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Customer Relationship Management (CRM) Systems: A Case Study on Enhancing Customer Loyalty in KFC UK
[bookmark: _Toc224638390]1. Introduction
The current dissertation is based on the studies of Customer Relationship Management (CRM) Systems, and particularly, the problem of customer loyalty improvement at KFC UK. Customer Relationship Management systems have been essential tools to organisations that strive to ensure long-term relationships with their customers. In the competitive fast-food market, companies such as KFC UK are paying more attention to customer loyalty as a strategic element of success (Payne and Frow, 2005). With the market being tapped by many competitors supplying similar products, the ability to capture loyal customers has been of paramount importance in maintaining a competitive advantage (Peppers and Rogers, 2011). The study will examine the impacts of CRM systems on customer behaviour, satisfaction, and loyalty, providing an insight based on the efficacy of the CRM tools in a real-life business environment (Buttle, 2009).
[bookmark: _Toc224638391]1.1 Research Aims and Objectives
Aim: To understand the role of CRM systems in boosting customer loyalty at KFC UK.
Objectives:
1. To examine how CRM systems are implemented and integrated into customer engagement strategies within KFC UK.
2. To explore managerial perspectives on the effectiveness of CRM systems in improving customer loyalty and retention.
3. To identify the key challenges and opportunities associated with CRM implementation in the fast-food sector.
[bookmark: _Toc224638392]1.2 Research Questions
Based on the objectives, the study will answer the following questions:
1. How do CRM systems influence customer loyalty and retention in the context of KFC UK?
2. What organisational factors and managerial practices affect the effectiveness of CRM strategies in fast-food organisations?
[bookmark: _Toc224638393]2. Literature Review
The Literature Review will critically examine the current studies on CRM systems and customer loyalty, including the fast-food industry.
[bookmark: _Toc224638394]2.1 Scope
The critical themes that will be discussed in the review include:
CRM Definitions and Frameworks: A review of different CRM models and their application in a business setting where they are implemented in the food and beverage industry.
Effect of CRM on Customer Loyalty: How do CRM systems apply in customer retention, customer satisfaction, and loyalty in the long-run?
CRM Best Practices in the Fast-Food Industry: An overview of effective CRM programmes used by the fast-food restaurants, such as KFC, and their performance.
[bookmark: _Toc224638395]2.2 Imperative Results of Literature
The available literature on CRM systems underscores the great importance of these systems in promoting customer retention and customer loyalty. As an example, the CRM frameworks have been broadly identified to be necessary in enhancing customer relations and brand loyalty (Payne and Frow, 2005). Specifically, it is shown that CRM practices have the potential to enhance the customer experience through marketing in a personalized manner and improve the communication channels (Buttle, 2009).
Nevertheless, the issues of effective CRM system implementation are also present. Research has established that, on the one hand, CRM has the potential to produce more customer loyalty; it is very sensitive in terms of execution and training, as well as integration into the overall customer experience strategy of the company (Stone & Woodcock, 2001). Such issues are especially acute in fast-food chains where customer communication can be used in brief and transactional contexts (Wang, 2014). The application of CRM systems in the fast-food business is a different situation, and the degree of success differs among brands.
[bookmark: _Toc224638396]2.3 Research Gaps and Justification
Although CRM systems have been extensively researched in the retail and hospitality industry, research works on their specific implementation in the fast-food industry, specifically with respect to loyalty of customers, are very few. The majority of the research pays attention to the general implementations of CRM across more diverse industries or in large retail operations (Del Vecchio et al., 2022; Peppers and Rogers, 2011). Since the fast-food industry is a highly competitive sector, it is hoped that this study will fill this gap, providing insight into the role played by CRM in increasing customer loyalty in the discussed sphere. This research will examine the application of CRM systems by KFC UK to achieve customer loyalty to the company as part of scholarly and professional learning.


[bookmark: _Toc224638397]3.	Methodology
This section will explain the methodology used for this research. 
Figure 1.1: Research Onion for CRM Impact Study at KFC UK
[image: ]
Source: Diagram adapted from the Research Onion framework to illustrate the qualitative case study design for KFC UK
[bookmark: _Toc224638398]3.1 Research Design
The research will use Qualitative Research Design because it will be used to explore the influence of Customer Relationship Management (CRM) systems in increasing customer loyalty at KFC UK. Specifically, the qualitative research model is especially appropriate to this study because it enables the researcher to examine the impact of CRM systems and their exposure on customer behaviour and perception of the individuals who employ these (Sruthi, 2025). Qualitative studies enable one to have a vision of the many subjective, intricate touches and experiences of managers, customers, and employees of the CRM strategies. A case study approach will be employed with the particular consideration of KFC UK as a practical example of the implementation of the CRM systems. In this way, it becomes possible to thoroughly analyse CRM systems in a particular organisational setting and obtain meaningful informational data concerning the effective usage of the system and its impact on customer retention and satisfaction (Yin, 2018). This method allows a deeper analysis of the effect of CRM through a case study, which will help create a clear picture of the approaches applied and the difficulties encountered by KFC UK. This study will aid in closing research gaps, especially in the conceptualisation of CRM systems in the fast-food industry, where research is limited (Creswell, 2014).
[bookmark: _Toc224638399]3.2 Data Collection Methods
Semi-structured interviews with the key managers of KFC UK directly engaged in the implementation and management of the CRM system will be the major method of collecting the necessary data in this study. This approach will be optimal to investigate views of these managers in a loose, yet targeted way, allowing these managers to discuss their experiences, perceptions, and difficulties on CRM practices (Patton, 2015).
[bookmark: _Toc224638400]3.3 Target Participants
The respondents will be:
Marketing Managers: These managers would marry the CRM strategies into marketing processes and develop and undertake customer loyalty campaigns.
Customer Service Managers: They participate in adopting CRM tools for daily customer interactions to aid in ensuring the continuation of consistent customer interactions.
CRM Team Leaders: These persons consider the design, implementation, and monitoring of the CRM system to be in line with the overall customer experience strategy of KFC UK.
Interviewing these important stakeholders will provide the research with an in-depth understanding of the implementation of CRM in KFC UK in practice, and an emphasis on how CRM systems have influenced customer loyalty and retention.
[bookmark: _Toc224638401]3.4 Purpose of Interviews
The objectives of the interviews will be to learn how the CRM system of KFC UK is designed, implemented and integrated within the overall strategy of the company in engaging with customers. Using the interviews, the research will determine the ways in which the CRM systems help in customer retention, customer satisfaction and customer loyalty behaviours. In addition to this, the interviews will provide insights into how difficult the managers have found it to adopt CRM systems and how they believe the system is effective in achieving the KFC UK objectives.
[bookmark: _Toc224638402]3.5 Sampling
With the aim of selecting the participants, the purposive sampling strategy will be used. The technique will ensure that only individuals who have a direct, as well as relevant experience of working with the CRM system of KFC UK, are factored into the study. The rich and in-depth data will be collected through people with personal experience in the implementation and administration of the system; therefore, the responses will answer the research questions. This is meant to incorporate a wide spectrum of participants, with different managerial positions in KFC UK, so that the information obtained is a representation of a wide range of opinions in this aspect of CRM systems.
[bookmark: _Toc224638403]3.6 Ethical Considerations
Ethics is of utmost importance during the process of conducting the research. To guarantee compliance with ethics:
Consent: All participants will be informed and therefore consent will be obtained. They will be completely informed of the objective of the study, the uses of their information, and their freedom to move out of the study at any moment without repercussions.
Confidentiality/Anonymity: The identity of the participants will remain anonymous, and all the answers will remain confidential. No published results will reveal the personal information of the participants, and, therefore, they will be safe in terms of privacy.
Data Security: The research data will be safely stored, and the data will be accessed by the research team only to ensure the confidentiality of the researched participants.
These codes of ethics are necessary in upholding the integrity of research, and the study meets the academic and professional standards.
[bookmark: _Toc224638404]4. Expected Findings
The following are some of the key insights expected to be obtained in this section:
CRM’s Contribution to Customer Loyalty: Firstly, the research will provide more on the direct contribution of the CRM system used in KFC UK to customer loyalty and retention. The analysis will focus on particular CRM measures, including individual communication, loyalty programmes, and customer data analysis, in order to learn how these instruments have contributed to customer satisfaction. Through the case study of the efficiency of the CRM system implemented by KFC, the study will identify the important variables that have contributed to customer loyalty in the fast-food industry. The lessons learned will assist in examining the possibility of these strategies being followed by other fast-food chains in order to achieve the same results (Sruthi, 2025).
CRM Issues: The concerns will determine the major issues that KFC encounters in its approach to CRM implementation. The challenges can include inefficiencies in managing data, the inability to integrate new technology with the old one, and the necessity to remain capable of communicating with customers through various channels. This research will indicate how KFC has overcome or is struggling to overcome these challenges by collecting managerial opinions.
Potential Strategies for Improvement: This section is based on the insights of KFC Unilever UK managers, as it will investigate which strategies can be employed to increase CRM performance further. It might consist of recommendations on better data gathering techniques, adopting sophisticated technologies such as AI, and enhancing strategies of engaging with clients.
The results will be used to formulate best practices in the implementation of CRM in the fast-food industry that will provide a comprehensive model to other businesses that are interested in enhancing customer loyalty and retention using effective CRM programmes.
[bookmark: _Toc224638405]5. Limitation
This research has the following limitations:
Time Constraints: The time constraint of the research is the time available to conduct interviews with various managers of KFC UK. The study might not get a wide range of managerial views due to the time constraints (Creswell, 2014).
Access to Data: Sensitive business data might be limited, especially within the strategies of secret CRM implementation at KFC UK. This will be a disadvantage that may limit the levels of the investigation into the internal workings of the system (Yin, 2018).
Sample Size: The sample that the study is going to take will consist of a small population of KFC UK managers and this could impact the generalizability of the findings. Nevertheless, the qualitative character of the study will provide the opportunity to explore a situation in depth with the focus on the richness of the information rather than its depth (Alaba et al., 2026; Patton, 2015).
Irrespective of these shortcomings, the research will address these by conducting a narrow and intensive review of CRM systems in KFC UK and by ensuring the variety of managerial viewpoints to offer a balanced opinion.
[bookmark: _Toc224638406]6. Timeframe
The project will be undertaken within some 12 weeks, where it will be divided into major segments that make sure every chapter of the dissertation is completed in a punctual manner. The table on the next page presents the plan of the stages of the project:


Project Phases:
	Project Phase
	Tasks
	Timeframe
	Duration

	Chapter 1: Introduction
	Draft the research topic, objectives, significance, and research questions.
	Week 1
	1 week

	Chapter 2: Literature Review
	Review academic journals, books, and sources on CRM and customer loyalty.
	Week 2-3
	2 weeks

	Chapter 3: Methodology
	Outline research design, data collection methods, sampling, and ethical considerations.
	Week 4
	1 week

	Chapter 4: Data Analysis
	Transcribe, code, and analyse interview data.
	Week 5-7
	3 weeks

	Chapter 5: Results and Discussion
	Present the analysis findings and discuss them in the context of the research questions.
	Week 8-10
	3 weeks

	Chapter 6: Conclusion and Recommendations
	Write the conclusion, summarise key findings, and propose recommendations.
	Week 11-12
	2 weeks


[bookmark: _Toc224638407]7. Conclusion
The proposal of this dissertation is a detailed research project intended to investigate the role by Customer Relationship Management (CRM) systems in increasing customer loyalty in KFC UK. The project will help fill the information gap in the current literature by providing practical knowledge on the applicability of CRM systems in the fast-food sector. Through KFC UK, the study will critically analyse the success of CRM tactics in leading to customer satisfaction, retention and loyalty in such a competitive industry. The research results of this paper are likely to add meaningful suggestions and practical information that will enable better implementation of the CRM system in fast-food brands. Also, the study will provide practical recommendations on how KFC UK can overcome the obstacles encountered in adopting the CRM system in its customer care policy. Finally, the purpose of the dissertation will be to offer a strategic structure to increase the effectiveness of CRM and facilitate customer long-term loyalty within the fast-food sector.
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