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[bookmark: _3znysh7]Abstract
This dissertation investigated the factors associated with customer dissatisfaction at Burger King. It compared the company's customer service strategies with its other competitors. Chapter 1 entailed the aims and objectives of the research. The research focused on improving customer satisfaction and loyalty at Burger King. It used a qualitative methodology which involved customer interviews and thematic analysis. Chapter 2 looked into the comprehensive literature review. It focused on customer service and loyalty programmes within the fast food industry. It entailed the background of the parking and the role of customer service and loyalty programmes in changing customer perception. Theoretical frameworks like SERVQUAL and Ladder of Customer Loyalty were also used in the literature review. Besides that, it also identifies the potential research gaps. Next, chapter 3 provided the philosophical and methodological aspects of the research. It entailed research philosophies like pragmatism, interpretivism, and so on. It adopted an inductive research approach and used qualitative research methodology. The use of the primary data collection method also entailed purpose in sampling. This chapter also included ethical considerations taken in the research. After that chapter four analysed the findings of the research using thematic analysis. It identified five key themes namely staff behaviour, order accuracy and timeliness, staff friendliness and hospitality, suggested improvements, and loyalty programs. The findings highlighted issues in these areas which need urgent addressing. Last but not least, chapter 5 evaluated the research findings. It summarised the entire research work. Besides, it also acknowledged the contributions to academia and management. It also included research limitations and provided recommendations for future studies in a similar field.
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[bookmark: _Toc172628895]Chapter 1: Introduction
[bookmark: _Toc172628896]1.1: Introduction
In the fast-food industry, the competitiveness rates are significantly high and have a major impact on the choice of the consumers. Different fast-food businesses across the globe experience comprehensive problems among which Burger King is also the one that faces the issues of minimised customer satisfaction. The study below is focused on the ways of improving customer loyalty and service across the fast-food industry which improves satisfaction among the customers. The study also involved the standards of competition and recommendations related to the required changes that can be valuable for the maximisation of the position of Burger King.
[bookmark: _Toc172628897]1.2: Background of the study
The fast food sector has enhanced competition and experiences a higher rate of turnover among customers and being attentive to the effectiveness and convenience of the customers is essential. Customer service is vital within the sector to maintain competitiveness within the sector. It has a crucial significance in influencing the decisions of the customers and makes them willing to spend their money on the products and services of the fast-food industry (Chun and Nyam-Ochir, 2020). Businesses like Burger King need to be highly involved in improving its customer service and addressing the expectations of the customers. As a result of effective customer service, it can be valuable for the business to improve its market position. Burger King has experienced a decreased customer satisfaction rate. An interview was conducted among the consumers and the main question was how often do the consumers visit and purchase from Burger King to 126 customers. It was known that 26.98% of customers visited 3-5 times, 4.76% visited 6-8 times, 6.35% visited 9 or more times and 61.90% not more than 2 times (Teoh, 2023). The research will address different concerns related to customer satisfaction in the fast-food industry which is essential for profitability, competitiveness and market share as well.
[bookmark: _Toc172628898]1.3: Problem Statement
As the fast-food industry is highly competitive, maintenance of loyalty and consistency in customer service is a major challenge for businesses. Being a major business in the fast-food industry, Burger King experiences significant challenges associated with fluctuating customer satisfaction as well as turnover among consumers. Even with being a well-known brand, the business faces a constant challenge in adapting its strategies for customer satisfaction in terms of meeting the evolving needs of the customers. The research will be focused on the identification of crucial areas related to the enhancement of customer service for Burger King alongside fostering a long-term level of loyalty. The study also aims to discover challenges and offer insights that are actionable for the growth of customer satisfaction and loyalty levels toward Burger King and achieve long-term growth and success in the competitive sector.
[bookmark: _Toc172628899]1.4: Aims, Objectives, Research Questions
Aims
The aim of the research is to investigate and explore the issues and find out the best possible ways of improving customer service and loyalty quality in the fast-food sector businesses like restaurants.
Objectives
· To explore certain factors associated with customer dissatisfaction at Burger King with an inclusion of issues that ranges from accuracy of order to customer satisfaction and service attitude.
· To establish an analysis and comparison of the strategies related to customer service of Burger King as well as their competition in the sector of fast-food.
· To present activities and methods for the improvement of competence, staff friendliness, and hospitality at Burger King to create a good impression to satisfy the customers.
Research Questions
· What makes the customers dissatisfied with BK and what are the ways of tackling such problems?
· What is Burger King’s approach related to customer service and what are the activities of its competition?
· If the strategies of the competition are known, can they be emulated, but improved on them?
[bookmark: _Toc172628900]1.5: Rationale/Importance of the Research
The research is significant in different aspects and the first is assisting Burger King to know a diverse range of factors to be competitive in the sector. Further, the research can also be valuable for the factors that make the customers dissatisfied and the ways of mitigating them to enhance the level of loyalty. Additionally, the strategies can further be valuable for the given research as it enhance the level of customer service which can be helpful for the business to boost sales and profitability and lead to an improved level of loyalty and brand reputation.
[bookmark: _Toc172628901]1.6: Methodology (sources, population, sample, measuring instrument, data collection, data analysis)
Methodology is an important element of the research process which has enabled the researchers to conduct and complete the research study. Different methodologies have been employed by the researcher in the study wherein the primary sources have been utilised. The study has involved 10 Burger King customers as a population and a qualitative data collection and analysis process is used through interviews. Thematic analysis has been also considered to analyse the data gathered within the research.
[bookmark: _Toc172628902]1.7: Scope of the Study/Demarcation
The scope of the research is to analyse the factors associated with the ways of improving customer service and loyalty in fast food industry businesses like Burger King in a wider geographical area. The focus will be global where Burger King operates.
[bookmark: _Toc172628903]1.8: Structure of the Dissertation
The study was based on five main chapters wherein the first chapter that will be focused is the Introduction. Further, the second chapter that has been included in the study is the Literature Review followed by the Methodology. Likewise, the fourth chapter in the structure of the literature review was Data Analysis and Discussions and the fifth and the last chapter is Conclusions, Limitations & Recommendations.
[bookmark: _Toc172628904]1.9: Summary of Chapter 1
Overall, the first chapter has outlined the Introduction in the initial phase followed by the background of the study. The rationale of the study alongside adequate questions, aims and objectives is outlined. These questions, aims, and objectives will be addressed throughout the study.

[bookmark: _Toc172628905]Chapter 2: Literature Review
[bookmark: _Toc172628906]2.1: Introduction
The section below will discuss the literature review herein it will evaluate different themes related to the research topic. The concept evaluation, roles and even the ways to improve customer service and loyalty will be discussed below in relation to the fast-food industry. Theoretical frameworks and models will be discussed as well.
[bookmark: _Toc172628907]2.2: Different background aspects of the concept
[bookmark: _Toc172628908]2.2.1 Background of Burger King
Burger King is one of the major fast-food industries that has been operating in the global market and was established in 1954. The business is also termed as the second largest fast-food chain that was initially started by dealing with hamburgers the business has committed itself to signature recipes, premium ingredients, and even the family dining experiences to provide better customer service which is effective for improved levels of satisfaction and loyalty. According to Garcia (2020), the business has established over 18766 franchisees. The business faces intense competition from different other fast-food chains like McDonald’s, KFC and others. However, the business is constantly engaged in countering its competitors and has been highly engaged in improving its product lines to improve the level of customer service and loyalty levels. The business further partnered with Walt Disney Group as well as its Disney Films which helped in changing its focus and expanded its reach in the global area. The business deals in different products and services such as burgers, Chicken, veggies, salad, beverages and so on. This has enabled the business to make wider reach among the consumer sections, enabling them to serve a higher number of customers which improves the level of satisfaction and loyalty level (Lee, 2017). The business further offers refund policies, customer support and other aspects that help to offer better customer service and improve the level of loyalty.
[bookmark: _Toc172628909]2.2.2 Concepts of Customer Service and Loyalty
According to Rather and Hollebeek (2021), customer service is an important concept that involves providing better service and assistance to customers. Customer service additionally involves different interactions with the customers such as online chat, phone support, assistance in-person, and even engagement in social media. Better customer service further involves meeting and exceeding the expectations of the customers by addressing different needs and requirements of the customers. Customer service additionally includes better issues resolution, addressing their inquiries and also ensures that the customers have better and personalised experience. The high level of customer experience and service is an essential factor for the improved satisfaction level which results in a positive brand image. As a result, it also improves the encouragement of repeated business with the customers. As per Arslan (2020), customer loyalty is another concept that enhances the likelihood of the customers being engaged in doing repeated business by buying services and goods from a certain business. The level of loyalty from the customers results to have an enhanced level of preference for a brand above its rival groups. The level of loyalty is influenced by the emotional connections and the experiences from the past.
[bookmark: _Toc172628910]2.2.3 Role of Customer Service and Loyalty in the fast-food industry
As per Rajput and Gahfoor (2020), customer service plays an essential role in the fast-food industry to drive the success of the business in the global marketplace. Better quality customer service includes efficient, friendly, and swift interactions that are crucial to ensure that the consumers get their orders in a prompt and accurate manner. The fast-food industry is competitive and excellent customer service is an essential element for the brand to differentiate themselves apart from the rivals. It is an essential factor for the customers to have a positive experience for the customers and enhance repeated business. Improved convenience is an essential factor for the improvement of customer experience, an important factor of customer service. Likewise, Quoquab et al. (2020), state that customer loyalty also has a distinct role for businesses in the fast-food industry in terms of improving their brand image. The establishment of loyalty among customers ensures repeated business, an important aspect in maintaining frequent sales and profitability. The fast-food business is engaged in different activities in terms of improving the level of loyalty such as personalised marketing, loyalty programmes, and offering consistent personalised and consistent experience. As a result, loyal customers tend to be engaged with the business often and even spread word-of-mouth which offers better business growth and development.
[bookmark: _Toc172628911]2.3: Theoretical frameworks/models, and related research issues
There are different theories and models of customer service in relation to the customer service and loyalty level among customers. The customer service models and frameworks are essential for gaining insights as well as improving the interactions of the customers. It is an important aspect that results in better satisfaction among customers, level of loyalty and the wholescale success of the business. According to Shi and Shang (2020), an important model related to customer service is the SERVQUAL model which is a model related to improving the quality of service. SERVQUAL stands for “Service Quality” and was developed by Berry, Zeithamml, and Parasuraman. There are different dimensions of the model wherein the first is tangible which are the visuals or the physical appearance of the business. It includes materials of communication, personnel, equipment, and even the facilities which include functional aspects of the environment of service. Likewise, another dimension is reliability which is the capability of performing the promised service in an accurate and dependable manner. Another is responsiveness which is the will to assist consumers and give out services promptly. As per Karim (2020), another dimension is assurance which is the courtesy and knowledge of the workers as well as their capability in conveying confidence and trust. The last is empathy which is the care provision and offers attention to the consumers in an individualised manner. Addressing and understanding certain concerns and needs of the customers is associated with it. 
As per Ostrowski (2020), Ladder of Customer Loyalty is an important model that helps the businesses to enhance and gain insights into the loyalty among customers. The first stage of the model is prospects which is at the ladder's base. Prospects are potential consumers that have not bought any products from the business but are aware of the brand. Another essential element of the model is the customers who are the ones that have made initial purchases from the business. Such groups are fully aware of the brand even though they have not engaged with the business fully. As per Covell (2024), the third is the clients who are the consumers that have been engaged in repeated purchases with the business and have positive brand experience. Supporter is another element who are loyal customers of the brand and are often engaged in promoting the services and products of the brand through different channels. The last is advocates who are people that are the most committed and loyal who have strong emotional connection. Apart from promoting, the advocates even defend the brand against the criticisms.
[bookmark: _Toc172628912]2.4: Previous studies and lessons learnt
[bookmark: _Toc172628913]2.4.1 Ways of Improving Customer Perception of Burger King through Customer Service and Loyalty
There are different ways that can be implemented by businesses in the fast-food sector to make an improvement in customer service. According to ‌Kumar and Mokha (2021), one of the important ways is prioritising guest loyalty and satisfaction which can be valuable for the maximisation of the overall experience of the customers. Further, offering the employees better training and development programmes can be further valuable for the brands to improve the skills and capabilities of the employees, leading the customers to be satisfied with the business and establish a long-term level of loyalty. Additionally, applying better technological materials and innovations within the business is also valuable to minimise inefficiency and ultimately improve the quality of delivering service. As per Khairawati (2020), customer loyalty can be enhanced through loyalty programmes. It can include offering exclusive discounts and offers as well as the system of rewarding points. Personalised care is also an important way of improving customer service and loyalty level. Offering customizable offers as well as providing recognition to the regular customers is essential.
[bookmark: _Toc172628914]2.4.2 Impact of Customer Service and Loyalty on Customer Satisfaction in the Fast-Food Industry
According to Tuncer et al. (2020), customer service is an important aspect of influencing the way customers perceive the business. Offering better customer service is essential for improving the experience of the customers which leads the customers to be engaged better with consumers. Customer service is also important for the improvement of the satisfaction level of the customers. It enhances the sales and revenue of the business as well as the brand promotion through positive word-of-mouth. As stated by Singh et al. (2021), customer loyalty is essential as it creates a sense of appreciation and value for the consumers. Additionally, customer loyalty is also important for the repeated business of the business with the customers that leads them to do repeated business with the brand. Further, as a result of consumer loyalty, it improves the emotional connection of the customers with the brand and customers feel recognised.
[bookmark: _Toc172628915]2.5: Gaps identified to situate own research
Even with effective research on customer service and loyalty in the fast-food sector, there are certain gaps in the research. Primarily, the empirical evidence on the specific strategies adopted by fast-food chains like Burger King is limited. Further, the strategies that have allowed them to differentiate from their rivals cannot be found. Likewise, a tailored approach in the context of the fast-food industry could not be explored widely even by exploring models like SERVQUAL. Additionally, the impacts that technology and innovation has on loyalty and customer service has not been found in the study. Hence, effectively addressing such gaps can be valuable to understanding the ways and factors associated with effective customer service and loyalty specific to fast-food industry businesses like Burger King.
[bookmark: _Toc172628916]2.6: Summary of Chapter 2
The literature review has discussed the concepts associated with customer service and loyalty. The Literature review has initially highlighted the concepts related to customer service and loyalty. The roles and the ways to improve loyalty and customer service are described in the literature review. The theoretical frameworks associated with the concept of customer service and loyalty are evaluated as well.

[bookmark: _Toc172628917]Chapter 3: Research Methods and Methodology
[bookmark: _Toc172628918]3.1: Introduction
This chapter will focus on the philosophical and methodological aspects of research work. It will look into the philosophical position of the research, and describe what philosophy served as the guide for this research. Besides that, it will also showcase the paradigm position of this research.  This chapter will also give an overview of the methodological stands used in this research work. Additionally, it will entail the research strategy and also showcase the ethical considerations taken in the study.
[bookmark: _Toc172628919]3.2: Philosophical position of the research and why?
This research work is empowered with the philosophy of pragmatism. It integrates different perspectives and identifies the best solution for a problem (Saunders, 2019). The reason for choosing this philosophy is that it provides flexibility in research methodology. Moreover, it also has qualitative and quantitative features (Foster, 2024). They are necessary to understand the factors of customer satisfaction. By using pragmatism, the study has allowed comprehending the present situation of customer service. Moreover, it also allowed the researchers to examine the different strategies taken by other Competitors of Burger King. Moreover, it also followed an epistemological philosophy. It contributes by making a research work more credible (Steup et al., 2024).
[bookmark: _Toc172628920]3.3: Paradigm position of the research and why?
Interpretivism was chosen as the paradigm position of this research work. This helps the researchers to understand the subjective meaning of people’s experiences. It allows the researchers to understand the different social aspects (Alharahsheh and Pius, 2020). The reason for choosing this approach is that it provides a detailed understanding of the individual’s subjective reality, Therefore it makes this relevant to the customers’ perspective in the fast food industry. Another reason is that individuals' personal preferences and cultural backgrounds also have a deep influence on interpretivism (Gertsen and Zølner, 2020). It allows exploring the multifaceted experiences of customers in the fast food sector, which is influenced by the service quality and customer loyalty programs.
[bookmark: _Toc172628921]3.4: Position of Research Approach and Why?
[bookmark: _2grqrue]An inductive approach was adopted by the researcher in this study to discern or test data and information in order to develop new theories from them (Sibeoni et al., 2020). Additionally, data and information are collected from credible sources. Thereafter, with the use of this approach the researchers try to recognise hidden patterns from the collected data and develop generalised theories (Kyngäs, 2020). Due to this feature, this approach was suitable for finding out the parameters which impact customer service quality in the fast food industry. The researchers conducted specific observations which allowed getting much broader insights. Moreover, this approach was also aligned with the research questions as well.
[bookmark: _Toc172628922]3.5: Methodological stance of the Research and why?
The researchers used a qualitative research approach for this study. This approach emphasizes in the deep understanding of the fast food industry stakeholders. According to Chai et al. (2021), qualitative research allows the researchers to understand the beliefs, behaviours, experiences of people. The researchers use non-numerical data for this process (Addams, 2014).
For instance, interviews and observations. It allows for gaining detailed insights. Qualitative research has been chosen for this research work as it can help the researcher to dive into the lifestyles and the behaviour of the customers. This is essential for uncovering the reasons for poor customer service in the fast food industry. By following the interview method, this research offers a detailed picture of the factors that influence customer satisfaction.
[bookmark: _Toc172628923]3.6: Stance of the Research Strategy and Design and Why?
A research strategy is a plan which provides guidance to the researcher throughout the entire process. It helps with data collection, analysis, as well as interpretation, which allows us to find meaningful conclusions (O’Gorman, 2015). For this research approach, the researchers have chosen the primary method of research. It was selected due to its interactive nature, for instance, methods like interviews. This helped in understanding the experiences of customers in the fast-food industry. By using primary methods of research, researchers used personal interviews. This helped understand the customer perceptions towards Burger King’s services. It was also related to the interpretivism paradigm, in order to identify the customer’s thinking pattern. Besides that, following this approach also ensured that the conclusions of this research work were based on the data received from the sample pool.
[bookmark: _Toc172628924]3.7: Research Sample and Population
The researchers used purposive sampling for the study. The reason for choosing this method was that it emphasises on selecting the samples which has the probability to provide the most relevant and accurate data (Obilor, 2023).  According to XX, purposive sampling is a sampling method, which is used by the researchers to find certain specific characteristics among the research samples. It is a non-probability sampling method. The rationale behind choosing this method was that it provides qualitative data which is necessary to understand the intricacies of customer service. 
[bookmark: _Toc172628925]3.8: Data Collection and Data Analysis Tools/Techniques
Data collection is an essential aspect of research work. It is required to find relevant information from credible sources (Larson et al., 2020). A data analysis tool facilitates the data collection process. Besides that, it also helps with the interpretation of the collected information (Coe et al., 2021). Researchers used an interview method as a primary data collection tool. 10 randomly chosen customers of Burger King were interviewed for this process. The interview questions were designed to find out the customer's perception of the customer services and loyalty programs in the fast food sector.
[bookmark: _Toc172628926]3.9: Ethical Consideration of the Research
Research work is incomplete without proper ethical considerations. They are essential as they provide credibility and authenticity to the entire study (Suri, 2020). In the context of this study, researchers obtained informed consent from the participants before asking them any questions.  The participants were provided with information about their ability to withdraw from the survey at any point in time. The participants were treated with respect by the researchers. Besides that, the entire research work also kept the participants’ identities and other sensitive information confidential. It safeguarded the information received from them. 
[bookmark: _Toc172628927]3.10: Summary of Chapter 3
Chapter three provided a description of the philosophy behind this research work, which aimed to study the factors related to customer satisfaction in the passport industry. It talked about pragmatism as it allows for flexibility.  Besides that, it also overviewed the importance of interpretivism, which was crucial to understanding the customer's perspective in the fast food sector. Moreover, the chapter also showed that an inductive approach was followed by the researchers which allowed them to generate theories from specific data. In addition to that, this chapter also overviewed the qualitative research approach which was utilised by the researchers to understand customer behaviour and their lifestyle. Lastly, it entailed the ethical considerations taken in this study.

[bookmark: _Toc172628928]Chapter 4: Data Analysis and Discussions
[bookmark: _Toc172628929]4.1: Introduction
 This chapter will provide a detailed analysis of the research findings. It will use thematic analysis to analyse the participants’ responses. It will develop generalised themes out of specific questions asked to the participants during the interview, which will provide qualitative information related to customer satisfaction and loyalty programs at Burger King.
[bookmark: _Toc172628930]4.2: Analysis and Discussions of your findings/data
[bookmark: _Toc172628931]As the researcher, I employed thematic analysis (TCA) to delve into the customer feedback collected for this study. TCA is a qualitative research method that enables the identification of hidden patterns within data, facilitating the development of generalized themes (Soratto et al., 2020). This approach proved instrumental in organizing the insights gathered from the participants. To achieve a comprehensive understanding of the research aims, I engaged with 10 randomly selected customers of Burger King, posing five carefully crafted questions (refer to Appendix). This method not only enriched my analysis but also provided a deeper insight into customer experiences and perceptions.
4.2.1: Interpretation of Coding/Indexing/Subthemes
Theme 1: The staff of BK has the opportunity to improve their behaviour
Sub-theme 1: Issues with staff’s rudeness and unhelpfulness
Sub-theme 2: Lack of order handling and efficiency
Sub-theme 3: Absence of Politeness and Attractiveness
Sub-theme 4: Absence of Professionalism and Engagement
Interpretation of Theme 1
The participants of the interview mentioned several issues with the staff behaviour of BK. It highlighted their rudeness and unhelpfulness. As described by one participant, the staff at Burger King often seemed uninterested and rude. On the same note, another description included a significant lack of efficiency in handling orders. This led to long wait times. In addition to that, the absence of politeness and attractiveness in staff behaviour was also mentioned. Issues like the staff really greeting customers with a smile were also on the list of problems mentioned by the respondents. Another concern was a significant lack of professionalism and engagement. One participant also mentioned that the staff of BK did not sing professionally in their conduct. However, some positive responses were also among the answers of the participants. For instance, one mention included having a pleasant experience with staff members. Such a mixed response indicates significant room for improvement in the staff behaviour of BK.
Summary of Interpretation: Respondents highlighted several issues with the staff behaviour of Burger King. The inefficiency and a lack of professionalism were at the top of the list. However, some positive experiences were also mentioned that indicated polite staff behaviour. Such a mixed response suggests room for improvement.
Theme 2: BK has room to improve its order accuracy and timeliness
Sub-theme 1: Issues with order inaccuracy
Sub-theme 2: Issues with delayed service
Sub-theme 3: Absence of consistency in service
Sub-theme 4: Tendency to compare with competitors
Interpretation of Theme 2
The respondents of the interview highlighted several issues with order accuracy and timeliness at Burger King. One participant mentioned the order to be incorrect multiple times. This led to frustration. On the same note, another participant mentioned a significant delay in their service. This resulted in making the wait time longer than usual. Lack of consistency was among the concerns of the respondents too. As a participant mentioned the consistency was a hit and miss. In addition to that the participants also showed a tendency to compare Burger King Services with other competitors in the market. Their response also mentioned other fast food chains to be more reliable in terms of order accuracy and consistency.  However, some participants acknowledged occasional positive responses. However, the overall responses indicate a dire need to improve the accuracy of service at Burger King.
Summary of Interpretation: The respondents pointed out several issues related to order inaccuracy and delayed service. Inconsistency was also among their concerns. Only a handful of positive experiences were noted among the responses. Therefore these suggest the urgent requirement of introducing measures to address these issues at Burger King.
Theme 3: BK needs to work on their staff friendliness and hospitality
Sub-theme 1: Presence of greeting and initial reaction
Sub-theme 2: Presence of thoughtfulness and extra effort
Sub-theme 3: Presence of engagement and cheerfulness
Sub-theme 4: Issues with indifference and lack of effort
Interpretation of Theme 3
The respondents put emphasis on that there is an urgent need to improve the Friendliness and hospitality among the staff of Burger King. One participant stated that the initial greeting from the staff was often lacking. These led to setting a negative tone. On the same note, another participant mentioned a significant absence of extra efforts in service. Engagement and cheerfulness after staff were also highlighted in the responses. A respondent stated engagement of staff with customers in a cheerful manner. In addition to that issues like indifference and a lack of effort were also pointed out by them. Another mention also included indifferent behaviour of staff and the tendency of not making much effort to make the customer experience pleasant. However, respondents acknowledged occasional positive interactions from the staff side. Overall, the majority of negative feedback indicates a significant area to improve the hospitality of Burger King.
Summary of Interpretation: The respondents highlighted the need for improving friendliness and hospitality at Burger King. They noted issues regarding initial greetings, thoughtfulness, and indifference of staff. This suggests that there is a need for improving hospitality at Burger King.
Theme 4: Customers of BK suggested room for improvements
Sub-theme 1: Issues with staff training and behaviour
Sub-theme 2: Issues with Service speed and efficiency
Sub-theme 3: Variance in Menu and food quality
Sub-theme 4: Lack of cleanliness and ambience
Interpretation of Theme 4
The respondents suggested several areas for improvement at Burger King. One participant mentioned the need for staff training and behaviour which can improve customer interactions. On the other hand, another participant noted a lack of service speed and efficiency. This led to a longer wait times. Among the concerns of the participants, another illuminating factor was The absence of variance in menu and food quality. On the same note, one participant mentioned the lack of cleanliness and ambience in the BK outlets. However, some respondents acknowledged occasional positive aspects. This indicates that there is room for improvement in all aspects of their services.
Summary of Interpretation: To summarise, the respondents highlighted the issue with staff training. Their mentions also included service speed and menu variants and cleanliness at Burger King. Therefore it can be concluded that attire improvement in all aspects of their services is necessary at Burger King,
Theme 5: BK needs to introduce valuable loyalty programs and promotions
Sub-theme 1: Lack of positive incentives
Sub-theme 2: Lack of appeal
Sub-theme 3: Absence of Special promotions
Sub-theme 4: Issues with complexity and usability
Interpretation of Theme 5
The participants of the interview put emphasis on the need to introduce valuable loyalty programmes and promotions. One participant mentioned that positive incentives to encourage repeated visits were lacking. On the same note, another participant added by stating that The current promotions by BK were not very attractive. Their mentions also highlighted the absence of special promotions. Here one respondent stated that special promotions to make visitors visit more often are also very rare. In addition to that, the complexity and usability of the loyalty programmes and promotions were also mentioned. A participant also mentioned that their programmes were too complex and less user-friendly. However, an occasional acknowledgement was also present among the responses of the participants regarding the loyalty programmes of BK.
Summary of Interpretation: To summarise, the respondents highlighted the need for improving loyalty programmes and promotions at Burger King. Their mentions noted issues regarding appealing incentives and special promotions. The complexity of their loyalty programmes was also among the concerns. This suggests making a robust change in the loyalty programmes at Burger King outlets.
[bookmark: _Toc172628932]4.3: Summary of Chapter 4
Chapter 4 has analysed the findings of the research. It used a thematic analysis technique to develop 5 generalised themes out of 5 specific qualitative questions asked of the participants of the interview. It has developed themes based on people’s diverse experiences related to Burger King’s customer service and loyalty programs.
[bookmark: _1mrcu09][bookmark: _Toc172628933][bookmark: _GoBack]
Chapter 5: Conclusion, Limitations and Recommendations
[bookmark: _Toc172628934]5.1: Introduction
The following section will evaluate the conclusions on each of the findings of the research study. The section presents the findings of each of the chapters discussed within the study conducted above.
[bookmark: _Toc172628935]5.2: Conclusions on each research issue/objectives/proposition
The research objectives have aimed to look into the factors related to customer dissatisfaction at Burger King.  It has also aimed to highlight the importance of order accuracy, as well as the behaviours of the staff. Furthermore, the research subject tips have also looked into establishing a comparative analysis of customer service strategies between the chosen company and its competitors. Last but not least, the research objectives have also aimed to develop actionable methods which can enhance staff competence in the fast food industry. 
[bookmark: _Toc172628936]5.3: Conclusions on the research problem
The problems in the research are associated with the factors associated with the challenges and issues associated with customer service and loyalty. Even with the research, there still lies the challenge associated with customer service and loyalty in the businesses of the fast-food sector. The problems of customer turnover and satisfaction are presented that impact customer service and loyalty. The strategies associated with customer satisfaction, meeting customers’ needs, and other areas focused on customer loyalty have been addressed throughout the study.
[bookmark: _Toc172628937]5.4: Summary of the research findings and outcomes
Overall, the research study has focused on the research topic, “Ways of Improving Customer Loyalty and Service in the Fast-food Industry: A Case Study of Burger King”. The study has been divided into different segments in the form of chapters the first is the Introduction. The background and introduction have been stated in the primary section. The study has also evaluated the aims, objectives, and questions that were focused to be addressed throughout the study. The next chapter is focused on the discussion of different themes in the literature reviews. The themes involved the concepts and roles associated with customer loyalty and service. It has also discussed the impact and the factors associated with influencing customer service and loyalty.
[bookmark: _Toc172628938]5.5: Original Contribution of the Research
The research contributes by providing various empirical insights into the customer service factors in the fast food industry. The data-driven insight in the research findings will enhance customer satisfaction. Besides that, this research work will also be helpful for future researchers and scholars to conduct quality studies in the same field.
[bookmark: _Toc172628939]5.6: Limitations of the Research
The limitations of this research work are multifaceted. Firstly the sample size was 10 which is not adequate to find more raw data. Despite receiving valuable insights, It may not provide a detailed image of a broader customer base. Moreover, the responses received from the interview participants may tend to develop bias. Furthermore, the research is only focused on Burger King, which may limit the scope of a larger picture of the fast-food industry.
[bookmark: _Toc172628940]5.7: Recommendations/Areas for further/future research
Given the present circumstances and the experiences of the researchers for this research work, the future research made it to consider a large sample pool, which will encompass several fast food organisations besides Burger King.  This will allow the thematic generalisation to be much more credible. Considering the advancements of the modern digital world, future researchers should also explore the impact of digital transformation on customer experiences as well. This will provide a more relevant analysis.
[bookmark: _Toc172628941]5.8: Summary of Chapter 5
Chapter 5 has concluded the entire research work. Firstly it has provided conclusive statements on the research objectives/propositions, based on the results in chapter 4. Next, it has also concluded the research problem and provided closing statements associated with customer service and loyalty which were the chosen research problems for this study. After that, this chapter has also summarised the entire research findings and their outcomes. Moreover, it has given a description of the limitations of this research which has encompassed the small sample size, and the limited perspectives of the chosen problem. Lastly, it has provided recommendations for future research in this field.
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[bookmark: _Toc172628943]Terms of Glossary
1. Epistemological philosophy: This philosophy examines the scope and validity of knowledge. 
2. Ladder of customer loyalty: It is a framework which showcases the progressive stages of customer commitment.
3. SERVQUAL: Service Quality Gap Model. It is a multidimensional research framework. It is designed to measure consumer perceptions of service quality across different dimensions.
4. TA: Thematic Analysis. It is a research analysis method for identifying patterns and developing generalised theories from them.
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Interview Questions:
Question 1: Can you describe a time when you were particularly satisfied or dissatisfied with your service at Burger King? What did influence your impression?
Question 2: How do you see the accuracy and timeliness of your order at Burger King, compared to other similar stores you visited?
Question 3: How do the staff at Burger King show friendliness and hospitality? Can you give me an example?
Question 4: What improvements do you think can be made at Burger King to enhance the customer experience?
Question 5: Have any of your Burger King’s loyalty programs influenced your decision to return?
	No. of questions
	Respondents’ responses
	My understanding
	coding/indexing/sub-themes
	Theme

	
	Respondent No.
	Answers
	
	
	

	1
	1
	The staff was rude and unhelpful with my order issue, leaving a bad impression.
	The customer feedback received during the interview has provided detailed insights about their perceptions of staff behaviour.  The majority of the responses regarding the staff behaviour were negative which overshadowed the few positive responses. Suggests a significant inconsistency in the staff behaviour in the fast-food industry, and therefore needs an urgent fix.
	· Issues with staff’s rudeness and unhelpfulness
· Lack of order handling and efficiency
· Absence of Politeness and attractiveness
· Absence of Professionalism and Engagement
	The staff of BK has the opportunity to improve their behaviour

	
	
	
	
	
	

	
	2
	I waited over 20 minutes without an apology or explanation it was very frustrating.
	
	
	

	
	
	
	
	
	

	
	3
	The cashier was dismissive and did not make eye contact or smile. Bad impression
	
	
	

	
	
	
	
	
	

	
	4
	Excellent service. The polite and attentive staff ensured my order was correct
	
	
	

	
	
	
	
	
	

	
	5
	Had a mixed experience, staff fixed my order mistake quickly and apologised.
	
	
	

	
	
	
	
	
	

	
	6
	The staff was disorganised and rude. Besides I was given the wrong item
	
	
	

	
	
	
	
	
	

	
	7
	Cheerful and accidental staff during late night visit
	
	
	

	
	
	
	
	
	

	
	8
	Staff member went out of their way to help with a special request.
	
	
	

	
	
	
	
	
	

	
	9
	Staff ignored customers white  chatting among themselves
	
	
	

	
	
	
	
	
	

	
	10
	Welcoming staff, protect order, and a free drink due to a slight delay.
	
	
	

	2
	1
	Often receive incorrect items or missing condiments. Worse than other fast-food places
	The majority of the responses received in the interview focussed on inaccuracies and delays. Although a few of the respondents reported efficient service, it is evident that negative experiences of customers regarding the accuracy of orders still prevail. Therefore organisations like Parker King need to address this issue on an urgent basis.
	· Issues with order inaccuracy
· Issues with delayed service
· Absence of consistency in service
· Tendency to compare with competitors
	BK has room to improve its order accuracy and timeliness

	
	
	
	
	
	

	
	2
	Order is usually correct but frequently delayed. Comparable to other stores
	
	
	

	
	
	
	
	
	

	
	3
	Never had an issue with orders.
	
	
	

	
	
	
	
	
	

	
	4
	There were frequent mistakes in my order. Their accuracy needs serious improvement.
	
	
	

	
	
	
	
	
	

	
	5
	Timing is inconsistent sometimes quick and other times very slow.
	
	
	

	
	
	
	
	
	

	
	6
	Order accuracy is good but there's often a delay.
	
	
	

	
	
	
	
	
	

	
	7
	Experience has been positive so far for me.
	
	
	

	
	
	
	
	
	

	
	8
	I usually face delays very often even during the non-peak hours.
	
	
	

	
	
	
	
	
	

	
	9
	Their accuracy is a big issue.
	
	
	

	
	
	
	
	
	

	
	10
	I usually get my order in a timely manner.
	
	
	

	3
	1
	Staff rarely greet the customers
	For organisations like Burger King staff friendliness is an essential aspect of their business.  the interview findings suggest that, most of the time organisations like Burger King have a tendency to show negligence on these parameters.  Therefore such businesses need to introduce improvements in this aspect.
	· Presence of greeting and initial reaction
· Presence of thoughtfulness and extra effort
· Presence of engagement and cheerfulness
· Issues with indifference and lack of effort
	BK needs to work on their staff friendliness and hospitality

	
	
	
	
	
	

	
	2
	One staff member offered an extra napkin without me asking
	
	
	

	
	
	
	
	
	

	
	3
	Staff often seem disinterested and avoid eye contact.
	
	
	

	
	
	
	
	
	

	
	4
	I was greeted warmly when I entered the restaurant.
	
	
	

	
	
	
	
	
	

	
	5
	Staffs were polite.
	
	
	

	
	
	
	
	
	

	
	6
	The cashier was cheerful and friendly.
	
	
	

	
	
	
	
	
	

	
	7
	The staff usually rush through orders and seem very impatient.
	
	
	

	
	
	
	
	
	

	
	8
	Few staff members remember my regular order.
	
	
	

	
	
	
	
	
	

	
	9
	Once a staff member held the door open for me. These small gestures make a difference.
	
	
	

	
	
	
	
	
	

	
	10
	Staff seem indifferent.
	
	
	

	4
	1
	They need to improve the staff training to ensure better customer service.
	The interview findings showcase that customers have significant demands for improvement which range from improvements in service speed, quality in the foods served, and so on.  Furthermore, some of the responses also highlight the demand of healthier food options and better value-for-money deals. Companies like Burger King therefore introduce improvements in these aspects as well.
	· Issues with staff training and behaviour
· Issues with Service speed and efficiency
· Variance in Menu and food quality
· Lack of cleanliness and ambience
	Customers of BK suggested room for improvements

	
	
	
	
	
	

	
	2
	No improvements are required. Their services faster already
	
	
	

	
	
	
	
	
	

	
	3
	They should add healthier min options.
	
	
	

	
	
	
	
	
	

	
	4
	They should ensure the dining area is cleaner.
	
	
	

	
	
	
	
	
	

	
	5
	They can introduce more value-for-money deals.
	
	
	

	
	
	
	
	
	

	
	6
	They need to manage the order accuracy better.
	
	
	

	
	
	
	
	
	

	
	7
	Staff are required to be more friendly and approachable.
	
	
	

	
	
	
	
	
	

	
	8
	Improvement of the ambience would be nice.
	
	
	

	
	
	
	
	
	

	
	9
	Try to provide more customisable meal options
	
	
	

	
	
	
	
	
	

	
	10
	Staff need to be trained in customer service knowledge.
	
	
	

	5
	1
	The reward coin system is a great incentive.
	The loyalty programmes and membership offers are currently in trend, which attracts plenty of revisits.  However, the research findings have shown significant gaps and inefficiencies in the loyalty programmes and promotions of companies like Burger King.  Improvements in these aspects can also help enhance customer service.”
	· Lack of positive incentives
· Lack of appeal
· Absence of Special promotions
· Issues with complexity and usability
	BK needs to introduce valuable loyalty programs and promotions

	
	2
	I do not find the rewards very appealing.
	
	
	

	
	3
	The discounts bring me back.
	
	
	

	
	4
	I find the special promotions interesting.
	
	
	

	
	5
	I haven't seen much benefit from it.
	
	
	

	
	6
	The free items after starting number of visits and nice.
	
	
	

	
	7
	The programme is too complicated.
	
	
	

	
	8
	Yes, I like the earning points for future discounts.
	
	
	

	
	9
	Other restaurants prefer much better loyalty programmes.
	
	
	

	
	10
	The birthday special rewards are a nice touch.
	
	
	


Table 1: Thematic content analysis table
(Source: Created by learner)
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