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[bookmark: _Toc224806900]1. Introduction
[bookmark: _Toc224806901]1.1 Research Background
Based on the UK quick service restaurant (QSR) industry, it maintains high service quality, especially in terms of tangibles, responsiveness, and assurance, which is an important factor in improving customer satisfaction, which directly contributes to customer loyalty. It has been identified that high service quality and tangibles (physical environment) are critical for customer retention in competitive markets, which are dominated by companies such as McDonald’s, KFC, and Burger King (Abeykoon, 2024). The definition of service quality is considered an important notion in customer purchase decisions. It can be taken in account that for companies it leverages competitive advantage and long-term growth (Vu, 2021). Wagamama shows the highest level of satisfaction in most of the categories, especially in terms of cleanliness (55%), healthy options (38%), and allergy care (36%). Nando’s is performing well in cleanliness (around 44%) and fast service (34%). Pizza Express and Frankie & Benny’s tend to have lower percentages of satisfaction compared to the other two brands. Pizza Express performs moderately in friendly service (39%) and cleanliness (43%), while Frankie & Benny’s performs poorly in areas such as high food quality (22%) and Healthy Food options (19%) (Statista, 2019). Overall, the chart discusses the cleanliness and friendly services as main strengths across brands, while healthy food options and allergen sensitivity show significant variations between restaurants. The study is highly relevant as it deals with the “dimensions of service quality (reliability, responsiveness, tangibility, empathy, assurance) and their impact on customer satisfaction and loyalty in the highly competitive UK Quick Service Restaurant industry”.
[bookmark: _Toc224806902]1.2 Research Rationale and Problems
The study will examine the influence of service quality measures on consumers’ intention during purchase and loyalty in the UK quick-service restaurant sector. It will also manage the gap in already existing academic articles and journals. According to Abeykoon (2024), the impact of service quality has been well established, but the specific knowledge in the UK QSR market has been unexplored.
Even though there exist other empirical studies based on service quality measures, there remains a lack of evidence on customer satisfaction and loyalty in the UK quick service restaurant sector, mainly for firms like Itsu. 
[bookmark: _Toc224806903]1.3 Research Aim and Objectives 
[bookmark: _Toc224806904]1.3.1 Aim
“This research aims to critically evaluate the inter-relationship between service quality, customer satisfaction, and customer loyalty in the UK quick-service restaurant industry, and to identify the key factors that affect repeat business”.
[bookmark: _Toc224806905]1.3.2 Objectives
· To investigate the key service quality factors that affect customer satisfaction in UK quick-service restaurants.
· To analyse the way UK quick-service restaurants can gain customer satisfaction measures. 
· To understand the challenges faced by Itsu to manage service quality on repeat-purchase intentions among their customers.
· To provide recommendations on improvements in service quality and customer loyalty at Itsu.
[bookmark: _Toc224806906]1.4 Research Question 
· “What are the most important service quality factors that can influence customer satisfaction in the UK quick-service restaurant industry?”
· “How does customer satisfaction enhance customer loyalty in the UK quick-service restaurant industry?”
· “What challenges are faced by Itsu to manage service quality on repeat-purchase intentions among their customers?” 
· “What strategies are adopted by the restaurant industry that can improve service quality to enhance customer loyalty and retention?”
[bookmark: _Toc224806907]1.5 Research Significance 
“In the UK QSR industry, service quality is an important factor that influences customer satisfaction and loyalty, and the most influential factors are tangibles and responsiveness”. This proves that quality service is significant in targeting ethical clients and encouraging effective protocols, which could provide loyalty measures in the company (Amoozegar et al., 2025). 
[bookmark: _Toc224806908]2. Literature Review 
[bookmark: _Toc224806909]2.1 Impact of the service quality factors on customer satisfaction in UK quick-service restaurants
Service is a consistent factor in maintaining the link between the service providers and the customers. “According to Abeykoon (2024), service quality is stated as the difference between the provided services and the service expected by the consumers”. Service quality is working as a key player to improve customer satisfaction in UK quick-service restaurants driven by time, scope, customers, and internal models (Mendocilla et al. 2026) (Refer to Figure 2). Customers evaluate the service quality based on the speed of service, quality of food and price. The responsive services for quick food serving cleanliness and reliability of the restaurants help to improve customer satisfaction and empathy towards the business. 
[bookmark: _Toc224806910]2.2 Factors Responsible for improving customer loyalty and satisfaction
Customer satisfaction and customer loyalty are closely related variables but are defined as different variables in terms of their definitions. According to Dwivedi et al. (2024), service quality improvement, employee behaviour, communication management and sense of customer need are the most evaluated factors to improve customer loyalty and satisfaction (Refer to Figure 3). Customer satisfaction depends on the customer behaviour in purchases, and customer loyalty refers to the long-term commitment to the restaurant. Customers are also aware of the value of the food and the services provided in the restaurants in the UK. 
[bookmark: _Toc224806911]2.3 Challenges faced by Itsu to manage service quality among its customers
According to Itsu (2026), it is recognised as a high-quality, fine-dining restaurant focusing on Asian-inspired healthy and prepared food in the UK. It is facing high service quality due to its highly competitive environment in the restaurant business. Service quality management faces the difficulty of managing customer perception, management perceptions and quality maintenance to improve customer satisfaction (Singh et al. 2023). The service also depends on the speed of serving and the food quality that is hard to manage.
[bookmark: _Toc224806912]2.4 Strategies to improve service quality to achieve customer loyalty
Service quality improvement is an essential need of the restaurant industry for building long-term customer loyalty and brand reputation. According to Rane et al. (2023), a brand’s strong reputation and loyalty help to gain more customer satisfaction and customer loyalty. Several strategies can help to improve service quality, such as improved speed and efficiency of the services, maintaining food quality and products. The restaurant can also manage the customer relationship in an efficient way that impacts customer loyalty positively. To achieve this, the restaurant should maintain cleanliness and hygiene across multiple chains.
[bookmark: _Toc224806913]2.5 Literature Gap
[bookmark: _heading=h.1xp52c9rz740]Despite having several studies on service quality improvement in other sectors, there is a limited number of resources on improvements in the quick-service food industry in the UK. Service quality-related data is also not available in the digital services, which is not helpful for the research assumptions. This research will be helpful to give insights into these aspects and enrich the academic on the service quality improvements in achieving customer loyalty and satisfaction. 
[bookmark: _Toc224806914]3. Methodology 
[bookmark: _Toc224806915]3.1 Research Philosophy 
According to Bergmann (2023), research philosophy is the outermost shell of research to develop and understand it. It will explore the nature of the topic, examine valid knowledge and align the assumptions with the aim and objectives of improving service quality of the UK based quick-service restaurants. This study adopts a positivist research philosophy, as it focuses on collecting measurable data through structured questionnaires “to examine the relationship between service quality, customer satisfaction, and customer loyalty”.

[bookmark: _Toc224806916]3.2 Research Approach 
The research approach in a study works to connect the theory and data through developing the steps with a strategy. This study will use the deductive approach to conduct the study in a top-down process. According to Kumar and Ujire (2024), the deductive approach starts with a theory, then finds a hypothesis, and finally tests it with data to prove the implications. This study will formulate a hypothesis and check if the aim is supported by the evidence and survey data to explore research’s subject matter. 
[bookmark: _Toc224806917]3.3 Research Design 
This methodology determines the planning of studies and methods to conduct them. This study will use the descriptive research design, which will help to measure the service quality for improving customer satisfaction and loyalty in the UK restaurant businesses. According to Mahat et al. (2024), the descriptive research design aims to answer the questions that contain “who, what, where, how and what” within the respective research topic. This design will benefit the study through valid results, relatability with the topic, minimises bias and descriptive about the situations and aims.
[bookmark: _Toc224806918]3.4 Research Strategy 
It refers to practical planning measures for developing the research and answering the research questions of the respective topic. It links the research philosophy with the method to conduct the study, allowing the evaluation of the research design and data collection methods. This study will be developed through the primary quantitative research strategy that includes surveying humans who frequently attend the restaurants in the UK and provide genuine experiences for evaluating the proposal’s main analysis. 
[bookmark: _Toc224806919]3.5 Data Collection Method
Primary quantitative data collection method, which will be used to analyse the impact of service quality on customer satisfaction and loyalty in the quick service restaurant industry in the UK is the structured survey questionnaire. “The questionnaire will consist of closed-ended questions using a five-point Likert scale, ranging from strongly disagree to strongly agree”. “This format allows respondents to express their perceptions of service quality dimensions such as reliability, responsiveness, assurance, empathy, and tangibles”. “The structured nature of the survey enables the researcher to collect measurable data that can later be analysed using descriptive statistical techniques”.
The survey can be administered online, and the data can be gathered quickly from a large sample. This technique enables statistical analysis, such as graphical analysis, to establish the relationship between client satisfaction and offerings of the firm. 
[bookmark: _Toc224806920]3.6 Sample Size and Sample Techniques 
The study will involve customers who have experience visiting quick-service restaurants in the UK. Since it may not be possible to access a large population of restaurant customers, non-probability convenience sampling will be applied. 
“The expected sample size will be approximately 80–120 respondents, which is considered adequate for a small-scale quantitative study at the postgraduate level”. The final number of participants will depend on response availability during the data collection period.
Participants will be invited to complete an online questionnaire distributed through social media and online platforms. The survey will target individuals who have visited quick-service restaurants such as Itsu or similar brands within the UK. This sampling method is appropriate because it allows the researcher to collect customer perceptions regarding service quality and satisfaction in a practical and time-efficient manner.
[bookmark: _Toc224806921]3.7 Data Analysis 
This research will evaluate data based on descriptive statistical analysis that helps in collecting survey responses. The following data will be organised using the spreadsheet software known as Microsoft Excel.
“Descriptive statistics such as frequency distribution, percentages, and mean values will be used to summarise respondents’ perceptions of service quality, customer satisfaction, and loyalty”. These techniques will help identify patterns in customer responses and evaluate how different service quality dimensions influence satisfaction levels.
This approach is suitable for quantitative survey research because it allows clear interpretation of customer opinions while maintaining simplicity and transparency in the analytical process.
[bookmark: _Toc224806922]3.8 Ethical consideration 
After the completion of the overall research, participants will be asked to sign a consent form for maintaining their anonymity, confidentiality and privacy. The study will follow the academic guidelines imposed by the University and will maintain the authenticity of the research.
[bookmark: _Toc224806923]4. Expected findings
The use of primary quantitative research techniques, including the administration of surveys using structured questionnaires, is expected to reveal that high satisfaction measures at Itsu have a positive impact on customer retention. The focus is on food quality, staff responsiveness, and order accuracy, which are closely linked to customer loyalty. The results of the statistical analysis may show that the dimensions of reliability and tactics are the most important factors. These factors may influence satisfaction, while empathy and assurance have a moderate impact, implying that efficient service is important in building loyalty. 
[bookmark: _Toc224806924]5. Limitations
One of the major drawbacks of this research is that it is based on cross-sectional survey data. This makes it rather tough to distinguish the casualty among service quality, satisfaction, and loyalty. The sample may not be representative because of the lack of diversity in the sample, which is rather small and may not be able to generalise the findings to the larger population. There may be some latent variables, like price perception and brand image, which could influence the findings.
[bookmark: _Toc224806925]6. Time Frame
	Tasks
	Week 1-2
	Week 3-5
	Week 6-10
	Week 11-14
	Week 15-18
	Week 19-20

	Choosing the Research topic
	 
	 
	 
	 
	 
	 

	Conducting the Literature Review
	 
	 
	 
	 
	 
	 

	Research methodology selection
	 
	 
	 
	 
	 
	 

	Selection of data collection method
	 
	 
	 
	 
	 
	 

	Perform data analysis
	 
	 
	 
	 
	 
	 

	Write Chapters 1–3
	 
	 
	 
	 
	 
	 

	Write Chapters 4–5
	 
	 
	 
	 
	 
	 

	Discuss Conclusion & Recommendations
	 
	 
	 
	 
	 
	 

	Proofreading & editing
	 
	 
	 
	 
	 
	 


Table 1: Gantt Chart
(Source: Self-Developed)
[bookmark: _Toc224806926]7. Conclusion
According to the proposal, it can be understood that service quality has an effective impact on customer satisfaction at Itsu, leading to customer loyalty. However, by highlighting the importance of reliability, responsiveness, and food quality, the firm is trying to encourage customers to return, which means that quality service is one of the most crucial factors for building a competitive edge in the UK quick-service restaurant industry.
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