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[bookmark: _Toc232054570]1. Introduction
Digital transformation has become a defining force in reshaping the global fast‑food industry. Over the past decade, rapid technological advancements have fundamentally altered how fast‑food businesses operate, interact with customers, and deliver services. Major brands such as McDonald’s, KFC, and Burger King, alongside delivery platforms like Deliveroo, Just Eat, and Uber Eats and others, increasingly rely on digital technologies including mobile ordering applications, self‑service kiosks, AI‑enabled drive‑thru systems, predictive analytics, and automated delivery logistics. These innovations promise faster service, reduced labour costs, improved accuracy, and enhanced operational efficiency.
However, despite the widespread adoption of digital tools, the impact of digital transformation on customer service quality remains contested. While digital systems can streamline operations, they may also reduce personalised service and human interaction, leading to customer dissatisfaction when systems fail or lack flexibility. Research shows that customers often experience frustration when digital interfaces do not accommodate special requests, when orders are incorrect, or when there is no staff member available to resolve issues (Helal, 2023). This highlights a critical tension: technology helps companies save money but may reduce customer satisfaction due to a lack of attention to detail.
The Midlands region of the UK provides a particularly relevant context for this investigation. The region has a diverse population, a high density of fast‑food outlets, and rapid adoption of digital ordering platforms. Understanding how digital transformation affects customer service quality in this region can provide valuable insights for both academic research and industry practice. This proposal outlines a secondary‑research dissertation that critically examines the relationship between digital transformation and customer service quality in the Midlands fast‑food sector.
[bookmark: _Toc232054571]2. Background and Rationale
The fast‑food industry is undergoing rapid digitalisation driven by changing consumer expectations, labour shortages, and competitive pressures. Customers increasingly expect fast, convenient, and seamless service experiences, prompting fast‑food businesses to adopt digital tools that enhance operational efficiency. McDonald’s, for example, has implemented AI‑powered accuracy tools, IoT‑enabled kitchen systems, and cloud‑based restaurant platforms to improve order precision and service speed (Rice, 2025). KFC’s digital transformation roadmap emphasises capability development, customer‑centric design, and operational alignment to ensure digital tools enhance service delivery (Jain & Yang, 2024). Burger King has similarly invested in digital loyalty platforms and mobile ordering systems to strengthen customer engagement.
However, research indicates that digitalisation does not automatically improve customer satisfaction. Tarika and Maria (2026) found that customer acceptance of the McDonald’s mobile application depends heavily on performance expectancy and facilitating conditions, rather than ease of use or social influence. This suggests that digital tools must be well‑designed and supported to maintain service quality. Poorly designed interfaces, lack of technical support, or system failures can reduce customer satisfaction and undermine the benefits of digital transformation.
Furthermore, Prayogo (2024) argues that digital applications must be developed using design thinking to ensure they meet user needs. When companies prioritise cost savings over user experience, digital tools may reduce customer satisfaction by failing to address individual preferences or service expectations. This is particularly relevant in fast‑food environments where customers expect speed, accuracy, and personalised service.
Digital transformation also affects back‑end operations. Hidayah et al. (2026) demonstrate that predictive modelling can improve food safety and consistency, but these improvements do not address the decline in personalised service caused by automation. While digital tools enhance operational efficiency, they may reduce human interaction, which remains a key component of perceived service quality.
Additionally, digital and social marketing tools shape customer expectations around sustainability and responsibility. Grancea and Neacsu (2026) highlight that fast‑food companies increasingly use digital communication to promote circular economy initiatives, demonstrating that digital transformation extends beyond operational efficiency to include sustainability and customer trust. Customers expect fast‑food brands to integrate responsible practices into their digital communication, influencing perceptions of service quality.
This dissertation is therefore timely and relevant, addressing a gap in the literature regarding how digital transformation affects customer service quality in the Midlands fast‑food industry. The findings will provide practical insights for fast‑food businesses seeking to optimise digital tools while maintaining high service standards.
[bookmark: _Toc232054572]3. Research Aim
To investigate the impact of digital transformation on customer service quality in the fast‑food industry in the Midlands, UK.
[bookmark: _Toc232054573]4. Research Objectives
1. To identify the key digital technologies adopted within the fast‑food industry in the Midlands.
2. To examine the impact of digital transformation on customer service quality.
3. To evaluate the benefits and challenges associated with digital technology adoption.
4. To provide recommendations for improving customer service quality through digital transformation.
[bookmark: _Toc232054574]5. Research Questions
1. How has digital transformation been implemented within the fast‑food industry in the Midlands, UK?
2. What impact does digital transformation have on customer service quality in fast‑food businesses in the Midlands?
3. What benefits and challenges does digital technology create for fast‑food companies seeking to improve customer service quality?

[bookmark: _Toc232054575]6. Literature Review
[bookmark: _Toc232054576]6.1 Digital Transformation in Fast‑Food
Digital transformation in the fast‑food industry includes mobile ordering applications, self‑service kiosks, AI‑enabled drive‑thru systems, predictive analytics, and digital delivery platforms. These tools are designed to enhance operational efficiency, reduce labour costs, and improve service speed. McDonald’s has implemented AI‑powered accuracy scales, IoT‑enabled kitchen systems, and cloud‑based restaurant platforms to improve order precision and customer trust (Rice, 2025). KFC’s digital transformation roadmap emphasises capability development, customer‑centric design, and operational alignment to ensure digital tools enhance service delivery (Jain & Yang, 2024). Burger King has similarly invested in digital loyalty platforms and mobile ordering systems to strengthen customer engagement.
[bookmark: _Toc232054577]6.2 Customer Service Quality
The SERVQUAL model (Parasuraman et al., 1988) highlights five dimensions of service quality: reliability, responsiveness, assurance, empathy, and tangibles. Digital tools can improve reliability and tangibles by standardising processes and enhancing visual presentation. However, they may reduce empathy and responsiveness when human interaction is replaced by automation. Customers may feel neglected when digital systems fail or when staff are unavailable to help.

[bookmark: _Toc232054578]6.3 Customer Acceptance of Digital Tools	
Tarika and Maria (2026) found that customer acceptance of the McDonald’s mobile application depends heavily on performance expectancy and facilitating conditions, rather than ease of use or social influence. This suggests that digital tools must be well‑designed and supported to maintain service quality. Poorly designed interfaces, lack of technical support, or system failures can reduce customer satisfaction and undermine the benefits of digital transformation.
[bookmark: _Toc232054579]6.4 Digital Engagement and Customer Behaviour
Fatorachian et al. (2025) highlight that digitalisation plays a critical role in enhancing customer engagement and brand presence within fast‑food SMEs, particularly through social media platforms. Their findings show that digital tools enable smaller fast‑food businesses to compete more effectively by improving visibility, customer interaction, and service responsiveness. However, SMEs often face capability and resource limitations, which can restrict the effectiveness of digital initiatives.
Çoker et al. (2025) demonstrate that digital behavioural interventions, such as dynamic descriptive social norm messages, can significantly influence customer food choices in cafeteria environments. This highlights the power of digital communication in shaping consumer decision‑making. However, poorly designed digital messages may reduce customer satisfaction if they fail to align with individual preferences or appear manipulative.
[bookmark: _Toc232054580]6.5 Back‑End Digital Systems
Hidayah et al. (2026) demonstrate that predictive modelling can improve food safety and consistency, but these improvements do not address the decline in personalised service caused by automation. While digital tools enhance operational efficiency, they may reduce human interaction, which remains a key component of perceived service quality.
[bookmark: _Toc232054581]6.6 Sustainability and Digital Marketing
Grancea and Neacsu (2026) highlight that fast‑food companies increasingly use digital communication to promote circular economy initiatives, demonstrating that digital transformation extends beyond operational efficiency to include sustainability and customer trust. Customers expect fast‑food brands to integrate responsible practices into their digital communication, influencing perceptions of service quality.
[bookmark: _Toc232054582]7. Methodology
[bookmark: _Toc232054583]7.1 Research Approach
This dissertation will adopt a secondary qualitative research approach, analysing peer‑reviewed academic literature, industry reports, and case studies. This approach is appropriate because it allows for a comprehensive analysis of existing research on digital transformation and customer service quality.
[bookmark: _Toc232054584]7.2 Data Collection
Data will be collected from:
· Peer‑reviewed journals (2023–2026)
· Industry case studies (McDonald’s, KFC, Burger King)
· Academic literature on customer service quality
[bookmark: _Toc232054585]7.3 Data Analysis
A thematic analysis will be conducted to identify recurring themes such as:
· Digital technologies
· Customer satisfaction
· Operational efficiency
· Benefits and challenges
[bookmark: _Toc232054586]7.4 Ethical Considerations
Secondary research poses minimal ethical risk. All sources will be cited using Harvard referencing.
8. Risks
This dissertation uses secondary research and therefore avoids many of the ethical and access challenges associated with primary data collection, several risks may still affect the successful completion of the project. 
1. Limited Availability of Recent Academic Sources
There is a risk that some aspects of digital transformation in the fast‑food industry, particularly UK‑specific developments, may not be widely covered in academic literature. Mitigation: Expand the search to include industry reports, case studies (e.g., McDonald’s, KFC, Burger King), and reputable practitioner sources to ensure sufficient evidence is available.
2. Bias in Secondary Data
Published studies may reflect the authors’ perspectives, organisational interests, or methodological limitations, which could influence the findings. 
3. Time Management Challenges
The 16‑week timeline requires consistent progress. Delays in the literature review or thematic analysis could impact later stages such as writing, editing, and proofreading. 
4. Interpretation Risk in Thematic Analysis
As thematic analysis involves researcher judgement, there is a risk of misinterpreting themes or overlooking important patterns in the literature. 

[bookmark: _Toc232054587]8. Project Timeline (16 Weeks)
Weeks 1–4: Literature search and annotated bibliography Weeks 5–7: Literature review drafting Weeks 8–10: Thematic analysis Weeks 11–13: Findings, discussion, recommendations Weeks 14–16: Editing, proofreading, referencing, submission
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[bookmark: _Toc232054588]9. Expected Contribution
This research will provide:
· A deeper understanding of how digital transformation affects customer service quality
· Insights for fast‑food businesses in the Midlands
· Recommendations for balancing efficiency with customer satisfaction
· Evidence‑based guidance for improving digital service design
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