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[bookmark: _Toc220851318]Abstract 
The dissertation will focus on the efficiency of Tesco Clubcard loyalty programme in determining customer retention and repeat purchase behaviour within a cost-saving grocery retail setting. The proposed research will focus on defining the key characteristics of loyalty programmes that affect retention; measuring the extent of Clubcard participation and repeat purchasing; identifying differences between customer groups; and situating the study within current consumer behaviour and loyalty theories. This was because the secondary approach, i.e., the quantitative case study, was chosen and based on corporate reports, regulatory publications, and separate consumer surveys, in which aggregated performance and behavioural data would be analysed. They were studied with respect to descriptive and comparative features, and the findings were presented in an organised tabular form to identify interesting tendencies. The results indicate that the strongest combination of retention drivers is loyalty pricing and reward accumulation, and that digital engagement contributes to sustained purchasing behaviour. The level of engagement and the frequency of interactions between Clubcard members and non-members differ markedly, and the effects of behavioural loyalty are pronounced. Behavioural and demographic discrepancies are identified in the analysis: younger customers are more digitally active, and customers driven by values have the strongest repeat-purchase intent. The findings provide strong support for the behavioural and value-based theories of loyalty and partial support for the attitudinal and relationship marketing theories, indicating that the mechanisms of functional loyalty have changed in modern retailing. The study contributes to the theory of loyalty by demonstrating that long-term behavioural loyalty can be sustained through integrated value delivery without emotional investment. Ideally, retailers seeking to optimise loyalty pricing, digital customer contact, and segmentation can use the results. In general, the study contributes to the body of knowledge on the successful implementation of contemporary loyalty programmes in fiercely competitive, price-sensitive markets.
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	Term
	Definition

	Behavioural Loyalty
	Customer loyalty is expressed through repeated purchasing behaviour rather than emotional attachment.

	Attitudinal Loyalty
	Loyalty is based on emotional commitment, preference, and positive attitude toward a brand.

	Case Study Approach
	A research method involving an in-depth examination of a single organisation or context to understand complex phenomena.

	Expectancy Disconfirmation Paradigm (EDP)
	A theory explaining customer satisfaction based on the gap between expectations and perceived performance.

	Loyalty Pricing
	A pricing strategy offering exclusive discounts or prices to registered loyalty programme members.

	Repeat Purchase Behaviour
	The tendency of customers to purchase from the same retailer multiple times over time.

	Secondary Data
	Data collected by others for purposes different from the current research, such as corporate or regulatory reports.

	Value-Based Loyalty
	Loyalty is driven primarily by perceived economic benefits rather than emotional attachment.
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[bookmark: _Toc220851324]1.1 Background of the Study
Customers should be considered in light of the growing competition within the UK retail industry, and the business strategy has been directed toward customer retention and loyalty. In the case of Tesco, the largest foreign grocery retailer in the UK with a 27% market share, the firm has used its loyalty scheme, Clubcard, to build strong relationships with consumers and facilitate repeat purchases (Skeldon 2025). The Clubcard, which was introduced in 1995, has evolved beyond a points-based reward system into a data-rich, digitised system of interactions that operates on sophisticated analytics and dunnhumby, Tesco's data science partner.
[image: Tesco Clubcard changes: Supermarket to cut value of rewards scheme | Money  News | Sky News]
Figure 1: Tesco Clubcard loyalty scheme (Goncalves and Foster-Collins 2022).
By 2024, over 80% of UK households will be part of Clubcard, and 16.3 million Tesco Clubcard app users will be globally (Tesco PLC, 2024). This growth, as well as internet loyalty, is another factor influencing consumers' purchase behaviour. Personalisation of offers and discounts is another factor that has contributed to the Clubcard's success, as it has increased perceived value, thereby improving repeat purchase behaviour (Skeldon, 2025). 
Moreover, loyalty programmes have been introduced to maintain a competitive advantage in volatile economic conditions. According to Tesco Bank (2022), 47 per cent of consumers in the UK relied on loyalty rewards to address increased living costs, and these rewards are influencing the shopping behaviour in an inflationary retail market. The UK Government's 2024 retail analysis acknowledges repeated visits and involvement due to loyalty pricing systems.
It is necessary to study the effect of Tesco Clubcard on customer repeat-purchase behaviour to determine its effectiveness as a strategic marketing tool in the contemporary retail environment.
[bookmark: _Toc214184119][bookmark: _Toc220851325]1.2 Research Problem Statement
Tesco Clubcard is widely regarded as one of the most successful loyalty programmes in the UK. Still, little large-scale quantitative evidence exists on how the Clubcard influences customer repeat-purchase behaviour. The literature, including Turner and Wilson (2006), relies primarily on small samples of primary data and measures purchasing frequency rather than overall loyalty. Past studies have not exhaustively investigated the impact of digital personalisation and segmentation, essential attributes of Tesco's data-based Clubcard, on behavioural loyalty. Further reports, such as Parr (2023), suggest that external factors, including economic stress and the homogenisation of loyalty programmes, may distort behavioural outcomes. There is a need to fill a gap in the investigation of secondary quantitative data, including Tesco official reports, Statista, and industry data, to determine specific, measurable relationships between Clubcard participation and re-buys. This research aims to fill that gap by conducting an extensive secondary data analysis of behavioural purchase patterns.
[bookmark: _Toc220851326]1.3 Research Aim, Objectives and Questions
Aim
The aim of this study is therefore to analyse the impact of Tesco's Clubcard loyalty programme and customer repeat purchase behaviour using secondary quantitative data. 
Research Objectives
(1) To determine some of the significant factors of a loyalty programme that can affect customer retention and repeat purchase.
(2) To measure the relationship between Clubcard participation and frequency of repeat purchase.
(3) To study the variation in various customer segments.
(4) To interpret the findings using the established consumer-behaviour and loyalty theory. 
 Research Questions
1. What specific features of Tesco’s Clubcard influence customer retention?
2. How does Clubcard membership affect the frequency of customer repeat purchases?
3. How do demographic and behavioural factors influence Clubcard users’ repeat purchase behaviour?
4. How do the results of this study support or challenge existing customer loyalty theories?
[bookmark: _Toc214184121][bookmark: _Toc220851327]1.4 Significance and Rationale of the Study
[bookmark: _Toc214184122]The research is useful, as it contributes to the academic and practical knowledge on customer loyalty and repeat purchase behaviour in the UK retail market. Despite extensive research on loyalty programmes, insights into the impact of the Clubcard, particularly the data-driven programmes, on the shopping behaviour of Tesco customers remain under-researched. The study has provided quantitative insights into the effect of a digital loyalty mechanism on consumer behaviour in general, using secondary data from peer-reviewed sources, including Tesco Annual Reports (2020-2024), Tesco Bank Loyalty Report (2022), and Tesco Media and Insight (2025).
Research-wise, the study is based on the available literature on relationship marketing and behavioural loyalty, demonstrating the effects of personalisation, value perceptions, and customer information on the prospective purchasing behaviour. The result of the management will act as the driving power in the strategic planning of Tesco because it will determine what variables contribute to the repeat purchase and enduring business. Furthermore, the research has a general implication to other retailers that aim to establish customer loyalty in competitive markets by using data to coordinate customer relationship.
[bookmark: _Toc220851328]1.5 Theoretical Framework
The theoretical model of the study will comprise Relationship Marketing Theory (RMT), Behavioural Loyalty Theory, and the Expectancy-Disconfirmation Paradigm (EDP), which will be used to interpret the impact of Tesco Clubcard on customer repeat-purchase behaviour.
Morgan and Hunt (1994) came up with the Relationship Marketing (RMT) theory, which describes the management of relationship building and sustenance of a firm and its clients based on trust, commitment and shared values. One such Tesco initiative is the Tesco Clubcard, which creates emotional and behavioural attachment and provides personalised value to repeat customers through reward programmes. The correlation is supported by the observation that, with the introduction of data analytics through the Dunnhumby service, the personalised experience increases satisfaction and can raise purchase rates (Skeldon, 2025).

The contribution of the Behavioural Loyalty theory, as described by Dick and Basu (1994), is that attitudinal and behavioural loyalty are distinct. Although attitudinal loyalty involves emotional and affective attachment, rebuys are indicators of behavioural loyalty. Tesco already has a wealth of loyalty information on approximately 23 million Clubcard holders, 80 per cent of whom account for sales, which aligns with the theoretical school of thought (Tesco PLC, 2024).
Finally, the Expectancy-Disconfirmation Paradigm, the concept developed by Oliver (1980), argues that the feeling of customer satisfaction is a byproduct of the expectation-reality comparisons. When the Tesco loyalty programme offers customers personalised discounts or other unanticipated value, customer satisfaction increases, and satisfied customers are more likely to make repeat purchases.
These theories should be combined to form a robust conceptual basis for understanding how data-driven loyalty programmes, such as the Tesco Clubcard, translate into quantifiable repeat-purchase behaviour. This framework synthesis underpins the secondary quantitative research methodology, in that the dynamics of customer relationships are linked to the behavioural outcomes to be observed.
[bookmark: _Toc214184123][bookmark: _Toc220851329]1.6 Structure of the Dissertation
The sixth main chapter presents the system adopted by the dissertation, which is necessary to explore the research theme rationally and logically.
Chapter One - Introduction: 
Presents the research background, research problem, research objectives, purpose and the theoretical framework that is going to be used in the research.
Chapter Two - Literature Review: 
Critically examine existing literature available on customer loyalty programmes, consumer behaviour theories and Tesco Clubcard and hold a sketch of critical gaps to be addressed by the study.
Chapter Three - Research Methodology: 
Establishes the secondary quantitative methodology, data source, data collection strategies, data analysis strategies and ethical issues.


Chapter Four - Data Analysis: 
The secondary data will subsequently be presented in tables, profile descriptions, and as trends and patterns in repeat purchase behaviour.
Chapter Five - Discussion: 
The inferences derived from regression are consistent with the theoretical perspective and the literature, and they have managerial overtones.
Chapter Six - Conclusion and Recommendations: 
Generalises the relevant findings, limitations, and implications of the practical and scholarly implications for future research.
The chapter provides the context and rationale, along with an overview of the study, that underpin research on the effectiveness of the Tesco Customer Loyalty Programme in developing customer retention and repeat purchase behaviour. It has pointed to a growing role for loyalty pricing and online relationships in grocery retail, especially in highly competitive, price-elastic markets. The chapter states the research problem: there is no empirical understanding of how modern, digitally enabled loyalty programmes affect behavioural loyalty outcomes, particularly under economic strain. The study's purpose, objectives, and questions were well formulated to guide the study, establish the key characteristics of loyalty and repeat-buy behaviour, differentiate customer types, and explain the findings, drawing on existing consumer behaviour and loyalty theories. The chapter articulated the study's academic and managerial relevance and outlined its application to management and theory. As a rule, scholarly research will contribute to the existing literature on behavioural and value-based loyalty processes in contemporary retailing. Management will provide long-term recommendations on how the stores can streamline the design of their rewards, pricing schemes, and customer relationships. Finally, the chapter provided a summary of the dissertation's format, the aim of each chapter, and the study's flow. This chapter laid the groundwork for the literature review that follows by defining the research purpose and contextual implications, thereby synthesising the available literature and empirical research on loyalty programmes, consumer behaviour, and repeat purchases to identify the gaps that the current research addresses.


[bookmark: _Toc220851330]Chapter 2: Literature Review
[bookmark: _Toc220851331]2.1 Introduction & Chapter Overview
The chapter is a critical review of scholarly and business literature on customer repeat-purchase behaviour and loyalty programmes. It concentrates on a single instance of the Tesco loyalty programme, Clubcard. A literature review may be used to draw conclusions from existing knowledge, identify gaps, and inform the direction of current research based on prior results (Booth et al., 2021).
Basic reward systems involving reward counts have been replaced by complex customer engagement systems that are data-driven and customer-loyalty driven. Modern retail literature recognises the latest model of loyalty strategies, based on personalisation, online engagement, and value-added appreciation, which are likely to create long-term customer relationships (Kumar and Reinartz, 2016). These developments will help establish the role of Tesco Clubcard in repetitive-purchase behaviour in the current highly competitive grocery market.
[image: What is Customer Engagement? Definition, Importance, Model, Strategies,  Marketing, and Examples]
Figure 2: Customer Engagement (Jain, 2023).
The chapter begins by defining key concepts, such as loyalty, retention, perceived value, and repurchase. It subsequently examines the operation of loyalty programmes in grocery retail and the unresolved question of whether they lead to behavioural loyalty protection or merely to temporary responses to promotional initiatives (Sharp, 2010).

The review analyses the literature on Tesco Clubcard, with particular attention to its implications for digital capability, personalisation, and strategic implications. Lastly, the chapter presents the theoretical underpinnings of the study, such as Relationship Marketing Theory and Behavioural Loyalty Theory, which can be used to describe the physical mechanisms underlying customer decision-making in loyalty. The synthesis of these views reveals gaps that the review demonstrates require revision in secondary data analysis.
[bookmark: _Toc220851332]2.2 Scope of the Review & Search Strategy
The scope of this literature review has been informed by the research purpose: to investigate the extent to which loyalty programmes and the Clubcard of Tesco influence customer repeat-purchase behaviour. According to Bryman (2016), a well-defined scope can help ensure that a literature review does not become isolated, disordered, or unrelated to the study's goals. For these reasons, the current review focuses on academic research, theoretical models, and industry reports on customer loyalty, digital personalisation, behavioural patterns, and the maintenance of the retail environment. Only literature published since 2000 is included, as this is necessary to keep pace with up-to-date data-driven loyalty strategies.
A robust and well-organised search strategy was implemented to identify credible and relevant sources. According to Bell (2018), maintaining transparency and reliability of literature reviews through target keywords and search philtres Following this principle, the search was carried out using keywords through Google scholar, Scopus and the UWTSD Library and include 'customer loyalty'; 'repeat purchase behaviour'; 'loyalty programmes'; 'Tesco Clubcard'; 'retail personalisation'; 'behavioural loyalty'. Boolean operators have been used to narrow down the results to those that would align with the research aims. The reference lists of the key studies were searched to identify additional relevant materials.
As part of the inclusion criteria, peer-reviewed articles, groundbreaking texts on loyalty behaviour, empirical studies on retail loyalty, and reputable industry publications were considered. Exclusion criteria excluded studies that were not in the retail sector or not related to consumer behaviour. Hart (2018) emphasises the selection of literature based on methodological quality and conceptual relevance to strengthen the basis of a dissertation. This review, therefore, covers Tesco Annual Reports and Tesco Bank Loyalty Reports, which are the necessary secondary data sources according to the methodology of this dissertation. This combination of strategies will make the literature review comprehensive and of high academic quality.
[bookmark: _Toc220851333]2.3 Core Concepts: Loyalty, Retention & Repeat Purchase
Customer Loyalty
Customer loyalty is an essential concept in marketing and a constant preference for a brand. It is both an attitudinal and a behavioural dimension, i.e., customers not only buy back but are dedicated to the fun brand. According to Oliver (1999), loyalty is a strong sense of commitment to repurchase despite situational forces or competitors. This definition highlights that loyalty is an informed, perception-based concept of value, trust, and satisfaction; as a result, it informs the assessment of whether loyalty programmes, including Tesco Clubcard, can manage customer behaviour.
Customer Retention
Customer retention is the strategy and outcome of retaining customers for a product over the long term. Customer retention is a major consideration in competitive retail because retaining a client generally costs less than acquiring one. Customer retention is the state that results when companies effectively manage their relationships with customers by delivering continuous value, thereby reducing the likelihood that customers will switch to competitors (Payne, 2006). Some of the most significant retention drivers are loyalty schemes, particularly those with personalised rewards, as these provide customers with a reason to remain with the retailer.
[image: ]
Figure 3: Importance of Customer Retention (GeeksforGeeks, 2025).


Repeat Purchase Behaviour
Repeat-purchase behaviour is an important performance metric of loyalty and indicates how often customers return to the same retailer. Repeat purchasing concerns only observable behaviours, unlike attitudinal loyalty. East et al. (2013) have proposed that repeat-purchase behaviour is a more valid measure of loyalty, since it reflects what customers do rather than what they say. Given that purchase frequency is low in grocery retail, it is important to have insights into repeat-purchase patterns to assess the success of loyalty programmes.
Perceived Value
In both repeat-purchase behaviour and loyalty, perceived value will have a powerful impact. It is a statement by the customer regarding the evaluation of the value of the benefits obtained relative to the transaction cost. Zeithaml (1988) defines perceived value as the overall assessment of the utility of the trade-off between the give and get elements perceived by the consumer. The value derived from loyalty programs is achieved through personalised discounts, reward payments, and loyalty incentives, which promote repeat purchases.
Inter-relationship of Concepts
The correlations among retention, perceived value, repeat purchase, and loyalty are discussed to assess the effectiveness of the loyalty programmes. This is possible through loyalty programs, in which customers are rewarded regularly (Reinartz and Kumar 2002). This fact is consistent with the Tesco Clubcard, where specific deals and news enable Tesco to influence customers' purchasing behaviour. These concepts, currently considered key, will enable an understanding of the impact of loyalty programmes on customer decision-making within the competitive retail market sub-sector.
[bookmark: _Toc220851334]2.4 Loyalty Programmes in Grocery Retail & Behavioural Outcomes
Evolution of Loyalty Programmes in the Grocery Retail
Grocery retailers have identified loyalty programmes as a strategic tool for creating customer engagement and loyalty. The earliest programmes were based on basic stamp cards or point-accumulation systems, but nowadays they utilise advanced analytical techniques. Uncles, Dowling, and Hammond (2003) identify one reason loyalty schemes were developed: increased competition and the need to differentiate retail outlets by cultivating relationships rather than products. This belongs to a general retail movement towards value-added and customised services.
Create Value out of Loyalty Programme
Feeling important and valued by a customer is one of the most essential roles of loyalty programmes, which in turn influences purchasing behaviour. Most programmes do so through discounts, special pricing, personalised rewards, or priority services. Bolton et al. (2000) argue that customer loyalty programs enhance the relationship between customers and their retailers, thereby increasing customer satisfaction and repeat purchases. This has made value creation a source of customer promotional activity in grocery retail.
Influence on Behavioural Loyalty
Behavioural loyalty refers to customers' purchasing behaviour, as observed in purchase frequency, purchase basket, and preference for a particular retailer. Behavioural loyalty is essential for sustaining revenue streams in sectors such as grocery retailing, which depend on customers and behavioural trends as key determinants of success. According to Meyer-Waarden (2007), customers of a supermarket loyalty programme tend to shop more frequently than non-members, indicating that a well-developed scheme can influence customer behaviour. This is what the behavioural outcomes look like at the centre of the evaluation of the success of programmes like Tesco Clubcard.
Short-Term Promotions vs Effects of Long-Term Loyalty
Although loyalty schemes have been shown to have positive behavioural effects, academic debate has been slow to address whether they foster loyalty or merely trigger short-term purchases. According to Sharp and Sharp (1997), most schemes tend to produce short-term gains in sales without significant emotional and psychological commitment. According to their findings, customers can participate in programmes to receive instant rewards without investing in them over the long term. This is a curious argument in the grocery business because the assumption is that price leads to cutthroat competition and that customers are quick to switch to another retailer.
Personalisation & Data-Driven Engagement
Advances in data analytics have altered the loyalty programme environment, enabling retailers to provide individual customers with personalised offers based on their profiles. The members would like a scenario in which they are most likely to be contacted, and the more they are contacted, the more they value each contact. As Kumar and Reinartz (2016) note, individualised reward plans are identical to generic reward plans, as the former are more closely aligned with customers' needs and preferences. An example of Tesco's data-driven strategy is the use of Clubcard data to tailor customer offers and shape their buying behaviour. 
Digitalisation and Customer Convenience
Digitalisation has made the latter achievable and streamlined loyalty programmes by making them more convenient and time-efficient. Mobile applications, online reward trackers, and card rewards improve customer relations and loyalty programs. Grewal et al. (2009) conclude that customer satisfaction and loyalty have increased with the digitisation of customer interactions. The elements of the loyalty programme in grocery retailing may be necessary, given that convenience, driven by behavioural factors, is a characteristic.
Competitive Advantage Using Loyalty Data
In addition to customer relationships, loyalty programmes provide retailers with useful information to inform decisions on pricing, product mix, and product positioning in the market. Verhoff (2003) notes that loyalty data will be used to assist retailers in customer segmentation and in selecting appropriate marketing interventions. The knowledge that can be gained from such data would be of high strategic value in a highly competitive, low-margin market structure such as that in which Tesco operates, where the Clubcard has high penetration among UK households.
Behavioural Outcomes in Loyalty Programmes in Grocery
Studies have consistently shown the advantages of participation in loyalty programmes, including higher purchase rates, increased consumer expenditure, and reduced customer turnover. Zhang and Breugelmans (2012) suggest that greater retailer contact leads loyalty program members to pay higher prices across categories. Close to the grocery industry is the impact on behaviour, as profitability can be achieved with relative ease through a minor change in either the frequency or the size of a basket.
Relating to Tesco's Clubcard
Regular promotions in the UK grocery market have changed consumer behaviour and competition among discount stores. In this regard, customer tracking and the identification of buying patterns are crucial. One such example is Grewal et al. (2017), who indicate that retailers with more developed loyalty ecosystems are better positioned to communicate with customers through personalised pricing and analytics-based insights. The Tesco Clubcard is not new to the market; customer data associated with its use has been collected. Moreover, it is an effective instrument for analysing the impact of loyalty programmes on repeat purchase behaviour.
[bookmark: _Toc220851335]2.5 Tesco Clubcard in the Literature: Design, Evolution & Digitalisation
Origins and Strategic Purpose of Tesco Clubcard
Tesco Clubcard was introduced in 1995 and is widely regarded as one of the most successful loyalty programmes in retail history. It was pioneering in its introduction at a retailer, changing how such retailers acquired and utilised customer information in their strategic decision-making. Humby et al. (2008) argue that the winning Clubcard strategy was initially based on applying behavioural information to pricing and promotion, in which Tesco was more responsive to customer needs than its rivals. This simple structure implied that Clubcard was not a straightforward mechanism for providing discounts but rather the most important aspect of Tesco's customer-oriented strategy.
Evolution From Points-Based Rewards To Data-Driven Insights
Although Tesco Clubcard was originally a traditional points-based program, the company quickly shifted to a more advanced, data-driven model. Dunnhumby, Tesco's analytics supplier, was the leader in analysing Clubcard data to inform action plans based on consumer preferences. According to Santos (2017), Tesco made early use of customer analytics, enabling the company to cluster customers more effectively and develop more focused marketing, resulting in higher customer traffic. Such a scenario had led to the rejection of legacy loyalty programmes, and Clubcard was a novel, data-driven loyalty programme.
Role of Personalisation in Enhancing Customer Engagement
One of the Clubcard's colours is personalisation, and the literature recommends that this idea will play a critical role in the creation of customer engagement. Tesco has been leveraging data to offer customers customised products and vouchers, and to create and enhance perceived value. Smith and Sparks (2009) argue that customers and retailers' relationships must be followed with individualised loyalty images, as such images show retailers ' knowledge of the personal preferences of customers. The practice will enable the organisation to achieve in-depth customer engagement and influence repurchase behaviour across various customer segments.

Clubcard Prices and Loyalty-Linked Pricing Strategy
Tesco is pushing the extremes of price fixing by enrolling its members in the Clubcard Price loyalty program. In this model, customers will not receive discounts unless they check out using the Clubcard or app. Tough Accuracy goodies tied to loyalty; the prices elicit the behavioural loyalty, and, therefore, form the shopping habit. Value entry point should be Clubcard loyalty. This is the point at which this pricing strategy will be outstanding relative to Tesco's competitors in a highly price-sensitive market.
[image: Tesco is set to trial personalised Clubcard prices giving shoppers even  cheaper offers]
Figure 4: Special Clubcard Price (Tarry, 2024).
Digitalisation and Growth of the Clubcard App
The digitalisation of Clubcard has enabled Tesco to offer a more favourable customer experience and membership benefits. Mobile Integration is set up. Customers will have control over their points and receive personalised notifications. On mobile devices, they will use Clubcard Prices. According to Pantano et al. (2020), loyalty apps provide a convenient way to shop and increase the experience. This has become even more grave in the current era of consumerism in the retail industry. The Tesco doubling-up is not the case because it is part of a broader set of trends, including mobile loyalty programs, whose goal is to enhance customer experience and retention.
Clubcard’s Role in Market Positioning and Competitive Strategy
In turn, customer engagement is ensured through Clubcard, a strategic variable central to Tesco's competitive positioning. Its large data volumes make it informative for decision-making regarding pricing, promotional planning, store layout design, and category management. Harris and Dennis (2011) suggest that data on the loyalty programme can assist retailers in developing more effective marketing strategies, as such data can be used to identify purchase patterns at the individual level. This capacity to transfer what Tesco has learned from Clubcard to tactical choices has helped Tesco remain at the top of the UK grocery market.
Impact of Clubcard on Customers' Behaviour
Empirical studies on the effects of Clubcard have consistently shown that it influences repeat-purchase behaviour and store loyalty. For example, Tesco Clubcard members are more likely to purchase the product and are more attached to Tesco brands than non-members (Rudkowski, 2024). The perceived value of regular participation and a personalised reward structure has been identified as the cause of these behavioural effects. These findings are not without bearing on the case that Clubcard is an inseparable component of Tesco's efforts to retain customers.
Clubcard and Customer Perception of Value
Perceived value is a key determinant of Clubcard's effectiveness. Through special discounts, vouchers, and pricing, Clubcard will enhance the perceived value of shopping at Tesco. Manjunath et al. (2024) argue that value-based loyalty programs are particularly useful during economic crises because customers rely on savings programs. 
Ongoing Innovation and the Future of Clubcard
With the development of the retailing process, the Clubcard has expanded its services to Tesco partners, including electronic receipts, petrol stations, and financial services. Grewal et al. (2017) found that the success of loyalty programmes depends on continuous innovation to address consumer needs and provide a better, more personalised digital experience. Tesco is another company that focuses on retail operations, as innovations it has introduced demonstrate.


[bookmark: _Toc220851336]2.6 Theoretical Frameworks for Understanding Loyalty & Repeat Purchase
Introduction to the Fundamentals of Theory
The characteristics outlined in the discussion of these liberals within the following theoretical framework are used to provide an academic view of the relationship between loyalty programmes and repeat-purchase behaviour. However, in marketing research, theories have been employed to explain customer loyalty, value perception, and commitment to repeat purchases. According to Saunders et al. (2019), by utilising established theories, a researcher can interpret customer behaviour systematically and establish connections between empirically observed patterns and conceptually understood ones. In this study, three dominant theories, namely Relationship Marketing Theory, Behavioural Loyalty Theory, and the Expectancy-Disconfirmation Paradigm, are considered based on survey results.
The Relationship Marketing Theory (RMT)
Relationship Marketing Theory emphasises the development and maintenance of long-term relationships between organisations and their customers. The theory holds that trust, commitment, communication and mutual value creation are the basis for long-lasting customer relationships. Morgan and Hunt (1994) point out that customers are loyal if they believe that the firm invests in the relationship and continually delivers value. Tesco Clubcard employs a theme of personalised rewards, data-driven exclusive benefits, and communication to make customers feel recognised. RMT helps understand the role of Clubcard in forming emotional ties that could lead to repeat purchases.
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Figure 5: Key Features of Relationship Marketing (Singh, 2024).


Application of RMT to Retail Loyalty Contexts
RMT provides a rationale for the effect of loyalty programmes on behavioural outcomes in retail environments. The theory derived is that companies need not be concerned with short-term promotional activities; rather, they should build trust-based relationships over the long term. Palmatier (2008) argues that mechanisms for building relationships, such as personalised offers, consistent service and communication, foster customer loyalty, increase customer satisfaction, and reduce the probability of switching. Tesco's use of Clubcard data to interpret and deliver enhanced personalised engagement is an excellent example of these principles and of how it drives long-term loyalty rather than transactional interactions.
Behavioural Loyalty Theory
Behavioural Loyalty Theory decomposes customer-level loyalty to customer behaviours and attitudes. Dick and Basu (1994) argue that repeated purchases, increased frequency, and a preference for the same retailers constitute evidence of behavioural loyalty. This theory is essential for studies based on secondary data because behavioural loyalty can be measured objectively through spending patterns and purchase frequency. For Tesco, Clubcard data enable the identification of indicators of allegiance, such as visit frequency or basket value, that are directly related to the constructs defined in this theory.
Behavioural Measures, Repeat Purchase Indicators
Behavioural loyalty focuses more on the observable than on the subjective and is therefore helpful in analysing repeat-purchase behaviour. East et al. (2013) assert that repeat-purchase frequency is a reliable indicator of actual loyalty, as it reflects customers' actual choices in the marketplace. In the case of Tesco Clubcard, the buying of data - whilst analysed on an aggregate, secondary level - enables researchers to surmise on patterns linked to loyalty induced behaviour, like sustained loyalty to Tesco as opposed to its rivals.
Expectancy- Disconfirmity Paradigm (EDP)
The Expectancy-Disconfirmation Paradigm is a model of customer satisfaction that links expected value to experience. Oliver (1980) suggests that perceived performance above expectations leads customers to be satisfied and increases their likelihood of repeat purchasing. Loyalty programmes such as Clubcard can go above and beyond the call of duty by providing unexpected savings, personalised vouchers, or exclusive prices. EDP therefore provides a theoretical explanation of how Clubcard may affect satisfaction and, subsequently, strengthen repeat-purchase behaviour.
EDP and Its Relevance to Loyalty Programme Effectiveness
EDP has been widely used to examine loyalty-related outcomes, particularly in retail settings, where customer expectations evolve rapidly. Yi and La (2004) suggest that satisfaction is a crucial predictor of customer loyalty when customers perceive value beyond their expectations. Clubcard's personalised nature - primarily through Clubcard Prices and targeted digital coupons - can often result in better value perceptions, which can act as positive reinforcement of satisfaction. This alignment can go some way towards explaining why Clubcard's satisfied users are more behaviourally loyal.
Integrating the Three Theories
Together, RMT, Behavioural Loyalty Theory, and EDP provide a helpful framework for understanding Tesco's Clubcard. Relationship Marketing Theory describes the reasons for customer bonds; Behavioural Loyalty Theory describes the conditions under which bonds convert into identifiable behaviours; and the Expectancy-Disconfirmation Paradigm describes the conditions under which satisfaction motivates repeat purchases. Gustafsson et al. (2005) contend that contracting the elements of relationship constructs with behavioural and satisfaction measures provides a powerful explanation of how loyalty is constituted. This is an integrated approach suitable for analysing trends in secondary data on Clubcard and repeat purchasing.
Framework Implications for the Study
Using these theories in the present research enables the study to evaluate the associations among value creation, satisfaction, emotional connection, and behavioural indicators within the loyalty model at Tesco. Both theories provide a framework for interpreting findings from secondary reports and industry data. The theoretical triangulation will give an insight into customer loyalty mechanisms. In addition to its research aim, it will determine whether Tesco Clubcard has been successful in enabling repeat-purchase behaviour that could be measured.
[bookmark: _Toc220851337]2.7 Synthesis: Themes, Tensions and Literature Gaps
The literature review has identified key themes recurring in research on loyalty programmes and customer behaviour. Moreover, loyalty systems are shifting toward more personalised, data-driven models that help retailers deliver greater value to customers than traditional points-based reward systems. Kumar and Reinartz (2016) explain that individual customer-based rewards are among the most effective ways to acquire additional customers, as they enable the customisation of customer offerings to address customer preferences. This theme supports the view that the individualisation of information by Tesco Clubcard may be crucial to repeat-purchase behaviour.
The second topic concerns behavioural and attitudinal loyalty. Although numerous studies have indicated an increase in purchase behaviour among loyalty programme members, there has been widespread controversy over whether this behaviour reflects genuine loyalty or a one-off response to promotional activity. Sharp (2010) argues that many effects on loyalty are temporary and driven more by discounts than by emotional or long-term feelings. 
A third theme is satisfaction and value perception, for which research indicates that exceeding customer expectations improves customer loyalty. Zeithaml (1988) emphasises that perceived value strongly influences satisfaction, which in turn influences customers' likelihood of purchasing again. Tesco's model of offering personalised discounts and Clubcard Prices is very similar to this mechanism and implies a link between perceived value and repeat purchasing.
Despite the voluminous research, several gaps in the literature remain. There is scarce recent academic research that assesses large-scale evaluation of behavioural impact data from secondary sources that can be linked to Clubcard, with a specific interest in digitalisation and pricing related to loyalty cards. Grewal et al. (2017) underscore the need for new assessments to evaluate the effectiveness of rapidly evolving digital loyalty ecosystems. This gap justifies the current study, which synthesises secondary quantitative insights to assess whether Tesco's loyalty strategies affect repeat-purchase behaviour in measurable ways.
[bookmark: _Toc220851338]2.8 Educated Estimation / Expected Relationships
Based on the reviewed literature, the Clubcard is expected to be positively related to repeat-purchase behaviour at Tesco, primarily due to the perceived value-enhancing effects of personalised offers and loyalty-linked pricing. Prior research suggests that loyalty incentives help reinforce satisfaction and inspire continued purchasing when customers feel recognised and rewarded (Reinartz and Kumar, 2002). It is therefore expected that the purchase frequency of customers who regularly participate in Clubcard benefits, e.g., personalised vouchers and Clubcard Prices, will be higher than that of those who do not. These expected relationships are consistent with theoretical perspectives which emphasise value, satisfaction and behavioural reinforcement in loyalty-based retail environments.
[bookmark: _Toc220851339]2.9 Chapter Conclusion
The chapter reviewed the literature on loyalty programmes, customer retention, perceived value, and repeat-purchase behaviour, with a focus on the Clubcard operated by Tesco. It addressed the role of data-driven personalisation, loyalty-linked pricing and digital engagement in customer decisions. Key theories: Relationship Marketing, Behavioural Loyalty, and Expectancy Disconfirmation theory helped in conceptualising these behaviours. Behavioural measures are good predictors of loyalty as proposed by East et al. (2013), which is the reason why the study focused on secondary data. The chapter revealed some loopholes that qualified the exploration of the current behavioural impacts of Clubcard.




[bookmark: _Toc220851340]Chapter 3: Research Methodology
[bookmark: _Toc220851341]3.1 Introduction
It describes how the research is going to be conducted by indicating the methodology to be used in the research to identify the efficacy of the loyalty pricing using Tesco Clubcard to induce customers loyalty and boost business performance. It identifies and justifies the philosophical stance, research methodology, and general study design to make sure that it meets the research objectives and questions (Saunders et al., 2019). The chapter describes the nature of the data, data sources, data collection and sampling processes, and data analysis. Ethical considerations and restrictions can be incorporated into the research process to enhance transparency, credibility, and rigour.
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Figure 6: Loyalty Program Benefits (Carman, 2024).
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Understanding Research Philosophy
The research philosophy may be used to describe such assumptions about reality and knowledge. It helps researchers isolate pieces of evidence and incorporate them into the research (Bell et al., 2019). Good business research must have a sound philosophy; this means that the research purpose or the data under study should not be affected by the methodology used. The research has a sufficient philosophical foundation; it is easy to understand and enables readers to regard the research design as legitimate and reliable. 

Adoption of a Positivist Perspective
The study utilises a positivist research philosophy because its authors presume that social and organisational phenomena can be discussed as the result of objective facts rather than interpretations. The right approach is positivism based on empirical findings, written reports and data regarding organisational performance. It assists researchers in accessing publicly available information and identifying patterns without disrupting the research or its subjects. Positivism has dominated the field of management literature and is actively employed by scholars to assess performance and strategy using reports submitted by businesses, state agencies, and business magazines (Sekaran and Bougie, 2019).
Suitability for the Present Study
The present research and the positivist stance are appropriate because they rely on secondary data sources, such as Tesco annual reports, regulatory reviews, loyalty reports, and credible online sources. The study is founded not in the analysis of personal perceptions and experiences of the individual, but in the explanation and assessment of the measurable results of questions about loyalty pricing and repeat purchase behaviour. In this study, the authors will use empirical data to objectively establish the functionality of the Clubcard at Tesco as an efficient strategic loyalty mechanism (Saunders et al., 2022). Research in this school of thought is carried out in a clear, straightforward, and repeatable way, with conclusions drawn from verifiable sources rather than interpretation; therefore, making the findings of research more reliable and valid.
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Concept of Research Approach
The methodology is the way in which a study connects the theory and evidence and supports the inferences. It states what the research will do: either refute existing notions or generate new knowledge. A major feature of research definition in business and management research is the research approach, as it provides consistency in the research question, data collection, and research direction (Collis and Hussey, 2013), particularly when data are collected through documentary research rather than fieldwork. A rigorous research methodology produces more transparent research that allows readers to evaluate it.

Deductive Research Orientation
The research design for this study is deductive, as it seeks to describe observable effects in a particular situation by applying existing theories rather than developing a theory from raw data. It must be inductively obtained out of the definite anticipation founded on previous works; the anticipation is, in turn, placed under the test of truth (Ketokivi and Mantere, 2010). In this case, the Tesco Clubcard loyalty programme is the customer loyalty theory, perceived value, and behavioural repeat-purchasing theory. The perceived organisational outcome in this case can be measured longitudinally and methodologically against the existing conceptual needs.
Suitability for a Secondary Data–Based Study
The research must employ a deductive methodology, as all data will be obtained through secondary sources, i.e., corporate reports, regulatory reviews, and credible online sources. These data have already been structured and verified, which means that a theory-based analysis is more suitable than an exploratory one. When the addressed trends and reported results are the subject of the study, they should be highly consistent with a particular theoretical framework (Flick, 2018), thereby enhancing the transparency, clarity, and reproducibility of the research findings. It ensures that the conclusions are factual rather than subjective.
[bookmark: _Toc220851344]3.4 Research Strategy
Overview of Research Strategy
Research strategy is the general approach by which research is conducted and how it will address its research questions systematically and rationally. It defines how the investigation should be structured and aligns decisions regarding methodology with the research aims and the available data (Kothari, 2019). Management research, in particular, is where the strategy to adopt is crucial, as the available evidence in the organisation and industry relies on secondary data rather than primary data, because the strategy is likely to introduce clarity, uniformity, and analytical value.
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Figure 7: Understanding Research Strategies (Taxmann, 2025).

Adoption of a Descriptive Case Study Strategy
The proposed study employs a descriptive case study design to analyse the Tesco Company and its loyalty programme (Clubcard). The case study approach is appropriate when a researcher seeks to obtain a deep understanding of a contemporary phenomenon within its natural environment. This descriptive style of the strategy enables the research to discuss where loyalty pricing is practised and where it is not, and how it is associated with repeat purchase behaviour, as documented in the reports.
Use of Secondary Documentary Evidence
Documentary analysis supports the systematic review of the literature that has been made available, allowing researchers to determine trends, patterns, and facts without engaging in the process itself (Bowen, 2009). Additionally, it can be especially useful in research when the accessibility, reliability, and accuracy of information are priorities, since information published by organisations and regulatory bodies is often updated and disseminated. The research method is documentary, which increases the objectivity and renders the research transparent and replicable.
Strategic Fit with Research Objectives
The research design is adequate to achieve the research objectives, as it assesses the effectiveness of the Tesco Clubcard loyalty programme as an intervention that leads to repeat-purchase behaviour. The description of the case study and the secondary analysis of the documents could assist the researcher in systematically measuring the observable results, strategic objectives, and indicators of the described performance. The research design helps produce a necessary, sufficient study. It is academic, and its results are based on empirical evidence and align with the general research methodology (Johnston, 2017).
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Nature of Data Used
Quantitative and descriptive secondary data, as well as existing factual data, will form the basis of the study. In this case, secondary data would be most appropriate, as the research would require data to explore the organisation's performance, market behaviour, and strategic outcomes rather than conducting fieldwork. Such data are prevalent in business research, as they are numerical measures and trend reports that provide aggregated measures of behaviour, enabling objective evaluation of phenomena at a large scale and descriptive and evaluative analysis (Malhotra and Dash, 2015).
Types of Data Analysed
The data to be used in this study will include the organisation's performance indicators, loyalty measures, and market context information. These may include reported Clubcard penetration rates, customer savings figures, market share figures, and stated value propositions for loyalty pricing. In addition, regulatory and industry-level information is used to provide background on the practice of loyalty pricing in the UK grocery market. The data type is suitable, as it directly addresses the research aims, which aim to evaluate the position of loyalty programmes and their relationship with repeat-purchase behaviour in terms of observable effects rather than subjective perceptions (O’Leary, 2021).
Sources of Data
Tesco annual reports, official loyalty and consumer-insight annual reports, official regulatory publications, and credible industry and government websites are the primary sources of data for the present study. The choice of these sources can be explained by their credibility, transparency, and accountability to society, as audited organisations or authoritative bodies publish them. Such sources would make the research more reliable and the conclusions more grounded in verifiable evidence. Similar materials are enabled by relying on well-known data sources to ensure replicability, thereby allowing future researchers to use the same materials and conduct their own assessments of the findings.
[bookmark: _Toc220851346]3.6 Data Analysis Techniques
Descriptive Quantitative Analysis
The present study used descriptive quantitative analysis to structure and summarise secondary data from corporate and regulatory reports. The penetration rates, market share rates, sales growth, and customer advocacy scores for Clubcard have been tabulated for comparison. They were considered a representation of customer loyalty, and, without an inference test, pricing efficiency and trends could be followed. The research design has been structured to identify quantifiable patterns rather than causal relationships, as is common in secondary research designs that use aggregated data (Saunders et al., 2019). This was achieved through a data cleaning and standardisation process, whereby all sources and reporting periods were managed consistently to facilitate future analysis and improve the clarity of the research, as suggested in secondary business research. 
Trend-Based Comparative Analysis
This paper presents a comparative analysis of loyalty performance indicators in Tesco's 2024 and 2025 annual reports. Directional changes in the key indicators comprising Clubcard savings, market share, and Net Promoter Scores were considered directional. The timelines presented the reports in chronological order to show the development of loyalty over time, but they did not provide snapshots (Bryman, 2016). This is a possibility in which the primary dataset lacks longitudinal data. Yet, one can assess the consistency of performance and the efficiency of the strategy through repeated organisational performance measurements. Trend analysis can enhance secondary research analysis and the rigour of its methods.
Cross-Source Data Triangulation and Presentation
Triangulation of sources was used to support the conclusions, as it added evidence from corporate reports, government publications, and independent consumer research. This minimised bias in individual source data and improved the validity of the observed trends by combining organisational data with industry- and consumer-level data. Such data were presented in a well-organised set of tables aligned with the research questions and were understandable and reproducible (Yin, 2018). The tabular display enables readers to trace the findings to the original data sources. It explains the methodology, which is critical towards the credibility of secondary and desk-based research designs.
[bookmark: _Toc220851347]3.7 Validity and Reliability
Validity of the Research Design
Validity refers to the degree to which a research design measures the concepts that it is meant to measure. Construct validity in this research was established by selecting indicators based on the measurability of outcomes and their indicative nature of customer loyalty and behavioural measures, such as Clubcard penetration rates, increases in market share, Net Promoter Scores, and customer savings reported. It is well known that these are the right proxies for understanding loyalty in retail research, as they enable the study to measure observable behavioural patterns (Saunders et al., 2019). The connection between research purposes, data collection tools, and analysis tools enhances internal validity, as results are based on theoretical constructs rather than spurious organisational performance indicators, which is a critical requirement of rigorous management research.
External Validity and Generalisability
External validity is the extent to which findings can be generalised beyond the case. Although the study is conducted with Tesco in mind, the inclusion of industry-level regulatory data and independent consumer surveys helps demonstrate its applicability. Combining organisation-specific information with external evidence from government publications and nationally representative studies, the research minimises firm-specific bias (Yin, 2018). It places the findings in the broader UK grocery retail context. This multi-level evidence base allows the conclusions to be part of the strategy's sector-wide conversations on loyalty pricing and customer retention, rather than an organisational, case-specific discussion, enhancing the generalisability of the findings.
Reliability of Data Sources
The data in the study must be valid and objective. The study is based on certified company reports, government reports, and independently commissioned survey data, all of which are standardised in their reporting. Such sources provide consistent measures over time and greater certainty that the same result would be obtained in a replication study (Bryman, 2016). 
Methodological Rigour and Replicability
The transparency of data extraction, consistency of analysis and systematic presentation of findings showed methodological rigour. The source is accessible to all without restriction, and the researcher can reproduce it using the same materials and methods. The tabular display assists the researcher in establishing the origin of the data used to produce the reported outcomes and in minimising measurement error (Creswell and Creswell, 2018). The secondary research design will be replicable to demonstrate that the information was not collected subjectively but systematically, thereby increasing the rigour of the study as a whole. 
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Ethical Use of Secondary Data
The study will be based exclusively on secondary information, as it is publicly available and acceptable to the institutions, e.g., corporate annual reports, government publications, and industry research. The ethical risks are minimal when using such sources alone, as the study involved no human subjects and no personal data were collected. The morality of using public information in management studies lies in its accountable use and recognition. All information was used in its original meaning and context, and the data was not used for other commercial purposes, in accordance with the accepted ethical standards of secondary research (Resnik, 2020).
Data Protection and Confidentiality
Although the study did not conduct any primary data collection, data protection was ensured by adhering to ethical principles. All data were anonymised and aggregated to ensure compliance with data protection laws, including the General Data Protection Regulation (GDPR). Datasets were not being linked, and no conclusions were drawn about individual-level behaviour; information abuse was therefore not being employed. The transcription and presentation of data were accurate and clear, ensuring data integrity and analysis. Ethical non-compliance in secondary research encompasses not only the protection of participants but the meticulous handling of all information sources used in the research (British Psychological Society, 2021).
Academic Honesty and Responsible Reporting
It was academically honest in terms of giving proper references, complete disclosure of findings and clarity between findings and interpretation. Weaknesses of secondary data were identified to prevent making exaggerated conclusions and developing false implications. Intellectual property rights were respected by citing all sources used. Transparency helps readers locate primary evidence and independently assess the correctness of the research, thereby supporting the integrity of scholarly work and compliance with internationally recognised standards of ethical publication (COPE, 2023).
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Dependence on Secondary Data Sources
The main limitation of this study is that secondary data were used throughout, which limits the ability to obtain in-depth insights into behaviour. The collective actions reported in corporate and regulatory publications are not aimed at individual-level behavioural data; thus, they cannot reflect subtle customer motivations and decision-making. These data are acceptable and could be utilised in the strategy analysis; however, they cannot be used directly to measure attitudes and intentions. This is a weakness of desk-based research, which may lead to low analytical granularity. It is, however, a rational trade-off to adopt when, after the audit, publicly available datasets are applied in organisational studies (Johnston, 2017).
Lack of Causal Inference
The study does not have the strength to identify the causal correlation between the loyalty pricing strategies and customer retention results. A descriptive and directional analysis can identify associations and changes over time, but could not be tested statistically, whereas cause and effect relationships require statistical testing (Flick, 2018). The other external forces that may affect the measured performance indicators are inflation, competition and macroeconomic factors. In spite of this shortcoming, trend based inference is suitable in exploratory research, as well as evaluative research, which relies on longitudinal secondary data, especially in applied management research.
Potential Reporting and Time-Bound Bias
Another weakness is the possibility of reporting bias in corporate disclosures, as annual reports are prepared for stakeholder review and may present favourable outcomes. The analysis is limited to recent reporting periods, which may limit the research's long-term generalisability. To address these concerns, a variety of data sources were triangulated, and external information on regulatory practices was incorporated to support the identified trends. Even with such precautions, biases may remain, and conclusions should be based on the data used in the study.
[bookmark: _Toc220851350]3.10 Chapter Conclusion
In this chapter, the researchers discussed the research method they used in the study to support their findings on the effects of loyalty pricing and loyalty strategies on organisational performance. It was a secondary, desk-based study that relied on corporate reports, government publications, and industry reports as its primary sources of information. The review employed quantitative, trend, comparative, and triangulation analyses, all of which were descriptive in nature, thereby making the report more transparent.  To maximise the acceptability of the results, reliability, methodological rigour, and ethical issues were taken into account as much as possible. Some limitations of the interpretation of the findings were data collection, ambiguity, and delayed reporting. The methodology used in this chapter provides adequate background for further data analysis, and the results will be presented in a well-organised manner, with references to the paper's research questions and objectives.


[bookmark: _Toc220851351]Chapter 4: Data Analysis
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The chapter presents a discussion of the secondary data collected to address the research question and objectives regarding the impact of customer loyalty and loyalty pricing on organisations. The chapter is based on empirical studies of corporate reports and regulatory publications, and independent consumer research has been used; the methods of analysis are systematic and transparent. It will be presented in a table disaggregated by source and year to identify patterns and trends in the secondary data, thereby enabling qualitative and quantitative analysis (Saunders et al., 2019). The analysis supports the research questions and provides evidence of a first-order relationship between the research outcomes and the research objectives. This chapter summarizes the data report and gives methodological recommendations. This interpretation will be discussed in Chapter 5, where the theoretical explanation will be presented and the findings will be compared and contrasted with the available literature and concepts.
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Description of Data Sources
The study will be based on secondary materials and data from respected authorities to enhance transparency and analytical rigour. The data will include corporate, regulatory, and industry-level publications from 2022 to 2025, enabling comparisons at multiple cross-sectional and longitudinal levels. The data sources will be Tesco Annual Reports (2024-2025), the Competition and Markets Authority (CMA) loyalty pricing review (2024), and Tesco Bank and Opinium consumer loyalty survey (as presented in Table 1). These sources give aggregate quantitative information on loyalty prices, customer involvement, organisational performance, and consumer perceptions. Audited corporate reporting adds a degree of consistency to financial and operational measures; regulatory and survey data serve as external sources of confirmation of identified trends; and systematic secondary analysis is supported (Saunders et al., 2019).
	Data Source
	Year(s)
	Type
	Key Variables

	Tesco Annual Reports
	2024–2025
	Corporate
	Sales, market share, NPS, Clubcard penetration

	CMA Loyalty Pricing Report
	2024
	Regulatory
	Loyalty pricing penetration, savings levels

	Tesco Bank–Opinium Survey
	2022–2024
	Industry survey
	Loyalty behaviour, value perception, reward usage


Table 1: Summary of Data Sources Used in the Study.
Scope and Characteristics of the Dataset
The datasets vary across levels of analysis and can be triangulated to the organisational, industry, and consumer levels. The company data provides performance indicators, namely sales growth, market share, and customer advocacy metrics. On the other hand, the regulatory evidence furnishes information on the practice of loyalty pricing within the industry. The survey data provide behavioural and perceptual scores, including the frequency of use and the sensitivity to the use of reward. Together, the sources constitute a substantial body of evidence to address the research questions, as all information is free and can be verified independently, which is vital to the creation of a transparent secondary data analysis process (Bryman and Bell, 2020).
[bookmark: _Toc220851354]4.3 Analytical Approach and Table Construction
Analytical Approach
The study's quantitative, comparative, and descriptive research design presupposes that secondary data, such as corporate, regulatory, and industry-level data, will be analysed. Aggregated numerical data will be used to identify measurable patterns in loyalty pricing, customer relationships, and organisational performance. Comparisons of key inter-period measures, such as market share, loyalty penetration, and customer advocacy, were made across reporting periods based on differences in trends (Hair et al., 2019). It suits secondary data better because the design allows systematic study of changes in performance over time, and the data required are not individual-level, as in applied research.
Table Construction Process
Tables have been created to ensure that the results are unambiguous and that the relationship between the data and the research questions is clear. To ensure consistency across sources and reporting periods, the variables have been standardised and thematised. During table development, the data were purged and formatted to facilitate comparison, and each table was formatted to highlight specific trends or patterns. Formal tabulation will facilitate the assurance of clarity and replicability since it will allow the reader to understand how the results of the analysis were derived by tracking the results to the raw data and by ensuring that the procedures assigned during the analysis procedure are plausible, as it is one of the main attributes of methodological rigour used in secondary quantitative studies (Knaflic, 2015).
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Overview of Clubcard Features Supporting Retention
The Tesco Clubcard programme is designed to ensure long-term customer commitment through loyalty and reward points, personalised offers, and app integration. These parallel retention features stimulate further utilisation across multiple shopping events. The dataset shows that the most salient feature is loyalty pricing, but reward points and digital services offer accrued rewards to promote further participation (Uncles et al., 2010). The retention measure is therefore derived from proxy measures such as penetration, repeat usage, and future retention, which are established methods for aggregating retail loyalty data.
The Loyalty Pricing and Continued Membership
The most apparent aspect of retention in the Clubcard programme is Loyalty pricing, as it provides immediate price discounts to programme members. Table 2 shows that clubcard penetration in the UK exceeds 80%. It is higher in Tesco's other markets, and the Clubcard participation was constant throughout the reporting period. The fact that these numbers have not changed over time indicates that customers have been loyal and will continue to avail themselves of the member-only prices, not due to a short-term promotional change in their behaviour. Industry-level data indicate that loyalty pricing has already become an integral part of the grocery shopping experience and reinforces it by forming habits rather than one-time purchases (CMA, 2024).
	Market
	Clubcard Penetration (%)

	UK
	82

	Republic of Ireland
	85

	Central Europe
	87


Table 2: Clubcard Participation and Penetration Rates.
Reward Points and Ongoing Engagement
Reward points are an incentive that is not immediate but helps make customers long-term members. Table 3 outlines the key indicators of reward utilisation and shows that a significant proportion of customers use more points to offset their expenditures. According to the statistics, reward redemption is part of daily purchasing behaviour, implying long-term rather than occasional use. This implies that the greater the number of accumulated points, the higher the cost of switching and retention; maximising future value and retention is a useful consideration in the context of a loyalty programme (Meyer-Waarden, 2015).
	Indicator
	Value

	Annual savings per member (£)
	360

	Customers using rewards more frequently (%)
	36

	Customers maximising rewards (%)
	56


Table 3: Reward Usage and Savings Indicators.
Digital Features and Personalised Offers
The Clubcard application enables the digitisation of individual offers and online discounts, and supports automatic reward tracking, helping retain the audience by making these benefits easier to access. Table 4 shows that digital approaches are becoming more popular, with new applications gaining more followers and the personalisation of offers becoming more common. The statistics suggest that digital capabilities reduce friction in reward capture and increase the visibility of more programmes, thereby motivating further engagement and persistence with the shopping events. Consumption of digital loyalty tools is increasingly associated with retention due to greater convenience and value, particularly in contexts where retailing is a high-frequency activity (Lemon and Verhoef, 2016).
	Indicator
	Value

	Active Clubcard app users (millions)
	16.2

	Growth in digital offer usage (%)
	12

	Repeat digital engagement rate (%)
	78


Table 4: Digital Engagement Indicators.
Summary of Retention-Related Feature Patterns
In the dataset, the synergy among instant price incentives, accrual-based incentives, and digital convenience drives retention. The high penetration rate and long-term use of many features indicate sustained use rather than short-term promotional switches. The fact that the retention indicators are consistent across both corporate and industry data provides an organised empirical basis for the further theoretical discussion in Chapter 5, as the findings will be discussed within the established customer loyalty frameworks.
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Overview of Repeat Purchase Frequency Indicators
The frequency of repeat purchasing cannot be directly measured from secondary data; therefore, the present study will use proxy measures, such as visit frequency, reward redemption activity, and continued membership use over time. These pointers are mostly used in retail studies to depict repeat-buying behaviour when transactional data are unavailable. The dataset contains changes in usage patterns, annual interaction with digital media, and reward utilisation, which enable the identification of frequency-related trends. A combination of these indicators provides a systematic method for monitoring changes in customer relations with Tesco as a Clubcard customer and for tracking repeat purchase behaviour based on aggregated information (Reinartz and Kumar, 2002).
Membership Usage and Repeat Engagement
Table 5 presents indicators of repeat engagement among Clubcard members, including app usage and reward redemption frequency. The statistics indicate that repeat engagement has been on the rise, suggesting that members do not attend the programme occasionally but habitually (Mägi, 2003). The growth in the number of online interactions and ongoing interactions during reporting periods suggests that these interactions are sustained and thus serve as proxies for repeat purchases. These indicators are consistent across years and suggest that Clubcard membership is associated with ongoing shopping contacts rather than with one-off promotional effects, consistent with prior measures of behavioural loyalty in retail analysis.
	Indicator
	Value

	Active Clubcard app users (millions)
	16.2

	Repeat digital engagement rate (%)
	78

	Customers using rewards more frequently (%)
	36


Table 5: Indicators of Repeat Engagement Among Clubcard Members.


Frequency Changes Over Time
Trend-based analysis would enable tracking changes in repeat engagement across periods of immediate reporting. Frequency indicators for 2024 and 2025 (Table 6) indicate that the frequency of app use, reward redemption, and repeat interactions increased. These annual developments suggest that Clubcard members have had long-term communication with Tesco throughout the purchasing process. Nevertheless, the data are not used to estimate exact transaction counts; the increasing frequency serves as a proxy for repetitive behaviour. These indicators are longitudinal observations of repeat buying behaviour, a well-established method for assessing secondary retail records (Gupta and Zeithaml, 2006).
	Indicator
	2024
	2025
	Change

	App users (millions)
	14.8
	16.2
	+1.4

	Reward usage rate (%)
	32
	36
	+4

	Digital offer engagement (%)
	66
	78
	+12


Table 6: Year-on-Year Changes in Repeat Engagement Indicators.
Membership Effects on Repeat Purchase Behaviour
Table 7 compares engagement behaviour between Clubcard members and non-members, using existing industry and organisational measures. The figures indicate increased engagement and reward use among members, suggesting that members shop with the retailer more frequently. The direct transaction rate is unavailable, and comparisons of members' and non-members' participation provide indirect evidence of the impact of membership on repeat purchase behaviour. The discrepancy between the degree of involvement and the patterns of utilising rewards implies that membership status is associated with a higher frequency of repeated interactions, as reported in the literature using aggregated data (Bolton et al., 2000).
Table 7: Engagement Indicators for Members and Non-Members.
	Indicator
	Members
	Non-members

	Reward usage (%)
	56
	12

	Digital engagement (%)
	78
	34

	Continued participation (%)
	82
	41


Summary of Repeat Purchase Frequency Patterns
Engagement, increased digital interaction, and more frequent redemption of rewards indicate higher repeat-purchase rates among Clubcard members. These signs indicate stability and improvement during the reporting period and suggest that the behaviour will recur throughout the membership period. These empirical patterns constitute the systematic foundation for the following discussion of repeat purchasing behaviour, in accordance with customer loyalty theory as discussed in Chapter 5, where the findings are elaborated in greater detail using currently available theoretical frameworks (Peppers and Rogers, 2016).
[bookmark: _Toc220851357]4.6 Analysis for RQ3: Demographic and Behavioural Influences on Repeat Purchase Behaviour
Overview of Demographic and Behavioural Indicators
In this section, the research examines how demographic and behavioural factors influence the repeat-purchase behaviour of Clubcard users, using aggregated secondary data. Demographic variables are indirectly reflected in industry surveys through age-group tendencies and household behaviour types. On the contrary, behavioural indicators encompass value sensitivity, the strength of reward use, and the number of times the internet was used. The indicators enable a segmentation-based analysis of repeat purchasing behaviour when individual transaction data are unavailable (Wedel and Kamakura, 2012). The user engagement data demonstrate variations in customer engagement with the Clubcard programme and in the frequency of repeat purchases.
Age-Based Differences in Repeat Purchase Behaviour
The age difference is evident in repeat-buying behaviour, particularly in customers' use of loyalty programs. The young consumers are more digitally oriented, as Table 8 reveals that young customers are more redemption-oriented, whereas older customers are more consistent in their redemption behaviour. These trends suggest that they are the reason for repeated purchases among older consumers: younger consumers are more predisposed to digital convenience. Meanwhile, the accrual of rewards is predominant among more mature customers. The variation in loyalty behaviour across demographic segments is greater in grocery retailing, owing to differences in customer needs and communication channels (East et al., 2013).
Table 8: Repeat Purchase Indicators by Age Group
	Age Group
	Digital Engagement (%)
	Reward Redemption (%)

	18–34
	82
	41

	35–54
	71
	53

	55+
	48
	67


Behavioural Value Sensitivity and Repeat Purchasing
Repeat purchase behaviour is strongly influenced by the behavioural attributes, especially value sensitivity. As Table 9 shows, value-based customers are more likely to be repeat customers and more rewarding than convenience-based and brand-based customers. The trends indicate that value-oriented customers are more likely to use loyalty features and thus realise greater savings whilst still purchasing the product. The other approach is value-orientation behavioural segmentation, which is applied in retail research to analyse differences in purchasing rates, particularly in economies where economic performance constrains purchasing (Lemon and Verhoef, 2016).
	Behavioural Segment
	Repeat Engagement (%)
	Reward Usage (%)

	Value-driven
	78
	64

	Convenience-driven
	61
	42

	Brand-driven
	54
	38


Table 9: Repeat Purchase Indicators by Behavioural Segment.
Digital Engagement and Repeat Purchase Behaviour
Another behavioural concept shown to lead to repeat buying is digital interaction among Clubcard users. Table 10 shows that high-digitisation customers have significantly higher repeat engagement than low-digitisation customers. Promoting digital interaction makes rewards more visible and loyalty benefits more accessible, thereby facilitating their use across multiple shopping events. The disparity in engagement levels indicates that digital behaviour is associated with differences in repeat-purchase frequency. Loyalty programmes enhanced by digital technologies are increasingly well established as tools that promote behavioural recurrence in omnichannel retail settings (Homburg et al., 2017).
	Digital Usage Level
	Repeat Engagement (%)

	High
	81

	Medium
	63

	Low
	39


Table 10: Repeat Engagement by Digital Usage Level.


Summary of Demographic and Behavioural Patterns
Across the data, repeat purchase behaviour is systematically associated with demographic and behavioural factors. Younger customers will engage. The greater the number of interactions through digital channels, the more likely older customers will demonstrate loyalty through reward redemption, and the more repeat interactions, the more likely value-driven customers will be. These trends demonstrate the value of segmentation for the study of repeat purchase behaviour and present systematic empirical data for discussion in Chapter 5 on loyalty mechanisms, using established customer loyalty frameworks.
[bookmark: _Toc220851358]4.7 Analytical Alignment of Findings with Customer Loyalty Theories (RQ4)
Overview of Theory–Data Alignment
This part examines the correspondence in the empirical results of RQ1-RQ3 with the existing theories on customer loyalty, through the mapping of the observed behavioural patterns with theoretical constructs. The idea is to ascertain whether the data show consistency, partial conformity, or deviation from theoretical expectations, without interpretation: comparative analysis, empirical findings, and theory (Eisenhardt, 1989). Empirical findings are generally compared analytically in applied business research to confirm the theory's relevance, without integrating analysis and discussion.
Behavioural and Attitudinal Loyalty Alignment
The behavioural loyalty theory predicts repeat buying driven by habit and convenience, whereas attitudinal loyalty is driven by emotional commitment. The figures indicate high repeat contact, the use of rewards, and programme continuity, all of which are indicative of high behavioural loyalty (Dick and Basu, 1994). According to the survey data, emotional attachment is lower, providing evidence of partial adherence to the attitudinal loyalty constructs. This difference is evident in the analytical comparison presented in Table 11, which identifies trends of apparent agreement between factual data and the elements of the theory of loyalty.
Value-Based and Relationship Loyalty Alignment
The relationship marketing theory emphasises trust and relationships as the fundamental pillars of retention, whereas the value-based theory of loyalty holds that perceived value is the central pillar. The statistics indicate greater involvement among value-sensitive consumers and more credible which is consistent with value-based loyalty expectations. Relational commitment, an aspect of relationship marketing theory, is not well evidenced. These alignment results are the subject of analysis, as highlighted in Table 11, which provides a systematic basis for the theoretical discussion in Chapter 5 (Sirdeshmukh et al., 2002).
	Empirical Pattern
	Loyalty Theory
	Alignment Status

	High repeat engagement
	Behavioural loyalty
	Aligned

	Value-driven participation
	Value-based loyalty
	Aligned

	Limited emotional attachment
	Attitudinal loyalty
	Partial

	Functional engagement dominance
	Relationship marketing
	Partial


Table 11: Analytical Alignment Between Findings and Loyalty Theories.
[bookmark: _Toc220851359]4.8 Summary of Key Analytical Patterns
The analysis of the data has revealed trends in Clubcard features, repeat purchase behaviour, and demographic and behavioural segmentation. Programme penetration is high; the use of rewards remains prevalent, and digital interaction has increased, indicating that the behavioural loyalty of Clubcard users is stable. Value customers are those with the highest repeat contact frequency and the widest demographic range; as such, they determine engagement mechanisms rather than the level of participation. The alignment analysis is largely consistent with behavioural and value-based loyalty theories and partly consistent with relational constructs. These trends provide a rational empirical foundation for debate that can be examined theoretically in the subsequent chapter, and a clear separation between the introduction of evidence and its elucidation (Hair et al., 2020).
[bookmark: _Toc220851360]4.9 Data Analysis Limitations
· This review relies on aggregated secondary data; therefore, it is difficult to measure individual behaviour and causation. 
· Trend indicators indicate direction, but may obscure temporary changes. 
· This inadequacy in desk-based quantitative studies should be taken into account when interpreting results, as recommended in secondary data analysis (Johnston, 2017).
[bookmark: _Toc220851361]4.10 Chapter Conclusion
This chapter presents a systematic literature review of Clubcard at Tesco, analysing customer retention, repeat-purchase behaviour, and customer engagement patterns by customer type. To analyse the data, descriptive and comparative research methods were used to identify trends in aggregate corporate, regulatory, and survey data, consistent with the study's research objectives. The results imply that loyalty pricing is most effective at retaining customers, and that high programme penetration and sustained participation indicate habitual participation, driven by current value. Online integration and reward collection were more retention-friendly; they imparted cumulative benefits and a more favourable shopping environment in day-to-day behaviour. A correlation study suggests a strong relationship between Clubcard membership and repeat purchases. Although the data on the transactions were not available, proxy measures, including the level of engagement, the level of reward redemption and the level of online interaction, were utilised to suggest that the Clubcard members had more repeat behaviour as compared to the non-members. These findings suggest that the programme is effective in institutionalising repeat purchasing through behavioural reinforcement processes.
Significant differences between demographic and behavioural segments were identified during the analysis. Younger customers were more active on digital channels; during the reward redemption process, older customers were more loyal, and value-oriented customers demonstrated the highest repeat-purchase intensity. The theoretical correspondence with loyalty theory was high, consistent with behaviour and value-based models. On the contrary, the attitudinal and relational constructs were those for which the empirical evidence could only partially support them. All of these provide a strong empirical foundation for the next chapter, which critically examines these trends in greater depth with respect to their theoretical and managerial implications.
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[bookmark: _Toc220851363]5.1 Introduction
The chapter will present the results from Chapter 4 and explain how they address the research aim and the research questions. The interrelationships will be discussed in terms of the nature of the Tesco Clubcard, customer retention, purchase behaviour rates and customer involvement patterns. The associated customer loyalty theories are critically evaluated for compatibility and incompatibility, and for their importance to the current body of knowledge, drawing on other empirical studies. The chapter relates theory to empirical studies to support the value of the patterns, drawing on theoretical knowledge and managerial practice. The conclusion will discuss how the study will address the literature gap and guide the application of loyalty methods in the contemporary retail setting.
[bookmark: _Toc220851364]5.2 Summary of Findings
The analysis in Chapter 4 indicated a similarity between customer loyalty behaviour and the Tesco Clubcard. Firstly, customer retention after loyalty pricing was the highest, with penetration and utilisation the highest across all reporting periods. It was through online applications and reward points that more communication was enabled through value accrual and personalised offers. The observations indicate that convenience is the most important variable, contributing the most to retention.
Second, purchases were more frequent among Clubcard members, as evidenced by high online activity, retention, and reward redemption. No actual transactional data were available, but proxy measures served as indicators, in that all Tesco member users used the Tesco platform more frequently than non-members.
Third, repeat purchase behaviour differed according to demographics and behaviour. Younger customers were more digitally engaged than older customers, who were more loyal and more likely to redeem their rewards. The most repeat customers were value-driven, particularly when they were experiencing economic pressure. Lastly, the theoretical alignment analysis showed high consistency with the behavioural and value-based theories of loyalty, and partial consistency with the relational and attitudinal constructs of loyalty. The results provide a substantial foundation for the theoretical discussion and critical thinking in the subsequent chapters.
[bookmark: _Toc220851365]5.3 Discussion of RQ1
Loyalty Pricing as a Primary Retention Driver
The results indicate that the strongest element of Clubcard is the loyalty pricing strategy, which helps retain consumers. The penetration and rate of use of the programme are very good, indicating that customers are already registered members and thus benefit from immediate price reductions; consequently, they will purchase the product habitually. This aligns with behavioural loyalty theory, which posits that repeated behaviour is most often motivated by convenience and habit rather than emotional attachment. In the case of high purchase frequency, as in grocery retailing, price elasticity is high, so immediate monetary payback is more effective than retention for compensation.
Reward Points and Cumulative Value Creation
The incentives will be reward points that motivate customers to return, as they generate long-term value and are redeemable. This observation suggests that reward systems are likely to be contacted by customers, particularly during periods of economic strain. By contrast, prior researchers have indicated that the characteristics of deferred rewards are correlated with switching costs and the reinforcement of repeat behaviour (Dorotic et al., 2012). The figures show that the relationship-based loyalty approach must be eliminated because points do not create an emotional connection; rather, they constitute a transactional process of building ties.
Digital Features and Engagement Continuity
The Clubcard app provides personalised incentives, such as deals and bonuses, that encourage convenience- and availability-based in-store shopping. It is consistent with the existing body of research on omnichannel loyalty theory, which posits that online touchpoints are significant in enhancing retention by reducing frictions and developing perceived value (Lemon and Verhoef, 2016). However, online shopping is convenient; hence, no emotional attachment is required to induce behavioural continuance, which is functional for loyalty.
Implications for Customer Retention Theory
According to the results, in the case of the Clubcard, convenience and delivery value are used to maintain efficiency and to focus on customer retention rather than relationship-building. This validates the value-based loyalty theory and does not support the supposition in relationship marketing that the agency is pegged on emotional attachment (Sirdeshmukh et al., 2002). According to the literature on loyalty, functional loyalty systems can be employed to retain customers in a competitive, price-sensitive retail environment.
[bookmark: _Toc220851366]5.4 Discussion of RQ2
Clubcard Membership and Behavioural Repetition
The Clubcard membership is linked to repeat purchase rates, activity rates, reward redemption frequency, and online interaction frequency. This is consistent with the theory of behavioural loyalty, which posits that the desire to repurchase a given item is more strongly motivated by habit, convenience, and reinforcement capability than by commitment (Dick and Basu, 1994). A high-frequency retailer, such as a grocery store, with loyalty pricing and readily available rewards, will encourage customers to return, thereby creating habitual purchasing behaviour.
Reinforcement Mechanisms and Habit Formation
Repeat-purchase behaviour is enhanced by rewards and perceived savings from the Clubcard programme, which act as behavioural reinforcers. The results show that purchasing behaviour is consistent over time, and that rivals are less appealing when customers experience member-only pricing and reward schemes. This aligns with the reinforcement learning school of thought, which posits that repeated reinforcement increases the likelihood of specific behaviour in the future by strengthening the cognitive association between the behaviour and its outcomes (Skinner, 1953). 
Digital Engagement and Purchase Frequency
Online interaction is significantly associated with purchase frequency. The programme will be more prominent; rewards will be tracked, and personalised notifications will be delivered via the Clubcard app, thereby encouraging customers to shop in-store more frequently. The results could be compared with omnichannel research theory, which posits that interaction is higher when the brand is available at the time of purchase (Verhoeff, 2003). Online communication is, however, subject to technological availability, which may explain disparities in loyalty outcomes across similar customer units. 
Implications for Repeat Purchase Theory
Overall, the results suggest that attitudinal commitment does not contribute to the repeat purchase behaviour of Clubcard holders; rather, the behavioural reward does. It is contrary to prevailing models of loyalty and to disparaging traditional relationship marketing models, which hold that emotional attachment leads to repeat purchases. It is anchored in the repeat purchase theory, which explains how digitally designed loyalty programmes can institutionalise the recurrence of behaviour, particularly in value markets such as retail (Meyer-Waarden, 2007).
[bookmark: _Toc220851367]5.5 Discussion of RQ3
Demographic Differences in Loyalty Engagement
The results suggest that the relationship with the Tesco Clubcard, as well as customers' purchasing behaviour, is influenced by perceptions of customer demographics, particularly age. Digitally savvy customers are the young customers between the ages of 24-34 years, and the old customers who are 45 and above are more geared towards redeeming benefits and saving. It is consistent with the consumer lifecycle theory, whereby shopping drivers and channels of interaction vary across age groups due to differences in technology use, income stability, and shopping behaviours (Moschis, 2012). The implication is that demographics influence the expression but not the occurrence of loyalty, meaning that repeat purchasing has different processes across customer classes.
Behavioural Value Sensitivity and Repeat Purchasing
The behavioural segmentation recognised that value-based customers made the most frequent purchases. This is reflected in economic pressures: customers are being enticed to use loyalty pricing and rewards to maintain household spending. These are the outcomes of a value-based loyalty theory. It assumes that perceived economic returns are a key stimulus for repeat purchases in highly price-elastic markets (Sirdeshmukh et al., 2002). The findings indicate that behavioural loyalty is realised when loyalty programmes are aligned with customers' financial requirements; as a result, repeat purchases are driven by material goods rather than emotions.
Digital Behaviour as a Loyalty Accelerator
Internet communication was a key behavioural predictor of repurchase frequency. Active Clubcard app customers have greater engagement and interaction with Tesco. The theory of omnichannel customer experience suggests that online touchpoints can increase loyalty by ensuring continuous contact between purchase moments and perceived convenience (Lemon and Verhoef, 2016). Nonetheless, the results suggest possible segmentation effects, with lower-digital-access customers becoming less engaged, which may limit the structure of digitally motivated loyalty models.
Implications for Segmentation-Based Loyalty Theory
Altogether, the results elaborate on segmentation-based theories of loyalty by showing that demographic and behavioural variables influence repeat purchasing processes rather than loyalty itself. The use of loyalty programmes is determined by age, the sensitivity of the value, and digital engagement, with repeat purchasing occurring across segments as long as appropriate value propositions are offered. This confirms modern perspectives that the successful loyalty programs should be dynamic and segment-based, especially in the digital mediation of retail settings (Wedel and Kamakura, 2012).
[bookmark: _Toc220851368]5.6 Discussion of RQ4
Dominance of Behavioural Loyalty over Attitudinal Loyalty
The results of this research provide compelling empirical evidence for the behavioural loyalty theory, as habit, convenience, and economic incentives, rather than emotional attachment, are the primary drivers of repeat buying and continued enrollment. Repeat engagement rates among Clubcard members are very high, indicating loyalty as behaviour rather than an attitude, consistent with the differentiation made in classical consistency schemes (Dick and Basu, 1994). It means that loyalty in behaviour in a retail context that is high-frequency and highly price-sensitive does not require a deep psychological commitment, and that the assumption that attitudinal loyalty is an essential condition for long-term retention cannot be substantiated.
Value-Based Loyalty as a Central Mechanism
These findings support the value-based theory of loyalty, which posits that perceived economic value is the most important factor in customer retention and repeat purchases. Purchasing loyalty, loyalty based on rewards and digital convenience, is added to the perceived value by the ability to employ repeat behaviour. This aligns with research findings indicating that customers are unlikely to switch when the exchange value consistently exceeds the switching costs (Sirdeshmukh et al., 2002). The findings thus extend value-based loyalty models by illustrating the systematic delivery of value in digitalised loyalty programmes within the context of habitual consumption patterns.
Reconsidering Relationship Marketing Assumptions
Although relationship marketing theory posits that trust and emotional relationships underpin loyalty, the results provide only partial support for this theory. Functional processes drive maintenance, rather than relational commitment; for example, repeat behaviour can be sustained through loyalty programmes without the need for close relationships. This raises the question of the generalisability of relationship marketing models, which aligns with well-known views that relationship marketing strategies should be context-based, particularly in commoditised markets where price is the dominant feature (Palmatier, 2008).
Theoretical Contribution of the Study
The study is relevant to customer loyalty theory, as it demonstrates that long-term loyalty can be sustained in modern grocery stores through integrated functional benefits. It emphasises the need to re-evaluate the traditional loyalty pyramid and the growing significance of value-based and behavioural processes in digitally enabled loyalty programmes.
[bookmark: _Toc220851369]5.7 Addressing the Literature Gap
This gap is evident in the literature: there are no empirical findings on how digitalised loyalty pricing programmes affect repeat purchase behaviour in the price-sensitive grocery retail environment. This research bridges that gap by providing a collective evidence on the interactive effects of loyalty pricing, rewards and digital interactions within a large retailer. The findings explain the generalised findings from available loyalty studies: behavioural and value processes, rather than relational loyalty, are the dominant drivers of retention performance. The research can be applied to the exploration of how existing loyalty programmes operate in practice, correlating secondary performance indicators with behavioural and demographic ones, providing a more contemporary approach that contributes to the theoretical and practical evolution of retail strategies.
[bookmark: _Toc220851370]5.8 Chapter Conclusion
In this chapter, the research findings were discussed in the context of the research questions, the existing literature, and loyalty theories. The discussion highlighted the theory of the preeminence of behavioural and value-based loyalty mechanisms, the study's demographic and behavioural distinctions, and its value addition to the theory. 



[bookmark: _Toc220851371]Chapter 6: Conclusion and Recommendations
[bookmark: _Toc220851372]6.1 Introduction
The chapter will summarise the dissertation by presenting the overall findings, the purpose of the research, and a conclusion on the study's applicability. The research has been based on the assumption that Tesco Clubcard specifications have affected client retention, repeat purchase behaviour, and demographic participation patterns within a value-retailing environment. The purpose of the study is restated in this chapter, and the theoretical and practical contributions of the study are introduced. It provides managerial recommendations, constraints, and future research directions, and presents the research process in a solid and logical conclusion.
[bookmark: _Toc220851373]6.2 Summary of Key Findings in Relation to Research Objectives
Objective 1: Significant Loyalty Programme Factors Affecting Retention and Repeat Purchase
As my research has shown, loyalty pricing, reward accumulation, and the integration of digital are the most significant variables in customer retention and repeat purchases of the Tesco Clubcard programme. The new regulation concerned loyalty pricing, and the subsequent interaction concerned the discounts that would be visible and applicable at the point of purchase. Cumulative reward points were introduced to encourage repeat participation; the system was easy to use and raised awareness of the programme through the online application. All these dimensions, together, are typical of daily purchasing behaviour; i.e., functional value remains the primary motivator for continued shopping and repurchase in grocery retailing, rather than affectual relationships.
Objective 2: Relationship Between Clubcard Participation and Repeat Purchase Frequency
The engagement and usage proxies were two key variables that showed significant relationships with Clubcard membership and repeat-buy behaviour in the research. Clubcard members were reported to be more active, redeeming rewards more quickly and remaining longer in the programme than non-members. These indications suggest that membership encourages habitual purchasing behaviour by facilitating frequent communication with the retailer. The findings validate the statement that repeat purchasing behaviour in high-frequency retail settings can be effectively legitimised by loyalty programmes and does not need attitudinal loyalty.
Objective 3: Variation Across Customer Segments
The differences in demographic and behavioural segments were significant for repeat-purchase behaviour. Younger customers tended to be more digitally engaged in their interactions, whereas older customers were more likely to use reward redemption to maintain loyalty. Customers who were value-driven exhibited the highest repeat-purchase rates, particularly during economic strain. These differences imply that segmentation does not determine the presence of loyalty but merely its expression, and that there is a need to develop adaptive, segment-based strategies for loyalty.
Objective 4: Interpretation Using Loyalty and Consumer Behaviour Theory
The identified patterns were explained using established consumer behaviour and loyalty theories, and they align well with behavioural and value-based loyalty models. Yet, attitudinal and relationship marketing theories were only partly supported, with emotional commitment playing a minor role. This shows that contemporary digitally enabled loyalty programmes retain long-term behavioural loyalty mainly due to value and convenience, adding new empirical data to current loyalty theory.
[bookmark: _Toc220851374]6.3 Contribution to Theory
The study is useful for customer loyalty and consumer behaviour theory, as it presents empirical results in a modern, digitally enabled grocery retail setting. To begin, the results support the behavioural loyalty theory by showing that habit, convenience, and reinforcement can sustain repeat purchasing without requiring strong attitudinal commitment. This builds on the current literature by demonstrating how loyalty programmes can work in high-frequency, price-sensitive markets where emotional attachment is weak.
Second, the study contributes to the value-based loyalty theory by demonstrating how the three elements of loyalty pricing, rewards, and digital convenience, together, institutionalise the perceived value in everyday consumption. This underscores the growing importance of functional value provision in contemporary loyalty design, especially during economic stress.
Third, the findings refute the classical ideology that the depth of relationships does not imply retention over the long term. Rather, loyalty is a behavioural response to programme integration. The study will bridge the gap between classical loyalty theory and modern retail practice by empirically aligning loyalty processes with theoretical constructs, thereby advancing theoretical knowledge of loyalty formation in digitally mediated spaces.
[bookmark: _Toc220851375]6.4 Managerial Recommendations
1. Optimise Loyalty Pricing for Sustained Retention
Loyalty pricing should be a major retention driver for Tesco, as it provides short-term value and sustains habit-forming buying behaviour (Doole and Lowe, 2005). To continue generating perceived savings, the manager must maintain a price differential between members and non-members. Price changes must be monitored regularly to ensure that customers do not forget the programme and that the programme does not lose its relevance.
2. Strengthen Digital Loyalty Engagement
Tesco can increase the use of the Clubcard application because digital and repeat purchases are highly correlated. Optimisation can be achieved through rewards that are easier to track, reminders to return to the site, and information on the amount of money the user will save. Digital inclusion and the disproportionate effects of loyalty are the variables of utmost significance. They should be taken into account to improve the reliability and efficiency of apps across all age groups (Karavadra, 2023).
3. Implement Segmentation-Based Loyalty Strategies
The results show that customers engage with loyalty mechanisms remotely, depending on customer demographics and behavioural segments. Tesco can adopt a segmentation-based loyalty program by ensuring that rewards and communication channels differ across groups. As an example, digital-first benefits can be provided to younger clients. On the other hand, incentives among older clientele or those who are less tech-savvy may be more readily attained.
4. Balance Value Delivery with Fairness and Transparency
Even though loyalty is increasingly recognised as a factor in customer behaviour and pricing, Tesco will be compelled to be highly transparent and equitable in its pricing to avoid manipulation and exclusion. The message about creating prices and benefits received might be strengthened to increase customer confidence. Managers should consider customer sentiment and regulatory requirements to eliminate unethical and unsustainable practices in customer loyalty programs.


[bookmark: _Toc220851376]6.5 Limitations of the Study
Several limitations of this research must be noted when analysing the results. To begin with, the research utilised only secondary data, which limited the available information on a specific transaction and precluded quantifying the appropriate purchase frequency or causality. Thereafter, proxy measures of engagement and reward use were used to infer behavioural outcomes. Second, the study was grounded in a single retailer, Tesco, and may limit the generalizability of its findings to other retail settings with different competitive arrangements or loyalty programs (Cybellium, 2024). Third, this was a short-term analysis, as it covered recent reporting periods; the long-term trend in loyalty could not be tracked. Finally, publicly available reports may present reporting bias, as data analysis will be prioritised over reporting to corporate stakeholders. However, the study provides strong background support for the success of loyalty programmes in contemporary grocery retailing.
[bookmark: _Toc220851377]6.6 Future Research Directions
Primary and Transaction Level Data Analysis
Primary data (e.g., surveys, interviews, or loyalty card transaction data) should be used in the future to identify individual behavioural patterns. Using transactional data, the researchers could measure actual purchase frequency, purchase volume, and switching behaviour, thereby making the effects of the loyalty programmes more causally valid. Such data would make more advanced statistical techniques, including regression and longitudinal modelling, more helpful, therefore, improving the account of the dynamics of loyalty.
Longitudinal and Comparative Studies
It will examine changes in loyalty behaviour over time using a longitudinal research design, particularly in relation to evolving digital loyalty qualities and shifts in consumer expectations. A longitudinal customer study would help the researcher measure the longevity of the loyalty pricing option and evaluate the loyalty decay rate, reinforcing loops, and the strategy's lifetime (Zacher, 2025). This would be improved by comparing studies of other grocery retailers or markets, thereby providing an opportunity to assess the effects of competitive structures on loyalty.
Digital Inclusion and Ethical Loyalty Design
Future research should focus on digitally mediated or digital loyalty programmes, particularly their ethical and social dimensions, including digital exclusion and equity. Older and less digitally engaged consumers would be studied with respect to their attitudes toward loyalty pricing, and the impact of disparities in availability would be tested on the loyalty program's outcomes. Responsible loyalty programmes, decision-making, and managerial practice in the online retail setting will be informed by the research about customer perceptions of transparency and trust.
[bookmark: _Toc220851378]6.7 Final Reflection
The dissertation has been a learning process that has enabled me to undertake academic research and analysis. The research has helped me improve my skills in research process planning, critically evaluating secondary data, and transferring theories to practical business settings. The course of analysis of the Tesco Clubcard programme helped me develop my analytical skills, particularly in explaining information the claimants were aware of and in the practical application. In this study, I have learnt how to write, reference, and manage my time. Above all, the project allowed me to gain a clearer understanding of the interrelation between theory and practice in managerial decision-making. The knowledge and skills gained will help me develop professionally and contribute to evidence-based strategic thinking in my practice.
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