Exploring customer retention strategies
managers implement in the fast-food
industry in the North West province

R Martin
orcid.org/0000-0002-1637-1127

Dissertation accepted in fulfilment of the requirements for the
degree Master of Commerce in Business Management at the
North-West University

Supervisor: Prof MJ Botha
Co-supervisor: Mr LP du Preez

Graduation: October 2023


https://orcid.org/0000-0002-1637-1127

ACKNOWLEDGEMENTS

Firstly | would like to praise God Almighty for guiding me through all the years of my studies and

providing me with the wisdom, determination and strength to complete this dissertation. Without

God, | would have not been able to achieve any success. Timothy 4:7 “I have fought the good

fight. | have completed the race. | have kept the faith.”

This dissertation would not have been possible without the support of multiple individuals. |

sincerely thank each individual that supported me throughout the completion of this dissertation.

My father, Anton, thank you for your unconditional love and support throughout this academic

journey. Without your support, | would not have been able to come to where | am now.

My mother, Karin, thank you for always supporting me and encouraging me to do my best.

| am grateful for all your love and support.
My grandparents and siblings, thank you for all the motivational talks to keep me uplifted!

My partner, Charlie, thank you for all your love and support through the difficult and happy
times. Thank you for motivating me through the long hours of work and encouraging me to

push through.

To my supervisors, Prof Martin Botha and Mr Leon du Preez, thank you for the countless
hours of helping me finish this dissertation. | cannot thank you enough for the support and

motivation that you have provided throughout this journey.

Prof Roland Goldberg, thank you for the statistical analysis and additional support; you went

out of your way to ensure a successful dissertation.
To all my other family and friends, thank you for all your support!
Thank you to every participant who provided valuable input into this study.

Thank you to Language Matters for the language editing of this dissertation.




ABSTRACT

The fast-food industry is a highly competitive industry that is continuously expanding. It is
important to implement effective customer retention strategies to ensure that the business has a
competitive edge in the industry. Customer retention is a key element in the success of fast-food
restaurants. Managers of fast-food restaurants need to understand the importance of customer
retention as well as customer retention strategies, as this will lead to an increase in the profitability
and sustainability of the restaurants that they manage, especially considering the devastating
economical effect that the COVID-19 pandemic had on businesses. As a result of the devastating
effect that COVID-19 had on fast-food restaurants, it is crucial for managers of fast-food
restaurants to differentiate themselves from competitors through customer retention strategies.
Keeping existing customers (through customer retention strategies) is more time and cost
effective than acquiring new customers in this competitive industry. Existing literature is limited in
providing strategies to enhance customer retention in the fast-food industry in South Africa, and
no studies have been conducted on strategies to enhance customer retention from a manager's

perspective in the North West province of South Africa.

The primary objective of this study was to explore the strategies that managers implement to
enhance customer retention in the fast-food industry in the North West province of South Africa.
This objective was fulfilled through an in-depth literature review and empirical investigation into
customer retention in the fast-food industry in the North West province of South Africa. This study
employed an exploratory research design and used a qualitative research approach to collect the
data. A combination of convenience and judgemental non-probability sampling methods were
used to select participants — managers of established fast-food restaurants in the North West
province of South Africa. The sample size consisted of 13 participants. The collected data were
analysed by the use of the Morse and Field approach, and the ATLAS.ti (version 22) software
programme was used to code the data as well as conduct categorical and thematic analysis.

Through the analysis, four themes emerged with nine subcategories.

The results from the empirical investigation suggested that participants regard customer retention
as an important element in their business, which will enhance the growth of their business. The
results also indicated that the participants made use of software systems to monitor customer
visits to their restaurant and also agreed that returning customers generate more income than
new customers. Participants also stated that they have daily meetings with their employees to
highlight the importance of customer retention and they also evaluate their employees through
various methods to establish where they fall short in terms of understanding customer retention.
The main challenges that participants identified with retaining customers can be attributed to a

combination of poor product and service quality, as well as the limited financial capacity of
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customers to buy products from fast-food restaurants on a frequent basis. Participants further
stated that they focus on enhancing product and service quality to retain more customers.
Furthermore, participants used methods such as aggressive marketing and value-added products
as well as loyalty programs to retain more customers. Concerning strategies that participants
implemented to retain more customers during and after COVID-19, it was identified that they

made use of food delivery services — a differentiation strategy.

Itis recommended that managers of fast-food restaurants should ensure that they use high-quality
ingredients when producing products, as well as set up intensive customer service training
schools for employees. It is further recommended that aggressive marketing such as social media
sites should be used, where the restaurant includes its health and sanitary protocols. Managers
should further focus on producing more products that are budget-friendly but still high quality. To
enhance customer retention, managers should also invest in generators or solar power to allow
them to operate during power outages. It is also recommended that managers of fast-food
restaurants should try to convince the majority of their customers to register on the respective
loyalty programme of the restaurant — as this will allow them to offer customers benefits and track
their spending behaviour. Lastly, managers should invest in their own delivery services, since

third-party delivery services are expensive and customers are more price sensitive.

Future research studies can make use of a quantitative research approach, or a larger target
population and an extension of the geographical area could also be considered. Research can
also be conducted on employees' views of customer retention, and customer retention strategies

in other industries can be investigated and compared to this study.




LIST OF KEYWORDS AND DEFINITIONS

Management

Management can be defined as different strategies that are used by a business to achieve
pre-determined goals set by and for the business. Management also includes the effective

resolution of any matters which could affect the business (Kaehler & Grundei, 2018:10).

Customer retention

Customer retention refers to the decision of an existing customer to return to a business and
to continue to make use of its products and/or services. Customer retention is seen as one of
the key elements for a business to be sustainable (Nitzan & Libai, 2011:25). According to
Parawansa (2018:54), customer retention will be achieved when customers have a positive

relationship with a business.

Fast-food industry

The fast-food industry is defined as a chain of restaurants that capitalise on their fast-paced
service delivery of processed foods that are mainly in the form of takeaway meals (Ghobadi
et al., 2018:25).
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CHAPTER 1

INTRODUCTION AND OVERVIEW

1.1 INTRODUCTION

Before the global onslaught of the COVID-19 pandemic in 2020, the global fast-food industry was
a well-established economy that generated a revenue of $875,26 billion in 2019, with an average
annual growth of $20,36 billion between 2011 and 2019. The industry was expected to grow to
$885,07 billion in 2021 (Statista, 2020). Unfortunately, the COVID-19 pandemic led to a decrease
in the revenue generated by the fast-food industry to $736,1 billion in 2020, but increased again
to $797,68 billion in 2021 and was expected to grow to $826,89 billion in 2022 (Statista, 2022).
However, with subsequent lockdown regulations in almost all countries, the COVID-19 pandemic
had a negative impact on the fast-food industry. In the United States of America alone, sales
decreased by 27% in 2020 (Felix et al., 2020:3). Despite predictions that the South African fast-
food industry will grow from $2,7 billion in 2018 to $4,9 billion in 2026 (Thomas & Deshmukh,
2019), total income decreased by 69% in the three months ending May 2020 when compared to

the same period the previous year (StatsSA, 2020).

With the easing of lockdown restrictions by the South African government in the last quarter of
2021, sales in the fast-food industry started to gain momentum. However, managers must still
devise strategies to retain their customers and persuade them to make repeat purchases (Alkitbi
et al., 2020:657). Managing customer retention is critical for the sustainability and growth of
businesses, since returning customers will generate more income and are also more likely to
spread a positive word about a business, resulting in new (and newly returning) customers (Kumar
et al.,, 2017:93).

This study will, therefore, explore the strategies managers implement in the North West province
of South Africa’s fast-food industry to retain their customers and ultimately enhance their

sustainability, within the restrictions of the COVID-19 pandemic.

This chapter focuses on providing background information relevant to the conceptualisation of the
research problem. Subsequently, a literature overview is provided to ensure enough knowledge
is available regarding the specific discipline, constructs, and industry that is being investigated.
This is followed by the research objectives as well as the research methodology of the study.
Furthermore, the contribution and ethical considerations of the study are highlighted and the
chapter concludes with an outline of the remaining chapters. Consequently, Figure 1-1 provides

an illustration of this chapter’s structure.
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Figure 1-1: Structure of Chapter 1
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1.2 BACKGROUND AND RESEARCH PROBLEM

According to BusinessTech (2019), the most notable fast-food restaurants in South Africa include
Kentucky Fried Chicken, Steers, Debonairs, Wimpy, and Nando’s, while the most popular form of
fast-food in South Africa is processed chicken (Thomas & Deshmukh, 2019). Competition
between fast-food chains is fierce, and the retention of customers is seen as one of the main
aspects needed to achieve success within the industry (Ascarza et al., 2018:67). Moreover,
Anifowose et al. (2021:90) affirm that customer retention should be part of a business’ core
strategy in order to gain a competitive advantage. Zhong and Moon (2020:1) assert that new and

improved strategies should be implemented to stay competitive within the fast-food industry.

Ghosh (2020:646) also recognises that the fast-food industry has changed extensively throughout
the years — and to stay competitive within the industry — the trend moved towards online food
ordering and delivery. According to Cummins et al. (2020:2-3), the industry experienced an
increase in the implementation of drive-through and delivery services as a result of the COVID-

19 pandemic.

Although several studies were conducted regarding customer retention within the fast-food
industry (Dastane & Fazlin, 2017; Heiens et al., 2019; Hidayat et al., 2019; Sunaryo, 2019), few
studies have been conducted on the strategies managers implement to enhance customer
retention in the fast-food industry in South Africa (Roberts-Lombard, 2009; Terblanche, 2007).
Moreover, no studies have approached customer retention strategies from a manager’s
perspective in the fast-food industry of South Africa in the North West province under COVID-19
regulations. Consequently, this study aims to close the knowledge gap by focussing on customer
retention strategies managers implement in the fast-food industry in the North West province of
South Africa under COVID-19 regulations.

1.3 LITERATURE OVERVIEW

Based on the above discussion regarding the South African fast-food industry and the research
problem, the focus is on management to devise strategies that will ensure customer retention.
The literature overview will commence with a discussion on management, then move towards the

various business environments, and finally, customer retention.
1.3.1 Management

Management is defined as a set of operations aimed at a business' resources in order to achieve
objectives cost-effectively and equitably (Griffin, 2021:3). Management has been practised for
millennia, and the earliest records of management date back to at least 3 000 years before Christ,

to Middle Eastern clerics (Lloyd & Aho, 2020:28). As a result of several developments, the first

3
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industrial revolution ushered a significant shift in management. Since the focus was mainly on

mass production, workers developed a need for leadership and structure (Lloyd & Aho, 2020:29).

As the need for managers developed, so did all aspects pertaining to management effectiveness.
In this regard, it was later recorded that business managers have many roles they need to fulfil,
which are referred to as a collection of ordered behaviours (Alexander, 1979). Alexander (1979)
highlights 10 managerial roles as described by Mintzberg (1973), which are divided into three
groups, namely: interpersonal roles, informational roles, and decisional roles. These roles are an

essential part of any manager’'s management function (Tovmasyan, 2017).
1.3.2 Interpersonal roles

e Leader: The manager is responsible for the team's direction, organisation, as well as the

performance and obligations of others in the business (Altamony & Gharaibeh, 2017:922).

e Figurehead: The managers of a business inspire the employees who work for them, and the

workers look up to them as a leader and a figurehead (Saah et al., 2020:626).

e Liaison: Managers are in charge of communicating with both external and internal contacts
(Devasia, 2020:5).

1.3.3 Informational roles

e Monitor: Managers search for information about the business on a regular basis, focusing on
changes in the external and internal environments the business operates in. Managers should
also stay updated on the team's efficiency as well as their general well-being (Diskiené et al.,
2018:55).

e Disseminator: The management of a business should notify their co-workers and team about
potential relevant data that is available regarding internal and external aspects of the business

in order to make appropriate decisions (Dandalt, 2021:155).

e Spokesperson: The management of a business represents and communicates on behalf of
the business to the outside world by articulating relevant knowledge regarding the business
(Karim & Afnan, 2020:80).

1.3.4 Decisional roles

o Entrepreneur. Management is in charge of implementing changes within the business by
identifying answers to current problems, developing new concepts, and bringing them into

action (Andreassen et al., 2018:4).
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e Disturbance handler. Managers are accountable for taking control of the situation if any

unforeseen events develop (Durowoju & Tijani, 2021:56).

e Resource allocator: Managers must decide how resources are allocated, which includes

allocating finances and delegating workers and other resources inside the business (Hidayat,

2020:126).

o Negotiator. Managers are responsible for ensuring that negotiations inside the team,

department, or business are guided (Matsuo, 2019:306).

Tovmasyan (2017:21) upholds that these roles are the foundation for managerial functioning
within the business. To ensure that a manager effectively performs these roles, managers must

be aware of the four core management functions, namely: planning, organising, leading, and

controlling, as presented in Figure 1-2 (Alonso-Vazquez et al., 2018:154).

Figure 1-2: Four core management functions

functions

Lead

Organise

Management

Control

Source: Researcher's own compilation.

e Planning: The planning function consists of two major components to set goals and delegate
activities within the business. Firstly, managers must assess both their internal and external
environments for opportunities, threats, strengths, and weaknesses. Second, managers

should use this analysis to determine the business' goals, objectives, and activities (Lloyd &

Aho, 2020:11).
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Organising: Organising is the process of putting together a list of actions and allocating the
resources needed to carry them out. The resources should be used to their full potential, and

not be wasted (Gunawan & Aungsuroch, 2017:4).

Leading: The manner in which managers encourage employees to achieve goals and exceed

their obligations is referred to as leading (Dler & Tawfeq, 2021:959).

Controlling: Controlling is the process where management plans to assist members of a
business to achieve their objectives. Control also refers to how managers adjust the plan to

adapt to changing circumstances (Lloyd & Aho, 2020:14).

In addition to the functions managers need to execute, several business processes need to be

implemented within any business to remain sustainable. Five of the core processes are identified
by (Brown, 2008:53):

Procurement, logistics, and distribution: Management must deal with tasks such as the
transportation of finished items as well as the acquisition and storage of raw materials during

this process (Gunasekara et al., 2021).

Operations: All activities that are implemented to turn inputs into final outputs such as

commodities or services are referred to as this process (Erasmus et al., 2020:2).

Product and service development. The focus of this process is on efforts aimed at bringing

new, enhanced, or updated products or services to market (Geissdoerfer et al., 2018:167).

Marketing, sales, and customer accounts: This process focuses on efforts that are used to
keep consumers informed about business changes and to preserve a long-term relationship
with them (Kaoud, 2017:18).

Customer and aftersales services: This process focuses on the services that a business
delivers to its consumers throughout the product's life cycle, such as call centre services,

guarantees, and warranties (Balinado et al., 2021:1).

The effective execution of management functions and processes could have a favourable

influence on a business’ sustainability. Therefore, understanding the functions and processes will

assist management to better analyse the business environments in which they operate (Hans,
2018:70).
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1.4 BUSINESS ENVIRONMENTS

A business environment can be defined as all the components that have a direct or indirect effect
on the functionality of a business (Xu, 2011:310-311). A business environment is divided into two
main categories including the external and internal environments. The internal environment
alludes to components within the business that the business has full control over, while the
external environment refers to elements that can influence the business but are beyond its control
(Chung et al., 2019).

1.4.1 Internal business environment

The internal business environment can be defined as the environment within a business that has
clear and specific repercussions for the business (Butarbutar & Lisdayanti, 2020:387). According
to Rizal et al. (2017:50), the internal environment comprises of factors that are within the control
of the business and can have an influence on the performance of the business. Rizal et al.
(2017:50) further state that the internal environment is known as the micro-environment and is
based on three important categories that include structures, cultures, and resources. The
structure of a business can be defined as the manner in which a business is ordered concerning
the interaction, control, and workflow between employees as well as customers (Lee, 2017:487).
The culture that a business comprises of can be categorised into formal and informal cultures.
Formal cultures refer to the rules, mission statements, thought processes, and orientation plans,
whereas informal cultures are factors such as behaviour, beliefs and principles (Craft, 2018:129-
130). Resources within the business include assets that are required to run the business, which
include raw materials that are put through a production process to form a final product or service

that the business offers its customers (Osotimehin, 2019:181).

1.4.2 External business environment

This environment is categorised into two headings, including the market environment and the
macro-environment (Vlados & Chatzinikolaou, 2019:28). Managing the factors comprising of the
external environment is important to ensure they do not negatively influence the business
(Ghicajanu, 2019:2-3). According to Vrbka (2020:264-265), it is important for management to do
thorough research on external environmental factors, as these elements could have an influence

on the level of competitive advantage that a business has in the industry it functions in.
1.4.2.1 Market environment
The market environment within a business is also known as the marketing environment (Paurova

& Gregova, 2020:721). This environment falls between the micro- and the macro-environment,

and the management of a business will not have full control over the factors in this environment,
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but can influence them to benefit the business (Paurova & Gregova, 2020:721). The market
environment offers a business multiple opportunities and threats that management should
investigate to ensure the best options are taken concerning the available choices (Camilleri,
2018:52-53). The factors that form part of this environment include the threat of new entrants,
bargaining power of buyers, bargaining power of suppliers, threat of substitute products, and
rivalry amongst existing competitors — also known as Porter's five forces (Bruijl, 2018:4; Porter,
1980).

e The threat of new entrants relates to new businesses entering the same industry as a running
business. This force is likely to influence the profitability and market share of a business

without innovative adaptions from management structures (Pervan et al., 2018:2).

e The bargaining power of buyers refers to the customers' choice to choose which business to
purchase from. According to Baburaj and Narayanan (2016:3), customers persevere in

purchases where a business portrays products of high quality at an affordable price.

e The bargaining power of suppliers addresses their ability to put pressure on buyers by
changing prices, quality, and availability of products they have to offer. It is important that
companies have a degree of control over this by identifying substitute products or suppliers
within their industry (Cho et al., 2019:2).

e The threat of substitute products refers to the ability of consumers to find different products in
the same industry that a business offers. Substitute products satisfy the same need that the
customer has when buying from a certain business, which will threaten the profitability of

companies (Ortiz-Paniagua, 2018:207).

e The rivalry amongst existing competitors deals with the degree of competition within a specific
industry and the amount of pressure that businesses put on each other to influence one
another's profitability. The most damaging form of competitive rivalry is price wars where
companies continuously cut their prices below that of competitors’ (Hofmann & Osterwalder,
2017:6).

Each of these elements should be considered by a business's management team to ensure that
they have a competitive advantage in the industry and that their customers are satisfied (Berisha
Qehaja et al., 2017:586).

1.4.2.2 Macro-environment

The macro-environment is defined as the factors that are outside the control of the business and

its management, but still influence the business and its structures extensively (Kowo et al.,

8
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2018:31-32). The macro-environment of a business has evolved from a domestic to a global

aspect, and businesses should effectively respond to the macro-environment variables to ensure

a competitive advantage over other businesses within their industry (Anyanwu & Gabriel,

2020:30). According to Xuhua et al. (2016:49), the macro-environmental factors are easier for

large businesses to control as they have a financial advantage over smaller businesses. Smaller

businesses mostly rely on innovation strategies to adapt to the changing macro-environment.

Christodoulou and Cullinane (2019:10) further affirm that six main factors form part of the macro-

environment, including political, economic, social, technological, legal, and ecological factors.

These are known as the PESTLE factors and are discussed below:

The political environment includes the influence that government policies have on a country,
on a fiscal and monetary basis. Businesses in the modern era do not only take into
consideration local politics but also worldwide politics (Nandonde, 2019:56). According to
Phan (2021:39), the political factors in a country are not only decided by the government —
but also by public views and consumer support groups. When analysing a business, the
political and legal environments function in tandem. For example, labour regulations, tax rates,
and restaurant hygiene are examples of issues that influence the political and legal

environment (Gurung, 2018:15).

The economic environment consists of factors such as inflation, economical changes, interest
rates, and exchange rates (Dalirazar & Sabzi, 2020:2). Elements such as economic upturns
and downturns in a country are examples of factors in the economic environment that
influence fast-food establishments. Customers will more likely be unable to afford fast-food
meals during downturns, whereas consumers will prefer to eat at higher-quality restaurants

during upturns (Janssen et al., 2018:20).

The social environment variables consist of factors such as corporate social responsibility,
public consciousness, health, education, cultural expectations and tendencies, as well as
ethics (Widya Yudha et al., 2018:2). In the fast-food sector, elements such as the time it takes
to make a meal are examples of social environmental factors. Some consumers are pressed
for time and require a quick meal. Furthermore, cultural factors such as religious beliefs
influence whether or not people buy from a fast-food establishment (Hamzeh & Bataineh,
2019:1054).

The technological environment is a fast-changing environment that can benefit a business, if
they choose to adopt and integrate new innovative systems into its operations (Colovic &
Lamotte, 2015). Examples of changing technologies in the fast-food industry include new

machinery that allows outlets to cook the food faster or allow it to stay fresher for longer.

9
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e The legal environment refers to different types of laws that are set in place within a country
and include factors such as employment laws, consumer protection acts, regulatory bodies,
industry-specific regulations, and environmental regulations (Khalid & Rahman, 2019:247-
248).

e The factors of the ecological environment include several components regarding the
surrounding environment, including climate, weather, pollution, recycling, and ecology. These
components are important in industries where environmental issues are a concern (Ulubeyli
& Kazanci, 2018:199). Fast-food restaurants that make use of recycled materials like food
packaging are examples of ecological environmental factors. Customers have become more
environmentally conscious in the past decade, thus using biodegradable materials is critical
(Samnani, 2014:38).

The PESTLE analysis could be utilised by managers to assess the external environment in which
their businesses operate. Using the PESTLE analysis will ensure that all macro-environmental
aspects are thoroughly assessed, allowing a strategic management framework to be put in place
that controls threats and capitalises on opportunities (Christodoulou & Cullinane, 2019:4).
Employing the PESTLE analysis could allow management to identify several areas in the
business where they can improve, which could enable the business to identify new tactics to
promote customer retention (Pandey et al., 2021:54). Understanding and analysing each
business environment is critical for managers, since it will influence how they identify new and
improved techniques to enhance customer retention in the fast-food industry (Curras-Perez et al.,
2017:133).

1.5 CUSTOMER RETENTION

According to Simanjuntak et al. (2020:6), customer retention is defined as the way in which a
business builds and conserves a relationship with the customer in an attempt to convince them
to continue making use of its services or buying its products. Previous studies have done thorough
research on customer retention within different industries (Anees et al., 2020; Anifowose et al.,
2021; Fungai, 2017). Customer retention is seen as a key element to gain a competitive
advantage within all businesses — and to achieve the desired customer retention — the quality of
service that a firm offers its customers needs to convince them to make repeat purchases
(Hanaysha, 2018:1-2). According to Mahmoud et al. (2018:259), customer retention is achieved
mainly through the confidence and loyalty that customers have towards a business, as well as

the degree to which a business can resolve customer disputes.
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1.5.1 Drivers of customer retention

e Service quality: To understand the degree of service quality that customers perceive,
managers must review and quantify the level of service that a business provides to clients,
and maintaining good service quality in order to keep consumers satisfied will lead to more

returning customers (Nugroho et al., 2020:4).

o Customer satisfaction: The level of customer satisfaction with a business has a direct impact
on repeat purchases, and satisfied clients are more likely to do business with the same

business again (Diaz, 2017:76).

o Switching costs: Customers prefer to conduct business with a business they can trust, and
one of the main reasons a customer avoids changing over from their current business is that
they are concerned about the monetary and non-monetary costs of moving to a rival business
(Moenardy et al., 2016:51).

o Perceived value: Management should ensure that their products or services are seen as
high-quality items in comparison to their competitors, since this will lead to increased customer

satisfaction, repeat purchases, and increased profit margins (Hanaysha, 2018:4).

e Commitment: Customers are more committed to a business when they believe they are
important, and management should ensure that customers remain committed to the business,

which will result in increased repeat purchases (Sari et al., 2018:594).
1.5.2 The importance of customer retention

Customer retention is an essential part of a business’s success and cannot only be achieved by
keeping customers happy, but also by striving to exceed the expectations of customers to ensure
retention and repeat purchases (Mahmoud, 2019:274). The author argues that strategies
implemented to manage customer disputes effectively and efficiently will build trust between
customers and the business, which could enhance customer retention (Mahmoud, 2019:275).
According to Kumar et al. (2017:93-94), customer retention is not only important because
returning customers are the main form of income for a business, but also because these
customers spread a positive word about the business that will in return lead to new customers,

and potentially more returning customers.

Taking cognisance of the current COVID-19 pandemic and decreasing market shares in the fast-
food industry, it is essential for a business to retain its customers in order to remain sustainable

(Chanda & Kumar, 2021:6680). Managing staff communication, quality cuisine, competitive
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prices, and a vast selection of menu items to satisfy each customer's demands, are key methods
utilised to retain customers (Chanda & Kumar, 2021:6680).

From the preceding discussion, the management of customer retention could be regarded as a
driver toward business sustainability. To obtain a better understanding of customer retention, the

following section discusses various drivers that could lead to higher customer retention rates.
1.5.3 Benefits of customer retention

¢ Economic benefits: Customer retention has six important economic benefits for a business,
including decreased costs for acquiring new customers, the growth of existing customers
which leads to increased spending, returning customers who are likely to have a minimum
budget to spend per period, lower operating costs, free word-of-mouth marketing to potential
new customers, and price premiums as existing customers are likely to spend without waiting
for promotions (Alshurideh, 2016:384).

e Customer behaviour: An important factor when considering customer behaviour is positive
word-of-mouth communications. Loyal customers are more likely to convey a positive picture
of a business, resulting in an increased number of new and returning customers (Bell &
Mgbemena, 2018:196).

¢ Human resource management benefits: For a business to establish positive customer
interactions, human resource management cannot be overlooked. Trained employees will
work well with customers, establishing loyalty and leading to returning clients, as they will not
easily switch to competitors where the bond can possibly not be replicated (Gongalves,
2019:105)

From the discussion on the drivers and benefits of customer retention, it is evident that important
factors in retaining consumers include quality service, which contributes to satisfied customers

and repeat purchases (Saputro et al., 2020:473).
1.6 SERVICE QUALITY

Service quality within any business is closely related to the degree of satisfaction that customers
perceive from the business (Padlee et al., 2019:3). Service quality can be defined as the degree
to which a business delivers a service to a customer, and how the customer responds by
comparing the performance of the business to the performance they were expecting (Pakurar et
al., 2019).

12
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The most used and trusted measurement of service quality is known as the SERVQUAL
framework. This framework consists of five (5) categories that are each investigated to evaluate
the degree of service quality that a business offers its customers. These categories include
tangibles, reliability, responsiveness, assurance, and empathy, (Shokouhyar et al., 2020:2)

where:

Tangibles refer to the equipment, staff, and physical facilities that the business consists of
(Hamzah et al., 2017:784);

e Reliability is the degree to which a business delivers consistent and professional service to its
customers (Shafiq et al., 2019:64);

o Responsiveness is the ability of the business to offer its customers timely and precise

assistance when it is needed (Prentkovskis et al., 2018:9);

e Assurance refers to the propensity of personnel to build trust and confidence with customers
by utilising their knowledge (Behdioglu et al., 2019:303); and

e Empathy refers to the business' ability to understand and care about each customer on a
personal level (Al-Neyadi et al., 2018:99).

Service quality is determined at the end of the service, but also by the evaluation of factors that
occur during delivering the service. Managers of fast-food restaurants must carefully examine the
service quality they provide, because if a customer has a higher expectation than the performance
a business provides, the perceived quality will be lower (Nguyen et al., 2018:1209). Ultimately,
service quality will create satisfied customers, which will lead to customer retention and repeat

purchases.
1.7 CUSTOMER SATISFACTION

According to Rita et al. (2019:7), customer satisfaction is seen as the positive or negative
experience with the service quality a business offers when the customer engages in a buying
procedure. Customer satisfaction is defined as the viewpoint, evaluation, and affection that

customers have with their post-buying process (Leninkumar, 2017:452).

Many studies agree that the degree of satisfaction that customers experience is closely related to
the intensity that a specific product or service surpasses the prediction of the customer post-
purchase (Afthanorhan et al., 2019:15; Lin et al., 2020:1971; Lucini et al., 2020:1). Vasi¢ et al.
(2019:71) argue that customer satisfaction is not only related to the post-purchase experience of

the customer, but also during various phases of the purchase.
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According to Yelkur (2000:108), it is important for a business to effectively manage the different
elements of the marketing mix to ensure that customer satisfaction is positively influenced
between the customer and the business. The marketing mix elements play an important role in
any business setting, and Sudari et al. (2019:1387) agree that it is necessary to manage the
elements to ensure that customers become emotionally bound through the excellent services that
a business offers them. Service quality is closely related to the degree of customer satisfaction
that a firm achieves. According to Pakurar et al. (2019:4), businesses must ensure that their

service quality is of a high standard, as this could influence a customer's image of a business.

The COVID-19 pandemic has had a significant impact on the fast-food industry, and fast-food
management teams must ensure that their clients are satisfied during the pandemic. Customers'
main concerns while purchasing fast-food meals have been discovered to be dissatisfaction with
the rules in place, and they want to be allowed to enjoy the eateries as they did before the
pandemic (Chen et al., 2021:9). To restrict the transmission of the COVID-19 virus, fast-food
restaurant management must ensure that they project a favourable image to their consumers
about the health precautions they have in place, such as social distancing measures, cleaning of
all surfaces and proper hygiene standards by staff members. As a result, the restaurant is more

likely to develop customer loyalty (Nuryanto & Farida, 2020:213).

Ensuring customer satisfaction within a business could persuade customers to utilise its services
rather than those of its competitors’, since retaining existing clients is easier than acquiring new
customers (Darzi & Bhat, 2018:429).

1.8 RESEARCH OBJECTIVES
The following primary and secondary research objectives were formulated for this study.
1.8.1 Primary objective

The primary objective of this study was to explore the strategies that managers implement to

enhance customer retention in the fast-food industry in the North West province of South Africa.
1.8.2 Secondary objectives

e To provide an overview of the main constructs of this study, namely the fast-food industry,

management, and customer retention.

e To conceptualise the current generic strategies that managers implement in the fast-food

industry to retain customers.
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To explore managers' view of customer retention in the fast-food industry.

To determine managers' awareness of customer retention in the fast-food industry.

To identify challenges experienced by managers in the fast-food industry to retain customers.

To identify strategies which managers implement to retain customers in the fast-food industry.
1.9 RESEARCH METHODOLOGY
1.9.1 Research approach

According to Goundar (2012), there are three types of research approaches, namely (a)
qualitative, (b) quantitative, and (c) mixed-method research. Qualitative research is described as
the collection and analysis of data in a natural situation using subjective, inductive, and
interpretive methods (Lanka et al., 2020:2). Qualitative research is ideal for exploring the
participants' awareness — and without reducing data to numerical statistics — this method collects,
interprets, and analyses the data (Aspers & Corte, 2019). For the purpose of this study, a
qualitative research approach will be used. This study is exploratory in nature, with the goal of
exploring how management can implement strategies to enhance customer retention in the fast-

food industry.

Because of the study's qualitative nature, it's critical to define and describe a unified paradigm
from which the research will emerge (Creamer, 2018:54). For the purpose of this study, an
inductive interpretive approach was utilised, as this study was qualitative in nature. The inductive
interpretive approach allowed the researcher to asses patterns that emerged from collected data
through an in-depth investigation with small samples (Malhotra, 2017:172; Saunders et al.,
2019:144).

1.9.2 Research method

The study's research methodologies will be reviewed, with a focus on the literature review,

sampling plan, data collection method, and data analysis.
1.9.2.1 Literature investigation

The literature review includes information that will be used to support the study’s theoretical
underpinning. Various scientific publications, research documents, relevant books, scholarly
articles, and websites such as business tech, STATISTA and research methodology sites will be

used to gather relevant and vital information. The following databases will be used:
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e SA ePublications: South African journals.

e SACat: National catalogue of books and journals in South Africa.
e Emerald Insight: International journals.

e ScienceDirect: International journals.

e EBSCOhost: International journals on Academic Search Premier, Business Source Premier,

Communication and Mass Media Complete, and EconlLit.

¢ Internet and online scientific search engines: Google Scholar, various websites and online

communities.
e Textbooks.
1.9.2.2 Research design

The research design refers to the framework and overall strategy that will be used to gather,
analyse and discuss relevant data for a specific research study (Sileyew, 2019). Babin and
Zikmund (2018:67) further articulate that a research design refers to the methods and procedures

that are used to collect and analyse data for a specific type of research.

For the purpose of this study, exploratory research was conducted by means of in-depth
interviews with managers in the fast-food industry in order to gain a deeper understanding of the

strategies used to enhance customer retention.
1.9.2.3 Target population

The overall set of customers being investigated in order to fulfil the research objectives is referred
to as the target population (Bairagi & Munot, 2019:90). The demographic elements about which
inferences are to be made make up a target population (Malhotra, 2019:340). For the purpose
of this study, the target population comprised managers of established fast-food restaurants in
the North West province of South Africa. The intention of this study was to explore strategies
implemented by managers to enhance customer retention in the fast-food industry as a whole,

and not for the respective restaurants or franchises named above.
1.9.2.4 Sampling

The practice of selecting a smaller subgroup from a larger population to serve as the foundation

for estimating the prevalence of an unknown piece of information is known as sampling (Kumar,
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2011:193). It is necessary to select a sample, since it is not always possible to test the complete

population, and it is also utilised to reduce cost, time, and inconvenience (Sharma, 2017:749).
1.9.2.5 Sampling frame

A sampling frame is a collection of population elements from which a sample can be selected.
(Babin & Zikmund, 2018:342). Due to the privacy rights set out within POPIA (2013), this study

did not make use of a sampling frame.
1.9.2.6 Sampling method

According to Taherdoost (2016:20), sampling methods are grouped into two main categories,
namely probability and non-probability sampling. Probability sampling occurs when participants
are chosen in such a way that everyone has an equal probability of being selected for the study,
which includes simple random samples, systematic random samples, stratified random samples,
and cluster samples (Schiffman & Wisenblit, 2019:431). When samples are obtained using a
method that does not provide all members of a population an equal chance of being chosen for
the study, it is known as non-probability sampling, which includes quota sampling, convenience

sampling, and judgemental sampling (Etikan & Bala, 2017:1).

For the purpose of this study, a combination of non-probability sampling methods were used,
namely convenience and judgement sampling. In the convenience sampling method, the
researcher gathers the necessary criteria from the target population that is in close proximity and
easily accessible (Etikan et al., 2016b:2). Judgement sampling is a form of convenience sampling
where the researcher uses his or her judgment to select participants that they feel will add value
to the research (Hair et al., 2020:193). It was required that participants must be 18 years or older

and managers of fast-food restaurants in the North West province of South Africa.

Convenience sampling was used when the researcher — who resides in Potchefstroom — walked
into fast-food restaurants in Potchefstroom and asked whether an interview could be conducted
with the respective managers of the fast-food restaurants. Judgement sampling was used where
the researcher used his knowledge of what the study entails to identify participants that will be
valuable to the study. Upon receiving a participant’s confirmation of the interview, the prospective
participant’s email address was requested and the consent to take part in the study was forwarded
via email, to be signed by the participant prior to the commencement of the interview. The
interview guide was also shared via e-mail with the prospective participant beforehand, to provide

a better understanding for the participant of what the interview entailed.
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1.9.2.7 Sample size

The number of participants who take part in a study is referred to as the sample size (Vasileiou
et al., 2018:3). According to Baker and Edwards (2012:10), a sample size for interviews should
consist of 12 to 20 participants. Ritchie et al. (2013:118) suggest that the sample size for
interviews should not exceed 50 participants to ensure the quality of the collected data and
analysis thereof is sufficient. For the purpose of this study, the researcher interviewed 13
participants. It should be noted that the number of interviews could be less once the researcher
has reached saturation and no new evidence is gathered. Participants were not pre-identified and
the researcher visited fast-food restaurants to obtain permission from managers of fast-food

restaurants to conduct interviews. Table 1-1 summarises the sampling plan for the study.

Table 1-1: Sampling plan for the study
Population
Sampling elements All managers of established fast-food restaurants in North West.
Sampling units Fast-food restaurants in North West.
Extent Within the North West province of South-Africa.
Timeframe 1 September 2022 to 30 October 2022.
Sampling method Non-probability; convenience and judgement sampling.
Sampling size 13 participants.

Source: Researcher's own compilation.
1.9.2.8 Interview guide

To guide the discussions, the researcher used an interview guide that included a variety of open-
ended questions. The following sections were included in the interview guide, which was

harmonised to ensure a uniform flow:
Section A: Introduction to the study

Prior to the interview, the participants were thanked for participating and were informed about
what to expect during the interview. During the introduction, the researcher read a disclaimer to
remind participants that their participation is completely voluntary and that the interview is audio
recorded. The participants were also informed that he/she can withdraw from the interview at any

stage.

Section B: Perspective on customer retention
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This section of the interview guide focused on managers' perspectives on customer retention in
the fast-food industry. Questions were asked about how essential retention is to them, as well as

how they understand retention and its importance in the fast-food industry.
Section C: Awareness of customer retention

This section directed attention to managers’ awareness of customer retention in the fast-food
industry. Questions were asked concerning the value of returning customers, how well the
manager communicates the value of customer retention to employees, as well as the influence

he/she has experienced regarding the retention of customers in the fast-food industry.
Section D: Challenges

Section D focused on the concerns and challenges managers encountered when it comes to
customer retention. In this section, the researcher gained a better understanding of the
correspondence between the challenges that different fast-food restaurant managers

encountered with regard to retaining customers in the fast-food industry.
Section E: Strategies

Section E explored strategies and tactics that managers used to enhance customer retention in
the fast-food industry. This section of the interviewer's guide is important, as it allowed the
researcher to gain a better understanding of managers of various fast-food restaurants to

compare different strategies that they implemented to gain more customer retention.
Section F: Closure

The participants were thanked for their time and effort to conduct the interview. Lastly, they were

asked for any closing remarks or questions to contribute to the objectives of the study.
1.9.2.9 Data collection

e Semi-structured in-depth interviews were used to collect data for this study. Semi-structured
interviews consist of a list of organised open-ended questions that the researcher asks all the

participants in the same manner (Mclntosh & Morse, 2015:2).

¢ The interviewer's guide was used by the researcher to collect primary data for the study by
conducting in-depth interviews. The researcher conducted each interview face-to-face, which
lasted approximately 40 minutes. All COVID-19 protocols were adhered to when the

interviews were conducted.
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e The participants were given the assurance that complete anonymity will be upheld, since they
were not required to submit any personal data. A code was assigned to each participant to
ensure that no personal information of the participant or the restaurant they are involved with

was revealed in this study.

e After completion of the study, all data collected from the interviews were saved on a password-
protected USB storage device and stored at the supervisor's office for a period of two years,
where only the supervisor has access to the USB storage device. The data on the USB

storage device will be erased after two years.

¢ Audio recordings were made of the interview sessions, and Language Matters, a reputed
translation and transcribing services business situated on the North-West University's
Potchefstroom campus, transcribed the audio recordings that were gathered during the

interviews.

e Language Matters signed a confidentiality agreement with the researcher and supervisor and
only had access to the codes of participants without having any knowledge of personally

identifiable information about the participant or the fast-food restaurant they are involved with.
1.9.2.10 Data analysis

The application of computation, summarisation, and reasoning to interpret acquired data is
referred to as data analysis (Babin & Zikmund, 2018:70). After the primary data had been
collected, the results must be evaluated in order to be valuable and contribute to the study’s
conclusion (Gilliland, 2014:104). The subsequent sections will discuss the approach to analysing

data for the study.
1.9.2.11 Data preparation

When performing qualitative research, large datasets must be transcribed and processed for
further study (Grbich, 2013:20). A digital audio and video transcription service provider, Language
Matters, which is based in Potchefstroom, South Africa, transcribed the acquired data for this
study. After the data was transcribed, the ATLAS.ti (version 22) computer program for qualitative
data analysis was used to complete further analysis in terms of coding, classification, and

thematic analysis.
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1.9.2.12 Method of data analysis: Morse and Field approach

For the purpose of this study, the Morse and Field approach was utilised to analyse data, as it
is extensively used in the management field. The Morse and Field approach consists of four steps,

namely comprehend, synthesise, theorise, and recontextualise (Morse & Field, 1996:103).
Step 1: Comprehend

In order to understand what a study comprises, trustworthy information is essential. Hence it is
critical to understand the topic at hand and analyse the acquired data (Morse, 1991:27). For the
purpose of this study, after each interview session, transcripts and manual notes were reviewed
to ensure that the acquired primary data was understood. As a result, a summary was compiled

of the interpretations and outcomes.
Step 2: Synthesise

Synthesising is the process of combining various stories, events, or incidents in order to describe
a common, composite pattern of behaviour or response, thus, it can be referred to as the
decontextualization of data to be compared across different cases (Morse, 1991:30). For the
purpose of this study, the ATLAS.ti (version 22) software was used to assist in the synthesis

and coding of data acquired from the interview sessions.
Step 3: Theorise

Theorising is defined as the process of structuring all of the acquired data in a logical manner to
ensure that the study can be linked to the larger body of knowledge (Morse, 1991:32). For the
purpose of this study, the researcher used the literature review and all the acquired data to
theorise about the strategies that were implemented to enhance customer retention in the fast-

food industry.
Step 4: Re-contextualise

The construction of a theory, including the outcomes and conclusions, that will allow the study to
be applied to future research projects and studies is referred to as recontextualization (Morse,
1991:34). For the purpose of this study, the data collected from interviews, as well as the
information from the literature review, were combined and incorporated to recontextualize the

study.

After completion of the four steps, it is important to note that a study must be trustworthy to ensure
that it can be used for future research purposes. The trustworthiness of a study is described in

the following section.
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1.9.2.13 Trustworthiness

Trustworthiness of a study refers to the accurate, consistent, and exhaustive collection and
interpretation of data, and the trustworthiness thereof can be measured through validity and
reliability (Nowell et al., 2017:3). The suitability of the research instrument employed, the protocols
followed during the study, and the quality of the data collected refer to the validity of the study
(Leung, 2015:325). According to Leung (2015:325), the consistency of findings, as well as the
fact that the study's findings cannot be duplicated, are defined as reliability. According to Guba
(1981), there are four criteria that qualitative researchers should evaluate to ensure the
trustworthiness of the study. According to Lincoln and Guba (1985), the four criteria is defined as

follows:

o Credibility relates to a researcher's belief in the findings of a study (Rose & Johnson,
2020:435). For the purpose of this study, the credibility was defended by the recording of

interviews, continuous observation, and peer debriefing.

o Transferability refers to the degree to which other researchers find the work relevant and
applicable to their research or study (Nowell et al., 2017:3). For the purpose of this study,
in order to achieve transferability, this study used background data to define the study's

context and a clear description of the phenomena in question to allow comparisons.

e Dependability refers to the quality of the integrated processes of data gathering, data
analysis, and theory creation (Rolfe, 2006:305). For the purpose of this study, an in-depth

methodological description was provided to allow the study to be repeated.

o Confirmability refers to the consistency of findings throughout the study and the degree to
which it can be repeated (Morse, 2015:1213). For the purpose of this study, confirmability
was attained through acknowledging the researcher's ideas and assumptions, as well as
recognising flaws in the study's procedures and their potential consequences. Detailed
methodological descriptions has been applied to ensure the integrity of research findings, as

well as the usage of diagrams to provide an audit trail.
1.10 CONTRIBUTION OF THE STUDY

The knowledge gathered from this study contributed to the literature on business management,
customer retention, and the fast-food industry in South Africa. To the best knowledge of the
researcher, this study was the first to explore customer retention from a manager’s perspective
in the fast-food industry in the North West province of South Africa. Moreover, the results of this

study could possibly be compared to studies in marketing management on customer retention
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from the customer's point of view. This could assist managers to identify possible differences
between a manager's and customers' perspectives. Exploring the strategies to enhance customer
retention could provide valuable information to owners to manage and improve their business’s
retention strategies. Ultimately, implementing the correct strategies to retain customers could

result in increased sales and profits — contributing to a more sustainable business.
1.11 ETHICAL CONSIDERATIONS

To ensure that this study is done ethically, ethical clearance was obtained from the Ethics
Committee of the Faculty of Economic and Management Sciences. The target population for this
study consisted of managers of fast-food restaurants that are 18 years or older. No permission
was required from participants' parents or guardians as only participants 18 years or older were
invited to part take in the interviews. An ethics number was subsequently issued for this study:
NWU — 00600 — 22 — A4. In addition, all participants were required to sign an informed consent
form (Appendix D) to partake in the interview sessions. Participation of participants in this study
was completely voluntary and anonymous. No participant's name, identity or the fast-food
restaurant they are involved with were associated with their response. Participants were allocated
a participant number to preserve anonymity in circumstances when their replies were quoted

directly as supporting evidence in an article or conference paper.
1.12 OUTLINE OF PROPOSED CHAPTERS

A brief outline of the proposed chapters is presented in Figure 1-3.

23



Chapter 1: Introduction and overview

Figure 1-3: Outline of proposed chapters

Source: Researcher's own compilation.

e Chapter 1 contains an introduction to the planned study, which includes a summary of the
research topic, as well as background information. The research problem is identified after
the introduction, as well as a brief literature review of the identified constructs. The primary

24



Chapter 1: Introduction and overview

and secondary objectives are included in the first chapter. The research methodology is

discussed at the end of the chapter.

Chapter 2 discussed management, including the history of business management. It also
comprises of the three levels of management, managerial functions, business functions, roles
of managers, as well as the different business environments. This discussion includes

characteristics from existing literature.

Chapter 3 discussed the constructs that were identified in the literature overview of the study.
In terms of their definitions and extant literature, the chapter focused on customer retention

and the influences thereof, i.e., customer satisfaction, trust and loyalty.

Chapter 4 covered the study's research methodology. The methodologies and procedures
utilised to undertake the literature investigation, data collection, and data analysis are
discussed in this chapter. The research design, target population, and sample plan are also

covered in this chapter.

Chapter 5 presents all the empirical results and outcomes on customer satisfaction and
customer retention. All of the results are presented, as well as the statistical approaches that

were utilised to evaluate the data.

Chapter 6 concludes the study with managerial implications and recommendations for the
South African fast-food industry based on empirical results and findings. This chapter also

explored the study's limitations before concluding with research suggestions for the future.
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CHAPTER 2

MANAGEMENT IN THE FAST-FOOD INDUSTRY

2.1 INTRODUCTION

The intent of this chapter is to address the first secondary objective as set in Chapter 1 (Section
1.8.2). This chapter provides the conceptual and theoretical framework for this study on the
managerial perspectives in the fast-food restaurant industry. This chapter commences with an
introduction (Section 2.1), followed by the conceptualisation of business management (Section
2.2). The history of business management is discussed in the next section (Section 2.3).
Subsequently, business management within the context of this study will be discussed (Section
2.4). The chapter proceeds with relevant managerial features, such as management levels
(Section 2.5), managerial functions (Section 2.6), and business functions (Section 2.7). As the
different business environments have an influence on the management strategies used to
improve customer retention, the three business environments will be discussed in the following

section (Section 2.9). Figure 2-1 provides an outline of the sections discussed in this chapter.
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Figure 2-1: Layout of Chapter 2
Chapter 2 - Description
Introduction - This section provides an introduction on the contents of this chapter

R - This section defines the concept of business management

management

History of business o . : . :
management - 7 This section describes the history of business management through different eras

Business management in the - This section describes the different elements of business management that form part of this
context of the study sfudy

Management levels - This section describes the three management levels

Managerial functions - This section describes the four functions of management

Business functions - This section describes the eight business functions that functional managers need to
understand
This section describes the three roles that business managers need to understand and
Roles of managers - ; : C
incorporate in organisation’s
Business environments - This section describes the three business environments that organisation’s operate in
Summary - This section consists of a short summary of the chapter

Source: Researcher's own compilation.
2.2 CONCEPTUALISING BUSINESS MANAGEMENT

Business management has been studied for decades in order to better understand what it
involves and how it can be improved. To comprehend the notion of business management in this

study, the terms "business" and "management" are discussed separately.

In the past, a business was solely thought of as a place that sold goods or services to consumers
to earn a profit, but it has developed into a setting that builds multigenerational relationships with
its employees, customers, and suppliers while providing products and services to make a profit
(Sheth, 2020:262). A business can be online or a physical store, and any type of business requires
customers to ensure that they generate an income to earn a profit (Illyas & Nayan, 2020:1). The
location of a business is considered one of the most significant aspects of long-term sustainability,

since it allows it to attract more customers, especially in the fast-food restaurant business (Yang
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et al., 2017:33). Managers and leaders must inspire their staff in order to run a successful
business, as inspired people are seen to be more productive and goal-oriented (Fiaz et al.,
2017:144). According to Skudiene et al. (2021:203), a business will have a significant competitive
edge if it has good relationships with its customers, because the decision remains with the
customer whether or not to acquire the items or services that are supplied to them. Furthermore,
strong relationships with suppliers will allow a business to receive higher-quality products at lower
prices — resulting in a competitive advantage over other businesses in the industry (Cho et al.,
2018:1527). The overall long-term profitability and sustainability of any business — including that
of a fast-food restaurant — depends on excellent relationships with customers, employees, and

also suppliers (Skudiene et al., 2021:199).

Management can be defined as a universal leadership process in a business that employs both
human and material resources to achieve predetermined objectives (Das & Mishra, 2019:8). The
basic objectives of management include: (1) to increase a business' profitability, (2) to ensure that
it has a competitive edge in the industry, (3) adapt to external conditions that may affect the
business, and (4) to maintain excellent relationships with customers, stakeholders, and staff
(Akramovich & Muratovna, 2019:43). Management is viewed as a power and control mechanism
that consists of four core functions, namely planning, organising, leading, and controlling (Blok,
2020:176). To ensure the efficient use of resources in a business, management teams must
properly combine each of the four management functions into the everyday operations that are
set out inside the business (Mukwakungu et al., 2019a). Management can be regarded as one of
the most important components of a business, because it represents the individuals or teams who
will ensure that the operations of the business are executed effectively, allowing for optimal
performance and efficiency leading to profitability (Knezevi¢ et al, 2021:150). In order to
understand business management, it is important to investigate the history of business

management.
2.3 THE HISTORY OF BUSINESS MANAGEMENT

Management has existed for decades, and any manager needs to understand the history of
management as well as the current management eras to successfully incorporate it into their
business’s culture, as this will help with achieving desired business goals (Coulter et al., 2020:54).
According to Amat and Amat (2019:2), evidence of management accounting systems used to
assess government operations that date back to 1122 — 256 BC was discovered in China.
Furthermore, evidence of management can be encountered in the 15" century in Venice, where
production lines were formed in the construction of ships (Sridhar, 2017). In 1589, the word
‘manager’ was first written in an official document, referring to a person that was in charge of land
(Witzel, 2010).

28



Chapter 2: Management in the fast-food industry

It is clear that management has been used for centuries to oversee operations and achieve
objectives. Although the abovementioned management history might not closely relate to
business management, it is evident that it was the foundation for business management as we
know it today. According to Coulter et al. (2020:55), there are five main approaches wherein
business management has developed. These approaches include the early management
approach, the classical approach, the behavioural approach, the quantitative approach, and the
contemporary approach. Figure 2-2 illustrates the historical approaches of business

management.

Figure 2-2: Historical developments of business management

Late 1700s —
1950s

Behavioural
approach

3000 BCE - 1776 1911 - 1947 1940s — 1950s 1960s — Present

Quantitative Contemporary
approach approaches

Early Classical
management approaches

Source: Researcher’'s own compilation.
2.3.1 Early management

The early management approach refers to a time when corporate personnel faced difficult working
conditions, and it was during this time that management was studied as a discipline for the first
time (Coulter et al., 2020:54). There were few large businesses in this era, and the owner of a
business was also the manager of the entire business and all of its functions, deciding on all of

the business operations and rules (Ayhan & Oztemel, 2014:156). According to Singh (2015:7),
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there were no defined management roles in this era and managers' practices were considered as

not being socially cultured in the way they made people work.
2.3.2 Classical approach

Scientific management theories were established throughout the classical approach era of
management, such as Henry Fayol's theory, which comprises four managerial functions:
planning, organising, leading, and controlling (Coulter et al., 2020:55). The classical approach era
of management emerged during the industrial revolution to better manage manufacturing
processes, people, and businesses (Chukwuemeka & Onuoha, 2018:82). Furthermore, during
this period, Fredric Taylor established scientific management with the purpose of increasing
factory efficiency through cash rewards to urge personnel to work harder (Singh, 2015:7). In this
period, business competition increased, necessitating the development of methods to develop
effective production. As a result, competent managers were required to manage personnel and

the work environment within businesses (Porter et al., 2008:1).
2.3.3 Behavioural approach

The behavioural approach era of management refers to the time when it was realised that
excellent human resource management would lead to more successful output, and it
encompassed variables such as better working conditions, staff selection, and general corporate
oversight (Coulter et al., 2020:57). Researchers believed that human resources were neglected
in the classical approach era, hence there was a greater emphasis on human capital within
businesses during this period (Chukwuemeka & Onuoha, 2018:83). Furthermore, the behavioural
approach era is remembered as a time when attention was devoted to how managers led their

businesses by analysing how they treated their personnel (Mheiri, 2022:43).
2.3.4 Qualitative approach

Human nature was assessed in the workplace in the qualitative approach era to design
techniques that will positively influence them to achieve more productivity and happier employees
(Coulter et al., 2020:58). Douglas McGregor designed two theories in the qualitative approach
era, Theory X (where he believed that managers were cynical towards employees) and Theory Y
(where he believed that managers should see employees as a valuable part of their business to
succeed), with Theory Y being seen as a crucial point in business management in all businesses
up to the present (Singh, 2015:7). The qualitative approach era of management has supplied
managers with options for ensuring the optimal efficiency of their businesses without jeopardising

the employees' work environment (Mishra, 2022:90).
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2.3.5 Contemporary approach

The contemporary approach era refers to the period when it became clear that each functional
area of a business needed to be managed effectively using managerial procedures and
managerial capabilities to analyse both the internal and external environment of the business
(Coulter et al., 2020:59). According to Singh (2015:10), globalisation, total quality management,
and the just-in-time inventory management systems are three noteworthy aspects that stand out
in the contemporary approach era. In management, globalisation refers to the ability of managers
to do business beyond national borders in terms of product flows, investments, and operations,
which leads to more competition between businesses (Jahan et al., 2021:666). Furthermore,
globalisation is defined as the integration of global economies with the goal of lowering trade
barriers between nations (Emmanuel, 2017:368). Total quality management is a management
framework that refers to the business ensuring that all aspects of the business, from front-line
workers to owners, are focused on improving the quality of the business in order to ensure
customer satisfaction and gain a competitive advantage in the industry they operate in (Bajaj et
al., 2018:128). Managers should adopt total quality management across all functional areas of
the business to ensure that the quality of products and services continues to improve with the end
goal of satisfied customers — resulting in more returning customers (Al-Ali & Abu-Rumman,
2019:2). Just-in-time inventory management is paired with total quality management, as this
method of inventory management ensures that products do not get stockpiled or go to waste
(Mukwakungu et al., 2019b:1272). For this component to perform successfully in the
contemporary approach era of business management, it is vital that managers in a business
ensure that they have dependable suppliers as well as the ability to adapt production operations

to customer demands, as this will lead to satisfied customers (Stojkanovi¢ et al., 2021:194).

Following the eras of business management, the following section will focus on the business

management as it forms part of the contemporary approach era.
2.4 BUSINESS MANAGEMENT IN THE CONTEXT OF THE STUDY

Effective management of a fast-food business is important for its long-term success and
sustainability, especially considering the COVID-19 pandemic that took the world by storm
(Bansal et al., 2021:603). Figure 2-3 illustrates the concepts that will be discussed under the term
business management within the context of this study. The concepts will then be discussed

individually in Sections 2.5 to 2.9.
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Figure 2-3: Concepts in business management within the context of the study
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Source: Researcher's own compilation.

The multiple levels of management should be considered as the first aspect of business
management. The three levels of management are crucial because each level will handle distinct
activities inside the business, and the performance of one level will affect the performance of the
others (Tappura et al., 2017:1148). Managers are also considered leaders, and in order to be
good leaders, they must be able to change their management techniques at all three levels of
management (Anzengruber et al., 2017:136). According to Shum et al. (2018:59), the higher a
manager's position, the more abilities they require as more complicated challenges necessitate
inventive solutions. While small firms may only have one level of management, large businesses
may have three levels. The three levels of management in a business are top-management, which
is in charge of the business's long-term planning; middle management, which is in charge of
putting top-management strategies into action; and lower management, which is responsible for

daily operations and the execution of middle-management plans (Brevis & Vrba, 2014:37).

The managerial functions are the second aspect of business management that must be evaluated
(Albrecht et al., 2019:75). There are four managerial tasks within a business, which include

planning, organising, leading, and controlling, as is discussed below (Long & Dong, 2017:31):
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e Planning requires managers to set long-term objectives for the business as well as
forecast the future and create strategic plans for when problems arise (Coulter et al.,
2020).

¢ Organising requires managers to make efficient use of human and other resources (Fazal
et al., 2021:41).

e Leading requires managers to use their interpersonal skills to motivate employees
(Albrecht et al., 2019:162).

e Controlling requires managers to ensure that their employees and business performance

meet the requirements (Wilson, 2017:213).

The eight business functions are the third crucial component of business management. A
business function is a grouping of activities that are similar in nature and performed by certain
individuals, such as marketing, finances, public relations, operations, human resources,

administration, logistics, and information technology (De Lange, 2017:42).

The three vital roles of managers are the second last aspect of business management that will
be covered in the context of this study. These three roles, which comprise informational,
interpersonal, and decisional roles, are essential for the proper execution of all other aspects of
the business (Sheng, 2020:53).

The final business element, known as the business environment, combines all of the previously
listed factors. According to Lawrence (2020:48), there are three key business environments to

consider in a business of any size: the micro-, market, and macro-environments.

Each business element has a direct impact on a fast-food restaurant's operations, and the

elements listed below will be thoroughly explored in this chapter.
2.5 MANAGEMENT LEVELS

When considering the management of a fast-food restaurant, all levels of management are
important — each having its functions and responsibilities (Harrington, 2018:48). There are three
different levels of management in any business, including lower-level management, middle-level

management, and top-level management (Nickels et al., 2019:177).
251 Lower-level management

Lower-level management is also known as first-line management, and these individuals or teams
are in charge of managing employees who are not in a managerial position (Jones & George,
2019:11). In fast-food restaurants, first-line managers must have a strong understanding of three

skills, namely technical, human relations, and conceptual skills to ensure that they can
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accommodate all tasks set out in the business (Nickels et al., 2019:178). According to Ahmetoglu
et al. (2017:301), lower-level managers should be able to put new ideas to the test, adapt to
difficulties as they arise, and follow higher-level management's directives. First-line managers'
communication skills are vital, since they will be dealing with clients and suppliers of the business
(Bagheri et al., 2021:462). In a fast-food restaurant, these managers will be in charge of resolving
customer complaints and arranging orders with their suppliers. According to Ellstrém and Ellstrom
(2018:546), first-line managers require strong human resources abilities, since they must be able
to teach and monitor personnel in order to ensure that the business is running at maximum
potential. Another reason for first-line managers to have effective communication skills is that they
are accountable for reporting any incidents to middle-level managers to ensure that any problems
that arise are dealt with immediately (Varayonpinit et al., 2020:58). First-line managers are also
required to adapt according to situations that may arise concerning problems that employees face
in the workplace. For example, these managers are required to attend to the emotional well-being
of the employees that work in the fast-food restaurant, with regard to mental health, prejudice,

and employee behaviour, to name a few (D’Annunzio-Green & Teare, 2018:128).
2.5.2 Middle-level management

Middle-level managers are considered a link between top and lower management, between
employees and top management, and also, as a link to carry out the strategies laid out by a
business's top executives (Livijn, 2019:2). These managers should be able to put the top
managers' innovative ideas and solutions into action (Schubert & Tavassoli, 2020:273). Fast-food
restaurant middle managers are also responsible for the business of human and other resources
in order to improve productivity and customer service inside the business (Jones & George,
2019:12). A fast-food restaurant's middle management will focus on one goal at a time to
guarantee that it is met in accordance with the top management's standards (Larson & Gray,
2018:143). Fast-food restaurant middle managers are accountable for the business's optimal
performance, ensuring that the implemented duties are completed efficiently through good
strategies (Friebel et al., 2022:211). Middle managers play a crucial role in strategy
implementation, because strategies are necessary for daily operations, such as problem-solving
and maintaining customer satisfaction, intending to lead to customer retention (Jaaskeldinen &
Luukkanen, 2017:480). In a fast-food restaurant, middle managers are seen as the major link
between employees and top management, since they report all of the underlying circumstances
that first-line managers communicate to them (Hirte, 2018:31). Although there are various middle-
level managers for each of the business functions as stated in Section 2.7, Gjerde and Alvesson
(2020:125) agree that middle managers create a link between the core and top management

inside a business. Finally, middle managers are the most common initiators of innovative ideas
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within a business, leading to the belief that these managers are required in a fast-food restaurant

to attract and retain customers (Chen et al., 2017:701).
2.5.3 Top-level management

The top-level management of a business is vital in overseeing the successful development of
policies, rules and operating procedures, and a diverse top management team promotes the
business's performance greatly (Coulter et al., 2020:77; Hassan et al., 2017:2). The top-level
managers are the senior executives within the fast-food restaurant who oversee tasks and play a
significant role in making crucial business decisions (Widelska & Krot, 2021:166). Conceptual
skills are one of the most important skills required by top managers. These abilities will enable
the fast-food restaurant's top management to comprehend difficult problems and devise
innovative remedies (Northouse, 2019:103). The ability to think like an entrepreneur, analyse
data, and excellent planning abilities are the three primary parts of conceptual skills that top-level
managers should possess, as this will allow them to see and understand the business as a whole
(Ikupolati et al., 2017:2). According to Kimaru et al. (2022:2), top managers with high conceptual
skills will have a positive impact on a business's long-term sustainability through maximising
resource use. Furthermore, a business's top management is the level of management that
determines the business's stakeholder orientation (Kujala et al., 2017:120). The stakeholders in
a fast-food restaurant comprise of employees, suppliers, customers, and investors, and the top-
level managers are responsible to successfully communicate with them, ensuring that the

operating structures are set up correctly and functioning efficiently (Harrison et al., 2017:539).

Each level of management is significant in its own way, and for each of the three levels to work
well, the managers of each level of management in a fast-food restaurant should combine various

managerial functions (Andrade & Zeigner, 2021:41).
2.6 MANAGERIAL FUNCTIONS

Planning, organising, leading, and controlling are four managerial functions outlined by Henry
Fayol over a century ago which must be carried out to a high degree to ensure that a business's
goals are met (Fayol, 1916). Fast-food restaurant managers must guarantee that they grasp each
unique responsibility in order to collaborate toward a common goal and achieve success (Dyck et
al., 2017:7).

2.6.1 Planning

Planning is regarded as the initial step in management, in which objectives are established and

concepts are formulated that will lead to the achievement of goals. It is critical for fast-food
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restaurant owners and managers to be able to foresee future business situations (Robbins et al.,
2019:58). According to Schermerhorn and Bachrach (2017:84), there are five important steps to

follow when implementing the planning process:

e Step 1: The restaurant's goals and objectives, as well as the desired outcomes, should be
assessed. According to Rajnoha et al. (2019:46), the objectives set forth by managers within
a fast-food restaurant will serve as a guide to achieving the set goals. For example, managers
in the restaurant should set a goal for the business to provide exceptional service to its
customers, by setting an objective of reducing the time it takes to serve a customer by two

minutes.

e Step 2: The restaurant's managers should assess their current situation in relation to their
goals. COVID-19 had a significant impact on the hospitality industry, and keeping customers
and staff safe is a crucial aim for all businesses. With this in mind, managers of fast-food
restaurants should examine all precautionary steps to achieve this goal and overcome the
current situation (Gursoy & Chi, 2020:527).

e Step 3: In this sense, managers should assess future conditions that may obstruct their ability
to achieve desired goals. Managers should be able to create scenarios that are likely to occur
and have a positive impact on the business (such as the expansion of urban areas, creating
a larger market for a fast-food restaurant (FAO, 2017:15). Managers should consider a
scenario that could harm the business (such as another pandemic that forces a halt in
business operations) and compare their current operational strategies to those future

scenarios (Quenum et al., 2021:871).

e Step 4: Managers must set out a plan of action that will help them achieve their goals.
Managers in the fast-food restaurant should ensure that they have the capabilities and
resources to achieve a goal through their plan of action. For example, if the short-term goal is
to satisfy all customers until closing time, managers must ensure that the business has
enough stock to provide customers with any product they desire until operations are
completed (Li & Hovy, 2017:41).

e Step 5: The restaurant's managers should put their plan into action, analyse the results, and
make any necessary changes to their plan. Given the impact of the COVID-19 pandemic on
fast-food restaurant goals, managers should put strategies in place to ensure the safety of
their staff and customers, such as ensuring that each employee and customer who enters the

business disinfect their hands and does not have a fever (Hu et al., 2021:5).
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For managers in the fast-food industry, thorough planning is essential, as this managerial function
will lay out tactics that will ultimately determine whether the business goals will be met or not
(George & Jones, 2022:6). Meeting the goals that are set out in the restaurant will lead to
customers being satisfied, resulting in more returning customers (Jain et al., 2019:483). Customer

retention will be further discussed in Chapter 3.
2.6.2 Organise

The next managerial task after planning is the matter of business structures, and within this task,
managers of a business build-out work structures for productive work interactions between
personnel (George & Jones, 2022:7). Within the fast-food industry, the business process entails
establishing the necessary structures within the firm, including the optimal allocation of human
resources to activities, which will ultimately lead to the achievement of objectives at the highest
rate possible (Robbins et al., 2019:126). The business process refers not only to the formal
structures that managers establish, but also to the informal structures that exist between
personnel. It is also said that managers must analyse these informal structures within the
business to ensure that they do not harm the workplace and its common goals (Schermerhorn &
Bachrach, 2017:139). The fast-food restaurant's management is in charge of the business’s
design, which entails aligning all human resources with the business's strategies in a manner that
allows the restaurant to meet its goals (Lemus-Aguilar et al., 2019:2). Auernhammer and Leifer
(2019:1207) explain that the design of a business is a very difficult structure to organise, as the
behaviour, attitudes, and views of human resources are everchanging. In order to successfully
execute organising as a managerial function in a fast-food restaurant, management must ensure
that all human resources in the business are systematically combined to fulfil the goals that were

set out in the goal-planning process (Fjeldstad & Snow, 2018:36).
2.6.3 Lead

A manager should be a good leader who keeps long-term goals in mind, ensures that staff are
engaged and motivated, and does not succumb to pressure when issues emerge but rather
focuses on a fast and effective solution (Schermerhorn & Bachrach, 2017:199). A manager's
excellent leadership abilities will inspire staff in a fast-food restaurant to be more goal-oriented,
and managerial leadership should be more sociable and casual to engage with employees on an
emotional level (Robbins et al., 2019:216). Managers should utilise good communication, power,
and persuasion to create a clear vision that motivates employees to be goal-oriented and focused
on the business objectives (George & Jones, 2022:7). One of the managers' most important
responsibilities in this function is to motivate employees, resulting in increased production and

being satisfied with the job they have been assigned in the business (Setiawan et al., 2019:996).
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Employees in fast-food restaurants were affected mentally and emotionally during the COVID-19
pandemic, since it was unsure whether they would lose their employment. As leaders, managers
were forced to work on measures to support their employees during these uncertain times (Shukla
et al., 2022:3). Effective leadership could ensure that all employees in the business feel like they
are important and valued. For example, managers in a fast-food restaurant can arrange annual
events for all the employees in the business to socialise and learn more about what is expected

of them concerning the operations that managers have planned (Zanda, 2018:132).

Managers of fast-food restaurants should ensure that their employees are satisfied at work, since
this will drive them to work harder, allowing the business goals to be met more effectively. This
will have a positive impact on customer satisfaction, and lead to customer retention that will be
further discussed in Chapter 3 (Daskin, 2019:63).

2.6.4 Control

Controlling is viewed as the most straightforward task which involves ensuring that the anticipated
results are not only attained but also exceed expectations, and if they are not, effective steps
should be adopted to maintain the goals of the business (Schermerhorn & Bachrach, 2017:102).
Managers monitor the performance of all components of the business in the controlling function
to guarantee that they can precisely identify the areas of the business that require improvement,

as well as the areas that are most effective (George & Jones, 2022:8).

Managers must ensure that the fast-food restaurant's standards are not compromised. To prevent
this, managers should assess their performance against established goals and take remedial
action as needed (Robbins et al., 2019:302). Financial statistics, sales records, and customer
satisfaction can all be used to analyse and manage the control function in a fast-food restaurant
(Knezevic et al., 2021:152). Managers in fast-food restaurants should make sure that all of the
business' resources are being used effectively so that goals are met. For example, managers
must ensure the stock ordered from suppliers is sufficient to meet the demand for products, but

not in excess so as to lead to perishable goods being spoiled (Misun, 2017:206).

To ensure that the activities of a fast-food restaurant are running properly and goals are met, each
of the four managerial functions must be incorporated into the business management functions
(Holubgik et al., 2021:287).

2.7 BUSINESS FUNCTIONS

Functional managers handle the many business functions of a fast-food restaurant and form part

of the middle-level management in a business. Each functional manager is in charge of the
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activities that fall within their functional domain (Cui, 2017:969). Figure 2-4 illustrates the different

functions in a business.

Figure 2-4: Business functions within a business
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Source: Researcher's own compilation.
2.7.1 Marketing management

In a fast-food restaurant, a marketing manager is in charge of performing market research,
developing a marketing strategy, marketing planning and organisation, implementing the
marketing strategy, and overseeing the marketing strategy (Pasquier & Villeneuve, 2018:49). The
restaurant's marketing manager should be able to establish methods that will allow the restaurant
to meet the needs, wants, and demands of current and potential customers (Kotler & Armstrong,
2018:30). Marketers should ensure that the expectations they offer to customers are high enough
that they will choose the products that the restaurant offers, but not higher than they can
accomplish, hence ensuring optimal customer satisfaction that will lead to retention (Armstrong
et al., 2017:9).

2.7.2 Financial management

Investment decisions, financial decisions, and dividend decisions are the three key financial

management decisions at a fast-food restaurant (Grozdanovska et al., 2017). A fast-food
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restaurant's financial management team is in charge of making decisions on asset acquisition,
financing, asset management, and acquiring financial resources that are in the restaurant's best
interests in order to optimise profit potential (Al Breiki & Nobanee, 2019:3). In a fast-food
restaurant, financial management is the action of acquiring finances with the goal of minimising
costs and effectively allocating the funds that have been sourced (Awaluddin et al., 2020:10951).
Because a fast-food restaurant uses a lot of machinery in its production, financial managers
should search for assets that will improve production. Automated burger patty cooking machines,
for example, will allow the restaurant to be more time and quality efficient than a person who
cooks — resulting in a competitive advantage in the industry (Lima et al., 2021:2). When
considering investing in financial assets, financial managers in a firm must take calculated risks

in order to secure business growth (Mihajlovi¢ et al., 2020:502).
2.7.3 Public relations management

Within a fast-food restaurant, public relations management is regarded as an art form, to establish
long-term relationships and a positive public image (Aji P & Andriyani, 2020:1). Public relations
should be used as an instrument to communicate with various public groups who will be interested
in the restaurant's offerings, resulting in truthful public recognition (Gimaliev et al., 2020:1327).
Public relations communications have grown into digital communication formats, and managers
must understand how to best employ this technology to guarantee that the audience is not misled
by any ambiguity in the message (Sommerfeldt & Yang, 2018:60). Public relations management's
social media presence has expanded dramatically, and public relations managers should
understand and use social media to spread a positive public image of a fast-food restaurant
(McKie & Sriramesh, 2017:2).

Because public groups are becoming more culturally varied and require different communication
approaches, a restaurant's public relations management team should examine all public groups
accordingly (Yue, 2019:502). Managers of public relations should be aware of their target market
and ensure that public communication is not discriminatory in any way. For example, managers
should examine different religious aspects in the area they operate to ensure that they cater for

the entire community (such as halal meals for the Muslim community) (Theaker, 2020:194).
2.7.4 Operations management

Operations management refers to the complete process of developing products to fulfil the
demands and desires of customers, and it is as important for fast-food restaurants as it is for any
other business (Manikas et al., 2020:1443). Operations management at a fast-food restaurant is
the process of converting inputs (for example, raw meat, raw potatoes, and bread) into outputs

(for example, a burger and chips) by effectively and efficiently managing the resources required
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to achieve optimal profitability (PMI, 2017:16). According to Felsberger and Reiner (2020:13), a
restaurant's operations management focuses on the restaurant's resources, activities, and
expertise to create overall value for the business. Suppliers, raw materials, capital, labour,
equipment, and knowledge are some of the resources, activities, and expertise that operation
managers should consider when turning inputs into outputs within a fast-food restaurant (Tazkia
et al., 2017:131). The daily activities of operational managers are related to the required number
of products that must be produced in response to customer demands. For example, in a fast-food
restaurant, operations managers should consider whether there will be a higher demand for food
on weekends or during lunch hours, and devise strategies to meet these goals (Dodrajka,
2017:35).

2.7.5 Human resources management

The human resources management function is defined as the entire employment lifecycle, from
recruitment to dismissal or retirement of employees in a business with the goal of achieving
business objectives through managing the employees in an effective manner (Pham, 2020:721).
Because the success of a fast-food restaurant is largely determined by the people who work there,
human resource management policies, methods, and systems are critical to the business's future
(Haak-Saheem & Festing, 2020:1863). Attracting and developing human resources, as well as
maintaining and motivating human resources, are two fundamental aspects of human resource
management (Katou, 2017:803). Human resources managers in fast-food restaurants should
make the business's work opportunities as appealing as possible, as this will allow them to recruit
a large number of employees and select the employees with the best skill sets for available
positions (Klepi¢, 2019:16). Human resources managers should guarantee that the business has
good relations with its employees and that employees are treated with respect in a safe working
environment without discrimination, which will result in a positive public image, and attract more
customers (Stoyanova & Stoyanov, 2019:2). According to Obedgiu (2017:987), these managers
are also in charge of motivating people in the workplace by rewarding high-performing staff (for
example, bonuses) and managing disciplinary issues if necessary (for example, disciplinary
hearings for employees that do not perform effectively, thereby leading to a decrease in

productivity of the business).
2.7.6 Administrative management

Administrative management is regarded as the initial stage in defining a fast-food restaurant's
norms and procedures (Brevis & Vrba, 2014:8). According to Schermerhorn and Bachrach
(2017:32), the administrative management team's role is to plan and direct staff’'s work. In a fast-

food restaurant, administrative management can be simply defined as the strategic use of

41



Chapter 2: Management in the fast-food industry

resources to achieve desired results while maximising profits (Abah, 2017:9). Administrative
managers will use business data they collect and analyse, such as the volume of sales of a given

product, to develop plans to sell more of the products (Ghosh & Klueter, 2021:11).
2.7.7 Logistics management

Logistics management is based on the effective planning and timely delivery of products to
customers while minimising expenses (Bagshaw, 2017:2). Within a fast-food restaurant, logistics
management can be defined as the movement of all materials from manufacturing to the point
where the products are received by consumers in order to meet their needs, at a profit to the
restaurant (Kain & Verma, 2018:3812). Inventory management refers to material handling, supply
and demand planning, warehousing, and order fulfilment — all aspects that form part of logistics
management within a fast-food restaurant (Ghoumrassi & Tigu, 2017:293). Logistics managers
work closely with operations managers to ensure that the materials required for daily operations
are procured from suppliers in the most cost-effective manner (Oluwaseyi et al., 2017:1).
Inventory control is important within the fast-food restaurant business, as too much inventory on
hand can lead to higher storage costs or spoiled products resulting in a loss of profit (Wild,
2017:9). Logistics managers should understand how much time is required from placing an order
with suppliers to receiving supplies at the restaurant to ensure that they have enough stock to
meet demand and ensure customer satisfaction, resulting in customer retention (Ristovska et al.,
2017:247).

2.7.8 Information technology management

Within a fast-food restaurant, information technology refers to all of the equipment that is used to
store and process data (Khuntia et al.,, 2018:757). Without suitable information technology
management systems in place, a restaurant may not be able to reach its performance goals
(Sanaei & Sobhani, 2018:185). Fast-food restaurants will be able to identify market shifts using
information technology, and with this information they will be able to react to new trends, giving
them a competitive advantage which will ultimately lead to a larger profit (Tarigan et al., 2021:48).
Information technology improvements could provide a restaurant with a significant competitive
advantage if they stay up to date with the latest technical advancements (Yeniyurt et al., 2019:47).
Remaining up to date with technological advancements could improve customer interaction. For
example, restaurant managers should invest in self-ordering systems, which allow customers to
order their meals using an interactive screen, resulting in shorter waiting times and lower labour

costs, leading to higher customer satisfaction and retention (Ishak et al., 2021:1136).

To ensure each of the business functions are managed properly, managers need to fulfil three

roles, regardless of the business function. Fulfilling these roles will assist managers to complete
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the tasks set out with the end aim of excellent business performance (Bucata & Rizescu,
2017:51).

2.8 ROLES OF MANAGERS

There are three main roles that managers within fast-food restaurants should fulfil to ensure
optimal business performance. These include: interpersonal roles, informational roles, and

decisional roles (Zulfakar et al., 2021:50). Figure 2-5 illustrates the three roles of managers.

Figure 2-5: Roles of managers
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2.8.1 Informational role

The first role of a manager is known as the informational role. The manager should be able to
execute three crucial responsibilities in this role, namely: monitoring, disseminating and acting as
a spokesperson (Dunn, 2021:10). A fast-food restaurant manager is first and foremost
responsible for monitoring internal information and potential problems, as well as reserving and
controlling them (Altamony & Gharaibeh, 2017). As a monitor, the manager is responsible for

inspecting changes in the restaurant's business environment. For example, a fast-food restaurant
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manager must analyse the team of employees and, if the team is underperforming, suggest

methods to improve employee performance (Altamony & Gharaibeh, 2017:922).

As a disseminator, the restaurant manager is also responsible for reviewing and compiling key
business information that is easy to grasp and that can be presented to shareholders within and
outside of the business (Oberer & Erkollar, 2018:406). As a disseminator, a fast-food restaurant
manager is responsible for sharing business information such as total sales with internal
stakeholders, who will design strategies to improve the information as it is transmitted by the
managers (Dandalt, 2021:155).

The information gathered by management about the restaurant must be conveyed to people
outside the business, such as the general public, and this role is known as being a spokesperson
(Aphisamacharayothin, 2020:14). Managers at fast-food restaurants are responsible for informing
the public about decisions and goals, as well as information about the business. Spokespersons
for fast-food restaurants will inform the public about problems and the steps they are taking to

resolve them, such as COVID-19 regulations and how they adhere to them (Darkazanli, 2021:5).
2.8.2 Interpersonal role

The interpersonal role in a business is the second role of a manager. A manager in this role must
perform three key functions: being a figurehead, a leader, and a liaison (Dunn, 2021:11). As a
figurehead, a restaurant manager must inspire staff, with their primary responsibilities being able
to perform ceremonial, social and legal obligations on behalf of the business (Scholtenhuis et al.,
2021:7). The restaurant manager should not only motivate the staff, but also lead them and
ensure that they are guided by defining appropriate goals, guiding them to achieve these goals,
and rewarding them both intrinsically and extrinsically. For example, managers should let
employees feel wanted in the business by showing them respect (intrinsically) and giving bonuses
for the best employee of the month (extrinsically) (Solanki, 2019:24). The third responsibility that
a fast-food restaurant manager should be capable of is maintaining good communication with
both internal and external business contacts, as well as being an effective networker for the

restaurant (Henegama, 2021:308).
2.8.3 Decisional role

The decisional role is the third role of a manager. According to Dunn (2021:11), an entrepreneur,
a disturbance handler, a resource allocator, and a negotiator are four tasks that a manager should

perform in this role.
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A fast-food restaurant manager should be able to come up with unique ideas that will lead to the
development of new prospects which will benefit the restaurant in an entrepreneurial manner
(Wulandari et al., 2020:6). Unique concepts will help the fast-food restaurant attract more
customers by providing products or services that are not accessible at other fast-food restaurants,

such as interactive self-ordering systems (Dandalt, 2021:155).

As a disturbance handler, a manager is responsible for taking corrective action when the
restaurant has unexpected challenges, as well as ensuring that the business environment
remains calm during these instances (Altamony & Gharaibeh, 2017:921). Managers must allocate
the proper resources, including materials, capital, and human resources, to specific tasks in order
to ensure that the task is accomplished efficiently and without wasting any resources. This is
referred to as resource allocation (Altamony & Gharaibeh, 2017:921). As negotiators, managers
are responsible for resolving conflicts and making deals with individuals and other businesses
(Scholtenhuis et al., 2021:6).

The three business environments, which include the micro-, market, and macro-environment,
encompass all of the previously described management levels, management tasks, business
functions, as well as managerial roles, as all of the above-mentioned sections fall into the

business environments that will be discussed in the following section (Qin, 2020:272).
2.9 BUSINESS ENVIRONMENTS

Managers must conduct thorough analyses of the three business environments in order to ensure
that the fast-food restaurant's objectives are realised. Figure 2-6 illustrates the three different

business environments within a business.
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Figure 2-6:
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2.91

The micro-environment refers to components within the fast-food restaurant that managers have

control over, including the vision, mission, and objectives of the restaurant, the business functions,

Micro-environment

as well as the resources and strategies of the restaurant (Erasmus et al., 2019:126).

2.9.1.1 Vision, mission and objectives

A fast-food restaurant's vision statement indicates the business's long-term aspirations and is
seen as an essential strategic instrument to understand how the business needs to change for its
future needs (Bora et al.,, 2017:4). In a fast-food restaurant, the vision statement is vital for

inspiring and motivating all employees to work toward a common goal, as well as informing other
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stakeholders about the business's future direction (Allison, 2017:3). A vision statement in a fast
food restaurant will inform customers where you are heading as a business, and it should provide
customers with a positive impression of the restaurant’s future, which will encourage them to

return and buy more products (Kirkpatrick, 2017:7).

A restaurant's mission statement should provide an answer to the question of why it exists. The
fast-food restaurant should concentrate on its competitive advantage in the industry, as well as
its basic ethical ideals (Bowen, 2018:3). The restaurant's mission statement should provide
managers with a roadmap for the major aim they want to achieve in the short term, and it allows
managers to devise inventive tactics to attain the statement (Mohamed & Ahmad Murad,
2021:47). Managers of fast-food restaurants should ensure that the mission statement defines
the activities that the business intends to take to serve customers, and if the mission statement
creates a favourable picture of the business in the minds of customers, it will lead to increased

customer satisfaction and retention (Nwachukwu & Zufan, 2017:1032).

The objectives stated by a fast-food restaurant's management team allude to the overall aims
they want to reach in a certain amount of time, and these are mirrored in the business' mission
and vision statements (Jabbar & Hussein, 2017:103). To ensure that they keep in line with the
restaurant's vision and mission, fast-food restaurant managers must clearly outline the business's
objectives and ensure that they have the required resources to achieve these objectives (Eze et
al., 2020:29). A fast-food restaurant should have a vision and mission statement, as this is one of
the first steps in determining the business' strategic direction. This will help the restaurant maintain

solid control over its business functions (Bora et al., 2017:2).
2.9.1.2 Business functions

The business functions, as portrayed in Section 2.7, are individually evaluated and implemented
according to the strengths and weaknesses in each functional area within a fast-food restaurant
(Erasmus et al., 2019:126). Management has full control over these functions and should analyse
each area according to the specific needs of the business (Erasmus et al., 2019:126). A fast-food
restaurant will be able to compare successful operations with unsuccessful operations by
evaluating strengths and weaknesses within each function, allowing management to build plans
to enhance areas where they are needed (Mallak et al., 2018:6). Business managers must have
knowledge of internal factors that have a positive and negative impact on the fast-food restaurant,
so that they may design strategies to improve the strengths while limiting or eliminating the
weaknesses. Doing so will help the business reach its goals and improve customer satisfaction,

which will increase retention (Vlados, 2019:348).
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2.9.1.3 Resources and strategies

Material, financial, social, network and intangible resources are all present in a fast-food
restaurant and each of these resources must be put to excellent use to acquire a competitive
advantage in the business (Alberti et al., 2018:169). Management in a fast-food restaurant needs
to make effective use of the available resources in the business and develop strategies that will
allow the restaurant to achieve its objectives and create a competitive advantage. For example,
managers could develop a strategy by using financial resources and investing them in new
technological resources that will lead to a higher output of food by limiting expenses (Hagen et
al., 2019:275). Furthermore, Namin (2017:78) has discovered that fast-food restaurants should
provide customers with a variety of tasty healthy products. Management should also put the
business's resources to good use and devise strategies to implement this finding, which will lead

to higher customer satisfaction and retention.
2.9.2 Market environment

The market environment refers to the factors that management of the fast-food restaurant has
some control over, including the customers, competitors, labour markets and labour unions,
intermediaries, and suppliers (Erasmus et al., 2019:127). Because customers are fundamental to
this study, business managers should focus on the market environment and ensure that they have
a strong relationship with their customers — as customers could determine whether or not a
business will survive (Camilleri, 2018:11). Porter's five forces model can be used to assess the
market environment within a fast-food restaurant, which includes competition among existing
competitors, the threat of new entrants, buyer bargaining power, the threat of substitute products
or services, and supplier negotiating power, as illustrated in Figure 2-7 (Sofyan & Fantini,
2021:123).
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Figure 2-7: Porter's five forces
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2.9.2.1 Competition between existing competitors

Competition between existing competitors within an industry is known as competitive rivalry and
refers to businesses that provide customers with substitute products (Camilleri, 2018:53). The
competitive rivalry among fast-food restaurants is a risk that managers should be aware of, as
competing businesses may acquire a larger market share if they provide customers with superior
products or services at lower prices than their competitors (Bruijl, 2018:2). Competitive rivalry can
take many forms, including reduced prices, the introduction of new items, new marketing
initiatives, and improved customer service (Mugo, 2020:33). According to Olasiuk (2017:187),
competitive rivalry is heavily reliant on marketing operations to attract new customers and also to
retain existing customers, as this is a key performance measure. In the fast-food restaurant
industry, managers should ensure that they retain existing customers to ascertain business
success (Yi et al., 2018:200). This will be further discussed in Chapter 3.

49



Chapter 2: Management in the fast-food industry

2.9.2.2 The threat of new entrants

Businesses that enter an industry with the intent of competing with existing businesses in a
specific industry, refer to the threat of new entrants (Getaneh, 2019:14). New entries into the fast-
food restaurant industry will reduce the profitability of established restaurants, which is viewed as
a threat (Indrarathne et al., 2020:187). Low-entry barrier industries are those in which competitors
can easily enter the market in which the industry operates (Lindblad, 2019:188). The threat of
new entrants is strong in industries with low barriers to entry, and because the founding of a fast-
food restaurant has relatively low entry barriers, the threat of new entrants is significant. It is
critical for existing restaurants to create high barriers of entry to prevent new entrants (Njuguna,
2020:2).

2.9.2.3 The bargaining power of buyers

The ability of buyers to drive down prices, compare similar enterprises against one another, and
demand better services, resulting in a loss of profit for the restaurant, is referred to as buyer
bargaining power (Mugo, 2020:33). Customers are the bargaining power of buyers in fast-food
restaurants, and are not often loyal to a product when better prices and/or quality are provided at
competing restaurants (Garcia, 2021:233). When customers desire higher quality products, buyer
bargaining power is seen as high, which means more expenses for the restaurant. Lower buyer
bargaining power is more appealing because products might be of lower quality, resulting in

higher profit margins for the business (Gitonga, 2019:24).
2.9.2.4 The threat of substitute products or services

The threat of substitute products refers to the ease with which items that meet the same need as
other products on the market can be obtained (Njuguna, 2020:2). Substitute products accessible
in the fast-food restaurant business will primarily pose a threat in terms of the price of closely
related products and services available at rival restaurants (Jankalova, 2021:62). Fast-food
restaurant managers must carefully examine the market for substitute products and devise
strategies to maintain their market share, as these products can result in a decline in sales
(Grafova et al., 2017:285). Fast-food restaurants can employ focus strategies by devoting more
resources to communicating with loyal customers and ensuring great service quality, resulting in

increased customer satisfaction and retention (Rachmi & Poernamawati, 2020:58).
2.9.2.5 The negotiating power of suppliers

Supplier power refers to the pressure that suppliers can exert on firms by raising the costs of their

products, decreasing product accessibility, or lowering the quality of the products they have to
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offer (Getaneh, 2019:11). Suppliers have control over the pricing at which they sell their products
to buyers, and they can raise or lower their prices to recoup losses or increase profits (Garcia,
2021:233). Suppliers will increase the price of their products when raw material costs increase to
ensure that they still operate at a profit (Ferdinand & Tresyanto, 2020:47). Furthermore, the
negotiating power of suppliers is at its highest when there are only a few substitute suppliers
available, when it is expensive to switch from one supplier to another, as well as forward
integration opportunities (Mugo, 2020:33). Supplier power can have a significant impact on a fast-
food restaurant, as problems with a supplier, an increase in their prices or a decrease in their
product quality could force the restaurant to find a new supplier, resulting in the loss of important

resources and a reduction in profit margins (Balan et al., 2021:5).
2.9.3 Macro-environment

The macro-environment of a business refers to factors that fast-food restaurant managers have
no control over, including the political (Section 2.9.3.1), economic (Section 2.9.3.2), social
(Section 2.9.3.3), technological (Section 2.9.3.4), legal (Section 2.9.3.5), and ecological factors
(Section 2.9.3.6), also known as the PESTLE environment (Erasmus et al., 2019). A PESTLE
analysis is a strategic tool used by different businesses to evaluate the macro-environmental
factors (Abdoh et al., 2020:20). Figure 2-8 is a summary of the PESTLE factors that form part of

the macro-environment.
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Figure 2-8: The PESTLE environment
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2.9.3.1 Political factors

The political environment, which includes levels of corruption, trade prohibitions, political
structures, and other government policies, is regarded as the most unstable macro-environmental
factor (Mir & Mir, 2019:67). Political reasons, according to Precoma (2021:31), have had a
favourable impact on fast-food restaurant advertising campaigns. For example, women have
been able to participate in more advertising campaigns with fast-food restaurants as a result of
political developments where women are more empowered, which has a favourable impact on
the restaurants' sales. Conflicts between political parties can produce instability in the political
environment, which can lead to a country's economy collapsing, causing fast-food restaurants to

fail as investors may withdraw from the country and businesses therein (Yusop, 2018:35).
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2.9.3.2 Economical factors

Economic factors that a business must consider include factors such as inflation, interest rate
fluctuations, a country's gross domestic product, government stability, and diverse earnings
(Abdoh et al., 2020:21). According to Matovi¢ (2020:97), road, port, airport, and railway
infrastructure has a substantial influence on the economic factor, since these infrastructures lead
to the activities of any business, such as receiving raw materials, selling finished products, or
attracting customers to the business site. Managers should closely monitor economic changes
because this will indicate how businesses might adapt present strategies to attract and retain
customers if economic stability is disrupted (Barabas, 2018:193). An increase in inflation rates
has a big impact on the purchasing power of customers and is seen as the main enemy of
customers’ purchasing power as products become more expensive at fast-food restaurants (Hady
et al., 2021:3). According to Masama (2018:24), managers in South African small, medium, and
micro fast-food businesses lack the necessary expertise on how to manage economic aspects
that affect their businesses, resulting in a high number of failures. Furthermore, it has been found
that countries that have a low to middle average household income, tend to buy more fast-food,

as this saves time rather than cooking at home (Janssen et al., 2018:20).
2.9.3.3 Social factors

Demographic influences, distinct cultural groups, and values are all social factors in the macro-
environment (Kara, 2018:599). Consumers' lifestyles, cultural diversity, religion, and family affairs
are examples of social trends that fast-food restaurant management should consider, and use to
develop strategic plans to attract customers from various social groups (Lim, 2020:97). The
healthy living movement is currently a key social factor in the food business, with consumers
preferring low-calorie meals to high-calorie meals, creating an opportunity for fast-food restaurant
management to design strategies and capitalise on this trend (Alava et al., 2018:87). For example,
some fast-food restaurants offer customers low-carbohydrate meals, as well as display the total

energy contained within the meals (Alava et al., 2018:87).
2.9.3.4 Technological factors

New and improved information technology systems that the business uses, as well as new and
improved technology such as new machinery to enhance cooking times or energy usage within a
fast-food restaurant, are significant technological factors (Kara, 2018:599). Fast-food restaurants
will benefit from technological developments, since it will improve the transformation of raw
materials into finished goods, resulting in a competitive advantage over other restaurants that do
not have the improved appliances (Susilo, 2018:67). For example, the use of energy-efficient

appliances will lead to less electricity consumption, leading to a larger profit margin for the
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business as electricity prices rise. Furthermore, technological improvements enable fast-food
restaurants to design distinctive packaging that not only enhances the appearance of their
products, but also allows for new and enhanced environmentally friendly packaging that

contributes to ecological factors (Alava et al., 2018:87).
2.9.3.5 Legal factors

Legal factors that fast-food restaurant managers should consider include features that have a
direct legal impact on the business, such as consumer protection laws, employment regulations,
and discrimination laws (Abdoh et al., 2020:21). If restaurants do not follow the legal requirements
set forth by the government, they risk facing legal concerns that could result in penalties or closure
(Barabas, 2018:197). Managers of fast-food restaurants must keep up with existing and
anticipated legal developments in order to adapt their strategies to all regulations and avoid

becoming mired in legal conflicts (Lim, 2020:98).
2.9.3.6 Ecological factors

Pollution, a scarcity of raw resources, global warming, recycling, and the use of energy-efficient
machinery are just some of the ecological factors that business managers should consider
(Yusop, 2018:37). When evaluating the ecological component, the most significant elements for
fast-food restaurant managers to consider are ensuring that the business reduces pollution of air,
soil, and water, as well as the business's ethical values about environmental assets (Matovi¢,
2020:97). According to Park et al. (2020:10), fast-food restaurant operations should be
environmentally sensitive, as this can have an impact on customers' perceptions of the business.
Being more environmentally conscious will lead to higher customer satisfaction and more repeat

business.
2.10 SUMMARY

This chapter has provided in-depth discussions of the literature that applies to managers in fast-
food restaurants. The chapter commenced with an introduction (Section 2.1) and was followed by
the conceptualisation of business management (Section 2.2). The following section provided an
overview of the history of business management and where it started (Section 2.3), and thereafter

business management was discussed in the context of this study (Section 2.4).

The different management levels (Section 2.5), managerial functions (Section 2.6), business
functions (Section 2.7), and roles of managers (Section 2.8) that are applicable in fast-food

restaurants were discussed.
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Lastly, the different business environments (Section 2.9), including the micro-, market, and macro-
environments, were discussed briefly to ensure that it is understood how these factors have an

impact on a business, and the chapter ended with a summary (Section 2.10).

The following chapter will provide a literature investigation of all factors and elements leading to
the retention of customers in fast-food restaurants to understand what strategies can be derived

by managers to improve customer retention.
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CHAPTER 3

CUSTOMER RETENTION

3.1 INTRODUCTION

This chapter aims to discuss the different aspects that have an impact on the retention of
customers in the fast-food industry. It commences with an introduction (Section 3.1) and is
followed by a detailed discussion of the importance that customers are to a business as well as
the different types of customers (Section 3.2). The different business model strategies (Section
3.3) will then be considered, where Section 3.4 will provide an overview of customer retention,
which will subsequently be followed by the three building blocks that lead to customer retention,
including customer satisfaction (Section 3.5), customer trust (Section 3.6), and customer loyalty
(Section 3.7). After the three building blocks of customer retention are extrapolated, customer
retention will be explored (Section 3.8). The chapter concludes with a summary of the chapter

(Section 3.9). Figure 3-1 below is a depiction of the layout of Chapter 3.
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Figure 3-1: Layout of Chapter 3
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3.2 THE IMPORTANCE OF CUSTOMERS TO A BUSINESS

A customer is an individual who exchanges money for products or services, resulting in an

increase in revenue for a business (Sharma et al., 2021:1696). Customer attraction is paramount

for any business, and managers should understand who their customers are and what they

require (Sherkar, 2018:19). Fast-food restaurant managers must recognise that factors that

attract new customers differ from those that retain them — which is why it is essential to analyse

customers and their purchasing habits (Hamilton et al., 2017:80). As customers are viewed as

one of the major elements that build businesses, attracting customers is essential to remain
competitive within an industry (Ohrabi et al., 2017:422). According to Florea and Duica (2017:48),

customers can be divided into four sub-categories, including buyers, consumers, relative non-

consumers, and prospective consumers.
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Buyers: Customers who purchase products or services from the business are referred to as
buyers (Mou et al., 2020:168). The buyers of a business are customers that purchase the final
products that are offered by a business (Wu & Chamnisampan, 2021:4). Buyers are
customers that will usually recommend the product that they bought to other people and can
also be consumers (Florea & Duica, 2017:48). In the fast-food industry, the buyers refer to
people that exchange money for a product such as a hamburger and fries, with the intention

of either re-selling the product or consuming it.

Consumers: Consumers are referred to as people who buy a product with the intention of
utilising its benefits and not reselling the product (Sharma & Jain, 2018:31). The consumer
will first identify a need or want and then purchase a product to fulfil the need or want (Mishra,
2020:2251). In the fast-food industry, consumers refer to people that exchange money for a
product, such as a hamburger and fries, and also consume the product that they have

purchased.

Relative non-consumers: Relative non-consumers are consumers that are not interested in
the products that are offered by a business, but will occasionally make a purchase from the
business (Florea & Duica, 2017:48). In the fast-food industry, relative non-consumers are
individuals who occasionally visit the restaurant, such as people who prefer cooking for
themselves, but either fancy a change in their cuisine now and again, or are in a rush

somewhere and do not have time to prepare their own food.

Prospective consumers: These consumers only buy products in certain cases, but will not
stay loyal to the business and can also be referred to as potential consumers (Florea & Duica,
2017:48). The potential consumers are individuals or groups that form part of the target market
of a business with the end goal of turning them into consumers (Rudskaia & Eremenko,
2019:3). People who are interested in purchasing items from a fast-food restaurant and are

not sure whether they should or should not are referred to as prospective customers.

In order for a business to have customers, the business's management team must ensure that

the consumers' demands are addressed, which will result in customer satisfaction leading to

customer retention (Hamzah & Shamsudin, 2020:1). The following section will provide an

overview on business model strategies in order to understand the necessity of this construct in

any business.
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3.3 BUSINESS MODEL STRATEGIES

There are four business model strategies that need to be considered in a business, and they
consist of four approaches known as Porter’s generic strategies. It includes cost leadership,

differentiation, cost focus and focused differentiation (Hales & Mclarney, 2017:8).

(@) Cost leadership: Cost leadership is a strategy that businesses use where they strive to
maximise performance by producing goods at the lowest cost possible to stand out from
competitors (Omsa et al., 2017:10). Businesses who employ this strategy have an edge in
the market since they may sell goods at or below market prices and still turn a profit. They

can also cut their prices during price wars and still make profits (Gure & Karugu, 2018:9).

(b) Differentiation: The differentiation strategy focuses on the development of different
products or services that are offered by other businesses and that are seen as unique in
the eyes of the customer (Firoz Suleman et al., 2019:168). Businesses that effectively adopt
this strategy will have an advantage over competitors, since innovation will allow them to
attract and retain more customers by offering a unique product or service that competitors
do not offer (Gure & Karugu, 2018:9).

(c) Cost focus: The cost focus strategy is linked to the cost leadership strategy, and in this
case, the business serves a limited buyer segment at lower rates than competitors (Hales
& Mclarney, 2017:8).

(d) Focused differentiation: The focused differentiation strategy is related to the
differentiation strategy in which businesses offer unique products or services to a specific
buyer segment that are of higher value than products or services offered by competitors
(Hales & Mclarney, 2017:8).

These strategies should be utilised by businesses in order to retain more customers. The following
section will provide an overview of customer retention in order to understand the necessity of this

construct in any business.
3.4 OVERVIEW OF CUSTOMER RETENTION

Customer retention management is the term for all the measures taken by a business to keep its
current customers returning and making purchases (Sabbeh, 2018:273). Customer retention is
the long-term commitment of a customer to purchase from the same business repeatedly, and it
is accomplished by following a process to gain the customer's loyalty (Cambra-Fierro et al.,
2021:3; Darzi & Bhat, 2018:665; Hanaysha, 2018:4). Reichheld and Sasser (1990:104)

introduced the concept of customer retention, and they discovered that by simply raising customer
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retention by 5%, a business's profitability may rise by nearly 100% (Nwokah & Ngirika, 2017:179).
Ascarza et al. (2018:66) assert that while 49% of businesses are dissatisfied with their established
retention goals, 85% of consumers who utilise a business's products or services believe the
business should do more to convince them to repeat their purchases. Continuous customer
retention will result in improved profit margins, higher revenue, and more sales, all of which will
help a business develop and become more financially stable (Parawansa, 2018:54). If a business
wishes to retain a customer, it must accomplish the objective that the customer had in mind when
making the purchase. If the objective is not met to the customer's expectations, the possibility of
repeat purchases is low (Torkzadeh et al., 2022:1810). Before customer retention is discussed in
more detail — especially in the fast-food industry — the three building blocks that lead to customer

retention must be addressed.
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Figure 3-2: Building blocks leading to customer retention
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For a customer to be retained, managers of a business should ensure that the three elements as
presented in Figure 3-2, namely customer satisfaction (Section 3.4), customer trust (Section 3.5),
and customer loyalty (Section 3.6), are evaluated and understood, as these are the three building
blocks for customer retention (Islam et al., 2021:126). The following section will provide an
overview of customer satisfaction and why managers of fast-food restaurants must ensure that

they satisfy the needs of their customers.
3.5 CUSTOMER SATISFACTION

Customer satisfaction relates to how well a customer's needs are met, as well as whether or not
they had a favourable or negative experience with the business, product, or service they
purchased (Hamzah & Shamsudin, 2020:2). Customer satisfaction will result in a fast-food
restaurant's financial growth, which will then create a sustainable business and additional

successes (Wantara & Tambrin, 2019:3). Customer satisfaction is seen as the main factor leading
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to customer retention, as satisfied customers will build trust in the business (Section 3.4), and will
in return lead to loyal customers (Section 3.5), resulting in more returning customers (Section 3.6)
(Nashwan & Hassan, 2017:101). Figure 3-3 represents four important elements of customer

satisfaction in this study.

Figure 3-3: Customer satisfaction elements
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The product and service quality of the fast-food restaurant will influence whether or not the
customers' expectations are met, which is why managers should ensure that the business’s
product and service quality is of high standards — as this will result in customer satisfaction
(Sitanggang et al., 2019:28). Other important areas of customer satisfaction that managers in
fast-food restaurants should consider include the value-to-price-ratio of products and the
attractiveness of the business (Ghoumrassi & Tigu, 2017:295).

3.5.1 Product quality

The quality of products that fast-food restaurants offer refers to the level of performance that

customers experience when using the products, with the aim of meeting or exceeding the

expectations of the customers (Mappesona et al., 2020). When a business offers its customers
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products that are of higher quality than competing businesses with similar products, customers
will rather choose the higher quality option (Syafarudin, 2021:74). For example, customers in the
fast-food restaurant industry place a high value on food freshness and consider it to be a
significant indicator of high product quality (Waluya et al., 2019:182). According to Susanti and
Jasmani (2019:76), increased product quality leads to satisfied customers, since quality goods
encourage long-term relationships between customers and fast-food restaurants. With increased
competition for customers, a business’s product quality more often serves to demonstrate its
suitability to compete in a given industry rather than to give it a significant competitive advantage
over its rivals (Hoe & Mansori, 2018:23). Product quality also refers to the features that make a
product worth manufacturing such as its performance in the mind of the customers, for example,
different shapes of food for toddlers or improved packaging (Sitanggang et al., 2019:27). Good
service quality is strongly related to product quality, since customers will perceive more value
when the two are combined, which will result in increased customer satisfaction levels (Susanti &
Jasmani, 2019:75).

3.5.2 Service quality

Because the fast-food industry is becoming more competitive, managers should guarantee that
the quality of the services they provide their customers is superior to their competition, as this will
provide added value on top of high-quality products (Al-Omari et al., 2020:843). The quality of
service offered by a business will be related to the overall experience that a customer receives,
and a positive customer experience will build trust in the business (Nobar & Rostamzadeh,
2018:420). Customers who receive excellent service will be pleased with the level of service
provided by the fast-food restaurant as a result of their satisfaction (Arora & Narula, 2018:32). If
customers do not perceive value in the service quality of a business — especially in a fast-food
restaurant — there are numerous other options they can choose from (Al-Omairi et al., 2020:843).
Additionally, managers should ensure that the employees are well-trained and presentable when
working with customers, which is an important aspect to ensure exceptional service quality (Kurdi
et al., 2020:3567).

3.5.3 Value-to-price ratio

For a product or service to meet or exceed customer expectations, managers must ensure that
the utility and enjoyment of the product or service are greater than the price at which it is offered
(Hossain et al., 2018:4). The term "up-selling" relates to raising the price of a product, and its
opposite "down-selling," which involves lowering the price of a product, can be used to explain
the value-to-price-ratio (Norvell et al., 2018:217). According to a study conducted by Norvell et al.

(2018:224) in ten different restaurants in the United States of America, down-selling of products
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led to more repeat purchases from customers, while maintaining short-term revenue, as opposed
to upselling, which produced higher short-term revenues but lower customer satisfaction leading
to fewer repeat purchases. Hence, a key element in attracting more customers to fast-food
restaurants is the value-to-price-ratio of the food items, which is also related to the restaurant's
attractiveness (Dwaikat et al., 2019:724).

3.5.4 Attractiveness of the business

The physical design of a fast-food restaurant is what is considered to be the first factor to attract
customers to the establishment with the purpose of making a purchase (Wu et al., 2021:2). It has
been discovered that customers evaluate the physical quality of a fast-food restaurant while
engaging with the business (Dwaikat et al., 2019:724). In order for a fast-food restaurant to
physically attract customers, management must ensure that the establishment is clean, all of its
facilities are in good condition, and the interior designs are appealing (Liew et al., 2021:6).
Businesses with a high-quality physical environment will attract new customers and help retain
both current and past customers (Rajput & Gahfoor, 2020:3). Additionally, fast-food restaurants
view the way their food is packaged as a crucial component of their physical attractiveness, as
customers prefer attractive, ecologically friendly packaging that keeps food fresher for longer
(Mller & Schmid, 2019:1). Managers should also ensure that the packaging of their products is
visually appealing to their customers, which will assist other potential customers to easily identify
the business (Miller & Schmid, 2019:2).

It has been found that customer trust is directly influenced by customer satisfaction, and in return,
the trust of the customer will lead to more repeat purchases (Trini & Salim, 2018:112). The

following section will discuss the importance of customer trust and how it should be managed.
3.6 CUSTOMER TRUST

In business, the term "customer trust" refers to the feelings that customers have towards a
business, and is described as a person's (the customer's) reliance on another's word about the
business (Leninkumar, 2017:451). Customer satisfaction is the foundation upon which a
customer's trust in a business is formed as they do several transactions with the business over
time (Sitorus & Yustisia, 2018:643). Business managers must ensure that customers always have
a great experience when doing business with them, since customer engagement with a business
has a favourable impact on customer trust (Li et al., 2020:185). Marakanon and Panjakajornsak
(2017:25) assert that when customers develop trust in a business, they consider five key factors:
the business's reputation, performance, claims, expectations, and commitment. Figure 3-4

illustrates the five key factors affecting customer trust in a business.

64



Chapter 3: Customer retention

Figure 3-4: Five key factors affecting customer trust

Reputation

Performance
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Source: Researcher's own compilation.

Customers' trust in fast-food restaurants will have a significant impact on the financial
sustainability of the business, therefore managers need to make sure that all relevant elements
are thoroughly assessed to ensure the highest level of customer trust (Dehghanpouri et al.,
2020:1833).

3.6.1 Reputation

Because of the business' reputation, customers will be quick to form their opinion of the business,
and the more consistently excellent service and operations are provided, the better the business’s
reputation will become (Islam et al., 2021:125). Customers, stakeholders, and investors' levels of
trust will be impacted by a business's reputation, which will either increase or decrease trust
(Jalilvand et al., 2017:5). To win customers' trust, a business utilises its reputation as a strategic

instrument (Islam et al., 2021:125). A fast-food restaurant's reputation can be characterised by
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the behaviour, principles, background, and operations of the business, and managers must
assess these components to comprehend what their reputation consists of (Astono, 2021:93). A
business’s reputation develops over time, but a good reputation will provide it with a more
significant competitive edge as well as increase its cash flow as well as higher profits (Song et
al., 2019:3). Fast-food restaurant managers need to ensure that their reputation is of the highest
calibre and that it is not damaged, as reputation is a key factor in establishing customer trust,
which leads to increased repeat business (Ali et al., 2017:223). Additionally, maintaining a
commitment to what is expected of the customers is considered another component of a
business's reputation, which helps to increase customer trust (Sadeghi et al., 2019:3). For
instance, many fast-food restaurants in Malaysia, such as Burger King and KFC, have applied for
Halal certification as the locals there consider Halal-certified eateries to be of top quality, and
having Halal certification will help fast-food restaurants improve their reputation and increase

customer trust as well as boost the performance of the restaurants (Quoquab et al., 2019:1369).
3.6.2 Performance

Customers are viewed as the primary stakeholders in a business, and they assess its
performance from both an economic and an ethical standpoint. Managers must ensure that the
performance from these two views present the business in a favourable light to the customers
(Islam et al., 2021:125). Businesses must set both business and sustainability goals to guarantee
that their operations are financially viable, but they must also take into account customer demands
from an environmental standpoint because doing so will improve how customers perceive the
performance of the business (Ashraf et al., 2017:1363). The corporate social responsibility of the
business can be equated with the environmental performance standpoint, and customers use
corporate social responsibility as a critical performance indicator when evaluating the
performance of businesses (Widyastuti et al., 2019:87). It is essential for business managers to
communicate the social obligations that the business upholds, because doing so will increase
customer trust (Iglesias et al., 2020:154). The corporate social responsibility of businesses has
been tested during the COVID-19 pandemic where many businesses helped to contain the spread
of the virus by implementing safety measures, which resulted in higher customer trust (Garcia-
Sanchez & Garcia-Sanchez, 2020:4). In the fast-food industry, several fast-food restaurants
started offering delivery services for goods from supermarkets in addition to food during the
COVID-19 pandemic, which gave their consumers a positive impression of their social
responsibility and ultimately increased customer trust (He & Harris, 2020:179). Customers'
expectations and how fast-food restaurants perform in terms of their social responsibility are
strongly related (Jalilvand et al., 2017:2).
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3.6.3 Expectations

Customers' expectations pertain to what they think they will receive from a business in exchange
for the goods or services the business provides (Cheng et al., 2017:398). Customers will have
specific expectations from their purchases when they do business with a venture, and if these
expectations are met, the customers' trust in the business will grow (Petzer & Van Tonder,
2019:605). Customers' high expectations for the quality of service in a fast-food restaurant are
one of the key elements for customers, and therefore management must ensure that the service
meets the standards they have set (Erkmen & Hancer, 2019:1471). The quality of the food is the
second vital aspect of what customers expect when they visit a fast-food restaurant; when diners'
expectations are achieved, they are more likely to trust the business (Singh et al., 2021:1754).
The management of fast-food restaurants needs to ensure that customers' expectations are
satisfied because if they are not, customers' trust in the business will decline, which will lead to
poorer customer satisfaction and a greater likelihood that they will not make repeat purchases
(Liu et al., 2017:147). For example, when customers visit fast-food restaurants, they demand
relatively fast service but prefer decent meals; therefore, managers should make sure that the
meal is prepared thoroughly as soon as possible to suit the needs of the customer, which will in

turn foster trust in the business (Carranza et al., 2018:393).
3.6.4 Commitment

The psychological bond that customers develop to keep doing business with a venture as a result
of their trust in the business can be described as their commitment to that business (Mahmoud et
al., 2018:260). Managers must take all necessary steps to ensure that consumers remain
committed to their business, making them loyal. Customers' commitment has a significant impact
on the loyalty that customers have toward a business (Kalia et al., 2021:380). When customers
are committed to a business, the trust that they form with the business will increase — which will
lead to more word-of-mouth advertising and an increase in customers (Tabrani et al., 2018:824).
Word-of-mouth advertising is a form of advertising that encourages more people to use a
business's goods or services as a result of personal experiences or beliefs (Gildin, 2022:94). Fast-
food restaurant managers should capitalise on word-of-mouth advertising, which is a good free
method of promotion that increases both product adoption and the number of new consumers,

resulting in more committed customers (Chu & Kim, 2018:2).
3.7 CUSTOMER LOYALTY

Customer loyalty is earned via consistent customer satisfaction and trust, and loyal customers
will continue to use or buy products or services from the same business (Sitanggang et al.,

2019:29). Although all customers may be satisfied and trust the business, not all of them will
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remain loyal to the business, hence customer loyalty is crucial to fast-food restaurant managers
as this is the final link to customer retention (Wolter et al., 2017:458). Customer behaviour and
attitude are the two major building blocks of customer loyalty (Leninkumar, 2017:451). The key
elements of customer loyalty are presented in Figure 3-5.

Figure 3-5: The key elements leading to customer loyalty
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Source: Researcher's own compilation.

Managers of fast-food restaurants need to assess and comprehend the two aspects of customer
loyalty, referred to as attitudinal and behavioural loyalty, as these two dimensions are linked to

the retention of customers in the business (Zhang et al., 2019:34).
3.7.1 Attitudinal loyalty of customers

The intention of customers to utilise a business in the future as well as their intention to promote
the firm is referred to as their attitude of loyalty (Zhang et al., 2019:34). According to Saini and

Singh (2020:207), attitudinal loyalty is the emotional connection that customers have with a
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business, and businesses must set themselves apart from rivals to ensure that consumers can
differentiate between one business and another. In order to better understand how they might
increase the level of attitude loyalty that customers have toward the business, managers must
first analyse the current attitudes of their customers toward the business by understanding the
level of satisfaction and trust customers have in the business (Kuchinka et al., 2018:2).
Customers' attitudes about a business are based on their trust and satisfaction, hence fast-food
restaurant managers must see to it that these two components are effectively managed in order
to foster the right attitudes in their customers (Wolter et al., 2017:459). As these customers are
more likely to make purchases that are not part of promotions and are therefore less price
sensitive, attitudinal loyalty is a crucial loyalty dimension in the fast-food restaurant industry, and
managers of fast-food restaurants should take advantage of this since it will result in higher profit
margins (Shammout, 2020:224). Kwiatek et al. (2020:1647) claim that word-of-mouth marketing,
which is a free kind of marketing in which current customers inform potential customers about a
business in order for them to make a purchase from the business, is one of the key benefits that
attitudinal loyalty provides to a business. Managers of fast-food restaurants need to ensure that
the attitudinal loyalty of their customers provides a positive word-of-mouth marketing strategy, as
this will lead to a larger loyal customer base, and in return lead to higher profits in the business
(Ngoma & Ntale, 2019:2). Additionally, fast-food restaurant managers must make sure that their
staff members are qualified and professional in order to ensure that customers receive excellent
customer service, since this will also increase consumers' attitudinal loyalty to the business
(Agyeiwaah & Dayour, 2021:352). Because a customer is more inclined to purchase from a
business when they are emotionally attached to it, behavioural loyalty benefits from the existence
of attitudinal loyalty (Soedarto et al., 2019:2).

3.7.2 Behavioural loyalty of customers

The frequency with which a customer uses a business's goods or services is referred to as
behavioural loyalty of customers (Zhang et al., 2019:34). The foundation of behavioural loyalty is
attitude loyalty, since customers who have positive sentiments toward a business will make more
frequent purchases (Wolter et al., 2017:459). Managers of fast-food restaurants must assess the
level of behavioural loyalty among their customers as this aspect of loyalty can directly affect the
profitability of the business (Inoue et al., 2017:46). Numerous reasons, such as customers who
dislike change or customers who frequently visit fast-food restaurants as a result of ongoing
promotions, contribute to behavioural loyalty (Saini & Singh, 2020:207). Furthermore, social
factors, such as influences from friends and family, have a significant impact on the behavioural
loyalty of consumers (lzquierdo-Yusta et al., 2022:3). In a study conducted by Dikcius et al.
(2019:97), it was discovered that attitudinal loyalty, customer satisfaction, and customer trust are

the primary factors impacting the behavioural loyalty of customers. As the last component that
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results in customer retention, managers of fast-food restaurants must evaluate the behavioural
loyalty of their customers to identify where improvements may be made to the frequency at which

customers make purchases (Lin et al., 2018:3).

To ensure that a business retains its customers, it is important that all of the above-mentioned
sections are incorporated into the management strategies that fast-food restaurant managers use
in their business. Firstly, customers need to be satisfied by the business through product quality,
service quality, the value-to-price-ratio, and the attractiveness of the business (Section 3.4).
Secondly, managers need to ensure that they build the trust of the customers through their
reputation, performance, expectations, and commitment, as this will lead to loyal customers
(Section 3.5). Lastly, managers should ensure that they build the loyalty of their customers
towards the business through the attitudinal and behavioural loyalty aspects (Section 3.6). In
return, effective management of the above-mentioned sections will lead to the retention of

customers.
3.8 CUSTOMER RETENTION

Customer retention refers to a successful relationship between a customer and a business in
which the customer is content with the business and its products, which in turn encourages them

to trust the business and continue using its goods and/or services (Alkitbi et al., 2020:656).
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Figure 3-6: Customer retention
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Figure 3-6 depicts the three focal points that will be discussed concerning customer retention
within Section 3.7.

3.8.1 Importance of customer retention

Customer retention is an essential element of all businesses, and effective retention strategies
should be implemented by managers since they increase the business's sustainability and
profitability (Almohaimmeed, 2019:426). Due to the intense rivalry among businesses today,
customer retention should be a top priority for all businesses, as it is more time and money
effective to keep existing customers than to acquire new customers (Yu et al., 2021:3). Customer
retention will always affect a business's profitability since it will increase revenue, which will, in
turn, have a favourable effect on the business’s profitability (Hossain et al., 2017:928).
Additionally, managers must be aware that referrals from customers' connections, friends, or
family will increase customer retention rates; as a result, managers must make sure that retention

strategies are reviewed for each customer (Ascarza et al., 2018:71). All businesses need to
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manage customer retention well since doing so will provide them with a competitive edge in their
industry, enable them to operate at their peak efficiency and profitability, and ultimately result in
business success (Othman et al., 2021:11). To manage customer retention efficiently, the drivers
of customer retention will be discussed in the following section.

3.8.2 Drivers of customer retention
Figure 3-7 depicts the five elements that form part of the drivers of customer retention.

Figure 3-7: Drivers of customer retention
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Source: Researcher's own compilation.

e Customer satisfaction: Customer satisfaction, as discussed in Section 3.4, refers to how
well customer's needs are met in accordance with their expectations that they had of the
products or services offered by a business (Hamzah & Shamsudin, 2020:2). Customer
satisfaction not only forms part of the drivers of customer retention, but also as the first building
block that leads to customer retention (Section 3.4). Optimal customer satisfaction will lead to
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more trust in the business, resulting in more loyal customers and finally leading to the retention

of customers (Nashwan & Hassan, 2017:101).

Perceived value: Customers' comparisons of a product's price and quality provided by a
business are known as perceived value (Hanaysha, 2018:4). In a research of the Jordanian
hotel industry, it was discovered that perceived value has a mediating effect on both customer
satisfaction and loyalty, which directly affects customer retention rates (Al-Gharaibah,
2020:3951). The quality that customers feel they will receive from a business in exchange for
their time, money, and effort to obtain the good or service is referred to as the perceived value
(Ali & Bhasin, 2019:146). Customers' perceptions of a business’s value are one of the major
determinants of whether or not they will continue to return for repeat purchases (Hanaysha,
2018:3).

Service quality: According to a study conducted by Alkitbi et al. (2020:665), one of the key
drivers influencing a business's ability to retain consumers is the quality of its service.
Businesses must ensure that the level of service that customers perceive is excellent since
satisfied customers are more likely to remain loyal to a business, which will increase customer
retention rates (Parawansa, 2018:54). Customers are more inclined to continue doing
business with a venture if the quality of the service is strong (Nugroho et al., 2020:2). A
business's profitability and competitiveness will both benefit from providing high-quality
services, which will increase customer satisfaction and customer retention (Ramya et al.,
2019:38).

Switching costs: When a customer chooses to stop engaging with one business and begins
to engage with another business, they may incur switching costs (Hadi et al., 2019:4). The
costs associated with migrating from one business to another are referred to as switching
costs and might include money, time, or effort (Nguyen et al., 2020:398). The psychological
cost that customers may incur while switching from one business to another, such as losing
their emotional ties to the business, is also known as switching costs, hence managers of
businesses should ensure that they connect on an emotional level with customers to ensure
higher customer retention (Kaur & Soch, 2018:364).

Commitment: Customers that choose to consistently use a business's goods or services are
said to be committed to the business since they have a meaningful relationship with it (Sari et
al., 2018:594). Customers will remain loyal to a business if they believe it is committed to
providing them with high-quality goods or services, thus managers should ensure that the
business fosters a sense of belonging in its customers to retain them (Mahmoud et al.,

2018:260). The commitment of customers should be influenced by business managers so that
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the customer feels compelled to make more purchases from the business (Keiningham et al.,
2017:152).

3.8.3 Customer retention in the fast-food industry

Even though customer tastes and preferences have changed concerning food, the fast-food
industry has still experienced outstanding growth over the past few years (Farooqui & Alwi,
2019:57). Fast-food restaurant managers must work to retain as many customers as they can in
order to maintain their businesses's competitiveness in the highly competitive world of today
(Adiele & Kenneth-Adiele, 2017:36).

In the fast-food industry, high levels of customer satisfaction will lead to customer trust and
customer loyalty, and in return lead to the retention of customers. For the focus of this section,
we will be investigating the satisfaction rates of customers in fast-food restaurants throughout the

world as this is a good indication of the level of retention that might occur (Zhong & Moon, 2020:4).

In a study conducted by Zhong and Moon (2020:14) in China, it was found that one of the most
important factors that lead to the satisfaction of customers is the price of the food offered. Zhong
and Moon (2020:14) further found that the price of the food has a direct impact on the satisfaction
of customers, and that the price should correlate to the level of quality that the restaurant offers
in aspects such as the service, taste, and physical environment of the restaurant. According to a
study done by Dastane and Fazlin (2017:394) in the Malaysian fast-food industry, it was found
that the most important factor leading to customer satisfaction resulting in customer retention, is
the condition of the fast-food restaurant's facilities. Clean facilities that are kept in a good condition
have been found to emotionally satisfy customers resulting in retention, hence managers of fast-
food restaurants should always ensure that the restaurant is kept clean and tidy (Dastane &
Fazlin, 2017:394). Furthermore, in a study conducted by Anees et al. (2020:127) on fast-food
chains in Pakistan, it has been found that a high level of service quality as well as customer-
focused marketing, had a positive impact on the satisfaction of customers leading to higher
retention rates. Through these findings, managers of fast-food restaurants must ensure that their
level of customer service and marketing initiatives are of high quality to ensure more repeat
purchases (Anees et al., 2020:127). The meal quality, food costs, and the service quality that the
customers experienced were determined to be the three key factors leading to increased
customer satisfaction and loyalty, resulting in higher customer retention, according to a study
done by Uddin (2019:2803) on the fast-food industry in Bangladesh. Therefore, managers of fast-
food restaurants should ensure that these three elements are managed to high standards. Finally,
in a study conducted by Al-Tit (2015:135) in the fast-food industry in South Africa, it was also

found that good service and food quality had a positive impact on customer satisfaction that will
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result in customer retention. As has been seen throughout this entire chapter, a variety of factors
contribute to good customer retention, which is a key aspect of the sustainability and profitability
of the fast-food industry (AlImohaimmeed, 2019:426). Fast-food restaurant managers should
make sure that appropriate customer retention strategies are put into practice, as this will allow

their business a greater competitive advantage (Hanaysha, 2018:2).
3.9 SUMMARY

This chapter provided a comprehensive discussion on customers as well as the different elements
that lead to the retention of customers in a business. Through the discussions in this chapter,
secondary objective 2 (Section 1.8.2) was achieved, which focused on the current generic
strategies that managers use to retain customers. The three building blocks of customer retention
are evident strategies that managers use to build a higher customer retention rate in the fast-food

industry.

This chapter commenced with an introduction (Section 3.1) that was followed by a discussion on
the importance of customers in a business, through analysation of different types of customers
(Section 3.2). The following section (Section 3.3) discussed the different business model
strategies, whereafter an overview of customer retention and its importance was provided
(Section 3.4). The three building blocks of customer retention, namely customer satisfaction
(Section 3.5), customer trust (Section 3.6), and customer loyalty (Section 3.7) were discussed in
the subsequent sections to form an understanding of how managers should build strategies to
retain more customers. The following section (Section 3.8) elaborated on customer retention,

followed by a summary of the chapter (Section 3.9).

With this chapter, it is evident that customer satisfaction (Section 3.5) is built on product quality
(Section 3.5.1), service quality (Section 3.5.2), value-to-price-ratio (Section 3.5.3), as well as the
attractiveness of the business (Section 3.5.4). By satisfying customers, a business builds the trust
of its customers (Section 3.6) through its reputation (Section 3.6.1), performance (Section 3.6.2),
expectations (Section 3.6.3), and commitment (Section 3.6.4). Finally, customers who trust a
business will become loyal to the business (Section 3.7) and loyal customers will result in retained
customers (Section 3.8). This chapter's main concern was customer retention in the fast-food
industry, since it results in greater profitability and more resilience which will serve as a source
for a competitive advantage in the industry. The following chapter will provide an in-depth

discussion of the research methodology concerning this study.
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CHAPTER 4

RESEARCH METHODOLOGY

41 INTRODUCTION

This chapter intends to describe the available research methodologies and discuss the chosen
research methodology implemented in this study. The chapter commences with an introduction
(Section 4.1). The second section will provide an overview of the philosophical orientation of
research studies (Section 4.2) and will be followed by the research philosophies that form part of
this study (Section 4.3). The subsequent section will describe the different research approaches
that form part of the research methodology (Section 4.4). Thereafter, the business research
process will be discussed, as well as the six stages that form part of it (Section 4.5). The second
last section will discuss the ethical considerations present in this study (Section 4.6) and the
chapter will end with a conclusion of the chapter (Section 4.7). Figure 4-1 depicts the layout of
Chapter 4.
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Figure 4-1: Layout of Chapter 4

Chapter 4 - Description
Introduction - This section provides an infroduction to the contents of this chapter

Philosophical orientation - This section described philosophical orientation in research
Research philosophy - This section describes the various research philosophies

Research approach - This section describes the various research approaches

Business research process - This section describes the six business research steps

Ethical considerations - This section describes the ethical considerations in the study

- This section draws conclusions of this chapter

Source: Researcher's own compilation.

4.2 PHILOSOPHICAL ORIENTATION

Research refers to the process of identifying solutions to research problems and getting answers
to research questions (Kumar, 2014:7). Research methodology refers to the methods that are
used to guide the research process to solving the research problems and research questions that
have been identified (Ragab & Arisha, 2018:2). There are three philosophical paradigms in
research that need to be considered to ensure that the research done is understood, namely
ontology, epistemology and axiology (Maarouf, 2019:2).

4.2.1 Ontology

Ontology refers to the “nature of reality in research” (Al-Ababneh, 2020:82). To make ontological
assumptions, a researcher must comprehend how things truly are and how they function
(Scotland, 2012:12).
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4.2.2 Epistemology

Epistemology refers to the “acceptable knowledge in research” (Al-Ababneh, 2020:82). The
creation, acquisition, and transmission of knowledge are referred to as epistemological

assumptions (Scotland, 2012:12).
4.2.3 Axiology

Axiology refers to the “role of values in research” (Al-Ababneh, 2020:82). Axiological assumptions

are formed by evaluating the value and worth of the research (Varpio & MacLeod, 2020:688).
4.3 RESEARCH PHILOSOPHY

According to Saunders et al. (2019:144), research philosophy is comprised of five schools of
thought: positivism, critical realism, interpretivism, postmodernism, and pragmatism. It is a set of

assumptions and beliefs regarding the formation of knowledge (Saunders et al., 2019:130).

e Positivism: The research philosophy of positivism places a rigorous emphasis on facts and
pure data, and holds that the limits of what can be examined should not be crossed
(Alharahsheh & Pius, 2020:41).

e Critical realism: Critical realism research philosophy is formed by what a researcher sees
and experiences through structures or events that are not notable in the social world (Schiller,
2016:88).

o Interpretivism: The interpretive research philosophy, which rejects positivism, enables
researchers to examine social reality through studies that they are interested in (Alharahsheh
& Pius, 2020:42).

e Postmodernism: The postmodernism research philosophy emphasises the function of
language and the power of relationships in an effort to challenge conventional wisdom and

give voice to underrepresented viewpoints (Saunders et al., 2019:149).

e Pragmatism: According to the pragmatic research philosophy, theories are assessed

according to how well they can be applied in real-world situations (Kaushik & Walsh, 2019:2).

Table 4-1 represents a comparison of ontology, epistemology and axiology to the five research

philosophies.
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Table 4-1: Comparison of ontology, epistemology and axiology to the five research

philosophies

Research
philosophy

Ontology

Epistemology Axiology Typical

methods

Positivism

Universal, real,
external,
organised.

Numbers,
statistical
generalisations,
and custodial
justification as a
contribution.

The researcher is
impartial,
unbiased, and
unrelated to the
subject being
studied. The
researcher keeps
an objective

Most analyses are
quantitative,
usually deductive,
highly structured,
involve large
samples, and may
be performed on a
variety of data.

casual
explanation.

can be.

viewpoint.
Critical realism The empirical, the | Epistemological Value-laden An extensive
actual and the relativism. research. historical
real. The knowledge is | The bias of investigation of
The structures are | temporary and worldviews, existing structures
objective. historically cultural and new agency
Casual situated. experiences, and | that is retroactive
mechanisms are | Facts are a upbringing is and I?cated.
used. product of society. | acknowledged by | A variety of
A o research. methods and data
contribution
from a historical The research is 151015 £l
as unbiased as it | employed,

depending on the
issue.

Interpretivism

Language and
culture both play
arole in social
structure.

Rich and
complex.

There are various
realities,
interpretations,
and meanings.

A flux of
procedures,
occasions, and
methods.

Concepts and
theories that are
too simple.

Pay attention to
stories,
perceptions, and
interpretations.

New perspectives
and
understandings as
a contribution.

The research is
value bound.

Researchers
participate in the

research process.

Researchers'
analyses are
essential to their
contribution.

Reflexive
research.

Research is
inductive.

Small samples,
thorough research,
and qualitative
analysis
techniques are
used; however, a
variety of data can
be interpreted.
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Table 4-1:

philosophies (continued)

Comparison of ontology, epistemology and axiology to the five research

Postmodernism

Social structure
based on power
dynamics.

Research is
complex, nominal
and rich.

Certain
perceptions,
realities, and
meanings are
suppressed and
dominated by
others.

Processes,
experiences, and
practices are in
flux.

What constitutes
knowledge and
truth is
determined by
prevailing
ideologies.

Pay attention to
omissions,
silences, and
oppressed
meanings.

Power relations
are being shown
and dominant
ideas are being
contested as a
contribution.

The research is
constituted by
values.

A researcher and
research that is
entangled with
power dynamics.

At the expense of
other research
narratives, some
are suppressed
and silenced.

Fundamentally
reflective
research.

Deconstructive
research.

Studies into
abnormalities,
silences, and
absences in great
detail.

A variety of data
kinds, generally
using qualitative
analysis methods.

Pragmatism

Complex, rich and
external.

Reality is the
result of thoughts
in real life.

Processes,
experiences, and
practices are in
flux.

Practice applying
knowledge's
meaning in
particular
situations.

The only real
theories and
knowledge are
those that lead to
effective action.

Concentrate on
issues,
procedures, and
relevance.

As a contribution,
problem-solving
and future
practice that is
informed.

The research is
value-driven.

Researchers start
and maintain
research, doubts
and beliefs.

Reflexive form of
research.

Following the
research problem
and research
question.

Various
approaches,
including action
research, mixed
methods, multiple
approaches,
qualitative
methods, and
more.

Emphasis on useful
solutions and
results.

Source: Adapted from (Saunders et al., 2019:144).

For the purpose of this study the interpretive research philosophy was adopted, as this study
is based on a qualitative research approach. The interpretive approach allows the researcher to
use smaller samples and evaluate them in-depth to identify patterns that emerge between the
different participants of the study. In this study, interviews with open-ended questions are used to
perform qualitative research, which is guided by the ontological philosophical paradigm, letting
respondents engage with their actual perceptions of the situation. Epistemology is evident in this
study, as the primary data is collected from a variety of fast-food restaurant managers after which
it is analysed and discussed. As described in Section 4.5.5.3, the researcher has been

axiologically transparent with the data obtained, analysed, and evaluated. The study is still based
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on the researcher's interpretation of the data even though they have taken all the required

precautions to avoid bias.
4.4 RESEARCH APPROACH

The three research approaches, namely inductive, deductive and abductive approaches, are used
in order to understand the relationship between the research that is being conducted and the
theory thereof (Saunders et al., 2019:152). The following sections will investigate the three

different research approaches that form part of the research methodology.
4.41 Inductive approach

The research approach known as inductive analysis uses extensive raw data to create concepts
and themes (Azungah, 2018:391). Observations of specific events are made while utilising an
inductive approach in order to create a generalised view between the events and the patterns that
emerge (Malhotra, 2017:172). A deeper comprehension of the research problem is a focus of an

inductive approach, and data validity is high (Antwi & Hamza, 2015:219).
4.4.2 Deductive approach

A deductive approach is the opposite of an inductive approach where the researcher sets logical
premises to form conclusions and continues to vigorously test the premises through observations
(Malhotra, 2017:173). The premises are deduced by using existing theories in order to evaluate
whether the premises are true or false by use of empirical data (Antwi & Hamza, 2015:220). With
a deductive approach, the researcher does not assume any premise to be true but does test in

order to evaluate if the set conclusion is true or false (Saunders et al., 2019:152).
4.4.3 Abductive approach

Abductive research approaches are seen as a combination of both inductive and deductive
approaches (Hurley et al., 2021:67). An abductive research approach identifies a “surprising fact”
in the form of a conclusion and collects data to generate a new theory or modify an existing theory
(Saunders et al., 2019). An abductive research approach enables a researcher to be creative in
developing a new theory that is not reliant on an existing theory (Janiszewski & van Osselaer,
2022:176).

For the purpose of this study an inductive research approach was used where the researcher
will use raw data to create themes, as the study is qualitative in nature. By means of utilising an
inductive approach, the researcher was able to do an in-depth investigation with relatively small

samples.
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The section that follows will discuss the business research process that is required to do research.
The business research process is a guide to understanding the processes that must be followed

when conducting research (Hair et al., 2020:30).
4.5 THE BUSINESS RESEARCH PROCESS

By identifying management issues and opportunities, understanding the research process, and
evaluating results, business research refers to the scientific pursuit of the truth about business
and the management thereof (Babin & Zikmund, 2016:5). Business research is a process that is
used to gather relevant information to solve complex problems present within a business’s

environment (Burns et al., 2017).

The business research process consists of six sequential steps that are used to gather information
necessary to address scientific problems. The business research process used in this study is
presented in Figure 4-2 (Babin & Zikmund, 2016:61).
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Figure 4-2: The business research process

Stage 1
Defining the research problem and setting objectives

Stage 2
Planning a research design

Stage 3
Planning a sample

Stage 4
Collection of data

Stage 5
Analysing the data

Stage 6
Formulate a research report

Source: Adapted from Babin and Zikmund (2016:61).
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4.5.1 Stage 1: Defining the research problem and setting objectives

Identifying the research problem is crucial, but it can be quite challenging and managers should
first identify the cause of the problem, such as declining sales, to further study it in the business
(Mooi et al., 2018:12). The first stage of the business research process is designed to help
managers pinpoint the primary issue and set objectives for addressing or resolving it (Babin &

Zikmund, 2016:62). The activities involved in this stage are subsequently discussed.
4.51.1 Formulating the research problem

Defining a research problem is necessary for identifying a research gap in a specific field
(Malhotra et al., 1996:8). Researchers need to identify the available information and evaluate it
to determine what additional information is needed to solve the problem (Zikmund et al., 2014:18).
Although there has been extensive research on customer retention in the fast-food industry
(Dastane & Fazlin, 2017; Heiens et al., 2019; Hidayat et al., 2019; Sunaryo, 2019), little research
has been conducted on customer retention strategies in the fast-food industry in South Africa
(Section 1.2). No studies have been conducted on customer retention strategies in the fast-food
industry in the North West province of South Africa from a manager's perspective during COVID-
19 regulations, leading to the research problem as addressed in Section 1.2. After formulating the

research problem, research objectives need to be developed (Burns et al., 2017:71).
4.5.1.2 Setting research objectives

Research objectives are the desired outcomes for the study, containing the overall purpose of
addressing the identified research problem (Zikmund et al., 2014:21). It is important that research
objectives are clearly formulated and unambiguous. These objectives are further categorised into

primary and secondary objectives (Burns et al., 2017:80).

The primary objective of this study is to explore the strategies that managers implement to
enhance customer retention in the fast-food industry in the North West province of South Africa.
The following secondary objectives have been formulated in order to support the primary

objective:

1. To provide an overview of the main constructs of this study, namely the fast-food industry,

management, and customer retention.

2.  To conceptualise the current generic strategies that managers implement in the fast-food

industry to retain customers.

3.  To explore managers' view of customer retention in the fast-food industry.
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4. To determine managers' awareness of customer retention in the fast-food industry.

5. To identify challenges experienced by managers in the fast-food industry to retain

customers.

6. To identify strategies that managers implement to retain customers in the fast-food industry.

After all the research objectives have been formulated, the researcher can move on to the second

stage of the business research process which is referred to as the planning of a research design.

4.5.2 Stage 2: Planning a research design

The second stage in the research process is the planning of a research design and evaluation of

data collection methods. A research design is a comprehensive strategy that establishes the

foundation for the techniques to be used in gathering and analysing the study’s data (Zikmund et

al., 2013:64). The research design aids the researcher in collecting the most data possible in a

systematic manner with the least amount of time, money, and effort (Akhtar, 2016:71). There are

three main forms of research designs, including descriptive research, explanatory research and

exploratory research (Rahi, 2017:2). Table 4-2 represents the different research designs.

Table 4-2: Three forms of research designs

Research design

Descriptive research

Descriptive research examines the variations in a population's
characteristics by examining one or more variables in relation to their
natural state (Siedlecki, 2020:8). A descriptive research design's primary
objective is to describe a specific occurrence by gathering data using
techniques such as interviews or observations, comparing the data with
one another, and responding to the questions of what, where, and how
rather than why (Atmowardoyo, 2018:198).

Explanatory research

Explanatory research is used to discover new knowledge about
phenomena or events that have not yet been studied or to expand on
earlier research that has not yet been thoroughly examined (Rahi, 2017:2).
Explanatory research is concerned with answering the question "why,"
and does not compare different phenomena in any way, but rather focuses
on gathering new information on phenomena or occurrences (Akhtar,
2016).
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Table 4-2: Three forms of research designs (continued)

Exploratory research With the aim of creating precise hypotheses through the exploration of
issues, exploratory research is used to seek new information on
phenomena where little or no research has been done (Akhtar, 2016:73).
Instead of fully resolving a problem, this research design seeks to learn
more about the existing problem (Zikmund et al., 2013). When a
researcher does not have enough information on a phenomenon or
occurrence, exploratory research is employed because it enables the
researcher to look into the elements that they believe are important to
investigate for the study (Burns et al., 2017:95). Exploratory research,
which uses techniques including interviews, focus groups, surveys, case
studies, and secondary data to obtain knowledge on the issue at hand,
can be qualitative, quantitative, or mixed method research (Burns et al.,
2017:96; Jain, 2021:544).

Source: Researcher's own compilation.

For the purpose of this study exploratory research was conducted by means of interviews. It
has allowed the researcher to explore fast-food restaurant managers' views on customer retention
within the fast-food industry, as well as different strategies that lead to better customer retention
within the industry. This study contributes to the body of knowledge regarding customer retention
strategies from managers’ perceptions in the fast-food industry, as limited studies have been done
on this topic in South Africa. A research approach is further referred to as being quantitative or
qualitative in nature (Saunders et al., 2019:173). Table 4-3 describes the quantitative and

qualitative methods in research.

Table 4-3: Quantitative and qualitative research

Research method ‘ Description

Quantitative The term "quantitative research" refers to research methods that produce
numerical data (Quick & Hall, 2015:192).

In quantitative research, the data analysis will only occur at the end of the data
collection (Cobb & Forbes, 2002:198). The data collection methods used to
collect primary quantitative data include tests or questionnaires, structured
interviews, and closed-ended observational protocols (Gelo et al., 2008:274).

Secondary data collection methods of the quantitative approach include official
documents (Gelo et al,, 2008:274). Quantitative data is described as being
positivist, as numbers are used in the research (Salvador, 2016:108).

Qualitative Qualitative research refers to a data collection technique that makes use of non-
numerical data (Saunders et al., 2019:175).

In qualitative research, the data is analysed during the entire process of the study
(Cobb & Forbes, 2002:198). Primary data collection methods for the qualitative
research approach include focus groups, naturalistic observations and open-
ended interviews (Gelo et al., 2008:274).

Secondary data collection methods for the qualitative research approach include
official and personal documents (Gelo et al., 2008:274). Qualitative data is seen
as being inductive where a social phenomenon is studied through human
experiences (Salvador, 2016:108).

Source: Researcher's own compilation.
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For the purpose of this study a qualitative research approach was used, since the primary
objective of the study is to explore strategies that managers of fast-food restaurants implement in
order to enhance customer retention in the fast-food industry. This approach was deemed
suitable, as it allowed the researcher to gain more knowledge of the phenomena (i.e., customer
retention) at hand through human (managerial) experiences. The data was analysed throughout
the duration of the study in the form of secondary and primary data collection methods.

The following section will discuss the third step in the business research process which entails

the planning of a sample.
4.5.3 Stage 3: Planning a sample

Stage three of the sampling process entails the planning of a sample. When planning a sample,
a researcher utilises a process to examine a subset of the complete population in order to draw
conclusions about the measurements that were taken (Babin & Zikmund, 2016:69). The use of a
sample is necessitated, as limited resources are available and the entire population of a country
cannot be evaluated, hence, a sampling process needs to be followed. The sampling process

used in this study is depicted in Figure 4-3.

Figure 4-3: Sampling process

Define the target Select a sampling Select a sampling Choose the sample
population frame method size

Source: Adopted from Hair et al. (2020:181).
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4.5.3.1 Step1: Define the target population

The group of individuals with similar traits that the researcher plans to study and make
conclusions about is referred to as the target population (Babin & Zikmund, 2016:340). It is
essential to define the target population accurately, because if the wrong population is chosen
the study will not produce appropriate results (Zikmund et al., 2014:27). To ensure that the correct
individuals are identified for participation in the study, it is required to select a target population

from the overall population (Asiamah et al., 2017:1612).

According to Malhotra et al. (2013:368), the target population is defined in terms of the following

elements:

¢ Sampling elements: The item from which the study's information is wanted is referred to as

the sampling element. The participants who will be interviewed are the elements of this study.

¢ Sampling units: The unit containing the element that is a part of the study is referred to as a

sampling unit.
e Extent: The study's geographical boundaries serve as its definition of extent.
e Timeframe: The timeframe refers to the time in which the study will be done.

For the purpose of this study, the target population comprises managers of established fast-

food restaurants in the North West province of South Africa.
4.5.3.2 Step 2: Select a sampling frame

The term ‘sample frame’ refers to the list that contains the details of all the individuals from the
study's target population that can be regarded as potential respondents (Martinez-Mesa et al.,
2016:327). POPIA (2013) prohibits the access to and dissemination of personal information of
fast-food managers in the North West province of South Africa. Therefore, no sampling frame was

used in this study.
4.5.3.3 Step 3: Select a sampling method

The following step in the sampling process is choosing a sampling method. There are two
categories of sampling methods including probability sampling and non-probability sampling
(Taherdoost, 2016:20). The following sections will discuss the different types of sampling

methods.
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4.5.3.3.1 Probability sampling

With probability sampling techniques, each member of the population has an equal chance of
being chosen for the study's sample (Mooi et al., 2018:43). When using probability sampling,
researchers frequently fail to obtain a truly random sample due to resource constraints (Etikan et
al., 2016a:1). The different techniques of probability sampling include random sampling,
systematic sampling, stratified sampling, and cluster sampling (Burns et al., 2017:242).

Table 4-4 presents the different types of probability sampling.

Table 4-4: Probability sampling techniques

Probability sampling

Random sampling Every element of the population has an equal chance of being selected.

Systematic sampling The element of the population is randomly put in order and numbered
whereafter each n' unit is chosen.

Stratified sampling The population is divided into homogeneous groups, whereafter random
samples of each group are chosen.

Cluster sampling The population is divided into heterogeneous groups and random samples
are chosen from one or more, but not all, of the groups.

Source: Adapted from Mooi et al. (2018:44).

4.5.3.3.2 Non-probability sampling

Non-probability sampling is a sampling technique in which the likelihood that an element will be
selected is unknown (Burns et al., 2017:241). Non-probability sampling relies on the researcher's
discretion to select the sample (Berndt, 2020:224). With this sampling method, there is not an
equal chance for elements of the population to be chosen and the method of sampling is not
random (Stratton, 2021:373). The different techniques used under non-probability sampling
include convenience, judgement, quota and snowball sampling (Mooi et al., 2018:45). Table 4-5

provides a description of the different non-probability sampling techniques.

Table 4-5: Non-probability sampling methods

Non-probability sampling

Convenience sampling A sample is taken from a group based on their availability to partake in the
study, or if it offers a cost benefit to the researcher.

Judgement sampling With judgement sampling, the researcher will take a literate assumption of
which units will form part of the sample.

Quota sampling Samples are taken from a population according to specific traits that they
have by using both judgement and convenience sampling.

Snowball sampling Snowball sampling is used to identify more units for the sample through
units/respondents that refer other units to the researcher. Snowball
sampling is also referred to as referral sampling.
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Source: Adapted from Babin and Zikmund (2016:348-351).

For this study a combination of non-probability methods was used, namely convenience
sampling and judgement sampling. Convenience sampling was used to easily gain access to
samples in the area where the researcher resides, and judgement sampling was further used to
identify participants that added value to the study through the knowledge of the researcher. The

following section will provide a discussion of the fourth step in the sampling process.
4.5.3.4 Step 4: Choose the sample size

The final step in the sampling process is referred to as choosing the sample size. The size of a
sample refers to the minimum number of respondents needed by a study to ensure that the
research objectives of the study are met (Burns et al., 2017:265). The sample size in this study
will refer to the number of interviews conducted by managers of fast-food restaurants. Qualitative
research sample sizes have been criticised in the past, but it has been found that even small
sample sizes can contribute to a large body of knowledge in a research field (Boddy, 2016:430).
When making use of a qualitative study, there are no specific rules for the size that the samples
must be, however, it is required that the research process is transparent and that data saturation
is achieved (van Rijnsoever, 2017:2). Data saturation refers to the point where no new information
is acquired when conducting research, in other words, the data is repeating the same informative
process (Sebele-Mpofu, 2020:3).

For the purpose of this study the researcher intended to interview 15 respondents by using
convenience sampling as well as judgement sampling to choose participants based on the
researcher’s perception of participants that will add value to the study. Data saturation occurred
before 15 participants were interviewed, and ultimately the realised sample for this study consists
of 13 participants. The recommended number of interviews differ, but Baker and Edwards
(2012:10) explain that between 12 — 16 interviews are sufficient in qualitative research, or until
saturation occurs. The following section will provide a discussion of step five of the sampling
process. Utilising interviews in this study will help the researcher to gain more information on the
types of strategies that managers in the fast-food industry use to increase customer retention.
When conducting interviews, the researcher will be able to use follow-up questions on the
answers of respondents to gain a better understanding of the topic at hand, which is a great
advantage (Adhabi & Anozie, 2017:91).
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4.5.4 Stage 4: Collection of data

Data collection entails the collection of material, facts and information that is reliable during the
research process (Aini et al., 2018:97). When conducting research, a researcher can obtain data

through both secondary and primary sources (Igwenagu, 2016:41).
4.5.41 Secondary data

Secondary data refers to data that was collected by a previous study (Burns et al., 2017:116).
According to Babin and Zikmund (2016:153), there are two types of secondary data including
internal and external secondary data. According to Mooi et al. (2018:53), internal secondary data
refers to data compiled by businesses for the reporting of aspects such as sales reports and
existing studies, whereas external secondary data refers to data published outside of a business,

such as market research reports, the internet and literature databases.

For the purpose of this study both internal and external secondary data were used to gain data.
Secondary data was used to provide a literature review in Chapter 2 and Chapter 3 on customer
retention in the fast-food industry, as well as strategies that managers use to improve customer

retention in their businesses.

The following databases were used to explore the existing literature on the study topic at hand:

SA ePublications: South African journals.

o SACat: National catalogue of books and journals in South Africa.
e Emerald Insight: International journals.

e ScienceDirect: International journals.

e EBSCOhost: International journals on Academic Search Premier, Business Source Premier,

Communication and Mass Media Complete, and EconLit.

¢ Internet and online scientific search engines: Google Scholar, various websites and online

communities.
e Textbooks.
4.5.4.2 Primary data

Primary data refers to first-hand data that is gathered by the researcher to address a specific

research topic and can be quantitative as well as qualitative (Burns et al., 2017:53). With primary
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data collection, it is the responsibility of the researcher to decide how, where and when the data
will be gathered (Babin & Zikmund, 2016:144). In this study, the primary data was collected

through the utilisation of interviews.

For the purpose of this study data was gathered by the researcher through means of inviting
managers in the fast-food industry to participate in the study by conducting interviews with them.
Upon agreement from the manager that they will participate in the study, their e-mail address was
obtained, whereafter a consent letter (see Appendix D) were sent to the manager. The purpose
of the consent letter was to provide the manager with the necessary information pertaining to the
interview, such as their right to withdraw from the interview at any time, how their data will be
used, and how their confidentiality and anonymity will be maintained throughout the process. After
the consent letter was signed and received by the researcher, an interview session was arranged.
An interview session lasted approximately 40 minutes to ensure all the questions in the interview

guide were thoroughly discussed.
4.5.5 Stage 5: Analyse the data

Data analysis is the process of structuring unstructured data — by making it valuable — so that it
may be used to draw inferences and conclusions (Islam, 2020:10). According to Mooi et al.
(2018:23), data analysis requires technical expertise when conducting research. When qualitative
research data is analysed, it is typically transcribed into text which may concentrate on all of the

data collected or it can focus on particular portions of the data (Noble & Smith, 2014).
4.5.5.1 Data preparation

When data is gathered for qualitative research, the data will be transcribed either manually or
automatically by using software programmes to locate a pattern that appears throughout all of the
data so that inferences can be made (Hair et al., 2020:307). As audio recordings may be listened
to repeatedly, transcribed data from audio-recorded interviews will enable the researcher to
thoroughly study the data. Through doing so, the researcher will be able to compare the findings

of each interview and determine whether a particular pattern exists (Widodo, 2014:102).

For the purpose of this study in-person interviews were audio recorded by the researcher and
the identity of the participants remained anonymous. After the interviews were conducted, the
audio recording was put through a software programme known as ATLAS.ti. ATLASi is a
software program that analyses audio, video, image, and text files, and identifies developing
trends that help researchers to understand and draw conclusions from the data (Paulus & Lester,
2016:409). The audio recordings were put through ATLAS.ti by Language Matters, a professional

transcribing and translation business, that is situated in Potchefstroom, North West, South Africa.
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The following section will describe the data analysis method used in this study, known as the

Morse and Field approach.
4.5.5.2 Data analysis: Morse and Field approach

For the purpose of this study, the Morse and Field (1996) approach was used in order to
analyse the data that the researcher has gathered. The four steps of the Morse and Field (1996)
approach to data analysis are: comprehend, synthesise, theorise, and recontextualise. The Morse
and Field (1996) approach enabled the researcher to completely comprehend the data by going

through each step in turn (McLaughlin et al., 2016:12).
4.5.5.2.1 Step 1: Comprehend

The first step in the Morse and Field approach is known as comprehending. The process of
continuously evaluating the transcribed data is known as "comprehending data," and it allows the
researcher to better understand what the data means as well as identify any patterns that might
be present (Azam & Qureshi, 2021:6). The data is transcribed and coded in order for the
researcher to better understand the data that has been collected (Morse & Field, 1996:104). Once
the researcher has enough information to produce a thorough analysis of the topic at hand with
no new emerging patterns, the first step of the approach is completed (Morse & Field, 1996:104;
Sanford et al., 2011:48).

For the purpose of this study the researcher did an extensive literature review in Chapter 2 and
Chapter 3 to gain a better understanding of existing theories regarding customer retention
strategies in the field of management. The literature provides the researcher with a large body of
knowledge to better comprehend the topic that is being dealt with in this study. The primary data
gathered during the interviews with fast-food restaurant managers in this study were transcribed

and coded to understand the meaning of the data, as described by Morse and Field (1996:104).
4.55.2.2 Step 2: Synthesise

The second step in the Morse and Field approach is referred to as the synthesising step.
Synthesising is the process through which a researcher can explain how study participants
behave and the trends that appear between them (Morse & Field, 1996:105). With the intention
of collecting information to identify the phenomena that develop during the synthesising process,
data is sorted into certain patterns that appear (Turale et al., 2010:204). Morse and Field
(1996:105) identified two forms of data analysis in qualitative research when synthesising data,

which include:
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¢ Interparticipant analysis: The researcher compares the data between participants present

in the study to identify similarities.

e Category analysis: The researcher compiles categories from the data that was gathered

from participants.

For the purpose of this study data synthesis was accomplished by interparticipant analysis.
The researcher compared the data between several participants present in the study in order to
identify the phenomenon that presented during the interview stage. The interparticipant analysis
allowed the researcher to identify the patterns among managers in the fast-food industry, as well

as which strategies they incorporate to improve customer retention in their restaurants.
4.55.2.3 Step 3: Theorise

A crucial step in the research process, theorising data involves comparing different data models
to the data that was obtained. This gives the study structure and a purpose (Morse & Field,
1996:105). The main purpose of theorising is to compare the coded data to existing data for it to
be understood (Azam & Qureshi, 2021:7).

For the purpose of this study the theorising of data was accomplished by means of comparing
the coded data with the literature that was obtained during the extensive literature review in
Chapter 2 and Chapter 3. The data was used to explore strategies that managers of fast-food

restaurants implement in order to gain more customer retention.
4.5.5.2.4 Step 4: Recontextualise

The goal of recontextualising is to develop a theory that applies to other fields of study, and the
development of a suitable theory is the most important factor in qualitative research (Morse &
Field, 1996). Therefore, this final step of the Morse and Field’s approach focuses on identifying
the situations to which the theories are applicable. The results obtained from the interviews with
fast-food managers and the extant literature review will contribute to the recontextualization of the

study’s findings.

For this study’s purpose the theories generated in step three were elaborated on to determine
the strategies that managers in the fast-food industry implement, as well as to discover the

strategies that should be implemented to effectively retain customers.
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4.5.5.3 Trustworthiness

Trustworthiness in a study refers to the validity and reliability of the data. The reliability of a study
relates to the consistency of the analytical procedures employed, whereas the validity of a study
refers to the integrity and application of the methodologies utilised, as well as the level of accuracy
with which the findings reflect the facts (Noble & Smith, 2015:34). The trustworthiness of a
qualitative study should be evaluated according to the credibility, transferability, dependability and
confirmability of the study (Maree, 2019:144).

4.5.5.3.1 Credibility

A study is considered credible if the descriptions are instantly recognised by others who have had
the same experience. Credibility pertains to the truth of the data or the respondents' perspectives,
as well as how the researcher has interpreted and represented them (Kyngas et al., 2020:42). To
ensure credibility in a qualitative study, the following strategies are proposed by Korstjens and
Moser (2018:121), as described in Table 4-6.

Table 4-6: Credibility in this study

Criteria Strategy For the purpose of this study

Prolonged engagement The prolonged engagement was achieved by staying in the
field for more than one year. The study was conducted over a
period of two years, where the researcher started off by
critically evaluating secondary resources in relation to the
study, and then commenced with fieldwork to gather primary
data about the topic at hand. Various fast-food restaurant
managers were interviewed in order to gain an understanding
of the strategies that they implement to increase customer
retention in the fast-food industry.

Persistent observation The persistent observation was achieved by critically
analysing the audio recordings of the interviews that were
conducted with fast-food restaurant managers to identify the
data that was most crucial to the research problem and
objectives of this study.

Triangulation Triangulation was achieved by making use of different data
sources, such as primary and secondary data. Interviews were
conducted with participants at different times and on different
dates. Furthermore, the data obtained was transcribed by an
external transcribing service that ensured accurate results of
the data.

Member check Member checks were achieved by carefully evaluating the
data and giving feedback to all the participants who took part
in the study.

Source: Researcher's own compilation.
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4.5.5.3.2 Transferability

A study's transferability entails the application of results to other situations unrelated to the study,
and transferability is achieved when those who were not involved in the study may correlate the
results with their own experiences (Kyngas et al., 2020:46). According to Maree (2019:144) and
Amankwaa (2016:122), transferability in qualitative research can be achieved by the following
strategies, as discussed in Table 4-7.

Table 4-7: Transferability in this study

Criteria Strategy For the purpose of this study

Thick description The thick description was achieved by transcribing and
explaining all the findings of the data that was collected
throughout the study. This allowed the researcher to explore
strategies that managers in the fast-food industry implement to
improve customer retention, and it allows future research to
explore more.

Purposive Purposive sampling was achieved by doing interviews with
sampling fast-food restaurant managers. The managers form a core part
of the study, as it relates to the managers and their methods
of improving customer retention.

Source: Researcher's own compilation.

4.5.5.3.3 Dependability

Research's dependability refers to the consistency of data over similar conditions, and is
accomplished when the study’s findings are repeated with similar participants under similar
conditions (Kyngas et al., 2020:44). To achieve dependability in a study, Korstjens and Moser
(2018:121) and Connelly (2016:435) suggest that the following strategies need to be met, as
explained in Table 4-8.

Table 4-8: Dependability in this study

Criteria Strategy For the purpose of this study

Peer debriefing Peer debriefing for this study was achieved by submitting the
result of the interviews to professional researchers, including
the supervisor and co-supervisor of this study, to verify the
analysis and the coding of the data.

Audit trail An audit trial was conducted by presenting a problem
statement, addressing the choice of research participants,
collecting data, discussing the analysis of the data, presenting
the findings of the study, and evaluating the study's
trustworthiness.

Source: Researcher's own compilation.
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4.5.5.3.4 Confirmability

Confirmability is the ability of the researcher to show that the data acquired reflects the opinions
of the participants and not their own, and is achieved when the researcher can explain how the
outcomes are directly related to the data obtained (Kyngas et al, 2020:46). To achieve
confirmability in the study, Connelly (2016:435), Korstjens and Moser (2018:121), as well as
Maree (2019:145) suggest that the following strategies need to be implemented, as discussed in
Table 4-9.

Table 4-9: Confirmability in this study

Criteria Strategy For the purpose of this study

Audit trail The audit trail was achieved in this study as discussed in Table
4-8. When considering confirmability, the audit trail allows
readers to understand that the researcher was not biased
during his or her investigation, because all data is documented
and addressed.

Triangulation Triangulation was achieved as discussed in Table 4-6. As
previously stated, triangulation in confirmability is a solid
approach for ensuring that the researcher is not biased,
because different data sources are employed throughout the
study.

Source: Researcher's own compilation.

Following the fifth stage of the business research process is the sixth and final stage. The final
stage of the business research process, known as the preparation of the research report will be

discussed in the following section.
4.5.6 Stage 6: Prepare a research report

The final stage of the business research process is the preparation of a research report. In this
stage, the results, implications and limitations of the data collected by the researcher will be
discussed. The results of the study will be discussed in Chapter 5, and the implications and

limitations thereof will be discussed in Chapter 6.

During the final stage of the business research process, it is also necessary to evaluate the ethical
considerations that form part of the study to ensure that no ethical dilemmas occur. The following

section will discuss the ethical considerations that were taken into account during this study.
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4.6 ETHICAL CONSIDERATIONS

Because human participants are involved in business and management research, ethical
considerations are almost always present (Saunders et al., 2019:232). While conducting

research for this study, the following ethical implications were taken into consideration:

e Ethical clearance had to be obtained from the Ethics Committee of the Faculty of Economic
and Management Sciences (see Appendix G). Upon approval, the following ethics number
was issued for this study: NWU — 00600 — 22 — A4.

¢ Participants of the study were all managers of fast-food restaurants and were over the age of

18. Thus, no parental or guardian permission was necessary.
¢ All participants were obligated to sign a consent form (Appendix D) to take part in the study.

o All participants were assigned a participant number to ensure anonymity of them and the fast-

food restaurant that they manage.
e Participation in this study was completely voluntary.
4.7 SUMMARY

Throughout this chapter, the research approach has been thoroughly discussed. To comprehend
what research is, the philosophical orientation, research philosophy, and various research
methodologies were thoroughly examined to ensure that the methods of research are understood
in this study. Furthermore, the business research process was discussed to understand the
stages required to do business research, as this will affect how valuable this study is. Finally, the
study's ethical considerations were examined to guarantee that no ethical difficulties arose
throughout the study. The chapter concluded with a summary of what was accomplished
throughout the chapter. Based on the categories established in Chapter 4, the research findings

will be reported in the following chapter.
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CHAPTER 5

REPORTING OF RESULTS

5.1 INTRODUCTION

Within this chapter, the empirical results and findings of this study will be reported. The results
were obtained through the implementation of the chosen research methodology, as set out in the
previous chapter. This was done by interviewing managers of fast-food restaurants in the North
West province of South Africa. This chapter starts with an overview of the interview questions and
then proceeds to describe the categories and themes that were identified during the execution of
stage two of the Morse and Field approach for qualitative data analysis (see Section 4.5.5.2). The
results discovered in each of the categories are then discussed in-depth and the chapter

concludes with a summary of the main findings discovered in the identified themes.
5.2 RESEARCH RESULTS

This section describes the results of the study by explaining the purpose of the interview
questions. To do so, each of the interview questions is linked to the relevant literature chapter,

the objectives of the study, and the respective categories and themes discovered.

5.2.1 Purpose of interview questions and relation to literature, objectives, and

interpretation categories

Tables 5-1 to 5-4 present the links between the interview questions, research objectives (Section
1.8), the literature chapters in the study (Chapters 2 and 3), as well as the categories and themes

identified (by making use of the business research process in Section 4.5).
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Table 5-1: Purpose of the interview questions of section B and relation to literature,
objectives, and interpretation categories

Interview question:

B1. How do you understand customer retention within the context of your business?

To establish whether the
participant understands the
concept of customer retention
within the business that they
manage.

Secondary objective 2
Chapter 3

Interview question:

B2. Why do you regard customer retention as an important factor in your business?

To identify the manner in
which the participant would
see the importance of
customer retention through
their own experience in the
fast-food restaurant that they
manage.

Secondary objective 3
Chapter 3

Interview question:

B3. What effect do you consider customer retention to have in the fast-food industry?

To establish whether the
participant knows the overall
importance of customer
retention in the fast-food
industry as a whole.

Secondary objective 3
Chapter 3

Interview question:

B4. What effect did the COVID-19 pandemic have on retaining customers in your business?

To establish whether the
COVID-19 pandemic had an
impact on retaining customers
in the fast-food industry.

Secondary objective 6
Chapter 2 and Chapter 3
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The following table (Table 5-2) presents the purpose of the interview questions of Section C and

the relation to literature, objectives, and interpretation categories.

Table 5-2: Purpose of the interview questions of Section C and relation to literature,

objectives, and interpretation categories

Interview question:

C1. How do you keep record of customer retention rates in your business?

To identify the different tactics that participants use to keep record of the returning
customers in their business.

Secondary objective 4

Chapter 2
2

(A)

Interview question:

C2. How important would you regard returning customers to be in comparison with new customers with
regard to revenue?

To establish if the participant feels that there is a difference in importance
between returning customers and new customers with regard to revenue in the
business.

Secondary objective 3

Chapter 3
2

(B)
Interview question:
C3. How do you communicate the importance of customer retention to your employees?

To establish the strategies that participants use in order to inform their employees
of the importance of customer retention.

Secondary objective 4

Chapter 2 and Chapter 3
2

(C)

Interview question:
C4. How do you evaluate your employees to ensure that they understand the importance of customer
retention?

To identify tactics that participants employ to ensure that their employees
understand the importance of customer retention in the business.

Secondary objective 4

Chapter 2 and Chapter 3

Theme |2 [Csteqon T ©
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The following table (Table 5-3) exhibits the purpose of the interview questions of Section D and

the relation to literature, objectives, and interpretation categories.

Table 5-3: Purpose of the interview questions of Section D and relation to literature,

objectives, and interpretation categories

Interview question:

D1. What are some of the reasons that you have experienced for customers not returning to your
business?

To establish why customers do not return for repeat business at the fast-food
restaurant.

Secondary objective 5

Chapter 3
3

Interview question:
D2. How does a decrease in returning customers impact your business?

To establish the participant’s view on the impact that a decrease in returning
customers has on the fast-food restaurant that they manage.

Secondary objective 4

Chapter 2 and Chapter 3
3

Interview question:
D3. What are the challenges you experience to retain customers in your business?
To identify the challenges that participants face with the retention of customers in

the fast-food restaurants that they manage in order to compare results from
different participants that form part of the study.

Secondary objective 5

Chapter 2

The following table (Table 5-4) presents the purpose of the interview questions of Section E and

the relation to literature, objectives, and interpretation categories.
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Table 5-4: Purpose of the interview questions of Section E and relation to literature,

objectives, and interpretation categories

Interview question:

E1. What strategies do you implement to enhance customer retention to gain a competitive advantage
in your business?

To identify the strategies that participants use to attract more returning customers
with the goal of taking a bigger market share.

Secondary objective 6

Chapter 3

4 (A)

Interview question:

E2. How did the COVID-19 pandemic affect the strategies you implement in your business to retain
customers?

To establish whether the COVID-19 pandemic had an impact on the strategies that
participants implemented to retain customers.

Secondary objective 6

Chapter 2 and Chapter 3

4 (B)
Interview question:

E3. How did you adjust your strategies to retain more customers during the COVID-19 pandemic?

To establish how participants modified their strategies during the COVID-19
pandemic in order to convince more customers to return and support their business.

Secondary objective 6

Chapter 2 and Chapter 3

4 (B)

Interview question:
E4. What impact did the strategies that you implemented have on the number of customers retained
during COVID-19 pandemic?

To establish whether or not the strategies that the participants implemented had an
impact on the number of customers retained during the pandemic.

Secondary objective 6

Chapter 2

4 ey @

The rest of this section is organised in accordance with the themes and categories identified
through the use of ATLAS.ti (version 22) and the Morse and Field approach for qualitative data

analysis (see Section 4.5.5.2). The categorical and empirical framework of the research results
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are presented in Table 5-5, and acts as a prelude to the results discussed in the subsequent
sections of this chapter.

Table 5-5: The thematic and categorical framework for empirical research results

Category (A) Category (B) Category (C)

Theme 1:

Perception of
customer retention in Interpretation Importance
the fast-food industry.

Theme 3:

Challenges regarding
customer retention in
the fast-food industry.

5.2.2 Theme 1: Perception of customer retention in the fast-food industry

This section provides a discussion of how customer retention is perceived by managers within
the fast-food industry of the North West province of South Africa. Accordingly, the results of the

two categories that emanated from this theme (see Table 5-2) are presented next.
5.2.2.1 Category 1(A): Interpretation

This category indicates how the participants understood and interpreted the concept of customer
retention. The participants (i.e., managers) were asked how they understand customer retention
within the context of the businesses they are employed at.

The majority of participants regard customer retention as a very important success factor in their
business. Some of the participants' interpretation of customer retention aligns with the drivers of
customer retention in the literature (see Section 3.8.2). For instance, the participants maintain
that satisfied customers will be loyal customers, which in turn will lead to customer retention
(Nashwan & Hassan, 2017:101). In addition, most of the participants understand that customer
retention involves retaining loyal customers through the encouragement of repeat purchases at

their restaurant and also discouraging them to purchase from other restaurants (i.e., competitors).
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A few participants also affirm that by ensuring customers are satisfied, more of them will return to
the restaurant. Furthermore, the majority of participants regard above-average quality and service
as key elements in the retention of customers at the fast-food restaurants that they manage.
Conversely, a minority of the participants are of the opinion that customer loyalty is decreasing
since customers are more price sensitive, and that the only way to ensure retention of these
customers is to provide them with a unique (i.e., differentiated) offering. The research results of

Category 1(A) are depicted in Figure 5-1.

Figure 5-1: Category 1(A) research results — Theme 1

Perception of customer retention in the fast-food industry: Interpretation

Explanation of the category:

This category identified the manner in which the participants in the study understand customer retention within
the business that they operate. It was established that participants perceive customer retention to be an
important success factor in their fast-food business. To retain customers, the business should deliver above-
average quality products and services, ensure that customers are satisfied as well as incentivise loyalty.

Supporting verbatim quotes:
“very important”

Participant 1
“it is very, very important”

Participant 4
“a happy customer is a customer that will always be coming back to your store”

Participant 1
‘| think keeping the customer happy, would be retaining the customers”

Participant 6

“we need them to be loyal”
Participant 11

“your service should be good enough, your food should be good enough for them to come back and invite other
people with them to come back”

Participant 5

The next section focuses on presenting the results of the second category (i.e., Category B) of
Theme 1 which highlights the importance of customer retention within the fast-food industry of the

North West province of South Africa.
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5.2.2.2 Category 1(B): Importance

Category 1(B) relates to the reason why participants consider customer retention as an important
factor in the fast-food business they represent/manage. Furthermore, this category also considers

the influence or role that customer retention plays within the fast-food industry.

The majority of participants regard customer retention as an important factor in their business, as
it relates to the way in which they expand their business. According to the results of this study, a
few participants are of the opinion that loyal customers support the business during difficult or
more challenging times, as they are willing to purchase more regularly from the business.
Moreover, a minority of participants stated that customers are vital to the longevity of their
business since without them the business will be forced to cease operations. With this in mind,
some of the participants emphasised the importance of satisfied customers, since they are more
likely to spread positive word-of-mouth about the business which will result in an increase in both
new and returning customers. However, should businesses fail to keep their customers satisfied,
it could result in negative word-of-mouth, which could lead to a decrease in customer retention.
Furthermore, a minority of participants stated that although they increased the prices of their
products, customers still returned to their business. Some participants stated that this can be
attributed to the superior quality of their restaurant’s food and service which increased satisfaction
among customers. These findings concur with that of Zhang et al. (2019:34) that attitudinal loyalty
(i.e., where customers experience good customer service) will lead to more repeat purchases as

well as increased promotion for the business through word-of-mouth marketing.

The majority of respondents stated that customer retention plays an imperative role in the success
of the fast-food industry. Some participants said that customer retention, in the long term, will lead
to an increase in turnover as returning customers are willing to spend more money. This finding
is in congruence with the literature as found by Inoue et al. (2017:46), where it is indicated that a
high level of behavioural customer loyalty will lead to an increase in purchases which results in
an increase in profit for the business. For this reason, a few participants stated that they will go
the extra mile in ensuring that their customers are satisfied and that they are retained. The

research results of Category 1(B) are depicted in Figure 5-2.
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Figure 5-2: Category 1(B) research results — Theme 1

Perception of customer retention in the fast-food industry: Importance

Explanation of the category:

This category identified the manner in which the participants consider customer retention to be an important
factor in the business they represent as well as the effect that the participants see customer retention to have in
the fast-food industry.

It is clear to identify that the participants see customer retention as a very important element to ensure growth in
their business. The participants mainly focused on customers being loyal to them as well as spreading a positive
image of the business through word of mouth. Furthermore, participants stated that it is of utmost importance to
keep their customers happy to ensure that they do not move to competitors.

Supporting verbatim quotes:
“you want to build brand loyalty because the loyal customers are the ones that carry you through tough times”

Participant 3
“its future sales, you need to keep them happy to keep the business going”
Participant 5
“it is the way to grow your business”
Participant 10
“it is the turnover of my business. So, keeping them happy each and every time is of utmost importance”
Participant 12
“they are the ones that usually spend more per head that is increasing turnover”
Participant 3
“you want to try and keep your current customer base buying from you and not your competitor”
Participant 6
“word of mouth, advertising, its worth its weight in gold”
Participant 9

With regards to Categories 1(A) and 1(B), it is evident that the major theme for these two

categories relates to:

e Theme 1: Perception of customer retention in the fast-food industry (see Table 5-5).

The next section presents the results of the respective categories pertaining to Theme 2, which

highlights how participants keep record of customer retention rates in their business.

5.2.3 Theme 2: Awareness of customer retention in the fast-food industry

This section provides a discussion of the awareness that managers have pertaining to customer
retention in the fast-food industry and presents the results of the identified categories (see
Table 5-5).
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5.2.3.1 Category 2(A): Record

This category provides a detailed discussion of how participants monitor and record customer

retention rates in the fast-food business that they represent.

The majority of participants make use of database systems which include loyalty cards,
application (App) orders, phone orders and online orders to keep track of the customers, how
much they spend and the frequency of their orders from the business. Most of the participants
stated that they do not monitor counter orders or restaurant orders as doing so is difficult, since
customers do not always provide their personal information when visiting the store. Some of the
participants that offer loyalty cards and rewards systems at their businesses are able to keep a
record of customer retention rates through these systems. The minority of participants stated that
they do not make use of any systems to track customer retention rates, but they do focus on
building stronger relationships with their customers so that customer retention can be increased

through personal relationships. The research results of Category 2(A) are depicted in Figure 5-3.
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Figure 5-3: Category 2(A) research results — Theme 2

Awareness of customer retention in the fast-food industry: Record

Explanation of the category:

This category identified the manner in which the participants keep track of customer retention rates in their
business.

It is clearly identified that the majority of participants make use of complex database systems as well as loyalty
programs that keep record of the customers through their personal information such as phone numbers,
addresses and names. The majority of participants have software systems in place that track the customer's
spending at the business as well as the frequency of visits. The minority of respondents do not have any
database that keeps track of customer retention but rather managers that personally interact with regular

customers.

Supporting verbatim quotes: Participants customer
“our system is set up in such a way that if a customer phones in or places an retention track

order for a collect it actually measures how many customers come into the store records:

and how frequently they come in”
Participant 1

“my managers know their customers so there is no physical record that we keep”

Participant 2

‘| spend a lot of time in the shop, so | see my regular customers”
Participant 5

“we've also got a loyalty card” sofptzsare
Participant 9 -

“we have the POS system, the power POS that has all the data of the customers
that come in, so he gives us his cell phone number the address and we've got all
that. We can see it's a repeat customer and it shows the total amount of
purchases that they've made in the past’

Participant 11

The next section focuses on presenting the results of the second category (i.e., Category B) of
Theme 2, which highlights the importance that participants attach to revenue generated by

returning customers in comparison with new customers.
5.2.3.2 Category 2(B): Revenue

This category provides a discussion with regard to the importance that the participants attach to
the revenue generated by returning customers in comparison to that generated by new

customers.

The majority of participants hold the view that returning customers that are loyal to the business
are more important for revenue. These participants agree that a regular and loyal customer will
be willing to spend more money. This information agrees with the literature on customer retention

where it was shown that continuous customer retention will lead to more sales, resulting in more
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profits (Parawansa, 2018:54). They are also of the opinion that returning customers are aware of
the quality of products that they will receive and they are easier to satisfy if and when any
problems arise. The majority of participants also attribute word-of-mouth and sales, resulting in

retained customers.

The minority of the participants suggest that retained customers and new customers are equally
as important for revenue generation. These participants propose that new customers will also
become regular (and retained) customers, as long as they receive above-average quality
products and services. Furthermore, few participants hold the view that any sale is important
whether it is from a new or retained customer, since new sales can be converted into recurring

sales. The research results of Category 2(B) are depicted in Figure 5-4.

Figure 5-4: Category 2(B) research results — Theme 2

Awareness of customer retention in the fast-food industry : Revenue

Explanation of the category:

This category identified the importance that participants attach to returning customers in comparison to new
customers with regard to revenue.

It was clearly identified that the majority of the participants believe that returning customers have a much larger
impact on the revenue of the business than new customers. The minority of the participants believe that both
returning customers and new customers are equally as important when considering revenue in the business.

Supporting verbatim quotes:
‘It is very important because it is much easier to satisfy a retaining customer than what it would be to a new
customer hecause as retaining customer knows exactly what he wants he knows the quality that he is going to
get he knows the pricing he is going to pay where if you have to go and acquire a new customer it takes a lot of
time and it takes a lot of effort so if a new customer walks in and has a bad first experience the chances of him
coming back is very seldom”

Participant 1

“they are the ones that usually spend more per head that is increasing turnover”

Participant 3
“| think your returning customers will spend a lot more money in your restaurant where your new customers will |
think try a few things out first”

Participant 5
“| think returning is more important with regards to revenue definitely”

Participant 6
“They spread the word you know, they the guys that tell others, the new customers to come so they're almost
more important to me than the new ones”

Participant 6
“They are both important”

Participant 7
“| think they're equally important in my view”

Participant 11
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The next section focuses on presenting the results of the third category (i.e., Category C) of
Theme 2, which highlights how participants communicate the importance of retained customers
to their employees and also how they evaluate their employees with regard to understanding the

importance of customer retention.
5.2.3.3 Category 2(C): Employees

This category serves the purpose of providing a discussion pertaining to the manner in which the
participants communicate the benefits of customer retention to their employees. Furthermore, this
category indicates how the employees are evaluated with regard to their understanding of

customer retention and the importance thereof.

The majority of the participants indicated that they have daily meetings with their employees,
where they communicate the importance of providing good quality products and excellent
customer service to customers so that they can be retained. With this in mind, most of the
participants feel that it is essential to provide customer service training to their employees so that
customers can be retained. The literature also accentuates the importance of training employees
so that they can provide excellent customer service to customers, which will ensure that
customers are retained (Kurdi et al., 2020:3567). One major factor that employees should
understand relates to the popular mantra ‘the customer is always right’, which signifies the
importance of providing above-average quality products and excellent customer service, as
customers will hold employees accountable for a lack thereof. The minority of participants only
occasionally have employee meetings to ensure that employees understand the importance of

good customer service and how it affects the retention of customers for the business.

The participants identified a wide variety of methods that they use to evaluate their employees
with regard to their understanding of customer retention in the business. The majority of
participants indicated that they have regular meetings with their employees concerning the
ambience within the restaurant as well as to discuss the manner in which they have been
engaging with customers. Moreover, these meetings also provide managers with the opportunity
to ask employees questions related to customer retention to gauge their understanding thereof
and identify areas of improvement. The customer care lines are also used by managers, whereby
they intercept and evaluate interactions between customers and employees. Some of the
managers mentioned that they make anonymous calls to the restaurant and pose as difficult
customers to evaluate how well employees can handle conflict with customers. A few participants
also indicated that they have visits from their business’s head office where employees are directly
evaluated as they engage with customers. The research results of Category 2(C) are depicted in

Figure 5-5.
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Figure 5-5: Category 2(C) research results — Theme 2

Awareness of customer retention in the fast-food industry: Employees

Explanation of the category:

This category identified the manner in which participants communicate the importance of customer retention to
their employees, as well as the methods used to evaluate their employees’ understanding of customer retention
in the business. It is clearly identified that the majority of participants have daily meetings with their employees
to communicate the importance of returning customers as well as vibe meetings (meetings held to improve the
work atmosphere and employees’ emotional state) to evaluate the way in which employees implement these
discussions in the meetings. Alternatively, employees are evaluated by mystery shoppers and direct evaluation
by managers from head office.

Supporting verbatim quotes:
“You have to do it on a frequent basis "

Participant 1
“Speaking to them daily”

Participant 6
“Before every shift we have vibe meetings”
Participant 10
“we have a meeting every once in a while”
Participant 11
“‘my managers are always on duty there to check how the customers are being treated”
Participant 2
“Questions. We frequently ask questions”
Participant 6

“Every day we will have, in our vibe meetings, we'll have a training session and during the day the managers will
then evaluate the waiters and see if they are doing the training that we have done in the vibe meetings”
Participant 10
“We keep record of customer complaints and we have meetings to iron these issues out until resolved and to
ensure that it is not repeated. This is done until everyone understands the importance of retaining customers”
Participant 11

With regards to Categories 2(A), 2(B) and 2(C), it is evident that the major theme for these three
categories concerns:

e Theme 2: Awareness of customer retention in the fast-food industry (see Table 5-5).

The next section presents the results of the respective categories pertaining to Theme 3, which

highlights the challenges experienced to retain customers.
5.2.4 Theme 3: Challenges regarding customer retention in the fast-food industry

This section reports on the challenges that participants face with regard to customer retention

within the fast-food industry and presents the results of the identified categories (see Table 5-5).
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5.2.41 Category 3(A): Churn

This category relates to the inability of a business to retain customers and provides a discussion
on the reasons why customers choose not to return to the fast-food business represented by the
participants (i.e., managers of the fast-food restaurants), the challenges identified or experienced
by the participants concerning retaining customers, and additional challenges identified or

experienced by the participants that might have a more indirect influence on customer retention.

The majority of participants agree that the main reason for customers not returning to their
business is a combination of average product quality and poor customer service. This finding
agrees with the literature where it was found that both product and customer service quality
directly influence the loyalty of customers towards a business in retaining or not retaining
customers (Al-Gharaibah, 2020:3951; Parawansa, 2018:54). With below-average product quality,
participants refer to food items not being up to standard to the customer's expectation. With poor
customer service quality, the participants referred to products on the menu being unavailable, as
well as long waiting times between placing an order and receiving their meal. The minority of
participants indicated that the reason for unretained customers can be attributed to unreasonable
requests or complaints from customers, or customers not enjoying the ambience provided by the
restaurant. Some of the participants have also indicated that their restaurant’s prices are too high,

which results in the inability to retain customers since they will rather go to a competitor.

The main challenge that the majority of participants face with regard to retaining customers is
from a financial point of view. These participants maintain that customers do not have the financial
capacity to spend their money at the business as their food prices are too high. The minority of
participants hold the view that their main challenge relates to keeping customers satisfied (i.e.,
providing above-average quality products and excellent customer service). Few participants have

stated that they do not have any challenges with retaining customers at their fast-food businesses.

Additional challenges faced by the participants include fierce competition in the fast-food industry,
not having the kitchen capacity for a wide variety of meals to be prepared, not understanding the
needs of the customers, and the electricity crisis (i.e., load shedding) that the country is facing.

The research results of Category 3(A) are depicted in Figure 5-6.
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Figure 5-6: Category 3(A) research results — Theme 3

Challenges regarding customer retention in the fast-food industry: Churn

Explanation of the category:

This category identified the challenges that participants face with regard to customer retention within the fast-
food industry. The majority of participants stated that the main challenges that they face with retaining
customers are a combination between product quality and service quality. A minority of participants believe that
unnecessary complaints lead to customers not returning. Furthermore, many participants believe that customers
do not have the financial capacity to spend money at fast-food restaurants. Few participants stated that they
have no challenges retaining customers. Additional challenges that participants face with retaining customers
include load shedding, not understanding the needs of customers and not having the kitchen capacity to prepare
a wide variety of meals.

Supporting verbatim quotes:
“Pricing is a big problem”

Participant 1
“Quality of the product”

Participant 2
“the food might be a bit slow so it takes sometimes too long”

Participant &
“the guy doesn't feel comfortable in the environment”

Participant 9

“either they don't have the financial means, the economy has got a influence you know there is a price increase
in the next two weeks we see it immediately in our business ”
Participant 1
“there is not actually any challenges”
Participant 2
“availability of products”
Participant 10
“our food cost is extremely high due to the fact that we have very expensive products”
Participant 13
“the fast-food industry it is so competitive, it is massively competitive”
Participant 1
‘load shedding”
Participant 10

The next section presents the results of the second category (i.e., Category B) of Theme 3, which

highlights the impact that a decrease in retained customers has on the business.
5.2.4.2 Category 3(B): Impact

This category discusses the impact that a decrease in customer retention rates has on the fast-

food business represented by the participants.

The majority of participants agree that the inability to retain customers has a massive impact on
their business. The majority of participants stated that losing returning customers will lead to a
large decrease in revenue and cash flow — which in return leads to a decrease in profits. Some
of the participants stated that a decrease in retained customers results in the business being

unable to pay their rent and employees’ salaries. The minority of participants stated that a
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decrease in retained customers does not have a large effect on them as they are still small
businesses, but they agreed that if they were a larger business, they anticipate that a decrease

in returning customers will have a large impact on the profitability of their business.
The research results of Category 3(B) are depicted in Figure 5-7.

Figure 5-7: Category 3(B) research results — Theme 3

Challenges regarding customer retention in the fast-food industry: Impact

Explanation of the category:

This category identified the impact of a decrease in customer retention rates on the fast-food business that the
participants represent. It is clearly identified that the majority of participants agree that it has a massive effect on
their business as they experience decreased profits. The minority of participants feel that it does not yet have an
impact as they are still a small business and do not feel the effect of losing regular customers.

Supporting verbatim quotes:
“if your regular customers don't come back you can actually see a drop in your turnovers”
Participant 1

“we do feel a pinch if it is a particular customer but not on whole, it is the brand is quality we can stick to so yes if
you have maybe a dip maybe something if there was a problem maybe with one or two customers we do have
that. But generally we do not experience a problem”

Participant 2
“If we don't have returning customers you don't get that money back that they used to spend here”

Participant 3
“‘impacts on every bit of the store”

Participant 4
“In a big way”

Participant 6
“If we were stabilised business | think the impact would have been more visible”

Participant 7
“sales are lost, which equals to profit lost”

Participant 11

With regards to Categories 3(A) and 3(B), it is evident that the major theme for these two

categories relates to:

e Theme 3: Challenges regarding customer retention in the fast-food industry (see Table 5-5).

The next section presents the results of the respective categories pertaining to Theme 4, which
highlights the methods used by participants to enhance customer retention in their fast-food

businesses.
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5.2.5 Theme 4: Customer retention strategies in the fast-food industry

This section relates to customer retention strategies in the fast-food industry and presents the

results of the identified categories (see Table 5-5).
5.2.5.1 Category 4(A): Enhancement

This category provides a discussion of some of the methods that are used by the participants in

the fast-food business that they represent to improve customer retention rates.

The majority of the participants stated that their main method of improving customer retention is
through the provision of excellent quality products and customer service. The participants stated
that by ensuring that customers receive good quality and presentable products, customer
retention will be improved. Furthermore, the participants also stated that excellent customer
service in their businesses assists in improving customer retention, as the customer feels
appreciated at the business. The majority of participants stated that they give their customers
value-added products through different methods. Some of the methods mentioned included that
they give their customers free products such as coffee or ice cream if they are new to the
business, if it is their birthday, or when the waiting time for food is longer than expected. The
majority of participants also stated that they have loyalty programmes in place whereby customers
build up loyalty points, and if they have enough points, they will receive a voucher for a certain
amount to spend at the restaurant. Furthermore, the majority of participants stated that they
aggressively market their business, and — through different marketing campaigns — they are able
to retain more customers. Most of the participants also indicated that by having regular promotions
and specials, they are able to retain more customers. The minority of participants said that their
ability to retain more customers is due to the fact that they are operational during load shedding.
Lastly, a few participants stated that they are involved in the community and thereby building
strong relationships with retained and potential customers, promoting loyalty and allowing them

to retain more customers. The research results of Category 4(A) are depicted in Figure 5-8.
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Figure 5-8: Category 4(A) research results — Theme 4

Customer retention strategies in the fast-food industry: Enhancement

Explanation of the category:

This category discussed the methods that participants use to improve customer retention rates in their
businesses. The majority of participants agreed that excellent quality products and services lead to increased
customer retention. Furthermore, the majority of participants stated that specials, value-added products, loyalty
programs and aggressive marketing lead to increased customer retention. A few participants stated that being
involved in community projects and being open during load shedding assists them to retain more customers.

Supporting verbatim quotes:
“we can always offer a free milkshake or we can offer a free ice cream to a new customer”

Participant 1

“make sure the quality is better”

Participant 1
‘| think also a big influence is advertising”

Participant 1
“the quality of your product’

Participant 2
“specials is a big thing for me because the shop is still quite new”

Participant 5

“we do specials something that we definitely look at and also what type of specials work in our area for students
for example we have a Monday special where the student can where the rest of the town does not get that”

Participant 6
‘| have specials on certain days”

Participant 7
“we've also got a loyalty card”

Participant 9
“service and quality of food is what it is all about”

Participant 9
“we are open during load shedding”

Participant 10

The next section focuses on presenting the results of the second category (i.e., Category B) of

Theme 4, which highlights how the COVID-19 pandemic affected the customer retention rates in

the fast-food businesses that the participants operate in.

5.2.5.2 Category 4(B): COVID-19

This category provides a discussion on how the COVID-19 pandemic affected customer retention

rates at the fast-food businesses, how the COVID-19 pandemic affected the customer retention

strategies implemented at the fast-food businesses, how the fast-food businesses adjusted their

customer retention strategies during the COVID-19 pandemic, and how the strategies

implemented by the fast-food businesses affected the customer retention rate during the COVID-

19 pandemic.
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The majority of participants mentioned that the COVID-19 pandemic had a massive (and mostly
negative) effect on the customer retention rates in their businesses. Most of the participants stated
the main reason customers could not be retained once the COVID-19 restrictions were eased, is
that they were timid that the restaurant did not effectively employ safety measures. A few
participants stated that they had to cease operations and restructure their business model after
the COVID-19 pandemic in order to return to full functionality. Some of the participants declared
that they lost a lot of their customers after the pandemic as some customers incurred financial
losses and grew accustomed to eating at their homes. The minority of customers stated that they
were merely impacted at the beginning of the pandemic when their businesses had to cease
operations, but that after the COVID-19 restrictions were alleviated, they were able to retain all of
their customers. Some of the participants stated that they had to aberrate from the rules of the

restrictions to ensure that they would retain their customers.

The majority of participants stated that the COVID-19 pandemic had a massive effect on the
strategies that they used for customer retention in their businesses. There is a wide variety of
results in this section. Some of the participants mentioned that they had to reduce the number of
products on their menus, since they were unable to source the relevant ingredients to prepare
those products. Few participants said that they made use of meal delivery apps, as well as
requested employees to use their personal vehicles to perform deliveries. Providing a delivery
option enabled some fast-food restaurants to retain more customers. Some of the participants
stated that they had to adapt their marketing activities from a physical nature to an online setting
in order to retain customers. A few participants also said that they had to reduce certain
promotions during the pandemic in order to break even financially. Some suggested that they
incurred a loss, but were positive that since customers were aware of the dire times, they will

continue to support the business.

The majority of participants indicated that they mainly focused on deliveries, specials, and safety
protocols when adjusting their strategies to retain more customers during the COVID-19
pandemic. Moreover, most of the participants stated that they started with delivery services during
the pandemic as customers were not able to, or were fearful to visit the business. A few
participants mentioned that they had to employ new employees to conduct deliveries and also
invested in more delivery vehicles. Some of the participants stated that they implemented a lot of
new specials as well as more comfort food (i.e., pasta, roasted meat and vegetables, etc.) on
their menu which resulted in an increase in sales. A few participants stated that they made calls
or sent an SMS to the customers on their database to inform them about current promotions, as
well as to ask them how they are handling the difficult time during the pandemic and the struggles

of being at home the entire time. Some of the participants said that they adjusted their safety
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measures to continuously use personal protection equipment (PPE) in order to keep their

customers and employees safe. Some also stated that they regularly sanitised the restaurant.

The majority of participants identified that the strategies that they implemented to retain customers
during the COVID-19 pandemic not only helped them to retain customers, but also to attract new
customers that became loyal customers. The majority of the participants said that their main focus
during the pandemic was to show the customer that they care about them to ensure that all the
customers return after the pandemic. The research results of Category 4(B) are depicted in Figure
5-9.

Figure 5-9: Category 4(B) research results — Theme 4

Customer retention strategies in the fast-food industry: COVID-19

Explanation of the category:

This category identified the effect of the COVID-19 pandemic on fast-food businesses, retention strategies
implemented by participants during the pandemic, how customer retention strategies were adjusted during the
pandemic as well as how implemented strategies affected the customer retention rates during the pandemic.

Supporting verbatim quotes:
“Massive, it was massive”

Participant 1
“to be closed for a long time is a big big problem”
Participant 1
“very difficult”
Participant 3

“we closed down just after COVID-19 on our previous premises that we were and then we redesigned the whole
business and the whole concept and we opened again”

Participant 6
“the financial impact is huge ”

Participant 7
“‘we couldn’t do business as usual ”

Participant 13
“value options was very very important”
Participant 1
“regulation did not impact that much”
Participant 3
“deliveries was quite big to make sure that if they don’t come into the shop and obviously you only had to be
50% in the shop but then you can do deliveries to make sure you retain them®
Participant 5
“we did deliveries”
Participant 8
“by doing deliveries on our own”
Participant 10
“Those strategies helped to keep us afloat during that difficult time”
Participant 11

Pertaining to Categories 4(A) and 4(B), it is evident that the major theme for these two categories
relates to:
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e Theme 4: Customer retention strategies in the fast-food industry (see Table 5-5).

5.3 SUMMARY

Table 5-6 provides a summary of the categories and themes that were identified, as well as the

main findings pertaining to each theme.

Table 5-6: Summary of empirical results

Theme 1: Perception of customer retention in the fast-food industry

Categories 1(A) Interpretation 1(B) Importance

Main finding 5.1 | According to the responses of the participants, it has been identified that the
managers view customer retention as very important. Managers interpret
customer retention as providing good quality products and services, leading to
customers being satisfied and increasing the loyalty that the customer has towards
the business. Participants see customer retention as an important element to
ensure growth in their business. Furthermore, the participants stated that it is
important for customers to remain loyal to their business and not move to
competitors, as well as spreading a positive image of the business to other
potential customers.

Theme 2: Awareness of customer retention in the fast-food industry

Categories 2(A) 2(B) 2(C)

Main finding 5.2 | The majority of participants make use of software databases to track returning
customers at their businesses. Few participants do not track returning customers
at all, but rather try to build personal relationships with customers. Furthermore,
participants stated that returning customers spend more money compared to new
customers. It was identified that the majority of participants have daily meetings
with their employees to highlight the importance of customer retention to them, as
well as evaluate their employees by means of various evaluation methods.

Theme 3: Challenges regarding customer retention in the fast-food industry

Categories 3(A) 3(B)

Main finding 5.3 | It was clearly identified that the main challenges faced by participants were a
combination of product and service quality issues. It was also identified that
customers do not have the financial capacity to spend money at fast-food
restaurants. The majority of participants mentioned that a decrease in customer
retention results in a decrease in profits at the fast-food restaurants. Furthermore,
few participants mentioned that a decrease in returning customers had no impact
on their business.

Theme 4: Customer retention strategies in the fast-food industry
Categories 4(A) 4(B)

Main finding 5.4 | Firstly, participants stated that they focus on enhancing their product and service
quality to retain more customers. Furthermore, participants stated that they make
use of value-added products, aggressive marketing, and also loyalty programmes
to retain more customers. It was clearly identified that the COVID-19 pandemic
had a massive effect on the businesses as well as the strategies that they
implemented to retain customers. The majority of participants used new strategies
to retain more customers during the pandemic, such as making use of delivery
systems. These strategies not only assisted in the retention of customers but also
attracted new customers to the business.
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This chapter presented the empirical results that were obtained by interviewing multiple managers
of fast-food restaurants in the North West province of South Africa. The methods used to obtain
the results include the Morse and Field approach as well as the utilisation of the ATLAS.ti (version
22) software to analyse the data. The chapter commenced with an introduction of what the chapter
will discuss (Section 5.1), followed by the research results obtained from the study (Section 5.2),
and concluded with a summary of the findings of the research results (Section 5.3). Chapter 6
presents the conclusions, recommendations and limitations of the study and provides guidelines

for future research.
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CHAPTER 6

CONCLUSIONS AND RECOMMENDATIONS

6.1 INTRODUCTION

This chapter sets out to address the research objectives that have been formulated for this study.
The chapter commences with a brief overview of the study, followed by conclusions and
recommendations for each of the objectives of the study. The chapter then discusses the link
between the literature review and the empirical results. Finally, the chapter describes the

limitations of the study and provides suggestions for future research.
6.2 OVERVIEW OF THE STUDY

Competition is fierce in the fast-food industry and it is important to devise effective customer
retention strategies in order to gain a competitive advantage in the industry (Ascarza et al.,
2018:67). This study aimed at closing the knowledge gap with regard to customer retention
strategies that managers of fast-food restaurants implement in the North West province of South

Africa while considering the COVID-19 pandemic that the world faced.

Considering the above, the results (Chapter 5), implications and the recommendations proffered,
this study could potentially be useful to managers in fast-food restaurants by enhancing their

understanding of customer retention and enabling them to devise strategies to retain customers.

Hence, the primary objective of this study (see Section 1.8.1) was to explore the strategies that
managers implement to enhance customer retention in the fast-food industry in the North West
province of South Africa. By doing so, the researcher gained valuable insights pertaining to
participants’ (managers) perception of customer retention, their awareness of the concept, the
different challenges they face, and the strategies that they implement to retain customers in the

fast-food industry.

In support of addressing the primary objective, the following secondary objectives (see

Section 1.8.2) were formulated for this study:

e To provide an overview of the main constructs of this study, namely the fast-food industry,

management, and customer retention.

e To conceptualise the current generic strategies that managers implement in the fast-food

industry to retain customers.
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To explore managers' view of customer retention in the fast-food industry.

To determine managers' awareness of customer retention in the fast-food industry.

To identify challenges experienced by managers in the fast-food industry to retain customers.

To identify strategies that managers implement to retain customers in the fast-food industry.

The aim of Chapter 2 was to provide a literature review pertaining to management in the fast-food
industry to ultimately understand what it entails. The reviewed literature from this chapter
highlighted the history of business management to provide an overview of what management is.
This was followed by a discussion of business management in the context of this study. Next the
different levels of management were discussed, followed by the four managerial functions that
are used in a day-to-day business. In Chapter 2 the different business functions have also
conversed to outline what activities managers in a fast-food restaurant oversee. Subsequently, a
discussion followed pertaining to the three roles that managers of a business should fulfil. Chapter
2 ended with a discussion on the business environments, as managers of a business should

understand the different environments to ensure that objectives are met.

Chapter 3 of the study focused on customer retention. The chapter commenced with a discussion
of the importance of customers to a business and was followed by considering the different
business model strategies that should be utilised to retain more customers in a business. Next,
an overview of customer retention was discussed which was followed by the building blocks of
customer retention, which include customer satisfaction, customer trust and customer loyalty.
Lastly, customer retention was deliberated on in more detail. The importance of customer
retention, the drivers of customer retention, and customer retention in the fast-food industry were
individually discussed to conclude Chapter 3. The key concepts of each literature chapter are

presented in Table 6-1.
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Table 6-1: Key aspects of each literature chapter

Key aspects Reference(s)

The term ‘business management’ was discussed to provide an | Section 2.2
understanding of what business management entails.

The historical developments of business management were Section 2.3; Figure 2-2
discussed, including the pre-scientific era, classical era,
behavioural era, modern era and emerging era.

Business management within the context of the study was Section 2.4; Figure 2-3
extrapolated.

The different levels of management were debated, including Section 2.5
lower-level management, middle-level management, as well as
top-level management.

The managerial functions in a business were discussed, which | Section 2.6
include planning, organising, leading and controlling.

The eight different business functions that form part of any Section 2.7; Figure 2-4
business were addressed, which include marketing
management, financial management, public relations
management, operations management, human resource
management, administrative management, logistics
management, and information technology management.

The three different roles of managers were defined and Section 2.8; Figure 2-5
discussed, including the informational role, interpersonal role,
and the decisional role.

Chapter 2: Management in the fast-food industry

The three business environments were defined and discussed, | Section 2.9; Figure 2-6, 2-7,
which include the micro-environment, market environment and | 2-8
macro-environment.

The importance of customers was explained by defining a Section 3.2
customer and discussing the various types of customers
including buyers, consumers, relative non-consumers and
prospective consumers.

The four different business model strategies were discussed Section 3.3
that include cost leadership, differentiation, cost focus and
focus differentiation strategy.

An overview of customer retention was provided followed by Sections 3.4, 3.5, 3.6, 3.7;
the three pillars of customer retention which include customer Figure 3-2, 3-3, 3-4, 3-5
satisfaction, customer trust and customer loyalty.

Customer retention was defined followed by a discussion on Section 3.8; Figure 3-6, 3-7,
the three focal points of customer retention including the

importance of customer retention, the drivers of customer
retention and customer retention in the fast-food industry.

Chapter 3: Customer retention

Chapter 4 presented the research methodology of this study and discussed how the business
research process was applied to this study. An exploratory research design was used and primary
data was collected by means of a qualitative research approach. Moreover, the primary data was
collected by conducting individual interviews with 13 participants, which included managers of the

fast-food industry who were selected via convenience and judgement non-probability sampling.
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Chapter 5 presented the results obtained from the primary data analysis. The Morse and Field
approach was used to analyse the gathered data. Furthermore, the ATLAS. i (version 22) was
used to code the data. The results discovered in each of the categories as well as the findings

emanating from the identified themes were discussed in detail.
6.3 ADDRESSING THE RESEARCH OBJECTIVES

The conclusions and recommendations pertaining to the literature review (Chapters 1 to 3) and
the empirical results (Chapter 5) are presented in relation to the secondary objectives of this
study. Before each of the research objectives are addressed, a summary of the links between the

research objectives, the literature review, and the empirical study is provided in Table 6-2.

Table 6-2: Summary of the links between the research objectives, literature review

and the empirical study

Research objectives Literature review Empirical study

To explore the strategies that managers | Chapters 2 & 3 Interview questions:
implement to enhance customer retention in the B1-4: C1-4; D1-3; E1-4
fast-food industry.

1) To provide an overview of the main | Chapters 2 & 3
constructs of this study, namely the fast-
food industry, management, and customer

retention.

2) To conceptualise the current generic | Chapters 2 & 3 Interview question:
strategies that managers implement in the B1
fast-food industry to retain customers.

3) To explore managers’ view of customer | Chapter 3 Interview questions:
retention in the fast-food industry. B2: B3: C2

4) To determine managers’ awareness of | Chapters 2 & 3 Interview questions:
customer retention in the fast-food industry. C1: C3; C4; D2

5) To identify challenges experienced by | Chapters 2 & 3 Interview questions:
managers in the fast-food industry to retain D1: D3
customers.

6) To identify strategies that managers | Chapters 2 & 3 Interview questions:
implement to retain customers in the fast- B4; E1-E4

food industry.
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The following section will provide the conclusions and recommendations with regard to each of
the secondary objectives based on the empirical research results presented in Chapter 5, as well

as the literature review presented in Chapters 2 and 3.
6.3.1 Secondary objective 1

Secondary objective 1 was to provide an overview of the main constructs of this study, namely
the fast-food industry, management and customer retention. Table 6-3 presents findings from the

literature, conclusions and recommendations concerning Secondary objective 1.

Table 6-3: Conclusions and recommendations: Secondary objective 1

Literature findings: Secondary objective 1

The fast-food industry is seen as a well-established economy that generated a revenue of
$875,26 billion in 2019 with an average annual growth of $20,36 billion between 2011 and 2019
(Statista, 2020). It is predicted that the fast-food industry in South Africa will grow from $2,7
billion in 2018 to $4,9 billion in 2026 (Thomas & Deshmukh, 2019). Competition in the fast-food
industry is fierce and retention of customers is seen as the main aspect needed to achieve
success within the industry (Ascarza et al., 2018:67). The fast-food industry has changed
extensively throughout the years and to stay competitive within the industry the trend moved

towards online food ordering and delivery (Ghosh, 2020:646).

Management is viewed as a power and control mechanism that consists of four functions,
namely planning, organising, leading and controlling, and it is important to combine these four
functions to ensure the efficient use of resources in a business (Blok, 2020:176; Mukwakungu
et al., 2019a). Furthermore, there are three important levels of management in a business, each
with its own activities in the business. These levels include lower-level management, middle-
level management, and top-level management (Tappura et al., 2017:1148) (see Section 2.5).
There are eight different business functions that the management of a business should manage
to ensure the successful execution of business goals, and these eight functions include
marketing management, financial management, public relations management, operations
management, human resources management, administrative management, logistics
management, and information technology management (De Lange, 2017:42) (see Section 2.7).
Finally, the management of any business should conduct a thorough analysis of the three
business environments which include the micro-environment, market environment and macro-
environment to ensure that all operations of the business run smoothly (Lawrence, 2020:48)
(see Section 2.9).
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Table 6-3: Conclusions and recommendations: Secondary objective 1 (continued)

Literature findings: Secondary objective 1

Customer retention refers to the decision of an existing customer to return to a business and
continue making use of its products and/or services. Customer retention is seen as one of the
key elements for a business to be sustainable (Nitzan & Libai, 2011:25). According to
Parawansa (2018:54), customer retention will be achieved when customers have a positive
relationship with a business. Customer retention is the long-term commitment of a customer to
purchase from the same business repeatedly, and it is accomplished by following a process to
gain the customer's loyalty (Cambra-Fierro et al., 2021:3; Darzi & Bhat, 2018:665; Hanaysha,
2018:4). Firstly, it is important for a business to understand what a customer is, and it is defined
by Sharma et al. (2021:1696) as an individual who exchanges money for products or services,
resulting in increased revenue for a business. Customers can be divided into four subcategories
including buyers, consumers, relative non-consumers, and prospective consumers (Florea &
Duica, 2017:48) (see Section 3.2). In order for the business to have customers, the
management team must ensure that the consumers' demands are addressed, which will result
in customer satisfaction leading to customer retention (Hamzah & Shamsudin, 2020:1). There
are four business model strategies that should be considered in any business which will lead
to increased customer retention rates if incorporated efficiently, including cost-leadership,
differentiation, cost focus, and focused differentiation strategies (Hales & Mclarney, 2017:8)
(see Section 3.3). To build customer retention, there are three building blocks that should be
considered, including customer satisfaction, customer trust, and customer loyalty (Islam et al.,
2021:126). Customer satisfaction refers to how well the needs of customers are met, and
whether or not they had a favourable experience with the business, product, or service. It is
seen as the main factor leading to customer retention as satisfied customers will build trust in
the business resulting in customers becoming loyal to the business and finally leading to
returning customers (Hamzah & Shamsudin, 2020:2; Nashwan & Hassan, 2017:101).
Customer trust refers to the feelings that customers have towards a business and is built by the
reputation, performance, claims and expectations of the business (Leninkumar, 2017:451;
Marakanon & Panjakajornsak, 2017:25) (see Section 3.6). The final building block of customer
retention, customer loyalty, refers to customers that will continue using the same business for
their purchases and consist of two types of loyalty, including attitudinal loyalty and behavioural
loyalty (Leninkumar, 2017:451; Sitanggang et al., 2019:29) (see Section 3.7). Customer
retention is crucial in a business, and effective retention strategies should be devised to ensure
more customers return to the business as this will lead to an increase in the business’s

profitability and sustainability (Almohaimmeed, 2019:426).
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6.3.2 Secondary objective 2

The aim of Secondary objective 2 is to conceptualise the current generic strategies that managers
implement in the fast-food industry to retain customers. Table 6-4 presents the conclusions and

recommendations of Secondary objective 2.

Table 6-4: Conclusions and recommendations: Secondary objective 2

Literature findings: Secondary objective 2

There are four business model strategies that need to be considered in a business to enhance
customer retention, and are known as Porter's generic strategies. These strategies include
cost leadership, differentiation, cost focus, and focused differentiation (Hales & Mclarney,
2017:8). The cost leadership strategy is used by businesses to maximise their performance
by producing goods at the lowest possible cost, and businesses that employ this strategy has
an edge in the market as they can sell goods at market price or below market price and still
turn a profit (Gure & Karugu, 2018:9; Omsa et al., 2017:10). With the differentiation strategy,
businesses focus on developing different products or services that are offered by other
businesses and are seen as unique by customers (Firoz Suleman et al., 2019:168).
Successful adoption of this strategy will allow businesses to have an advantage over
competitors, as innovation will allow the business to attract and retain more customers by
offering a unique product or service that competitors do not offer (Gure & Karugu, 2018:9).
The cost focus strategy is linked to the cost leadership strategy, and with this strategy, the
business serves a limited buyer segment at lower rates than that of competitors (Hales &
Mclarney, 2017:8). The final strategy, known as the focused differentiation strategy is linked
to the differentiation strategy, in which businesses offer unique products or services to a
specific buyer segment that are of higher value than products or services offered by

competitors (Hales & Mclarney, 2017:8).

These four strategies are used in any fast-food business to retain more customers if
implemented effectively. Furthermore, it is important that managers communicate the

importance of these strategies to their employees in order to retain more customers effectively.

Conclusions: Secondary objective 2

Conclusion 2.1: As evident from the results of Category 1(A), participants mentioned that

they differentiated their products or services from those of competitors to retain customers.
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Table 6-4: Conclusions and recommendations: Secondary objective 2 (continued)

Recommendations: Secondary objective 2

Recommendations 2.1: Managers of fast-food restaurants should ensure that their products
or services are different, unique, or add more value in comparison to competitors' offerings.
Managers can do so by offering specials on products to their customers and training
employees to communicate the specials to customers before they order their meals.
Furthermore, managers can offer coupons to customers that spend more than a certain
amount of money at their business. This will improve the chances of the customers returning
to the business to exchange their coupon for a product. Managers can also implement a loyalty
programme from which a customer can earn rewards (e.g., vouchers, discounts, free meals

every n'" visit, etc.) that will incentivise them to visit the restaurant again.

6.3.3 Secondary objective 3

The third secondary objective is focused on exploring managers' views of customer retention in
the fast-food industry. Table 6-5 presents the conclusions and recommendations of Secondary

objective 3.

Table 6-5: Conclusions and recommendations: Secondary objective 3

Literature findings: Secondary objective 3

Customer retention is important in the fast-food industry, as there is intense rivalry amongst
competitors in the industry (Yu et al., 2021:3). Managing customer retention in a fast-food
business is essential, as it will provide the business with a competitive edge in the industry

resulting in higher profits and ultimately a successful business (Othman et al., 2021:11).

Data pertaining to managers' views of customer retention in the fast-food industry was
collected by means of interviews with participants (managers of fast-food restaurants).
Secondary objective 3 was addressed in main findings 5.2.2.2 & 5.2.3.2. Conclusions and

recommendations pertaining to managers' views on customer retention are provided below.
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Table 6-5: Conclusions and recommendations: Secondary objective 3 (continued)

Conclusions: Secondary objective 3

Conclusion 3.1: The majority of participants regard customer retention as an important factor

in their business, as it relates to the way in which they expand their business. Furthermore,
some participants stated that they need to keep their customers happy in order for them to not

move to competitors.

Conclusion 3.2: Some participants stated that it is important to keep customers satisfied as
it results in positive word-of-mouth marketing, leading to an increase in new and returning

customers.

Conclusion 3.3: A few participants stated that loyal customers will continue purchasing from

the business during difficult times and also make more purchases.

Conclusion 3.4: The majority of participants hold the view that returning customers that are

loyal to the business are more important for revenue compared to new customers.

Recommendations: Secondary objective 3

Recommendation 3.1: Managers of fast-food restaurants should primarily focus on customer
retention within the lower levels of management (such as floor managers), as they are
responsible for the most interaction with customers and ensuring that they are satisfied. By
adopting a focus on customer retention as a main element of success, fast-food restaurants

could experience increased profits and sustainability.

Recommendation 3.2: Managers of fast-food restaurants should strive to keep their
customers satisfied in order to establish a positive image of the business. Any negative
experiences should be dealt with as soon as possible to prevent negativity about the business

to spread.

Recommendation 3.3: Managers of fast-food restaurants should invest time and capital into
building the loyalty of their customers. This can be done by understanding the current attitude
of the customers towards the business and focusing on building their trust and satisfaction in
the business. It is important that the fast-food restaurant has friendly and competent staff, as
this will lead to an emotional bond that will be established between the customer and the

business.
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6.3.4 Secondary objective 4

Secondary objective 4 is to determine managers' awareness of customer retention in the fast-
food industry. Table 6-6 presents the conclusions and recommendations of Secondary

objective 4.

Table 6-6: Conclusions and recommendations: Secondary objective 4

Literature findings: Secondary objective 4

Customer retention, as explained in Section 3.8.1, is an important element to consider when
managing a business. Understanding customer retention is important for a business's
profitability and sustainability (Almohaimmeed, 2019:426). Therefore, in understanding
customer retention, managers are able to devise strategies so that the business’s profitability
and sustainability can be improved (Ascarza et al., 2018:7). In a study conducted by Nwokah
and Ngirika (2017:179), it was found that increasing customer retention rates by 5% can lead

to an increase of a business’s profitability by nearly 100%.

Data pertaining to managers' awareness of customer retention in the fast-food industry was
collected by means of interviews with participants. Secondary objective 4 was addressed in
findings 5.2.3.1, 5.2.3.3 & 5.2.4.2. Conclusions and recommendations pertaining to managers'

awareness of customer retention in the fast-food industry are provided below.

Conclusions: Secondary objective 4

Conclusion 4.1: The majority of participants identified the above-average quality of products

and services as key elements in the retention of customers at the fast-food restaurants they

manage.

Conclusion 4.2: The majority of participants make use of database systems which include
loyalty cards, application (App) orders, phone orders and online orders to keep track of the
customers, how much money they spend, and the frequency of their orders from the business.
Few participants stated that they do not track the retention rates but rather build strong

relationships with their customers to promote retention.

Conclusion 4.3: Few participants stated that they are still small businesses and customer

retention does not have a significant effect on their business.
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Table 6-6: Conclusions and recommendations: Secondary objective 4 (continued)

Recommendations: Secondary objective 4

Recommendation 4.1: Managers of fast-food businesses should invest a large amount of
time, capital and effort in the quality of the products that they offer their customers. By
providing products that are freshly prepared with high-quality ingredients, customers will

experience a higher level of satisfaction, which will lead to an increase in retention.

Recommendation 4.2: Managers should ensure that the employees of the business are well-
trained and well-presented to provide professional service to the customers. Furthermore, it is
important to also build personal relationships with regular customers, and this should be done
through competent staff members. As the fast-food industry experiences fierce competition, it
is important that managers of fast-food restaurants ensure that customers receive superior

services in comparison to competitors' services.

Recommendation 4.3: Managers of fast-food businesses should invest capital in tracking
systems to establish how often their customers make purchases. This can be done by offering
customers a loyalty programme with a loyalty card or through their mobile numbers, and

offering incentives for signing up such as discount coupons.

Recommendation 4.4: The managers of fast-food businesses should focus on customer
retention even though they are small businesses. This is important because as they grow,

they will have a large customer base that will trust them and be loyal to them.

6.3.5 Secondary objective 5

Secondary objective 5 is to identify challenges experienced by managers in the fast-food industry
to retain customers. Table 6-7 presents the conclusions and recommendations of Secondary

objective 5.

Table 6-7: Conclusions and recommendations: Secondary objective 5

Literature findings: Secondary objective 5

Challenges that arise in businesses need innovative solutions, and the higher the positions
that a manager is in, the more abilities they require to solve these challenges (Shum et al.,
2018:59). By considering the different roles that managers have, it is important to advise the
managers of fast-food restaurants in the decisional role when challenges arise. A manager
has a decisional role in the business where they are seen as an entrepreneur, disturbance

handler, resource allocator, and negotiator (Dunn, 2021:11).
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Table 6 7: Conclusions and recommendations: Secondary objective 5 (continued)

Literature findings: Secondary objective 5

When challenges arise, managers need to act as disturbance handlers. In this role, it is
important that managers take corrective action when unexpected challenges arise (such as
the COVID-19 pandemic), and they should ensure that the business environment remains

calm in these instances (Altamony & Gharaibeh, 2017:921).

Data pertaining to the challenges experienced by managers in the fast-food industry to retain
customers was collected by means of interviews with participants. Secondary objective 5 was
addressed in Finding 5.2.4.1. Conclusions and recommendations pertaining to challenges
experienced by managers in the fast-food industry to retain customers are provided below.

Conclusions: Secondary objective 5

Conclusion 5.1: The majority of participants stated that the COVID-19 pandemic had a

negative impact on customer retention rates, and that they lost a lot of their customers as they

were timid that the restaurant did not implement the safety measures effectively.
Conclusion 5.2: From a financial perspective, the majority of participants stated that
customers do not have the financial capacity to spend money at their businesses.

Conclusion 5.3: Other challenges include not having the kitchen capacity for a wide variety
of meals to be prepared, fierce competition in the industry, and the electricity crisis the country

is facing.

Recommendations: Secondary objective 5

Recommendation 5.1: Managers of fast-food restaurants should continuously employ safety

measures and also market their business according to that, not only when problems arise.
This includes sanitising surfaces every few hours, and deep-cleaning the store after every
shift. While employing these safety protocols, managers could take pictures and post them on
social media as a marketing method to make customers realise that health and safety are of

utmost importance to the business.

Recommendation 5.2: Managers of fast-food restaurants should invest more time and capital
into market research to identify products that customers will purchase that cost less to
produce, but are still of high quality. Furthermore, managers should identify value meal options
where more products are offered at a discounted price. Managers of fast-food restaurants can
make use of specials for every day of the week. By doing this they will attract and retain more

customers, as they will perceive the value-to-price-ratio as superior within the industry.
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Table 6 7: Conclusions and recommendations: Secondary objective 5 (continued)

Recommendations: Secondary objective 5

Recommendation 5.3: Not having a large kitchen capacity can be curbed by offering
customers different products on a weekly basis for a certain period of time. By doing so,
managers can identify the products that are sold the most and build a menu consisting of the
most popular items. This will also reduce the inventory levels of the restaurant which will

reduce costs.

Recommendation 5.4: Fierce competition in the industry can be dealt with by implementing
a cost focus strategy where managers should identify specific segments of customers and
offer them special prices on the product. A prime example is offering pensioners a discounted
price every day of the week. Managers can also implement a focused differentiation strategy,
where a specific market segment is targeted and provided with unique dishes that are only
valid for a limited time. By consistently implementing such a strategy, a fast-food restaurant
could charge a higher premium for the unique/differentiated products, which will serve as their
competitive advantage.

Recommendation 5.5: To overcome the electricity crises that the country is facing, fast-food

restaurants should invest capital in a generator or solar power. The restaurant should be

marketed aggressively by concentrating on the fact that they do not have any power outages.

6.3.6 Secondary objective 6

The sixth secondary objective is to identify strategies that managers implement to retain
customers in the fast-food industry. Table 6-8 presents the conclusions and recommendations of

secondary objective 6.

Table 6-8: Conclusions and recommendations: Secondary objective 6

Literature findings: Secondary objective 6

It is important to develop unique strategies when working on customer retention in the fast-
food industry. Customer retention strategies can be derived from the different business model
strategies (see Section 3.3) and incorporate elements from customer satisfaction (see Section
3.5), customer trust (see Section 3.6), and customer loyalty (see Section 3.7). The three
business model strategies include cost leadership, differentiation, cost focus, and focused
differentiation (Hales & Mclarney, 2017:8). All the different strategies should be paired up with
the elements of customer satisfaction, customer trust and customer loyalty in order to develop

unique customer retention strategies within the fast-food industry.
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Table 6 8: Conclusions and recommendations: Secondary objective 6 (continued)

Literature findings: Secondary objective 6

Data pertaining to the strategies that managers implement to retain customers in the fast-food
industry was collected by means of interviews with participants. Secondary objective 6 was
addressed in Findings 5.2.5.1 & 5.2.5.2. Conclusions and recommendations pertaining to the
strategies that managers implement to retain customers in the fast-food industry are provided
below.

Conclusions: Secondary objective 6

Conclusion 6.1: The majority of participants have daily meetings with their employees to
communicate the importance of good quality products and services to ensure that customers
are retained. Most of the participants feel it is important to train employees on customer service

in order for customers to be retained.

Conclusion 6.2: The majority of employees focus on the mantra ‘the customer is always right’
when training their employees.

Conclusion 6.3: Employees are evaluated through mystery shoppers and direct evaluations

by head office.

Conclusion 6.4: Participants make use of database systems to track the frequency with which
customers visit restaurants and how much they spend.

Conclusion 6.5: The maijority of participants focus on good quality products and services, as
well as value-added products, aggressive marketing, loyalty programmes, and being open
during load-shedding to retain more customers.

Conclusion 6.6: A few participants stated that they form part of community projects to show
the customers that they care.

Conclusion 6.7: The majority of participants stated that they made use of delivery systems,
special offerings and safety protocols during the pandemic to retain more customers.
Conclusion 6.8: The majority of participants stated that they simply gave their customers
emotional support by calling them or sending out SMSs to ask their customers if they are

coping with the pandemic.
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Table 6 8: Conclusions and recommendations: Secondary objective 6 (continued)

Recommendations: Secondary objective 6

Recommendation 6.1: Managers of fast-food restaurants should set up intensive training
schools for employees to assist them in providing the best customer service and products to
customers. Employees should be continuously evaluated for the quality of their service and
should be able to identify products that do not meet the standards of the restaurant. This will
ensure that customer complaints are minimised, since fierce competition in the industry
presents customers with a variety of options to choose from if they are not satisfied with the

customer service.

Recommendation 6.2: The managers of fast-food restaurants should ensure that the
employees understand the mantra of ‘the customer is always right'. Intensive training will allow
the employees to understand the importance of this mantra, and managers should frequently
send in mystery shoppers to identify employees that do not follow this mantra. Employees who
do not follow this mantra should face disciplinary action and be requested to attend further
training.

Recommendation 6.3: Managers of fast-food restaurants should monitor customer spending.
This could be implemented through a differentiation strategy. Each customer that visits the
store should be tracked, and an easy way of doing this is by providing them with loyalty cards
and giving them a value-added product immediately as compensation for forming part of the
loyalty programme. For example, the restaurant can offer the customer a loyalty card with a

R50 voucher pre-loaded and give them a 5% discount on each future sale.

Recommendation 6.4: When forming part of community projects, managers of fast-food
restaurants should market their businesses according to the community projects they were
involved with. This will inform customers that they are not only in business for financial gain
but also to contribute to the community. This could lead to the establishment of an emotional

connection with the customers, which will promote retention.

Recommendation 6.5: As customers have become used to being at home during the
pandemic, food delivery services have become imperative. Managers of fast-food restaurants
should ensure that they offer customers meal delivery. Fast-food restaurants could establish
their own delivery services, since third-party delivery services are more expensive and the
financial capacity of consumers (as seen in Conclusion 5.3) is limited.
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Table 6 8: Conclusions and recommendations: Secondary objective 6 (continued)

Recommendation 6.6: The managers of fast-food restaurants need to employ strategies that
differentiate them from their competitors in order to retain more customers. Firstly, managers
should stay in contact with their customers by regularly informing them about the business’s
operating times and special or limited-time offers. They can keep customers informed through
social media sites, websites and mobile marketing. By keeping in contact with customers, an
emotional bond will form between the customer and the fast-food restaurants, which will

promote customer retention.

6.4 LINKING ALL ASPECTS OF THE STUDY: RESEARCH OBJECTIVES, QUESTIONS,
MAIN FINDINGS, CONCLUSIONS, AND RECOMMENDATIONS

Table 6-9 provides a summary of the links of all the aspects of the study, including the secondary

objectives, questions, main findings, conclusions and recommendations.

Table 6-9: Links between research objectives, questions, main findings,

conclusions and recommendations

Questions Main findings Conclusions Recommendations

Secondary objective 1: To provide an overview of the main constructs of this study, namely the fast-
food industry, management, and customer retention.

Chapters 2 and 3

Secondary objective 2: To conceptualise the current generic strategies managers implement in the
fast-food industry to retain customers.

Section B: Question 1 5.2.21 2.1 2.2

Secondary objective 3: To explore managers' views of customer retention in the fast-food industry.

Section B: Question 2 & 3 5.2.2.2and 5.2.3.2 3.1-34 3.1-3.3
Section C: Question 2

Secondary objective 4: To determine managers' awareness of customer retention in the fast-food
industry.

Section C: Question 1, 3 & 4 523.1;5.233and 5242 | 4.1-4.3 41-44
Section D: Question 2

Secondary objective 5: To identify challenges experienced by managers in the fast-food industry to
retain customers.

Section D: Question 1 & 3 5241 51-53 51-55

Secondary objective 6: To identify strategies managers implement to retain customers in the fast-
food industry.

Section B: Question 4 5.25.1and 5.2.5.2 6.1-6.8 6.1-6.6
Section E: Questions 1-4
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6.5 LIMITATIONS OF THE STUDY

Burns and Veeck (2020:489-490) mention that no research is without limitations and that each

study is affected by certain theoretical as well as empirical limitations. Therefore, although this

study was planned and executed in an efficient manner with the guidance of the business

research process, a few limitations were evident in the study. Thus, this section provides the

theoretical and empirical limitations of this study.

6.5.1

6.5.2

Theoretical limitations:

Limited research was available on customer retention strategies implemented in the fast-
food industry in South Africa. With this in mind, the researcher consulted and used a
variety of literature sources from international studies on customer retention strategies.
To the best of the researcher’s knowledge, no study was conducted on customer retention
strategies in the fast-food industry in the North West province of South Africa. As a result,
international literature was used for the theoretical underpinning of customer retention
strategies in the fast-food industry.

Since customer retention is widely regarded as a marketing concept — and this study was
conducted from a managerial perspective — literature was sought from several business-
related fields.

Since this study also investigated how the COVID-19 pandemic affected customer
retention during the time of the pandemic, limited literature pertaining to the pandemic

existed, and resulted in most of the sources being used as pre-COVID sources.
Empirical limitations:

Considering POPIA (2013), no sampling frame could be used in this study to identify
managers of fast-food restaurants in the North West province of South Africa. This also
resulted in the use of convenience and judgment sampling methods, which allowed for
bias in the selection of participants.

This study was only conducted in the North West province of South Africa, which means
that the conclusions and recommendations proposed by this study might not be applicable
to other provinces as it is not representative of the entire country, and cannot be
generalised.

Given the qualitative nature of this study, the sample consisted of a small number of
participants.

The qualitative approach also resulted in some jargon being used by managers. This is

also evident from the verbatim quotes posited in Chapter 5.
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e The qualitative approach of this study also meant that the results were subjectively
interpreted by the researcher. This is further evident in the main findings, conclusions and
recommendations posited in this chapter.

e Cost constraints prevented this study from conducting follow-up interviews with
participants to gain further insight into the effects of the COVID-19 pandemic. Cost
constraints also led to a smaller sample size being used.

e Time constraints prohibited the use of probing questions to gain more insight from
managers on their responses. Since all the participants were also managers at fast-food
restaurants, they had limited time to be interviewed. This had the effect that the interview

guide needed to be within a certain time limit.
6.6 Future research suggestions
The following suggestions have been identified for future research studies:

e Alarger sample size could be used in the future to provide a more accurate representation
of the target population.

e Future studies can focus on a larger geographical area, as this study only focused on
managers of fast-food restaurants in the North West province of South Africa.

e Future research can be conducted with employees of fast-food restaurants rather than
managers in order to understand their views on customer retention.

e Prospective studies can investigate customer retention strategies after the COVID-19
pandemic.

e Future studies can also develop a quantitative questionnaire to assess customer retention
within the fast-food industry on a larger sample.

e Customer retention strategies used within other industries can also be investigated and
compared to the results of this study.

e Future studies can also focus on comparing the customer retention strategies used in

different countries.
6.7 CONTRIBUTION OF THE STUDY

The contribution of the study is explained and divided into theoretical contributions and practical

contributions.
6.7.1 Theoretical contributions

The study contributes towards existing literature in the business management field by providing

information on theoretical aspects, including management, the fast-food industry, and customer
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retention strategies. The interview guide that was developed and used in this study can be applied
and refined in future studies on customer retention. To the researcher’s best knowledge, this was
the first study to explore customer retention strategies in the fast-food industry in the North West
province of South Africa considering the impact of the COVID-19 pandemic. Based on the
categorical and thematic analysis of the empirical findings, the four themes and nine
subcategories identified extends existing knowledge on customer retention strategies in the fast-

food industry.
6.7.2 Practical contributions

The results, conclusions and recommendations that were made during this study can be used by
managers of fast-food restaurants to enhance customer retention within their businesses in order
to enhance their profitability as well as sustainability within the fast-food industry. The study
identified that managers of fast-food restaurants need to enhance their product and service
quality, which will result in more retained customers. It is prevalent throughout the study that
managers of fast-food restaurants could consider implementing a differentiation strategy where
they focus on providing a unique product or service. For instance, fast-food restaurants can
provide a unique product by acquiring high-quality ingredients from dependable suppliers. In the
same vein, managers can provide intensive training to employees to provide a unique service.
Furthermore, this study identified that managers could focus on establishing loyalty programmes
for their customers, as this will monitor customer retention rates. Lastly, it was identified that fast-
food restaurants should focus on alternative power supply options, as the electricity crisis in South
Africa is leading to a decrease in customer retention in fast-food restaurants where there are no

backup power utilities.
6.8 CONCLUSION

This chapter commenced with an overview of the study, followed by addressing each of the
secondary objectives through conclusions and recommendations. This was followed by limitations
and future research suggestions. This chapter concluded with a discussion of the contribution that
this study has offered. From the literature and empirical findings, it was evident that customer
retention strategies in the fast-food industry were considered a key element contributing towards
the success of fast-food restaurants. By ensuring customers are retained, managers will realise
an increase in the profitability and sustainability of the fast-food restaurant that they manage.
Through the theoretical and practical results that were obtained in this study, it is clear that the
management of customer retention strategies will enhance the profitability and sustainability of
fast-food restaurants in the North West province of South Africa, hence, the primary objective of

the study was achieved.

140



REFERENCE LIST

Abah, E. 2017. Administrative and management principles, theories and practice. Saarbrucken:
Lambert Academic Publishing.

Abdoh, H.M.B., Saany, S.l.A., Jebur, H.H. & El-Ebiary, Y. 2020. The effect of PESTLE factors
on e-government adoption in Jordan: a conceptual model. International Journal of Engineering
Trends and Technology, 68:19-23. http://dx.doi.org/10.14445/22315381/CATI3P203

Adhabi, E. & Anozie, C.B. 2017. Literature review for the type of interview in qualitative
research. International Journal of Education, 9(3):86-97. http://dx.doi.org/10.5296/ije.v9i3.11483

Adiele, K.C. & Kenneth-Adiele, N. 2017. Service speed and patronage of quick—service
restaurants in port harcourt. International Institute of Academic Research and Development,
2(1):32-38.

Afthanorhan, A., Awang, Z., Rashid, N., Foziah, H. & Ghazali, P. 2019. Assessing the effects of
service quality on customer satisfaction. Management Science Letters, 9(1):13-24.
http://dx.doi.org/10.5267/j.msl.2018.11.004

Agyeiwaah, E. & Dayour, F. 2021. How does employee commitment impact customers'
attitudinal loyalty? Journal of Hospitality and Tourism Insights, 5(2):350-376.
https://doi.org/10.1108/JHTI-09-2020-0169

Ahmetoglu, G., Chamorro-Premuzic, T., Klinger, B. & Karcisky, T. 2017. The Wiley handbook of

entrepreneurship. Hoboken, NJ: Wiley.

Aini, Q., Zaharuddin, Z. & Yuliana, Y. 2018. Compilation of criteria for types of data collection in
management of research methods. Aptisi Transactions on Management, 2(2):97-103.
https://doi.org/10.33050/atm.v2i2.787

Aji P, H. & Andriyani, D.E. 2020. Public relations management in building the image of schools

in senior high school. Journal of the Community Development in Asia, 3(3):1-6.

141


http://dx.doi.org/10.14445/22315381/CATI3P203
http://dx.doi.org/10.5296/ije.v9i3.11483
http://dx.doi.org/10.5267/j.msl.2018.11.004
https://doi.org/10.1108/JHTI-09-2020-0169
https://doi.org/10.33050/atm.v2i2.787

Reference list

Akhtar, |. 2016. Research design. Research in Social Science, 1:68-84.
https://dx.doi.org/10.2139/ssrn.2862445

Akramovich, .M. & Muratovna, N.N. 2019. Importance of peculiarities of services in

management of enterprises. Asian Journal of Technology & Management Research, 9(1):43-48.

Al-Ababneh, M.M. 2020. Linking ontology, epistemology and research methodology. Science &
Philosophy, 8(1):75-91. http://dx.doi.org/10.23756/sp.v8i1.500

Al-Ali, A.H. & Abu-Rumman, A. 2019. The role of total quality management in the face of

challenges: a study in Lafarge-Jordan. Academy of Strategic Management Journal, 18(1):1-16.

Al-Gharaibah, O. 2020. Customer retention in five-star hotels in Jordan: the mediating role of
hotel perceived value. Management Science Letters, 10(16):3949-3956.
http://dx.doi.org/10.5267/{.msl|.2020.7.015

Al-Neyadi, H.S., Abdallah, S. & Malik, M. 2018. Measuring patient's satisfaction of healthcare
services in the UAE hospitals: using SERVQUAL. International Journal of Healthcare
Management, 11(2):96-105. https://doi.org/10.1080/20479700.2016.1266804

Al-Omari, Z., Alomari, K. & Aljawarneh, N. 2020. The role of empowerment in improving internal
process, customer satisfaction, learning and growth. Management Science Letters, 10(4):841-
848. http://dx.doi.org/10.5267/j.msl.2019.10.013

Al-Tit, A.A. 2015. The effect of service and food quality on customer satisfaction and hence

customer retention. Asian Social Science, 11(23):129-139.

Al Breiki, M. & Nobanee, H. 2019. The role of financial management in promoting sustainable
business practices and development. SSRN Electronic Journal, 1:1-20.
https://dx.doi.org/10.2139/ssrn.3472404

Alava, R.P., Murillo, J.M., Zambrano, R.B. & Zambrano Vélez, M.l. 2018. PEST analysis based
on neutrosophic cognitive maps: a case study for food industry. Neutrosophic Sets and
Systems, 21(1):84-92.

142


https://dx.doi.org/10.2139/ssrn.2862445
http://dx.doi.org/10.23756/sp.v8i1.500
http://dx.doi.org/10.5267/j.msl.2020.7.015
https://doi.org/10.1080/20479700.2016.1266804
http://dx.doi.org/10.5267/j.msl.2019.10.013
https://dx.doi.org/10.2139/ssrn.3472404

Reference list

Alberti, F.G., Ferrario, S. & Pizzurno, E. 2018. Resilience: resources and strategies of SMEs in
a new theoretical framework. International Journal of Learning and Intellectual Capital,
15(2):165-188. http://dx.doi.org/10.1504/IJLIC.2018.10010129

Albrecht, D., Bolstad, K., Endrizzi, T., Erickson, M., Fricker, R., Fruechte, M., ... Larson, K.

2019. Leadership as we know it. Winona, MN: Winona State University.

Alexander, L.D. 1979. The effect level in the hierarchy and functional area have on the extent
Mintzberg's roles are required by managerial jobs. In. Academy of Management Proceedings,
Oregon State University. New York, NY: Academy of Management Briarcliff Manor. pp. 186-
189.

Alharahsheh, H.H. & Pius, A. 2020. A review of key paradigms: positivism vs interpretivism.
Global Academic Journal of Humanities and Social Sciences, 2(3):39-43. DOI:
10.36348/gajhss.2020.v02i03.001

Ali, A. & Bhasin, J. 2019. Understanding customer repurchase intention in e-commerce: role of
perceived price, delivery quality, and perceived value. Jindal Journal of Business Research,
8(2):142-157. https://doi.org/10.1177%2F2278682119850275

Ali, R., Jin, Z., Wu, K. & Melewar, T. 2017. How does reputation win trust? a customer-based
mediation analysis. International Studies of Management & Organization, 47(3):220-239.
https://doi.org/10.1080/00208825.2017.1318017

Alkitbi, S.S., Alshurideh, M., Al Kurdi, B. & Salloum, S.A. 2020. Factors affect customer
retention: a systematic review. In. International Conference on Advanced Intelligent Systems

and Informatics. Springer. pp. 656-667.

Allison, J. 2017. A vision statement taxonomy: linking strategic management, strategic
communication, and organizational culture. Global Journal of Management and Marketing,
1(2):1-18.

Almohaimmeed, B. 2019. Pillars of customer retention: an empirical study on the influence of
customer satisfaction, customer loyalty, customer profitability on customer retention. Serbian
Journal of Management, 14(2):421-435. https://doi.org/10.5937/sim14-15517

143


http://dx.doi.org/10.1504/IJLIC.2018.10010129
https://doi.org/10.1177%2F2278682119850275
https://doi.org/10.1080/00208825.2017.1318017
https://doi.org/10.5937/sjm14-15517

Reference list

Alonso-Vazquez, M., del Pilar Pastor-Pérez, M. & Alonso-Castafion, M.A. 2018. Management
and business plan. In. The Emerald Handbook of Entrepreneurship in Tourism, Travel and

Hospitality: skills for successful ventures. London: Emerald. pp. 153-168.

Alshurideh, M.T. 2016. Is customer retention beneficial for customers: a conceptual background.
Journal of Research in Marketing, 5(3):382-389. DOI: 10.17722/jorm.v5i3.126

Altamony, H. & Gharaibeh, A. 2017. The role of academic researcher to Mintzberg’s managerial
roles. International Journal of Business Management and Economic Research, 8(2):920-925.
http://dx.doi.org/10.13140/RG.2.2.27971.40484

Amankwaa, L. 2016. Creating protocols for trustworthiness in qualitative research. Journal of
Cultural Diversity, 23(3):121-127.

Amat, O. & Amat, N. 2019. Evolution of financial information and management control over the
last 150 years. The case of Bodegas Torres. (Economics Working Paper Series).
https://repositori.upf.edu/handle/10230/44757 Date of access: 12 February 2022.

Andrade, M. & Zeigner, S. 2021. Team ePortfolios in management education: insights into
students' skill development. e-Journal of Business Education and Scholarship of Teaching,
15(1):40-54.

Andreassen, N., Borch, O.J. & lkonen, E.S. 2018. Managerial roles and structuring mechanisms

within arctic maritime emergency response. In.: Northern Research Forum. pp. 1-18.

Anees, R.T., Nordin, N.A., Anjum, T., Cavaliere, L.P.L. & Heidler, P. 2020. Evaluating the
impact of customer relationship management (CRM) strategies on customer retention (a study
of fast food chains in Pakistan). Business Management and Strategy, 11(2):117-133.
https://doi.org/10.5296/bms.v11i2.17934

Anifowose, A.A., Alaba, A.F. & Olatunde, O.P. 2021. Relationship quality and customer
retention among fast food vendors in Ekiti state, Nigeria. British Journal of Management and
Marketing Studies, 4(2):89-103. https://doi.org/10.52589/BJMMS-XALVKOOU

Antwi, S.K. & Hamza, K. 2015. Qualitative and quantitative research paradigms in business
research: a philosophical reflection. European Journal of Business and Management, 7(3):217-
225.

144


http://dx.doi.org/10.13140/RG.2.2.27971.40484
https://repositori.upf.edu/handle/10230/44757
https://doi.org/10.5296/bms.v11i2.17934
https://doi.org/10.52589/BJMMS-XALVKO0U

Reference list

Anyanwu, H.C. & Gabriel, J.M.O. 2020. Macro environment and orginisational structure: a

review. International Journal of Trend in Scientific Research and Development, 5(1):25-33.

Anzengruber, J., Goetz, M.A., Nold, H. & Woelfle, M. 2017. Effectiveness of managerial
capabilities at different hierarchical levels. Journal of Managerial Psychology, 32(2):134-148.
https://doi.org/10.1108/JMP-12-2015-0451

Aphisamacharayothin, P. 2020. Strengthening district health system competency management
to supply needs of youth females, teen moms, and families. Sripatum Review of Humanities and
Social Sciences, 20(1):7-19.

Armstrong, G., Kotler, P., Trifts, V. & Buschwitz, A.L. 2017. Marketing: an introduction. 6th ed.

Toronto: Pearson.

Arora, P. & Narula, S. 2018. Linkages between service quality, customer satisfaction and

customer loyalty: a literature review. Journal of Marketing Management, 17(4):30-53.

Ascarza, E., Neslin, S.A., Netzer, O., Anderson, Z., Fader, P.S., Gupta, S., ... Neal, D. 2018. In
pursuit of enhanced customer retention management: review, key issues, and future directions.
Customer Needs and Solutions, 5(1):65-81. https://doi.org/10.1007/s40547-017-0080-0

Ashraf, S., llyas, R., Imtiaz, M. & Tahir, H.M. 2017. Impact of CSR on customer loyalty: putting
customer trust, customer identification, customer satisfaction and customer commitment into
equation-a study on the banking sector of Pakistan. International Journal of Multidisciplinary and
Current Research, 5(5):1362-1372.

Asiamah, N., Mensah, H.K. & Oteng-Abayie, E.F. 2017. General, target, and accessible
population: demystifying the concepts for effective sampling. The Qualitative Report,
22(6):1607-1621. https://doi.org/10.46743/2160-3715/2017.2674

Aspers, P. & Corte, U. 2019. What is qualitative in qualitative research. Qualitative Sociology,
42(2):139-160. https://doi.org/10.1007/s11133-019-9413-7

Astono, A.D. 2021. The effect of reputation and competence on customer loyalty through
customer trust. International Journal of Global Accounting, Management, Education, and
Entrepreneurship, 1(2):90-99. https://doi.org/10.48024/ijgame2.v1i1.12

145


https://doi.org/10.1108/JMP-12-2015-0451
https://doi.org/10.1007/s40547-017-0080-0
https://doi.org/10.46743/2160-3715/2017.2674
https://doi.org/10.1007/s11133-019-9413-7
https://doi.org/10.48024/ijgame2.v1i1.12

Reference list

Atmowardoyo, H. 2018. Research methods in TEFL studies: descriptive research, case study,
error analysis, and R & D. Journal of Language Teaching and Research, 9(1):197-204.
http://dx.doi.org/10.17507/jltr.0901.25

Auernhammer, J.M.K. & Leifer, L. 2019. Is organizational design a human-centered design
practice? In. Proceedings of the Design Society: International Conference on Engineering

Design. Cambridge University Press. pp. 1205-1214.

Awaluddin, M., Awaluddin, S.P. & Sumarni. 2020. Business performance fluctuation of small
business as the impact of leadership style, Financial Inclusion, and Financial management in
Makassar city. PalArch's Journal of Archaeology of Egypt/Egyptology, 17(7):10950-10960.

Ayhan, M.B. & Oztemel, E. 2014. A methodology to measure the degre of managerial
innovation. Journal of Industrial Engineering and Management (JIEM), 7(1):153-173.

Azam, M. & Qureshi, J.A. 2021. Building employer brand image for accumulating intellectual
capital: exploring employees' perspective in higher educational institutes. Estudios De
Economia Aplicada, 39(2):1-15. http://dx.doi.org/10.25115/eea.v39i1.3805

Azungah, T. 2018. Qualitative research: deductive and inductive approaches to data analysis.
Qualitative Research Journal, 18(4):383-400. https://doi.org/10.1108/QRJ-D-18-00035

Babin, B.J. & Zikmund, W.G. 2016. Exploring marketing research. 11th ed. Boston, MA:
Cengage.

Babin, B.J. & Zikmund, W.G. 2018. Essentials of marketing research. 6th ed. Boston, MA:
Cengage.

Baburaj, Y. & Narayanan, V.K. 2016. Five forces framework. In: Augier, M. & Teece, D., eds.
The Palgrave Encyclopedia of Strategic Management. London: Springer. pp. 1-7.

Bagheri, J., Mirzaei Daryani, S., Sattari Ardabili, F., Ahmadlou, M. & Azadi, B. 2021. A general
management skills for the hierarchy of bank managers. International Journal of Organizational
Leadership, 10(4):459-474. http://dx.doi.org/10.33844/ij0l.2022.60615

Bagshaw, K.B. 2017. Logistics management from the firms perspective. International Journal of
Supply Chain and Logistics, 1(3):1-18. https://doi.org/10.47941/ijscl.180

146


http://dx.doi.org/10.17507/jltr.0901.25
http://dx.doi.org/10.25115/eea.v39i1.3805
https://doi.org/10.1108/QRJ-D-18-00035
http://dx.doi.org/10.33844/ijol.2022.60615
https://doi.org/10.47941/ijscl.180

Reference list

Bairagi, V. & Munot, M.V. 2019. Research methodology: a practical and scientific approach.
Boca Raton: CRC Press.

Bajaj, S., Garg, R. & Sethi, M. 2018. Total quality management: a critical literature review using
Pareto analysis. International Journal of Productivity and Performance Management, 67(1):128-
154. https://doi.org/10.1108/IJPPM-07-2016-0146

Baker, S.E. & Edwards, R. 2012. How many qualitative interviews is enough? Expert voices and
early career reflections on sampling and cases in qualitative research. National Centre for
Research Methods 1:1-42.

Balan, V., Pryimak, V. & Tymchenko, I. 2021. A hybrid fuzzy approach for industry competition
analysis. Scientific Papers of the University of Pardubice. Series D. Faculty of Economics and
Administration, 29(2):1-13. https://doi.org/10.46585/sp29021280

Balinado, J.R., Prasetyo, Y.T., Young, M.N., Persada, S.F., Miraja, B.A. & Perwira Redi, A.A.N.
2021. The effect of service quality on customer satisfaction in an automotive after-sales service.
Journal of Open Innovation: Technology, Market, and Complexity, 7(2):1-12.
https://doi.org/10.3390/joitmc7020116

Bansal, P., Grewatsch, S. & Sharma, G. 2021. How COVID-19 informs business sustainability
research: it's time for a systems perspective. Journal of Management Studies, 58(2):602-606.
https://doi.org/10.1111/joms.12669

Barabas, R. 2018. Bank marketing environment. Pest analysis for the Romanian bank system.

The Journal of Contemporary Economy, 3(3):192-197.

Behdioglu, S., Acar, E. & Burhan, H.A. 2019. Evaluating service quality by fuzzy SERVQUAL: a
case study in a physiotherapy and rehabilitation hospital. Total Quality Management & Business
Excellence, 30(3):301-319. https://doi.org/10.1080/14783363.2017.1302796

Bell, D. & Mgbemena, C. 2018. Data-driven agent-based exploration of customer behavior.
Simulation: Transactions of the Society for Modeling and Simulation International, 94(3):195-
212. DOI: 10.1177/0037549717743106

147


https://doi.org/10.1108/IJPPM-07-2016-0146
https://doi.org/10.46585/sp29021280
https://doi.org/10.3390/joitmc7020116
https://doi.org/10.1111/joms.12669
https://doi.org/10.1080/14783363.2017.1302796

Reference list

Berisha Qehaja, A., Kutllovci, E. & Shiroka Pula, J. 2017. Strategic management tools and
techniques usage: a qualitative review. Acta Universitatis Agriculturae et Silviculturae
Mendelianae Brunensis, 65(2):585-600. https://doi.org/10.11118/actaun201765020585

Berndt, A.E. 2020. Sampling methods. Journal of Human Lactation, 36(2):224-226.
https://doi.org/10.1177/0890334420906850

Blok, V. 2020. What is (business) management? Laying the ground for a philosophy of
management. Philosophy of Management, 19(2):173-189. https://doi.org/10.1007/s40926-019-
00126-9

Boddy, C.R. 2016. Sample size for qualitative research. Qualitative Market Research: An
International Journal, 19(4):426-432. http://dx.doi.org/10.1108/QMR-06-2016-0053

Bora, B., Borah, S. & Chungyalpa, W. 2017. Crafting strategic objectives: examining the role of
business vision and mission statements. Journal of Entrepreneurship & Organization
Management, 6(1):1-6. http://dx.doi.org/10.4172/2169-026X.1000205

Bowen, S.A. 2018. Mission and vision. In: Heath, R.L. & Johansen, W., eds. The International
Encyclopedia of Strategic Communication. Hoboken, NJ: Wiley. pp. 1-9.
http://dx.doi.org/10.1002/9781119010722.iesc0111

Brevis, T. & Vrba, M.J. 2014. Contemporary management principles. 4th ed. Landsdowne: Juta.

Brown, S.P. 2008. Business processes and business functions: a new way of looking at
employment. Monthly Labor Review, 131(12):51-70.

Bruijl, G.H.T. 2018. The relevance of Porter's five forces in today's innovative and changing
business environment. SSRN Electronic Journal, 1:1-21. http://dx.doi.org/10.2139/ssrn.3192207

Bucata, G. & Rizescu, A.M. 2017. The role of communication in enhancing work effectiveness of
an organization. Land Forces Academy Review, 22(1):49-57. http://dx.doi.org/10.1515/raft-
2017-0008

Burns, A.C. & Veeck, A.F. 2020. Marketing research. 9th ed. Harlow: Pearson.

Burns, A.C., Veeck, A. & Bush, R.F. 2017. Marketing research. 8th ed. Harlow: Pearson

148


https://doi.org/10.11118/actaun201765020585
https://doi.org/10.1177/0890334420906850
https://doi.org/10.1007/s40926-019-00126-9
https://doi.org/10.1007/s40926-019-00126-9
http://dx.doi.org/10.1108/QMR-06-2016-0053
http://dx.doi.org/10.4172/2169-026X.1000205
http://dx.doi.org/10.1002/9781119010722.iesc0111
http://dx.doi.org/10.2139/ssrn.3192207
http://dx.doi.org/10.1515/raft-2017-0008
http://dx.doi.org/10.1515/raft-2017-0008

Reference list

BusinessTech. 2019. These are the biggest fast food franchises in South Africa.

https://businesstech.co.za/news/business/331387/these-are-the-biggest-fast-food-franchises-in-

south-africa-2/ Date of access: 23 June 2021.

Butarbutar, D.J.A. & Lisdayanti, A. 2020. The impact of internal business environment on
marketing strategies effecting marketing performance: case of retail industry Bandung city,
Indonesia. International Journal of Research in Business and Social Science, 9(4):385-391.
https://doi.org/10.20525/ijrbs.v9i4.778

Cambra-Fierro, J., Gao, L.X., Melero-Polo, I. & Trifu, A. 2021. How do firms handle variability in
customer experience? a dynamic approach to better understanding customer retention. Journal
of Retailing and Consumer Services, 61:1-11. https://doi.org/10.1016/.jretconser.2021.102578

Camilleri, M.A. 2018. The marketing environment. In. Travel marketing, tourism economics and

the airline product. Cham: Springer. pp. 51-68.

Carranza, R., Diaz, E. & Martin-Consuegra, D. 2018. The influence of quality on satisfaction
and customer loyalty with an importance-performance map analysis: exploring the mediating
role of trust. Journal of Hospitality and Tourism Technology, 9(3):380-396.
http://dx.doi.org/10.1108/JHTT-09-2017-0104

Chanda, R.S. & Kumar, P. 2021. An evaluative study on strategic directives for Brand Delight
and its impact on customer retention in Indian food industry amidst COVID-19. European
Journal of Molecular & Clinical Medicine, 7(11):6668-6681.

Chen, C.-A., Berman, E.M. & Wang, C.-Y. 2017. Middle managers’ upward roles in the public
sector. Administration & Society, 49(5):700-729. http://doi.org/10.1177/00953997 14546326

Chen, W.-K., Riantama, D. & Chen, L.-S. 2021. Using a text mining approach to hear voices of
customers from social media toward the fast-food restaurant industry. Sustainability, 13(1):1-17.
https://doi.org/10.3390/su13010268

Cheng, J.-C., Chen, C.-Y., Yen, C.-H. & Teng, H.-Y. 2017. Building customer satisfaction with
tour leaders: the roles of customer trust, justice perception, and cooperation in group package
tours. Asia Pacific Journal of Tourism Research, 22(4):395-407.
https://doi.org/10.1080/10941665.2016.1271816

149


https://businesstech.co.za/news/business/331387/these-are-the-biggest-fast-food-franchises-in-south-africa-2/
https://businesstech.co.za/news/business/331387/these-are-the-biggest-fast-food-franchises-in-south-africa-2/
https://doi.org/10.20525/ijrbs.v9i4.778
https://doi.org/10.1016/j.jretconser.2021.102578
http://dx.doi.org/10.1108/JHTT-09-2017-0104
http://doi.org/10.1177/0095399714546326
https://doi.org/10.3390/su13010268
https://doi.org/10.1080/10941665.2016.1271816

Reference list

Cho, M., Bonn, M.A., Han, S.J. & Kang, S. 2018. Partnership strength and diversity with
suppliers: effects upon independent restaurant product innovation and performance.
International Journal of Contemporary Hospitality Management, 30(3):1526-1544.
http://dx.doi.org/10.1108/IJCHM-01-2017-0016

Cho, W., Ke, J.-y.F. & Han, C. 2019. An empirical examination of the use of bargaining power
and its impacts on supply chain financial performance. Journal of Purchasing and Supply
Management, 25(4):1-10. https://doi.org/10.1016/j.pursup.2019.100550

Christodoulou, A. & Cullinane, K. 2019. Identifying the main opportunities and challenges from
the implementation of a port energy management system: a SWOT/PESTLE analysis.
Sustainability, 11(21):1-15. https://doi.org/10.3390/su11216046

Chu, S.-C. & Kim, J. 2018. The current state of knowledge on electronic word-of-mouth in
advertising research. International Journal of Advertising, 37(1):1-13.
https://doi.org/10.1080/02650487.2017.1407061

Chukwuemeka, O.W. & Onuoha, B. 2018. Management thoughts: homogenous or

heterogenous. International Journal of Advanced Academic Research, 4(4):.79-88.

Chung, D.-B., Jang, H.-J. & Kim, B. 2019. The effects of business environments on innovation
activity and firm performance: based on workplace panel survey of South Korea. In. 2019
Portland International Conference on Management of Engineering and Technology (PICMET).
IEEE. pp. 1-7.

Cobb, A.K. & Forbes, S. 2002. Qualitative research: what does it have to offer to the
gerontologist? The Journals of Gerontology Series A: Biological Sciences and Medical
Sciences, 57(4):197-202. https://doi.org/10.1093/gerona/57.4.M197

Colovic, A. & Lamotte, O. 2015. Technological environment and technological entrepreneurship:
a cross-country analysis. Creativity and Innovation Management, 24(5):617-628.
http://dx.doi.org/10.1111/caim.12133

Connelly, L.M. 2016. Trustworthiness in qualitative research. Medsurg Nursing, 25(6):435-436.

Coulter, M.A., Decenzo, D.A. & Robbins, S.P. 2020. Fundamentals of management. 11th ed.

Pearson.

150


http://dx.doi.org/10.1108/IJCHM-01-2017-0016
https://doi.org/10.1016/j.pursup.2019.100550
https://doi.org/10.3390/su11216046
https://doi.org/10.1080/02650487.2017.1407061
https://doi.org/10.1093/gerona/57.4.M197
http://dx.doi.org/10.1111/caim.12133

Reference list

Craft, J.L. 2018. Common thread: the impact of mission on ethical business culture. A case
study. Journal of Business Ethics, 149(1):127-145. https://doi.org/10.1007/s10551-016-3034-9

Creamer, E.G. 2018. An introduction to fully integrated mixed methods research. Los Angeles,
CA: Sage.

Cui, L. 2017. Fuzzy approach to eco-innovation for enhancing business functions: a case study
in China. Industrial Management & Data Systems, 117(5):967-987.
https://doi.org/10.1108/IMDS-02-2017-0041

Cummins, S., Berger, N., Cornelsen, L., Eling, J., Er, V., Greener, R., ... Ndlovu, D. 2020.
COVID-19: impact on the urban food retail system and dietary inequalities in the UK. Cities &
Health:1-4. https://doi.org/10.1080/23748834.2020.1785167

Curras-Perez, R., Ruiz, C., Sanchez-Garcia, |. & Sanz, S. 2017. Determinants of customer
retention in virtual environments. The role of perceived risk in a tourism services context.
Spanish Journal of Marketing, 21(2):131-145. https://doi.org/10.1016/j.sjme.2017.07.002

D’Annunzio-Green, N. & Teare, R. 2018. Reflections on the theme issue outcomes: is talent
management a strategic priority in the hospitality sector? Worldwide Hospitality and Tourism
Themes, 10(1):124-130. https://doi.org/10.1108/WHATT-11-2017-0073

Dalirazar, S. & Sabzi, Z. 2020. Strategic analysis of barriers and solutions to development of
sustainable buildings using PESTLE technique. International Journal of Construction
Management, 1:1-30. https://doi.org/10.1080/15623599.2020.1854931

Dandalt, E. 2021. The cyber-work performance of managerial employees in education. Journal
of Management Development, 40(3):151-167. https://doi.org/10.1108/JMD-01-2020-0011

Darkazanli, W. 2021. The project manager role: management or managing?

https://www.researchgate.net/publication/349522108 The Project Manager Role Managemen

t or Managing Date of access: 8 March 2022.

Darzi, M.A. & Bhat, S.A. 2018. Personnel capability and customer satisfaction as predictors of
customer retention in the banking sector: a mediated-moderation study. /nternational Journal of
Bank Marketing, 36(4):663-679. https://doi.org/10.1108/IJBM-04-2017-0074

151


https://doi.org/10.1007/s10551-016-3034-9
https://doi.org/10.1108/IMDS-02-2017-0041
https://doi.org/10.1080/23748834.2020.1785167
https://doi.org/10.1016/j.sjme.2017.07.002
https://doi.org/10.1108/WHATT-11-2017-0073
https://doi.org/10.1080/15623599.2020.1854931
https://doi.org/10.1108/JMD-01-2020-0011
https://www.researchgate.net/publication/349522108_The_Project_Manager_Role_Management_or_Managing
https://www.researchgate.net/publication/349522108_The_Project_Manager_Role_Management_or_Managing
https://doi.org/10.1108/IJBM-04-2017-0074

Reference list

Das, U.C. & Mishra, A.K. 2019. Management concepts and practices. Delhi: Exel Books.

Daskin, M. 2019. The role of job satisfaction and intrinsic motivation on hygienic attitudes and
behaviours in fast-food restaurants. Tourism: An International Interdisciplinary Journal, 67(1):59-
72.

Dastane, O. & Fazlin, |. 2017. Re-investigating key factors of customer satisfaction affecting
customer retention for fast food industry. International Journal of Management, Accounting and
Economics, 4(4):379-400.

De Lange, J.A. 2017. The influence of selected marketing mix strategies on business
performance of small family and non-family businesses in the Eastern Cape. Port Elizabeth:

Nelson Mandela Metropolitan University.

Dehghanpouri, H., Soltani, Z. & Rostamzadeh, R. 2020. The impact of trust, privacy and quality
of service on the success of E-CRM: the mediating role of customer satisfaction. Journal of
Business & Industrial Marketing, 35(11):1831-1847. http://dx.doi.org/10.1108/JBIM-07-2019-
0325

Devasia, J. 2020. Merging academic researcher role to the managerial roles cluster.

https://www.researchgate.net/publication/348324784 Merging Academic Researcher Role to

the Managerial Roles Cluster Date of access: 11 October 2021.

Diaz, G.R. 2017. The influence of satisfaction on customer retention in mobile phone market.
Journal of Retailing and Consumer Services, 36:75-85.
http://dx.doi.org/10.1016/j.jretconser.2017.01.003

Dikcius, V., Kirse, S., Casas, R. & Koncanina, A. 2019. Drivers of attitudinal and behavioural
loyalty in B-2-B markets. Engineering Economics, 30(1):94-102.
http://dx.doi.org/10.5755/j01.ee.30.1.20182

Diskiené, D., TamaSevi€ius, V. & Kalvaityté, A. 2018. Managerial roles in SMEs and their effect
on perceived managerial effectiveness in Lithuania. Organizations and Markets in Emerging
Economies, 9(1):41-61. https://doi.org/10.15388/omee.2018.10.00003

152


http://dx.doi.org/10.1108/JBIM-07-2019-0325
http://dx.doi.org/10.1108/JBIM-07-2019-0325
https://www.researchgate.net/publication/348324784_Merging_Academic_Researcher_Role_to_the_Managerial_Roles_Cluster
https://www.researchgate.net/publication/348324784_Merging_Academic_Researcher_Role_to_the_Managerial_Roles_Cluster
http://dx.doi.org/10.1016/j.jretconser.2017.01.003
http://dx.doi.org/10.5755/j01.ee.30.1.20182
https://doi.org/10.15388/omee.2018.10.00003

Reference list

Dler, S.M. & Tawfeq, A.O. 2021. Importance of managerial roles and capabilities on
organizational effectiveness. International Journal of Academic Research in Business and
Social Sciences, 11(4):957-964. http://dx.doi.org/10.6007/IJARBSS/v11-i4/9748

Dodrajka, S. 2017. Operations management: an overview and concept development.

International Journal Of Business And Management Science, 7(2):35-36.

Dunn, R.T. 2021. Dunn and Haimann’s healthcare management. 11th ed. Chicago, IL: Health

Administration Press.

Durowoju, S.T. & Tijani, A.A. 2021. Managing roles in entrepreneurial organisation. Acta
Universitatis Danubius, 17(2):52-66.

Dwaikat, N.Y., Khalili, S.A., Hassis, S.M. & Mahmoud, H.S. 2019. Customer satisfaction impact
on behavioral intentions: the case of pizza restaurants in Nablus City. Journal of Quality
Assurance in Hospitality & Tourism, 20(6):709-728.
https://doi.org/10.1080/1528008X.2019.1616040

Dyck, B., Caza, A. & Starke, F.A. 2017. Management: entrepreneurship, financial and socio-

ecological well-being. Winnipeg: Sapajo

Ellstrédm, E. & Ellstrom, P.-E. 2018. Two modes of learning-oriented leadership: a study of first-
line managers. Journal of Workplace Learning, 30(7):545-561. http://dx.doi.org/10.1108/JWL-
03-2018-0056

Emmanuel, Y. 2017. Influence of entrepreneurship education, technology and globalisation on
performance of SMEs in Nigeria. African Journal of Business Management, 11(15):367-374.
https://doi.org/10.5897/AJBM2017.8345

Erasmus, B., Rudansky-Kloppers, S. & Strydom, J. 2019. Introduction to business management.
11th ed. Cape Town: Oxford.

Erasmus, J., Vanderfeesten, |., Traganos, K. & Grefen, P. 2020. Using business process
models for the specification of manufacturing operations. Computers in Industry, 123:1-21.
https://doi.org/10.1016/j.compind.2020.103297

153


http://dx.doi.org/10.6007/IJARBSS/v11-i4/9748
https://doi.org/10.1080/1528008X.2019.1616040
http://dx.doi.org/10.1108/JWL-03-2018-0056
http://dx.doi.org/10.1108/JWL-03-2018-0056
https://doi.org/10.5897/AJBM2017.8345
https://doi.org/10.1016/j.compind.2020.103297

Reference list

Erkmen, E. & Hancer, M. 2019. Building brand relationship for restaurants: an examination of
other customers, brand image, trust, and restaurant attributes. International Journal of
Contemporary Hospitality Management, 31(3):1469-1487. https://doi.org/10.1108/IJCHM-08-
2017-0516

Etikan, |. & Bala, K. 2017. Sampling and sampling methods. Biometrics & Biostatistics
International Journal, 5(6):1-4. http://dx.doi.org/10.15406/bbij.2017.05.00149

Etikan, I., Alkassim, R. & Abubakar, S. 2016a. Comparision of snowball sampling and
sequential sampling technique. Biometrics and Biostatistics International Journal, 3(1):1-2. DOI:
10.15406/bbij.2015.03.00055

Etikan, I., Musa, S.A. & Alkassim, R.S. 2016b. Comparison of convenience sampling and
purposive sampling. American Journal of Theoretical and Applied Statistics, 5(1):1-4.
http://dx.doi.org/10.11648/j.ajtas.20160501.11

Eze, F., Akyuz, M. & Opusunju, M.I. 2020. Effect of strategic intent on performance of small and
medium scale printing press firms in Nigeria, Abuja. Entrepreneurship Review, 1(2):27-38.

https://doi.orq/10.38157/entrepreneurship-review.v1i2.166

FAO. 2017. The future of food and agriculture: trends and challenges. Annual Report, 296:1-
180.

Farooqui, M. & Alwi, S.K.K. 2019. Fast food trend analysis by evaluating factors leading to
customer satisfaction. Journal of Marketing and Consumer Research, 55:55-06.
https://doi.org/10.7176/imcr%2F55-06

Fayol, H. 1916. General principles of management. Classics of organization theory, 2(15):57-69.

Fazal, S.A., Al Mamun, A., Ahmad, G.B. & Al-Shami, S.S.A. 2021. Entrepreneurial
competencies and microenterprises sustainability. Vision, 26(1):39-47.
https://doi.org/10.1177%2F0972262920983997

Felix, 1., Martin, A., Mehta, V. & Mueller, C. 2020. US food supply chain: disruptions and
implications from COVID-19. Agriculture Practice, 17:1-7.

154


https://doi.org/10.1108/IJCHM-08-2017-0516
https://doi.org/10.1108/IJCHM-08-2017-0516
http://dx.doi.org/10.15406/bbij.2017.05.00149
http://dx.doi.org/10.11648/j.ajtas.20160501.11
https://doi.org/10.38157/entrepreneurship-review.v1i2.166
https://doi.org/10.7176/jmcr%2F55-06
https://doi.org/10.1177%2F0972262920983997

Reference list

Felsberger, A. & Reiner, G. 2020. Sustainable industry 4.0 in production and operations
management: a systematic literature review. Sustainability, 12(19):1-39.
https://doi.org/10.3390/su12197982

Ferdinand, D.Y.Y. & Tresyanto, C.A. 2020. Marketing strategy using porters five force model
approach: a case study at the culinary center in Sidoarjo regency. International Journal of
Business and Management Invention (IJBMI), 9(11):44-48. DOI: 10.35629/8028-0911014448

Fiaz, M., Su, Q., lkram, A. & Saqib, A. 2017. Leadership styles and employees' motivation:
perspective from an emerging economy. The Journal of Developing Areas, 51(4):143-156.
http://dx.doi.org/10.1353/jda.2017.0093

Firoz Suleman, M., Rashidirad, M. & Firoz Suleman, S. 2019. The applicability of Porter's
generic strategies in pure online firms: a case study approach. Strategic Change, 28(3):167-
176. https://doi.org/10.1002/jsc.2258

Fjeldstad, @.D. & Snow, C.C. 2018. Business models and organization design. Long Range
Planning, 51(1):32-39. hitps://doi.org/10.1016/j.Irp.2017.07.008

Florea, N.V. & Duica, A. 2017. Improving communication and relationship with customers using
models to measure their value. Valahian Journal of Economic Studies, 8(1):47-56. DOI:
10.1515/vjes-2017-0006

Friebel, G., Heinz, M. & Zubanov, N. 2022. Middle managers, personnel turnover, and
performance: a long-term field experiment in a retail chain. Management Science, 68(1):211-
229. https://doi.org/10.1287/mnsc.2020.3905

Fungai, M. 2017. Factors influencing customer repurchase intention in the fast food industry: a

case study of Innscor-Mutare, Zimbabwe. Business and Social Sciences Journal, 2(1):113-133.

Garcia-Sanchez, |.-M. & Garcia-Sanchez, A. 2020. Corporate social responsibility during
COVID-19 pandemic. Journal of Open Innovation: Technology, Market, and Complexity, 6(4):1-
21. http://dx.doi.org/10.3390/joitmc6040126

Garcia, L.S. 2021. A case study on the capacity and competitiveness of small-sized contractors
on the central coast of california. https://digitalcommons.calpoly.edu/cmsp/494/ Date of access:
4 May 2022.

155


https://doi.org/10.3390/su12197982
http://dx.doi.org/10.1353/jda.2017.0093
https://doi.org/10.1002/jsc.2258
https://doi.org/10.1016/j.lrp.2017.07.008
https://doi.org/10.1287/mnsc.2020.3905
http://dx.doi.org/10.3390/joitmc6040126
https://digitalcommons.calpoly.edu/cmsp/494/

Reference list

Geissdoerfer, M., Vladimirova, D., Van Fossen, K. & Evans, S. 2018. Product, service, and
business model innovation: A discussion. Procedia Manufacturing, 21:165-172.
https://doi.org/10.1016/j.promfq.2018.02.107

Gelo, O., Braakmann, D. & Benetka, G. 2008. Quantitative and qualitative research: Beyond the
debate. Integrative Psychological and Behavioral Science, 42(3):266-290.
https://doi.org/10.1007/s12124-008-9078-3

George, J.M. & Jones, G.R. 2022. Contemporary management. 12th ed. New York, NY: Mc
Graw Hill.

Getaneh, B. 2019. The effect of competition on small and medium enterprises performance in

Debre Berhan town Ethiopia. Debre Berhan: Debre Berhan University.

Ghicajanu, M. 2019. Analysis of factors from the external environment in changing business

processes. In. MATEC Web of Conferences. EDP Sciences. pp. 1-8.

Ghobadi, S., Akhlaghi, M., Shams, S. & Mazloomi, S.M. 2018. Acid and peroxide values and
total polar compounds of frying oils in fast food restaurants of Shiraz, Southern Iran.

International Journal of Nutrition Sciences, 3(1):25-30.

Ghosh, A. & Klueter, T. 2021. The role of frictions due to top management in alliance
termination decisions: insights from established bio-pharmaceutical firms. Journal of
Management Studies, 59:1315-1353. https://doi.org/10.1111/joms.12780

Ghosh, D. 2020. Customer satisfaction towards fast food through oline food delivery (OFD)
services: an exploratory study. International Journal of Management (IJM), 11(10):645-658.
DOI: 10.34218/1UM.11.10.2020.061

Ghoumrassi, A. & Tigu, G. 2017. The impact of the logistics management in customer
satisfaction. In. Proceedings of the International Conference on Business Excellence. pp. 292-
301.

Gildin, S.Z. 2022. Understanding the power of word-of-mouth. Human and Social Management,
4(1):92-106. https://doi.org/10.1590/1678-69712003/administracao.v4n1p92-106

156


https://doi.org/10.1016/j.promfg.2018.02.107
https://doi.org/10.1007/s12124-008-9078-3
https://doi.org/10.1111/joms.12780
https://doi.org/10.1590/1678-69712003/administracao.v4n1p92-106

Reference list

Gillland, S. 2014. Towards a framework for managing enterprise architecture acceptance.

Potchefstroom: North-West University.

Gimaliev, V.G., Prokopyev, A.l., Vershinin, V.P., lvanova, M.E., Erkibaeva, G.G., Aytuganova,

J.I. & Alexandrova, N.S. 2020. Public relations in organizations in student view: accumulator of
management tools or formation of partnership and friendly relations. Journal of Environmental

Treatment Techniques, 8(4):1326-1330. https://doi.org/10.47277/JETT/8(4)1230

Gitonga, AW.T. 2019. Impact of industry environmental factors on the performance of security
firms in Nairobi county. Nairobi: United States International University - Africa. (Dissertation -
MBA).

Gjerde, S. & Alvesson, M. 2020. Sandwiched: exploring role and identity of middle managers in
the genuine middle. Human Relations, 73(1):124-151.
https://doi.org/10.1177/0018726718823243

Goncgalves, C. 2019. Antecedents of customer retention on the network Solinca Health &
Fitness Clubs: a look at the last 5 years of fitness in Portugal. In. Livro de Atas do | Congreso

Internacional Marca, Territorio y Deporte. Tirant Humanidades. pp. 99-111.

Goundar, S. 2012. Research methodology and research method.1-47.

Grafova, T.0., Skorev, M.M., Andreeva, L.Y. & Kirischeeva, |I.R. 2017. Tools of financial

management of reputational risks. European Research Studies Journal, 20(3):280-299.

Grbich, C. 2013. Qualitative data analysis. 2nd ed. London: Sage.

Griffin, R. 2021. Fundamentals of management. 10th ed. Boston: Cengage.

Grozdanovska, V., Bojkovska, K. & Jankulovski, N. 2017. Financial management and financial

planning in the organizations. European Journal of Business and Management, 9(2):120-125.

Guba, E.G. 1981. Criteria for assessing the trustworthiness of naturalistic inquiries. Educational

Technology Research and Development, 29(2):75-91.

157


https://doi.org/10.47277/JETT/8(4)1230
https://doi.org/10.1177/0018726718823243

Reference list

Gunasekara, H.G., Sridarran, P. & Rajaratnam, D. 2021. Effective use of blockchain technology
for facilities management procurement process. Journal of Facilities Management,
http://dx.doi.org/10.1108/JFM-10-2020-0077

Gunawan, J. & Aungsuroch, Y. 2017. Managerial competence of first-line nurse managers: a
concept analysis. International Journal of Nursing Practice, 23(1):1-7.
https://doi.org/10.1111/ijn.12502

Gure, A. & Karugu, J. 2018. Strategic management practices and performance of small and
micro enterprises in Nairobi City County, Kenya. International Academic Journal of Human

Resource and Business Administration, 3(1):1-26.

Gursoy, D. & Chi, C.G. 2020. Effects of COVID-19 pandemic on hospitality industry: review of
the current situations and a research agenda. Journal of Hospitality Marketing & Management,
29(5):527-529. https://doi.org/10.1080/19368623.2020.1788231

Gurung, S.K. 2018. Feasibility study of a Nepalese fast food restaurant in Tampere region.1-38.

Haak-Saheem, W. & Festing, M. 2020. Human resource management—a national business
system perspective. The International Journal of Human Resource Management, 31(14):1863-
1890.

Hadi, N.U., Aslam, N. & Gulzar, A. 2019. Sustainable service quality and customer loyalty: the
role of customer satisfaction and switching costs in the Pakistan cellphone industry.
Sustainability, 11(8):1-17. http://dx.doi.org/10.3390/su11082408

Hady, D.A., Refaat, H.A.A. & Shebl, S. 2021. Economic and social factors affecting the
purchasing power of customers in fast food restaurants (Applied in Marsa Matrouh City). Journal
of Tourism, Hotels and Heritage (JTHH), 2(1):1-14.
https://doi.org/10.21608/sis.2021.40346.1006

Hagen, B., Zucchella, A. & Ghauri, P.N. 2019. From fragile to agile: marketing as a key driver of
entrepreneurial internationalization. International Marketing Review, 36(2):260-288.
https://doi.org/10.1108/IMR-01-2018-0023

Hair, J.F., Page, M. & Brunsveld, N. 2020. Essentials of business research methods. 4th ed.
New York, NY: Routledge.

158


http://dx.doi.org/10.1108/JFM-10-2020-0077
https://doi.org/10.1111/ijn.12502
https://doi.org/10.1080/19368623.2020.1788231
http://dx.doi.org/10.3390/su11082408
https://doi.org/10.21608/sis.2021.40346.1006
https://doi.org/10.1108/IMR-01-2018-0023

Reference list

Hales, G. & Mclarney, C. 2017. Uber's competitive advantage vis-a-vis Porter's generic

strategies. Journal of Management Research, 16(4):7-22.

Hamilton, R.W., Rust, R.T. & Dev, C.S. 2017. Which features increase customer retention. MIT
Sloan Management Review, 58(2):79-84.

Hamzah, A.A. & Shamsudin, M.F. 2020. Why customer satisfaction is important to business?

Journal of Undergraduate Social Science and Technology, 2(1):1-14.

Hamzah, Z.L., Lee, S.P. & Moghavvemi, S. 2017. Elucidating perceived overall service quality in
retail banking. International Journal of Bank Marketing, 35(5):781-804. DOI: 10.1108/IJBM-12-
2015-0204

Hamzeh, A.A. & Bataineh, A.Q. 2019. Exploring and analyzing (go) decision for burger makers
to enter Singaporean market. International Journal of Academic Research in Business and
Social Sciences, 9(11):1050-1062. DOI: 10.6007/IJARBSS/v9-i11/6633

Hanaysha, J.R. 2018. Customer retention and the mediating role of perceived value in retail
industry. World Journal of Entrepreneurship, Management and Sustainable Development,
14(1):2-24. DOI: 10.1108/WJEMSD-06-2017-0035

Hans, V. 2018. Business environment—conceptual framework and polices. International
Educational Scientific Research Journal, 4(3):67-74.

Harrington, H.J. 2018. Innovative change management (ICM): preparing your organization for

the new innovative culture. Boca Raton: CRC Press.

Harrison, C., Burnard, K. & Paul, S. 2017. Entrepreneurial leadership in a developing economy:
a skill-based analysis. Journal of Small Business and Enterprise Development, 25(3):521-548.
https://doi.org/10.1108/JSBED-05-2017-0160

Hassan, R., Marimuth, M., Tariq, E. & Ageel, R. 2017. Ethnic and gender diversity in top level
management and firm performance: shareholder’s perspectives. Journal of International
Women's Studies, 18(4):1-12.

159


https://doi.org/10.1108/JSBED-05-2017-0160

Reference list

He, H. & Harris, L. 2020. The impact of Covid-19 pandemic on corporate social responsibility
and marketing philosophy. Journal of Business Research, 116:176-182.
https://doi.org/10.1016/j.jbusres.2020.05.030

Heiens, R.A., Pleshko, L.P. & Ahmed, A.A. 2019. A comparison of the relationship marketing
outcomes of SMEs vs large enterprises in the Kuwait fast food industry. British Food Journal,
121(10):2442-2453. https://doi.org/10.1108/BFJ-03-2019-0180

Henegama, H. 2021. Conceptual framework to explore the organizational conflicts in national
Universities in Sri Lanka and its effects on roles of administrators through their personality traits.

International Journal of Multidisciplinary Research and Growth Evaluation, 2(1):307-313.

Hidayat, A., Adanti, A.P., Darmawan, A. & Setyaning, A.N. 2019. Factors influencing Indonesian
customer satisfaction and customer loyalty in local fast-food restaurant. International Journal of
Marketing Studies, 11(3):131-139. DOI: 10.5539/ijms.v11n3p131

Hidayat, M. 2020. The contribution of understanding role and expectation role related to middle
management performance achievement based on ten leadership role by Mintzberg. Jurnal Mirai
Management, 4(1):122-135. DOI: 10.37531/mirai.v4i1.606

Hirte, R. 2018. The role of middle managers in the implementation of a corporate incubator: a
case study in the automotive sector. Technology Innovation Management Review, 8(7):31-39.
http://doi.org/10.22215/timreview/1169

Hoe, L.C. & Mansori, S. 2018. The effects of product quality on customer satisfaction and
loyalty: evidence from Malaysian engineering industry. International Journal of Industrial
Marketing, 3(1):20-35. https://doi.org/10.5296/ijim.v3i1.13959

Hofmann, E. & Osterwalder, F. 2017. Third-party logistics providers in the digital age: towards a
new competitive arena? Logistics, 1(9):1-28. https://doi.org/10.3390/logistics 1020009

Holub&ik, M., Koman, G. & Soviar, J. 2021. Industry 4.0 in logistics operations. Transportation
Research Procedia, 53:282-288. https://doi.org/10.1016/j.trpro.2021.02.040

Hossain, M.A., Chowdhury, M.R. & Jahan, N. 2017. Customer retention and
telecommunications services in Bangladesh. International Journal of Asian Social Science,
7(11):921-930. http://dx.doi.org/10.18488/journal.1.2017.711.921.930

160


https://doi.org/10.1016/j.jbusres.2020.05.030
https://doi.org/10.1108/BFJ-03-2019-0180
http://doi.org/10.22215/timreview/1169
https://doi.org/10.5296/ijim.v3i1.13959
https://doi.org/10.3390/logistics1020009
https://doi.org/10.1016/j.trpro.2021.02.040
http://dx.doi.org/10.18488/journal.1.2017.711.921.930

Reference list

Hossain, M.S., Zhou, X. & Rahman, M.F. 2018. Examining the impact of QR codes on purchase
intention and customer satisfaction on the basis of perceived flow. International Journal of
Engineering Business Management, 10:1-11. https://doi.org/10.1177%2F1847979018812323

Hu, X., Yan, H., Casey, T. & Wu, C.-H. 2021. Creating a safe haven during the crisis: how
organizations can achieve deep compliance with COVID-19 safety measures in the hospitality
industry. International Journal of Hospitality Management, 92(1):1-11.
https://doi.org/10.1016/j.ijhm.2020.102662

Hurley, E., Dietrich, T. & Rundle-Thiele, S. 2021. Integrating theory in co-design: an abductive
approach. Australasian Marketing Journal, 29(1):66-77.
https://doi.org/10.1177/1839334921998541

Iglesias, O., Markovic, S., Bagherzadeh, M. & Singh, J.J. 2020. Co-creation: a key link between
corporate social responsibility, customer trust, and customer loyalty. Journal of Business Ethics,
163(1):151-166. https://doi.org/10.1007/s10551-018-4015-y

Igwenagu, C. 2016. Fundamentals of research methodology and data collection. Saarbrucken:
Lambert.

Ikupolati, A.O., Adeyeye, M.M., Oni, E., Olatunle, M. & Obafunmi, M. 2017. Entrepreneurs’
managerial skills as determinants for growth of small and medium enterprises (SMEs) in
Nigeria. Journal of Small Business and Entrepreneurship Development, 5(1):1-6.
https://doi.org/10.15640/jsbed.v5n1a1

llyas, N.A. & Nayan, S.M. 2020. Advertisement for growing business. Journal of Undergraduate
Social Science and Technology, 2(2):1-5.

Indrarathne, P., Ranadewa, K. & Shanika, V. 2020. Impact of competitive forces to the
contractors in Sri Lanka: an industry analysis using porter’s five forces. In. 13th International

Research Conference, University of Moratuwa. pp. 186-193.

Inoue, Y., Funk, D.C. & McDonald, H. 2017. Predicting behavioral loyalty through corporate
social responsibility: the mediating role of involvement and commitment. Journal of Business
Research, 75:46-56. https://doi.org/10.1016/j.jbusres.2017.02.005

161


https://doi.org/10.1177%2F1847979018812323
https://doi.org/10.1016/j.ijhm.2020.102662
https://doi.org/10.1177/1839334921998541
https://doi.org/10.1007/s10551-018-4015-y
https://doi.org/10.15640/jsbed.v5n1a1
https://doi.org/10.1016/j.jbusres.2017.02.005

Reference list

Ishak, F.A.C., Lah, N.A.C., Samengon, H., Mohamad, S.F. & Bakar, A.Z.A. 2021. The
implementation of self-ordering kiosks (SOKSs): investigating the challenges in fast food
restaurants. International Journal of Academic Research in Business and Social Sciences,
11(10):1136-1150. http://dx.doi.org/10.6007/[JARBSS/v11-i10/11491

Islam, M. 2020. Data Analysis: types, process, methods, techniques and tools. International
Journal on Data Science and Technology, 6(1):10-15.
http://dx.doi.org/10.11648/}.ijdst.20200601.12

Islam, T., Islam, R., Pitafi, A.H., Xiaobei, L., Rehmani, M., Irfan, M. & Mubarak, M.S. 2021. The
impact of corporate social responsibility on customer loyalty: the mediating role of corporate
reputation, customer satisfaction, and trust. Sustainable Production and Consumption, 25:123-
135. https://doi.org/10.1016/j.spc.2020.07.019

Izquierdo-Yusta, A., Martinez—Ruiz, M.P. & Pérez—Villarreal, H.H. 2022. Studying the impact of
food values, subjective norm and brand love on behavioral loyalty. Journal of Retailing and
Consumer Services, 65:1-10. https://doi.org/10.1016/j.jretconser.2021.102885

Jaaskelainen, A. & Luukkanen, N. 2017. The use of performance measurement information in
the work of middle managers. International Journal of Productivity and Performance
Management, 66(4):479-499. https://doi.org/10.1108/IJPPM-02-2016-0043

Jabbar, A.A. & Hussein, A.M. 2017. The role of leadership in strategic management.
International Journal of Research-Granthaalayah, 5(5):99-106.
https://doi.org/10.29121/granthaalayah.v5.i5.2017.1841

Jahan, S., Alrajawy, |., Ali, S.A. & Martin, P. 2021. Analysing the impact of globalisation on
business performance: case of UAE food industry. International Journal for Quality Research,
15(2):665-678. http://dx.doi.org/10.24874/IJQR15.02-19

Jain, N. 2021. Survey versus interviews: comparing data collection tools for exploratory
research. The Qualitative Report, 26(2):541-554. https://doi.org/10.46743/2160-3715/2021.4492

Jain, V., Chawla, C., Agarwal, M., Pawha, M.S. & Agarwal, R. 2019. Impact of customer
relationship management on customer loyalty: a study on restaurants of moradabad.

International Journal of Advanced Science and Technology, 28(15):482-492.

162


http://dx.doi.org/10.6007/IJARBSS/v11-i10/11491
http://dx.doi.org/10.11648/j.ijdst.20200601.12
https://doi.org/10.1016/j.spc.2020.07.019
https://doi.org/10.1016/j.jretconser.2021.102885
https://doi.org/10.1108/IJPPM-02-2016-0043
https://doi.org/10.29121/granthaalayah.v5.i5.2017.1841
http://dx.doi.org/10.24874/IJQR15.02-19
https://doi.org/10.46743/2160-3715/2021.4492

Reference list

Jalilvand, M.R., Vosta, L.N., Mahyari, H.K. & Pool, J.K. 2017. Social responsibility influence on
customer trust in hotels: mediating effects of reputation and word-of-mouth. Tourism Review,
72(1):1-14. http://dx.doi.org/10.1108/TR-09-2016-0037

Janiszewski, C. & van Osselaer, S.M. 2022. Abductive theory construction. Journal of
Consumer Psychology, 32(1):175-193. https://doi.org/10.1002/jcpy.1280

Jankalova, J.K.M. 2021. Sectoral environment analysis as part of the proceedings of

determining the value of a company. In. CER Comparative European Research 2021.
Janssen, H.G., Davies, I.G., Richardson, L.D. & Stevenson, L. 2018. Determinants of takeaway
and fast food consumption: a narrative review. Nutrition Research Reviews, 31(1):16-34. DOI:

10.1017/S0954422417000178

Jones, G.R. & George, J.M. 2019. Essentials of contemporary management. 8th ed. New York,
NY: McGraw-Hill

Kaehler, B. & Grundei, J. 2018. HR governance: a theoretical introduction. Cham: Springer.

Kain, R. & Verma, A. 2018. Logistics management in supply chain—an overview. Materials
today: proceedings, 5(2):3811-3816. https://doi.org/10.1016/j.matpr.2017.11.634

Kalia, P., Kaushal, R., Singla, M. & Parkash, J. 2021. Determining the role of service quality,
trust and commitment to customer loyalty for telecom service users: a PLS-SEM approach. The
TQM Journal, 33(7):377-396. https://doi.org/10.1108/TQM-04-2021-0108

Kaoud, M. 2017. Investigation of customer knowledge management: a case study research.
International Journal of Service Science, Management, Engineering, and Technology
(IJSSMET), 8(2):12-22. DOI: 10.4018/IJSSMET.2017040102

Kara, E. 2018. A contemporary approach for strategic management in tourism sector: pestel
analysis on the city Mugla, Turkey. Journal of Business Research Turk, 10(2):598-608.
http://dx.doi.org/10.20491/isarder.2018.446

Karim, A. & Afnan, D. 2020. Kiai interperonal managerial: Henry Mintzberg perspective. Journal
of Leadership in Organizations, 2(2):75-90. https://doi.org/10.22146/l0.56290

163


http://dx.doi.org/10.1108/TR-09-2016-0037
https://doi.org/10.1002/jcpy.1280
https://doi.org/10.1016/j.matpr.2017.11.634
https://doi.org/10.1108/TQM-04-2021-0108
http://dx.doi.org/10.20491/isarder.2018.446
https://doi.org/10.22146/jlo.56290

Reference list

Katou, A.A. 2017. How does human resource management influence organisational
performance? an integrative approach-based analysis. International Journal of Productivity and
Performance Management, 66(6):797-821. https://doi.org/10.1108/IJPPM-01-2016-0004

Kaur, H. & Soch, H. 2018. Satisfaction, trust and loyalty: investigating the mediating effects of
commitment, switching costs and corporate image. Journal of Asia Business Studies, 12(4):361-
380. http://dx.doi.org/10.1108/JABS-08-2015-0119

Kaushik, V. & Walsh, C.A. 2019. Pragmatism as a research paradigm and its implications for
social work research. Social Sciences, 8(9):1-17. http://dx.doi.org/10.3390/socsci8090255

Keiningham, T., Ball, J., Benoit, S., Bruce, H.L., Buoye, A., Dzenkovska, J., ... Zaki, M. 2017.
The interplay of customer experience and commitment. Journal of Services Marketing,
31(2):148-160. http://dx.doi.org/10.1108/JSM-09-2016-0337

Khalid, L.S. & Rahman, I.A. 2019. Conceptual model for the external factors affecting project
performance using PESTLE factors. Journal of Advanced Research in Dynamical and Control
Systems, 11(3):246-250.

Khuntia, J., Saldanha, T.J., Mithas, S. & Sambamurthy, V. 2018. Information technology and
sustainability: evidence from an emerging economy. Production and Operations Management,
27(4):756-773. https://doi.org/10.1111/poms.12822

Kimaru, E., Ngugi, P.K. & Michael, A.M. 2022. Conceptual skills and sustainable competitive
advantage of small and medium food manufacturing enterprises in Kenya. African
Muiltidisciplinary Journal of Research, 7(1):244-365.

Kirkpatrick, S.A. 2017. Understanding the role of vision, mission, and values in the HPT model.
Performance Improvement, 56(3):6-14. https://doi.org/10.1002/pfi.21689

Klepic¢, I. 2019. Correlation of recruitment and selection of human resources and the
performance of small and medium enterprises. Nase gospodarstvo/Our economy, 65(4):14-26.
https://doi.org/10.2478/ngoe-2019-0016

Knezevi¢, N., Grubor, B., Kalenjuk, B., émugovié, S., Banjac, M. & Radivojevi¢, G. 2021.
Correlation of implementation of principles and functions of management in hospitality business.
Turizam, 25(3):149-160. https://doi.org/10.5937/turizam25-33118

164


https://doi.org/10.1108/IJPPM-01-2016-0004
http://dx.doi.org/10.1108/JABS-08-2015-0119
http://dx.doi.org/10.3390/socsci8090255
http://dx.doi.org/10.1108/JSM-09-2016-0337
https://doi.org/10.1111/poms.12822
https://doi.org/10.1002/pfi.21689
https://doi.org/10.2478/ngoe-2019-0016
https://doi.org/10.5937/turizam25-33118

Reference list

Korstjens, I. & Moser, A. 2018. Series: Practical guidance to qualitative research. Part 4:

Trustworthiness and publishing. European Journal of General Practice, 24(1):120-124.

Kotler, P. & Armstrong, G. 2018. Principles of marketing. 17th ed. Harlow: Pearson.

Kowo, S., Akinrinola, O. & Sabitu, O. 2018. Macro environment and performance of
multinational agricultural enterprises: a case from Nigeria. Agricultural and Resource

Economics: International Scientific E-Journal, 4(4):31-40.

Kuchinka, D.G., Balazs, S., Gavriletea, M.D. & Djokic, B.-B. 2018. Consumer attitudes toward
sustainable development and risk to brand loyalty. Sustainability, 10(4):1-25.
http://dx.doi.org/10.3390/su10040997

Kujala, J., Lamsa, A.-M. & Riivari, E. 2017. Company stakeholder responsibility: An empirical
investigation of top managers’ attitudinal change. Baltic Journal of Management, 12(2):114-138.
https://doi.org/10.1108/BJM-07-2016-0148

Kumar, A., Luthra, S., Khandelwal, D.K., Mehta, R., Chaudhary, N. & Bhatia, S. 2017.
Measuring and improving customer retention at authorised automobile workshops after free
services. Journal of Retailing and Consumer Services, 39:93-102.
http://dx.doi.org/10.1016/j.jretconser.2017.07.007

Kumar, R. 2011. Research methodology: a step by step guide for beginners. 3rd ed. London:
Sage.

Kumar, R. 2014. Research methodology: a step by step guide for beginners. 4th ed. London:
Sage.

Kurdi, B., Alshurideh, M. & Alnaser, A. 2020. The impact of employee satisfaction on customer
satisfaction: theoretical and empirical underpinning. Management Science Letters, 10(15):3561-
3570. http://dx.doi.org/10.5267/j.msl.2020.6.038

Kwiatek, P., Morgan, Z. & Thanasi-Boge, M. 2020. The role of relationship quality and loyalty
programs in building customer loyalty. Journal of Business & Industrial Marketing, 35(11):1645-
1657. https://doi.org/10.1108/JBIM-02-2019-0093

165


http://dx.doi.org/10.3390/su10040997
https://doi.org/10.1108/BJM-07-2016-0148
http://dx.doi.org/10.1016/j.jretconser.2017.07.007
http://dx.doi.org/10.5267/j.msl.2020.6.038
https://doi.org/10.1108/JBIM-02-2019-0093

Reference list

Kyngas, H., Kaaridinen, M. & Elo, S. 2020. The trustworthiness of content analysis. In. The

application of content analysis in nursing science research. Cham: Springer. pp. 41-48.

Lanka, E., Lanka, S., Rostron, A. & Singh, P. 2020. Why we need qualitative research in
management studies. Journal of Contemporary Administration, 25(2):1-7. DOI: 10.1590/1982-
7849rac2021200297

Larson, E.W. & Gray, C.F. 2018. Project management: the managerial process. 7th ed. New
York, NY: McGraw-Hill

Lawrence, J. 2020. An investigation into the business environment of small, medium and micro

independent caterers in Cape Town. University of South Africa.

Lee, C.-Y. 2017. Product diversification, business structure, and firm performance in Taiwanese
property and liability insurance sector. The Journal of Risk Finance, 18(5):486-499. DOI
10.1108/JRF-07-2016-0092

Lemus-Aguilar, |., Morales-Alonso, G., Ramirez-Portilla, A. & Hidalgo, A. 2019. Sustainable
business models through the lens of organizational design: a systematic literature review.
Sustainability, 11(19):1-20. https://doi.org/10.3390/su11195379

Leninkumar, V. 2017. The relationship between customer satisfaction and customer trust on
customer loyalty. International Journal of Academic Research in Business and Social Sciences,
7(4):450-465. http://dx.doi.org/10.6007/IJARBSS/v7-i4/2821

Leung, L. 2015. Validity, reliabilty, and generalizability in qualitative research. Journal of Family
Medicine and Primary Care, 4(3):324-327.

Li, J. & Hovy, E. 2017. Reflections on sentiment/opinion analysis. In. A practical guide to

sentiment analysis. 5th ed. Cham: Springer. pp. 41-59.

Li, M.-W., Teng, H.-Y. & Chen, C.-Y. 2020. Unlocking the customer engagement-brand loyalty
relationship in tourism social media: the roles of brand attachment and customer trust. Journal
of Hospitality and Tourism Management, 44:184-192. https://doi.org/10.1016/].jhtm.2020.06.015

166


https://doi.org/10.3390/su11195379
http://dx.doi.org/10.6007/IJARBSS/v7-i4/2821
https://doi.org/10.1016/j.jhtm.2020.06.015

Reference list

Liew, J.Y., Razali, N.AW., Ng, K.H., Boon, J.G. & Sui, C.F. 2021. Generation Z's purchase
intention of fast food: influential factors unveiled in Kluang, Johor. In. AIP Conference

Proceedings. AIP. pp. 1-8.

Lim, Y.J. 2020. The PESTEL model application to Ok Boomer and TikTok from a public
relations perspective. Journal of Media Research, 13(37):94-110. DOI: 10.24193/jmr.37.6

Lima, E.S., McMahon, P. & Costa, A.P.C.S. 2021. Establishing the relationship between asset
management and business performance. International Journal of Production Economics, 232:1-
18. https://doi.org/10.1016/}.ijpe.2020.107937

Lin, C.-T., Chen, C.-W., Wang, S.-J. & Lin, C.-C. 2018. The influence of impulse buying toward
consumer loyalty in online shopping: a regulatory focus theory perspective. Journal of Ambient
Intelligence and Humanized Computing, 13(8):1-11. https://doi.org/10.1007/s12652-018-0935-8

Lin, H., Zhang, M. & Gursoy, D. 2020. Impact of nonverbal customer-to-customer interactions
on customer satisfaction and loyalty intentions. International Journal of Contemporary
Hospitality Management, 32(5):1967-1985. DOI 10.1108/IJCHM-08-2019-0694

Lincoln, Y.S. & Guba, E.G. 1985. Naturalistic inquiry. Newbury Park, CA: Sage.
Lindblad, F. 2019. Market development barriers for the Swedish wooden multi-family house

industry. International Journal of Engineering and Technology, 11(3):187-195.
https://doi.org/10.7763/IJET.2019.V11.1145

Liu, W.-K,, Lee, Y.-S. & Hung, L.-M. 2017. The interrelationships among service quality,
customer satisfaction, and customer loyalty: Examination of the fast-food industry. Journal of
Foodservice Business Research, 20(2):146-162.

Livijn, M. 2019. Navigating in a hierarchy: how middle managers adapt macro design. Journal of
Organization Design, 8(1):1-27. https://doi.org/10.1186/s41469-019-0046-9

Lloyd, R. & Aho, W. 2020. The four functions of management: an essential guide to

management principles. Kansas: Fort Hays State University.

Long, D. & Dong, N. 2017. The effect of experience and innovativeness of entrepreneurial

opportunities on the new venture emergence in China: the moderating effect of munificence.

167


https://doi.org/10.1016/j.ijpe.2020.107937
https://doi.org/10.1007/s12652-018-0935-8
https://doi.org/10.7763/IJET.2019.V11.1145
https://doi.org/10.1186/s41469-019-0046-9

Reference list

Journal of Entrepreneurship in Emerging Economies, 9(1):21-34. https://doi.org/10.1108/JEEE-
04-2016-0014

Lucini, F.R., Tonetto, L.M., Fogliatto, F.S. & Anzanello, M.J. 2020. Text mining approach to
explore dimensions of airline customer satisfaction using online customer reviews. Journal of Air
Transport Management, 83:1-12. https://doi.org/10.1016/j.jairtraman.2019.101760

Maarouf, H. 2019. Pragmatism as a supportive paradigm for the mixed research approach:
conceptualizing the ontological, epistemological, and axiological stances of pragmatism.
International Business Research, 12(9):1-12. https://doi.org/10.5539/ibr.v12n9p1

Mahmoud, M.A. 2019. Gender, e-banking, and customer retention. Journal of Global Marketing,
32(4):269-287. https://doi.org/10.1080/08911762.2018.1513108

Mahmoud, M.A., Hinson, R.E. & Adika, M.K. 2018. The effect of trust, commitment, and conflict
handling on customer retention: the mediating role of customer satisfaction. Journal of
Relationship Marketing, 17(4):257-276. https://doi.org/10.1080/15332667.2018.1440146

Malhotra, G. 2017. Strategies in research. International Journal for Advance Research and
Development, 2(5):172-180.

Malhotra, N.K. 2019. Marketing research: an applied orientation. 7th ed. Harlow: Pearson.
Malhotra, N.K., Agarwal, J. & Peterson, M. 1996. Methodological issues in cross-cultural

marketing research: a state-of-the-art review. International Marketing Review, 13(5):7-43.
https://doi.org/10.1108/02651339610131379

Malhotra, N.K., Baalbaki, I.B. & Bechwati, N.N. 2013. Marketing research. Harlow: Pearson.

Mallak, S.K., Ishak, M.B., Mohamed, A.F. & Iranmanesh, M. 2018. Toward sustainable solid
waste minimization by manufacturing firms in Malaysia: strengths and weaknesses.
Environmental Monitoring and Assessment, 190(10):1-16. https://doi.org/10.1007/s10661-018-
6935-5

Manikas, A., Boyd, L., Guan, J. & Hoskins, K. 2020. A review of operations management
literature: a data-driven approach. International Journal of Production Research, 58(5):1442-
1461. https://doi.org/10.1080/00207543.2019.1651459

168


https://doi.org/10.1108/JEEE-04-2016-0014
https://doi.org/10.1108/JEEE-04-2016-0014
https://doi.org/10.1016/j.jairtraman.2019.101760
https://doi.org/10.5539/ibr.v12n9p1
https://doi.org/10.1080/08911762.2018.1513108
https://doi.org/10.1080/15332667.2018.1440146
https://doi.org/10.1108/02651339610131379
https://doi.org/10.1007/s10661-018-6935-5
https://doi.org/10.1007/s10661-018-6935-5
https://doi.org/10.1080/00207543.2019.1651459

Reference list

Mappesona, H., Ikhsani, K. & Ali, H. 2020. Customer purchase decision model, supply chain
management and customer satisfaction: product quality and promotion analysis. International
Journal of Supply Chain Management, 9(1):592-600.

Marakanon, L. & Panjakajornsak, V. 2017. Perceived quality, perceived risk and customer trust
affecting customer loyalty of environmentally friendly electronics products. Kasetsart Journal of
Social Sciences, 38(1):24-30. https://doi.org/10.1016/j.kjss.2016.08.012

Maree, K. 2019. First steps in research. 3rd ed. Pretoria: Van Schaik Publishers.

Martinez-Mesa, J., Gonzalez-Chica, D.A., Duquia, R.P., Bonamigo, R.R. & Bastos, J.L. 2016.
Sampling: how to select participants in my research study? Anais Brasileiros de Dermatologia,
91(3):326-330. http://dx.doi.org/10.1590/abd1806-4841.20165254

Masama, B. 2018. Revisiting the economic factors which influence fast food South African
small, medium and micro enterprise sustainability. Exepert Journal of Business Management,
6(1):19-28.

Matovi¢, I.M. 2020. PESTEL analysis of external environment as a success factor of startup
business. In. ConScienS Conference Proceedings. Scientia Moralitas Research Institute. pp.
96-102.

Matsuo, M. 2019. The unlearning of managerial skills: a qualitative study of executive officers.
European Management Review, 16(2):303-315. DOI: 10.1111/emre.12122

Mclintosh, M.J. & Morse, J.M. 2015. Situating and constructing diversity in semi-structured
interviews. Global Qualitative Nursing Research, 2:1-12.
https://doi.org/10.1177/2333393615597674

McKie, D. & Sriramesh, K. 2017. Public relations. In: Scott, C.R., Barker, J.R., Kuhn, T., Keyton,
J., Turner, P.K. & Lewis, L.K., eds. The International Encyclopedia of Organizational

Communication. Hoboken, NJ: Wiley pp. 1-18.

McLaughlin, K., Kable, A., Ebert, L. & Murphy, V. 2016. Midwives’ perception of their role in
providing antenatal asthma management in Australia: a qualitative study. Midwifery, 35:11-16.
https://doi.org/10.1016/j.midw.2016.01.016

169


https://doi.org/10.1016/j.kjss.2016.08.012
http://dx.doi.org/10.1590/abd1806-4841.20165254
https://doi.org/10.1177/2333393615597674
https://doi.org/10.1016/j.midw.2016.01.016

Reference list

Mheiri, H.A.A. 2022. Investigating the impact of organisational culture and leadership on
knowledge sharing behavioural intention among employees in organisations in the United Arab

Emirates. Dubai: University of Wollongong.

Mihajlovi¢, M.B., Tadin, D.B. & Gordi¢, B.M. 2020. The role of financial management in the
company. Tehnika, 75(4):498-503. https://doi.org/10.5937/tehnika2004498M

Mintzberg, H. 1973. The nature of managerial work. New York, NY: Harper & Row.

Mir, F.A. & Mir, M.A. 2019. Macro-environment analysis of the tourism industry of Kashmir. E-
Commerce for Future & Trends, 6(1):65-76.

Mishra, A. 2020. A review on changed consumer behavior during COVID-19 crisis. Journal of
Contemporary Issues in Business and Government, 26(2):2250-2254. DOI:
10.47750/cibg.2020.26.02.274

Mishra, A.K. 2022. McGregor's ideas on management leadership: a brief introduction on Theory
X and Theory Y, understanding the applicability and relevance. International Journal of
Research in Publication and Reviews, 3(4):89-90.

Misun, J. 2017. Changes in management function of control. In. International Conference Socio-
Economic Perspectives In The Age Of XXI Century Globalization, Tirana. University of Tirana.
pp. 204-217.

Moenardy, K.K., Arifin, S. & Kumadji, S. 2016. The effect of service quality and relationship
marketing to customer value, customer satisfaction, switching cost, and customer retention: a
case study on the customers of bank NTT at East Nusa Tenggara Province. International

Journal of Management and Administrative Sciences, 3(4):48-63.

Mohamed, B. & Ahmad Murad, N.A. 2021. Mission and vision in industry development. FBM
INSIGHTS: Universiti Teknologi MARA Cawangan Kedah, 3:47-50.

Mooi, E., Sarstedt, M. & Mooi-Reci, |. 2018. Market research: the process, data and methods

using Stata. Singapore: Springer.

Morse, J.M. 1991. Qualitative research: a contemporary dialogue. Newbury Park, CA: Sage.

170


https://doi.org/10.5937/tehnika2004498M

Reference list

Morse, J.M. 2015. Critical analysis of strategies for determining rigor in qualitative inquiry.
Qualitative Health Research, 25(9):1212-1222. https://doi.org/10.1177%2F1049732315588501

Morse, J.M. & Field, P.A. 1996. Nursing research: the application of qualitative approaches. 2nd
ed. Cheltenham: Stanley.

Mou, J., Cui, Y. & Kurcz, K. 2020. Trust, risk and alternative website quality in B-buyer
acceptance of cross-border E-commerce. Journal of Global Information Management (JGIM),
28(1):167-188. http://dx.doi.org/10.4018/JGIM.2020010109

Mugo, P. 2020. Porter’s five forces influence on competitive advantage in telecommunication
industry in Kenya. European Journal of Business and Strategic Management, 5(2):30-49.
https://doi.org/10.47604/ejbsm.1140

Mukwakungu, S.C., Lumbwe, A K., Niati, D. & Mbohwa, C. 2019a. The importance of quality
management system and leadership in the South African restaurant, fast food and catering
sector-case of the Gauteng region. In. Proceedings of the Fourth North American International

Conference on Industrial Engineering and Operations Management, Toronto. pp. 395-406.

Mukwakungu, S.C., Mabasa, M.D., Mankazana, S., Mzileni, X. & Burakeye, S.A. 2019b. The
impact of just in time (JIT) in inventory management—perspectives from two case studies in a
South African environment. In. Proceedings of the International Conference on Industrial

Engineering and Operations Management, Bangkok. pp. 1271-1278.

Muller, P. & Schmid, M. 2019. Intelligent packaging in the food sector: a brief overview. Foods,
8(1):1-12. http://dx.doi.org/10.3390/foods8010016

Namin, A. 2017. Reuvisiting customers' perception of service quality in fast food restaurants.
Journal of Retailing and Consumer Services, 34:70-81.
https://doi.org/10.1016/j.jretconser.2016.09.008

Nandonde, F.A. 2019. A PESTLE analysis of international retailing in the East African
Community. Global Business and Organizational Excellence, 38(4):54-61. DOI:
10.1002/joe.21935

171


https://doi.org/10.1177%2F1049732315588501
http://dx.doi.org/10.4018/JGIM.2020010109
https://doi.org/10.47604/ejbsm.1140
http://dx.doi.org/10.3390/foods8010016
https://doi.org/10.1016/j.jretconser.2016.09.008

Reference list

Nashwan, S.A. & Hassan, H. 2017. Impact of customer relationship management (CRM) on
customer satisfaction and loyalty: a systematic review. Journal of Advanced Research in

Business and Management Studies, 6(1):86-107.

Ngoma, M. & Ntale, P.D. 2019. Word of mouth communication: a mediator of relationship
marketing and customer loyalty. Cogent Business & Management, 6(1):1-20.
https://doi.org/10.1080/23311975.2019.1580123

Nguyen, D.T., Pham, V.T., Tran, D.M. & Pham, D.B.T. 2020. Impact of service quality, customer
satisfaction and switching costs on customer loyalty. The Journal of Asian Finance, Economics
and Business, 7(8):395-405. https://doi.org/10.13106/jafeb.2020.vol7.n08.395

Nguyen, Q., Nisar, T.M., Knox, D. & Prabhakar, G.P. 2018. Understanding customer satisfaction
in the UK quick service restaurant industry: The influence of the tangible attributes of perceived
service quality. British Food Journal, 120(6):1207-1222. DOI: 10.1108/BFJ-08-2017-0449

Nickels, W.G., McHugh, J. & McHugh, S. 2019. Understanding business. 12th ed. New York,
NY: McGraw-Hill

Nitzan, I. & Libai, B. 2011. Social effects on customer retention. Journal of Marketing, 75(6):24-
38.

Njuguna, S. 2020. Effects of selected Porter’s five forces model on strategic planning in Stanbic

Bank Kenya. United States International University-Africa.

Nobar, H.B.K. & Rostamzadeh, R. 2018. The impact of customer satisfaction, customer
experience and customer loyalty on brand power: empirical evidence from hotel industry.
Journal of Business Economics and Management, 19(2):417-430.
https://doi.org/10.3846/ibem.2018.5678

Noble, H. & Smith, J. 2014. Qualitative data analysis: a practical example. Evidence Based
Nursing, 17(1):2-3. http://dx.doi.org/10.1136/eb-2013-101603

Noble, H. & Smith, J. 2015. Issues of validity and reliability in qualitative research. Evidence-
Based Nursing, 18(2):34-35. http://dx.doi.org/10.1136/eb-2015-102054

Northouse, P. 2019. Leadership: theory and practice. 8th ed. Los Angeles, CA: Sage.

172


https://doi.org/10.1080/23311975.2019.1580123
https://doi.org/10.13106/jafeb.2020.vol7.no8.395
https://doi.org/10.3846/jbem.2018.5678
http://dx.doi.org/10.1136/eb-2013-101603
http://dx.doi.org/10.1136/eb-2015-102054

Reference list

Norvell, T., Kumar, P. & Contractor, S. 2018. Assessing the customer-based impact of up-
selling versus down-selling. Cornell Hospitality Quarterly, 59(3):215-227.
https://doi.org/10.1177/1938965518762836

Nowell, L.S., Norris, J.M., White, D.E. & Moules, N.J. 2017. Thematic analysis: striving to meet
the trustworthiness criteria. International Journal of Qualitative Methods, 16(1):1-13.
https://doi.org/10.1177/1609406917733847

Nugroho, S., Kempa, S. & Panjaitan, T.W.S. 2020. Logistic service quality and customer
satisfaction to customer retention on rice producer industry. In. SHS Web of Conferences. EDP

Sciences. pp. 1-11.

Nuryanto, I. & Farida, |. 2020. The level of service quality of fast-food restaurants in Semarang.
Jurnal Penelitan Ekonomi dan Bisnis, 5(2):212-219. DOI: 10.33633/jpeb.v5i2.3700

Nwachukwu, C. & Zufan, P. 2017. Influence of customer focused mission statement on
customer satisfaction. Acta Universitatis Agriculturae et Silviculturae Mendelianae Brunensis,
65(3), https://doi.org/10.11118/actaun201765031031

Nwokah, N.G. & Ngirika, D. 2017. Online advertising and customer satisfaction of e-tailing firms
in Nigeria. Intelligent Information Management, 10(1):16-41.
https://doi.org/10.4236/iim.2018.101002

Obedgiu, V. 2017. Human resource management, historical perspectives, evolution and
professional development. Journal of Management Development, 36(8):986-990.
https://doi.org/10.1108/JMD-12-2016-0267

Oberer, B. & Erkollar, A. 2018. Leadership 4.0: digital leaders in the age of industry 4.0.
International Journal of Organizational Leadership, 7(4):404-412.
http://dx.doi.org/10.33844/ij0l.2018.60332

Ohrabi, A., Hanbolooki, S. & Hazavi, T. 2017. Investigating the relationship between marketing
mix of Parsian banking services and customer loyalty according to the mediating role of

customer satisfaction. Bulletin de La Société Royale Des Sciences de Liege, 86:421-433.

Olasiuk, H. 2017. Competitive forces on the Ukrainian pharmaceutical market: evaluation

aspects. Journal of Applied Management and Investments, 6(3):186-196.

173


https://doi.org/10.1177/1938965518762836
https://doi.org/10.1177/1609406917733847
https://doi.org/10.11118/actaun201765031031
https://doi.org/10.4236/iim.2018.101002
https://doi.org/10.1108/JMD-12-2016-0267
http://dx.doi.org/10.33844/ijol.2018.60332

Reference list

Oluwaseyi, J.A., Onifade, M.K. & Odeyinka, O.F. 2017. Evaluation of the role of inventory
management in logistics chain of an organisation. LOG/-Scientific Journal on Transport and
Logistics, 8(2):1-11. https://doi.org/10.1515/logi-2017-0011

Omsa, S., Abdullah, I.H. & Jamali, H. 2017. Five competitive forces model and the
implementation of Porter’s generic strategies to gain firm performances. Science Journal of
Business and Management, 5(1):9-16. https://doi.org/10.31227/osf.io/9hbwt

Ortiz-Paniagua, C.F. 2018. Diversification and sugar substitute goods in sugar mills in Mexico.

Instituto de Investigaciones Econémicas y Empresariales:1-430.

Osotimehin, S. 2019. Aggregate productivity and the allocation of resources over the business
cycle. Review of Economic Dynamics, 32:180-205. https://doi.org/10.1016/j.red.2019.02.003

Othman, B., He, W., Huang, Z., Xi, J. & Ramsey, T. 2021. The effects on service value and
customer retention by integrating after sale service into the traditional marketing mix model of
clothing store brands in China. Environmental Technology & Innovation, 23:1-13.
https://doi.org/10.1016/j.eti.2021.101784

Padlee, S.F., Thaw, C.Y. & Zulkiffli, S.N.A. 2019. The relationship between service quality,
customer satisfaction and behavioural intentions. Tourism and Hospitality Management,
25(1):121-139. https://doi.org/10.20867/thm.25.1.9

Pakurar, M., Haddad, H., Nagy, J., Popp, J. & Olah, J. 2019. The service quality dimensions
that affect customer satisfaction in the Jordanian banking sector. Sustainability, 11(4):1-24.
doi:10.3390/su11041113

Pandey, R., Ganatra, V., Jamnik, S., Goel, P., Goyal, P., Xuan, C.L., ... Zen, L.J. 2021. An
empirical study on customer satisfaction, perception, and brand image in Starbucks Coffee in

India, Asia. International journal of Tourism and Hospitality in Asia Pasific (IJTHAP), 4(1):53-63.

Parawansa, D.A.S. 2018. Effect of commitment and customers’ satisfaction on the relationship
between service quality and customer retention in rural banks in Makassar, Indonesia. Journal
of Management Development, 37(1):53-64. https://doi.org/10.1108/JMD-12-2016-0303

174


https://doi.org/10.1515/logi-2017-0011
https://doi.org/10.31227/osf.io/9hbwt
https://doi.org/10.1016/j.red.2019.02.003
https://doi.org/10.1016/j.eti.2021.101784
https://doi.org/10.20867/thm.25.1.9
https://doi.org/10.1108/JMD-12-2016-0303

Reference list

Park, E.O., Chae, B.K., Kwon, J. & Kim, W.-H. 2020. The effects of green restaurant attributes
on customer satisfaction using the structural topic model on online customer reviews.
Sustainability, 12(7):1-20. https://doi.org/10.3390/su12072843

Pasquier, M. & Villeneuve, J.-P. 2018. Marketing management and communications in the

public sector. 2nd ed. New York, NY: Routledge.

Paulus, T.M. & Lester, J.N. 2016. ATLAS. ti for conversation and discourse analysis studies.
International Journal of Social Research Methodology, 19(4):405-428.
https://doi.org/10.1080/13645579.2015.1021949

Paurova, V. & Gregova, E. 2020. Importance and process of marketing environment analysis as
strategic analysis tool of business. In. Fifth International Conference on Economic and Business
Management (FEBM 2020), Slovakia. Atlantis Press. pp. 720-723.

Pervan, M., Curak, M. & Pavic Kramaric, T. 2018. The influence of industry characteristics and
dynamic capabilities on firms’ profitability. International Journal of Financial Studies, 6(1):1-19.
DOI: 10.3390/ijfs6010004

Petzer, D.J. & Van Tonder, E. 2019. Loyalty intentions and selected relationship quality
constructs: the mediating effect of customer engagement. International Journal of Quality &
Reliability Management, 36(4):601-619. https://doi.org/10.1108/IJQRM-06-2018-0146

Pham, H. 2020. Impact of human resource management practices on enterprises' competitive
advantages and business performance: Evidence from telecommunication industry.
Management Science Letters, 10(4):721-732. http://dx.doi.org/10.5267/j.msl.2019.10.025

Phan, S. 2021. The effect of PESTLE factors on development of e-commerce. International
Journal of Data and Network Science, 5(1):37-42. DOI: 10.5267/.ijdns.2020.11.005

PMI. 2017. A guide to the project management body of knowledge: PMBO guide. 6th ed.

Pennsylvania: Project Management Institute.

POPIA. 2013. Protection of personal information act (POPI Act). https://popia.co.za/ Date of

access: 12 Apr.

175


https://doi.org/10.3390/su12072843
https://doi.org/10.1080/13645579.2015.1021949
https://doi.org/10.1108/IJQRM-06-2018-0146
http://dx.doi.org/10.5267/j.msl.2019.10.025
https://popia.co.za/

Reference list

Porter, M.E. 1980. Competitive strategy: techniques for analyzing industries and competitors.
New York, NY: Free Press.

Porter, M.E., Peters, T. & Fiedler, F.E. 2008. Comparative Management Philosophies. Western
Washington University-6/13,

Precoma, G. 2021. Food consumption and consumer behaviour: how socio-economic and
political factors have shaped food advertising and consumers' approach to the food industry

from 1900 to the present. Ca'Foscari University of Venice.

Prentkovskis, O., Erceg, Z., Stevi¢, Z., Tanackov, |., Vasiljevi¢, M. & Gavranovi¢, M. 2018. A
new methodology for improving service quality measurement: delphi-FUCOM-SERVQUAL
model. Symmetry, 10(12):1-25. DOI: 10.3390/sym10120757

Qin, T. 2020. Elevating value marketing strategies in Singapore Airlines driven by macro and
micro environment. In. The 3rd International Conference on Economy, Management and
Entrepreneurship (ICOEME 2020), Singapore. Atlantis Press. pp. 271-279.

Quenum, A., Thorisson, H., Wu, D. & Lambert, J.H. 2021. Resilience of business strategy to
emergent and future conditions. Journal of Risk Research, 24(7):870-888.
https://doi.org/10.1080/13669877.2018.1485172

Quick, J. & Hall, S. 2015. Part three: the quantitative approach. Journal of Perioperative
Practice, 25(10):192-196. https://doi.org/10.1177%2F175045891502501002

Quoquab, F., Sadom, N.Z.M. & Mohammad, J. 2019. Driving customer loyalty in the Malaysian
fast food industry: the role of halal logo, trust and perceived reputation. Journal of Islamic
Marketing, 11(6):1367-1387. https://doi.org/10.1108/JIMA-01-2019-0010

Rachmi, A. & Poernamawati, D.E. 2020. The effect of competitive intelligence on competitive
strategy and performance: study on cafes and restaurants in Malang, Indonesia. Diponegoro
International Journal of Business, 3(1):55-60. https://doi.org/10.14710/dijb.3.1.2020.55-60

Ragab, M. & Arisha, A. 2018. Research methodology in business: a starter’s guide.
Management and Organizational Studies, 5(1):1-23. http://dx.doi.org/10.5430/mos.v5n1p1

176


https://doi.org/10.1080/13669877.2018.1485172
https://doi.org/10.1177%2F175045891502501002
https://doi.org/10.1108/JIMA-01-2019-0010
https://doi.org/10.14710/dijb.3.1.2020.55-60
http://dx.doi.org/10.5430/mos.v5n1p1

Reference list

Rahi, S. 2017. Research design and methods: a systematic review of research paradigms,
sampling issues and instruments development. International Journal of Economics &
Management Sciences, 6(2):1-5. DOI: 10.4172/2162-6359.1000403

Rajnoha, R., Lesnikova, P., Stefko, R., Schmidtova, J. & Formanek, I. 2019. Transformations in
strategic business planning in the context of sustainability and business goals setting.

Transformations in Business & Economics, 18(2):44-66.

Rajput, A. & Gahfoor, R.Z. 2020. Satisfaction and revisit intentions at fast food restaurants.
Future Business Journal, 6(1):1-12. https://doi.org/10.1186/s43093-020-00021-0

Ramya, N., Kowsalya, A. & Dharanipriya, K. 2019. Service quality and its dimensions. EPRA

International Journal of Research & Development, 4(2):38-41.

Reichheld, F.F. & Sasser, W.E. 1990. Zero defections: quality comes to service. Harvard
Business Review, 68(5):104-109.

Ristovska, N., Kozuharov, S. & Petkovski, V. 2017. The impact of logistics management
practices on company’s performance. International Journal of Academic Research in
Accounting, Finance and Management Sciences, 7(1):245-252.
http://dx.doi.org/10.6007/IJARAFMS/v7-i1/2649

Rita, P., Oliveira, T. & Farisa, A. 2019. The impact of e-service quality and customer satisfaction
on customer behavior in online shopping. Heliyon, 5(10):1-14.
https://doi.org/10.1016/j.heliyon.2019.e02690

Ritchie, J., Lewis, J., Nicholls, C.M. & Ormston, R. 2013. Qualitative research practice: a guide

for social science students and researchers. 2nd ed. London: Sage.

Rizal, O., Suhadak, M. & Kholid, M. 2017. Analysis of the influence of external and internal
environmental factors on business performance: A study on micro small and medium
enterprises (MSMES) of food and beverage. Russian Journal of Agricultural and Socio-
Economic Sciences, 66(6):47-56. https://doi.org/10.18551/rjoas.2017-06.05

Robbins, S.P., Coulter, M.A., DeCenzo, D.A. & De Cenzo, D.A. 2019. Fundamentals of

management. 7th ed. Toronto: Pearson.

177


https://doi.org/10.1186/s43093-020-00021-0
http://dx.doi.org/10.6007/IJARAFMS/v7-i1/2649
https://doi.org/10.1016/j.heliyon.2019.e02690
https://doi.org/10.18551/rjoas.2017-06.05

Reference list

Roberts-Lombard, M. 2009. Customer retention strategies of fast-food outlets in South Africa: A
focus on Kentucky Fried Chicken (KFC), Nando's, and Steers. Journal of African Business,
10(2):235-249. https://doi.org/10.1080/15228910802479521

Rolfe, G. 2006. Validity, trustworthiness and rigour: quality and the idea of qualitative research.
Journal of Advanced Nursing, 53(3):304-310.

Rose, J. & Johnson, C.W. 2020. Contextualizing reliability and validity in qualitative research:
toward more rigorous and trustworthy qualitative social science in leisure research. Journal of
Leisure Research, 51(4):432-451. https://doi.org/10.1080/00222216.2020.1722042

Rudskaia, E. & Eremenko, |. 2019. Digital clustering in customer relationship management. In.
E3S Web of Conferences. EDP Sciences. pp. 1-10.

Saah, P., Schutte, N. & Du Plessis, Y. 2020. Application of Mintzberg's managerial roles by
academic leaders at Higher Education Institutions in South Africa: the case of North-West
University. In.: International Conference on Public Administration and Development .... pp. 623-
636.

Sabbeh, S.F. 2018. Machine-learning techniques for customer retention: a comparative study.

International Journal of Advanced Computer Science and Applications, 9(2):273-281.

Sadeghi, A., Ghujali, T. & Bastam, H. 2019. The effect of organizational reputation on e-loyalty:
the roles of e-trust and e-satisfaction. ASEAN Marketing Journal, 10(1):1-16.

Saini, S. & Singh, J. 2020. A link between attitudinal and behavioral loyalty of service
customers. Business Perspectives and Research, 8(2):205-215.
https://doi.org/10.1177%2F2278533719887452

Salvador, J.T. 2016. Exploring quantitative and qualitative methodologies: a guide to novice
nursing researchers. European Scientific Journal, 12(18):107-122.
http://dx.doi.org/10.19044/esj.2016.v12n18p107

Samnani, A. 2014. Macro-environmental factors effecting fast food industry. Food Science and
Quality Management, 31(1):37-40.

178


https://doi.org/10.1080/15228910802479521
https://doi.org/10.1080/00222216.2020.1722042
https://doi.org/10.1177%2F2278533719887452
http://dx.doi.org/10.19044/esj.2016.v12n18p107

Reference list

Sanaei, M.R. & Sobhani, F.M. 2018. Information technology and e-business marketing strategy.

Information Technology and Management, 19(3):185-196.

Sanford, J., Townsend-Rocchiccioli, J., Quiett, K. & Trimm, D. 2011. “| See My Mother’s Face”:
student nurse experiences caring for cancer patients. European Journal of Oncology Nursing,
15(1):46-52. https://doi.org/10.1016/j.ejon.2010.05.010

Saputro, F.G., Sasono, A.D., Suyono, J., Elisabeth, D.R. & Bonn, A.T.B. 2020. The effect of
customer relationship marketing and service quality on customer retention with customer
satisfaction as a mediating variable in forwarding companies in Surabaya. International Journal
of Entrepreneurship and Business Development, 3(4):470-478. DOI: 10.29138/ijebd.v3i4.1217

Sari, S.W., Sunaryo, S. & Mugiono, M. 2018. The effect of service quality on customer retention
through commitment and satisfaction as mediation variables in java eating houses. Journal of
Applied Management, 16(4):593-604. http://dx.doi.org/10.21776/ub.jam.2018.016.04.05

Saunders, M.N.K., Lewis, P. & Thornhill, A. 2019. Research methods for business students. 8th
ed. New York, NY: Pearson.

Schermerhorn, J.R. & Bachrach, D.G. 2017. Exploring management. 6th ed. Hoboken, NJ:
Wiley.

Schiffman, L.G. & Wisenbilit, J.L. 2019. Consumer behaviour. 12th ed. Harlow: Pearson.

Schiller, C.J. 2016. Critical realism in nursing: an emerging approach. Nursing Philosophy,
17(2):88-102. https://doi.org/10.1111/nup.12107

Scholtenhuis, L.L., Hartmann, T. & Dorée, A. 2021. Exploring networked project coordination in

combined utility streetworks. Engineering Project Organization Journal, 10(1):1-23.

Schubert, T. & Tavassoli, S. 2020. Product innovation and educational diversity in top and
middle management teams. Academy of Management Journal, 63(1):272-294.
https://doi.org/10.5465/amj.2017.0741

Scotland, J. 2012. Exploring the philosophical underpinnings of research: relating ontology and

epistemology to the methodology and methods of the scientific, interpretive, and critical

179


https://doi.org/10.1016/j.ejon.2010.05.010
http://dx.doi.org/10.21776/ub.jam.2018.016.04.05
https://doi.org/10.1111/nup.12107
https://doi.org/10.5465/amj.2017.0741

Reference list

research paradigms. English Language Teaching, 5(9):9-16.
http://dx.doi.org/10.5539/elt.v5n9p9

Sebele-Mpofu, F.Y. 2020. Saturation controversy in qualitative research: complexities and
underlying assumptions. A literature review. Cogent Social Sciences, 6(1):1-17.
https://doi.org/10.1080/23311886.2020.1838706

Setiawan, R., Muchtar, B. & Abror, A. 2019. The effects of leadership function, work motivation
and job satisfaction on employee’s work discipline at STIKes Fort De Kock Bukittinggi. In. 2nd
Padang International Conference on Education, Economics, Business and Accounting
(PICEEBA-2 2018), Indonesia. Atlantis Press. pp. 711-719.

Shafiq, A., Mostafiz, M.I. & Taniguchi, M. 2019. Using SERVQUAL to determine Generation Y’s
satisfaction towards hoteling industry in Malaysia. Journal of Tourism Futures, 5(1):62-74. DOI:
10.1108/JTF-01-2018-0004

Shammout, A.B. 2020. An empirical investigation of relational bonds on attitudinal and
behavioral customer loyalty for Arabic luxury hotel customers. International Journal of
Hospitality & Tourism Administration, 21(3):221-241.
https://doi.org/10.1080/15256480.2018.1464420

Sharma, G. 2017. Pros and cons of different sampling techniques. International Journal of
Applied Research, 3(7):749-752.

Sharma, P., Kumar, R. & Gupta, M. 2021. Impacts of Customer Feedback for Online-Offline
Shopping using Machine Learning. In. 2021 2nd International Conference on Smart Electronics
and Communication (ICOSEC). IEEE. pp. 1696-1703.

Sharma, V. & Jain, R. 2018. Impact of demographics on online buying behaviour: an exploratory

study of consumers of Bhopal. Journal of Management and Research, 7(1):1-60.

Sheng, D. 2020. Research on the guiding value of management principle to ideological and
political education in colleges and universities. International Journal of Liberal Arts and Social
Science, 8:51-56.

Sherkar, A. 2018. A study on impact of employee behaviour on customers buying decision. A
Journal of Hospitality, 4(1):19-26.

180


http://dx.doi.org/10.5539/elt.v5n9p9
https://doi.org/10.1080/23311886.2020.1838706
https://doi.org/10.1080/15256480.2018.1464420

Reference list

Sheth, J. 2020. Business of business is more than business: managing during the Covid crisis.
Industrial Marketing Management, 88:261-264.
https://doi.org/10.1016/j.indmarman.2020.05.028

Shokouhyar, S., Shokoohyar, S. & Safari, S. 2020. Research on the influence of after-sales
service quality factors on customer satisfaction. Journal of Retailing and Consumer Services,
56:1-11. https://doi.org/10.1016/j.jretconser.2020.102139

Shukla, B., Sufi, T., Joshi, M. & Sujatha, R. 2022. Leadership challenges for Indian hospitality
industry during COVID-19 pandemic. Journal of Hospitality and Tourism Insights, 1:1-19.
https://doi.org/10.1108/JHTI-08-2021-0217

Shum, C., Gatling, A. & Shoemaker, S. 2018. A model of hospitality leadership competency for
frontline and director-level managers: Which competencies matter more? International Journal
of Hospitality Management, 74:57-66. http://dx.doi.org/10.1016/}.ijhm.2018.03.002

Siedlecki, S.L. 2020. Understanding descriptive research designs and methods. Clinical Nurse
Specialist, 34(1):8-12. https://doi.org/10.1097/nur.0000000000000493

Sileyew, K.J. 2019. Research design and methodology. In. Cyberspace. London: IntechOpen.

Simanjuntak, M., Putri, N.E., Yuliati, L.N. & Sabri, M.F. 2020. Enhancing customer retention
using customer relationship management approach in car loan bussiness. Cogent Business &
Management, 7(1):1-17. https://doi.org/10.1080/23311975.2020.1738200

Singh, G., Slack, N., Sharma, S., Mudaliar, K., Narayan, S., Kaur, R. & Sharma, K.U. 2021.
Antecedents involved in developing fast-food restaurant customer loyalty. The TQM Journal,
33(8):1753-1769. https://doi.org/10.1108/TQM-07-2020-0163

Singh, K. 2015. Organizational behaviour: text and cases. Chandigarh: Pearson.

Sitanggang, J.M., Sinulingga, S. & FAchruddin, K.A. 2019. Analysis of the effect of product
quality nn customer satisfaction and customer loyalty of Indihome ATPT Telkom Regional 1
Sumatera, Medan, North Sumatra, Indonesia. American International Journal of Business
Management (AIJBM), 2(3):26-37.

181


https://doi.org/10.1016/j.indmarman.2020.05.028
https://doi.org/10.1016/j.jretconser.2020.102139
https://doi.org/10.1108/JHTI-08-2021-0217
http://dx.doi.org/10.1016/j.ijhm.2018.03.002
https://doi.org/10.1097/nur.0000000000000493
https://doi.org/10.1080/23311975.2020.1738200
https://doi.org/10.1108/TQM-07-2020-0163

Reference list

Sitorus, T. & Yustisia, M. 2018. The influence of service quality and customer trust toward
customer loyalty: the role of customer satisfaction. International Journal for Quality Research,
12(3):639-654. http://dx.doi.org/10.18421/IJQR12.03-06

Skudiene, V., McCorkle, Y., McCorkle, D. & Blagovescenskij, D. 2021. The quality of
relationship with stakeholders, performance risk and competitive advantage in the hotel,
restaurant and café market. Organizations and Markets in Emerging Economies, 12(1):198-221.
https://doi.org/10.15388/omee.2021.12.54

Soedarto, T., Kurniawan, G.S.A. & Sunarsono, R.J. 2019. The parceling of loyalty: brand
quality, brand affect, and brand trust effect on attitudinal loyalty and behavioral loyalty. Academy

of Strategic Management Journal, 18(1):1-15.

Sofyan, M. & Fantini, E. 2021. Magetan regency MSME strategy in the new normal.
International Journal of Economics, Management, Business and Social Science (IJEMBIS),
1(1):121-125.

Solanki, K. 2019. To what extent does Amazon. Com, Inc.’s success accredited to its
organizational culture and ND Jeff Bezos’s leadership style. Archives of Business Research,
7(11):21-40. http://dx.doi.org/10.14738/abr.711.7366

Sommerfeldt, E.J. & Yang, A. 2018. Notes on a dialogue: twenty years of digital dialogic
communication research in public relations. Journal of Public Relations Research, 30(3):59-64.
https://www.tandfonline.com/action/showCitFormats?doi=10.1080/1062726X.2018.1498248

Song, H., Ruan, W. & Park, Y. 2019. Effects of service quality, corporate image, and customer
trust on the corporate reputation of airlines. Sustainability, 11(12):1-14.
http://dx.doi.org/10.3390/su11123302

Sridhar, M. 2017. Schools of management thought. /Indian Space Research Organization, 1:1-
20.

Statista. 2020. Market size of the quick service restaurant industry worldwide from 2011 to
2019, with a forecast for 2020 and 2021. https://www.statista.com/statistics/1186194/fast-food-

restaurant-industry-market-size-global/ Date of access: 1 August 2021.

182


http://dx.doi.org/10.18421/IJQR12.03-06
https://doi.org/10.15388/omee.2021.12.54
http://dx.doi.org/10.14738/abr.711.7366
https://www.tandfonline.com/action/showCitFormats?doi=10.1080/1062726X.2018.1498248
http://dx.doi.org/10.3390/su11123302
https://www.statista.com/statistics/1186194/fast-food-restaurant-industry-market-size-global/
https://www.statista.com/statistics/1186194/fast-food-restaurant-industry-market-size-global/

Reference list

Statista. 2022. Global quick service restaurant industry market size 2012-2022.
https://www.statista.com/statistics/1186194/fast-food-restaurant-industry-market-size-global/
Date of access: 7 April 2023.

StatsSA. 2020. Food and beverages. (Statistical release P6420).

Stojkanovi¢, D., Petkovi¢, Z. & Ivanov, L. 2021. Just in time as a modern principle of inventory
management. KNOWLEDGE-International Journal, 45(1):193-197.

Stoyanova, T. & Stoyanov, P. 2019. Corporate social responsibility in the human recources
management practice. In. 2019 International Conference on Creative Business for Smart and
Sustainable Growth (CREBUS). IEEE. pp. 1-4.

Stratton, S.J. 2021. Population research: convenience sampling strategies. Prehospital and
Disaster Medicine, 36(4):373-374. https://doi.org/10.1017/S1049023X21000649

Sudari, S., Tarofder, A., Khatibi, A. & Tham, J. 2019. Measuring the critical effect of marketing
mix on customer loyalty through customer satisfaction in food and beverage products.
Management Science Letters, 9(9):1385-1396. DOI: 10.5267/j.msl.2019.5.012

Sunaryo, |. 2019. Effects of food quality, service quality, price, environment, and location
towards customer loyalty of Indonesia’s local fast food industry. J@ ti Undip: Jurnal Teknik
Industri, 14(3):119-128. https://doi.org/10.14710/jati.14.3.119-128

Susanti, N. & Jasmani, J. 2019. The influence of product quality and service quality on customer
satisfaction at Mitra 10 in Depok. Jurnal Pemikiran limiah dan Pendidikan Adminisrasi
Perkantoran, 5(2):75-84.

Susilo, D. 2018. Macro environment analysis of automotive industry in Indonesia. Jurnal
Pendidikan Bisnis dan Ekonomi, 4(2):65-73. DOI: 10.20961/bise.v4i2.25342

Syafarudin, A. 2021. The effect of product quality on customer satisfaction implications on

customer loyalty in the era Covid-19. International Journal of Tax and Accounting, 2(1):71-83.

Tabrani, M., Amin, M. & Nizam, A. 2018. Trust, commitment, customer intimacy and customer
loyalty in Islamic banking relationships. International Journal of Bank Marketing, 36(5):823-848.
https://doi.org/10.1108/IJBM-03-2017-0054

183


https://www.statista.com/statistics/1186194/fast-food-restaurant-industry-market-size-global/
https://doi.org/10.1017/S1049023X21000649
https://doi.org/10.14710/jati.14.3.119-128
https://doi.org/10.1108/IJBM-03-2017-0054

Reference list

Taherdoost, H. 2016. Sampling methods in research methodology; how to choose a sampling
technique for research. International Journal of Academic Research in Management (IJARM),
5(2):17-27. https://dx.doi.org/10.2139/ssrn.3205035

Tappura, S., Teperi, A.-M. & Kivist6-Rahnasto, J. 2017. Safety management tasks at different
management levels. In. Advances in Human Factors, Business Management, Training and
Education: Springer. pp. 1147-1157.

Tarigan, Z., Jiputra, J. & Siagian, H. 2021. The effect of supply chain practices on retailer
performance with information technology as moderating variable. International Journal of Data
and Network Science, 5(1):47-54. http://dx.doi.org/10.5267/j.ijdns.2020.11.003

Tazkia, L., Azad, R. & Islam, T. 2017. Contribution of operations manager in a nonprofit
organization in Bangladesh. SPRING, 6(2):130-137.

Terblanche, N.S. 2007. Customer commitment to South African fast food brands: An application
of the Conversion Model. Management dynamics: Journal of the Southern African Institute for

Management Scientists, 16(2):2-15.

Theaker, A. 2020. The public relations handbook. 6th ed. Abingdon: Routledge.

Thomas, A. & Deshmukh, R. 2019. South African fast food market by product type (processed
chicken, burger, processed fish, pizza, sandwich, and others), age group (below 18 years, 20-
35 years old and above 35 years), and distribution channel (on-trade and online channel):
opportunity analysis and industry forecast, 2019-2026.
https://www.alliedmarketresearch.com/south-africa-fast-food-
market#:~:text=The%20South%20Africa%20fast%20food%20market%20size % 20was%20value
d%20at,and%20highly%20competitive %20hospitality%20industry. Date of access: 1 Jun 2021.

Torkzadeh, S., Zolfagharian, M., Yazdanparast, A. & Gremler, D.D. 2022. From customer
readiness to customer retention: the mediating role of customer psychological and behavioral
engagement. European Journal of Marketing, 56(7):1799-1829. http://dx.doi.org/10.1108/EJM-
03-2021-0213

Tovmasyan, G. 2017. The role of managers in organizations: psychological aspects. Business
Ethics and Leadership, 1(3):20-26.

184


https://dx.doi.org/10.2139/ssrn.3205035
http://dx.doi.org/10.5267/j.ijdns.2020.11.003
https://www.alliedmarketresearch.com/south-africa-fast-food-market#:%7E:text=The%20South%20Africa%20fast%20food%20market%20size%20was%20valued%20at,and%20highly%20competitive%20hospitality%20industry
https://www.alliedmarketresearch.com/south-africa-fast-food-market#:%7E:text=The%20South%20Africa%20fast%20food%20market%20size%20was%20valued%20at,and%20highly%20competitive%20hospitality%20industry
https://www.alliedmarketresearch.com/south-africa-fast-food-market#:%7E:text=The%20South%20Africa%20fast%20food%20market%20size%20was%20valued%20at,and%20highly%20competitive%20hospitality%20industry
http://dx.doi.org/10.1108/EJM-03-2021-0213
http://dx.doi.org/10.1108/EJM-03-2021-0213

Reference list

Trini, D. & Salim, M.N. 2018. Customer experience marketing (CEM), customer satisfaction and
customer trust affects customer loyalty: a study on Star Hotels in Jakarta province. Business
Management and Strategy, 9(2):100-116. https://doi.org/10.5296/bms.v9i2.13615

Turale, S., Klunklin, A. & Chontawan, R. 2010. Growing together: a qualitative study of leading

nurse scholars in Thailand. International Nursing Review, 57(2):202-210.

Uddin, M.B. 2019. Customer loyalty in the fast food restaurants of Bangladesh. British Food
Journal, 121(11):2791-2808. DOI: 10.1108/BFJ-02-2019-0140

Ulubeyli, S. & Kazanci, O. 2018. Holistic sustainability assessment of green building industry in
Turkey. Journal of Cleaner Production, 202:197-212.
https://doi.org/10.1016/j.jclepro.2018.08.111

van Rijnsoever, F.J. 2017. (I can’t get no) saturation: a simulation and guidelines for sample
sizes in qualitative research. PLOS ONE, 12(7):1-17.
https://doi.org/10.1371/journal.pone.0181689

Varayonpinit, P., Charoenarpornwattana, P. & Svastdi-Xuto, P. 2020. Employee Retention of
First Line Managers of Thailand’s Food Industry. HRD JOURNAL, 11(2):57-69.

Varpio, L. & MacLeod, A. 2020. Philosophy of science series: harnessing the multidisciplinary
edge effect by exploring paradigms, ontologies, epistemologies, axiologies, and methodologies.
Academic Medicine, 95(5):686-689. https://doi.org/10.1097/acm.0000000000003142

Vasic, N., Kilibarda, M. & Kaurin, T. 2019. The influence of online shopping determinants on
customer satisfaction in the Serbian market. Journal of Theoretical and Applied Electronic
Commerce Research, 14(2):70-89. DOI: 10.4067/S0718-18762019000200107

Vasileiou, K., Barnett, J., Thorpe, S. & Young, T. 2018. Characterising and justifying sample
size sufficiency in interview-based studies: systematic analysis of qualitative health research
over a 15-year period. BMC Medical Research Methodology, 18(1):1-18.
https://doi.org/10.1186/s12874-018-0594-7

Vlados, C. 2019. On a correlative and evolutionary SWOT analysis. Journal of Strategy and
Management, 12(3):347-363. https://doi.org/10.1108/JSMA-02-2019-0026

185


https://doi.org/10.5296/bms.v9i2.13615
https://doi.org/10.1016/j.jclepro.2018.08.111
https://doi.org/10.1371/journal.pone.0181689
https://doi.org/10.1097/acm.0000000000003142
https://doi.org/10.1186/s12874-018-0594-7
https://doi.org/10.1108/JSMA-02-2019-0026

Reference list

Vlados, C. & Chatzinikolaou, D. 2019. Methodological redirections for an evolutionary approach
of the external business environment. Journal of Management and Sustainability, 9(2):25-46.
https://doi.org/10.5539/ims.v9n2p25

Vrbka, J. 2020. Business environment quality model in the SME segment. Transformations in
Business & Economics, 9(1):262-283.

Waluya, A.l., Igbal, M.A. & Indradewa, R. 2019. How product quality, brand image, and
customer satisfaction affect the purchase decisions of Indonesian automotive customers.

International Journal of Services, Economics and Management, 10(2):177-193.

Wantara, P. & Tambrin, M. 2019. The effect of price and product quality towards customer
satisfaction and customer loyalty on Madura Batik. International Tourism and Hospitality
Journal, 2(1):1-9.

Widelska, U. & Krot, K. 2021. Customer orientation and innovation: the perspective of top-level
management. Folia Oeconomica Stetinensia, 21(1):161-174. https://doi.org/10.2478/foli-2021-
0011

Widodo, H.P. 2014. Methodological considerations in interview data transcription. International

Journal of Innovation in English Language Teaching and Research, 3(1):101-107.

Widya Yudha, S., Tjahjono, B. & Kolios, A. 2018. A PESTLE policy mapping and stakeholder
analysis of Indonesia’s fossil fuel energy industry. Energies, 11(5):1-22.
https://doi:10.3390/en11051272

Widyastuti, S., Said, M., Siswono, S. & Firmansyah, D.A. 2019. Customer trust through green
corporate image, green marketing strategy, and social responsibility: a case study. European
Research Studies Journal, 22(2):83-99.

Wild, T. 2017. Best practice in inventory management. London: Routledge.

Wilson, R.L. 2017. Principles of business: management. New York, NY: Grey House Publishing.

Witzel, M. 2010. Management history: text and cases. London: Routledge.

186


https://doi.org/10.5539/jms.v9n2p25
https://doi.org/10.2478/foli-2021-0011
https://doi.org/10.2478/foli-2021-0011
https://doi:10.3390/en11051272

Reference list

Wolter, J.S., Bock, D., Smith, J.S. & Cronin Jr, J.J. 2017. Creating ultimate customer loyalty
through loyalty conviction and customer-company identification. Journal of Retailing, 93(4):458-
476. https://doi.org/10.1016/j.jretai.2017.08.004

Wu, C.-H. & Chamnisampan, N. 2021. Platform entry and homing as competitive strategies
under cross-sided network effects. Decision Support Systems, 140:1-20.
https://doi.org/10.1016/j.dss.2020.113428

Wu, L., He, Z., King, C. & Mattila, A.S. 2021. In darkness we seek light: the impact of focal and
general lighting designs on customers’ approach intentions toward restaurants. International
Journal of Hospitality Management, 92:1-10. https://doi.org/10.1016/j.ijhm.2020.102735

Wulandari, R.D., Supriyanto, S., Qomaruddin, M.B., Damayanti, N.A. & Laksono, A.D. 2020.
Role of leaders in building organizational readiness to change—case study at public health
centers in Indonesia. Problems and Perspectives in Management, 18(3):1-10.
https://doi.org/10.21511/ppm.18%283%29.2020.01

Xu, L.C. 2011. The effects of business environments on development: surveying new firm-level
evidence. The World Bank Research Observer, 26(2):310-340. DOI: 10.1093/wbro/lkq012

Xuhua, H., Addai, M., Spio-Kwofie, A., Ampimah, B. & Ada, B.D. 2016. Effects of the external
(macro) and internal (micro) source (factors) of innovation on the performance of Ghanaian
telecommunicationsmes: using the resource based view perspective. International Journal of

Business and Management Invention, 5(8):49-61.

Yang, Y., Roehl, W.S. & Huang, J.-H. 2017. Understanding and projecting the restaurantscape:
the influence of neighborhood sociodemographic characteristics on restaurant location.
International Journal of Hospitality Management, 67:33-45.
https://doi.org/10.1016/j.ijhm.2017.07.005

Yelkur, R. 2000. Customer satisfaction and the services marketing mix. Journal of Professional
Services Marketing, 21(1):105-115. https://doi.org/10.1300/J090v21n01 07

Yeniyurt, S., Wu, F., Kim, D. & Cavusgil, S.T. 2019. Information technology resources,
innovativeness, and supply chain capabilities as drivers of business performance: a
retrospective and future research directions. Industrial Marketing Management, 79:46-52.
https://doi.org/10.1016/j.indmarman.2019.03.008

187


https://doi.org/10.1016/j.jretai.2017.08.004
https://doi.org/10.1016/j.dss.2020.113428
https://doi.org/10.1016/j.ijhm.2020.102735
https://doi.org/10.21511/ppm.18%283%29.2020.01
https://doi.org/10.1016/j.ijhm.2017.07.005
https://doi.org/10.1300/J090v21n01_07
https://doi.org/10.1016/j.indmarman.2019.03.008

Reference list

Yi, S., Zhao, J. & Joung, H.-W. 2018. Influence of price and brand image on restaurant
customers’ restaurant selection attribute. Journal of Foodservice Business Research, 21(2):200-
217. https://doi.org/10.1080/15378020.2017.1368808

Yu, J., Seo, J. & Hyun, S.S. 2021. Perceived hygiene attributes in the hotel industry: customer
retention amid the COVID-19 crisis. International Journal of Hospitality Management, 93:1-9.
https://doi.org/10.1016/.ijhm.2020.102768

Yue, C.A. 2019. Exploring strategic public relations management in China: current state and
challenges. Asian Journal of Communication, 29(6):500-524.
https://doi.org/10.1080/01292986.2019.1679854

Yusop, Z.B.M. 2018. PESTEL analysis. In. Conference on Multidisciplinary Research and

Practice, Kuala Lumpur.
Zanda, S. 2018. Building efficient management and leadership practices. Cham: Springer.
Zhang, M., Kim, P.B. & Goodsir, W. 2019. Effects of service experience attributes on customer

attitudes and behaviours: the case of New Zealand café industry. Journal of Hospitality
Marketing & Management, 28(1):28-50. https://doi.org/10.1080/19368623.2018.1493711

Zhong, Y. & Moon, H.C. 2020. What drives customer satisfaction, loyalty, and happiness in fast-
food restaurants in China? Perceived price, service quality, food quality, physical environment
quality, and the moderating role of gender. Foods, 9(4):1-19.
http://dx.doi.org/10.3390/foods9040460

Zikmund, W.G., Babin, B.J., Carr, J.C. & Griffin, M. 2013. Business research methods. Mason,
OH: Cengage

Zikmund, W.G., D'Alessandro, S., Winzar, H., Lowe, B. & Babin, B. 2014. Marketing research.
2nd ed. Sydney: Cengage.

Zulfakar, M.H., Abd Shukor, F.D.E., Saidon, J. & Ngah, A.H. 2021. Relationship between
managerial roles and job satisfaction among employees: case study of a local bank
headquarters in Kuala Lumpur, Malaysia. International Journal of Academic Research in
Accounting, Finance and Management Sciences, 11(3):48-61.
http://dx.doi.org/10.6007/IJARAFMS/v11-i3/10470

188


https://doi.org/10.1080/15378020.2017.1368808
https://doi.org/10.1016/j.ijhm.2020.102768
https://doi.org/10.1080/01292986.2019.1679854
https://doi.org/10.1080/19368623.2018.1493711
http://dx.doi.org/10.3390/foods9040460
http://dx.doi.org/10.6007/IJARAFMS/v11-i3/10470

APPENDIX A

INTERVIEW GUIDE

To guide the discussions, the researcher will use an interview guide that includes a variety of
open-ended questions. The following sections will be included in the interview guide, which will

be harmonised to ensure a uniform flow.
SECTION A: INTRODUCTION

Thank the participant for his/her time and describe the topic for the study. This study aims to
explore the strategies that managers of fast-food restaurants implement to enhance the retention
of customers. The interview will commence by determining your view on customer retention as
well as your awareness of customer retention in the industry, then we will discuss challenges that
you face with retaining customers at your restaurant, strategies that you implement to enhance
customer retention, and lastly, you will be given the opportunity to make any last comments on

customer retention in the fast-food industry.

We are going to commence the interview with two screening questions to assure that you qualify

to partake in the study.

SQ1: Please confirm that you are 18 years or older and that you have read and signed the

consent form to take part in the study.

SQ2: Please confirm that you are a manager of a fast-food restaurant.
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SECTION B: VIEW ON CUSTOMER RETENTION

This section of the interview guide will focus on the manager’s perspectives on customer retention
in the fast-food industry. Questions will be asked about how essential retention is to them, as well

as how they understand retention and its importance in the fast-food industry.

B1: How do you understand customer retention within the context of your business?

B2:  Why do you regard customer retention as an important factor in your business?

B3:  What effect do you consider customer retention to have in the fast-food industry?

B4:  What effect did the COVID-19 pandemic have on retaining customers in your business?
SECTION C: AWARENESS OF CUSTOMER RETENTION

This section will direct attention to the manager’s awareness of customer retention in the fast-
food industry. Questions will be asked concerning the value of returning customers, how well the
manager communicates the value of customer retention to employees, as well as the influence

they have experienced regarding the retention of customers at their restaurant.
C1:  How do you keep record of customer retention rates in your business?

C2: How important would you regard returning customers to be in comparison with new

customers with regards to revenue?
C3: How do you communicate the importance of customer retention to your employees?

C4. How do you evaluate your employees to ensure that they understand the importance of

customer retention?
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SECTION D: CHALLENGES

Section D will focus on the concerns and challenges managers encounter with regard to customer
retention. In this section, the researcher will gain a better understanding of the correspondence
between the challenges that different fast-food restaurant managers encounter regarding

retaining customers.

D1:  What are some of the reasons that you have experienced for customers not returning to

your business?
D2: How does a decrease in returning customers impact your business?
D3:  What are the challenges you experience to retain customers in your business?
SECTION E: STRATEGIES

Section E will explore strategies and tactics that managers use to enhance customer retention in
the fast-food industry. This section of the interviewer's guide is important, as it allows the
researcher to gain a better understanding from managers of various fast-food restaurants to

compare different strategies implemented to enhance customer retention.

E1:  What strategies do you implement to enhance customer retention to gain a competitive

advantage in your business?

E2: How did the COVID-19 pandemic affect the strategies you implement in your business to

retain customers?

E3: How did you adjust your strategies to retain more customers during the COVID-19

pandemic?

E4. What impact did the strategies that you implemented have on the number of customers

retained during COVID-19 pandemic?
SECTION F: CLOSURE

The participants will be thanked for their time and effort to conduct the interview. Lastly, they will

be asked for any closing remarks or questions to contribute to the objectives of the study.
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APPENDIX B

INTERVIEW TRANSCRIPTS

Please follow the link below to gain access to the complete transcripts of the interviews:

https://drive.google.com/drive/folders/1cij8oX6mEM nNio-KANMOYilHOXOIO0wz0?usp=sharing
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APPENDIX C

LETTER OF INVITATION

®

NORTH-WEST UNIVERSITY
YUNIBESITI YA BOKONE-BOPHIRIMA

NOORDWES-UNIVERSITEIT

Private Bag X6001, Potchefstroom
South Africa 2520

Tel: 018 299-1111/2222

Web: http://www.nwu.ac.za

1 September 2022
Dear (NAME OF PARTICIPANT)

REQUEST FOR PARTICIPATION IN A RESEARCH STUDY BASED ON EXPLORING
STRATEGIES THAT MANAGERS IMPLEMENT IN THE FAST-FOOD INDUSTRY TO
ENHANCE CUSTOMER RETENTION

| am currently conducting a research study in Business Management at the North-West University,
with a specific focus on exploring customer retention strategies managers implement in the fast-
food industry in the North West province. | friendly request your participation in my study by

attending an interview that will not take more than 40 minutes of your time.
Research objective:

The primary objective of this study is to explore strategies that managers implement to enhance
customer retention in the fast-food industry. In brief, the data gathered will be used to provide
effective management techniques to managers in the fast-food industry to improve customer
retention. Furthermore, the knowledge gathered from this research will aid managers and fast-
food restaurants in making the best resource allocation decisions to improve customer retention

and, as a result, increase sales and profitability.
Sample and methodology:

The researcher aims to conduct interviews with managers of fast-food restaurants that are
18 years and older. The interview will be face-to-face, and all COVID-19 related protocols will be

adhered to. Each interview will last approximately 40 minutes. Questions will be asked regarding
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participants' views on customer retention, their awareness of customer retention in the fast-food
industry, challenges that they face regarding customer retention, and lastly, strategies that

participants implement to enhance customer retention in the fast-food industry.
Confidentiality and anonymity:

Complete anonymity of each participant and restaurant they are involved with will be ensured.
Prior to the start of the interview, participants will be required to sign a consent form. A code will
be assigned to each participant, and upon conclusion of this study, all research participants are

invited to obtain results.
Participation:

The interview session will commence on the of at . The interview

session will take place at the participant’s choice of location and all COVID-19 protocols will be

followed.

Please confirm attendance for the interview session no later than five working days after receiving
this invitation to indicate your willingness to participate in the study. You will be automatically

removed from the study if you do not confirm or decline participation in writing within this deadline.

A confidentiality agreement will be emailed to you once your participation in the study has been

confirmed, and it must be completed and returned before the date of the interview session.

You are thanked in advance for your time and effort to take part in this research study. Your input

will be highly appreciated.

Please do not hesitate to contact me, should you have any questions.

Kind regards,

Mr. R. Martin Prof. M.J. Botha
Student / Researcher Supervisor
Email: ruan.martin98@gmail.com Email: martin.botha@nwu.ac.za
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APPENDIX D

CONSENT TO PARTAKE IN RESEARCH

®

NORTH-WEST UNIVERSITY
YUNIBESITI YA BOKONE-BOPHIRIMA

NOORDWES-UNIVERSITEIT

Private Bag X6001, Potchefstroom
South Africa 2520

Tel: 018 299-1111/2222

Web: http://www.nwu.ac.za

CONSENT TO PARTAKE IN RESEARCH

Exploring customer retention strategies managers implement in the fast-food industry in the North

West province

¢ | voluntarily agree to participate in this research study.
e | agree that the researcher can contact and remind me of the interview date.

e | understand that even if | agree to participate now, | can withdraw at any time or refuse to
answer any question without any consequences of any kind.

e | understand that | can withdraw permission to use data from my interview within two weeks
after the interview, in which case the material will be deleted.

e | have had the purpose and nature of the study explained to me in writing and | have had the
opportunity to ask questions about the study.

¢ | understand that | will not benefit directly from participating in this research.

e | agree with my interview being audio-recorded.

¢ | understand that all information | provide for this study will be treated confidentially.

e | understand that in any report on the results of this research my identity will remain
anonymous. This will be done by changing my name and assigning a code disguising any
details of my interview which may reveal my identity, the identity of the restaurant | am

involved with, or the people | speak about.

e | understand that disguised extracts from my interview may be quoted in dissertations,
conference presentations, and published papers.
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| understand that a transcript of my interview in which all identifying information has been
removed will be retained for two years and will be safely stored on a USB storage device in
the office of the study supervisor.

¢ | understand that only the study supervisor will have access to the USB storage device and
that all information on the device will be erased after two years.

e | understand that the external transcription party will not have access to any personal
information and will sign a confidentiality agreement form with the researcher and supervisor
to ensure anonymity of participants and the restaurant they are involved with.

e | understand that under freedom of information legalisation | am entitled to access the
information | have provided at any time while it is in storage as specified above.

¢ |understand that | am free to contact any of the people involved in the research to seek further
clarification and information.

Research participant Date

| believe that the research participants are providing informed consent to participate in this study.

Ruan Martin Date

Researcher
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CODEBOOK

Please follow the link below to gain access to the codebook:

https://drive.google.com/drive/folders/1vKpCO31yslfPounLrcKykztK3Qxp gBP?usp=share link
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APPENDIX F

PEER REVIEW CONFIRMATION

Prof Roland Goldberg

Mr Ruan Martin 10 December 2022
Master’s Student

North-West University

Potchefstroom

South Africa

To Whom It May Concern:

PEER REVIEW OF RUAN MARTIN’S QUALITATIVE DATA ANALYSIS

This letter verifies that I, Roland Goldberg, meticulously reviewed the qualitative analysis of the transcribed data
of Mr Martin’s dissertation entitled “Exploring customer retention strategies managers implement in the fast-
food industry in the North West province”. Moreover, | reviewed Mr Martin’s use of the Morse and Field

approach towards analysing qualitative data. Conclusively, this letter confirms that Mr Martin’s data has been
rigorously analysed and verifies that the themes identified reflect both confirmability and dependability.

Yours faithfully

Prof RH Goldberg

072 906 6237 GOLD33BERG@GMAIL.COM 018 285 2207
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APPENDIX G

ETHICAL CLEARANCE

Private Bag X1290, Potchefstroom

® South Africa 2520
N W l ' Tel: 018 299-1111/2222
Fax 018 299-4910

Web: http://www.nwu.ac.za

NS LAV i i
YUNIBESITI YA BOKONE-BOPHIRIMA Senate Committee for Research Ethics
Tel 018 299-4849

Email: nkosinathi.machine@nwu.ac.za

30 August 2022

ETHICS APPROVAL LETTER OF STUDY

Based on approval by the Economic and Management Sciences Research Ethics Committee (EMS-REC)
on 26/08/2022, the Economic and Management Sciences Research Ethics Committee hereby approves your
study as indicated below. This implies that the North-West University Senate Committee for Research Ethics
(NWU-REQ) grants its permission that, provided the special conditions specified below are met and pending
any other authorisation that may be necessary, the study may be initiated, using the ethics number below.

Study title: Exploring customer retention strategies managers implement in the fast-food industry
in North West

Study Leader/Supervisor (Principal Investigator)/Researcher: Dr MJ Botha — MCom in Business
Management

Student: Martin, R (28504372)

[N[wJu[-JoJo[6[oJo[-[2[2]-[A 4]

Application Type:
Commencement date: 30/08/2022 Risk:|

Expiry date: 30/08/2023
Approval of the study is initially provided for a year, after which continuation of the study is

dependent on receipt and review of the annual (or as otherwise stipulated) monitoring report and
the concomitant issuing of a letter of continuation.

Low |

Special in process conditions of the research for approval (if applicable):

General conditions:
While this ethics approval is subject to all declarations, undertakings and agreements incorporated and
signed in the application form, the following general terms and conditions will apply:

e The study leader/supervisor (principle investigator)/researcher must report in the prescribed format to
the EMS-REC:

— annually (or as otherwise requested) on the monitoring of the study, whereby a letter of continuation
will be provided, and upon completion of the study; and

— without any delay in case of any adverse event or incident (or any matter that interrupts sound ethical
principles) during the course of the study.

o The approval applies strictly to the proposal as stipulated in the application form. Should any
amendments to the proposal be deemed necessary during the course of the study, the study
leader/researcher must apply for approval of these amendments at the EMS-REC, prior to
implementation. Should there be any deviations from the study proposal without the necessary approval
of such amendments, the ethics approval is immediately and autornatically forfeited.

e Annually a number of studies may be randomly selected for an external audit.

o The date of approval indicates the first date that the study may be started.

n the interest of ethical responsibility, the NWU-SCRE and EMS-REC reserves the right to:
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— request access to any information or data at any time during the course or after completion of the
study;
— to ask further questions, seek additional information, require further modification or monitor the
conduct of your research or the informed consent process;
— withdraw or postpone approval if:
- any unethical principles or practices of the study are revealed or suspected;
- it becomes apparent that any relevant information was withheld from the EMS-BEC or that
information has been false or misrepresented;
- submission of the annual (or otherwise stipulated) monitoring report, the required amendments, or
reporting of adverse events or incidents was not done in a timely manner and accurately; and / or
- new institutional rules, national legislation or international conventions deem it necessary.

Please note that the ethics approval of this application is subject to the Covid-19 protocols.

The EMS-REC would like to remain at your service as scientist and researcher, and wishes you well with your
study. Please do not hesitate to contact the EMS-REC or the NWU-SCRE for any further enquiries or requests
for assistance.

Yours sincerely,

Digitally signed by Mark Rathbone
M a r k DN: cn=Mark Rathbone, o=North-
West University, ou=Business

management,

Ra t h bo n e Er:nza/llzmark-fathbone@nwu_ac_za’

Date: 2022.09.09 10:34:02 +02'00'

Prof Mark Rathbone
Chairperson: NWU Economic and Management Sciences Research Ethics Committee
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CONFIRMATION OF LANGUAGE EDITING

This certificate declares that the dissertation with the title,
Exploring customer retention strategies managers implement in the fast-food industry in
the North West province

by Ruan Martin, was edited by:

Ann-Lize Grewar
BA in Language and Literature Studies
BA Hons in Translation Studies
SATI-membership number: 1002647
SATI Accreditation: APSInterp Afr-Eng
Chairperson of SATI North-West Chapter
Professional Editor’s Guild membership number BOS008
Language Director at Language Matters PTY{Ltd)

annlizeboshoff@gmail.com / 072 758 5797

/‘/
Signed on 12/05/2023
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LANGUAGE ¥
MATTERS

Disclaimer: The editor cannot take responsibility for any changes made after the signed date on this certificate. It remains
the responsibility of the client to incorpaorate all reasonable changes and/or comments as suggested by the editor. The
editor can only take responsibility for quality work within reasonable request with regards to timeous delivery of the
manuscript from the client, i.e., at least five (5} working days for a manuscript length of 80 pages.

Date of receipt: 19/04/2023

Date of delivery:  12/05/2023
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DECLARATION OF TECHNICAL EDITING

Leon du Preez

LEON DU PREEZ

Lecturer

North-West University

TECHNICAL EDITING Potchefsiroom

2531

15 May 2023

To whom it may concern:
DECLARATION OF TECHNICAL EDITING

This letter verifies that I, Leon du Preez, did the technical editing of Mr R Martin’s dissertation
entitled: “Exploring customer retention strategies managers implement in the fast-food industry in
the North West province” for the degree Master of Commerce in Business Management at the
North-West University. The document has been edited (formatted) in accordance with the
technical requirements of the North-West University as set out in the Manual for Higher Degrees
Studies and Referencing Guide (NWU Harvard 2020). Notwithstanding, the editor’'s revisions are
recommendations and as such the implementation thereof remains the responsibility of the

author. Therefore, the editor will not be responsible for any changes made after the date of issue.

Sincerely,

Mr Leon du Preez
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