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[bookmark: _Toc231340245]CHAPTER 1: INTRODUCTION
[bookmark: _Toc231340246]1.1 Background and Rationale
In today's competitive service economy, customer satisfaction is a key determinant of organizational success. In the hospitality and food-service industries, service quality is now recognized as a critical factor for customer attraction, satisfaction, and loyalty (Tedja et al., 2024). It’s known for ‘Starbucks for all ‘, with digital features, scenes and personalized service. However, new pressures have been added to service quality by rising competition, evolving customer desires, and operational issues including wait times and service variability. Although studies have already been conducted, those studies could not be synthesized to understand the positive relationship between service quality and satisfaction, especially for different markets of Starbucks. This study aims to analyse this link critically with the help of the secondary data analysis.
[bookmark: _Toc231340247]1.2 Research Aim
The aim of this study is to critically examine the impact of customer service quality on customer satisfaction within Starbucks through a comprehensive analysis of secondary data and contemporary literature.
[bookmark: _Toc231340248]1.3 Research Objectives
1. To critically examine the concept of customer service quality and customer satisfaction within the hospitality and coffeehouse industry.
2. To evaluate the theoretical relationship between service quality and customer satisfaction using established service marketing theories and models.
3. To analyse how different dimensions of service quality influence customer satisfaction in Starbucks.
4. To assess recent evidence regarding Starbucks' customer service strategies and customer experience initiatives.
5. To identify gaps within the existing literature and provide recommendations for improving customer satisfaction through enhanced service quality.
[bookmark: _Toc231340249]1.4 Research Questions
Main Research Question
How does the quality of customer service affect customer satisfaction in the Starbucks system?
Sub-Questions
1. Which are the major dimensions of customer service quality found in the literature?
2. How does the quality of services relate to the satisfaction of customers in the coffeehouse business?
3. What kind of evidence is there indicating there is a relationship between service quality and customer satisfaction in Starbucks?
4. What issues does Starbucks get into when it comes to ensuring the quality of service standards?
5. How can Starbucks improve customer satisfaction through enhanced service quality practices?
[bookmark: _Toc231340250]1.5 Problem Statement
To maintain the competitive edge in the food and beverage market, it's crucial for organizations to keep improving customer experiences. Starbucks stands out in many areas recently compromising their service consistency, service delivery time, manpower and customer engagement which could impact customer satisfaction and company image. The widespread adoption of digital ordering technologies has been a boon to convenience but has also raised operational efficiency, service efficiency and social interaction concerns. Existing studies have explored the relationship between service quality and customer satisfaction; however, many focus on specific markets and report varying findings. Therefore, a comprehensive secondary-data-based analysis is needed to better understand how customer service quality influences customer satisfaction within Starbucks.
[bookmark: _Toc231340251]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc231340252]2.1 Theoretical Foundation
[bookmark: _Toc231340253]2.1.1 SERVQUAL Theory
The SERVQUAL model is one of the most commonly cited service quality measurement models originally developed by Parasuraman, Zenithal and Berry (1988). It views the service quality as the gap between what the customers were expecting and what he/she experienced during the service.
SERVQUAL identifies five key dimensions:
1. Reliability – ability to deliver promised services accurately and dependably.
2. Responsiveness – preparedness to give a timely response.
3. Assurance – employee competence, knowledge, and trust-building ability.
4. Empathy – personalised care and attention to customers.
5. Tangibles – physical facilities, equipment, and overall appearance.
It’s widely used in the hospitality, retail, healthcare and banking industries. This relevance can be confirmed from the recent studies which have been carried out in predicting the outcome in terms of customer satisfaction and customer loyalty, which are the Sari study (2025) and Tedja et al study (2024).
Examples of reliability in the Starbucks setting are correct order fulfillment, the time it takes to wait for an order, employee professionalism, personal interaction with the customer, and the ambience/cleanliness of the store. From the empirical evidence, these dimensions can be seen as contributing factors in forming customers' perceptions of service quality (Ardiansyah and Indrayani, 2024). While the above assertions hold general validity, scholars also contend that SERVQUAL needs to undergo the needed adaptions for dealing with digital service experiences, especially since people's mobile technologies are increasingly impacting service delivery (Ali et al., 2023).
[bookmark: _Toc231340254]2.1.2 Expectation-Confirmation Theory (ECT)
The other important basis for understanding customer satisfaction is (Oliver, 1980) called the Expectation-Confirmation theory. It provides a description of satisfaction as a psychological process of how the customers relate what they anticipate with the service they received.
ECT proposes three outcomes:
· Positive feedback in case of success above expectations
· If it meets expectations, the student moves on to confirmation.
· Negative confirmation in cases of underperformance
Customer Satisfaction happens when the expectations are met or surpassed while customer Dissatisfaction occurs when the expectations are not met. For a high-end product like Starbucks this makes perfect sense because of the "premium positioning" on which you sit and customer expectations of the service quality, the consistency of the service and products, and what you are experiencing. This means that if there are any service problems, this can have a greater negative effect than with the lower more competitive prices.
The presence of several studies in recent times attesting that expectation confirmation plays a significant role in the satisfaction level of consumers for the hospitality sector when targeted at high-end products are of great relevance (Nguyen and Nguyen, 2023). 
[bookmark: _Toc231340255]2.2 Key Themes and Models
[bookmark: _Toc231340256]2.2.1 Customer Service Quality
The quality of the service provided is the assessment that the end-users make based on their experiences and expectations (Kotler et al., 2022). Current literature considers service quality as being multifaceted, composed of service delivery functional and technical aspects (Tedja et al., 2024).
Several studies indicated that service quality positively influences the customer satisfaction in various industries, as confirmed by Tedja et al. (2024) in its systematic review. Likewise, Sari (2025) noted among food and beverage, service quality still proves to be one of the very salient predictors of satisfaction regardless of technological advancements and behavioural changes. These findings confirm that service quality is one of the crucial factors of the successful customer relationship and organisational performance.
[bookmark: _Toc231340257]2.2.2 Customer Satisfaction
According to Oliver (2014), customer satisfaction refers to the customer's judgement of customer expectations compared to customer expectations, after they receive the service. Satisfaction is subjective and is of an emotional kind, which is why it is extremely important in a hospitality context because of the non-material and experiential nature of services.
Sharing that satisfies the needs of the customer translates to a number of important results, such as retaining the customer, building customer loyalty, generating positive word-of-mouth, repeat sales, and long-term profitability (Kotler et al., 2022). In coffee markets where a large choice exists, satisfaction has become an even more crucial factor of importance (Nguyen and Nguyen, 2023). Hence, it is crucial to comprehend the factors that impact it, as it is for organisations such as Starbucks.
[bookmark: _Toc231340258]2.2.3 Service Quality and Customer Satisfaction Relationship
The link between service quality and customer satisfaction has been well-studied in previous research. The result of the most studies found that satisfaction is another key antecedent of Service quality (Cronin & Taylor, 1992; Tedja et al., 2024).
There is strong evidence that this is a relationship. The findings of Monroy Ceseña (2025) revealed that the service quality and the customer satisfaction of the Starbucks customers had a significant positive correlation (r = 0.79), meaning that the increased in the service quality positively influenced the levels of customer satisfaction. Likewise, Simatupang and Pasaribu (2025) discovered the importance of service quality to drive satisfaction and loyalty of Starbucks Reserve outlets.
Some studies, however, have concluded that high service quality does not necessarily lead to satisfaction. However, some other factors, such as perceived value, emotional experience, brand image, convenience, and product quality also have great influence (Ali et al. 2023). Thus, customer satisfaction should be considered as a multi dimensional construct that would be affected by service as well as non service related factors.
[bookmark: _Toc231340259]2.2.4 Starbucks and Customer Experience
Experimental marketing is a strategy that Starbucks is well known for and they are often described as a “third place,” a space between home and work (Schultz and Gordon, 2011). This means that you focus on connecting with the client on an emotional level, ambience and the personal service you can deliver.
But with the advent of digital transformation, mobile apps ordering, drive-through options, loyalty apps, etc., customer expectations have changed. The result of the research indicates that service quality, store atmosphere and brand image are positive factors that influence customer satisfaction (Ardiansyah and Indrayani, 2024). This means that the customers make their assessment of the Starbucks brand and product as a whole and not specific to product quality alone.
However, there is a report of challenges in the operation which include long waiting time, inconsistent services, as well as challenges in the work force pressure, which may impact service satisfaction. This emphasises the need to continually manage and fine tune the quality of service and not view it as a finished product.
[bookmark: _Toc231340260]2.2.5 Digital Service Quality and Customer Satisfaction
The digital revolution has added a whole new level of service quality. Mobile apps, websites and digital payment platforms are the preferred method of interaction with organisations for customers.
Digital engagement includes mobile ordering, Starbucks Rewards and targeted promotions in Starbucks. A study by Ali et al. (2023) has shown that, currently, digital service quality has a significant impact on customer satisfaction in service environments. But too much dependence on digital systems can decrease inter-personal interaction, thus compromising the emotional bond with consumers.
This presents a strategic dilemma for Starbucks with regards to how well it can be efficient but at the same time provide personalized human services. Yet, digital service quality is non–examined and underresearched area of the field of Starbucks research, and it calls for more research attention in the academia.
[bookmark: _Toc231340261]Conceptual Framework
The conceptual framework proposed is mainly drawn from SERVQUAL theory and more recent articles in the service marketing field.[image: ]

Figure: Conceptual Framework Model
Source: Adapted from Parasuraman, Zeithaml and Berry (1988)

Independent Variable: Quality of customer service.
Dimensions:
· Reliability
· Responsiveness
· Assurance
· Empathy
· Tangibles
Dependent Variable: Customer Satisfaction
Outcome Variable: Customer Loyalty (discussed within the literature but not directly investigated in this study)
[bookmark: _Toc231340262]2.4 Research Gap
Although a tremendous amount of research has been conducted on service quality and customer satisfaction, there are a number of gaps. First, most studies conducted at Starbucks have been primary quantitative ones carried out in certain geographical areas, which cannot be generalised. Secondly, although many studies have confirmed that service quality is related to satisfaction, few studies synthesize across contexts using secondary data. Third, the literature so far covers primarily the traditional dimensions of SERVQUAL, and lacks a focus on digital service quality and technology mediated experience.












[bookmark: _Toc231340263]CHAPTER 3: METHODOLOGY
[bookmark: _Toc231340264]3.1 Research Approach
Research approach is a process of generating knowledge and creating links between theory and evidence (Saunders et al., 2023). This study was conducted using deductive research approach. The deductive method starts from theories, concepts, then moves on to determine the validity of the theories through the evidence. The study is based on SERVQUAL theory (Parasuraman, Zeithaml and Berry, 1988) and Expectation-Confirmation theory (Oliver, 1980) which indicate that the perceptions of service quality play a significant role in customer satisfaction. The research will look at past scholarly work to determine if there is a body of evidence that validates the above-worked-out propositions for comparable hospitality organisations such as Starbucks. This is suitable as there is sound theoretical and empirical framework already established, the study can build on these instead of creating new theory.
[bookmark: _Toc231340265]3.2 Research Methods
This study uses secondary research to approach a qualitative approach. Secondary research focuses on analysing data that had already been obtained by other researchers, organizations and institutions (Johnston, 2017). It is appropriate for postgraduate research such as a dissertation if there is an adequate amount of academic literature and industry literature.
Peer-reviewed journal articles, Academic books, industry reports, Starbucks annual reports, market research publications, conference proceedings and respected business sources. Literature was limited to a narrow range of years only between 2020-26 just for the sake of relevancy.
Academic databases such as Google Scholar, Scopus, Emerald Insight, ScienceDirect, SpringerLink, Wiley Online Library and Taylor & Francis Online will be used for accessing data. Further facts and figures of the organizations will be sourced from the Starbucks corporate reports and investor reports.
The criteria for inclusion are that the source must be relevant to service quality, customer satisfaction or Starbucks; it needs to be academically credible; the source requires being written in English, and the sources must be published between 2020 and 2026. Exclusion criteria exclude duplicate items, pre-2020 studies where key foundational theories have already been published, and non-academic sources, excluding those that have methods that are not clearly explained.
Thematic analysis (Braun and Clarke, 2022) will be used to analyse the data. This includes getting to know literature, coding, searching for themes, categorizing findings, comparing studies and interpreting results. Reliability, responsiveness, assurance, empathy, tangibles, digital service quality, store experience and customer satisfaction outcomes will be major themes to expect. This approach can be used to create a synthesis of various qualitative evidence and to uncover patterns between studies.
[bookmark: _Toc231340266]3.3 Ethical Considerations
The ethics guarantee academic honesty and trust in research (Bryman, 2021). There are relatively low ethical risks involved in this study because it's a secondary data study.
To maintain academic integrity all sources will be given the appropriate credit in the form of UWTSD Harvard referencing. Plagiarism will not be tolerated (accurate referencing and paraphrasing will be followed). Findings will be reported in an open, honest and unbiased manner.
Since there are no human subjects involved, there are no issues of confidentiality and/or informed consent. However, copyright will be respected and only academic material which is legal to access will be used. These procedures meet expectations of the academic and ethical standards.
[bookmark: _Toc231340267]3.4 Feasibility
· Abbundant academic research exists on service quality, customer satisfaction and Starbucks.
· Secondary data approach eliminates need for surveys, interviews, and fieldwork costs.
· Sufficient resources exist due to access to university databases.
· Literature review, analysis, and writing can be completed within 12 weeks.
· Topic is relevant to current research in marketing & customer experience.
[bookmark: _Toc231340268]3.5 Expected Findings
· Positive relationship between customer service quality and customer satisfaction in Starbucks.
· SERVQUAL dimensions (reliability, responsiveness, assurance, empathy, tangibles) as key determinants.
· There is a strong influence of reliability and responsiveness based on their needs and expectations for services.
· Expansion in importance of digital service quality (mobile ordering, loyalty systems).
· Additional influencing factors: store atmosphere, brand image, perceived value, product quality, convenience.
· Suggestions for enhancing the quality of the service or customer experience.
[bookmark: _Toc231340269]3.6 Limitations
· Dependence on secondary information and literature.
· Lack of primary customer perspectives.
· Potential publication bias.
· It has limited generalisability because studies have been conducted in specific areas of the world.
· The availability of resources that limit the literature reviewed.
However, the study is useful in providing a synthesis of the current knowledge of the service quality and customer satisfaction in Starbucks, despite these limitations.



3.7 Research Timeline and Gantt Chart
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[bookmark: _Toc231340271]CONCLUSION
This dissertation proposal will revolve starbucks from a SERVQUAL perspective and its links to customer satisfaction, based on the Expectation-Confirmation Theory. It can be seen from the literature that the level of service quality is one of the important factors in customer satisfaction in the hospitality industry, where the elements of reliability, response, assurance, empathy, and tangible are all considered that affect customers' attitudes. Growing evidence is also surfacing on the significance of Digital Service Quality in Starbucks' new service environment. The research is conducted deductively, with a qualitative secondary-data methodology and a re-synthesis of the recent literature of 2020-2026, following the approach of an interpretivist philosophy.
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