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[bookmark: _Toc221742608]1. Introduction
[bookmark: _Toc221742609]1.1 Background of the Study
The QSR sector in the United Kingdom has emerged as a key force in the country's foodservice industry, driven by continued growth and shifting consumer preferences. The UK QSR market is currently worth USD 37.64 billion. It is predicted to rise to around USD 48.56 billion by the year 2031, with an annual growth rate of 5.23%, as the convenience and technological integration of technologies transform the dining behaviour (Mordor Intelligence, 2024). Branded QSRs still represent over a third of all foodservice expenditure in the UK, as part of the long-term popularity of fast and convenient food in urban living.
[image: ]
Figure 1: United Kingdom Quick Service Restaurant Market Size
(Source: Mordor Intelligence, 2024)
This expansion has made competition tougher as international competitors and local service providers compete to make a share in an industry with low barriers to customers switching. The consumer has become demanding with a requirement of choice, whether in the dine-in, takeaway, delivery and digital channels and strategic interaction is the only way to differentiate (Tariq and Khan, 2025). Simultaneously, digital platforms and mobile apps are changing the way customers contact brands. Personalisation, app ordering and data-driven loyalty incentives have become the core components of operations of many operators and about 83% of UK restaurant leaders said that loyalty programmes increased repeat ordering and average spend (Fletcher, 2025). Properly developed loyalty programmes can result in a significant number of visits from consumers, confirming that they visit more frequently due to rewards programmes.
[bookmark: _Toc221742610]1.2. Problem Statement
Even though the operators of quick-service restaurants in the UK are gradually implementing loyalty programmes and digital engagement tools to stimulate repeat business, little empirical research exists on how the two concepts can be combined to increase their long-term profitability and client retention. Ali-Alsaadi et al., (2025) pointed out the relevance of relational benefits and service quality as the factors that influence customer lifetime value in the fast-food setting, but few studies introduce the digital engagement, relationship marketing and CLV constructs into a consistent framework of the UK market. Ramos, (2026) indicated that acquisition costs are significantly higher than the retention returns, so loyalty should be favoured as opposed to a single-time promotion. This gap restricts academic understanding and puts managers with no sound models on how to maximise integrated approaches to loyalty that would turn the first-time customers into long-term sources of revenue for Shree Krishna Vada Pav, so it is essential to explore this further.
[bookmark: _Toc221742611]2. Research Aim, Objectives and Research Question
Research Aim
The study aims to “Investigate how loyalty-oriented marketing strategies influence long-term profitability and customer retention within the UK quick-service restaurant sector”.
Research Objectives
· To evaluate the significance of Customer Lifetime Value (CLV) in assessing retention effectiveness in UK QSRs
· To examine how relationship marketing practices shape customer loyalty and repeat purchasing behaviour
· To analyse the role of digital touchpoints and loyalty programmes in encouraging repeat patronage
· To assess the impact of retention strategies on competitive advantage and sustainable profitability
Research Question
RQ1) How do digital consumer engagement strategies influence consumer retention and profitability within the UK’s quick-service restaurant industry? 
RQ2) How do loyalty programme impact consumer retention and profitability within the UK’s quick-service restaurant industry? 
[bookmark: _Toc221742612]3. Preliminary Literature Review
Customer Lifetime Value (CLV) is the estimated income a customer will bring during the entire time spent with a company and puts a spin on single transactions to profitability. According to Ali and Shabn (2024), CLV has a high level of correlation with retention and subsequent revenue increase instead of acquisition in isolation, highlighting relational over transactional marketing. As per Dandis et al. (2023), relational benefits associated with CLV in fast-food situations have been found to include trust and commitment, meaning that quality experiences are maintained over time. Nevertheless, few empirical studies have used CLV frameworks in mid-sized UK QSR settings in which digital touchpoints and loyalty integration may have an additional positive effect on profitability frameworks.
The Relationship Marketing Theory describes the role played by trust, commitment and emotional ties in determining loyalty and repeat behaviour. Ali-Alsaadi et al., (2025) indicated that personalised communication and customer-centric engagement, as some of the relational practices, have a positive impact on loyalty in service industries. Doğan, (2023) demonstrated that communication based on interaction and customer focus enhances loyalty based on trust and customer satisfaction. According to Croitoru et al. (2024), employee affect and relational returns improve retention more than functional factors such as price or quality, indicating that strong connections have a tendency to be significant over the long run. However, most of these works respond to the general service setting instead of the competitive UK QSR market, where transactional disruption and adoption of technologies complicate the conventional motivators of loyalty.
The loyalty programmes reward frequent buying by giving them points, individualised incentives and behavioural confirmation. Catalán and Marchan, (2024) indicated that the gamified programmes and value-based ones greatly determine the engagement and satisfaction, which, respectively, affect the loyalty behaviour. According to Crouch et al. (2024), the use of digital loyalty schemes in service sectors has been associated with higher purchase frequency and perceived value, especially in digitally active cohorts and the impact may level off when rewards turn into a norm. Notably, the literature highlights that the majority of programme assessments are centred on the short-term response rates, but not the long-term effects of profitability, which leaves a void in the long-term financial effects of the loyalty programs.
Digital touch points, including mobile apps, online ordering systems and personalised notifications, provide additional points of engagement that allow creating convenience and continuous interactions. Nanta et al., (2025) demonstrated that favourable online touchpoint experiences improve the results of engagement, satisfaction and loyalty in any industry. As discussed by Venugopal and Baskaran (2026), digital engagement tools, such as apps and interactive features, assist in communicating and building relationships on a larger scale with the brands. Nevertheless, studies tend to focus on digital aspects individually and there is very little concerted evaluation of the interactions between these touchpoints and loyalty programmes and CLV mechanisms to enhance competitive strength, particularly in UK QSR companies.
Although there are improvements in the areas of CLV, relationship marketing, loyalty programs and studies examining the digital touchpoints, the lack of integrated studies examining the overall impact of loyalty-based digital strategy on customer retention and profitability in the UK quick-service restaurant setting is observed. Research often addresses these factors as isolated factors without offering a unified model that managers can use to maximise strategic retention investments. The current paper will attempt to fill this gap.
[bookmark: _Toc221742613]4. Research Methodology
The research philosophy will be an interpretivism in nature for this study, whereby customer retention, loyalty and digital engagement are social constructs affected by consumer perceptions, experiences and contextual meaning of customer retention, loyalty and digital engagement in the UK quick-service restaurant market. The interpretivism philosophy is suitable because the study aims to comprehend the position of loyalty-driven strategies in the academic and industry discourse instead of quantifying them in numerical tests (Junjie and Yingxin, 2022).
The research approach will be adopted is inductive to enable patterns, themes and theoretical understandings to come out of the data collected (Autenrieth and Costa, 2023). The study instead constructs conceptual knowledge based on the existing literature and documented evidence as opposed to testing pre-existing hypotheses. The study will use an exploratory research design as there were few integrated frameworks of Customer Lifetime Value, relationship marketing and online interaction in the UK QSR setting.
The research will use secondary qualitative data, which is obtained through peer-reviewed journal articles, industry reports and viable organisational publications. PRISMA framework will be applied to a structured search strategy, alongside the use of Boolean operators, pre-established inclusion and exclusion criteria to achieve transparency and rigour of source selection to achieve standard searches (Costa, Mendes and Freitas, 2025). There will also be a spider search strategy whereby the additional relevant studies are identified by reference tracking. The snowball sampling will be used in a documentary manner, where the citations of the most important academic sources are traced to develop the literature base (bin Ali and Tanveer, 2022).
The analysis of the data will be based on the thematic analysis by Braun and Clarke, which allows systematising the coding process, constructing themes and interpreting repeated patterns, which refer to the growth of loyalty (Ahmed et al., 2025). No primary data will be collected, so that ethical considerations will be confined to accurate citation, prevention of plagiarism, utilisation of publicly available data and academic integrity considerations.
[bookmark: _Toc221742614]5. Risks
The main threats of this secondary qualitative study pertain to the risks of the possible publication bias, the lack of access to recent or paywalled scholarly materials and excessive reliance on the existing meaning instead of primary empirical data. Selective inclusion is another risk that can occur even though PRISMA screening is performed structurally and inclusion and exclusion criteria are outlined (De Cassai et al., 2025). Also, the quality of methodological differences among sources can have an influence on the consistency of findings. Strict source assessment, clear record keeping and comparison of various peer-reviewed articles will be used during the review process to reduce such risks.
[bookmark: _Toc221742615]7. Timeline (Gantt Chart)

(Source: Created by the learner)
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