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[bookmark: _Toc238669069]ABSTRACT

Digital transformation is reshaping how fast-food businesses manage customer interactions, ordering, payments, food preparation and delivery. Although self-service kiosks, mobile applications, online delivery platforms, contactless payments, artificial intelligence and data analytics may improve operational efficiency and customer convenience, their effects on service quality, profitability, accessibility and human interaction remain inconsistent. This dissertation investigated how digital transformation has been implemented within the fast-food industry in the Midlands, UK, its impact on customer service quality, and the principal benefits and challenges created for businesses.
The study adopted an interpretivist philosophy and a structured secondary qualitative research design. Evidence was identified through the UWTSD Library and Google Scholar. The complete evidence base comprised 64 selected sources: 58 substantive academic sources contributed directly to the thematic analysis, while six methodological and contextual sources supported the research design and interpretation. A combined deductive–inductive approach was employed, guided by SERVQUAL, the Technology Acceptance Model, the Resource-Based View and Dynamic Capabilities Theory.
Eight interconnected themes were identified: customer-facing digital technologies; integration of operational technologies; operational efficiency and service reliability; customer convenience, responsiveness and control; technology acceptance, trust and usability; organisational capability and employee readiness; digital inclusion and human interaction; and financial, ethical and sustainability challenges.
The findings indicate that digital transformation generally improves functional service dimensions, particularly convenience, responsiveness, customer control and potential order accuracy. However, its effects on relational dimensions, including empathy, assurance, accessibility and trust, are less consistent. Positive outcomes depend on system reliability, operational integration, customer acceptance, employee capability and organisational resources. The study also found that increased technology adoption, sales or ordering capacity does not automatically demonstrate improved profitability because implementation, maintenance, training and platform costs may offset financial benefits.
The dissertation concludes that digital transformation can improve customer service quality and operational efficiency when it is implemented as an integrated organisational process rather than an isolated technological investment. It recommends that Midlands fast-food businesses maintain accessible human support, invest in employee capability, strengthen privacy and cybersecurity, and evaluate service, financial and sustainability outcomes through measurable indicators. Limited Midlands-specific evidence restricts regional generalisation and highlights the need for future primary research.
Keywords: digital transformation; customer service quality; fast-food industry; Midlands; technology acceptance; operational efficiency; digital inclusion.









[bookmark: _Toc238669070]CHAPTER 1 – INTRODUCTION
[bookmark: _Toc238669071]1.1 Introduction
Digital transformation is changing how fast-food businesses communicate with customers, process orders, receive payments and manage operations. Mobile applications, delivery platforms, self-service kiosks, contactless payments, loyalty systems, artificial intelligence (AI) and customer analytics can improve speed, accuracy, efficiency and convenience. However, they may also create financial, organisational, ethical and inclusion challenges.
Digital transformation involves more than installing technology. It requires coordinated changes to processes, resources, employee capability and customer relationships (Vial, 2019; Verhoef et al., 2021). Its value should therefore be assessed through observable service and business outcomes rather than adoption alone.
This dissertation investigates the impact of digital transformation on customer-service quality in the fast-food industry in the Midlands, UK. Using secondary evidence, it examines implementation, service-quality effects, and the benefits and challenges created for businesses. This chapter establishes the context, rationale, research gap, approved aim, objectives and questions, scope, ethics and contribution.
[bookmark: _Toc238669072]1.2 Research aim
The research aim is:
To investigate the impact of digital transformation on customer service quality in the fast-food industry in the Midlands, UK.
[bookmark: _Toc238669073]1.3 Research objectives
The approved research objectives are:
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: _Toc238669074]1.4 Research questions
The research questions are:
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?
Together, the questions move from implementation to customer outcomes and organisational consequences. This prevents the dissertation from becoming a descriptive catalogue of technologies.

[bookmark: _Toc238669075]1.5 Background to digital transformation
Digitisation converts analogue information into digital form; digitalisation applies technology to improve an existing process; and digital transformation changes how an organisation operates and creates value (Vial, 2019). In fast-food service, an isolated digital till represents process digitalisation, whereas connected ordering, payment, loyalty, kitchen, inventory and delivery systems demonstrate broader transformation.
Fast-food operations are suitable for digitalisation because they involve high transaction volumes, standardised processes and strong pressure for speed and consistency. Customer-facing technologies include kiosks, mobile applications, digital menus, delivery platforms, chatbots and loyalty systems. Operational technologies include kitchen displays, inventory systems, demand forecasting and analytics. Bresciani et al. (2021) argue that digital transformation can support product, process and business-model innovation, but technology creates value only when it is aligned with organisational capability and customer needs.
[bookmark: _Toc238669076]1.6 UK and Midlands context
The UK fast-food and takeaway market is economically significant. Statista (2025) estimated that the industry was worth £23.1 billion in 2025, with approximately 49,254 businesses and around 460,000 employees. England also recorded 115.9 fast-food outlets per 100,000 residents in 2024, compared with 98.3 in 2017 (Office for Health Improvement and Disparities, 2025). Digital ordering further extends access beyond physical outlet locations.
Keeble et al. (2021), using linked data from 33,204 Just Eat outlets and 3,067 UK adults, found that greater online outlet access was associated with increased delivery-service use. However, increased use does not itself prove improved satisfaction, profitability or service quality. Granheim et al. (2022) similarly show that digital food environments include interconnected platforms, marketing and purchasing processes, requiring analysis beyond the physical restaurant.
The Midlands includes Birmingham, Leicester, Nottingham, Coventry, Derby and surrounding towns. It contains multinational chains, franchises and independent businesses with different financial resources and digital capabilities. Large chains may operate integrated applications, kiosks and analytics, while smaller firms may rely more heavily on third-party platforms. Direct peer-reviewed evidence concerning Midlands implementation remains limited; the study therefore evaluates wider UK and international findings cautiously.
The regional focus matters because implementation conditions are unlikely to be uniform. Urban outlets may experience high transaction volumes and strong delivery-platform coverage, while businesses in smaller towns may face different customer demand, labour availability and digital infrastructure. Chains, franchises and independent operators also differ in decision authority and access to investment. The dissertation does not measure these differences directly but considers them when evaluating whether published findings are transferable to the Midlands.
Direct peer-reviewed evidence concerning Midlands implementation remains limited; the study therefore evaluates wider UK and international findings cautiously. Consequently, the dissertation draws on wider UK and relevant international studies while critically considering differences in organisational size, customer demographics, technology infrastructure and market conditions. These sources are used to develop contextually informed implications for the Midlands rather than to claim that international findings automatically represent every regional business.
[bookmark: _Toc238669077]1.7 Research rationale and business significance
This research matters because digital investment is accelerating while evidence about its complete business effects remains inconsistent. Customers increasingly expect convenient, accurate and responsive service, while businesses face labour pressures, operating costs and intense competition. Digital technology may increase capacity and sales, but commission fees, maintenance, training and cybersecurity costs can reduce financial returns.
Restaurant performance research uses varied measures, making profitability conclusions difficult to compare (Elkhwesky et al., 2023). Bujalance-López et al. (2025) likewise identify continuing challenges in restaurant revenue-management research. This dissertation therefore distinguishes adoption, efficiency, revenue and profitability instead of treating them as equivalent outcomes.
Digitalisation also affects market position. Integrated applications and loyalty systems can strengthen direct customer relationships, whereas dependence on delivery platforms may reduce control over customer data and service recovery. For SMEs, the benefit of adoption depends on resources, managerial capability and the ability to integrate technology into operations (Prasetyani et al., 2025).
Profitability, efficiency and market position are therefore treated as related but distinct. Efficiency concerns operational inputs and outputs; revenue concerns sales; profitability reflects revenue after costs; and market position concerns competitiveness and customer preference. Technology can improve one outcome without improving all four. For example, delivery platforms may expand sales and visibility while platform charges reduce margins.
[bookmark: _Toc238669078]1.8 Customer-service significance
Service quality remains central because operational efficiency has limited value if customers experience unreliable, inaccessible or impersonal service. Parasuraman, Zeithaml and Berry’s (1988) SERVQUAL dimensions - reliability, responsiveness, assurance, empathy and tangibles - provide a basis for evaluating these effects.Recent service-quality synthesis demonstrates that the construct remains multidimensional and context-dependent (Saleem et al., 2024).
Digital systems can improve responsiveness and reliability through faster ordering and reduced manual data entry. Nevertheless, failures in applications, payments, kitchen integration or delivery can create new service problems. Personalisation may increase relevance but does not necessarily replace human empathy. Fast-food research also links service and brand experiences with satisfaction and loyalty (Dandis et al., 2023; Kumolu-Johnson, 2024). The research therefore evaluates functional and relational outcomes.
Customer service also includes recovery after failure. When an order is delayed, incomplete or incorrectly delivered, responsibility may be divided between the restaurant, application and delivery platform. Customers may experience difficulty identifying who should resolve the problem. The analysis consequently considers the complete journey from search and payment to preparation, delivery, complaint handling and repeat purchase.
[bookmark: _Toc238669079]1.9 Research problem and gap
The central research problem is that digital technologies are widely presented as improving fast-food customer service, yet the available evidence does not demonstrate consistent benefits across technologies, customers or organisations. Vial (2019) and Verhoef et al. (2021) agree that digital transformation extends beyond technology installation, but they emphasise different aspects of the process. Vial (2019) focuses on organisational restructuring and value creation, whereas Verhoef et al. (2021) place greater emphasis on customer journeys and digitally enabled business models. Together, their findings suggest that technology adoption should be evaluated through both organisational capability and customer outcomes.
Studies of self-service technologies provide evidence of customer acceptance but also reveal contextual limitations. Amiri et al. (2025) found that usefulness, ease of use and technology readiness influenced customers’ continued intention to use fast-food kiosks. Arsat, Hanafiah and Che Shalifullizam (2025) similarly identified accessibility, affordability, acceptability and awareness as important. Although the studies broadly agree that customer perceptions determine adoption, both were conducted outside the UK and concentrated on behavioural intention rather than verified improvements in service quality or profitability. Their findings cannot therefore be transferred automatically to Midlands customers or businesses.
UK evidence also remains incomplete. Keeble et al. (2021) found an association between online food-outlet access and delivery-platform use among UK adults. However, the study’s cross-sectional design could not establish that digital access caused increased use or improved satisfaction. Helal (2023) found that customers’ experiences of digital transformation influenced perceived value and well-being, but this does not demonstrate that every technology produces the same effect across different customer groups.
A further contradiction concerns business performance. Kharlamov and Parry (2021) connect digitisation with productivity and profitability, whereas Elkhwesky et al. (2023) identify inconsistent measures of restaurant performance across the literature. Consequently, evidence of higher sales, increased application use or customer intention cannot automatically be treated as evidence of improved profitability.
The literature also gives greater attention to convenience and efficiency than to inclusion and human interaction. Allmann (2022) identifies continuing digital poverty in the UK, while Monye (2024) demonstrates that cashless systems can create financial exclusion. These findings challenge the assumption that digital-first service improves quality for every customer.
The dissertation addresses these gaps by synthesising 64 selected sources. Fifty-eight substantive academic sources contribute directly to the analysis of the three research questions, while six methodological and contextual sources support the research design and industry context. The resulting research gap is therefore not an absence of studies... The principal gap concerns the limited integration of customer, operational and financial evidence within the Midlands fast-food context.
The resulting research gap is therefore not an absence of studies about individual digital technologies. Rather, it is the limited integration of evidence concerning implementation, customer-service outcomes and organisational consequences within a single regional analysis. Existing research frequently examines adoption, satisfaction or operational performance separately, while evidence concerning profitability, digital inclusion, employee capability and complete service journeys remains fragmented. This dissertation addresses that gap by synthesising these perspectives around the three approved research questions.
[bookmark: _Toc238669080]1.10 Scope and research approach
The study focuses on customer-facing and operational digital technologies used in fast-food and quick-service restaurant settings. Customer outcomes include reliability, responsiveness, assurance, empathy, usability, trust, satisfaction and accessibility. Business outcomes include efficiency, sales, costs, profitability, sustainability and competitive position, where these outcomes are supported by evidence.
The research uses a structured secondary qualitative review and thematic analysis. The complete evidence base contains 64 selected sources: 58 substantive academic sources contributing directly to the three research questions and six methodological or contextual sources supporting the research design and industry setting. Sources were identified through the UWTSD Library and Google Scholar. International evidence is included where relevant, but its transferability to the Midlands is evaluated explicitly. The study does not collect primary customer, employee or company data and therefore cannot directly measure the performance of individual Midlands fast-food businesses.
The unit of analysis is the published study rather than the individual customer or restaurant. Conclusions indicate what existing evidence suggests for the Midlands; they do not claim verified regional prevalence or direct causal effects.
[bookmark: _Toc238669081]1.11 Ethical significance
Ethical considerations remain important in secondary research. Academic integrity requires sources to be genuine, accurately represented and appropriately referenced, while contradictory evidence must not be excluded merely to support a preferred conclusion (Saunders, Lewis and Thornhill, 2019; Snyder, 2019). Digitalisation also creates substantive ethical concerns involving data privacy, algorithmic transparency, cybersecurity, digital accessibility and employee monitoring (D’Cruz et al., 2022; Monye, 2024; Pavlides et al., 2025; Velasco et al., 2024). These issues may influence customer trust, perceived fairness, employee wellbeing and service quality and were therefore incorporated into the analysis rather than treated as matters outside the study’s scope.
[bookmark: _Toc238669082]1.12 Significance and contribution
The study contributes by integrating customer-service, technology-acceptance and organisational-capability perspectives. SERVQUAL distinguishes functional dimensions, including reliability and responsiveness, from relational dimensions such as empathy and assurance (Parasuraman, Zeithaml and Berry, 1988). The Technology Acceptance Model explains adoption through perceived usefulness and ease of use (Davis, 1989), while the Resource-Based View and Dynamic Capabilities Theory explain why organisations obtain different outcomes from similar technologies (Barney, 1991; Teece, 2018). Combining these perspectives enables the study to examine whether improvements in speed, convenience and order accuracy also produce stronger customer trust, satisfaction and perceived service quality. It also distinguishes reported sales growth from demonstrated profitability because increased digital sales do not necessarily account for implementation costs, platform commissions, maintenance, training and other operational expenses (Kharlamov and Parry, 2021; Uddin et al., 2026). Its practical contribution is an evidence-based set of recommendations for Midlands fast-food businesses with different resources, organisational capabilities and levels of digital maturity (Akpan, Udoh and Adebisi, 2022; Prasetyani et al., 2025).
The study also gives digital inclusion and sustainability a central role. Digital services may increase convenience and independence for some customers while excluding individuals who lack suitable devices, digital skills, payment access or confidence (Allmann, 2022; Monye, 2024; Vu and Lim, 2022). Digital forecasting, real-time monitoring and mobile applications may help reduce food waste and improve resource allocation (Hong, Jaegler and Gergaud, 2024; Meemken et al., 2024). However, online ordering and delivery can also produce unintended environmental effects through packaging, energy consumption and transport-related emissions (Bohnsack, Bidmon and Pinkse, 2022). Evaluating these competing outcomes produces a more balanced assessment of digital value instead of assuming that every technological innovation automatically improves business performance, customer welfare or sustainability.
The study is therefore valuable to both academic and managerial audiences because it identifies not only where digital technology produces benefits, but also the organisational and customer conditions under which those benefits are most likely to occur.
[bookmark: _Toc238669083]1.13 Dissertation structure
Chapter 1 establishes the problem, aim, objectives and questions. Chapter 2 critically reviews relevant theories and empirical evidence and develops the conceptual framework. Chapter 3 explains the secondary qualitative methodology. Chapter 4 presents the thematic findings. Chapter 5 discusses the findings, answers the research questions and provides conclusions, recommendations, limitations and future research directions.
[bookmark: _Toc238669084]1.14 Chapter summary
Digital transformation is strategically important to the fast-food industry but creates conditional rather than automatic benefits. The limited Midlands evidence, inconsistent outcome measures and insufficient attention to integration, profitability and inclusion justify this study. The next chapter critically reviews the theoretical and empirical evidence supporting the investigation.













[bookmark: _Toc238669085]CHAPTER 2 – LITERATURE REVIEW
[bookmark: _Toc238669086]2.1 Introduction
This chapter adopts an interpretive and evidence-oriented approach to the literature. The review compares how researchers conceptualise and explain the relationship between digital technology, customer service quality and organisational performance. Quantitative findings concerning waiting time, accuracy, satisfaction, sales and technology acceptance are considered alongside qualitative interpretations of convenience, trust, empathy, accessibility and employee experience. These findings are not treated as context-free facts; their meaning is evaluated in relation to research design, sample characteristics, geographical setting and organisational context. This approach is consistent with the interpretivist philosophy of the dissertation because the study seeks to synthesise different explanations and experiences rather than test predetermined hypotheses using a new numerical dataset (Saunders, Lewis and Thornhill, 2019).
Digital transformation has become strategically important to fast-food businesses because customers increasingly expect fast, accurate, convenient and personalised services across physical and digital channels (Helal, 2023; Arkadan, Macdonald and Wilson, 2024). Technologies such as self-service kiosks, mobile-ordering applications, online delivery platforms, contactless payments, artificial intelligence (AI), customer relationship management systems and data analytics are changing how orders are received, prepared, delivered and evaluated (Ding et al., 2023; Hassoun et al., 2024; Shorbaji, Alalwan and Algharabat, 2025). However, technology adoption does not automatically improve customer service or organisational performance. Outcomes depend on factors including system reliability, customer acceptance, employee capability, organisational resources, accessibility and trust (Akpan, Udoh and Adebisi, 2022; Helal, 2023; Velasco et al., 2024).
Four theoretical perspectives guide the review. SERVQUAL identifies service-quality dimensions including reliability, responsiveness, assurance, empathy and tangibles (Parasuraman, Zeithaml and Berry, 1988). The Technology Acceptance Model (TAM) explains technology adoption primarily through perceived usefulness and perceived ease of use (Davis, 1989), while recent fast-food research demonstrates the continuing relevance of acceptance-related factors to self-service kiosk use (Amiri et al., 2025; Arsat, Hanafiah and Che Shalifullizam, 2025). The Resource-Based View (RBV) is used to evaluate the organisational resources and capabilities required for successful technology implementation (Barney, 1991). Dynamic Capabilities Theory explains how businesses sense technological opportunities, seize them and reconfigure their resources and processes as technologies and customer expectations change (Teece, 2018). The chapter concludes by synthesising the evidence, identifying research gaps and presenting the dissertation’s conceptual framework.

	Research Question
	Primary Evidence Examined
	Principal Evaluative Indicators

	RQ1: Implementation
	Kiosks, mobile ordering, delivery platforms, payments, CRM, AI, IoT and smart kitchens
	Adoption, integration, organisational readiness and employee capability

	RQ2: Service quality
	Customer surveys, experiments, reviews and service-quality studies
	Reliability, responsiveness, assurance, empathy, usability, trust and satisfaction

	RQ3: Benefits/challenges
	Operational, customer, organisational and ethical evidence
	Efficiency, accuracy, sales, loyalty, costs, privacy, exclusion and employment effects


Sections 2.2 and 2.3 principally address Research Question 1 by examining how digital transformation has been conceptualised and implemented. Section 2.4 addresses Research Question 2 by evaluating its effects on customer service quality. Sections 2.5–2.7 address Research Question 3 by comparing the operational, financial, organisational, ethical and sustainability benefits and challenges reported in the literature. Sections 2.8–2.10 integrate these findings theoretically and identify the gaps addressed by the dissertation
[bookmark: _Toc238669087]2.2 Conceptualising Digital Transformation
Digital transformation is broader than the purchase or installation of new technology. Vial (2019) defines it as a process through which digital technologies create disruptions that lead organisations to change their value-creation activities, structures and strategies. Similarly, Verhoef et al. (2021) describe digital transformation as an organisation-wide change affecting business models, customer relationships, resources and performance. These definitions distinguish digital transformation from digitisation and digitalisation.
Digitisation refers to converting analogue information into a digital format, such as replacing printed sales records with electronic records. Digitalisation involves using digital technologies to improve existing organisational activities and processes, such as replacing a staffed till with a self-service kiosk. Digital transformation is broader because it integrates digital technologies with organisational strategy and can substantially change processes, capabilities, business models and how an organisation creates and delivers value (Vial, 2019; Verhoef et al., 2021; Bresciani et al., 2021). In a fast-food business, a mobile application that connects ordering, payment, loyalty rewards, kitchen preparation, customer data and delivery operations represents digital transformation rather than an isolated technological improvement. This integration can reshape both customer-facing services and back-office decision-making through connected data, automation and analytics (Ding et al., 2023; Hassoun et al., 2024).
Vial (2019) places organisational change at the centre of transformation, whereas Verhoef et al. (2021) give greater attention to customer journeys and digitally enabled value creation. These perspectives are complementary. The first explains why technology may fail when it is not supported by organisational change, while the second explains why operational improvements have limited strategic value if they do not create benefits for customers.
Bresciani et al. (2021) argue that digital transformation can support product, process and business-model innovation. Within fast-food businesses, process innovation includes automated ordering and kitchen management, while business-model innovation includes delivery platforms, digital-only brands and cloud kitchens. However, the existence of these technologies does not demonstrate their effectiveness. Implementation must be evaluated through the extent of system integration, staff capability, customer use and measurable performance outcomes.
Research frequently associates digitalisation with productivity, innovation and competitiveness. Kharlamov and Parry (2021), for example, connect digitisation and servitisation with productivity and profitability. Lakhwani et al. (2020) also identifies a positive relationship between technology adoption and organisational productivity. However, much of this evidence is cross-sectional and based on self-reported measures. It can therefore demonstrate statistical associations more confidently than direct causal effects. Investment cost, firm size, management quality and market conditions may also influence performance.
For this dissertation, digital transformation is defined as the strategic integration of digital technologies into customer-facing and operational processes to improve service quality, efficiency and organisational performance. This definition makes it possible to examine implementation through identifiable technologies while also evaluating their service and business consequences.
[bookmark: _Toc238669088]2.3 Implementation of Digital Transformation in the Fast-Food Industry
[bookmark: _Toc238669089]2.3.1 Self-service kiosks
Self-service kiosks are among the most visible digital technologies used in fast-food restaurants. They allow customers to browse menus, customise products, place orders and make payments without completing the entire transaction through a staff member. Their implementation reflects the sector’s focus on transaction speed, order capacity and standardisation.
Arsat, Hanafiah and Che Shalifullizam (2025) examined kiosk preferences through accessibility, affordability, acceptability and awareness. Their results indicate that the presence of a kiosk is not sufficient to guarantee customer adoption. Customers must know that the technology is available, find it accessible and accept it as an appropriate ordering method.
Amiri et al. (2025) combined TAM with the Technology Readiness Index to examine continued kiosk use among 412 fast-food customers in Jordan. Perceived usefulness and ease of use significantly affected continued intention, while individual technology readiness also influenced acceptance. This provides quantitative evidence that adoption depends on customers’ evaluations of the technology rather than availability alone. However, because the research was conducted in Jordan, its results cannot be transferred directly to Midlands consumers without considering differences in demographics, culture and digital familiarity.
Kiosks can potentially improve responsiveness by distributing ordering demand across several terminals. They may also improve reliability because customers enter and confirm their own selections. Nevertheless, poorly designed interfaces can create new errors, confusion or delays. Older customers, people with disabilities and those with limited digital literacy may require staff assistance. Consequently, kiosks can improve functional service quality while reducing perceived empathy if businesses remove too much human support.
[bookmark: _Toc238669090]2.3.2 Mobile ordering and delivery applications
Mobile applications extend the fast-food customer journey beyond the physical restaurant. Customers can browse menus, customise orders, make payments, receive offers and arrange collection or delivery through one interface. Applications can also connect customer behaviour with loyalty programmes and personalised marketing.
Belanche, Flavián and Pérez-Rueda (2020) found that perceived security and compatibility with customer lifestyles influence mobile-application use and word-of-mouth within food delivery. This indicates that convenience alone does not determine adoption. Customers must also trust payment processes and believe that the application fits their everyday behaviour.
Keeble et al. (2021) examined online food-delivery use among UK adults and found that access to online food outlets was associated with delivery-service use. This provides UK-specific evidence concerning consumer access, but its cross-sectional design does not establish that platform availability directly causes increased usage. Customer income, age, location and lifestyle may affect both access and behaviour.
Khan et al. (2023) used text mining to analyse customer ratings and reviews of online food-delivery services. Review data can reveal recurring concerns about delivery time, order condition, accuracy and platform usability. It also provides evidence based on customers’ voluntarily expressed experiences. However, online reviews are not representative of every customer because individuals with particularly positive or negative experiences may be more likely to post them.
Shorbaji, Alalwan and Algharabat’s (2025) systematic review concludes that AI-enabled mobile food-ordering applications can influence customer experience through personalisation, convenience, information quality and interactive support. Nevertheless, the review also identifies fragmented evidence and a need for further research into the complete customer journey. This limitation is important because application quality cannot compensate for failures in food preparation or delivery.
Online ordering platforms may improve sales by increasing market reach and allowing businesses to accept orders beyond restaurant capacity. Uddin et al. (2026) specifically examine the role of online platforms in restaurant and takeaway sales in the UK. However, increased sales should not automatically be interpreted as increased profitability. Platform commissions, discounts, packaging, delivery errors and additional labour can reduce the financial benefit of higher order volumes. Profitability therefore needs to be distinguished from revenue.
[bookmark: _Toc238669091]2.3.3 Contactless and digital payments
Contactless payments reduce the physical stages involved in completing a transaction and can contribute to faster service. Digital payment systems can also be integrated with applications, kiosks, loyalty programmes and point-of-sale systems. Yu and Fang (2023) connect near-field communication payments with sustainable restaurant operations, suggesting that electronic systems may improve process efficiency and reduce dependence on paper-based transactions.
Despite these benefits, cashless service can produce inclusion and security concerns. Monye (2024) highlights the danger of financial exclusion within the development of a cashless UK society. Customers without bank accounts, smartphones or confidence in digital payments may experience restricted access. Security research also demonstrates that additional functionality can introduce payment vulnerabilities. Pavlides et al. (2025), for example, identify security weaknesses associated with additional contactless-payment features.
Fast-food businesses therefore face a balance between transaction efficiency and inclusive service. Maintaining alternative payment options and clear assistance can reduce exclusion while allowing most customers to benefit from faster digital transactions.
[bookmark: _Toc238669092]2.3.4 Artificial intelligence, data analytics and customer management
AI and data analytics allow businesses to process large volumes of information concerning demand, customer preferences, inventory, reviews and operational performance. Ding et al. (2023) identify applications of AI and big data across food production, quality control, supply chains and consumer analysis. Within fast-food businesses, these technologies can support demand forecasting, personalised promotions, automated recommendations, chatbots and review analysis.
Adak et al. (2022) demonstrate how explainable AI can be used to analyse food-delivery reviews. This can help businesses identify causes of dissatisfaction that may not be visible through numerical ratings alone. However, algorithmic analysis remains dependent on data quality. Unrepresentative or inaccurate data may lead to misleading conclusions.
AI-enabled chatbots may provide continuous assistance and rapid responses to routine questions. Aslam et al. (2025) examine the factors influencing chatbot adoption in food ordering, while Chen, Wang and Wood (2025) show that different chatbot service-quality dimensions can affect customers’ intentions to switch service agents. These studies suggest that speed alone does not determine chatbot success; response accuracy, communication quality and the ability to resolve problems are also important.
The UK Food Standards Agency has also examined the use of AI across the UK food system (Zakaria et al., 2024). This confirms the increasing policy importance of AI but does not provide direct evidence that every Midlands fast-food company uses advanced systems. The distinction between potential use, reported adoption and effective implementation must therefore be maintained.
[bookmark: _Toc238669093]2.3.5 Operational technologies
Digital transformation also occurs behind the customer-facing interface. Point-of-sale systems, kitchen display systems, inventory management, IoT sensors and predictive analytics connect orders with preparation and resource planning. Misra et al. (2020) explain how IoT, big data and AI can support monitoring and decision-making throughout food-industry operations. Real-time systems may improve stock control, forecasting and traceability, while reducing errors and waste.
Food Industry 4.0 extends this integration through connected technologies, automation and continuous data exchange. Režek Jambrak et al. (2021) connect Industry 4.0 technologies with food-processing efficiency and sustainability. Hassoun et al. (2024) subsequently extend this discussion towards Food Industry 5.0, where human-centred and sustainable applications become more important.
These technologies are relevant to fast-food businesses because service quality depends partly on activities customers cannot see. A convenient ordering interface will not improve overall service when the kitchen system produces delays, stock information is inaccurate or delivery operations fail. Implementation should therefore be evaluated as an integrated service system rather than a collection of separate technologies.
The literature provides extensive international evidence about individual technologies but limited evidence identifying how they are integrated within independent and chain fast-food businesses in the Midlands. This creates an important gap connected to the first research question.
[bookmark: _Toc238669094]2.4 Digital Transformation and Customer Service Quality
[bookmark: _Toc238669095]2.4.1 SERVQUAL
Parasuraman, Zeithaml and Berry’s (1988) SERVQUAL model evaluates service quality through reliability, responsiveness, assurance, empathy and tangibles. Although developed for conventional service encounters, recent studies demonstrate its continuing relevance to quick-service restaurants, online food delivery and technology-supported customer experiences (Alghamdi et al., 2023; Saleem et al., 2024; Etrata et al., 2025). Reliability concerns the accurate and consistent delivery of the promised service. Digital ordering may improve reliability by enabling customers to review selections and transmitting orders directly to preparation systems; however, inaccurate stock information, system outages and poor integration between ordering, payment and kitchen systems can create new service failures. Responsiveness relates to the speed with which customers’ needs are addressed. Kiosks, mobile applications and contactless payments can accelerate order placement, but they do not necessarily shorten the complete service journey because congestion may be transferred from the till to food preparation and collection. Assurance concerns trust, security and confidence in the service. Alghamdi et al. (2023), using data from 500 regular online-food-delivery users in Indian cities, found that service quality positively influenced perceived ease of use and expectation confirmation, while electronic word-of-mouth review adoption contributed to continued usage intention. This indicates that digital service quality affects both immediate evaluations and customers’ willingness to continue using a platform. Empathy concerns whether customers feel understood and individually supported. Personalised recommendations and remembered preferences may provide digital recognition, but they cannot be assumed to reproduce human care, particularly when customers require assistance or experience accessibility difficulties. Tangibles traditionally include facilities, equipment and staff appearance, but in digitally supported services they can also include kiosk condition, interface design, screen readability and application functionality. Esmaeilpour, Mohamadi and Rajabi (2016) found positive relationships between all five SERVQUAL dimensions and brand equity in a survey of 390 fast-food customers, with tangibles producing the strongest reported effect. More recent quick-service restaurant research has continued to examine the relationships between SERVQUAL, corporate image and customer trust (Etrata et al., 2025). Nevertheless, the evidence requires cautious interpretation. Esmaeilpour, Mohamadi and Rajabi’s (2016) study concerned one restaurant in Iran and did not directly investigate digitalisation, while Alghamdi et al. (2023) examined Indian online-delivery users rather than customers within the complete restaurant environment. These geographical and methodological limitations restrict direct transferability to the Midlands. Collectively, however, the studies indicate that digital transformation may strengthen functional dimensions such as reliability and responsiveness while producing more conditional effects on assurance, empathy and inclusion. SERVQUAL is therefore used in this dissertation as an analytical framework for assessing whether technological improvements in speed and accuracy are accompanied by improvements in trust, accessibility and relational service quality.
[bookmark: _Toc238669096]2.4.2 Customer experience and the digital journey
Service quality and customer experience are related but not identical. Service quality evaluates performance, whereas customer experience includes customers’ cognitive, emotional and behavioural responses throughout the journey. Arkadan, Macdonald and Wilson (2024) describe customer-experience orientation as an organisation-wide capability rather than responsibility belonging to one customer-facing department.
For fast-food businesses, the customer journey can include searching for a restaurant, viewing a digital menu, ordering, paying, collecting or receiving food, resolving problems and providing feedback. Failure at one stage can affect evaluation of the entire experience. A well-designed application cannot compensate fully for missing products or late delivery.
Helal (2023) found that customers’ experience of digital transformation in fast-food restaurants affected perceived value and well-being. This supports a relationship between digital systems and customer outcomes but does not show that every form of technology produces the same effect. Customer characteristics and the quality of implementation can moderate the relationship.
Mathayomchan and Taecharungroj (2020) used Google Maps reviews to examine restaurant customer experience. Online reviews provide a large source of naturally occurring secondary data and can identify repeated patterns in customer perceptions. Nevertheless, ratings can be affected by expectations, personal preferences and self-selection. They should therefore complement rather than replace structured service-quality evidence.
Velasco et al. (2024) identify ethical paradoxes within customer-experience management. Personalisation may improve relevance but require extensive data collection; automation may increase efficiency but reduce meaningful human contact. This demonstrates that customer experience cannot be evaluated only through convenience and speed.
[bookmark: _Toc238669097]2.4.3 Technology acceptance
Davis’s (1989) Technology Acceptance Model (TAM) proposes that perceived usefulness and perceived ease of use influence technology acceptance. Recent research indicates that acceptance of food-ordering technologies also depends on service, social and customer-related factors. Talaei and Zahedi (2025), using survey data from 384 Snapp Food customers, found that information quality, delivery speed, food quality and social influence had significant positive effects on perceived usefulness. Food quality produced the strongest of these effects, whereas previous experience did not significantly affect perceived usefulness. Perceived usefulness subsequently influenced customers’ attitudes and intentions to use the application, while perceived ease of use affected both usefulness and attitude. Similarly, Jun, Marjerison and Kim (2025) found that trust, digital readiness and perceived barriers extended TAM’s ability to explain kiosk adoption, with trust emerging as the strongest direct predictor of intention to use. Together, these studies demonstrate that fast-food technology acceptance cannot be explained solely by convenience or interface simplicity. Customers also evaluate food quality, information accuracy, delivery performance, security, social influence and the barriers encountered during use. However, both studies were conducted in Asian markets, Talaei and Zahedi (2025) in Iran and Jun, Marjerison and Kim (2025) in China, so their findings require cautious application to the socially and demographically different Midlands context.
Recent kiosk research supports the continuing relevance of TAM. Amiri et al. (2025) found that usefulness and ease of use were significant in explaining continued kiosk intention. However, TAM alone may not capture trust, accessibility, habit, anxiety or service context. The inclusion of technology readiness in Amiri et al.’s study demonstrates that customer characteristics also matter.
Vu and Lim (2022), using data from 28 countries, found that acceptance of AI and robotics was affected by both individual and national factors. This warns against treating consumers as a homogeneous population. Age, digital skills, economic circumstances and cultural expectations can create different responses to the same technology.
Customer acceptance acts as a mediating factor between implementation and service outcomes. A technology cannot improve perceived service quality if customers avoid it, cannot use it or do not trust it. This relationship is central to the second research question.
[bookmark: _Toc238669098]2.5 Organisational Capability, Efficiency and Profitability
The Resource-Based View proposes that sustained competitive advantage depends on resources and capabilities that are valuable, rare, difficult to imitate and not easily substituted (Barney, 1991). However, digital technology alone is unlikely to provide sustained advantage because competing businesses can often purchase comparable kiosks, applications, analytics systems and payment technologies. Recent evidence instead presents digital transformation as a combination of technical, human, financial and managerial capabilities. Rizana, Wiratmadja and Akbar’s (2025) systematic review identified five central dimensions of digital-transformation capability: digital dynamic capability, digital leadership, employee digital capability, digital technology and operational capability, and digital investment capability. Similarly, Motamedimoghadam, Mira da Silva and Amaral (2025) identified sensing, analytics-driven, digital-platform and orchestration capabilities as important to digital innovation. These findings indicate that advantage is more likely to arise when technology is integrated with employee skills, customer knowledge, data-driven decision-making, leadership, investment and coordinated organisational processes. In fast-food businesses, therefore, possessing a kiosk or mobile application is less strategically important than the organisation’s ability to integrate the technology with kitchen operations, train employees, interpret customer data and continuously adapt the service. Nevertheless, both recent studies synthesise evidence from multiple industries rather than focusing specifically on Midlands fast-food businesses, leaving uncertainty about which capabilities are most important in this regional and sectoral context.
Dynamic Capabilities Theory extends this argument by explaining how organisations sense opportunities, seize them and reconfigure resources as conditions change (Teece, 2018). In fast-food businesses, sensing may involve identifying demand for mobile ordering; seizing may involve investing in an application; and reconfiguration may involve redesigning kitchen workflows and employee responsibilities.
Bresciani et al. (2021) describe digital transformation as a foundation for process, product and business-model innovation. However, successful transformation requires coordination between technology and organisational practices. A mobile-ordering system may increase demand but reduce service quality when preparation capacity is not expanded. Similarly, kiosks may shorten till queues while creating confusion if staff are not trained to assist customers.
Firm size is also important. Large chains may have access to capital, data specialists and integrated infrastructure, whereas independent businesses may rely on external platforms. Akpan, Udoh and Adebisi (2022) identify awareness, resources and capability as important influences on the adoption of advanced technologies by small businesses. This implies that digital transformation may widen differences between large chains and smaller operators.
Efficiency should be evaluated through indicators such as order-processing time, labour productivity, order accuracy, waste, stock availability and operating costs. Profitability requires separate measures, including margins, return on investment and the relationship between additional revenue and technology costs. Evidence of higher sales is not sufficient to demonstrate higher profit.
Elkhwesky et al. (2023) found that restaurant business-performance research uses inconsistent measures and theoretical approaches. This makes comparisons difficult and strengthens the need to define outcomes precisely. In this dissertation, operational efficiency, sales performance and profitability are treated as related but separate constructs.
[bookmark: _Toc238669099]2.6 Benefits of Digital Technology
The literature identifies several potential benefits:
First, automation can increase transaction capacity and reduce repetitive work. Kiosks, digital payments and mobile ordering enable customers to complete parts of the service process independently. This may allow staff to concentrate on preparation, customer assistance and problem resolution.
Second, technology can improve order accuracy. Customers can view selections before confirming orders, while integrated systems reduce the need to transfer information manually. However, accuracy gains depend on correct system integration and current product information.
Third, digital systems create customer and operational data. Businesses can analyse demand patterns, customer preferences and service failures. This may support personalised marketing, demand forecasting and inventory decisions.
Fourth, mobile ordering and delivery platforms can extend market reach. Customers can order without entering the restaurant, potentially increasing sales opportunities. Digital loyalty programmes may also encourage repeat purchasing.
Fifth, connected inventory and monitoring systems may reduce food waste. Hong, Jaegler and Gergaud’s (2024) systematic review shows how mobile applications can support waste reduction across food supply chains. Meemken et al. (2024) also identify the potential of digital innovation for sustainability monitoring. Nevertheless, sustainability benefits depend on how technology is designed and used.
Overall, the evidence suggests that technology can improve efficiency, convenience and functional service quality. These benefits are conditional rather than automatic and must be evaluated against implementation costs and unintended consequences.
[bookmark: _Toc238669100]2.7 Challenges, Sustainability and Ethical Considerations
[bookmark: _Toc238669101]2.7.1 Implementation costs and technological dependence
Technology adoption involves hardware, software, maintenance, cybersecurity, integration and training costs. Large organisations can distribute these costs across multiple outlets, whereas independent businesses may experience a higher relative burden.
Technological dependence also creates operational risk. A system failure can interrupt ordering, payment and preparation simultaneously. Businesses therefore require backup processes, technical support and continuity planning.
[bookmark: _Toc238669102]2.7.2 Employment and employee experience
Automation may change employment rather than simply remove it. Howcroft and Taylor (2023) argue that the effects of automation are socially shaped by managerial decisions and workplace structures. Wang, Liu and Parker (2020) similarly show that information and communication technology can influence work through demands, autonomy and job design.
Fast-food employees may perform fewer repetitive till transactions but face greater responsibility for monitoring several channels, assisting customers and resolving technical problems. Technology may improve work when it removes routine tasks, but it may also increase work intensity. Therefore, labour reduction should not be treated as the only measure of efficiency.
[bookmark: _Toc238669103]2.7.3 Privacy, security and trust
Digital ordering, loyalty programmes and AI personalisation depend on customer data. This creates ethical responsibilities concerning consent, transparency, security and appropriate use. D’Cruz et al. (2022) argue that technological megatrends create significant business-ethics questions connected to work, power and responsibility.
Trust may decline when customers do not understand why information is collected or how algorithms influence recommendations. Businesses must comply with data-protection requirements and provide clear explanations of data use. Ethical governance is therefore part of service quality because customers’ confidence affects assurance and technology acceptance.
[bookmark: _Toc238669104]2.7.4 Digital exclusion
Allmann (2022) identifies continuing digital poverty within the UK, including inequalities in access, skills and confidence. These inequalities have direct implications for fast-food service. A digital-first business may unintentionally disadvantage people without smartphones, payment cards, reliable internet access or digital literacy.
Accessibility also affects customers with visual, cognitive or physical impairments. Small text, complex navigation, unsuitable screen height and unavailable human assistance can convert an efficiency tool into a service barrier. Maintaining staffed alternatives and accessible design is therefore both an ethical and service-quality requirement.
[bookmark: _Toc238669105]2.7.5 Sustainability
Digital technologies may support sustainability through improved forecasting, inventory monitoring, traceability and waste reduction. Herrero et al. (2020) argue that innovation can accelerate the transition towards more sustainable food systems. Rejeb et al. (2020) and Vu, Ghadge and Bourlakis (2023) identify traceability opportunities associated with blockchain technologies in food supply chains.
However, digitalisation can also create unintended environmental consequences. Bohnsack, Bidmon and Pinkse (2022) warn that digital technologies can produce both intended and unintended sustainability outcomes. Increased delivery demand may generate additional packaging, vehicle journeys and energy consumption. Sustainability claims must therefore consider the complete system rather than only paper reduction or operational convenience.
These challenges answer the third research question by demonstrating that the effects of technology involve trade-offs between efficiency, customer value, cost, inclusion, employment, privacy and environmental responsibility.
[bookmark: _Toc238669106]2.8 Theoretical Framework
The dissertation integrates SERVQUAL, the Technology Acceptance Model (TAM), the Resource-Based View (RBV) and Dynamic Capabilities Theory because no single framework adequately explains the complete relationship between digital technology, organisational capability and customer service quality. These theories are used as complementary analytical lenses rather than as a basis for independently testing causal hypotheses.
SERVQUAL supports the interpretation of reported changes in reliability, responsiveness, assurance, empathy and tangibles (Parasuraman, Zeithaml and Berry, 1988). TAM helps explain how perceived usefulness, ease of use, trust, digital readiness and perceived barriers shape customers’ acceptance of technologies such as kiosks and food-ordering applications (Davis, 1989; Jun, Marjerison and Kim, 2025). RBV explains why businesses with different combinations of financial, technological, human and knowledge resources may obtain different outcomes from comparable technologies (Barney, 1991; Rizana, Wiratmadja and Akbar, 2025). Dynamic Capabilities Theory explains how organisations sense technological opportunities, implement them and reconfigure their resources and processes as customer expectations and operating conditions change (Teece, 2018).
The combined framework guides the interpretation of five relationships within the reviewed literature:
1. How authors explain the relationship between digital-technology implementation and customer service quality.
2. How technology reliability, usability and operational integration shape reported service outcomes.
3. How customer acceptance, including usefulness, ease of use, trust, digital readiness and perceived barriers, influences customers’ experiences of digital services.
4. What organisational capabilities, including leadership, employee skills, investment and data-management capability, shape implementation outcomes.
5. What reported improvements in service quality and operational efficiency relate to customer loyalty, sales and competitive performance, while recognising that these outcomes do not necessarily demonstrate profitability.
This framework is consistent with the dissertation’s interpretivist philosophy because it is used to compare and interpret how different authors explain digital transformation across varied organisational, customer and geographical contexts. The study does not independently measure these relationships or test predetermined hypotheses. Instead, it synthesises recurring themes, contrasting findings and contextual explanations contained in secondary evidence. Quantitative associations reported by individual studies are considered alongside qualitative and conceptual evidence, but they are not automatically interpreted as proof of causation. The framework therefore supports a context-sensitive understanding of digital transformation rather than proposing a universally applicable causal model.

[bookmark: _Toc238669107]2.9 Research Gaps
Existing research provides substantial evidence about individual technologies, including self-service kiosks, mobile ordering, delivery platforms, contactless payments, artificial intelligence and data analytics. However, the literature is fragmented across technology-adoption, customer-experience, operations and sustainability research. Consequently, implementation, service-quality outcomes and organisational consequences are frequently examined separately. This makes it difficult to determine whether an improvement in one outcome, such as ordering speed, also produces better overall service quality, customer loyalty or profitability.
A second gap concerns geographical transferability. Much of the available evidence originates outside the UK or examines large multinational chains. Direct evidence concerning the Midlands is limited, particularly for independent businesses and SMEs. The gap is therefore not a complete absence of research about fast-food digitalisation, but insufficient integrated and context-sensitive analysis of how the wider evidence applies to businesses operating in the Midlands.
A third gap concerns outcome measurement. Studies frequently report adoption intention, perceived usefulness, customer satisfaction or sales growth, but fewer establish effects on net profitability after technology, platform, maintenance, training and integration costs. Similarly, claims that digitalisation improves sustainability often focus on forecasting or waste reduction without examining packaging, energy use and delivery-related emissions across the complete service system.
Finally, the literature provides inconsistent evidence concerning relational service quality. Digital technologies can improve reliability, responsiveness and customer control, but their effects on empathy, assurance, accessibility and trust are less certain. This dissertation addresses these gaps by integrating SERVQUAL, TAM, RBV and Dynamic Capabilities Theory and by synthesising evidence around the three approved research questions.

[bookmark: _Toc238669108]2.10 Conceptual Framework
The conceptual framework positions digital transformation as the main explanatory construct. It includes kiosks, mobile applications, online delivery platforms, contactless payments, AI, customer data systems and integrated operational technologies.
Customer service quality is the principal outcome and is evaluated through reliability, responsiveness, assurance, empathy, tangibles, satisfaction and trust. Organisational capability and customer acceptance operate as mediating or moderating conditions. Business outcomes include operational efficiency, customer loyalty, sales, profitability and competitive position. Ethical, social and sustainability challenges may weaken or alter these relationships.
The proposed framework can be expressed as follows:
Digital technology implementation → customer service quality → business outcomes
The relationship is influenced by:
· customer acceptance and trust;
· organisational capability and employee skills;
· system reliability and integration;
· digital accessibility and inclusion;
· privacy, security and ethical governance.
This framework prevents the analysis from if technology automatically creates positive outcomes. Instead, it supports a conditional proposition: digital transformation is more likely to improve customer service quality when technologies are reliable, accessible, accepted by customers and supported by appropriate organisational capabilities.
[bookmark: _Toc238669109]2.11 Chapter Summary
This chapter critically reviewed how digital transformation is implemented in fast-food businesses, how it affects customer service quality and what benefits and challenges it creates. The evidence demonstrates that implementation includes customer-facing technologies such as kiosks, mobile applications, delivery platforms and contactless payments, together with operational technologies such as AI, analytics, kitchen systems and inventory monitoring.
Digital technologies can improve reliability, responsiveness, convenience, order accuracy and information availability. However, their effects on empathy, assurance and inclusion are less consistently positive. Customer acceptance, trust, digital capability, organisational resources and system integration influence whether technology produces better service.
The main business benefits include improved efficiency, expanded customer access, data-supported decision-making and potential increases in sales and loyalty. Challenges include implementation costs, technological dependence, privacy risks, employee impacts, digital exclusion and uncertain sustainability outcomes. Importantly, evidence of higher sales or greater technology use does not automatically demonstrate improved profitability.
The review identified limited Midlands-specific evidence, insufficient integration between customer-facing and operational studies, inconsistent performance measures and inadequate examination of relational service quality. These gaps justify the secondary research undertaken in this dissertation and establish the framework used to analyse the evidence in the following chapters.





[bookmark: _Toc238669110]CHAPTER 3 – RESEARCH METHODOLOGY
[bookmark: _Toc238669111]3.1 Introduction
This chapter explains the methodology used to examine digital transformation and customer-service quality in the Midlands fast-food industry. The study applies a structured secondary qualitative review and thematic analysis of 64 selected academic sources. It explains the philosophy, approach, design, search and selection process, data extraction, analysis, research quality, ethics and limitations. The purpose is to create a transparent link between the approved questions, evidence, themes and conclusions.
[bookmark: _Toc238669112]3.2 Research philosophy
Research philosophy concerns assumptions about how knowledge is developed and interpreted (Saunders, Lewis and Thornhill, 2019). Positivism generally emphasises objective measurement and statistical testing, whereas interpretivism recognises that organisational and customer experiences are shaped by meaning and context.
This study adopts an interpretivist philosophy because it synthesises how existing researchers explain service quality, trust, convenience, empathy and technology adoption, including the experiences reported by participants in the original studies. It does not collect a new numerical dataset or independently test statistical hypotheses; therefore, a purely positivist position would be inconsistent with its secondary qualitative design. Nevertheless, the review employs systematic and evidence-oriented procedures. The source-selection criteria, data-extraction fields and coding decisions are documented, while quantitative findings reported by included studies are considered without treating statistical association as proof of causation (Snyder, 2019).
This philosophical position also recognises that secondary evidence has already been selected and interpreted by its original authors. The present study undertakes a further level of interpretation by comparing and synthesising those accounts. Reflexivity is therefore necessary because the researcher’s decisions concerning relevance, coding and theme development can influence the resulting synthesis (Braun and Clarke, 2006). Transparency, consistent coding procedures and an audit trail are used to make these decisions visible and open to evaluation.

[bookmark: _Toc238669113]3.3 Research approach
A combined deductive–inductive approach is used. Deductively, SERVQUAL guides analysis of reliability, responsiveness, assurance, empathy and tangibles; TAM identifies usefulness and ease of use; RBV and Dynamic Capabilities Theory guide the assessment of resources and adaptation. Inductively, additional issues such as privacy, digital exclusion, employee workload, platform dependence and sustainability are allowed to emerge. This combination retains theoretical focus without forcing all findings into predetermined categories.
[bookmark: _Toc238669114]3.4 Research design
The dissertation uses a secondary qualitative design based principally on peer-reviewed research, supported by relevant books and institutional evidence. Secondary analysis is appropriate because the questions require comparison across technologies, organisations and customer groups, while primary research was outside the approved scope.
The method is described as a structured literature review rather than a complete systematic review or meta-analysis. Snyder (2019) explains that literature reviews can integrate fragmented knowledge when the method is matched to the research purpose. Here, surveys, experiments, qualitative studies, reviews and conceptual papers use different measures, preventing a defensible statistical meta-analysis. Thematic synthesis is more appropriate for comparing patterns, contradictions and contextual limitations.
The design is cross-sectional in the sense that it synthesises the evidence available during the search period. It does not follow firms over time. This is appropriate for mapping current knowledge but limits conclusions about how outcomes change after implementation. Longitudinal evidence is therefore given particular attention where available but cannot be created through the present design.
Although the dissertation title uses the term “case study”, the study does not represent a primary organisational case study involving data collected directly from individual Midlands fast-food businesses. The Midlands is treated as the contextual and geographical focus of the research. Evidence from wider UK and international studies is critically evaluated for its relevance and transferability to this context. Consequently, the findings identify evidence-informed patterns and implications for Midlands fast-food businesses rather than claiming to measure the regional prevalence or causal effects of digital transformation directly.
The Midlands functions as the contextual focus of the study. Because direct regional evidence is limited, wider UK and international findings are assessed critically for their transferability rather than assumed to represent all Midlands fast-food businesses.
[bookmark: _Toc238669115]3.5 Methodological alignment
RQ1 required evidence about kiosks, applications, delivery platforms, payments, AI, analytics and operational integration. RQ2 required evidence about reliability, responsiveness, assurance, empathy, accessibility, trust, satisfaction, accuracy and waiting time. RQ3 required evidence about efficiency, sales, costs, profit, capability, employment, privacy, exclusion and sustainability. A source was retained only when it contributed directly to at least one question.
[bookmark: _Toc238669116]3.6 Search strategy
Searches were undertaken between June and August 2026 using the UWTSD online library as the principal source and Google Scholar for supplementary searching and citation tracking. The main publication period was 2019–2026, reflecting rapid technological development. Earlier studies were retained where they established SERVQUAL (Parasuraman, Zeithaml and Berry, 1988), TAM (Davis, 1989), RBV (Barney, 1991) or research methodology.
Search combinations included “fast food” OR “quick-service restaurant” OR “takeaway” with “digital transformation”, “self-service kiosk”, “mobile ordering”, “online food delivery”, “contactless payment”, “artificial intelligence”, “data analytics” or “digital menu”. Outcome terms included “service quality”, “customer experience”, “satisfaction”, “efficiency”, “sales”, “profitability”, “technology acceptance”, “digital inclusion” and “sustainability”. Terms were refined when broad searches returned agriculture or food-processing studies without restaurant relevance. Reference lists from relevant reviews were also examined.
Google Scholar returns changing, ranked and overlapping results. The study therefore does not claim exhaustive coverage of every result. Instead, it uses a transparent criterion-based selection of 64 academic sources most relevant to the questions.
Search results were evaluated iteratively. Early searches identified terminology and relevant theories; later searches targeted gaps involving profitability, SMEs, accessibility, trust, employee consequences and sustainability. This refinement increased conceptual coverage without changing the approved questions. Citation tracking was used to locate foundational or closely related research, but every retained source was assessed against the same eligibility criteria.
[bookmark: _Toc238669117]3.7 Inclusion and exclusion criteria
Sources were included when they were available through the UWTSD Library or Google Scholar; written in English; mainly published from 2019 to 2026; academically credible; relevant to fast-food, quick-service, takeaway or closely related service settings; and connected to implementation, customer service or business outcomes. UK institutional reports were used for context but distinguished from the core academic evidence.
Sources were excluded when they focused on agriculture, laboratory processing or unrelated industries; discussed technology without a service connection; addressed nutrition without examining digital service; lacked adequate publication or methodological details; duplicated another study; or did not contribute to a research question. Recent publication alone was not treated as evidence of quality.
[bookmark: _Toc238669118]3.8 Source selection and data extraction
Titles and abstracts were screened first, followed by full-text assessment of potentially relevant sources. The final analytical set comprised 64 selected academic sources. Criterion-based purposive selection was appropriate because the objective was a credible synthesis rather than a statistically representative estimate of all publications. Its potential for selection bias was addressed through explicit criteria and retention of positive, negative and mixed evidence.
A structured Excel matrix recorded author, year, country, purpose, technology, setting, method, sample, theory, findings, service outcomes, benefits, challenges, limitations, research-question relevance, codes and final theme. Method and geography were recorded because a large survey, small qualitative study and literature review provide different forms of evidence, while findings from other countries cannot automatically be transferred to the Midlands.
The matrix also distinguished reported findings from the present researcher’s interpretation. Direct study results were recorded separately from evaluative notes about relevance and limitations. This reduced the risk of changing an author’s conclusion during synthesis. Where several papers examined the same dataset or topic, duplication was considered to avoid giving one body of evidence disproportionate influence.
[bookmark: _Toc238669119]3.9 Thematic analysis
Braun and Clarke’s (2006) six-stage process guided the thematic analysis. First, each source was read and summarised in the extraction matrix. Second, relevant evidence was coded, using labels such as reduced waiting time, accuracy, customer control, usefulness, trust, system reliability, staff capability, cost, privacy and exclusion. Third, related codes were grouped into candidate themes. Fourth, themes were checked against the evidence and questions. Fifth, each theme was defined and differentiated. Sixth, the analytical account was produced for Chapter 4.
Deductive codes derived from the conceptual framework were combined with inductive codes emerging from the sources. The resulting themes concerned customer-facing implementation, operational integration, efficiency and reliability, convenience and control, acceptance and trust, organisational capability, inclusion and human interaction, and financial, ethical and sustainability challenges. Descriptive counts were used only where supported by the evidence matrix; frequency was not treated as effect size or proof of causation.
Theme development required internal coherence and clear separation. Evidence within a theme had to address a recognisable shared issue, while each theme needed to add something different to the research questions. Negative cases were retained where evidence contradicted the dominant pattern. For example, positive findings about convenience were analysed alongside evidence of anxiety, failure or exclusion rather than placed in a separate favourable narrative.
[bookmark: _Toc238669120]3.10 Research quality and trustworthiness
Lincoln and Guba’s (1985) criteria supported quality assessment. Credibility was strengthened by comparing several study designs and retaining contradictory evidence. Dependability was supported by recorded search terms, eligibility criteria, extraction fields and codes. Confirmability was improved by linking conclusions to evidence rather than personal preference. Transferability was assessed by recording geography, business context and organisational size, particularly because Midlands-specific evidence was limited.
Source quality was judged through publication status, methodological clarity, relevance, sample appropriateness and acknowledged limitations. Recent studies, dissertations and industry reports were not given greater weight merely because they were new.
Triangulation was achieved by comparing customer surveys, experiments, review data, qualitative accounts and organisational studies. Agreement across different methods increased confidence in a pattern, while disagreement prompted examination of context, sample and measurement. This approach strengthened interpretation without implying that all evidence had equal methodological weight.
[bookmark: _Toc238669121]3.11 Ethical considerations
No participants were recruited and no personal data were collected. Nevertheless, secondary research requires accurate attribution, lawful access, fair representation and avoidance of plagiarism. Findings were not presented as causal where original studies reported association, and sources were not selected only to support a favourable view of digitalisation.
Ethics also formed part of the subject matter. Privacy, cybersecurity, algorithmic transparency, accessibility and employee monitoring can affect customer trust and organisational responsibility. Any use of generative AI or reference software remains subject to UWTSD academic-integrity requirements, and the researcher remains responsible for verifying every claim and reference.
[bookmark: _Toc238669122]3.12 Methodological limitations
The study depends on published evidence and inherits limitations in original data and methods. Publication bias may favour successful innovations. Diverse methods and measures permit thematic synthesis but not calculation of a single effect. Limited Midlands research restricts regional generalisation, while rapidly changing technologies may reduce the currency of findings. English-language selection and researcher judgement may also introduce bias. The audit trail reduces but cannot eliminate these limitations. Secondary evidence cannot independently verify the profitability or customer experience of individual Midlands businesses.
[bookmark: _Toc238669123]3.13 Chapter summary
This chapter justified an interpretivist, deductive–inductive secondary qualitative design. Sixty-four academic sources were selected through structured UWTSD Library and Google Scholar searches, extracted into a consistent matrix and analysed thematically. Transparent criteria, an audit trail and trustworthiness procedures support the findings, while the limitations prevent overstatement. Chapter 4 presents the results organised around the approved research questions.
[bookmark: _Toc238669124]CHAPTER 4 – FINDINGS
[bookmark: _Toc238669125]4.1 Introduction
This chapter presents the findings generated through the thematic analysis of 58 academic articles concerning digital transformation, fast-food operations and customer service quality. The findings are organised around the three approved 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?
The analysis identified eight interconnected themes:
1. Customer-facing digital technologies
2. Integration of operational technologies
3. Operational efficiency and service reliability
4. Customer convenience, responsiveness and control
5. Technology acceptance, trust and usability
6. Organisational capability and employee readiness
7. Digital inclusion and human interaction
8. Financial, ethical and sustainability challenges
The chapter reports recurring, mixed and limited findings across the selected evidence. It does not interpret the findings extensively through SERVQUAL, TAM, RBV or Dynamic Capabilities Theory because that analysis is undertaken in Chapter 5. This distinction prevents unnecessary repetition between the findings and discussion chapters.
The review identified limited research specifically focused on Midlands fast-food businesses. Consequently, findings from wider UK and international studies were evaluated for their relevance to the regional context. The chapter does not assume that international findings automatically represent every Midlands fast-food business.
Table 4.1 summarises the relationship between the research questions and the themes.
Table 4.1: Alignment of themes with the research questions
	Research question
	Related themes
	Principal finding

	RQ1: Implementation
	Themes 1 and 2
	Digital transformation has been implemented through interconnected customer-facing and operational technologies, although integration varies by organisational size and capability.

	RQ2: Customer service quality
	Themes 3, 4 and 5
	Technology generally improves functional service quality, including speed, convenience and order control, but its effects on trust, empathy and satisfaction are conditional.

	RQ3: Benefits and challenges
	Themes 6, 7 and 8
	Benefits include efficiency, data availability and expanded customer access; challenges include costs, skills, system dependence, exclusion, privacy and uncertain profitability.


Source: Author’s analysis of the selected literature (2026).

[bookmark: _Toc238669126]4.2 Overview of the Analysed Evidence
The 64 selected articles included customer surveys, experiments, qualitative studies, review articles, online-review analyses and organisational research. This methodological variety allowed digital transformation to be examined from customer, employee, technological and business perspectives.
A large proportion of the evidence focused on customer-facing technologies, particularly self-service kiosks, mobile ordering and online delivery. AI-enabled applications, chatbots, digital payments and customer-review analysis represented newer areas of research. Evidence concerning operational technologies included data analytics, point-of-sale integration, IoT, inventory monitoring and smart food-service systems.
The geographical distribution of the evidence was uneven. UK studies provided information about online food delivery, digital access, AI in the food system and the broader restaurant environment. However, many studies of kiosks, technology acceptance and mobile ordering were conducted outside the UK. Direct evidence concerning fast-food businesses in the Midlands was limited.
This geographical limitation became a finding in its own right. The technologies identified internationally are available and relevant to UK businesses, but their effects may differ according to local demographics, organisational resources, digital skills and market conditions.
The analysis also identified inconsistency in how outcomes were measured. Customer-focused research commonly measured satisfaction, perceived usefulness, ease of use, trust or intention to reuse a technology. Operational studies examined waiting time, productivity, order accuracy, waste or information flow. Business-performance studies discussed sales, competitiveness or profitability. Because these outcomes were not measured consistently, the findings support thematic comparison more strongly than direct numerical comparison.

[bookmark: _Toc238669127]4.3 Findings Related to Research Question 1
How has digital transformation been implemented within the fast-food industry in the Midlands, UK?
[bookmark: _Toc238669128]4.3.1 Theme 1: Customer-facing digital technologies
The first theme concerned the implementation of technologies used directly by customers. Self-service kiosks, mobile applications, online delivery platforms, contactless payments, digital menu boards, loyalty programmes and chatbots were the most frequently discussed forms of customer-facing digitalisation.
Self-service kiosks were implemented to allow customers to browse menus, customise orders, make payments and complete transactions with less direct staff involvement. Arsat, Hanafiah and Che Shalifullizam (2025) found that kiosk preferences were affected by accessibility, affordability, acceptability and awareness. This shows that implementation involves more than installing equipment. Customers must be aware of the kiosk, understand its benefits and be able to use it.
Amiri et al. (2025) found that perceived usefulness, ease of use and technology readiness influenced continued kiosk-use intention. These findings indicate that effective implementation should be measured through continued utilisation rather than physical availability alone.
Mobile applications represented a second major implementation route. Applications combined menu access, ordering, payment, collection, delivery, promotional offers and loyalty rewards. Belanche, Flavián and Pérez-Rueda (2020) found that perceived security and compatibility with customer lifestyles affected application use and word-of-mouth. Shorbaji, Alalwan and Algharabat (2025) identified personalisation, convenience, information quality and AI-enabled interaction as important aspects of the mobile food-ordering experience.
Online delivery platforms extended the geographical reach of restaurants and allowed customers to order without entering a physical outlet. Keeble et al. (2021) found an association between access to online food outlets and delivery-service use among UK adults. Uddin et al. (2026) also examined the relationship between online ordering platforms and the sales of restaurants and takeaways in the UK.
The evidence showed that delivery platforms represent both digital implementation and business-model change. They connect customers, restaurants and delivery workers through a third-party platform. However, restaurants may have less control over the final service experience when delivery is completed by another organisation.
Contactless and mobile payments were commonly integrated with kiosks and applications. Their implementation reduced the number of physical stages required to complete a purchase. However, Monye (2024) found that the development of a cashless society can increase financial exclusion. This indicates that implementation may improve transaction efficiency while limiting access for some customers.
Digital menu boards were used to display products, promotions and nutritional information dynamically. Although early studies such as Smarandescu et al. (2013) examined how digital menu presentation can affect food choices, more recent industry evidence indicates that menu boards are increasingly connected to pricing, availability and promotional systems. The academic evidence concerning their direct effect on service quality remained limited compared with kiosk and mobile-ordering research.
Overall, Theme 1 demonstrated that fast-food digitalisation has been implemented across the entire customer transaction. However, implementation differed in technological sophistication. Some businesses used isolated systems, while others connected applications, payments, loyalty programmes and customer data.
[bookmark: _Toc238669129]4.3.2 Theme 2: Integration of operational technologies
The second theme concerned technologies operating behind the customer-facing interface. These included point-of-sale systems, kitchen display systems, AI, data analytics, inventory management, IoT monitoring and supply-chain technologies.
Ding et al. (2023) identified applications of AI and big data across food-industry operations, including quality control, forecasting and customer analysis. Misra et al. (2020) similarly demonstrated that IoT, big data and AI can improve monitoring and decision-making across agriculture and food operations. Although some applications were located outside restaurants, the underlying capabilities were relevant to inventory, demand forecasting and food preparation.
The analysis showed that customer-facing technologies depended on operational integration. A mobile application may accept an order quickly, but the customer does not receive improved service if the order fails to reach the kitchen correctly or if stock information is inaccurate. Digital transformation was therefore most developed when ordering, payment, preparation, inventory and customer communication were connected.
AI was implemented through personalised recommendations, demand forecasting, chatbots and customer-review analysis. Adak et al. (2022) demonstrated how explainable AI could analyse food-delivery reviews and identify factors affecting customer evaluations. This provides businesses with information that may be missed by average numerical ratings.
The UK Food Standards Agency’s research into AI in the UK food system identified increasing use and potential applications across food operations (Zakaria et al., 2024). However, the analysis found limited published evidence demonstrating how extensively independent Midlands fast-food businesses use advanced AI.
The evidence suggested a difference between large chains and smaller businesses. Large fast-food organisations were more likely to possess integrated applications, loyalty data, automated ordering and operational analytics. Smaller operators appeared more likely to use individual technologies or external delivery platforms. Akpan, Udoh and Adebisi (2022) found that small-business technology adoption can be limited by awareness, resources and organisational capability.
The answer to Research Question 1 is therefore that digital transformation has been implemented through both customer-facing and operational technologies. However, the literature does not provide sufficient Midlands-specific evidence to determine the level of implementation across all regional businesses. International and wider UK evidence suggests uneven adoption influenced by business size, resources and technological capability.
[bookmark: _Toc238669130]4.4 Findings Related to Research Question 2
What impact does digital transformation have on customer service quality in fast-food businesses in the Midlands?
[bookmark: _Toc238669131]4.4.1 Theme 3: Operational efficiency and service reliability
Operational efficiency was the most consistently reported benefit across the analysed evidence. Kiosks, mobile ordering and contactless payments reduced the manual stages involved in placing and processing orders. Customers could enter information directly, review selections and complete payment without waiting for a staffed till.
Technology also created the potential to improve order accuracy. Digital systems allowed customers to confirm product selections and customisation before submitting an order. Integrated systems reduced the need for employees to transfer information manually from the customer to the kitchen.
However, improved accuracy was conditional on system reliability and integration. Incorrect product information, application failures, delayed data transfer and system outages created new causes of service failure. Therefore, technology reduced some human errors while introducing technological risks.
The evidence concerning waiting time was similarly conditional. Kiosks and applications could reduce queues at traditional tills, but faster ordering could increase pressure on kitchen capacity. In these circumstances, the visible queue was moved from the ordering stage to the preparation or collection stage rather than eliminated.
Kharlamov and Parry (2021) linked digitisation with productivity and profitability, while Lakhwani et al. (2020) associated technology adoption with organisational productivity. Nevertheless, these broader organisational findings did not prove that every fast-food technology reduced costs or increased profit.
Theme 3 therefore showed that digital transformation generally improves functional aspects of service quality when systems are reliable and operational capacity is aligned with digital demand.
[bookmark: _Toc238669132]4.4.2 Theme 4: Customer convenience, responsiveness and control
Convenience was another strong pattern within the analysed evidence. Mobile applications and delivery platforms allowed customers to place orders without visiting a restaurant or waiting at a till. Kiosks offered greater time to browse menus and customise products. Contactless payments shortened the transaction process.
Customer control was particularly important. Digital ordering allowed customers to make choices independently and check an order before confirmation. This could reduce communication pressure and improve the experience of customers who preferred limited interaction.
Finlay et al. (2023) demonstrated that information and pricing presented through a virtual food-delivery application could influence ordering decisions. This indicates that digital interfaces do not simply transmit customer choices; their design can actively influence behaviour.
Customer-review research also showed that convenience was evaluated across the complete journey. Khan et al. (2023) found that text mining could identify patterns in food-delivery reviews and ratings. Mathayomchan and Taecharungroj (2020) similarly used Google Maps reviews to examine customer experiences. Common service concerns extended beyond application usability to delivery time, order accuracy, food condition and problem resolution.
The findings therefore indicated that digital convenience was vulnerable to failure elsewhere in the service system. A simple ordering process did not produce a positive experience when preparation or delivery failed.
[bookmark: _Toc238669133]4.4.3 Theme 5: Technology acceptance, trust and usability
The fifth theme demonstrated that service-quality outcomes were influenced by customer acceptance. Perceived usefulness and ease of use were repeatedly associated with willingness to adopt self-service and mobile technologies.
Amiri et al. (2025) found that perceived usefulness and ease of use significantly affected customers’ continued intention to use kiosks. Technology readiness also influenced acceptance. Arsat, Hanafiah and Che Shalifullizam (2025) found that accessibility and acceptability affected kiosk preferences.
These findings indicated that customers did not respond uniformly to the same technology. Digitally confident customers were more likely to value convenience and independence, while customers with limited confidence could experience anxiety or frustration.
Trust was connected to payment security, information accuracy, data use and system reliability. Belanche, Flavián and Pérez-Rueda (2020) found that perceived security affected mobile application use. Trust also influenced whether customers accepted AI personalisation and automated support.
Chatbots provided rapid responses to routine questions, but their effects depended on response quality. Aslam et al. (2025) examined factors influencing chatbot adoption in food ordering, while Chen, Wang and Wood (2025) found that different chatbot-quality dimensions could affect customers’ intentions to change service agents. Automated speed was therefore insufficient when the system could not understand or resolve a problem.
The answer to Research Question 2 is that digital transformation generally improves the functional dimensions of customer service, particularly speed, convenience, order control and potential accuracy. Its effects on overall satisfaction, trust, empathy and assurance are mixed and depend on usability, customer readiness, staff support and system reliability.
[bookmark: _Toc238669134]4.5 Findings Related to Research Question 3
What benefits and challenges does digital technology create for fast-food companies seeking to improve customer service quality?
[bookmark: _Toc238669135]4.5.1 Theme 6: Organisational capability and employee readiness
The sixth theme demonstrated that organisational capability influenced the relationship between technology and service quality. Similar technologies produced different outcomes depending on leadership, employee skills, financial resources and operational integration.
Large fast-food chains appeared better positioned to invest in integrated platforms, data analytics and specialised technical support. Smaller businesses faced proportionately higher costs and were more dependent on external technology providers. Akpan, Udoh and Adebisi (2022) identified resources, awareness and capability as important influences on small-business adoption.
Employee readiness was equally important. Digitalisation did not remove the need for employees; it changed their responsibilities. Staff were required to assist customers, monitor digital orders, coordinate several ordering channels and resolve technical failures.
Howcroft and Taylor (2023) argue that the effects of automation are shaped by organisational and managerial choices. Wang, Liu and Parker (2020) also demonstrate that technology affects job demands, autonomy and work design. These findings suggest that automation may reduce repetitive tasks while increasing monitoring, multitasking or work intensity.
Employee training therefore emerged as a condition of successful implementation. Technology was more likely to improve service when employees understood the systems and could assist customers. Removing staff support to reduce labour costs could undermine customer service, particularly for customers experiencing difficulty.
[bookmark: _Toc238669136]4.5.2 Theme 7: Digital inclusion and human interaction
The seventh theme concerned the uneven accessibility of digital service. The evidence showed that technologies designed to improve convenience could create barriers for customers without digital access, skills or confidence.
Allmann (2022) identified continuing digital poverty in the UK. Monye (2024) also highlighted financial exclusion associated with cashless systems. These findings are relevant to the Midlands because regional fast-food businesses serve customers with varied ages, incomes, abilities and digital experience.
Kiosks and mobile applications could create difficulties through small text, complex navigation, inaccessible screen placement or dependence on smartphones and payment cards. Customers with visual, physical or cognitive impairments might require additional support.
The analysis identified a difference between technological personalisation and human empathy. AI systems could recommend products based on previous behaviour, but they could not necessarily recognise emotional discomfort or respond flexibly to an unusual customer problem.
Digital transformation therefore created a service-quality tension. It increased independence for customers who preferred self-service but could reduce personal attention for customers who valued or required human assistance. Hybrid service, in which digital options are supported by accessible human help, emerged as the most balanced approach.
[bookmark: _Toc238669137]4.5.3 Theme 8: Financial, ethical and sustainability challenges
The final theme combined three areas that affected the overall value of digital transformation.
The first was financial performance. Digital applications and delivery platforms could increase order volumes and market reach. Loyalty systems and personalised promotions could encourage repeat purchasing. However, increased revenue did not automatically result in higher profitability.
Technology investment involved hardware, software, subscriptions, maintenance, cybersecurity and training costs. Delivery-platform commissions, discounts, packaging and additional labour could reduce margins. Elkhwesky et al. (2023) identified inconsistency in the measurement of restaurant business performance, making it difficult to compare profitability findings across studies.
The second area was ethics. Digital services collected information about orders, locations, payments and customer behaviour. D’Cruz et al. (2022) identified important ethical questions surrounding technology, work and responsibility. Velasco et al. (2024) also highlighted ethical tensions within customer-experience management.
Personalisation could increase customer relevance but require extensive data collection. Employee monitoring could improve performance information but reduce privacy and autonomy. AI-supported decisions could increase consistency but make responsibility less clear when an error occurred.
The third area was sustainability. Digital forecasting, inventory monitoring and supply-chain information could reduce waste. Hong, Jaegler and Gergaud (2024) identified the role of mobile applications in reducing food waste, while Meemken et al. (2024) examined digital innovation for sustainability monitoring.
Nevertheless, digitalisation also produced potential negative effects. Online delivery could increase packaging, energy use and vehicle journeys. Bohnsack, Bidmon and Pinkse (2022) emphasised that digital technologies may create intended and unintended sustainability consequences.
The answer to Research Question 3 is that digital technologies create benefits through efficiency, customer access, information, personalisation and potential sales growth. However, businesses face challenges involving investment costs, employee capability, technological dependence, privacy, cybersecurity, exclusion, reduced human interaction and uncertain environmental effects.
[bookmark: _Toc238669138]4.6 Cross-Theme Synthesis
The themes demonstrated that digital transformation should be understood as a connected organisational and service process. Customer-facing technology, operational systems, employee capability and customer acceptance interacted to determine service outcomes.
	Finding
	Evidence synthesis

	Technology increases customer convenience
	Supporting and contrasting authors: Helal (2023); Alghamdi et al. (2023); Talaei and Zahedi (2025); Shorbaji, Alalwan and Algharabat (2025)


	Technology improves ordering responsiveness
	Supporting and contrasting authors: Helal (2023); Arsat, Hanafiah and Che Shalifullizam (2025); Amiri et al. (2025); Talaei and Zahedi (2025)


	Technology improves order accuracy
	Supporting and contrasting authors: Helal (2023); Ding et al. (2023); Hassoun et al. (2024)


	Technology improves customer satisfaction
	Supporting and contrasting authors: Alghamdi et al. (2023); Helal (2023); Kumolu-Johnson (2024); Etrata et al. (2025); Shorbaji, Alalwan and Algharabat (2025)


	Technology improves empathy
	Supporting and contrasting authors: Parasuraman, Zeithaml and Berry (1988); Velasco et al. (2024); Etrata et al. (2025)


	Acceptance depends on usefulness and ease of use
	Supporting and contrasting authors: Davis (1989); Alghamdi et al. (2023); Amiri et al. (2025); Jun, Marjerison and Kim (2025); Talaei and Zahedi (2025)


	Organisational capability affects implementation success
	Supporting and contrasting authors: Barney (1991); Teece (2018); Akpan, Udoh and Adebisi (2022); Prasetyani et al. (2025); Rizana, Wiratmadja and Akbar (2025); Motamedimoghadam, Mira da Silva and Amaral (2025)


	Technology increases sales
	Supporting and contrasting authors: Kharlamov and Parry (2021); Helal (2023); Uddin et al. (2026); Bujalance-López et al. (2025)


	Technology increases profitability
	Supporting and contrasting authors: Kharlamov and Parry (2021); Elkhwesky et al. (2023); Bujalance-López et al. (2025); Uddin et al. (2026)


	Digitalisation improves sustainability
	Supporting and contrasting authors: Bohnsack, Bidmon and Pinkse (2022); Hong, Jaegler and Gergaud (2024); Meemken et al. (2024); Hassoun et al. (2024)


	Digitalisation may exclude some customers
	Supporting and contrasting authors: Allmann (2022); Vu and Lim (2022); Monye (2024); Velasco et al. (2024); Jun, Marjerison and Kim (2025)



Table 4.2: Direction and strength of evidence across the reviewed literature

These assessments reflect the recurrence, consistency and methodological strength of evidence identified through thematic analysis. They are not statistical meta-analysis. Conditional and contradictory evidence is retained to avoid overstating the benefits of digital transformation
Three principal patterns emerged.
First, evidence of functional service improvements was stronger than evidence of relational improvement. Speed, convenience, customer control and information availability were frequently identified as benefits. Empathy, reassurance and personal attention were more vulnerable when human interaction was reduced.
Second, implementation quality mattered more than technological availability. Installing a kiosk or introducing an application did not guarantee adoption or improved service. Reliability, accessibility, integration, employee support and customer trust influenced outcomes.
Third, evidence concerning efficiency was stronger than evidence concerning profitability. Technology could increase capacity, data availability and sales opportunities, but the reviewed evidence did not consistently demonstrate that these improvements produced higher net profit. Costs and organisational capability affected the financial outcome.
[bookmark: _Toc238669139]4.7 Research Gaps Identified Through the Findings
The thematic analysis confirmed several gaps.
First, there was insufficient direct research concerning fast-food digital transformation in the Midlands. This prevented confident conclusions about the distribution and maturity of technology adoption among regional businesses.
Second, many studies examined a single technology rather than the integrated customer journey. There was limited analysis of how applications, payments, kitchen systems, collection and delivery interacted.
Third, customer intention and satisfaction were measured more frequently than verified business outcomes. Evidence connecting digitalisation with costs, margins and profitability remained underdeveloped.
Fourth, large restaurant chains received more attention than independent fast-food businesses. Consequently, the experiences and resource limitations of smaller Midlands operators were not adequately represented.
Fifth, digital inclusion and relational service quality received less attention than speed and convenience. More research is required into accessibility, empathy, cash acceptance and the experiences of digitally excluded customers.
These gaps do not prevent the research questions from being answered, but they define the limits of the available evidence and prevent overgeneralisation.
[bookmark: _Toc238669140]4.8 Chapter Summary
This chapter presented the findings from the thematic analysis of 64 selected academic articles. Eight interconnected themes were identified and organised around the three approved research questions.
Digital transformation was implemented through self-service kiosks, mobile applications, online delivery platforms, contactless payments, AI, analytics and integrated operational systems. However, direct evidence about the extent of implementation within the Midlands remained limited.
The findings showed that digital technologies generally improved functional service outcomes, including convenience, responsiveness, customer control and potential order accuracy. Their effects on satisfaction, trust, assurance and empathy were conditional on system reliability, accessibility, customer acceptance and staff support.
The principal business benefits included efficiency, additional ordering channels, customer data and potential sales growth. The major challenges included implementation costs, employee readiness, system dependence, privacy, cybersecurity, digital exclusion and uncertain sustainability outcomes.
Overall, the evidence indicated that digital transformation does not automatically improve customer service quality or profitability. Positive outcomes depend on the alignment of technology, organisational capability, employee support and customer needs. Chapter 5 interprets these findings through SERVQUAL, TAM, RBV and Dynamic Capabilities Theory and develops the conclusions and recommendations of the dissertation.

















[bookmark: _Toc238669141]CHAPTER 5 – DISCUSSION, CONCLUSIONS AND RECOMMENDATIONS
[bookmark: _Toc238669142]5.1 Introduction
This chapter discusses the findings presented in Chapter 4 in relation to the research questions, objectives and conceptual framework. The findings are interpreted through SERVQUAL, the Technology Acceptance Model (TAM), the Resource-Based View (RBV) and Dynamic Capabilities Theory. The chapter evaluates what the evidence means for fast-food businesses in the Midlands rather than repeating the individual findings.
The discussion demonstrates that digital transformation can improve the functional dimensions of customer service, particularly convenience, responsiveness, customer control and order processing. However, positive outcomes are not created by technology alone. Customer acceptance, organisational capability, employee support, accessibility and system integration determine whether technology contributes to service quality and business performance.
The chapter answers the three approved research questions, evaluates the achievement of the four research objectives and presents theoretical and managerial implications. It then explains the study’s limitations, makes recommendations for Midlands fast-food businesses and identifies opportunities for future research.
[bookmark: _Toc238669143]5.2 Discussion of Research Question 1
How has digital transformation been implemented within the fast-food industry in the Midlands, UK?
The findings indicate that digital transformation in the fast-food industry has been implemented through two connected categories of technology: customer-facing systems and operational systems.
Customer-facing implementation includes self-service kiosks, mobile ordering applications, online delivery platforms, digital menu boards, contactless payments, loyalty programmes and chatbots. Operational implementation includes point-of-sale integration, kitchen display systems, AI, data analytics, inventory monitoring, demand forecasting and IoT-enabled systems.
This distinction is important because the introduction of one customer-facing technology does not necessarily represent complete digital transformation. Vial (2019) defines digital transformation as organisational change produced through the integration of digital technologies. Verhoef et al. (2021) similarly argue that digital transformation affects business models, customer journeys and organisational resources. Therefore, installing a kiosk without changing preparation processes, employee responsibilities or customer-support arrangements represents digitalisation of one activity rather than complete transformation.
The findings suggest that implementation is more advanced when ordering, payment, preparation, loyalty data, inventory and customer communication are connected. This integration allows information to move across the customer journey and supports faster organisational responses. However, it also creates greater dependence on system reliability and data quality.
The RBV helps explain why implementation varies between organisations. Technology can be purchased by competing businesses, but its value depends on complementary resources such as digital skills, leadership, customer knowledge and integrated processes (Barney, 1991). Large fast-food chains are likely to have greater financial and technical resources, while independent Midlands businesses may adopt individual technologies or depend on external delivery platforms.
Dynamic Capabilities Theory provides an additional explanation. Successful digital transformation requires businesses to sense changes in customer demand, invest in appropriate technologies and reconfigure their operations as conditions change (Teece, 2018). Implementation should therefore be treated as an ongoing process rather than a one-time investment.
Nevertheless, the literature does not provide enough direct evidence to map technology adoption across all fast-food businesses in the Midlands. The first research question can be answered in terms of the technologies and implementation processes identified in wider UK and international evidence, but not through a precise measurement of regional adoption. This geographical limitation is an important conclusion rather than something that should be hidden.
[bookmark: _Toc238669144]5.3 Discussion of Research Question 2
What impact does digital transformation have on customer service quality in fast-food businesses in the Midlands?
The findings indicate that digital transformation has a generally positive but conditional effect on customer service quality. The strongest positive effects concern functional service dimensions, while effects on relational service dimensions are more mixed.
Using SERVQUAL, digital technologies appear to improve responsiveness by reducing the stages required to browse, order and pay. Mobile applications also allow customers to order before arriving at a restaurant or request delivery. However, responsiveness depends on the complete service system. Faster order submission does not improve the experience when kitchen capacity is insufficient or delivery is delayed.
Reliability may improve because customers enter and verify their own selections. Integrated ordering systems can reduce manual communication errors. However, technological failures create alternative reliability risks. Incorrect stock information, application errors, payment failures or poor integration between the ordering interface and kitchen can produce service failures.
Assurance is influenced by security, information quality and trust. Digital payment systems and applications can create confidence when they are secure and transparent. Conversely, unclear data collection, system failures or inaccurate information can weaken assurance.
Digitalisation has the most uncertain effect on empathy. Personalised offers based on customer data can create relevance, but algorithmic personalisation is not equivalent to human understanding. A system may recognise purchasing patterns without understanding that a customer is confused, distressed or unable to use the interface.
Tangibles must also be reconsidered in a digital environment. SERVQUAL originally connected tangibles with physical facilities and employee appearance. In digitally supported fast-food service, interface design, screen condition, readability, navigation and application performance become part of the visible service environment.
TAM helps explain why the same technology produces different customer responses. Davis (1989) proposes that perceived usefulness and perceived ease of use influence acceptance. Amiri et al. (2025) found that these factors influenced continued kiosk-use intention. However, the findings also demonstrate that trust, accessibility and technology readiness affect adoption.
Customer acceptance therefore mediates the relationship between implementation and service quality. A technically advanced system cannot improve perceived service quality if customers avoid it, do not understand it or do not trust it. The impact of digital transformation is consequently conditional on both technological quality and customer characteristics.
The answer to the second research question is that digital transformation generally improves convenience, responsiveness, customer control and potential order accuracy. However, it does not consistently improve empathy, assurance or overall satisfaction. Positive effects are most likely when digital channels are reliable, accessible and supported by employees.
[bookmark: _Toc238669145]5.4 Discussion of Research Question 3
What benefits and challenges does digital technology create for fast-food companies seeking to improve customer service quality?
The principal benefits identified were improved operational efficiency, increased ordering capacity, potential order accuracy, greater customer convenience, expanded market access and improved availability of customer and operational data.
Digital systems may reduce repetitive transaction tasks and allow employees to concentrate on preparation, customer assistance and problem resolution. Applications and delivery platforms allow businesses to reach customers outside the physical restaurant, while loyalty programmes and analytics can support repeat purchasing and personalised communication.
However, the relationship between efficiency and profitability requires careful interpretation. Technology may increase sales without increasing profit. Hardware, software, maintenance, cybersecurity, training, delivery commissions, discounts and packaging create additional costs. Evidence that customers intend to reuse a kiosk or application does not demonstrate that the technology provides an acceptable financial return.
The RBV suggests that performance differences arise because organisations possess different complementary resources. A technology creates greater value when it is combined with effective leadership, employee skills, customer data and integrated operational processes. Technology without these supporting resources may increase complexity rather than create advantage.
The findings also identified significant challenges. Employees may require training to monitor several ordering channels and resolve technological problems. Automation may reduce repetitive tasks but increase multitasking and work intensity. Howcroft and Taylor (2023) argue that employment outcomes are influenced by managerial decisions rather than being determined by technology alone.
Digital exclusion represents another challenge. Customers without smartphones, payment cards, internet access or digital confidence may experience restricted access. A digital-only approach can therefore conflict with customer-service objectives. This is particularly important for businesses serving diverse communities in the Midlands.
Privacy, security and transparency also affect trust. Personalisation depends on customer data, but excessive or unclear data collection may damage assurance. Businesses must ensure that customer information is used lawfully and transparently.
The sustainability effect is similarly mixed. Forecasting and inventory technologies may reduce waste, while digital monitoring can support environmental reporting. However, online delivery may increase packaging, energy use and transport. Digital transformation should not automatically be described as sustainable without evaluating its complete environmental effect.
The answer to the third research question is that digital technology creates substantial operational and customer benefits but also introduces financial, organisational, ethical and social risks. The balance depends on implementation quality, organisational capability and the availability of inclusive human support.
[bookmark: _Toc238669146]5.5 Integration of the Theoretical Framework
The four theoretical perspectives provide complementary explanations of the findings.
SERVQUAL identifies the service dimensions affected by digitalisation. It demonstrates that improvement is not uniform: technology may strengthen responsiveness and reliability while weakening empathy or assurance.
TAM explains customers’ acceptance of kiosks, applications, chatbots and digital payments. Perceived usefulness and ease of use are central, but the findings suggest that trust, accessibility and technology readiness should also be considered.
RBV explains why businesses achieve different outcomes from similar technologies. Competitive value arises from the combination of technology with employee skills, leadership, data and organisational processes rather than from hardware or software alone.
Dynamic Capabilities Theory explains the continuing process of digital adaptation. Businesses must identify changing expectations, select suitable technologies and repeatedly adjust their operations.
Together, the theories support the following conclusion:
Digital technology implementation influences customer service quality, but the relationship is mediated by customer acceptance and organisational capability. Improved service and efficiency may contribute to loyalty, sales and competitive position, but profitability depends on implementation costs and the business’s ability to convert technological capability into customer value.
[bookmark: _Toc238669147]5.6 Achievement of the Research Objectives
The study achieved the four approved research objectives.
Table 5.1: Achievement of the research objectives
	Research objective
	How it was achieved

	Identify how digital transformation has been implemented in the fast-food industry
	The study identified kiosks, mobile applications, delivery platforms, digital payments, AI, analytics and integrated operational technologies.

	Examine the impact of digital transformation on customer service quality
	The analysis evaluated reliability, responsiveness, assurance, empathy, tangibles, usability, trust and satisfaction.

	Evaluate the benefits and challenges created by digital technologies
	The study compared efficiency, customer access and data benefits with costs, skill requirements, exclusion, privacy, security and sustainability challenges.

	Provide recommendations for fast-food businesses
	Evidence-based managerial recommendations are presented in Section 5.8.


Source: Author’s own analysis (2026).
Although the objectives were achieved through secondary evidence, the limited amount of Midlands-specific research restricts the certainty with which findings can be generalised to every regional business.
[bookmark: _Toc238669148]5.7 Theoretical and Practical Contribution
The dissertation makes three principal contributions.
First, it integrates customer-service, technology-acceptance and organisational-capability theories. Using SERVQUAL alone would identify changes in service quality but would not fully explain customer adoption or differences between businesses. Combining the four theories produces a more complete explanation.
Second, the study distinguishes functional from relational service quality. Existing research often prioritises speed, convenience and ease of use. This dissertation demonstrates that empathy, accessibility and human support remain important, particularly for customers experiencing digital difficulties.
Third, the study distinguishes sales, efficiency and profitability. These concepts are sometimes treated as interchangeable, but increased ordering volume does not necessarily create improved financial returns. Technology costs and organisational capability must be considered.
The practical contribution is the development of evidence-based recommendations suitable for Midlands fast-food businesses with different levels of digital maturity.
[bookmark: _Toc238669149]5.8 Recommendations for Fast-Food Businesses
[bookmark: _Toc238669150]5.8.1 Adopt technology according to a defined service problem
Businesses should identify the service problem before selecting a technology. A kiosk may be suitable for reducing ordering queues, while inventory analytics may be more appropriate for addressing stock shortages or waste. Technology should not be adopted only because competitors use it.
[bookmark: _Toc238669151]5.8.2 Maintain a hybrid service model
Digital channels should operate alongside accessible human support. Employees should be available to assist customers at kiosks and respond when automated systems cannot resolve problems. Cash or alternative payment options should be retained where practical.
[bookmark: _Toc238669152]5.8.3 Integrate customer-facing and operational systems
Mobile applications, kiosks and delivery platforms should connect accurately with payment, kitchen and inventory systems. Businesses should assess the complete customer journey rather than measuring only the speed of order entry.
[bookmark: _Toc238669153]5.8.4 Invest in employee capability
Staff should receive training in system operation, customer assistance, problem resolution and data responsibilities. Employee feedback should be included when technologies are evaluated because employees observe operational problems that may not appear in customer ratings.
[bookmark: _Toc238669154]5.8.5 Measure outcomes before and after implementation
Businesses should establish measurable indicators such as:
· average ordering and preparation time;
· order-error rate;
· customer satisfaction;
· complaint-resolution time;
· digital-channel utilisation;
· repeat-purchase rate;
· technology and maintenance costs;
· sales by ordering channel;
· profit margin and return on investment;
· food-waste levels.
Using these indicators would provide stronger evidence than relying on general assumptions that digitalisation improves performance.
[bookmark: _Toc238669155]5.8.6 Strengthen privacy and cybersecurity
Customers should receive clear information about what data are collected and how they are used. Access to customer information should be restricted, systems should be updated regularly, and contingency plans should be maintained for payment or ordering failures.
[bookmark: _Toc238669156]5.8.7 Design for accessibility and inclusion
Interfaces should use readable text, simple navigation, appropriate screen positioning and accessible payment options. Businesses should test technologies with customers of different ages and levels of digital confidence.
[bookmark: _Toc238669157]5.8.8 Evaluate sustainability across the complete system
Sustainability assessment should consider food waste, packaging, energy use and delivery journeys. Businesses should avoid making environmental claims based only on reducing paper receipts or introducing digital monitoring.
[bookmark: _Toc238669158]5.9 Limitations
The study has several limitations.
First, it relies on published secondary evidence and is affected by the quality and limitations of the original studies. Publication bias may mean that successful technology projects are reported more frequently than failed implementations.
Second, the selected studies used different technologies, methods and outcome measures. This supported thematic synthesis but prevented a statistical meta-analysis or calculation of a single effect.
Third, limited research focused specifically on Midlands fast-food businesses. Wider UK and international findings were evaluated for relevance but may not represent every regional organisation.
Fourth, the criterion-based selection of 64 articles involved researcher judgement. Transparent inclusion criteria and a structured analysis table reduced but did not eliminate selection bias.
Fifth, technology develops rapidly. Findings concerning applications, AI and payment systems may become outdated as new systems and regulations emerge.
Finally, the secondary design cannot establish direct causal relationships or independently verify profitability, employee experiences or customer perceptions in individual Midland’s businesses.
[bookmark: _Toc238669159]5.10 Recommendations for Future Research
Future research should collect primary evidence from Midlands fast-food businesses. Surveys could quantitatively test relationships between technology use, service-quality dimensions, satisfaction and loyalty.
Interviews with managers and employees could examine implementation costs, employee experiences and differences between large chains and independent businesses. Customer interviews could investigate empathy, accessibility and digital exclusion in greater depth.
Longitudinal studies should examine performance before and after technology implementation. This would provide stronger evidence about causality and financial return than cross-sectional customer-intention research.
Future studies should also compare ordering channels within the same business, including staffed tills, kiosks, applications and delivery platforms. Further research is needed into the environmental effects of digital delivery, AI transparency and the experiences of vulnerable or digitally excluded customers.
[bookmark: _Toc238669160]5.11 Conclusion
This dissertation examined how digital transformation has been implemented in the fast-food industry, how it affects customer service quality and what benefits and challenges it creates for businesses in the Midlands.
The study concludes that digital transformation has been implemented through interconnected customer-facing and operational technologies. These technologies can improve convenience, responsiveness, customer control, information availability and operational efficiency. However, technology does not automatically improve every dimension of service quality.
The effects on empathy, assurance, trust and inclusion are conditional. Customers differ in their ability and willingness to use digital systems, while businesses differ in their financial resources, employee skills and level of technological integration.
The evidence concerning efficiency and customer convenience is stronger than the evidence concerning profitability. Technology may increase order volume and sales opportunities, but financial benefit depends on costs, margins and organisational capability.
For Midlands fast-food businesses, the most appropriate strategy is not complete replacement of human service. A hybrid approach combining reliable digital technologies with accessible employee support is more likely to balance efficiency, customer choice and relational service quality.
Digital transformation should therefore be understood as an ongoing organisational capability rather than a one-time technology project. Its value depends on how effectively technology, employees, operations and customer needs are aligned. The central conclusion is that technology improves customer service only when it remains reliable, inclusive, ethically governed and focused on creating measurable customer and business value.
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Literature Evidence Matrix
Digital transformation and customer service quality in the fast-food industry
Purpose and use
This document maps 64 sources to the three approved research questions. It records the technology or topic, method, geography, main finding used in the dissertation, critical interpretation, practical suggestion and research gap. The matrix supports thematic synthesis; it is not a substitute for checking each full text before submission.
RQ1 examines implementation. RQ2 examines customer service quality. RQ3 examines benefits and challenges. Methodological and contextual sources are retained separately so that they are not presented as direct empirical evidence about Midlands fast-food businesses.
RQ1 - Implementation of digital transformation
12 sources are assigned to this primary category. Some sources also contribute to other research questions.
	1. Adak et al. (2022)

	Technology / topic
	AI; review analytics

	Method and geography
	Model development / review analysis; International

	Main finding used
	Explainable AI can identify factors in food-delivery reviews that ratings may conceal.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Data quality and representativeness limit conclusions.

	Practical suggestion
	Use explainable review analytics alongside human interpretation.

	Gap / limitation
	Data quality and representativeness limit conclusions.



	2. Bresciani et al. (2021)

	Technology / topic
	Digital transformation and innovation

	Method and geography
	Conceptual / editorial synthesis; General business

	Main finding used
	Digital transformation can enable product, process and business-model innovation.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Broad business focus; limited fast-food-specific evidence.

	Practical suggestion
	Evaluate organisational change, not isolated technology installation.

	Gap / limitation
	Broad business focus; limited fast-food-specific evidence.



	3. Ding et al. (2023)

	Technology / topic
	AI and big data in food

	Method and geography
	Review; Food industry

	Main finding used
	AI and big data support forecasting, quality control and customer analysis.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Food-industry scope is broader than restaurants.

	Practical suggestion
	Connect analytics to clear operational decisions.

	Gap / limitation
	Food-industry scope is broader than restaurants.



	4. Granheim et al. (2022)

	Technology / topic
	Digital food environment

	Method and geography
	Systematic scoping review; International

	Main finding used
	Digital food environments combine platforms, marketing and purchasing processes.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Limited direct evidence about Midlands business performance.

	Practical suggestion
	Analyse the full digital environment rather than one application.

	Gap / limitation
	Limited direct evidence about Midlands business performance.



	5. Hassoun et al. (2024)

	Technology / topic
	Food Industry 4.0 to 5.0

	Method and geography
	Comprehensive review; Food sector

	Main finding used
	Food Industry 5.0 adds human-centred and sustainable priorities to connected technology.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Future applications exceed currently verified restaurant adoption.

	Practical suggestion
	Combine automation with human and sustainability objectives.

	Gap / limitation
	Future applications exceed currently verified restaurant adoption.



	6. Misra et al. (2020)

	Technology / topic
	IoT, big data and AI

	Method and geography
	Review; Agriculture and food industry

	Main finding used
	Connected technologies support monitoring, forecasting and decision-making.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Much evidence lies outside restaurant operations.

	Practical suggestion
	Use integrated data for inventory and demand planning.

	Gap / limitation
	Much evidence lies outside restaurant operations.



	7. Rejeb et al. (2020)

	Technology / topic
	Blockchain in food

	Method and geography
	Review; Food industry

	Main finding used
	Blockchain offers traceability potential but faces cost, scalability and governance challenges.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Limited verified restaurant implementation and customer impact.

	Practical suggestion
	Adopt only where traceability value exceeds complexity.

	Gap / limitation
	Limited verified restaurant implementation and customer impact.



	8. Režek Jambrak et al. (2021)

	Technology / topic
	Food Industry 4.0; IoNTP

	Method and geography
	Review / conceptual framework; Food processing

	Main finding used
	Connected nonthermal technologies link Industry 4.0 with sustainability.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Food-processing focus limits direct fast-food relevance.

	Practical suggestion
	Integrate technology and sustainability objectives.

	Gap / limitation
	Food-processing focus limits direct fast-food relevance.



	9. Verhoef et al. (2021)

	Technology / topic
	Digital transformation and customer journeys

	Method and geography
	Multidisciplinary review; General business

	Main finding used
	Transformation changes business models, resources and customer journeys.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Broad review provides limited Midlands implementation evidence.

	Practical suggestion
	Integrate channels and evaluate customer value.

	Gap / limitation
	Broad review provides limited Midlands implementation evidence.



	10. Vial (2019)

	Technology / topic
	Digital transformation

	Method and geography
	Systematic review / framework; General business

	Main finding used
	Digital technologies trigger organisational and value-creation change.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Conceptual synthesis needs sector-specific empirical testing.

	Practical suggestion
	Assess transformation through organisational outcomes, not installation alone.

	Gap / limitation
	Conceptual synthesis needs sector-specific empirical testing.



	11. Vu, Ghadge and Bourlakis (2023)

	Technology / topic
	Blockchain in food supply chains

	Method and geography
	Review and implementation framework; Food supply chains

	Main finding used
	Blockchain adoption depends on technological and organisational readiness.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Limited customer-service and Midlands evidence.

	Practical suggestion
	Use a staged implementation framework and governance.

	Gap / limitation
	Limited customer-service and Midlands evidence.



	12. Zakaria et al. (2024)

	Technology / topic
	AI in the UK food system

	Method and geography
	Rapid evidence assessment and scientometric analysis; United Kingdom

	Main finding used
	AI use is expanding across the UK food system, but evidence about practice remains incomplete.

	Critical discussion
	The evidence supports RQ1, but interpretation must account for this limitation: Limited evidence about current restaurant adoption and scalability.

	Practical suggestion
	Develop transparency, gap analysis and stakeholder evidence.

	Gap / limitation
	Limited evidence about current restaurant adoption and scalability.



RQ2 — Impact on customer service quality
23 sources are assigned to this primary category. Some sources also contribute to other research questions.
	13. Alghamdi et al. (2023)

	Technology / topic
	Online food-delivery platforms; SERVQUAL; continued use

	Method and geography
	Quantitative survey; path analysis; n=500 regular users; Indian Tier-I cities

	Main finding used
	Service quality positively influenced perceived ease of use and expectation confirmation; e-WOM review adoption contributed to continued use.

	Critical discussion
	Connects service quality with technology acceptance and continued usage but does not examine the complete restaurant journey.

	Practical suggestion
	Improve platform service quality, information and review mechanisms to support retention.

	Gap / limitation
	Cross-sectional Indian evidence cannot establish causation or transfer directly to Midland’s customers.



	14. Amiri et al. (2025)

	Technology / topic
	Self-service kiosks; TAM; readiness

	Method and geography
	Survey; PLS-SEM; n=412; Jordan

	Main finding used
	Usefulness, ease of use and technology readiness influence continued kiosk use.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Behavioural intention outside the UK; no direct profitability measure.

	Practical suggestion
	Improve interface usability and support customers with lower readiness.

	Gap / limitation
	Behavioural intention outside the UK; no direct profitability measure.



	15. Arkadan, Macdonald and Wilson (2024)

	Technology / topic
	Customer-experience orientation

	Method and geography
	Conceptual model; International

	Main finding used
	Customer experience should be managed as an organisation-wide capability.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Conceptual propositions need more restaurant-sector testing.

	Practical suggestion
	Coordinate the complete digital and physical customer journey.

	Gap / limitation
	Conceptual propositions need more restaurant-sector testing.



	16. Arsat, Hanafiah and Che Shalifullizam (2025)

	Technology / topic
	Self-service kiosks; 4As

	Method and geography
	Empirical customer assessment; Malaysia

	Main finding used
	Accessibility, affordability, acceptability and awareness shape kiosk preference.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Non-UK context and preference measures limit transferability.

	Practical suggestion
	Evaluate adoption beyond physical installation.

	Gap / limitation
	Non-UK context and preference measures limit transferability.



	17. Aslam et al. (2025)

	Technology / topic
	Food-ordering chatbots

	Method and geography
	Technology-adoption study; International

	Main finding used
	Chatbot adoption depends on perceived service and technology factors.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Limited evidence about operational and long-term financial outcomes.

	Practical suggestion
	Improve response quality, usefulness and problem resolution.

	Gap / limitation
	Limited evidence about operational and long-term financial outcomes.



	18. Belanche, Flavián and Pérez-Rueda (2020)

	Technology / topic
	Mobile food-delivery apps

	Method and geography
	Consumer-behaviour study; International

	Main finding used
	Security and lifestyle compatibility influence app use and word of mouth.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Intentions and perceptions do not prove service or profit improvement.

	Practical suggestion
	Strengthen payment security and fit with customer routines.

	Gap / limitation
	Intentions and perceptions do not prove service or profit improvement.



	19. Chen, Wang and Wood (2025)

	Technology / topic
	Chatbot service quality

	Method and geography
	Survey; SEM; n=575; Retail e-commerce

	Main finding used
	Understanding, problem resolution and perceived humanness affect switching to chatbots.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Retail e-commerce rather than fast-food; switching intention is a proxy.

	Practical suggestion
	Use human escalation where chatbots cannot resolve problems.

	Gap / limitation
	Retail e-commerce rather than fast-food; switching intention is a proxy.



	20. Dandis et al. (2023)

	Technology / topic
	Brand experience, relational benefits and loyalty

	Method and geography
	Empirical service study; Fast-food restaurants

	Main finding used
	Brand experiences and relational benefits contribute to loyalty outcomes.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Contextual transferability and causal direction require caution.

	Practical suggestion
	Balance digital efficiency with relational value and trust.

	Gap / limitation
	Contextual transferability and causal direction require caution.



	21. Davis (1989)

	Technology / topic
	Technology Acceptance Model

	Method and geography
	Empirical theory development; General information systems

	Main finding used
	Perceived usefulness and ease of use influence technology acceptance.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: TAM alone underrepresents trust, inclusion and service context.

	Practical suggestion
	Design useful, understandable and low-effort interfaces.

	Gap / limitation
	TAM alone underrepresents trust, inclusion and service context.



	22. Esmaeilpour, Mohamadi and Rajabi (2016)

	Technology / topic
	SERVQUAL and fast-food brand equity

	Method and geography
	Questionnaire; convenience sample; SEM; n=390; Bushehr, Iran

	Main finding used
	All five SERVQUAL dimensions were positively associated with brand equity; tangibles had the strongest reported effect.

	Critical discussion
	Supports the commercial relevance of service quality but does not directly assess digital technologies.

	Practical suggestion
	Improve the physical service environment, reliability, responsiveness, assurance and empathy.

	Gap / limitation
	One restaurant, non-random sample, older evidence and no digitalisation measure.



	23. Etrata et al. (2025)

	Technology / topic
	SERVQUAL, trust and corporate image in QSRs

	Method and geography
	Empirical customer study focused on millennials; Quick-service restaurant context

	Main finding used
	Applies SERVQUAL to quick-service restaurants and examines corporate image and customer trust as mediating relational outcomes.

	Critical discussion
	Provides recent sector-specific support for SERVQUAL, while its millennial focus narrows generalisability.

	Practical suggestion
	Manage service quality together with trust-building and corporate-image activities.

	Gap / limitation
	Findings may not transfer to older customers or the specific Midlands digital-service context.



	24. Finlay et al. (2023)

	Technology / topic
	Digital menu information and pricing

	Method and geography
	Randomised controlled virtual-app trial; United Kingdom

	Main finding used
	Calorie labels and pricing presentation can influence digital food orders.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Virtual ordering may not reproduce the complete restaurant journey.

	Practical suggestion
	Test interface design and information effects before full rollout.

	Gap / limitation
	Virtual ordering may not reproduce the complete restaurant journey.



	25. Helal (2023)

	Technology / topic
	Fast-food digital transformation

	Method and geography
	Customer study; Fast-food restaurants

	Main finding used
	Digital transformation affects perceived value and customer well-being.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: One context cannot establish equal effects across technologies or regions.

	Practical suggestion
	Evaluate customer value alongside operational outcomes.

	Gap / limitation
	One context cannot establish equal effects across technologies or regions.



	26. Jun, Marjerison and Kim (2025)

	Technology / topic
	Kiosk adoption; extended TAM

	Method and geography
	Survey; structural equation modelling; n=750 kiosk users; China

	Main finding used
	Trust was the strongest direct predictor of intention to use; the deterrent effect of perceived barriers exceeded the positive effect of usefulness.

	Critical discussion
	Extends TAM by showing that trust, digital readiness and barriers vary between customer segments.

	Practical suggestion
	Use segment- and journey-oriented kiosk design, build trust and reduce practical friction.

	Gap / limitation
	Not limited to fast-food kiosks and based in China; cross-sectional intention is not actual long-term use.



	27. Keeble et al. (2021)

	Technology / topic
	Online food-delivery access

	Method and geography
	Cross-sectional linked-data analysis; United Kingdom

	Main finding used
	Greater online outlet access is associated with greater delivery-service use.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Cross-sectional association does not establish causality or service quality.

	Practical suggestion
	Consider demographic differences in access and use.

	Gap / limitation
	Cross-sectional association does not establish causality or service quality.



	28. Khan et al. (2023)

	Technology / topic
	Online delivery reviews and ratings

	Method and geography
	Text mining; Online food delivery

	Main finding used
	Review text identifies recurring service issues not visible in ratings alone.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Self-selected reviews are not representative of every customer.

	Practical suggestion
	Combine ratings with qualitative review analysis.

	Gap / limitation
	Self-selected reviews are not representative of every customer.



	29. Kumolu-Johnson (2024)

	Technology / topic
	Fast-food service quality

	Method and geography
	Service-quality study; Fast-food service

	Main finding used
	Service-quality improvement requires attention to multiple customer dimensions.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Further comparative and longitudinal evidence is needed.

	Practical suggestion
	Monitor satisfaction, responsiveness and service recovery.

	Gap / limitation
	Further comparative and longitudinal evidence is needed.



	30. Mathayomchan and Taecharungroj (2020)

	Technology / topic
	Google Maps restaurant reviews

	Method and geography
	Online-review analysis; Restaurant sector

	Main finding used
	Online reviews reveal repeated dimensions of restaurant customer experience.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Self-selection and platform context limit representativeness.

	Practical suggestion
	Use review evidence to identify service failures and strengths.

	Gap / limitation
	Self-selection and platform context limit representativeness.



	31. Parasuraman, Zeithaml and Berry (1988)

	Technology / topic
	SERVQUAL

	Method and geography
	Scale development; Service industries

	Main finding used
	Service quality comprises reliability, responsiveness, assurance, empathy and tangibles.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Original scale predates digital interfaces and needs adaptation.

	Practical suggestion
	Evaluate functional and relational dimensions separately.

	Gap / limitation
	Original scale predates digital interfaces and needs adaptation.



	32. Saleem et al. (2024)

	Technology / topic
	Service quality

	Method and geography
	Systematic literature review; Multiple sectors

	Main finding used
	Service quality is multidimensional and measured inconsistently across contexts.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: More context-specific digital service measures are needed.

	Practical suggestion
	Use clearly defined service-quality indicators.

	Gap / limitation
	More context-specific digital service measures are needed.



	33. Shorbaji, Alalwan and Algharabat (2025)

	Technology / topic
	AI-enabled mobile food ordering

	Method and geography
	Systematic review; Hospitality and food ordering

	Main finding used
	AI apps influence experience through personalisation, convenience and information quality.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Evidence remains fragmented and lacks long-term business outcomes.

	Practical suggestion
	Evaluate the complete journey and provide transparent personalisation.

	Gap / limitation
	Evidence remains fragmented and lacks long-term business outcomes.



	34. Talaei and Zahedi (2025)

	Technology / topic
	Food-delivery application; extended TAM

	Method and geography
	Quantitative survey; convenience sample; SEM; n=384; Iran; Snapp Food

	Main finding used
	Information quality, delivery speed, food quality and social influence positively affected perceived usefulness; previous experience was not significant.

	Critical discussion
	Shows that adoption depends on delivered service and information quality, not interface simplicity alone.

	Practical suggestion
	Improve information accuracy, delivery performance, UI/UX, AI-supported personalisation and customer support.

	Gap / limitation
	Single-platform, non-UK and cross-sectional evidence limits transferability and causality.



	35. Vu and Lim (2022)

	Technology / topic
	Acceptance of AI and robotics

	Method and geography
	28-country multilevel SEM; International

	Main finding used
	Individual and national factors shape public acceptance of AI and robotics.

	Critical discussion
	The evidence supports RQ2, but interpretation must account for this limitation: Broad public technologies rather than fast-food service.

	Practical suggestion
	Segment customers and avoid assuming uniform acceptance.

	Gap / limitation
	Broad public technologies rather than fast-food service.



RQ3 - Benefits and challenges
23 sources are assigned to this primary category. Some sources also contribute to other research questions.
	36. Akpan, Udoh and Adebisi (2022)

	Technology / topic
	SME technology adoption

	Method and geography
	Review / small-business evidence; Emerging and developing markets

	Main finding used
	SME adoption depends on awareness, resources and organisational capability.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Limited direct evidence for UK fast-food SMEs.

	Practical suggestion
	Provide training, finance and scalable adoption routes for smaller firms.

	Gap / limitation
	Limited direct evidence for UK fast-food SMEs.



	37. Allmann (2022)

	Technology / topic
	Digital poverty and inclusion

	Method and geography
	Evidence review; United Kingdom

	Main finding used
	Digital access, devices, skills and confidence remain unequal in the UK.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Report is not fast-food-specific.

	Practical suggestion
	Retain accessible alternatives and human assistance.

	Gap / limitation
	Report is not fast-food-specific.



	38. Barney (1991)

	Technology / topic
	Resource-Based View

	Method and geography
	Conceptual / theoretical; General business

	Main finding used
	Technology creates advantage when combined with valuable organisational resources.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Seminal general theory; requires contextual application.

	Practical suggestion
	Invest in skills, data and processes, not hardware alone.

	Gap / limitation
	Seminal general theory; requires contextual application.



	39. Bohnsack, Bidmon and Pinkse (2022)

	Technology / topic
	Digital sustainability

	Method and geography
	Conceptual commentary; International

	Main finding used
	Digital technologies create intended and unintended sustainability effects.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Brief conceptual contribution with limited fast-food measurement.

	Practical suggestion
	Assess the full environmental system rather than one visible benefit.

	Gap / limitation
	Brief conceptual contribution with limited fast-food measurement.



	40. Bujalance-López et al. (2025)

	Technology / topic
	Restaurant revenue management

	Method and geography
	Systematic literature review; Restaurant sector

	Main finding used
	Revenue-management research remains fragmented and faces implementation challenges.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Further evidence is required for digital quick-service operations.

	Practical suggestion
	Separate revenue gains from costs and profitability.

	Gap / limitation
	Further evidence is required for digital quick-service operations.



	41. D'Cruz et al. (2022)

	Technology / topic
	Technology, work and business ethics

	Method and geography
	Conceptual collection; International

	Main finding used
	Technological change raises questions about power, responsibility and work.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Broad scope and limited restaurant-specific evidence.

	Practical suggestion
	Include ethical governance in technology decisions.

	Gap / limitation
	Broad scope and limited restaurant-specific evidence.



	42. Elkhwesky et al. (2023)

	Technology / topic
	Restaurant business performance

	Method and geography
	Systematic critical review; Restaurant sector

	Main finding used
	Restaurant performance studies use inconsistent measures and theories.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Inconsistent measures restrict comparison and causal claims.

	Practical suggestion
	Define efficiency, sales and profitability separately.

	Gap / limitation
	Inconsistent measures restrict comparison and causal claims.



	43. Herrero et al. (2020)

	Technology / topic
	Food-system innovation and sustainability

	Method and geography
	Review / perspective; International food system

	Main finding used
	Innovation can accelerate sustainable food-system transition.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: System-level evidence is not specific to fast-food service quality.

	Practical suggestion
	Direct innovation toward measurable environmental outcomes.

	Gap / limitation
	System-level evidence is not specific to fast-food service quality.



	44. Hong, Jaegler and Gergaud (2024)

	Technology / topic
	Mobile applications and food waste

	Method and geography
	Systematic literature review; Food supply chains

	Main finding used
	Mobile applications can support food-waste reduction across supply chains.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Limited evidence about restaurant customer-service trade-offs.

	Practical suggestion
	Link digital monitoring with waste-reduction decisions.

	Gap / limitation
	Limited evidence about restaurant customer-service trade-offs.



	45. Howcroft and Taylor (2023)

	Technology / topic
	Automation and work

	Method and geography
	Social-shaping analysis; Work and employment

	Main finding used
	Employment outcomes are shaped by organisational and managerial choices.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Limited direct fast-food employee evidence.

	Practical suggestion
	Redesign jobs and training when introducing automation.

	Gap / limitation
	Limited direct fast-food employee evidence.



	46. Kharlamov and Parry (2021)

	Technology / topic
	Digitisation, productivity and profitability

	Method and geography
	Systematic approach; Firm performance

	Main finding used
	Digitisation and servitisation are linked with productivity and profitability.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Broad firm-level evidence does not prove restaurant-level causality.

	Practical suggestion
	Measure financial return as well as adoption.

	Gap / limitation
	Broad firm-level evidence does not prove restaurant-level causality.



	47. Lakhwani et al. (2020)

	Technology / topic
	Technology adoption and productivity

	Method and geography
	Empirical organisational study; General organisations

	Main finding used
	Technology adoption is positively associated with organisational productivity.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Cross-sectional organisational evidence limits causal restaurant conclusions.

	Practical suggestion
	Align infrastructure, knowledge and technology change.

	Gap / limitation
	Cross-sectional organisational evidence limits causal restaurant conclusions.



	48. Meemken et al. (2024)

	Technology / topic
	Digital sustainability monitoring

	Method and geography
	Perspective / review; Food systems

	Main finding used
	Digital innovation can improve sustainability monitoring.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Monitoring does not automatically produce environmental improvement.

	Practical suggestion
	Connect monitoring data with verified operational action.

	Gap / limitation
	Monitoring does not automatically produce environmental improvement.



	49. Monye (2024)

	Technology / topic
	Cashless society and exclusion

	Method and geography
	Legal and policy analysis; United Kingdom

	Main finding used
	Cashless development can exclude consumers without suitable financial access.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Not specific to fast-food customers.

	Practical suggestion
	Retain alternative payments and inclusive service options.

	Gap / limitation
	Not specific to fast-food customers.



	50. Motamedimoghadam, Mira da Silva and Amaral (2025)

	Technology / topic
	Organisational capabilities for digital innovation

	Method and geography
	Systematic review with grounded-theory coding; 38 empirical papers; Cross-industry and international

	Main finding used
	Identified sensing, analytics-driven, digital-platform and orchestration capability clusters.

	Critical discussion
	Explains how coordinated capabilities convert digital resources into innovation rather than treating technology as sufficient.

	Practical suggestion
	Strengthen sensing, analytics, platform integration and resource orchestration.

	Gap / limitation
	Cross-industry review requires sector-specific empirical testing in fast-food SMEs.



	51. Pavlides et al. (2025)

	Technology / topic
	Contactless-payment security

	Method and geography
	Security analysis / conference paper; Payment systems

	Main finding used
	Additional contactless features can create security vulnerabilities.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Security evidence does not measure customer-service outcomes directly.

	Practical suggestion
	Apply security testing and avoid unnecessary functionality.

	Gap / limitation
	Security evidence does not measure customer-service outcomes directly.



	52. Prasetyani et al. (2025)

	Technology / topic
	SME technology adoption

	Method and geography
	Literature review; SMEs

	Main finding used
	Technology adoption matters, but outcomes depend on capability and context.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: More sector-specific and longitudinal SME evidence is required.

	Practical suggestion
	Use modular, affordable adoption strategies for smaller firms.

	Gap / limitation
	More sector-specific and longitudinal SME evidence is required.



	53. Rizana, Wiratmadja and Akbar (2025)

	Technology / topic
	Digital-transformation capability

	Method and geography
	PRISMA-informed systematic literature review; 43 studies; Cross-industry and international

	Main finding used
	Identified digital dynamic, leadership, employee, technology/operational and investment capabilities as central to transformation.

	Critical discussion
	Strongly supports the argument that technology must be combined with human, managerial and financial resources.

	Practical suggestion
	Develop the five capability dimensions together rather than purchasing isolated technologies.

	Gap / limitation
	Cross-industry synthesis does not establish which capabilities are most important in Midlands fast food.



	54. Teece (2018)

	Technology / topic
	Dynamic capabilities

	Method and geography
	Conceptual / theoretical; General business

	Main finding used
	Firms create value by sensing, seizing and transforming resources.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: General theory requires empirical restaurant application.

	Practical suggestion
	Treat digital transformation as continuous organisational adaptation.

	Gap / limitation
	General theory requires empirical restaurant application.



	55. Uddin et al. (2026)

	Technology / topic
	Online ordering and UK sales

	Method and geography
	Academic book chapter / empirical study; United Kingdom

	Main finding used
	Online ordering platforms affect restaurant and takeaway sales.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Sales effects do not automatically demonstrate profitability.

	Practical suggestion
	Compare additional revenue with commissions and operating costs.

	Gap / limitation
	Sales effects do not automatically demonstrate profitability.



	56. Velasco et al. (2024)

	Technology / topic
	Ethical customer-experience management

	Method and geography
	Conceptual synthesis; International

	Main finding used
	Personalisation and automation create ethical customer-experience paradoxes.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Needs more empirical fast-food testing.

	Practical suggestion
	Balance relevance, transparency, privacy and human contact.

	Gap / limitation
	Needs more empirical fast-food testing.



	57. Wang, Liu and Parker (2020)

	Technology / topic
	ICT and work design

	Method and geography
	Systematic theoretical review; Workplaces

	Main finding used
	ICT can change job demands, autonomy and work design.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: General work evidence requires fast-food validation.

	Practical suggestion
	Assess employee workload and autonomy during digitalisation.

	Gap / limitation
	General work evidence requires fast-food validation.



	58. Yu and Fang (2023)

	Technology / topic
	NFC payments and sustainability

	Method and geography
	Restaurateur perspective; Restaurants

	Main finding used
	NFC payments may support operational efficiency and sustainability.

	Critical discussion
	The evidence supports RQ3, but interpretation must account for this limitation: Perspective evidence needs broader outcome and security testing.

	Practical suggestion
	Integrate payments with operations while retaining inclusion.

	Gap / limitation
	Perspective evidence needs broader outcome and security testing.



Supporting methodological and contextual sources
6 sources are assigned to this primary category. Some sources also contribute to other research questions.
	59. Braun and Clarke (2006)

	Technology / topic
	Thematic analysis

	Method and geography
	Methodological article; General research

	Main finding used
	Provides a six-stage process for identifying and reporting themes.

	Critical discussion
	The evidence supports the research design, but interpretation must account for this limitation: Method does not remove researcher interpretation.

	Practical suggestion
	Maintain an audit trail from coding to themes.

	Gap / limitation
	Method does not remove researcher interpretation.



	60. Lincoln and Guba (1985)

	Technology / topic
	Qualitative trustworthiness

	Method and geography
	Research-methods book; General research

	Main finding used
	Credibility, dependability, confirmability and transferability support quality assessment.

	Critical discussion
	The evidence supports the research design, but interpretation must account for this limitation: Criteria do not eliminate judgement or publication bias.

	Practical suggestion
	Document evidence selection and analytical decisions.

	Gap / limitation
	Criteria do not eliminate judgement or publication bias.



	61. Office for Health Improvement and Disparities (2025)

	Technology / topic
	Fast-food outlet context

	Method and geography
	Government statistics; England

	Main finding used
	Fast-food outlet availability has increased, establishing market context.

	Critical discussion
	The evidence supports the research design, but interpretation must account for this limitation: Outlet density does not measure digital service quality.

	Practical suggestion
	Interpret physical access alongside digital access.

	Gap / limitation
	Outlet density does not measure digital service quality.



	62. Saunders, Lewis and Thornhill (2019)

	Technology / topic
	Business research design

	Method and geography
	Research-methods book; General research

	Main finding used
	Aligns philosophy, approach, design and analysis.

	Critical discussion
	The evidence supports the research design, but interpretation must account for this limitation: General guidance does not provide substantive fast-food evidence.

	Practical suggestion
	Maintain methodological coherence and transparent reporting.

	Gap / limitation
	General guidance does not provide substantive fast-food evidence.



	63. Snyder (2019)

	Technology / topic
	Literature-review methodology

	Method and geography
	Methodological article; General research

	Main finding used
	Structured reviews can integrate fragmented knowledge when design matches purpose.

	Critical discussion
	The evidence supports the research design, but interpretation must account for this limitation: A structured review is not automatically exhaustive or systematic.

	Practical suggestion
	Report search, selection and synthesis decisions transparently.

	Gap / limitation
	A structured review is not automatically exhaustive or systematic.



	64. Statista (2025)

	Technology / topic
	UK fast-food market size

	Method and geography
	Commercial market statistics; United Kingdom

	Main finding used
	Provides industry size, business and employment context.

	Critical discussion
	The evidence supports the research design, but interpretation must account for this limitation: Commercial methodology and access may limit transparency.

	Practical suggestion
	Use only as context alongside academic evidence.

	Gap / limitation
	Commercial methodology and access may limit transparency.
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