been seamlessly integrated in both digital and physical channels as well, which further improves the consistency and quality of customer interactions and causes long-lasting customer loyalty (Payne and Frow, 2005; McKinsey, 2021).
[bookmark: _Toc231031311]Contribution 4: Conceptual Model Refinement
The findings have led to a need to fine-tune the conceptual model presented in Chapter 2. In the first model, CRM customisation and customer engagement were two of the major factors in customer loyalty. The study shows, however, that these drivers can be much more effective when CRM systems are well integrated with the organisation. Firms with a highly integrated CRM system, such as McDonald's and Domino's, fared better in customer retention and customer loyalty than those that were less integrated, such as Subway and Burger King. Hence, system integration has been included as a moderating variable in the updated model, which further accentuates the importance of system integration in enhancing the relationship between CRM practices and customer loyalty.
[bookmark: _Toc231031312]Literature Positioning
This study is consistent with the previous studies (Payne and Frow, 2005; Kumar and Shah, 2019) which showed that CRM integration plays a vital role in improving customer loyalty. The findings add to the literature and highlight that the use of technology is not enough, but its incorporation into the organisation’s customer experience strategy will have a greater impact in helping to improve customer retention. The study aligns with the increasing body of research on the significance of digital transformation in CRM, such as the McKinsey study on digital CRM tools and customer engagement (2021).
[bookmark: _Toc231031313]Generalizability
The findings of this research can be transferred to other sectors with similar customer behaviour (e.g. retail, hospitality, etc.) where an individualised approach to customer engagement is essential. However, the results can differ from industry to industry, depending on the size of the industry, the degree of digitisation, and the regulatory landscapes. Especially, larger companies that have a bigger technological infrastructure are likely to have more success with CRM than smaller companies with less.
[bookmark: _Toc231031314]6.4 Managerial Implications 
The results of this study offer several insights for managers in the fast-food industry to improve their CRM practices and boost customer loyalty.
[bookmark: _GoBack]To increase the efficiency of the systems and the customer experience, managers should integrate all CRM systems into one. This platform should support mobile applications, loyalty initiatives and customer information analytics. Seamless customer experience across multiple touchpoints, online and offline, is achieved through CRM integration. Businesses such as McDonald's and Domino’s have reported increased customer engagement and retention by implementing Omni-channel CRM strategies, which allow customers to connect with the brand seamlessly across different channels (Payne and Frow, 2005; McKinsey, 2021). To do this, managers must centralise all customer data in a single database, with seamless data transfer between online ordering platforms and mobile applications, and even with customer support interactions. This will involve investing in strong data integration tools and infrastructure, along with a clear governance process. This can be monitored through customer satisfaction scores, mobile apps adoption and NPS (Net Promoter Score).
One of the best ways for managers to leverage customer data collected from a CRM tool is through personalization of offers, promotions and customer interactions. Personalization can also be used to create deeper emotional connections with consumers and provide customers with that discount and reward based on data, as in the case of KFC and McDonald's. This leads to greater satisfaction of the customer, return customers and long-term customers. For businesses to do this, they must have data analytics systems that will allow them to process customer data in real time. This means having advanced customer segmentation models, which can offer tailored promotions to individual customers based on their buying habits and preferences and history. Make sure that staff know how to use this data to improve their dealings with customers. Conversion rate, repeat purchase rates and customer lifetime value (CLV) are some of the most critical indicators to keep an eye on.
Managers need to improve mobile apps as well as other digital platforms to engage customers more. Loyalty points tracking, mobile ordering, and instant promotions, depending on where a customer is, should be given priority. Digital engagement tools have been an effective solution to improve customer retention. For instance, Domino's has experienced tremendous growth by incorporating real-time offers and mobile ordering options, making the journey easier for customers (McKinsey, 2021; Mintel, 2024). These tools also help to enhance the efficiency of operations, as it makes it easier for customers to order. From that, managers must invest in mobile app development or optimisation to make sure the app is user-friendly, as well as synchronise with other CRM parts like loyalty programs and customized offers. It is also important to have regular updates to the app based on customer feedback. User engagement metrics such as app adoption, mobile order frequency, and user retention are among the metrics to monitor.
Managers need to make sure that the CRM initiatives are aligned both across the marketing, IT, and customer service teams as well as in the organizational structure. The coordination of different departments is one of the key factors for the success of CRM systems. Firms that used CRM in line with their structure (such as McDonald’s) declared to have higher success with customer loyalty and customer satisfaction (Homburg et al., 2020). To achieve this, managers can establish a cross-functional team that will be responsible for managing CRM strategy and ensuring everyone is in line and understands CRM goals. Some elements that are fundamental to successful implementation are effective leadership and clear communication. Having sufficient resources and management buy-in is also important. Employee satisfaction in CRM departments and cross-departmental collaboration metrics should be included among the metrics used to monitor.
Employing a data-driven strategy to enhance customer engagement and loyalty should be an ongoing process for managers. Firms that continuously change their marketing approach based on customer inputs, such as McDonald's and Domino's, have reported having high customer engagement and customer stickiness (Kumar and Reinartz, 2018; Homburg et al., 2020). To achieve this, managers can keep up with customer behaviour analytics and tailor marketing efforts to provide relevant promotions, cross-sell items, or provide timely offers. It is very important to have accurate and timely customer insights for marketing teams. Here, ROI of marketing efforts, customer engagement rates, and CPA are some of the major metrics to monitor, which can assess the effectiveness of data-driven marketing efforts.
[bookmark: _Toc231031315]6.5 Limitations and Directions for Future Research 
[bookmark: _Toc231031316]6.5.1 Limitations
The study used mostly secondary data, which may lead to vendor bias, as reports might highlight successful CRM efforts while minimising problems. Also, the second-hand nature of the sources can inflate or deflate operational specifics, and it is not always possible to understand the subjective customers' experiences from them. A further constraint was the focus on the fast-food industry and the UK market, which might not be representative of other industries or markets. Additionally, there are some measurement limitations associated with this study, such as the inability to provide conclusive causal and attribution analysis and the lack of counterfactual information to compare CRM performance when specific strategies are not used.
[bookmark: _Toc231031317]6.5.2 Future Research
Further studies should be conducted to verify the results of this study in other service industries (other than fast food) and in other geographical settings. Longitudinal studies to measure CRM results over time would certainly help in understanding the long-term impact of CRM practices on client loyalty. Furthermore, micro-level research on adoption behaviour or the interaction between humans and AI in CRM systems can offer insights into individual customer experiences. Research on platform governance across markets at the macro-level would also help to understand the regulatory and market conditions in which CRM systems flourish. Additionally, another study is needed that would examine how the web analytics data can be combined with financial performance data and/or panel data to determine the actual effect of CRM on revenue growth.
[bookmark: _Toc231031318]6.6 Final Statement 
The study provides valuable insights into the role of CRM systems in promoting customer loyalty in the fast-food industry. It highlights the role of CRM system integration, personalisation, and data-driven marketing in customer retention in competitive landscapes. The results are particularly relevant to high-competition and fast-turning industries where CRM systems could serve as an important factor to keep customers.
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