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[bookmark: _Toc240932093]Abstract

This dissertation aims to explore how Human Capital Management (HCM) practices affect Customer Service Quality in the UK Restaurants. The dissertation uses a qualitative analysis of secondary data to examine the impact of HCM practices on CSQ. The study subjects the six key HCM practices—the recruitment and selection function, the training and development function, employee engagement, performance management, reward and recognition, and employee retention. It tries to come to an understanding of the impact of these practices on employee performance and thus on the quality of customer service and customer satisfaction. A qualitative secondary research design was used which was underpinned by an interpretivist philosophy and inductive research. Peer-reviewed academic research, books, government publications and relevant reports from the hospitality industry were the sources of evidence that were systematically located, with a particular focus upon the latter sources and a lesser focus on the former sources. Recurring patterns, relationships and differences across elements of the selected evidence were identified using thematic analysis. The results suggest that the HCM practices have a positive relationship with the capability of employees, their motivation, engagement and retention, which in turn influences the service performance of the employees towards the customers. Training and development and employee engagement and retention stood out as key areas for successful service consistency, with recruitment, performance management and reward and recognition complementing these. The study concludes that HCM needs to be treated as a 'whole' rather than a series of 'practices'. Good workplace investment can be a solid foundation for improving the quality of service, satisfaction and, consequently, the restaurant's performance. The study offers theoretical and practical suggestions for the understanding and management of human resources in the UK restaurant sector.
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[bookmark: _Toc240932097]Glossary
	Term
	Definition

	Ability–Motivation–Opportunity (AMO) Theory
	A framework suggesting that employee performance depends on employees having the ability, motivation and opportunity to contribute effectively.

	Customer Satisfaction
	The extent to which customers perceive that their experience meets or exceeds their expectations.

	Customer Service Quality
	The perceived quality of service delivered to customers, including aspects such as reliability, responsiveness, assurance, empathy and tangibles.

	Employee Engagement
	The level of employees’ psychological involvement, commitment and enthusiasm towards their work and organisation.

	Employee Performance
	The extent to which employees effectively perform their assigned responsibilities and contribute to organisational and service objectives.

	Employee Retention
	An organisation’s ability to keep employees and reduce unwanted employee turnover.

	Human Capital
	The knowledge, skills, abilities, experience and other capabilities possessed by employees that can contribute to organisational value.

	Human Capital Management (HCM)
	A strategic approach to managing and developing employees' knowledge, skills, capabilities and performance to support organisational objectives.

	Human Capital Theory
	A theoretical perspective that views investment in employee education, skills, knowledge and development as a means of improving productivity and economic value.

	Human Resource Management (HRM)
	The organisational management of people through activities such as recruitment, training, performance management, rewards and employee relations.

	Inductive Approach
	A research approach in which patterns, themes or concepts are developed from observations or evidence rather than being tested solely against predetermined theories.

	Interpretivism
	A research philosophy that emphasises understanding meanings, experiences and social phenomena within their particular contexts.

	Person–Job Fit
	The degree to which an employee’s skills, abilities, characteristics and preferences match the requirements of a particular job.

	Person–Organisation Fit
	The degree of compatibility between an employee and the values, culture and characteristics of an organisation.

	Qualitative Research
	Research concerned primarily with understanding meanings, experiences, behaviours, relationships and contexts rather than numerical measurement.

	Resource-Based View (RBV)
	A strategic management perspective which argues that valuable, rare, difficult-to-imitate and non-substitutable organisational resources can provide sustainable competitive advantage.

	Reward and Recognition
	Financial and non-financial mechanisms used to acknowledge, motivate and reinforce desirable employee contributions and performance.

	Secondary Data
	Information originally collected or produced by other researchers, organisations or institutions and subsequently used for a research purpose.

	Service Encounter
	An interaction between a customer and an organisation or its employees during the delivery of a service.

	SERVQUAL
	A service-quality framework developed by Parasuraman, Zeithaml and Berry based on five dimensions: reliability, responsiveness, assurance, empathy and tangibles.

	Strategic Human Capital Management
	The alignment of human-capital practices with organisational strategy to develop employee capabilities and support long-term organisational performance.

	Thematic Analysis
	A qualitative analytical method used to identify, organise, examine and report recurring patterns or themes within a body of evidence.

	Triangulation
	The use of multiple sources, methods or perspectives to strengthen the credibility and robustness of research findings.

	Turnover
	The rate or process through which employees leave an organisation and are replaced by new employees.

	UK Restaurant Industry
	The sector comprising businesses in the United Kingdom primarily involved in preparing and serving food and beverages to customers.

	Word-of-Mouth (WOM)
	Communication in which customers share their experiences, opinions or recommendations about a product, service or organisation with others


.


[bookmark: _Toc240932098]Chapter 1: Introduction
[bookmark: _Toc240932099]1.1 Background of the UK Restaurant Industry
The UK restaurant sector is a major part of the hospitality industry and plays a key role in the UK's economic growth, jobs, tourism and consumer spending. The hospitality industry supports and provides employment to millions of people in the country, through accommodation, food services and leisure businesses, and is regarded as one of the largest service sectors in the country (ONS, 2024). Restaurants, from independent businesses to multinational chains, have a special significance as they offer both food and customer service, and are closely related to the performance of employees, which is crucial for organisational success.
The value creation in restaurants depends on the frontline employees, and is not necessarily technology and physical assets based, as it is in manufacturing industries. Staff conduct themselves to welcome customers, take orders, address the issues, uphold standards of service and ensure dining experiences are positive. Thus, the employees' competence, motivation and behaviour are directly related to the perceived service quality for the customer (Zeithaml, Bitner and Gremler, 2020).
The restaurant sector has faced numerous labour issues in the UK over the past few years. Labour shortages, increasing running costs, inflation and fluctuating staff expectations have made it challenging for restaurant managers to keep the quality of their service at the expected level (UKHospitality, 2024). These challenges escalated after the COVID-19 pandemic had a major impact on employment trends and has led to increased staff turnover across the hospitality industry (Baum, 2020).
Frequent turnover among employees is especially troubling since restaurants spend a lot of money hiring and training employees and they often find other work opportunities. A high turnover can lead to inconsistent service, higher recruitment expenses and restrict organisational knowledge transfer (CIPD, 2024). Meanwhile, customer expectations are continually changing. Today's customers are demanding more than just quality food; they also require a memorable service experience, speedy responses, professional conduct from employees, and personalised service. (Wood, 2021).
With these changes, Human Capital Management (HCM) has gained more significance in the strategic plan. As a result of this, HCM considers workforce as an important asset of the organisation where the knowledge, skills and capacities of the employees are considered as a resource that can be utilized to achieve long-term performance of the organisation instead of as a labour cost (Armstrong and Taylor, 2023). 
[bookmark: _Toc240932100]1.2 Research Problem
Although HCM has increasingly become recognised as a strategic capability of the organisation, there is still a significant number of HR issues in the UK restaurant sector that have a negative effect on quality of service to a customer. Labour shortages, service delivery failures, employee turnover and lack of opportunity for employee development are common issues faced across the sector (UKHospitality, 2024). As the restaurant business is highly reliant on the relationship between the employees and the customers, flawed employee management systems can directly impact customer satisfaction and organisational productivity.
Previous studies have shown that the HR practices positively correlate with organisational performance in hospitality organisations (Jiang et al., 2012; Boon, Den Hartog and Lepak, 2019). But many of the studies are not specifically related to restaurants. Restaurants have specific environments, which are different and include fast paced service, high levels of customer interaction, and a high dependence on frontline staff. Therefore, the results of this study may not necessarily be generalizable to other hospitality organisations, and in particular to restaurants in the UK.
Moreover, in past studies the focus has often been on one specific HR practice, such as employee engagement or training, instead of looking at the relationship between multiple HCM practices and the attainment of service quality. This results in a lack of awareness on how recruitment, training, engagement, performance management, rewards and retention are all tied together and how this can improve customer experiences. 
[bookmark: _Toc235095748][bookmark: _Toc240932101]1.3 Research Aim
To examine the influence of Human Capital Management practices on customer service quality in the UK restaurant industry through a qualitative analysis of secondary data.
[bookmark: _Toc235095749][bookmark: _Toc240932102]1.4 Research Objectives
1. To examine the concept and strategic importance of Human Capital Management in UK restaurants.
2. To identify Key Human Capital Management practices influencing customer service quality.
3. To evaluate how recruitment, training, employee engagement, performance management, rewards, and employee retention affect customer service quality.
4. To recommend strategies for improving customer service quality through effective Human Capital Management practices.
[bookmark: _Toc235095750][bookmark: _Toc240932103]1.5 Research Questions
1. What role does Human Capital Management play in the UK restaurant industry?
2. Which Human Capital Management practices most strongly influence customer service quality?
3. How do Human Capital Management practices improve employee performance and customer satisfaction?
4. What recommendations can improve customer service quality through effective Human Capital Management?
[bookmark: _Toc240932104]1.6 Significance of the Study
The study helps to add value to both academic knowledge and managerial practice as it explores the link between Human Capital Management and Customer Service Quality in the restaurant industry in the UK.
Academically, the research builds on the existing knowledge as it is dedicated to the industry of restaurants and not the whole hospitality industry. It combines the abilities of Human Capital Theory, Resource Based View (RBV), Ability Motivation Opportunity (AMO) Theory and SERVQUAL model to give a holistic theoretical perspective of the effect of employee-related practices on service quality (Becker, 1964; Barney, 1991; Appelbaum et al., 2000; Parasuraman et al., 1988). This holistic approach is a response to the previous studies which have been focussed on one of the two theories.
The study also adds value through the ability to present a synthesis of existing academic research and industry evidence about the nature of issues facing the post-pandemic workforce in UK restaurants, to give a more up-to-date understanding of current Human Capital Management (HCM) practices.
Finally, good Human Capital Management practices can help restaurants to enhance customer satisfaction, boost customer loyalty, and deliver sustainable competitive advantage in a challenging market environment.
[bookmark: _Toc240932105]1.7 Scope of the Study
This study is specific to the UK restaurant sector and looks at the links between Human Capital Management practices and Customer Service quality. This study explores six key HCM practices: recruitment and selection, training and development, employee engagement, performance management, reward and recognition and employee retention.
This research uses a qualitative method, and all the data used is secondary data. Peer reviewed journal articles, academic books, government publications and industry reports will be used as the information sources. The study does not include interviews, questionnaires or other primary data collection methods. Therefore, its results are a collation of the available evidence and do not form an assessment of a particular restaurant organisation.
[bookmark: _Toc240932106]1.8 Research Gap
While the current literature offers important insight into Human Capital Management and organisational performance, there are some crucial research gaps in the customer service quality of the UK restaurant industry.
First, a number of studies have investigated the general hospitality industry, and not restaurants specifically. This is significant as restaurants are in a highly dynamic environment that relies heavily on frontline staff and has frequent customer contact (Nickson, 2022).
Second, the previous studies tend to focus on the individual practices of the Human Capital Management (HCM) rather than jointly studying how recruitment, employee development, employee motivation, performance management, and rewards and retention practices work together as a system of HCM (Armstrong and Taylor, 2023).
Third, while Human Capital Theory, RBV and AMO Theory have been used to explain the role of employee capabilities on the performance of the organisation, there are relatively few studies that combine these theoretical viewpoints when looking at the influence of employee capabilities on the service quality of the organisation in the restaurant sector in the UK (Becker, 1964; Barney, 1991; Appelbaum et al., 2000).
[bookmark: _Toc240932107]1.9 Theoretical Framework
The theoretical framework is used as the basis for analysing the effect of Human Capital Management practices on quality of customer services in the UAE Restaurant industry. This research is based on four perspectives of theory.
[bookmark: _Toc240932108]1.9.1 Human Capital Theory
Human Capital Theory suggests that knowledge, skills and competencies of employees are valuable assets that can enhance productivity and organisational performance (Becker, 1964). Provision of employee education, training and development enable organisations to build the capability of their workforce, and enhance service delivery. 
[bookmark: _Toc240932109]1.9.2 Resource-Based View
According to the Resource-Based View, an organisation can attain sustainable competitive advantage through the development of resources that are valuable, rare and difficult to imitate (Barney, 1991). So experienced employees are a source of human capital as they have knowledge of the services, skills to deal with customers and an understanding of the organisation which are impossible for the competition to replicate. 
[bookmark: _Toc240932110]1.9.3 Ability-Motivation-Opportunity (AMO) Theory
The three elements of opportunity, motivation and ability (Appelbaum et al., 2000) are used to explain employee performance in AMO Theory. Through recruitment and training, employee capability is developed, through rewards systems employee motivation is built up, and through supportive management systems employee opportunities to perform are secured. 
[bookmark: _Toc240932111]1.9.4 SERVQUAL Model
SERVQUAL is a model that has been developed to explain the perception of service quality in terms of five dimensions: reliability, responsiveness, assurance, empathy and tangibles (Parasuraman, Zeithaml and Berry, 1988). As such, these service dimensions are directly delivered by restaurant employees and SERVQUAL is a suitable framework to understand how restaurant HCM improvements can affect customer satisfaction.
[bookmark: _Toc240932112]1.10 Dissertation Structure
This dissertation is comprised of six chapters.
The purpose of this chapter is to introduce the research background, delineate the research problem, state the research aim, objectives, research questions, significance, scope of research, research gap and the theory used for this research.
In Chapter Two, literature review of related studies on Human Capital Management are critically analysed along with theory concepts to develop conceptual framework and research hypotheses.
Chapter Three describes the methodology used in the research such as interpretivist philosophy, inductive approach, systematic literature review strategy, secondary data collecting procedures, thematic analysis and ethical considerations.
The results of the secondary evidence analysis are presented in qualitative form in Chapter Four and key themes for Human Capital Management practices and customer service quality are identified.
The findings are presented in Chapter Five, which explores them in comparison to the existing literature and theoretical frameworks and their implications for the UK restaurant industry.
The results of the dissertation are presented in the form of a summary in chapter six where the research questions are answered, contributions are identified, limitations are acknowledged and recommendations are given for further research.

[bookmark: _Toc240932113]Chapter 2: Literature Review
[bookmark: _Toc240932114]2.1 Introduction
In service-based organisations, knowledge, skills, motivation and behaviour of employees can have direct impact on the performance of the organisation and customer experiences, which makes Human Capital Management (HCM) a strategic consideration. This is especially true for the UK restaurant sector where the frontline staff plays a vital part in providing service and engaging with the customer. Therefore, management of human capital can be beneficial for employee performance, regularity of services and customer satisfaction (Armstrong and Taylor, 2023). The chapter critically examines the academic literature and industry evidence related to the impact of HCM practices on customer service quality in the restaurant context in the United Kingdom. It explores six of the important HCM practices such as: recruitment and selection, training and development, employee engagement, performance management, reward and recognition, and employee retention. The discussion considers the possibility of such practices affecting employee capacities, motivation and behaviour and in turn the quality of service provided. The chapter also critically reviews the previous research and uses appropriate theories to link the findings.
[bookmark: _Toc240932115]2.2 Concept of Human Capital Management
[bookmark: _Toc240932116]2.2.1 Definition of Human Capital Management
Human capital is the knowledge, skills, abilities, experience and other qualities of human beings that can benefit the organization for value creation. Human Capital Management (HCM) is an integrated approach to managing these capabilities, which relies on viewing employees as valuable organisational resources and working to align investments in people with organisational goals and performance (Armstrong and Taylor, 2023). HCM is not just about the administration of human resources but it is also about how an organisation can grow, leverage and utilize human resources to generate value. (Gerhart and Feng, 2021).
Conventional Human Resource Management (HRM) has traditionally focused on operational functions like recruitment, payroll, employee relations and compliance. Strategic HCM is more about value added to the organisation through employees and the development of knowledge, skills and organisational capabilities. This is not intended to mean that HRM is replaced by HCM, but rather to offer a more strategic view in which HR practices can be related to organisational performance (Armstrong and Taylor, 2023). 
[bookmark: _Toc240932117]2.2.2 Leading Practices in HRM
The existence of HCM is a manifestation of the overall transformation of personnel administration to Strategic Human Resource Management. Previous conceptions of the personnel management were more oriented towards administration of employment and control and compliance of the workforce. As the strategic HRM began to take shape, it became apparent that people management practices must serve the organisation's strategy and performance. HCM emerged from this strategic stance, focusing more on how to measure, develop and maximize the value delivered by employees (Klimkiewicz, 2023).
With the growing significance of knowledge, skills and the interactions involved in service, the significance of HCM has been further reinforced in the service industries. In these organisations, value may often be generated by employee behaviours and interactions, not just by physical assets. Strategic human capital research thus emphasizes that KSA are key building blocks of the organizational success (Coff and Rickley, 2021).
[bookmark: _Toc240932118]2.2.3 Strategic Importance of HCM
HCM is important because of its power to enhance the capacity of employees, their motivation, productivity and the performance of the organisation. The knowledge and skills an organisation has can be reinforced by investing in the employee by recruiting, training, development and supportive management of employees. From the point of view of Human Capital Theory, such investment may have productive returns as the accumulated knowledge and skills of employees is an economically valuable asset (Becker, 1964).
The Resource Based View (RBV) has also a close relationship with HCM. Human resources can be a source of competitive advantage if the organisation has the ability to build capabilities that are valuable and hard for the competitors to use or duplicate (Barney, 1991; Gerhart and Feng, 2021). It’s especially important in the UK restaurant sector, where the service level is highly reliant on the competence, behaviours and interactions between employees and customers. Restaurants can then benefit from HCM's ability to enhance employee performance, lower employee turnover, and provide more uniform customer experiences. This further emphasizes the need to view HCM as the whole and not as separate HR functions.
[bookmark: _Toc240932119]2.3 Human Capital Management Practices
Human Capital Management (HCM) practices refer to the tools and processes used for the recruitment, development, engagement, management and retention of human capital. In highly service oriented businesses like restaurants, it is more crucial for employees to implement these practices as they are directly involved with the customer experience. (Armstrong and Taylor, 2023) The next sections critically analyse six restaurant specific practices within the UK restaurant industry: recruitment and selection, training and development, employee engagement, performance management, reward and recognition, and employee retention.
[bookmark: _Toc240932120]2.3.1 Recruitment and Selection
Recruitment and selection is a process of attracting and selecting the people with suitable knowledge, skills, behaviours and characteristics needed for the organisation's needs. Recruitment is also a key concern in restaurants as it relates to those who will be working directly with customers and thus play a direct role in the customer's perceptions of service quality. Technical skills are not the only skills that employees need, interpersonal skills are also important, such as communication, courtesy and responsiveness (Nickson, 2022).
Person-job fit is relevant because it is believed that workers who match job requirements are more likely to do a good job. Likewise, person-organisation fit implies that alignment of values between the person and the organisation can help to facilitate employee commitment and suitable behaviors within the workplace. It can then assist in building a team that has the skills to provide customer-focused service (Armstrong and Taylor, 2023).
Despite this, recruitment difficulties persist in the UK hospitality industry due to a lack of staff, turnover and a shortage of employers having sufficient candidates with the right skill set (UKHospitality, 2024). In these cases, restaurants might fill the positions as soon as possible, even if it is not the ideal candidate. Even recruiting staff doesn't ensure high quality of services. It relies on a range of other performance practices to be effective, including training, motivation, performance management and retention. 
[bookmark: _Toc240932121]2.3.2 Training and Development
Training and development are critical aspects of HCM, as it improves the knowledge, skills and abilities of the employee to perform effectively. Training can involve food-service procedures, product knowledge, health and safety, communication and complaint handling, customer service skills, in restaurants. Continuous development can also assist workers to meet new customer requirements and operational needs (Armstrong and Taylor, 2023).
One of the areas where training is very relevant to service quality is the ability of restaurant staff to answer customer demands and solve issues efficiently and professionally. Appropriate training can result in increased confidence and responsiveness and consistency in employee/customer interactions. In Human Capital Theory, training is seen as an investment in the employees, as it can enhance employees' productivity and performance (Becker, 1964).
However, the advantages of training cannot be taken for granted. An organisation of restaurants may have financial and operational challenges when they let staff go from their regular positions to attend training. Additionally, the ROI on employee training can be lost through high employee turnover, if trained employees leave the organization. Baum (2020) reminds them of the ongoing labour issues facing the industry as a whole and that they should think about employee development and retention at the same time. 
[bookmark: _Toc240932122]2.3.3 Employee Engagement
Employee engagement is when employees feel psychologically attached to, involved in and committed to their work and organisation. Employees who are engaged tend to be more likely to display behaviours and put in discretionary effort that are conducive to the organisation's goals (Albrecht et al., 2021). In restaurants, it might be demonstrated by how willing employees are to come to the customer's aid, to respond to negative feedback in a positive way, and to go above and beyond their job duties.
By helping employees feel valued and engaged in organisational decision making, communication and supportive leadership and employee participation can bolster engagement. Employee voice is especially important in restaurants because frontline employees are on the frontline of the business, and as a result, they can see what their customers like and dislike and what issues they encounter with the service. 
The AMO Theory can also be used to explain the relationship. Engagement can inspire employees to employ their talents and their ability to contribute to the organisation's accomplishments (Appelbaum et al., 2000). However, engagement cannot be seen as a mere employee mindset that can be built with just a few projects. Even if a formal engagement programme is in place, excessive workloads, insufficient rewards, poor career prospects, and the poor management can lead to diminished engagement. 
[bookmark: _Toc240932123]2.3.4 Performance Management
Performance Management is the process of setting standards, tracking performance, offering feedback and assisting staff to meet organizational goals. In restaurants, the performance management may be used to define benchmarking for service speed, customer interaction, order accuracy, handling of complaints and adherence to operational procedures. Using appropriate performance objectives, employees can gain an understanding of what good customer service is (Armstrong and Taylor, 2023).
Feedback and coaching can also help identify areas for improvement and weaknesses in performance. Measures of customer service may then be used to determine whether the service standards expected are being met, such as through customer-service indicators, customers' feedback, and managerial observations. Consistency can be achieved through effective performance management as employees are provided with more clear expectations and direction.
But the negative impacts of performance management can occur if it becomes too much about managing and numbers. If there is too much pressure to deliver sales and/or speed, staff may feel tempted to focus on what they think are the pressing demands of customers rather than what the customers actually need. 
[bookmark: _Toc240932124]2.3.5 Reward and Recognition
Reward and recognition are financial and non-financial mechanisms to provide recognition of employee contributions and promote positive behaviours in the workplace. Praise and recognition, career development and opportunities for increased responsibility are considered non-financial rewards, while bonuses and performance incentives are examples of financial rewards. Rewarding employees in the appropriate manner can be a positive motivational and organisational commitment factor (Armstrong and Taylor, 2023).
Positive customer feedback/rewards for good behaviour may reinforce behaviours which are customer-focused in the restaurant workplace. Reward systems can also help with retention – showing that employee contributions are valued. Rewards from an AMO perspective, primarily serve the motivational aspect, i.e. the incentive to use abilities in a way that contributes to the organization's goals (Appelbaum et al., 2000).
But incentives for sustained engagement may not be sufficient, however. Respectful management, career progression and job security, as well as a positive work culture, are also values that may be important to employees. Furthermore, when people feel the reward does not go to them fairly, they will be less motivated and trust less in the rewarder. 
[bookmark: _Toc240932125]2.3.6 Employee Retention
Employee retention is the capacity of an organisation to keep its employees for a prolonged period and to minimise the unnecessary turnover. Recruitment costs, loss of organisation knowledge and disruption to the service, are particularly important in the restaurant sector where high staff turnover can lead to high retention costs. Staff with significant experience may be knowledgeable about menus, processes and customer expectations, and their departure can lead to a decrease in the service consistency of the restaurant (Baum, 2020).
Customer experiences can also be indirectly impacted by retention. Retaining experienced members helps newer staff to get the hang of things, keeps service levels consistent and helps build rapport with loyal customers. On the other hand, high turnover could lead to increased pressure on the organisation due to the need for multiple recruitment and training efforts, as well as a loss of consistency.
The reasons for employees to stay with an organisation may include a career development and fair rewards, supportive management, training opportunities and positive working conditions. Retention should not be an isolated HCM practice so it should not be addressed as such. Rather, it's the result of effective recruitment, training, engagement, performance management and reward systems. (Barney, 1991). 
Summary
The six HCM practices are not independent activities, but are interrelated. By ensuring employees have the right skills, training builds that skill, motivation is promoted through engagement and reward, performance management offers direction and feedback and retention ensures organisational knowledge and experience remain within the organisation. These practices, coupled with AMO Theory and Human Capital Theory and the RBV, can help improve employee performance and lead to better customer service quality. But the literature also suggests that it is not one HCM practice alone that is enough: success is dependent on the extent to which practices are combined and implemented in particular conditions of the UK restaurant sector.
[bookmark: _Toc240932126]2.4 Customer Service Quality in the UK Restaurant Industry
[bookmark: _Toc240932127]2.4.1 Concept of Customer Service Quality
Quality of customer service is how well and consistently the service is provided to customers as compared to their expectations. The service quality in a restaurant is not the same as the quality of the food since it is mainly related to the way that service is provided and encompasses employee behaviour, communication, responsiveness and professionalism. Food quality is still relevant, but employee-customer interactions have a direct impact on the customer's experience due to the close relationship between employees and customers in restaurants (Nickson, 2022). 
[bookmark: _Toc240932128]2.4.2 Dimensions of Restaurant Service Quality
According to Parasuraman, Zeithaml and Berry (1988), there are five dimensions of service quality - reliability, responsiveness, assurance, empathy and tangibles.
Reliability is the ability to provide services in a timely and precise manner. Employees of restaurants contribute by taking the proper order, providing right service to the customer and maintaining service standards.
Responsiveness relates to how quickly employees are willing to help. In busy restaurant service, it is imperative that they respond quickly to requests, questions and complaints from customers.
Assurance is about employees' knowledge, competence and courtesy to build customer confidence. Employees can exhibit professionalism and product knowledge with the right training.
Empathy is about giving customers personalized care and attention, providing them with the care they need. Staff show empathy by listening to, responding to and dealing with complaints appropriately.
Tangibles involve physical facilities, equipment, cleanliness and the appearance of employees. Staff are involved in making things clean and presenting well.
While SERVQUAL continues to be relevant, current service settings may also include digital ordering, online platforms and evolving customer expectations, necessitating the application of traditional dimensions of service quality in the context of the modern service environment (Wood, 2021).
[bookmark: _Toc240932129]2.4.3 Customer Satisfaction and Restaurant Performance
Customer satisfaction is closely linked with service quality, as customers are more likely to be satisfied if service is of an acceptable quality. A high level of satisfaction can lead to returning visits, customer loyalty, good word of mouth and good online reviews. On the other hand, if the service is not the best, customers can complain and leave negative reviews, harming the reputation of the restaurant. Therefore, the quality of services provided can be an important determinant of the overall performance of the organisation through its effect on customers' retention, customer income and competitive performance.
[bookmark: _Toc240932130]2.4.4 Contemporary Challenges
Customers have greater expectations of speed, convenience, personalisation and responsiveness at UK restaurants. The pressures of digital ordering and online reviews have added to service quality concerns. Meanwhile, a lack of staff and the fluctuation of employees can make it challenging to deliver services in a consistent manner (UKHospitality, 2024). The effective recruitment, development and retention of employees is even more critical since the onset of the COVID-19 pandemic. In order to provide high-quality service to customers, restaurants must manage human resources strategically and ensure that their staff has the skills, motivation and resources to serve customers effectively in a meaningful way.
[bookmark: _Toc240932131]2.5 Relationship Between HCM Practices and Customer Service Quality
Human Capital Management (HCM) practices can have a significant impact on the quality of service provided by the organisation as they help build the capacity, motivation and opportunities of employees to perform effectively. The effectiveness of HCM practices can therefore impact customer experiences (Nickson, 2022) directly in the restaurant industry as the frontline employee is a key part of the service delivery process. 
[bookmark: _Toc240932132]2.5.1 Recruitment and Customer Service Quality
Recruitment and selection can be used to enhance the quality of the service by hiring employees with the necessary technical skills, interpersonal relations and customer service orientations. Personnel with the right employability skills and an appropriate organisational culture might better be able to communicate effectively, understand customer requirements and uphold standards of professional service (Armstrong and Taylor, 2023). 
[bookmark: _Toc240932133]2.5.2 Training and Customer Service Quality
Train employees to develop their ability and knowledge, especially communication, product knowledge, complaint handling and service procedures. Staff can be more assertive, responsive and consistent with customers when they are well trained. In terms of Human Capital Theory, training is an investment that enhances employees' capacity and increases productivity and performance (Becker, 1964). However, the positive effects of training to improve worker skills could be undermined if there is a high turnover of trained employees. 
[bookmark: _Toc240932134]2.5.3 Employee Engagement and Customer Service Quality
With committed employees, you'll find that they'll show greater commitment and discretionary effort when performing their duties. This can lead to more interactions with positive outcomes, improved responsiveness in restaurants, and a more positive approach towards solving customer issues. Albrecht et al. (2021) propose that employee engagement can be linked to better performance of employees and organisational results. In the AMO model, engagement especially fosters motivation and employees' desire to apply their competencies (Appelbaum et al., 2000).
[bookmark: _Toc240932135]2.5.4 Performance Management and Customer Service Quality
Performance management can set clear expectations of the level of service and offer staff feedback and coaching on a regular basis. Order accuracy, responsiveness, and customer feedback are some of the indicators that can be used to identify issues in performance and increase the consistency of service (Armstrong and Taylor, 2023). 
[bookmark: _Toc240932136]2.5.5 Reward and Recognition and Customer Service Quality
Rewards, both monetary and non-monetary, can reinforce the motivation of employees and stimulate customer behaviour. Rewards for good service delivery can reinforce positive service behaviours and good pay and career opportunities can improve commitment. But monetary incentives might not be enough - supportive management, recognition and development opportunity are also vital for sustainable motivation.
[bookmark: _Toc240932137]2.5.6 Employee Retention and Customer Service Quality
Employee retention can contribute to service quality by maintaining the organisational knowledge, experienced employees and stable teams. Senior staff might be better equipped to grasp the needs and expectations of customers, as well as the company's processes, which can lead to a more uniform level of service and better customer connections. Conversely, a high employee turnover may result in higher hiring and training costs, as well as inconsistent service (Baum, 2020).
[bookmark: _Toc240932138]2.5.7 Employee Performance as a Mediating Mechanism
According to the literature, the influences of HCM practices on CSQ are mainly that of their impact on employee performance. Workforce suitability is built through recruitment, on-the-job training builds capability, engagement and rewards boost motivation, performance management gives direction and retention keeps experience. The following practices can thus be depicted as:
Employee performance is thus an intervening mechanism between HCM practices and customer service quality. This link is in line with AMO Theory which suggests that employees' capacity, motivation and opportunity to contribute to the company is essential to their effective performance (Appelbaum et al., 2000)..
[bookmark: _Toc240932139]2.6 Critical Comparison and Synthesis of Previous Studies
The links between Human Capital Management (HCM) practices and employee performance and service outcomes are generally supported in previous studies, but vary in degree and kind depending on the context of the organisation. There is a wide consensus that training and development is a key issue. Studies have indicated that employees' knowledge, skills and confidence are enhanced through training, allowing them to better meet customer needs (Armstrong and Taylor, 2023). Likewise, employee engagement is correlated with better commitment, discretionary effort and customer-oriented actions (Albrecht et al., 2021). Selecting the right candidates for the right job can help to create a better match between an employee's skills and their job requirements, and the right rewards can boost motivation and can help to encourage positive customer service behaviours. (Nickson, 2022) 
Several points of controversy have also been detected in the literature however. While extrinsic motivators like money can boost motivation, some research highlights the importance of intrinsic motivators, encompassing recognition, autonomy, career advancement, and valuable work. Likewise, training is regarded as an investment in human capital; however, it can have a negative effect on the organisational return if trained staff members leave the organisation (Baum, 2020). A balance between monitoring and freedom of choice can help to enhance consistency with the use of clear standards and feedback, but over-monitoring can increase pressure and decrease employee autonomy in the workplace. 
The methodological approach of the thus far conducted research has mostly focused on quantitative questionnaires among employees and on cross-sectional designs in order to examine the relationship between HR practices and employee attitudes and organisational outcomes. These studies can deliver measurable evidence but may lack in explaining the mechanism by which HCM practices may affect customer experiences. Research based on case studies and interviews can yield a fuller picture of the context, but may not have as much generalisability. 
This study further enriches the findings of the previous study, which was based on a qualitative analysis of secondary materials obtained from academic literature and credible industry sources. This facilitates the integration of the results of various methodological and organisational settings, as well as the insights it offers on the complexity of the relationships between HCM practices and employee performance and service quality in the UK restaurant sector.
[bookmark: _Toc240932140]2.7 Conceptual Framework
The conceptual framework developed for this study shows the expected relationship between Human Capital Management (HCM) practices and customer service quality in the UK Restaurant industry, and the expected outcomes of the customer service quality. The framework incorporates the Human Capital Theory, Resource Based View (RBV) and AMO theory, and the SERVQUAL dimensions are used to conceptualise the customer service quality (Becker, 1964; Barney, 1991; Appelbaum et al., 2000; Parasuraman, Zeithaml and Berry, 1988).
The six HCM practices constitute the independent variables: recruitment and selection, training and development, employee engagement, performance management, reward and recognition, and employee retention. These practices are expected to strengthen employees' skills, motivation and organisational commitment. Therefore, employee performance is identified as a mediating variable, which serves as the mechanism through which HCM practices lead to better service delivery.
The expected outcomes of the employee performance are expected to impact the quality of customer service that is realised, which has been broken down into the 5 SERVQUAL dimensions; reliability, responsiveness, assurance, empathy and tangibles (Parasuraman, Zeithaml and Berry, 1988). Higher service quality is subsequently expected to contribute to customer satisfaction, including customers' positive evaluation of their restaurant experience. 
The proposed relationship can therefore be represented as:
[image: ]
[bookmark: _Toc240932221]Figure 1. Conceptual framework
This framework is stronger than the previous version because it makes clear that HCM practices do not necessarily influence customer service quality directly only. Their effects can operate through improved employee performance.
[bookmark: _Toc240932141]2.8 Research Hypotheses
Based on the conceptual framework and reviewed literature, eight literature-derived hypotheses are developed. As this study uses qualitative secondary data, the hypotheses will not be statistically tested. Instead, they will guide the thematic analysis by providing propositions against which the evidence can be compared.
H1: Effective recruitment and selection practices are positively associated with employee performance and customer service quality in the UK restaurant industry (Armstrong and Taylor, 2023; Nickson, 2022).
H2: Effective training and development practices are positively associated with employee performance and customer service quality (Becker, 1964; Armstrong and Taylor, 2023).
H3: Higher employee engagement is positively associated with employee performance and customer service quality (Albrecht et al., 2021).
H4: Effective performance management practices are positively associated with employee performance and customer service quality (Armstrong and Taylor, 2023).
H5: Effective reward and recognition practices are positively associated with employee motivation, employee performance and customer service quality (Armstrong and Taylor, 2023).
H6: Effective employee retention practices are positively associated with employee performance and consistent customer service quality (Baum, 2020).
H7: Effective integration of HCM practices is positively associated with employee performance and customer service quality (Barney, 1991; Appelbaum et al., 2000).
H8: Improved employee performance positively influences customer service quality and customer satisfaction (Appelbaum et al., 2000; Parasuraman, Zeithaml and Berry, 1988).
These hypotheses directly correspond to the conceptual framework. Chapter 4 will assess whether the secondary evidence supports, partially supports, or challenges each proposition. 
[bookmark: _Toc240932142]2.9 Chapter Summary
The chapter undertook a critical review of the literature on Human Capital Management (HCM) and how it will affect customer service quality in the restaurant sector in the UK. The literature indicates that HCM can strengthen organisational performance by developing employee capabilities, motivation and commitment. Six key practices—recruitment and selection, training and development, employee engagement, performance management, reward and recognition, and employee retention—were identified as important mechanisms influencing employee performance and service delivery (Armstrong and Taylor, 2023; Nickson, 2022). The review also established that employee performance plays an important role in translating HCM practices into customer service outcomes. The SERVQUAL dimensions of reliability, responsiveness, assurance, empathy and tangibles provide a useful framework for understanding customer perceptions of service quality (Parasuraman, Zeithaml and Berry, 1988). 
[bookmark: _Toc240932143]Chapter 3: Research Methodology
[bookmark: _Toc240932144]3.1 Introduction
This chapter describes the methodology used to explore the relationship between Human Capital Management (HCM) practices and the quality of customer service in the restaurant sector in the UK. The study is of a qualitative type using secondary data which will allow for an examination of existing academic, governmental and industry evidence to be critically examined and synthesised. Qualitative research would be suitable if the purpose is to understand the meanings, relationships and explanations, in context rather than to simply measure variables statistically (Creswell and Creswell, 2018). The chapter restates the research aim and research questions, discusses the research philosophy, research approach, research design and secondary research strategy. It then describes the data sources, search strategy, inclusion and exclusion criteria, purposive selection of secondary sources and data collection procedure. The chapter then provides an overview of the thematic analysis process based on the framework of Braun and Clarke (2021).
[bookmark: _Toc240932145]3.2 Research Aim and Research Questions
The aim of this dissertation is:
To examine the influence of Human Capital Management practices on customer service quality in the UK restaurant industry through qualitative analysis of secondary data.
The study addresses four research questions:
· RQ1: How do Human Capital Management practices influence employee performance in the UK restaurant industry?
· RQ2: How does employee performance influence customer service quality in UK restaurants?
· RQ3: Which HCM practices appear most significant in supporting customer satisfaction and service quality?
· RQ4: How can UK restaurant organisations improve customer service quality through effective Human Capital Management?
[bookmark: _Toc240932146]3.3 Research Philosophy
3.3.1 Interpretivism
Research philosophy is related to the beliefs and suppositions with regard to the production of knowledge and the comprehension of reality (Saunders, Lewis and Thornhill, 2023). The philosophy of this dissertation is interpretivist as the research tries to explain the relationship between HCM practices, employee performance and customer service quality in a certain context.
Interpretivism acknowledges that phenomena in the organisation and in the society may have multiple meanings, which relate to the respective viewpoints, experiences and contexts in which they are interpreted (Bell, Bryman and Harley, 2022). It is not always possible to grasp the concepts of employee engagement, employee motivation, service behaviour and customer satisfaction only numerically in this study. An interpretivist position may be appropriate for qualitative secondary research as the researcher is drawing inferences from the evidence already produced by others, and is not seeking to determine one objective cause/effect relationship (Creswell and Creswell, 2018).
Positivism on the other hand is more concerned with studying social phenomenon using objective observation and measurement, which is usually related to quantitative research and statistical testing (Saunders, Lewis and Thornhill, 2023). A positivist design may be suitable to validate the statistical significance of the relationship between HCM practices and customer satisfaction. This dissertation, however, does not gather primary numerical data or conduct statistically testing of the hypotheses developed in Chapter 2.
[bookmark: _Toc240932147]3.4 Research Approach
[bookmark: _Toc240932148]3.4.1 Inductive Approach
The research method used is inductive. As opposed to starting with a pre-set of statistical tests of known relationships, induction is the process of forming more general patterns, explanations or insights from observations and evidence (Saunders, Lewis and Thornhill, 2023). This is suitable because the dissertation deals with qualitative evidence to see how many times the same explanations can be found regarding HCM and customer service quality.
The inductive approach allows for coding of evidence from multiple sources and comparing these codes by themes that may emerge. For instance, communication skills and confidence, competence and complaint handling are often cited as aspects of training. These patterns may then form the context for larger issues regarding employee effectiveness and service quality.
The inductive approach thus supports the interpretivist philosophy and qualitative research design as themes emerge from the evidence and are informed by the concepts from the literature review.
[bookmark: _Toc240932149]3.5 Research Design and Strategy
[bookmark: _Toc240932150]3.5.1 Qualitative Research Design
This dissertation uses qualitative research design because the research aims to discover the mechanisms and contextual relationships between HCM practices and employee performance and customer service quality. The use of qualitative research is especially appropriate when the phenomena that is being investigated in the organisation is complex, meaning, experience, relationship and contextual factors are significant (Creswell and Creswell, 2018).
The qualitative approach enables the researcher to look at evidence relating to employee motivation, engagement, management support, service behaviour and customer interaction that may not be sufficiently captured by numerical measures. The questions have been formulated around how the HCM practices affects the outcomes of services and the mechanisms that could explain the relationships, therefore it is consistent with the research questions.
[bookmark: _Toc240932151]3.5.2 Secondary Research Strategy
The research method is not primary data collection, but is secondary documentary research. Secondary research is the analysis of information that has been created previously for research, institutional, governmental or professional objectives (Saunders et al., 2023).
· The evidence base comprises:
· Peer-reviewed journal articles;
· Academic books;
· Government publications;
· Professional-body reports;
· Reports from the hospitality industry; and
Appropriate newsletters and journals published by the relevant organisations and institutions.
This strategy is suitable as there is already a significant body of research related to HRM, HCM, employee performance and hospitality service quality. Comparing multiple sources also allows for a comparison across contexts and for convergence and divergence of previous findings. (Bowen, 2009).
[bookmark: _Toc240932152]3.6 Data Sources and Search Strategy
Secondary evidence was identified through a structured search process designed to locate credible and relevant academic and industry sources. Systematic searching improves transparency and reduces the likelihood that evidence is selected solely according to researcher preference (Snyder, 2019).
Academic databases
The principal academic sources searched were:
· Scopus;
· ScienceDirect;
· Emerald Insight;
· SpringerLink;
· Taylor & Francis Online;
· Google Scholar; and
· UWTSD Library databases.
Institutional and industry evidence was also gathered from authoritative sources such as the Office for National Statistics (ONS), CIPD, UKHospitality and publications from the UK Government/Department for Business and Trade.

The following search combinations were used:
· “human capital management” AND “restaurant industry”
· “HRM practices” AND “customer service quality”
· “employee training” AND “restaurant service quality”
· “employee engagement” AND “customer satisfaction”
· “employee retention” AND “hospitality service quality”
· “performance management” AND “restaurant employees”
The search focused on literature from 2020 through 2026, to capture the most recent literature on workforce and service quality issues. Some of the seminal sources, however, were kept as they had laid foundations for a concept or theory, such as Becker's (1964) Human Capital Theory, Barney's (1991) Resource Based View, AMO framework by Appelbaum et al. (2000) and SERVQUAL model by Parasuraman, Zeithaml and Berry (1988).
Initial screening of search results was by abstract and title. Potentially relevant publications were then evaluated to the pre-established inclusion/exclusion criteria. This process is based on the following principle: that systematic literature searching should be based on clearly specified procedures for identification and evaluation of relevant evidence (Snyder, 2019).
[bookmark: _Toc240932153]3.7.1 Inclusion Criteria
Explicit criteria were developed before the final evidence set to ensure systematic selection of the evidence rather than arbitrary. Clearly stated eligibility criteria make research more transparent and consistent when using literature (Snyder, 2019).
[bookmark: _Toc240932209]Table 1.Inclusion and Exclusion Criteria
	Inclusion criteria
	Exclusion criteria

	Published academic research
	Unverified online content

	Peer-reviewed journal articles
	Blogs without academic or organisational credibility

	Relevant academic books
	Sources unrelated to HCM

	UK restaurant/hospitality evidence
	Studies with no relevance to service quality

	Relevant international hospitality studies for comparison
	Duplicate publications

	Government and professional reports
	Sources lacking sufficient methodological information

	Mainly 2020–2026 sources
	Outdated non-seminal sources

	English-language publications
	Non-English sources where reliable translation was unavailable

	Evidence relating to HCM practices, employee performance or service quality
	Evidence outside the research objectives


Seminal older publications were retained where they provided essential theoretical foundations. This avoided the inappropriate exclusion of historically important theories merely because they pre-date the main publication period.
[bookmark: _Toc240932154]3.8 Sampling Strategy
Since a study was not done with humans, there is no sampling of participants. Instead, a purposive sampling of secondary sources is used. A purposive selection is a technique whereby information rich sources which are directly relevant to the research questions and objectives are deliberately selected (Saunders, Lewis and Thornhill, 2023).
Sources were selected according to their relevance to:
· Human Capital Management;
· Recruitment and selection;
· Training and development;
· Employee engagement;
· Performance management;
· Reward and recognition;
· Employee retention;
· Employee performance;
· Customer service quality;
· Customer satisfaction; and
The UK restaurant or hospitality context.
Peer-reviewed academic work and evidence from authoritative institutions was preferred. Other studies on international hospitality were also included where appropriate for theory or practice to enhance the UK context.  
[bookmark: _Toc240932155]3.9 Data Collection Procedure
Secondary data collecting process was conducted in a systematic way to enhance transparency and methodological consistency.
Step 1: Definition of research questions and keywords.
The four research questions were formulated first, and then the search terms related to HCM practices and employee performance/service quality were developed.
Step 2: Database searching.
Combination of keywords and Boolean operators were applied during the search in academic databases and in institutional sources.
Step 3: Initial screening.
The titles and abstracts were checked to identify possible relevant sources.
Step 4: Duplicate removal.
Records across multiple databases that were duplicated were eliminated.
Step 5: Eligibility assessment.
The inclusion/exclusion criteria were used to evaluate potential sources.


Step 6: Full-text retrieval.
Publications were retrieved and studied in greater detail if they were found to have relevance.
Step 7: Evidence extraction.
Relevant data about HCM practices, employee performance, service quality and customer outcomes were retrieved.
Step 8: Thematic organisation.
Extracted evidence was classified into the six HCM practices and outcome categories.
Step 9: Preparation for analysis.
The final evidence set was prepared for systematic thematic coding and comparison.
This procedure provides a transparent account of what was searched, where it was searched, how sources were selected and how evidence was prepared for analysis, thereby strengthening methodological transparency (Bowen, 2009).
[bookmark: _Toc240932156]3.10 Data Analysis: Thematic Analysis
Thematic analysis was used to analyse the secondary evidence collected. Thematic analysis is a flexible method of qualitative research that involves the identification, analysis and reporting of meaningful patterns within text (Braun and Clarke, 2021). The study aims to look for common relationships in a wide range of academic and industrial resources, making it an ideal dissertation topic for this research.
Following this, the analysis was conducted in six phases as proposed by Braun and Clarke (2021).
Stage 1: Familiarisation with the data
Selected publications were read repeatedly enabling the general understanding of the findings, arguments, contexts and methodological features of the selected papers. Initial notes were taken on concepts that were recurring, including training, engagement, motivation, turnover and service quality.
Stage 2 is about generating initial codes.
Relevant parts of every source were coded by the concepts that directly related to the research questions. Across the evidence base coding was undertaken consistently.
Stage 3: Exploring themes
Codes were clustered together under larger themes based on the conceptual structure. Some skills, such as Communication skills, Competence and complain handling, were clustered together for Training and Development.
Stage 4: Reviewing themes
The themes that emerged were discussed with the evidence to see if they were well formed and separate. The results obtained were not discarded if they contradicted each other: differences between studies were analysed critically.
Stage 5: Defining and naming themes
Themes were well designed based on the research questions and conceptual framework.
Stage 6: Creation of final analysis
The final themes were combined into a logical storyline that demonstrates the relationships between HCM practices, employee performance, quality of customer service and customer outcomes (Braun and Clarke, 2021).
[bookmark: _Toc240932210]Table 2.Coding Framework
	Main theme
	Examples of codes

	Recruitment and Selection
	Skills, service orientation, person-job fit

	Training and Development
	Communication, complaint handling, competence

	Employee Engagement
	Commitment, motivation, employee voice

	Performance Management
	Feedback, standards, KPIs, coaching

	Reward and Recognition
	Pay, incentives, recognition, fairness

	Employee Retention
	Turnover, career development, job satisfaction

	Employee Performance
	Capability, productivity, service behaviour

	Customer Service Quality
	Reliability, responsiveness, assurance, empathy, tangibles

	Customer Satisfaction
	Loyalty, repeat visits, reviews, word-of-mouth

	Restaurant Performance
	Reputation, competitiveness, revenue


Analysis of the evidence was also conducted to highlight convergence, divergence and contextual differences. Convergence was explored when multiple sources indicated the same relationships, and divergence was explored when studies reported different relationships.
[bookmark: _Toc240932157]3.11 Quality, Reliability and Validity/Rigour
This type of research is qualitative secondary research and hence the traditional measure of statistical reliability is not suitable. Rather, the quality of research is evaluated by criteria used to judge the quality of qualitative research, such as credibility, dependability, confirmability and transferability (Lincoln and Guba, 1985).
The use of credible peer-reviewed academic literature and government and professional sources enhanced credibility. Evidence was analyzed across various forms of publications to ensure that the evidence does not come from only one source or point of view.
Transparency of the search strategy, a pre-defined inclusion and exclusion criteria and a consistent coding framework helped to promote dependability. Keeping notes documenting the decisions made during the search process and the choice of sources provides a record of the choices made in the research process, making it more transparent (Nowell et al., 2017).
Confirmability was considered with accuracy of representation of findings and arguments of original authors rather than by choosing evidence in line with the researcher's expectations. Contradictory finding was kept and critically assessed.
Transferability was taken into account by differentiating between results that were specific to the UK and those that were generated in other hospitality settings. The majority of the research was used for comparison rather than assumed to be directly applicable to UK restaurants.
Lastly, reflexive awareness was maintained throughout the thematic coding process as the qualitative interpretation always involves researcher judgement (Braun and Clarke, 2021). 
[bookmark: _Toc240932158]3.12 Ethical Considerations
There are no human participants in the study and questionnaires, interviews or focus groups are not needed. Personal data or special category personal data are not collected. Rather, only publicly available academic, governmental, professional and industry materials are used in the research.
However, there are still other secondary evidence that need to be accurately represented and responsibly used in ethical research. Appropriate Harvard referencing of all sources is used and findings from the research are not intentionally distorted, misrepresented or manipulated. Academic integrity is an obligation placed on researchers to acknowledge the contributions of the author(s) and differentiate their own analysis from that of other arguments (Bell, Bryman and Harley, 2022).
Copyright also is honoured through research in a valid way using others' work and avoiding unnecessary duplication of protected materials. Findings are contextualized and seen in the light of the context and limitations of the original sources, not as universally applicable.
Research materials and draft of dissertation are kept securely and access to it is only with the researcher and authorised University staff, when applicable. Drafts are sent via the approved University systems.
[bookmark: _Toc240932159]3.13 Data Protection and Storage
Limited requirements for data protection: No personal information/identifiable information about participants is collected in the study. However, materials used for research are kept in a secure manner and the integrity of the research process is guarded.
Research materials, such as downloaded academic papers and reports, evidence and analytical notes, are stored in the University's approved computer and/or approved cloud storage (OneDrive). Where available, password protection and two factor authentication is used. Frequent back-ups minimize the chance of loss.
Research materials are not available for public use unless there is a need for them to be so. No database of the participants is created and no personally identifiable information is intentionally collected, processed or shared.
To ensure an audit trail of source selection and analysis, research files are organised with appropriate files and folders and are consistently named. If temporary copies are no longer needed they are disposed of securely in compliance with the University's requirements. Records of relevant research are kept or stored in line with institutional policy.
Responsible research-data management is facilitated by these procedures, which ensure the confidentiality, integrity and availability of the data and methodological process is sufficiently open for academic review (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc240932160]3.14 Methodological Limitations
There are a number of drawbacks associated with qualitative secondary research. The study is based on previous evidence and the researcher cannot control how the studies originally gathered and analysed evidence. Comparability may be affected by differences in research design, samples, definitions and measurement approaches.
Second, the research does not offer an insider's view into employees' or customers' experience. It will therefore not be able to uncover any new points of view that may not have been previously documented in the literature. The publication bias may also occur in secondary research as studies showing significant and interesting results may be more likely to be published than studies with less significant results (Snyder, 2019).
Third, some evidence may come from hotels, larger hospitality enterprises or global markets and not UK restaurants. Such studies can offer useful comparisons, but the results of these studies may not be entirely applicable to the actual working conditions and labour dynamics of UK restaurants.
Fourth, there may be a limited amount of evidence specific to each restaurant. Conceptual inconsistencies also exist between different studies as they define HCM, employee engagement, performance and service quality differently.
Finally, theming analysis is a process of interpretation by the researcher. While systematic coding helps to minimise inconsistency, it is important to consider that researcher judgement may play a role in the identification and interpretation of themes (Braun and Clarke, 2021).
[bookmark: _Toc240932161]3.15 Chapter Summary
The purpose of this chapter was to provide the methodological backdrop of the study on the effect of HCM practices on customer service quality in the UK restaurant sector. The philosophy that the research has taken is interpretivist, and it has used an inductive approach when examining the relationship between HCM practices and employee/customer outcomes in an attempt to provide a qualitative understanding of the "how" and "why" of the relationship. The research philosophy that has been adopted is interpretivist, and it has taken an inductive approach when examining the relationship between HCM practices and employee/customer outcomes in an attempt to provide a qualitative understanding of the "how" and "why" of the relationship. A qualitative secondary-data design was selected, using purposively selected academic, government and industry sources. A systematic search and screening process was employed to identify relevant evidence and Braun and Clarke's (2021) six-phase thematic analysis framework was adopted for coding and synthesizing the evidence. Research rigour was supported through credibility, dependability, confirmability, transferability, triangulation and an audit trail. Ethical compliance, secure data management and methodological limitations were also addressed. The next chapter presents the thematic findings generated from the selected secondary evidence and organises them around the research questions and HCM framework.

[bookmark: _Toc240932162]Chapter 4: Data Analysis and Findings
[bookmark: _Toc240932163]4.1 Introduction
The chapter shares the qualitative analysis of secondary data aimed at exploring the effect of Human Capital Management (HCM) strategies on the quality of customer service in the UK restaurant industry. The analysis in this work is based on six HCM practices which are recruitment and selection, training and development, employee engagement, performance management, reward and recognition, and employee retention. The results then are analysed with regards to employee performance, the quality of customer service and customer satisfaction.
The chapter does not report primary survey responses, as is done in the methodological approach outlined in Chapter 3. Rather, evidence is provided in the form of numbers, from academic research, government data and reports from the hospitality industry, to support the explanation of the qualitative findings. It is crucial, especially for the UK hospitality sector which still struggles with a shortage of staff. For instance, according to Hospitality there are 132,000 hospitality vacancies, which is 48 per cent higher than pre-pandemic (UKHospitality, 2023).
The chapter also draws comparisons with earlier studies to determine if the evidence reinforces, expands or contradicts the literature which was reviewed in Chapter 2.
[bookmark: _Toc240932164]4.2 Overview of the Evidence
The secondary evidence shows that availability of workforce and employee continuity continues to be a key challenge for the UK hospitality sector. In the accommodation and food service activities sector, 20% of businesses and 31% of businesses reported having faced recruitment challenges in early October 2024 (ONS, 2024).
Evidence of difficulties with retention are also evident in CIPD data. Hospitality had the highest employee turnover rate for all industries reported at 52% from January 2022 to December 2023. In addition, more than one-third of hospitality employees had been in their role for less than one year during 2023 (CIPD, 2024).

[bookmark: _Toc240932211]Table 3: Key Numerical Evidence
	Evidence area
	Numerical finding
	Source

	Hospitality vacancies
	132,000
	UKHospitality (2023)

	Vacancies above pre-pandemic level
	48%
	UKHospitality (2023)

	Accommodation and food businesses experiencing worker shortages
	20%
	ONS (2024)

	Accommodation and food businesses experiencing recruitment difficulties
	31%
	ONS (2024)

	Hospitality employee turnover
	52%
	CIPD (2024)

	Hospitality employees in role for less than one year
	More than one-third
	CIPD (2024)

	Training/service-quality study
	120 usable surveys
	Waqanimaravu and Arasanmi (2020)

	Restaurant customer study
	1,358 survey responses
	Zibarzani et al. (2022)


Source: Compiled by the researcher from UKHospitality (2023), ONS (2024), CIPD (2024), Waqanimaravu and Arasanmi (2020) and Zibarzani et al. (2022).
Overall, the evidence suggests that recruitment and retention are not simply administrative HR functions, but should be viewed as strategic issues related to service quality.

[bookmark: _Toc240932165]4.3 Recruitment and Selection
The recruitment and selection of restaurant staff became a key HCM challenge as the frontline is essential to providing customers with a memorable experience. The challenge at hand is illustrated by the UK labour-market evidence. UKHospitality state that there are 132,000 hospitality jobs required, 48% more than before the pandemic (UKHospitality, 2023).
Specifically, in October 2024, 31% of accommodation and food service businesses faced recruitment problems and 20% experienced worker shortages (ONS, 2024).
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[bookmark: _Toc240932222]Figure 2: Recruitment and Workforce Pressure
Source: UKHospitality (2023) and ONS (2024).
The numbers indicate a possible pressure on restaurants to hire rapidly. Recruitment speed is not to be a substitute for recruitment quality, however. Communication skills, customer service focus, dependability and person-job matchup should be taken into consideration in effective selection. This is consistent with the Human Capital Theory as workers' knowledge and skills can be considered productive factors (Becker, 1964). It also is consistent with the Resource Based View, as valuable employee skills may be a source of organisational competitiveness (Barney, 1991).
Thus, H1 is supported by the evidence; effective recruitment and selection can help to improve employee performance and customer service quality. But recruiting is not enough, new recruits need to be trained, encouraged and supported by their managers.
[bookmark: _Toc240932166]4.4 Training and Development
Training and development had excellent evidence in the literature that was reviewed. Waqanimaravu and Arasanmi (2020) investigated the relationship between employee training and service quality in the hospitality industry with a sample of 120 questionnaires. Waqanimaravu and Arasanmi (2020) used 120 questionnaires to study the relationship between employee training and service quality in the hospitality industry. They found that there was a significant correlation between perceived benefits and training and service quality.
Similarly, Chikazhe and Nyakunuwa (2022) revealed the positive relationship between employee training and empowerment with perceived service quality with the mediation role of employee motivation and employee communication.
[bookmark: _Toc240932212]Table 4: Training and Service Quality Evidence
	Study
	Evidence
	Main finding

	Waqanimaravu and Arasanmi (2020)
	120 usable surveys
	Training benefits/support significantly related to service quality

	Chikazhe and Nyakunuwa (2022)
	Empirical hospitality/service evidence
	Training and empowerment positively influenced perceived service quality


Source: Waqanimaravu and Arasanmi (2020); Chikazhe and Nyakunuwa (2022).
This uniformity in the results from these studies reinforces H2. Training enhances employees' technical and interpersonal skills such as communication, dealing with complaints, product knowledge and response. The finding is also consistent with AMO theory as training enhances the ability part of employee performance.
But evidence indicates that training is most likely to be effective if the employee is supported to implement what they have learned. Empowerment, communication and managerial support are necessary to the training to have some effects. So the connection is more than just a single intervention, but an integrated HCM process.
[bookmark: _Toc240932167]4.5 Employee Engagement
Employee engagement was determined to be an important mechanism linking HCM practices and service behaviour. In turn, employees who are engaged are more likely to be committed, more likely to show discretionary effort and more likely to behave in a customer-centric manner.
This study used qualitative research with six focus groups in three luxury hotels to examine employee engagement and co-creation of hospitality services by Chathoth et al. (2022). They found that organisational factors that affect employee engagement in service co-creation processes include flexibility, empowerment, brand standards and service systems.
[bookmark: _Toc240932213]Table 5: Employee Engagement Evidence
	Evidence
	Numerical information
	Key implication

	Hospitality engagement study
	6 focus groups; 3 hotels
	Organisational factors influence engagement and service co-creation

	Chathoth et al. (2022)
	Qualitative evidence
	Empowerment and service systems support engagement



Source: Chathoth et al. (2022).
This supports H3. Employer attitudes seem to be only part of the reason for engagement, as organisational conditions seem to play a part too. Empowering staff can allow staff to be more responsive to customer issues without needing a manager's approval, which may lead to faster responses.
This is in line with AMO theory that employees must have ability, motivation and opportunity to contribute in an effective manner. Engagement is thus a link between HCM practices and the actual service behaviour.
[bookmark: _Toc240932168]4.6 Performance Management
Performance management provides employees with service standards, feedback and opportunities for improvement. This may involve standards of customer service, accuracy of orders, dealing with complaints, being on time, cooperation, and receiving customer feedback in restaurants.
The evidence reviewed shows that employee performance is a critical link between HRM practices and service outcomes. For instance, Papademetriou, Anastasiadou and Papalexandris (2023) analysed HRM, service quality, employee performance and customer satisfaction in inner city hotels in which 360 employees and 360 customers were engaged.
[bookmark: _Toc240932214]Table 6: Performance Management and Service Quality
	Performance-management activity
	Employee outcome
	Service-quality implication

	Clear standards
	Role clarity
	Greater reliability

	Feedback and coaching
	Capability improvement
	Greater assurance

	Customer feedback
	Identification of weaknesses
	Improved responsiveness

	Performance review
	Continuous improvement
	Greater consistency

	Recognition
	Motivation
	Greater customer-oriented effort



Source: Synthesised from hospitality HRM and service-quality literature, including Papademetriou et al. (2023).
The evidence supports H4. There is a problem with performance management, however, in that it should not be too punitive but rather developmental. Focusing too heavily on these specific goals could lead workers to become more efficient and/or less compassionate and customised.
[bookmark: _Toc240932169]4.7 Reward and Recognition
Reward and recognition affects the motivational element of performance. Giving employees fair pay, incentives, recognition and opportunities for promotion can help them stay in the company and show discretionary effort.
The literature suggests that rewards are most effective in conjunction with other HCM practices. Target achievement is often driven by financial incentive but it can't replace poor working conditions, weak management and poor training. This is in line with the AMO view in which motivation is considered in addition to ability and opportunity.
[bookmark: _Toc240932215]Table 7: Reward and Recognition Mechanisms
	HCM practice
	Employee effect
	Customer-service implication

	Fair financial reward
	Perceived fairness
	Greater commitment

	Performance incentives
	Target motivation
	Potentially faster response

	Recognition
	Psychological reinforcement
	Greater discretionary effort

	Career progression
	Longer-term commitment
	Greater experience

	Non-financial recognition
	Engagement
	More positive service behaviour


Source: Researcher synthesis based on HCM and hospitality literature.
In this sense, the evidence is not enough to support H5, but qualified. Reward should be married to training, engagement and performance management solutions not as a standalone solution.
[bookmark: _Toc240932170]4.8 Employee Retention
Within the UK hospitality industry, it is crucial to keep employees for long-term service as high staff turnover cuts down on experience, the costs of replacing staff, team stability, and service quality.
According to CIPD (2024), the turnover rate in the hospitality industry is the highest, at 52%, of the industries that were included in its comparison. It has also been noted that over a third of the hospitality workforce were under 1 year of experience (CIPD, 2024).
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[bookmark: _Toc240932223]Figure 3: Hospitality Employee Turnover
Source: CIPD analysis of UK Annual Population Survey data, January 2022–December 2023.
The difference in the average hospitality rate and the UK average is a clear indication of the nature of the retention problem. High turnover can also impact customer service as when an employee leaves, he or she will lack any of the organisation's knowledge or service procedures and the knowledge of customers.
Hence, H6 is endorsed. Career development, recognition, supportive management, fair reward and manageable workloads are some retention strategies that help maintain consistency of services and human capital.
[bookmark: _Toc240932171]4.9 Employee Performance and Customer Service Quality
The results and conclusions from both studies suggest that employee performance is a key mechanism between HCM and CSQ. Training builds ability, engagement and reward work on motivation, recruitment builds the right ability, performance management sets the standard and retention maintains the experience.
In support of this relationship, Papadimitriou et al. (2023) offer valuable quantitative evidence. They studied 360 employees and 360 customers and investigated HRM and its relationships with service quality, performance and customer satisfaction.
[bookmark: _Toc240932216]Table 8: Integrated HCM–Service Quality Relationship
	HCM mechanism
	Employee-level effect
	Customer outcome

	Recruitment
	Suitable capabilities
	Better assurance/reliability

	Training
	Knowledge and skills
	Better responsiveness

	Engagement
	Commitment and discretionary effort
	Better empathy

	Performance management
	Standards and consistency
	Reliable service

	Reward
	Motivation
	Positive service behaviour

	Retention
	Experience and knowledge
	Consistent service



Source: Researcher synthesis based on Becker (1964), Barney (1991), hospitality HRM literature and Papademetriou et al. (2023).
This evidence supports H7 and H8. The overall relationship can therefore be represented as:
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[bookmark: _Toc240932224]Figure 4: Conceptual Findings Model
Source: Researcher-developed model based on the findings of this study and previous literature, including Becker (1964), Barney (1991), Parasuraman, Zeithaml and Berry (1988), Waqanimaravu and Arasanmi (2020), Chathoth et al. (2022), Chikazhe and Nyakunuwa (2022) and Papademetriou et al. (2023).
[bookmark: _Toc240932172]4.10 Customer Service Quality and Customer Satisfaction
From the evidence, it can be noted that service quality is linked with customer satisfaction. Zibarzani et al., (2022) looked at restaurant customer satisfaction based on information on online restaurant reviews, and then 1358 surveys were analysed. They found that service, food, value and atmosphere were important factors in the restaurant satisfaction of the customers.
Additionally, 2,158 records from 50 restaurants were analysed at the social-data stage, showing the potential of customer-generated data to gain insights into restaurant service experiences (Zibarzani et al., 2022).
This discovery further confirms the notion that employee behavior is more than just internal metrics. Employees' capability is evident to customers in the results they deliver.
[bookmark: _Toc240932173]4.11 Findings Compared with Previous Studies
[bookmark: _Toc240932217]Table 9: Comparison with Previous Research
	Present finding
	Previous evidence
	Assessment

	Recruitment is a major challenge
	UKHospitality (2023); ONS (2024)
	Supported

	Training improves service quality
	Waqanimaravu and Arasanmi (2020)
	Strongly supported

	Training and empowerment influence service quality
	Chikazhe and Nyakunuwa (2022)
	Supported

	Engagement affects service co-creation
	Chathoth et al. (2022)
	Supported

	Hospitality has serious retention challenges
	CIPD (2024)
	Strongly supported

	HCM is connected with service quality
	Papademetriou et al. (2023)
	Supported

	Restaurant service quality affects satisfaction
	Zibarzani et al. (2022)
	Supported



Source: Researcher synthesis from the reviewed secondary evidence.
The overall result is that there is a great amount of consensus with earlier studies. The connection between training and engagement, as well as HCM and service outcomes, is the strongest. It is important to note, however, that several empirical studies have been carried out in hotels or outside the UK. So they offer contextually appropriate proof of hospitality but are not to be taken as indicative of the hospitality of all restaurants in the UK.
[bookmark: _Toc240932174]4.12 Summary Against the Research Propositions
[bookmark: _Toc240932218]Table 10: Evidence Against H1–H8
	Proposition
	Finding
	Assessment

	H1 Recruitment → performance/service quality
	Recruitment shortages demonstrate importance of effective selection
	Supported

	H2 Training → performance/service quality
	120-survey study reported significant training/service-quality relationship
	Strongly supported

	H3 Engagement → performance/service quality
	Empowerment and organisational systems influence engagement
	Supported

	H4 Performance management → service quality
	Standards, feedback and monitoring support consistency
	Supported

	H5 Reward → motivation/service
	Rewards can strengthen motivation when integrated with HCM
	Supported with qualification

	H6 Retention → service consistency
	Hospitality turnover reached 52%
	Strongly supported

	H7 Integrated HCM → performance/service quality
	Evidence supports interconnected HCM mechanisms
	Supported

	H8 Employee performance → customer satisfaction
	Hospitality and restaurant evidence links performance/service with customer outcomes
	Supported


Source: Researcher synthesis of secondary evidence.
This dissertation did not perform primary hypothesis testing and these propositions are not statistically accepted or rejected. “Supported” indicates that there is adequate convergence from the secondary evidence that supports the proposition.
[bookmark: _Toc240932175]4.13 Chapter Summary
The results of this chapter showed that there is a significant relationship between HCM practices and employee performance and customer service quality. UKHospitality reported 132,000 hospitality jobs were vacant in the UK, with ONS identifying 20% of accommodation and food service businesses were experiencing worker shortages and 31% were finding it difficult to recruit workers, confirming the critical nature of recruitment and retention challenges in the hospitality industry in the UK (UKHospitality, 2023; ONS, 2024).
Training support/benefits gave strong evidence, Waqanimaravu and Arasanmi (2020) effect size of 0.64, indicating that there was a significant relationship between training support/benefits and service quality based on 120 usable questionnaires. Other mechanisms that impact on employee motivation and service behaviour were also cited including employee engagement, performance management and reward, and CIPD evidence reveals the outstandingly difficult retention issues in the hospitality sector (CIPD, 2024).
The overall results confirm the suggested pathway:
HCM Practices à Employee Performance à Customer Service Quality à Customer Satisfaction à Restaurant Performance.
The next chapter will therefore discuss why these relationships occur, how the findings relate to Human Capital Theory, Resource-Based View, AMO theory and SERVQUAL, and how the findings relate to the research gap identified.
[bookmark: _Toc240932176]Chapter 5: Discussion
[bookmark: _Toc240932177]5.1 Introduction
This chapter interprets the findings presented in chapter 4 in the context of the research aim, research objectives, research questions, previous studies and the theoretical framework. The study sought to investigate how Human Capital Management (HCM) practices affect a customer's perception of the quality of services in the UK restaurant sector by applying a qualitative research approach using secondary data analysis. Six closely connected HCM practices – recruitment and selection, training and development, employee engagement, performance management, reward and recognition, and employee retention – were the focus of the research.
The results of the findings suggest that the quality of customer service cannot be judged based on one specific HR practice. This interpretation is in line with Human Capital Theory (HCT) (Becker, 1964), Resource Based View (RBV) (Barney, 1991) and Ability–Motivation–Opportunity (AMO) (Appelbaum et al., 2000) perspective, and SERVQUAL is a framework that explains the customer facing dimensions of service quality (SQ) (SERVQUAL) (Zeithaml, Parasuraman and Berry, 1988). 
[bookmark: _Toc240932178]5.2 Discussion of Research Question 1: What role does Human Capital Management play in the UK restaurant industry?
The results indicate that HCM is more than an administrative role in the UK restaurant industry it is also a strategic role. Employees play a critical role in the restaurants' direct interaction with the customers, answering requests, handling complaints and providing the service experience. Thus, the quality of human resources has a potential impact on the uniformity and reliability of customer services. This is to argue that human capital is a productive organisational resource because employees share their knowledge, skills and capabilities that can create economic and service value (Becker, 1964).
The HCM benefits are especially noticeable in the challenging UK Hospitality labor market. In 2023, over a third of all hospitality employees were in their job for less than one year and the employee turnover rate for the hospitality sector was at around 52% from January 2022 to December 2023 (CIPD, 2024). This could be a challenge for restaurants in terms of having well-trained and knowledgeable employees (CIPD, 2024). The ONS (2024) also noted that recruitment was an issue and there were also shortages of labour in accommodation and food-service activities. The conditions illustrate the importance of HCM to focus on both recruitment and employee development, engagement and retention.
The data can also be analysed using RBV. According to Barney (1991) organisational resources can be a source of competitive advantage if they have valuable and hard-to-replicate features. In the restaurant environment, staff who gain some understanding of the service, how to deal with customers and experience will be useful organisational resources. 
Thus, in the restaurant industry, HCM seems to have three related roles to play: capability development, promoting employee desired behaviour, and workforce continuity. This is a crucial connect between HR practices and outcomes for the customer.
[bookmark: _Toc240932179]5.3 Discussion of Research Question 2: Which Human Capital Management practices most strongly influence customer service quality?
The study concluded that six HCM practices were found to be relevant to customer service quality, all of which were interrelated. This study is a type of qualitative secondary data, which is not suitable for statistical ranking of these practices. Rather, evidence suggests that training, engagement and retention in particular were consistently supported by other HCM elements, such as recruitment, performance management and rewards.
[bookmark: _Toc240932180]5.3.1 Recruitment and Selection
Recruitment is significant as service quality is reliant, in part, on the characteristics of the person being served and the interpersonal and service characteristics of the employee. Hiring staff that have communication skills, customer orientation and a desire to work in a service environment can build the necessary capability for effective service delivery. 
But, the recruitment difficulties can limit it. Recruitment challenges have been noted within the accommodation and food-service industries by the ONS (2024) and by Hospitality. This aligns with the broader argument in HRM that recruitment is strategic not just filling positions (Armstrong and Taylor 2023). The finding thus leads to the suggestion that effective recruitment can play a role in service quality but that external factors in the labour market can also affect the effectiveness of the recruiting process.
[bookmark: _Toc240932181]5.3.2 Training and Development
The reviewed literature showed particularly good evidence of training. For instance, Waqanimaravu and Arasanmi (2020) discovered that perceived training benefits and service quality in the hospitality sector have a significant relationship. In turn, Chikazhe and Nyakunuwa (2022) found that training and employee empowerment had a positive effect on perceived service quality.
The results of this study indicate that training is useful in enhancing customer service skills by increasing the knowledge, communication skills, confidence and capacity to meet customer needs. HCT view’s investment in training as the growth of the productive knowledge and abilities of employees (Becker, 1964). The main focus of training from an AMO standpoint is to boost Ability, so that employees are better able to do their jobs (Appelbaum et al., 2000).
But just because evidence is there does not imply that service quality will be high when training is self-directed. Staff need to be encouraged and given opportunities to practice their skills. Thus, training would seem to be most effective when integrated into a broader HCM system.
[bookmark: _Toc240932182]5.3.3 Employee Engagement
Service-related outcomes were also related to employee engagement. Based on qualitative evidence collected from the hospitality industry, Chathoth et al. (2022) found relationships between employee engagement, empowerment, service systems and value co-creation. Happy workers are more likely to be involved with their work and to be active participants in customer facing scenarios.
The AMO framework can help in this case. Engagement and empowerment offer employees Opportunities to use their abilities and contribute to service decisions (Appelbaum et al., 2000). As a result, training of employees must be complemented by creating an organisational environment where they have the opportunity to make judgments and to be involved in the improvement of services.
[bookmark: _Toc240932183]5.3.4 Performance Management
Performance management can help achieve service quality by setting clear objectives, tracking service levels and giving feedback. Good feedback helps workers recognise areas to improve and the gaps in their performance. Other research has also focused on the role of clear goals and feedback in setting the tone for performance (Locke & Latham, 2002).
The results hence show that with the linkage of performance indicators to customer service expectations, performance management can contribute to service consistency. However, if employees view performance management as a form of control, the focus on monitoring could be detrimental. Performance management should, therefore, go hand-in-hand with accountability with coaching and support (Armstrong and Taylor, 2023).
[bookmark: _Toc240932184]5.3.5 Reward and Recognition
Motivation to sustain desirable service behaviours can be affected by reward and recognition. Recognition can be a way of telling workers that a customer-focused approach is appreciated by management, and suitable financial and non-financial rewards can help keep their morale high.
In the context of AMO theory, reward mainly influences the Motivation component (Appelbaum et al., 2000). The results also show that rewards are not likely to overcome poor recruitment, training or management. Rewarding good service is not the only way a restaurant can have high service quality. 
[bookmark: _Toc240932185]5.3.6 Employee Retention
The ability to retain staff is especially important in the UK restaurant industry given the fact that high turnover may lead to a loss of organisational knowledge and repeat hiring and training needs. As illustrated by evidence from the CIPD (2024), there is a significant amount of employee churn in the hospitality sector.
Attracting and keeping qualified staff can help ensure consistency of service as qualified employees are familiar with procedures, customer expectations and the service routine. Prior research in the hospitality industry also highlights the significance of factors related to retention in food services and hospitality jobs (DiPietro, Thozhur and Milman, 2008). 
[bookmark: _Toc240932186]5.4 Discussion of Research Question 3: How do Human Capital Management practices improve employee performance and customer satisfaction?
The results show that the link between HCM and customer satisfaction is more indirect. The first and primary factors that have an impact on the employee's ability, motivation, opportunity and continuity of practice can impact employee performance and ultimately the customer experience in HCM practices.
The AMO model is one that offers a helpful way to explain the construction. The following relationships mark the development of Ability: Recruitment and training; The following relationships mark the strengthening of Motivation: Rewards and performance management; and The following relationships mark the creation of Opportunity to contribute: Engagement and empowerment (Appelbaum et al., 2000). 
This relationship is similar to the empirical findings in hospitality. Strong links between HRM practices and SERVQUAL, employee performance and customer satisfaction were demonstrated by Papademetriou, Anastasiadou and Papalexandris (2023) in their study of the hotel industry. Thus, their results offer support for the integrated relationship between HRM and customer outcomes. However, due to the fact that the study focused on hotels in Cyprus, the results are not directly applicable to the UK restaurant sector, but are considered relevant in terms of providing support to the hospitality sector.
The results can also be analysed by SERVQUAL. Competency of employees and / or training can help the reliability; as capable people might provide services more consistently. Engagement and empowerment can help achieve responsiveness, as they could increase an employee's capacity to respond to customers' requests and problems. Assurance can be developed through knowledge and professional competence, or through engagement and customer orientation, the latter possibly supporting empathy (Parasuraman, Zeithaml and Berry, 1988). 
Restrictions are also backed by restaurant-specific research. Zibarzani et al., (2022) explored restaurant customers' experiences and identified that customer satisfaction was significantly related to service, food, value and atmosphere. This strengthens the notion that employee-related service delivery is part of a greater customer experience and no longer is just one of the factors.
So the results support the following relationship:
EPR ability, motivation and opportunity → EPR performance → CSQ → CS.
This is an integrated interpretation, rather than attributing it entirely to any single HR practice as being a direct cause of customer satisfaction.
[bookmark: _Toc240932187]5.5 Discussion of Research Question 4: What recommendations can improve customer service quality through effective Human Capital Management?
The results show that it is not a single HR initiative that is required but an integrated HCM approach should be followed by the restaurant. First of all, the following elements must be taken into account when recruiting and selecting people for the job of a customer service representative: technical requirements, customer orientation, interpersonal and communication skills. This can enhance the first fit of the staff members with the services required.
Secondly, restaurants need to offer ongoing training, not just induction. Customers communication, handling customer complaints, customer service recovery, product knowledge, and digital ordering systems are areas of training that should be covered. Research in hospitality suggests that service quality can be achieved as a result of training (Waqanimaravu and Arasanmi, 2020; Chikazhe and Nyakunuwa, 2022).
Third, communication and employee voice and appropriate empowerment should be augmented to enhance employee engagement. Staff with opportunities to participate in service decisions might be more likely to be able to respond to the needs of individual customers (Chathoth et al., 2022).
Fourth, needs to be a mix of clear service standards and frequent feedback and coaching in performance management. Finally, reward and recognition should be based on customer behaviours and not just financial reward. Last, but not least, career development, supportive management, recognition and opportunities for progression could be included in the retention strategies, especially in the context of this high turnover environment highlighted by CIPD (2024).
The recommendations are based on the AMO principle, that is, restaurants should build ability in employees, increase their motivation, and create opportunity to apply ability (Appelbaum et al., 2000).
[bookmark: _Toc240932188]5.6 Discussion Through the Theoretical Framework
[bookmark: _Toc240932189]5.6.1 Human Capital Theory
The results corroborate Becker's (1964) contention that knowledge and skills of employees are productive human capital. Training, development and experience can increase employees' capacity to perform service work. The results, however, further this argument as it suggests that investment needs to be coupled with adequate organisational practices if capability is to result in customer facing outcomes.
[bookmark: _Toc240932190]5.6.2 Resource-Based View
RBV can be used to understand how to make experienced and competent workers good resources for the organization (Barney, 1991). Human resources, however, don't necessarily generate ongoing advantages. The ability of employees to be developed and retained must be developed and integrated with the organisational processes of the restaurants. The interpretation is similar to later stages of the relationship between RBV and HR (Gerhart and Feng, 2021).
[bookmark: _Toc240932191]5.6.3 AMO Theory
The findings are best explained by the integrated explanation of AMO. Ability is developed through recruitment and training, Motivation through reward and performance management and Opportunity through engagement and empowerment (Appelbaum et al., 2000). Understanding of employee performance can thus be considered as a consequence of complementary HCM practices, not as a single intervention.
[bookmark: _Toc240932192]5.6.4 SERVQUAL
These employee capabilities manifest themselves to customers in terms of reliability, responsiveness, assurance, empathy and tangibles (Parasuraman, Zeithaml and Berry, 1988). In view of the above, it will be advantageous to integrate SERVQUAL with the HCM theories as the HCM explains the HCM mechanisms while SERVQUAL measures the customer side of the service quality.
[bookmark: _Toc240932193]5.7 Contribution to the Research Gap
The study helps fill the gaps in the literature identified in several ways. Firstly, it collates evidence related to HCM and customer service in the context of the UK restaurant industry rather than in a hospitality industry setting as a whole. Secondly, it looks at recruitment, training, engagement, performance management and rewards and retention as an interconnected process, rather than each practice in isolation.
Third, the research combines the HCT, RBV and AMO together with SERVQUAL. This offers a multi-level explanation from employee investment, to organisational practices, to employee performance, to customer perception. Fourth, the study also accounts for current pressures in the UK labour market, such as the challenge of recruitment, as well as hospitality sector labour turnover (which is high), which may be relevant to the setting up of a restaurant (CIPD, 2024; ONS, 2024).
[bookmark: _Toc240932194]5.8 Discussion Against the Research Objectives
[bookmark: _Toc240932219]Table 11.Discussion Against the Research Objectives
	Research Objective
	Discussion outcome

	Objective 1: Examine the concept and strategic importance of HCM
	HCM is strategically important because restaurant service depends substantially on employee capability, behaviour and continuity.

	Objective 2: Identify key HCM practices
	Recruitment, training, engagement, performance management, reward and retention were identified as interconnected practices.

	Objective 3: Evaluate their effects on service quality
	The evidence indicates that the practices influence service quality through employee ability, motivation, opportunity, performance and continuity.

	Objective 4: Recommend strategies
	Integrated recruitment, continuous training, engagement, performance management, reward and retention strategies are recommended


.
[bookmark: _Toc240932195]5.9 Overall Answer to the Research Questions
[bookmark: _Toc240932220]Table 12.Answer to the Research Questions
	Research Question
	Overall interpretation

	RQ1. What role does HCM play in the UK restaurant industry?
	HCM provides the capabilities, motivation, engagement and workforce continuity required for effective customer-facing service.

	RQ2. Which HCM practices most strongly influence customer service quality?
	All six practices demonstrate relevance, with particularly consistent evidence around training, engagement and retention; however, the qualitative design does not permit statistical ranking.

	RQ3. How do HCM practices improve employee performance and customer satisfaction?
	They operate through employee ability, motivation and opportunity, which influence employee performance and subsequently customer service experiences and satisfaction.

	RQ4. What recommendations can improve customer service quality?
	Restaurants should adopt an integrated HCM strategy combining effective recruitment, continuous training, engagement, performance management, meaningful rewards and retention


.
[bookmark: _Toc240932196]5.10 Chapter Summary
This chapter explained the results in terms of the four research questions as well as previous research and the theoretical framework. Overall, the evidence has indicated that HCM is strategically linked to customer service quality as it is the employee who is at the heart of the restaurant service delivery. Recruitment, performance management and reward are also important components of the system, but training, engagement and retention were particularly well supported. The capability of employee ability, motivation and opportunity (AMO) framework is used to explain how these practices develop employee ability, while HCT and RBV are used to explain the value of employee knowledge and capabilities in the process of the firm's strategy (Becker, 1964; Barney, 1991; Appelbaum et al., 2000). As for the capabilities of the employees, SERVQUAL elaborates how they can be manifested in the customers' perception of reliability, responsiveness, assurance, and empathy (Parasuraman, Zeithaml and Berry, 1988). The discussion therefore helps to support an HCM perspective instead of assigning the customer satisfaction to one HP. 








[bookmark: _Toc240932197]Chapter 6: Conclusion
[bookmark: _Toc240932198]6.1 Introduction
The aim of this dissertation is to investigate how Human Capital Management (HCM) practices affect the customer service quality service in the United Kingdom (UK) restaurant sector using qualitative methods of secondary data analysis. Research was designed with the realisation that the knowledge, skills, motivation and behaviour of front line staff are a critical factor in restaurant businesses and have a direct impact on customer experiences. The study focused on six critical HCM practices: recruitment and selection, training and development, employee engagement, performance management, reward and recognition and employee retention. The results were analyzed by applying Human Capital Theory (Becker, 1964), Resource-Based View (Barney, 1991), AMO Theory (Appelbaum et al., 2000) and SERVQUAL (Parasuraman, Zeithaml and Berry, 1988). This chapter summarizes the key findings, addresses the research questions, assesses the theoretical and practical implications, discusses the study's weaknesses, and offers suggestions for restaurant managers and future research.
[bookmark: _Toc240932199]6.2 Overall Conclusion of the Study
The general findings are that good and integrated HCM practices can play a major role in employee performance and quality of customer service within the restaurant sector in the UK. The evidence points to a view of HCM that is not fragmented into administrative activities per se. Rather, recruitment, training, engagement, performance management, rewards and retention are interdependent practices that together affect employees' skill, motivation and opportunity to do their job.
Employee performance was also identified as an important linkage between HCM practices and customer service quality in the study. Recruitment sets the right foundation, training builds skills, engagement and rewards boost motivation, performance management helps to ensure consistent behaviour, and retention keeps the organisational knowledge and experience within the organisation. Thus, it can be concluded that the conceptual pathway elaborated in the dissertation is supported:
Customer Satisfaction is one of the measures that falls under Employee Performance of HCM Practices in Customer Service Quality for Restaurant Performance.
But the results are not the only indicators of restaurant performance. Other factors such as food quality, price, location, atmosphere, technology, competition and wider economic factors also can influence customer satisfaction and organisational outcomes.
[bookmark: _Toc240932200]6.3 Conclusions Against the Research Questions
RQ1: How do recruitment and selection practices influence employee performance and customer service quality in the UK restaurant industry?
The study concludes that the recruitment and selection process offering suitable employees is an important basis for employee performance and service quality. Hiring the right people who possess the right technical, interpersonal and customer-service skills enhances the chances that employees will live up to customer expectations. Recruitment is thus mainly linked to AMO Theory (Appelbaum et al., 2000) dimension of Ability.
But recruitment isn't enough to ensure higher quality service. Appropriate training, motivation, management support and opportunities for new employees to apply their capabilities. As a result, H1 is upheld but recruitment is to be part of an integrated HCM system.
RQ2: How do training and development practices influence employee performance and customer service quality?
HCM practices of particular importance identified were training and development. Training increases employee knowledge, communication, confidence, and technical skills and complaint-handling skills. These enhancements can help to ensure more consistent and responsive service.
The finding also validates the Human Capital Theory since training is an investment in productive knowledge and skills of the employees (Becker, 1964). It also helps with the Ability aspect of AMO Theory (Appelbaum et al., 2000). However, the turnover rate of staff members can impact the return on investment of the training. With the importance of retention and complementary HCM practices, H2 is therefore supported.
RQ3: How does employee engagement influence employee performance and customer service quality?
The study findings indicate that there is a correlation between employee engagement and employee commitment, discretionary effort and customer oriented behaviour. Happy workers are more likely to be willing to respond to customers and uphold service levels.
Engagement particularly relates to the Motivation and Opportunity components of AMO Theory (Appelbaum et al., 2000). However, broader issues like leadership, workload, working conditions and organisational culture have an impact on engagement. There is support for H3 but engagement is more than just formal HR programmes.
RQ4: How do performance management, rewards and retention practices influence employee performance and customer service quality?
Performance management helps maintain consistency of service by setting expectations, giving feedback and developing a need. When reward and recognition systems are seen as fair, employee motivation can be enhanced. Employee retention ensures that organisational knowledge and experienced service capability is maintained.
But too much of this monitoring can also be stressful and too much of this can be a financial incentive for engagement may not be enough. It's important to remember that retention is a result of good HCM, not just a practice. Overall, H4, H5 and H6 are supported with some qualifications about implementation and context.
[bookmark: _Toc240932201]6.4 Conclusions Regarding the Overall HCM Relationship
The results support H7 which suggested that effective integration of HCM practices is positively related to employee performance and customer service quality.
It seems that, in the case of the individual practices, they reinforce each other. For instance, recruitment could supply staff with appropriate skills, but they will need training to obtain those skills. Employees can be motivated to use the knowledge by engagement and rewards; they can be directed and given feedback by performance management. Retention then helps the organisation to sustain the fruits of these investments.
The integrated view is especially pertinent for restaurants as service delivery relies heavily on front-line staff. benefit more from coordinated HCM systems than from individual HR interventions. The results also support H8 that shows the employee performance as a significant conceptual mechanism linking HCM practices and customer service quality and customer satisfaction.
[bookmark: _Toc240932202]6.5 Contribution to the Research Gap
The study makes contributions to solving the identified research gap in Chapter 1 in the following ways:
It is the first to target specifically the restaurant sector in the UK, not making the assumption that hotels and tourism and restaurants are one and the same. This gives a more contested awareness of service challenges relating to employees.
Second, the study brings together four theoretical perspectives. Human Capital Theory is the theory about the value of investing in employee ability, RBV is the theory about how employees can become strategic resources of the organisation, AMO Theory is the theory that helps understanding the mechanism that organisational HCM practices have on employee performance and SERVQUAL is the theory that helps understanding service quality from the point of view of customers that are in front of the organisation's face.
Third, the study examines six HCM practices collectively. This is important because the findings indicate that recruitment, training, engagement, performance management, rewards and retention are interdependent rather than independent mechanisms.
Finally, the study contributes through the qualitative synthesis of secondary evidence. It brings together academic and authoritative industry evidence to identify common patterns, differences and contextual issues
The study therefore addresses rather than completely eliminates the research gap. Further restaurant-specific primary research remains necessary to strengthen the empirical evidence.
[bookmark: _Toc240932203]6.6 Theoretical Contribution
The dissertation makes several theoretical contributions
Human Capital Theory
The findings support Becker's (1964) proposition that investment in employee knowledge and skills can increase productive capacity. Training and development were particularly consistent with this perspective.
Resource-Based View
The findings also support Barney's (1991) argument that valuable organisational resources can contribute to competitive advantage. Experienced, skilled and committed employees can represent valuable resources because their knowledge and service capabilities may be difficult for competitors to replicate.
AMO Theory
AMO Theory provides the clearest explanation of how HCM practices translate into employee performance. Recruitment and training develop Ability, rewards and engagement influence Motivation, while supportive management and employee involvement provide Opportunity (Appelbaum et al., 2000).
SERVQUAL
SERVQUAL provides the customer-facing component of the framework. Reliability, responsiveness, assurance and empathy are other factors which may affect the performance of the employees, and reliability, responsiveness, assurance and empathy along with tangibles also affect the overall evaluations by customers (Parasuraman, Zeithaml and Berry, 1988).
Overall, the study illustrates the potential of integrating these theories and not just using one particular theory.
[bookmark: _Toc240932204]6.7 Practical Recommendations
The following recommendations are given for restaurant managers in the UK based on the findings.
1. Recruit for service orientation
Communication skills, interpersonal skills, adaptability and customer-service orientation, in conjunction with technical skills, should be part of the recruitment criteria.
2. Dedicate to ongoing training.
Structured induction and continuous training on the requirements of dealing with customers, communicating with customers, responding to customer complaints and service requirements should be made available to restaurants.
3. Strengthen employee engagement
Managers should listen to, communicate with and involve employees in operational decisions. Staff must have the sense that their efforts are appreciated and valued.
4. Adopt developmental performance management.
Effective performance management should involve giving positive feedback, coaching and development, not over managing. There should be a clear standard of service for customers, but some room for staff discretion.

5. Mix the financial and non-financial incentives.
Fair compensation must be balanced with recognition, promotion, growth and appreciation for employees' efforts.
6. Develop retention strategies
Restaurants need to pinpoint the primary reasons for employee churn and tackle problems of lack of promotion opportunities, management support needed, and inadequate working environment. Maintaining skilled staff can ensure the preservation of organisational knowledge and service uniformity.
7. Monitor customer-service quality
Service should be routinely evaluated using service dimensions as outlined in SERVQUAL, especially reliability, responsiveness, the assurance and empathy.
8. Manage HCM as an integrated system
The most critical piece of advice is that restaurants shouldn't address each HCM practice in isolation. The Recruitment, Training, Engagement, Performance Management, Rewards and Retention systems should be in line with the customer service goals of the organisation.
[bookmark: _Toc240932205]6.8 Limitations of the Study
Some restrictions are noted. The first one was that the research was based on secondary data. As a result, it was not possible to directly observe, hear and feel the experiences, perceptions and expectations of restaurant employees and customers in the United Kingdom.
Second, some studies were of poor quality and lacked focus. Since various researchers have their own definitions of HCM, employee performance or service quality, comparisons are difficult.
Third, there is extensive research into hospitality that takes place outside of the country or across the hospitality industry. Data from hotels or other markets outside the UK may not be entirely applicable to restaurants in the UK.
Qualitative thematic analysis is lastly researcher interpretation. Interpretation was not fully detached from the researcher although transparent coding and source selection and source comparison were employed to enhance rigour.
The results should not be interpreted as statistical generalizable findings because of these limitations and should be recognized as a qualitative synthesis of the existing evidence.
[bookmark: _Toc240932206]6.9 Recommendations for Future Research
These limitations can be overcome in future research by using primary empirical research with UK restaurant organisations.
The first is that quantitative research could validate the relationships hypothesized in the conceptual framework with greater numbers of restaurant staff members and customers. The role of employee performance on the link between HCM practices and service quality could be explored using statistical methodology like regression or structural equation modelling.
Secondly, qualitative interviews with restaurant employees and managers may help to gain a deeper understanding of the reasons for the success or failure of specific practices in the HCM.
Third, future studies might be conducted to compare independent restaurants to large restaurant chains to see if size of the organisation impacts the effectiveness of HCM.
Fourth, longitudinal studies can be conducted to determine if long-term changes in employee performance and customer service are created as a result of HCM investments.
Last, but not least, future research should take into account the developments in today's world, like digital ordering, AI, online restaurants ratings and the changed expectations of employees, as these are reshaping restaurant service delivery.
[bookmark: _Toc240932207]6.10 Final Conclusion
This dissertation finds that humans in the UK restaurant sector are a critical factor in the delivery of service quality. Good Human Capital Management can enhance the capability, motivation, commitment, and stability of employees, and this can lead to better service performance of the employees who are in front of the customers. The evidence also emphasises the value of training, engagement and the right person, at the right time, at the right place and right price, and that rewards and performance management can be most effective when based on principles of fairness and development.
The main contribution of the study is the integrated explanation of the correlation between human capital and customer outcomes:
Good HCM > Higher employee performance > Higher quality of customer service > Higher satisfaction level from customers > Higher restaurant performance.
The results largely confirm the Human Capital Theory, RBV and AMO Theory and SERVQUAL is a good tool for gaining insight into the manifestation of the employees' performance in customer service. Therefore, UK restaurants aiming to gain a sustainable competitive advantage should not only consider employees as costs of labour, but as strategic human capital whose development, motivation and retention are crucial in providing customers with consistently high quality experiences.
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