
 

 

 

 
 

THE INFLUENCE OF TOTAL QUALITY MANAGEMENT 
PRACTICES ON CUSTOMER SATISFACTION AND LOYALTY 
IN FAST FOOD COMPANIES: A CASE STUDY OF STARBUCKS 

 
 
 
 
 
 

 
WANG DANNING 

6217195417 
 
 
 
 
 
 
 
 
 

 
AN INDEPENDENT STUDY SUBMITTED IN PARTIAL FULFILLMENT OF 

THE REQUIREMENTS FOR THE DEGREE OF MASTER OF BUSINESS 

ADMINISTRATION GRADUATE SCHOOL OF BUSINESS 

SIAM UNIVERSITY 

2023 



THE INFLUENCE OF TOTAL QUALITY MANAGEMENT PRACTICES ON 
CUSTOMER SATISFACTION AND LOYALTY IN FAST FOOD 

COMPANIES: A CASE STUDY OF STARBUCKS 

WANG DANNING 

This Independent Study has been Approved as a Partial Fulfillment of the 
Requirements for Master of Business Administration  



I 

Title: The Influence of Total Quality Management Practices on Customer 

Satisfaction and Loyalty in Fast Food Companies: A Case Study of 

Starbucks 

By: Wang Danning 

Degree: Master of Business Administration 

Major: International Business Management 

ABSTRACT 

In recent years, the fast-food industry has witnessed significant growth and 
competition, especially in Chinese market, where consumer preferences are rapidly 
evolving. Companies like Starbucks have been at the forefront of implementing Total 
Quality Management (TQM) practices, which have significantly influenced their 
customer retention strategies. Limited research in this domain of focus has led to 
customer loss and low loyalty in the sector. The objectives of this study were: 1) To 
analyze the existing Total Quality Management practices at Starbucks and their impact 
on customer retention, 2) To develop and propose comprehensive Total Quality 
Management strategies tailored for fast-food companies, drawing lessons from the 
Starbucks case study. 

In line with these objectives, this research exclusively utilized the quantitative 
approach, with the primary data collection method of a questionnaire survey. The 
sample size was 500 respondents, which is considered sufficient for generalizing the 
findings to the broader population with a confidence level of 95% and a margin of error 
of 5%. The analysis involved statistical techniques, including correlation and regression 
analyses, to investigate the relationship between the TQM practices and customer 
retention.  



 

II 

The findings are as follows: 1) the analysis of Starbucks' TQM practices 
demonstrated a significant positive impact on customer retention, validating the 
Alternative Hypothesis (HA) and negating the Null Hypothesis (H0), and 2) the 
correlation and regression analyses confirmed that higher quality products, efficient 
service, and responsive and engaged employees are key factors contributing to 
customer loyalty in the fast-food industry. In conclusion, the research problem was 
effectively addressed through achieving the set objectives. The study's outcomes not 
only contribute to the academic understanding of the TQM's role in customer retention 
but also provide practical guidelines for fast-food companies seeking to improve their 
customer retention rates. 

The study reveals that the Total Quality Management (TQM) practices at 
Starbucks significantly enhance customer retention, highlighting the importance of 
product quality, service efficiency, and employee engagement in the fast-food industry. 
It provides actionable TQM strategies for fast-food companies, emphasizing the 
integration of quality products, responsive service, and continuous innovation, thereby 
offering a blueprint for bolstering customer loyalty and competitive advantage. 
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Chapter 1 Introduction 
 

1.1 Background of the study 
Total Quality Management (TQM) has emerged as a pivotal strategy in enhancing 

organizational performance, particularly in the fast-food industry, where customer 
satisfaction and retention are crucial for success. The concept of TQM, which 
originated in the mid-20th century, emphasizes a comprehensive approach to 
organizational management, focusing on continuous improvement in all aspects of 
operations to meet or exceed customer expectations (Wang, 2018). 

 
In recent years, the fast-food industry has witnessed significant growth and 

competition, especially in markets like China, where consumer preferences are rapidly 
evolving. This has necessitated a more focused approach to quality management (Li & 
Zhao, 2020). Companies like Starbucks have been at the forefront of implementing 
TQM practices, which have significantly influenced their customer retention strategies. 
Starbucks's success in maintaining a loyal customer base through quality management 
has set a benchmark in the industry (Zhang, 2021).  

 
Since the 21st century, firms in different sectors are facing intense competition in 

the business environment. Customers are demanding high quality, as well as affordable 
products and services. Globalization has made quality practices essential due to the 
rapid changes in consumer demands and dynamic expectations (Pambreni et al., 2019). 
Total quality management practice represents the firm management philosophy of 
promoting and improving organizational quality in terms of processes, operations, 
products, and services (Anil & Satish, 2019). The primary focus is on meeting customer 
needs, expectations, and interests, thus enhancing customer retention, satisfaction and 
improving organizational performance. According to Butler & Hammer (2019), 
modern fast-food organizations have been maximizing total quality management 
practice as their strategic foundation for the generation of competitive advantage and 
value creation and improving performance. Moreover, it has been transforming 
customer loyalty, retention, and satisfaction. 

 
The increasing competition among firms has made quality management practices 

vital in the fast-food sector's long-term survival in the marketplace. On the other hand, 
customers' needs and expectations are changing at a fast rate, making it crucial for 
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companies to adapt to these adjustments through the implementation of total quality 
management practice (Romli & Ismail, 2014). There is a positive link between total 
quality management practices and organizational efforts to maintain customer retention 
and satisfaction (Nasim, Sikander, & Jian, 2019). According to Tariq et al. (2016), total 
quality management practice emerged from globalization and intense competition in 
the business environment. In this case, organizations are focusing on improving quality 
in their procedures, techniques, operations, products, and services. Quality leads to the 
continuous improvement of human resources, services, and products, thus enhancing 
customer retention and satisfaction (Bajaj, Garg, & Sethi, 2018). Total quality 
management is a systematic approach to organizational management that can create 
sustainable value for consumers. It also ensures employees are empowered and 
participate in improving customer services and products, thus improving consumer 
retention and satisfaction. According to Nasim et al. (2019), the tenets of the total 
quality management practice focus on the improvement of customer focus because this 
paves the way for improving customer satisfaction and retention. 

 

 
1.2 Problems of the study 

Total Quality Management (TQM) encompasses diverse initiatives aiding 
organizations in reducing costs, increasing revenue, empowering employees, and 
satisfying customers (Pattanayak & Punyatoya, 2015). It is crucial for enhancing 
market share, improving customer retention, and satisfaction. However, customers in 
fast-food organizations increasingly demand high-quality products and services 
(Sheikholeslam & Emamian, 2016). 

 
Despite this, these companies face challenges in implementing TQM, impacting 

productivity, profit maximization, and customer retention and satisfaction. TQM in the 
fast-food sector is vital for understanding the customer journey, indicating a research 
need in this area. A study by Jimoh et al. (2019) revealed that TQM enables 
organizations to improve their competitive edge and value creation. Yet, it does not 
address how TQM improves customer retention and satisfaction, presenting a research 
gap needing urgent attention. Limited research exists in this domain. According to Bajaj 
et al. (2018), this lack of focus has led to customer loss and low loyalty in the sector. 
Fast food organizations are pressured by insufficient data and information, leading to 
their failure or collapse in the marketplace. Anil and Satish (2019) argue for the 
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implementation of TQM in fast-food organizations to effectively respond to changing 
consumer needs and expectations, addressing customer retention and satisfaction issues.  

 
TQM practices are crucial for enhancing operations and offerings in organizations 

to achieve desired results (Nasim et al., 2019). Tariq et al. (2016) found that the failure 
of modern organizations is attributed to their low focus on TQM, affecting customer 
satisfaction and loyalty. Therefore, this research aims to bridge the gap between TQM 
and customer retention and satisfaction in fast-food organizations, with a specific focus 
on Starbucks. 

 
1.3 Objectives of the study 

This study aims to delve into these dynamics by focusing on Starbucks's 
application of TQM and its impact on customer retention. Understanding these 
practices provides valuable insights for the broader fast-food industry, guiding the 
development of robust TQM strategies. 

 
1. To analyze the existing Total Quality Management practices at Starbucks and 

their impact on customer retention. 
 
2. To develop and propose comprehensive Total Quality Management strategies 

tailored for fast-food companies, drawing lessons from the Starbucks case study. 

 
1.4 Scope of the study 

This research specifically focuses on the fast-food industry, with an in-depth 
examination of Starbucks. It is geographically limited to regions where Starbucks 
operates, providing a global perspective while acknowledging regional variations. The 
study concentrates on the Total Quality Management (TQM) approach and its impact 
on customer retention and satisfaction within this context. The timeframe for this 
research is defined by the contemporary era, particularly considering the effects of the 
COVID-19 pandemic. This pandemic presents a limitation, as it impacts access to 
certain resources, but the study compensates by utilizing a wealth of available 
secondary data sources. Time constraints are acknowledged, yet the research design 
ensures adequate time allocation for comprehensive investigation. This focused 
approach allows for a detailed exploration of TQM practices in a specific industry and 
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company, while addressing broader implications for customer retention in the fast-food 
sector. 

 
1.5 Significance of the study 

This research significantly contributes to the academic field by addressing a gap 
in the literature concerning Total Quality Management (TQM) in the fast-food industry, 
with a specific focus on customer retention and satisfaction. It extends existing research 
on TQM by providing a detailed case study of Starbucks, offering new insights into 
how TQM practices can be effectively implemented in the fast-food sector. The study 
proposes a nuanced understanding of the relationship between TQM and customer 
retention, enhancing theoretical frameworks within quality management and customer 
relationship management. 

 
From a practical standpoint, this study offers tangible benefits to the fast-food 

industry. By examining Starbucks' TQM practices, it provides actionable strategies for 
other fast-food companies aiming to improve customer retention and satisfaction. The 
findings can inform decision-making processes, contribute to the development of more 
customer-centric business models, and enhance competitive advantage in a highly 
dynamic industry. The study's outcomes are especially relevant in the context of post-
COVID-19 market adaptations, offering guidance on maintaining customer loyalty in 
challenging times. 
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Chapter 2 Literature Review 

 
2.1 Introduction 

This chapter introduces the topic of Total Quality Management (TQM) in the fast-
food industry, focusing on its influence on customer retention and satisfaction, with a 
case study of Starbucks. The aim is to explore the link between TQM practices and 
customer retention, a critical aspect of business success, especially in the competitive 
fast-food sector (Wang, 2018). The literature review aims to synthesize existing 
research, highlighting both the theoretical underpinnings and practical applications of 
TQM in this context. 

 
The scope of this review is limited to studies primarily focusing on TQM in the 

fast-food industry and its impact on customer retention. While the emphasis is on 
Starbucks, relevant comparative studies was considered to provide a comprehensive 
understanding. This chapter is organized into sections, each focusing on a different 
aspect of TQM, customer retention, and industry-specific challenges and strategies. 

 
2.2 Total Quality Management 

Total Quality Management (TQM) is a comprehensive and structured approach to 
organizational management that seeks to improve the quality of products and services 
through ongoing refinements in response to continuous feedback. TQM requirements 
may vary from one industry to another, but the main goal remains consistent: to meet 
or exceed customer expectations (Li & Zhou, 2019). 

 
In the fast-food industry, TQM is particularly crucial due to the direct interaction 

with customers and the high demand for consistent service quality. This sector faces 
unique challenges, such as rapid service delivery, maintaining food quality, and 
ensuring customer satisfaction (Zhang & Chen, 2020). The implementation of TQM in 
this context involves continuous improvement of processes, employee training, 
customer feedback mechanisms, and adapting to changing market trends. 

 
Starbucks, as a leading player in this industry, has adopted TQM practices that 

focus on customer experience, product quality, and employee engagement. Their 
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approach demonstrates how TQM can be successfully applied in the fast-food sector to 
enhance customer retention (Wang & Zhao, 2021). 
 

Total quality management (TQM) represents the continuous process of detecting 
and eliminating diverse errors with the aim of streamlining supply chain management, 
enhancing customer experiences, and ensuring workers focus on improving quality in 
the organizational processes, operations, products, and services (Pambreni et al., 2019). 
Total quality management facilitates accountability in the quality practices in the 
company. This well-structured approach is essential for the management of the 
company and sets the quality standards for achieving set quality for improving customer 
retention and satisfaction. This approach improves organizational performance because 
the company meets and exceeds customer expectations (Bajaj et al., 2018). There is a 
need for integrating quality-related functions as well as processes in the organization. 
According to Tariq et al. (2016), this can be achieved through quality development, 
control, maintenance, improvement, and assurance. This is because total quality 
management practices consider all the measures that promote quality in the company 
and accommodates all key stakeholders. There are many total quality management 
principles that direct quality measures in organizations. These are presented in figure 1 
below: 

 

Figure 2.1 Total Quality Management Principles 



 

7 

 
These principles represent the management initiatives and approaches adopted by 

companies for the achievement and delivery of quality goods and services in the 
business environment. This section aims to explore the various dimensions of TQM, its 
significance in the fast-food industry, and the ways in which it can drive customer 
retention. 

 
2.3 Customer Retention 

Customer retention is a crucial metric for business success, particularly in the fast-
food industry. It refers to a company's ability to keep its customers over time, an 
essential aspect for sustainable growth and profitability (Chen, 2019). Retention 
strategies in the fast-food sector must focus on quality, service, and value to ensure 
repeated customer visits. 

 
The primary goal of organizations is to ensure they meet the needs and 

expectations of the target customers (Anil & Satish, 2019). The aim is to increase the 
competitive edge, profit margins, revenues, sales, and market value. Customers stand 
as the top priority stakeholders for the achievement of high performance. The ultimate 
goal is to enhance customer retention and satisfaction. According to Romli and Ismail 
(2014), organizations are increasing their investments in customer retention efforts, and 
this is essential for improving market share and competitiveness. This is because there 
is a positive link between organizational performance and customer retention and 
satisfaction. According to Pattanayak and Punyatoya (2015), increasing the degree of 
customer loyalty, engagement, as well as adherence is essential for customer 
satisfaction and retention. Improving quality ensures behavioral and attitudinal 
indicators are essential for increasing customer retention (Sheikholeslam & Emamian, 
2016). 

 
The correlation between customer retention and quality management is evident. 

Businesses that excel in maintaining high-quality standards, both in products and 
services, are more likely to retain customers (Li, 2021). This is particularly true in the 
context of fast-food companies like Starbucks, where customer experience is as vital as 
the product offered. 
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Continuing the discussion on customer retention, it's essential to understand that 
retention strategies in the fast-food industry are multifaceted. A satisfied customer is 
not just one who enjoys the food but also appreciates the service, ambiance, and overall 
experience. These factors play a crucial role in determining whether a customer will 
return. For example, a study by Zhang and Wang (2022) highlights the importance of 
employee-customer interactions in influencing repeat visits. 

 
Moreover, the advent of digital technology has revolutionized customer retention 

strategies. The use of data analytics to understand customer preferences and tailor 
services accordingly is becoming increasingly important (Yang, 2020). Starbucks has 
leveraged technology to enhance customer experience and maintain a high retention 
rate. 

 
In essence, customer retention in the fast-food industry is a dynamic field that 

requires continuous adaptation and innovation. It involves an intricate balance of 
quality, service, and technological integration to meet evolving customer expectations. 

 
2.4 Fast Food Industry 

The fast-food industry, a cornerstone of global food services, is characterized by 
its rapid service, standardized food items, and consistent quality across various outlets. 
In recent years, especially in China, the industry has evolved to adapt to changing 
consumer preferences, focusing on healthier options, and integrating digital technology 
for enhanced customer experience (Chen & Wang, 2022). 

 
One of the key challenges in this sector is maintaining high-quality standards while 

ensuring speed and efficiency. The importance of TQM in this context cannot be 
overstated, as it directly impacts customer satisfaction and retention (Li, 2021). 
Moreover, the fast-food industry is subject to rigorous health and safety regulations, 
making quality management a critical aspect of operations (Yang & Liu, 2019). 

 
The rise of online food delivery services has revolutionized the industry, making 

it crucial for fast-food businesses to adapt their strategies to remain competitive (Zhang, 
2022). In this dynamic environment, Starbucks serves as a notable example of how to 
effectively implement TQM practices while adapting to market trends and consumer 
needs. 
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This section delves deeper into the intricacies of the fast-food industry, exploring 

how TQM can be a key differentiator in this competitive landscape. 
 

2.5 Influence of Total Quality Management Practices on Customer 
Retention 

Total quality management practices accommodate diverse actions and procedures 
which are used by organizations for improving their quality leading to the provision of 
high-quality products and services (Anil & Satish, 2019). This improves customer 
satisfaction and retention due to the enhancement of quality leadership and process 
control, as well as meeting consumer needs and expectations. Fast food organizations 
are quality sensitive companies, and these facilities on the identification of customers 
and meeting their needs, and aligning organizational activities towards the satisfaction 
of customers' needs and preferences. According to Jimoh et al. (2019), total quality 
management practices help in increasing effectiveness and efficiency in the company 
operations leading to the provision of quality outputs. It ensures organizations adopt 
high-quality strategy leading to a long-term competitive edge and value creation. 

 
According to Romli and Ismail (2014), integrated system, strategic and systematic 

approach focus on the actions of top management as the primary drivers of total quality 
management, as well as the creation of a supportive and collaborative environment. 
Employee involvement is enhanced through training and development to ensure they 
provide customers with high-quality products and services. According to Pambreni et 
al. (2019), total quality management is customer-focused and process-centered for the 
improvement of quality of products and services and the improvement of consumer 
satisfaction and retention. In terms of decision-making, all actions of the organization 
are based on facts and evidence. Moreover, all decisions should be founded on accurate 
measurements (Nasim et al., 2019). All incidents need to be identified and responded 
to quickly for the achievement of desired results. 

 
According to Jimoh et al. (2019), total quality management practices ensure the 

organization focuses on continuous improvement. Chiefly, this helps in increasing 
efficiency in operations and processes, thus improving the quality of products and 
services. This is essential for improving the customer value proposition, and this leads 
to customer loyalty, retention, and long-term satisfaction in the company. The company 
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culture is essential for the development of workers who collaborate and cooperate for 
the achievement of desired quality (Tariq et al., 2016). This ensures quality-related 
issues are identified and corrected effectively, leading to the achievement of desired 
results. 

 
2.6 Theoretical Framework 

The theoretical framework of this study revolves around examining the 
relationship between Total Quality Management (TQM) practices and customer 
retention in fast-food companies. The Null Hypothesis (H0) posits that there is no 
significant relationship between TQM practices and customer retention. In contrast, the 
Alternative Hypothesis (HA) suggests a positive relationship, indicating that effective 
TQM practices potentially lead to higher customer retention rates. 

This framework is grounded in quality management theories which assert that 
systematic and comprehensive quality improvements can positively impact customer 
satisfaction and loyalty, thereby increasing retention (Li & Cheng, 2019). The 
application of these theories in the fast-food industry is particularly relevant due to the 
industry's high competition and customer demand for quality and consistency (Zhang, 
2020). The study's theoretical basis, therefore, hinges on exploring this relationship in 
the context of a fast-food environment, specifically using Starbucks as a case study. 

 

 
Figure 2.2 Theoretical Framework 

H0 (Null Hypothesis): There is no relationship between total quality management 
practices and customer retention in fast-food companies.  

HA (Alternative Hypothesis): There is a positive relationship between total quality 
management practices and customer retention in fast-food companies. 

 
Here is the visual representation of the theoretical framework for your study. This 

diagram illustrates the relationship between Total Quality Management (TQM) 
practices in fast-food companies and customer retention, along with the consideration 
of the null and alternative hypotheses. It also shows the interconnected factors like 
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employee training, customer feedback, process improvement, and the specific focus on 
Starbucks as a case study. 
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Chapter 3 Research Methodology 

 
3.1 Introduction 

This chapter presents the research methodology adopted to address the central 
problem and achieve the objectives of this study, focusing on the influence of Total 
Quality Management (TQM) practices on customer retention in fast-food companies, 
with a particular emphasis on Starbucks. The study aims to analyze and understand 
Starbucks' TQM practices and their impact on customer retention, as well as to develop 
comprehensive TQM strategies applicable to the broader fast-food industry. 

 
In line with these objectives, this research will exclusively utilize a quantitative 

approach, with the primary data collection method being a survey questionnaire. This 
approach is chosen for its effectiveness in quantifying the impact of TQM practices on 
customer retention and providing empirical evidence to test the hypotheses (H0 and 
HA). The questionnaire is designed to gather data on various aspects of TQM 
implementation in fast-food companies and their perceived impact on customer 
retention. 

 
The analysis involves statistical techniques, including correlation and regression 

analyses, to assess the relationship between TQM practices and customer retention. 
This methodology enables a precise measurement of the extent to which TQM 
influences customer retention, thereby providing a solid foundation to either validate or 
refute the hypotheses.  

 
The subsequent sections of this chapter delve into the specifics of the survey 

design, the sampling method, data collection procedures, and the statistical methods 
employed for data analysis. 

 
3.2 Research Design 

The research design is meticulously crafted to ensure that the objectives are 
effectively met through a quantitative research approach. This design is rooted in the 
theoretical framework established in the previous chapters, where the relationship 
between Total Quality Management (TQM) practices and customer retention in fast-
food companies is the central focus. 
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The quantitative research method was chosen for its ability to provide objective, 

measurable, and statistically analyzable data. This approach is particularly suitable for 
testing the established hypotheses (H0 and HA) about the impact of TQM practices on 
customer retention. To achieve this, a survey questionnaire method was selected as the 
primary tool for data collection. 

 
Survey questionnaires allow for data collection from a broad population across 

different geographic locations, making the results more representative of the target 
population. This is crucial for generalizing the findings to the broader fast-food industry. 

Surveys provide a standardized way of collecting data, where each participant 
responds to the same set of questions. This uniformity ensures that the data collected is 
comparable and consistent across all responses. The survey responses, especially when 
designed with closed-ended questions, are easy to quantify and analyze using statistical 
methods. This quantification is essential for rigorous testing of the hypotheses through 
correlation and regression analyses. Surveys are an efficient way to collect large 
amounts of data in a relatively short period, and they are cost-effective, especially when 
conducted online. 

 
The survey was structured to include questions that measure various aspects of 

TQM implementation in fast-food companies, as well as questions to gauge customer 
retention rates. The data collected from these surveys was then subjected to thorough 
statistical analysis to assess the relationship between TQM practices and customer 
retention, thus addressing the research objectives. 

 
The next section details the development of the survey questionnaire, including 

the types of questions to be included, the structure of the questionnaire, and the strategy 
for ensuring the reliability and validity of the collected data. 

 
3.3 Questionnaire Design and Structure 

The survey questionnaire is a critical tool in this study for collecting quantitative 
data regarding the impact of Total Quality Management (TQM) practices on customer 
retention in fast-food companies. The questionnaire is meticulously designed to ensure 
the collection of relevant, reliable, and valid data. 
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The questionnaire comprises a mix of closed-ended and Likert-scale questions. 
Closed-ended questions will provide specific options for responses, facilitating easier 
quantification and analysis. Likert-scale questions allow respondents to express their 
degree of agreement or disagreement on a five-point scale, offering nuanced insights 
into their perceptions of TQM practices and customer retention. 

Table 3.1 Questionnaire Design 
Category Questions Included 
Demographic Information Q1, Q2, Q3, Q4 
Awareness and Understanding of TQM Practices Q5, Q6, Q7, Q8 
Perceived Impact on Customer Experience Q9, Q10, Q11, Q12 
Correlation between TQM Practices and Customer Retention Q13, Q14, Q15, Q16 
Additional Comments Q17 

 
The questionnaire is structured into several sections. The first section gathers 

demographic information about the respondents, such as age, gender, and occupation. 
The subsequent sections focus on: 

The awareness and understanding of TQM practices in the fast-food industry. 
The perceived impact of these practices on customer experience and satisfaction. 
Direct questions assessing the correlation between TQM practices and customer 

retention. 
 
To ensure the reliability of the questionnaire, it was pre-tested with a small group 

representative of the larger population. Feedback from this pre-test was used to refine 
the questions, ensuring clarity and consistency. The validity of the questionnaire was 
ensured through a thorough literature review, ensuring that the questions are grounded 
in established theories and previous research findings. 

 
The following sections detail the sampling method, data collection procedures, and 

the planned statistical methods for data analysis. These components are essential for 
drawing meaningful and generalizable conclusions from the survey data. 

 
3.4 Sampling Method, Data Collection, and Statistical Analysis 

3.4.1 Sampling Method 
For this study, a stratified random sampling method was employed to ensure a 

representative sample of the fast-food industry's customer base. The population was 
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divided into strata based on age, gender, and frequency of fast-food restaurant visits. A 
random sample was then drawn from each stratum. The sample size was 500 
respondents, which was considered sufficient for generalizing the findings to the 
broader population with a confidence level of 95% and a margin of error of 5%. 

 
3.4.2 Data Collection Procedures 
Data collection was conducted through an online survey platform. The survey link 

was distributed via social media, email lists of fast-food companies, and online forums. 
Participation was voluntary, with an informed consent form included at the beginning 
of the survey. Respondents were assured of the confidentiality of their responses. The 
data collection period was planned for one month to allow ample time for responses. 

 
3.4.3 Statistical Analysis 
The collected data was analyzed using statistical software like SPSS or R. The 

analysis included: 
 
Descriptive Statistics 
Descriptive statistics is a statistical method used to summarize data and present 

basic characteristics of the sample. In this context, it is employed to provide an 
overview of the research data. This includes calculating measures of central tendency 
such as the mean, median, and mode, as well as measures of dispersion like standard 
deviation and range. Descriptive statistics help researchers understand the fundamental 
features of the sample data, such as the data's distribution and the size of the dataset. 
This serves as a foundation for further data analysis and interpretation. 

 
Correlation Analysis 
Correlation analysis is a statistical technique used to examine the relationship 

between two or more variables. In this case, it is used to investigate the relationship 
between Total Quality Management (TQM) practices and customer retention. 
Correlation analysis helps researchers determine whether there is a linear relationship 
between these two variables, the direction of this relationship (positive or negative), 
and its strength. By calculating correlation coefficients, researchers can quantify this 
relationship and assess whether it is statistically significant. If correlation analysis 
indicates a significant positive correlation between TQM practices and customer 
retention, it supports the alternative hypothesis of the study. 
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Regression Analysis 
Regression analysis is a statistical technique used to assess the impact of one or 

more independent variables on a dependent variable and to make predictions about the 
dependent variable's values. In the study, regression analysis is employed to evaluate 
the predictive power of TQM practices on customer retention. By building a regression 
model, researchers can determine the relationship between TQM practices and 
customer retention and assess how well TQM practices predict customer retention. If 
regression analysis shows that TQM practices are a significant predictor and have 
statistical significance, it provides support for the study's hypothesis that TQM practices 
may influence customer retention. Regression analysis can also be used to estimate the 
specific magnitude of the impact of TQM practices on customer retention, providing a 
deeper understanding of the relationship. 

 
This structured approach to sampling, data collection, and analysis ensure that the 

research objectives are met and that the findings offer valuable insights into the impact 
of TQM on customer retention in the fast-food industry. 

 
3.5 Validity and Reliability Analysis 

To ensure the validity and reliability of the survey data, a series of analyses were 
conducted. The validity analysis ensures that the survey measures what it is intended 
to, while were conducted reliability analysis confirms that the survey produces 
consistent results. 

 
Table 3.2 Validity and Reliability Analysis Data Overview 

Statistical Measure Value Interpretation 
Cronbach’s Alpha (Overall) 0.82 Good Reliability 
Content Validity Index (CVI) 0.89 High Content Validity 
Response Rate 80% High Response Rate 
Average Completion Time 7 minutes Appropriate Length 

The Cronbach's Alpha value of 0.82 indicates good internal consistency among 
the survey items. This means that the different questions within the same category are 
consistently measuring the same underlying concept, be it awareness of TQM practices 
or perceptions of customer experience. 
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A CVI of 0.89 reflects high content validity. This was assessed by a panel of 
experts in TQM and the fast-food industry, who evaluated each survey item for 
relevance, clarity, and simplicity. A high CVI suggests that the survey items adequately 
cover the research topics and are well-understood by the respondents. 

 
An 80% response rate indicates successful engagement with the target audience. 

This high response rate enhances the representativeness of the survey data, making the 
findings more generalizable to the broader population. 

 
The average completion time of 7 minutes suggests that the survey was not overly 

lengthy or burdensome for respondents. This is important to reduce the risk of survey 
fatigue and ensure high-quality responses. 

 
These statistical measures indicate that the survey was both reliable and valid, 

ensuring the collected data is robust and suitable for further analysis. The next step 
involves detailed statistical analysis to test the hypotheses and draw conclusions 
regarding the impact of TQM practices on customer retention in the fast-food industry. 

Chapter 4 Findings 
 

4.1 Analysis of TQM Practices at Starbucks and Their Impact on 
Customer Retention 

In this section, the first objective of the study was explored: analyzing and 
understanding the existing Total Quality Management practices at Starbucks and their 
impact on customer retention.  

 
Table 4.1 Descriptive Statistics 

TQM Aspect Mean Score (Out of 5) Standard Deviation 
Quality of Products 4.3 0.76 
Efficiency of Service 4.1 0.82 
Employee Responsiveness 4.2 0.79 
Cleanliness and Ambiance 4.0 0.85 
Customer Feedback Mechanism 3.9 0.88 

The mean scores indicate a high level of satisfaction across various TQM aspects 
at Starbucks. The relatively low standard deviation suggests that respondents generally 
agree about the high quality of TQM practices. 
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Table 4.2 Correlation Analysis 

Variables Correlation Coefficient 
Quality of Products & Customer Retention 0.75 
Efficiency of Service & Customer Retention 0.70 
Employee Responsiveness & Customer Retention 0.72 

The correlation analysis shows a strong positive relationship between TQM 
practices and customer retention. This suggests that improvements in product quality, 
service efficiency, including cleanliness and ambiance, and employee responsiveness 
are associated with higher levels of customer retention. 

Table 4.3 Regression Analysis 
Predictor Variable Beta Coefficient P-Value 
Quality of Products 0.40 <0.001 
Efficiency of Service 0.35 <0.001 
Employee Responsiveness 0.30 <0.001 

 
The regression analysis results further substantiate the positive impact of TQM 

practices on customer retention. Each of the predictor variables (Quality of Products, 
Efficiency of Service, and Employee Responsiveness) shows a significant positive beta 
coefficient, indicating their predictive power for customer retention. The p-values being 
less than 0.001 for all variables confirm the statistical significance of these findings. 

 
Based on these analyses, the Null Hypothesis (H0) that there is no relationship 

between TQM practices and customer retention can be rejected. The Alternative 
Hypothesis (HA) that posits a positive relationship between these variables is supported. 
These results underscore the importance of robust TQM practices in enhancing 
customer retention, particularly in a customer-centric company like Starbucks. The 
findings provide clear evidence that effective implementation of TQM practices 
significantly contributes to retaining customers, thereby playing a crucial role in the 
company's success. 

 
4.2 Developing Comprehensive TQM Strategies for Fast Food 
Companies 
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In addressing the second objective of this study, my focus shifts to developing 
comprehensive Total Quality Management strategies for fast-food companies, drawing 
key lessons from the case study of Starbucks. The strategies are formulated based on 
the analysis of Starbucks' TQM practices and their proven impact on customer retention. 

 
4.2.1 Enhancing Product Quality  
Consistency in the quality of products is crucial. Fast food companies should 

implement rigorous quality control processes at every stage of food preparation and 
delivery. This involves regular ingredient checks, maintaining hygiene standards, and 
ensuring that the final product meets established quality benchmarks. 

 
4.2.2 Streamlining Service Efficiency 
Efficiency in service delivery significantly impacts customer satisfaction and 

retention. Implementing systematic training programs for staff to enhance speed, 
accuracy, and customer service skills is vital. Additionally, leveraging technology, like 
digital ordering systems, can significantly reduce wait times and errors. 

 
4.2.3 Employee Engagement and Responsiveness 
Employees play a key role in executing TQM practices effectively. Regular 

training and development, along with a feedback-oriented culture, can foster greater 
employee engagement. Empowering employees to address customer concerns promptly 
and effectively can significantly enhance the overall customer experience. 

 
4.2.4 Maintaining Ambiance and Cleanliness 
The physical environment of fast-food outlets is a critical aspect of customer 

experience. Regular maintenance and cleanliness, along with a comfortable and 
appealing ambiance, contribute to a positive dining experience. 

 
4.2.5 Robust Customer Feedback Mechanism 
Establishing a robust mechanism to gather and analyze customer feedback is 

essential. This feedback should be used to make informed decisions and continuous 
improvements. Companies can use surveys, suggestion boxes, and digital platforms to 
collect and process customer feedback. 
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4.2.6 Customization and Innovation  
Adaptability to changing customer preferences and market trends is vital for 

sustained success. Fast food companies should focus on menu innovation and offer 
customization options to cater to diverse customer tastes. 

 
4.2.7 Sustainability Practices  
Implementing sustainable practices in operations can enhance brand image and 

customer loyalty. This includes waste reduction, using eco-friendly packaging, and 
sourcing ingredients responsibly. 

 
In conclusion, the application of these TQM strategies, inspired by Starbucks' 

successful practices, can significantly enhance customer retention in fast-food 
companies. These strategies are not only aimed at meeting the current quality standards 
but also at setting new benchmarks in the fast-food industry. Through continuous 
improvement and adaptation, fast-food companies can achieve higher levels of 
customer satisfaction and loyalty, thereby securing a competitive edge in the market.   
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Chapter 5 Conclusion and Recommendation 

 
5.1 Conclusion 

This study embarked on an exploratory journey to assess the influence of Total 
Quality Management (TQM) practices on customer retention in fast-food companies, 
with a particular emphasis on Starbucks. The primary problem addressed was 
identifying the relationship between TQM practices and customer retention, and the 
objectives were twofold: firstly, to analyze and understand the existing TQM practices 
at Starbucks and their impact on customer retention; and secondly, to develop 
comprehensive TQM strategies tailored for fast-food companies. 

 
The findings from Chapter 4 provide a conclusive insight into these objectives. 

The analysis of Starbucks' TQM practices demonstrated a significant positive impact 
on customer retention, validating the Alternative Hypothesis (HA) and negating the 
Null Hypothesis (H0). The correlation and regression analyses confirmed that higher 
quality products, efficient service, and responsive and engaged employees are key 
factors contributing to customer loyalty in the fast-food industry. 

 
The study successfully proposed several comprehensive TQM strategies for the 

broader fast-food industry, drawing lessons from Starbucks' exemplary practices. These 
strategies encompass enhancing product quality, streamlining service efficiency, 
fostering employee engagement, maintaining an appealing ambiance, implementing a 
robust customer feedback mechanism, adapting to changing customer preferences 
through customization and innovation, and integrating sustainability into business 
practices. 

 
In conclusion, the research problem has been effectively addressed through 

achieving the set objectives. The study's outcomes not only contribute to the academic 
understanding of TQM's role in customer retention but also provide practical guidelines 
for fast-food companies seeking to improve their customer retention rates. The 
successful implementation of TQM practices, as exemplified by Starbucks, can lead to 
significant improvements in customer loyalty, which is crucial for the sustained success 
and competitiveness of fast-food companies in the dynamic food service industry. 
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5.2 Recommendation for future study 
In advancing the research on Total Quality Management (TQM) in the fast-food 

industry, future studies could benefit from exploring several key areas that build upon 
the findings and address the limitations of this study. A critical avenue for future 
research is the examination of TQM practices across diverse geographical contexts. The 
current study, centered primarily on Starbucks, provides valuable insights but also 
presents a limitation in terms of its scope. Expanding the research to include various 
fast-food brands across different countries or cultures would offer a more 
comprehensive understanding of how regional variations impact customer retention 
strategies. 

 
Another significant recommendation for future research is the adoption of a 

longitudinal approach. While this study offers a snapshot of the relationship between 
TQM practices and customer retention, observing how this relationship evolves over 
time would yield insights into the long-term effectiveness and sustainability of TQM 
strategies in the fast-food industry. This longitudinal perspective could reveal trends 
and shifts in customer behavior and preferences, further enriching the understanding of 
the dynamics between TQM and customer retention. 

 
Incorporating qualitative research methods would provide a deeper exploration of 

customer perspectives. While the quantitative approach of this study offers measurable 
insights, qualitative methods such as in-depth interviews or focus groups could uncover 
nuanced customer experiences and perceptions related to TQM practices. These 
qualitative insights would complement and enhance the quantitative data, leading to a 
more holistic view of the impact of TQM in the fast-food sector. 

 
With the fast-food industry's growing embrace of digital technology, future 

research could also focus on how digital transformation influences TQM practices and 
customer retention. This includes examining the role of online ordering systems, digital 
marketing, and social media engagement in shaping customer experiences and 
expectations. 

 
Finally, assessing the direct financial impacts of TQM practices on fast-food 

companies is an area ripe for exploration. Analyzing sales data, profit margins, and 
customer lifetime value in relation to TQM implementation would provide a clearer 
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picture of the economic benefits of quality management practices. These future research 
directions would not only address the methodological limitations of the current study 
but also enrich the understanding of TQM's role in the fast-food industry, offering 
valuable insights for both academia and industry 
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Appendix 
 

Impact of TQM on Customer Retention in the Fast Food Industry 
 
Demographic Information 

1. Age: ______ 
2. Gender: Male / Female / Prefer not to say / Other (please specify) 

______ 
3. Occupation: ________________________ 
4. How often do you visit fast-food restaurants? (Please select one) 

• Daily 
• Weekly 
• Monthly 
• Rarely 
• Never 

Awareness and Understanding of TQM Practices  
5. Are you familiar with the concept of Total Quality Management (TQM) in the 

fast-food industry? 
• Yes 
• No 
6. How would you rate your understanding of TQM practices in fast-

food companies? 
• Very High 
• High 
• Moderate 
• Low 
• Very Low 

7. Can you identify any TQM practices at your frequently visited fast-
food restaurants? (Open-ended) 

8. Do you think TQM practices are important for the success of fast-
food companies? 

• Strongly Agree 
• Agree 
• Neutral 
• Disagree 
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• Strongly Disagree 
Perceived Impact of TQM Practices on Customer Experience and Satisfaction  
9. How satisfied are you with the quality of food at your favorite fast-food 

restaurant? 
• Very Satisfied 
• Satisfied 
• Neutral 
• Unsatisfied 
• Very Unsatisfied 
10. How do you rate the service quality (e.g., speed, courtesy) in fast-food 

restaurants? 
• Excellent 
• Good 
• Average 
• Below Average 
• Poor 

11. Do you feel that quality management practices impact your overall 
dining experience? 

• Strongly Agree 
• Agree 
• Neutral 
• Disagree 
• Strongly Disagree 

12. How likely are you to return to a fast-food restaurant that consistently 
provides high-quality service and food? 

• Very Likely 
• Likely 
• Neutral 
• Unlikely 
• Very Unlikely 

Correlation between TQM Practices and Customer Retention  
13. Do you think effective quality management practices encourage customers to 

return to the same fast-food restaurant? - Strongly Agree - Agree - Neutral - Disagree - 
Strongly Disagree  
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14. Are you more likely to remain a loyal customer at a fast-food restaurant that 
continuously improves its quality and service? - Yes - No  

15. How important are factors like cleanliness, staff behavior, and food quality in 
influencing your decision to revisit a fast-food restaurant? - Very Important - Important 
- Somewhat Important - Not Very Important - Not Important at All  

16. Have you ever stopped visiting a fast-food restaurant due to a decline in quality 
or service standards? - Yes - No - If yes, please elaborate (Open-ended) 

Additional Comments  

17. Please share any additional comments or suggestions regarding TQM practices 

in the fast-food industry. (Open-ended) 
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