
[image: ]
Master of Business Administration
Student Name: Srabon Miah
Student Number: 2430354
Module code: LCMB7035
Module Name: Dissertation
Title: “Assessing the Strategic Role of Mobile Apps and Digital Loyalty Schemes in Enhancing Customer Engagement and Retention: A Study of Starbucks UK.”
Supervisor: 
Words Count: 



[image: ]

Master’s Degrees by Examination and Dissertation
Declaration Form

I, Srabon Miah, declare that this dissertation has been composed by myself, that the work contained herein is entirely my own except where explicitly stated otherwise in the text, and that this work has not been submitted for any other degree or qualification, in whole or in part, except as specified. 
 
Signature: Srabon Miah
Date: 03-05-2026




Table of Contents
CHAPTER 1: INTRODUCTION	1
1.1 Background of the Study	1
1.2 Problem Statement	2
1.3 Aim of the Study	3
1.4 Research Objectives	3
1.5 Research Questions	3
1.6 Significance of the Study	3
1.8 Structure of the Dissertation.	5
CHAPTER 2: LITERATURE REVIEW	6
2.1 Introduction	6
2.2 Research Areas / Topics: Critical Literature Review	7
2.2.1 Customer Engagement in the Digital Marketing Environment	7
2.2.2 Customer Experience Mobile Applications	9
2.2.3 Customer Retention and Digital Loyalty Programmes	9
2.2.4 Technology Adoption and Consumer Behaviour	11
2.3 Conceptual Framework	12
2.3.1 Introduction to the Conceptual Framework	12
2.3.2 Theoretical Underpinnings	13
2.3.3 Constructs of the Conceptual Framework	14
2.3.4 Theory and Practice.	15
2.3.5 Conceptual Framework Diagram	16
2.4 Conclusion of Chapter	17
Chapter 3: Methodology	20
3.1 Introduction	20
3.2 Research Philosophy	21
3.3 Research Approach	22
3.4 Research Design	24
3.5 Data Collection	25
3.5.2 Secondary Data	26
3.6 Sampling Strategy	27
3.7 Data Analysis	28
3.9 Trustworthiness	29
3.10 Limitations	29
3.11 Summary	30
CHAPTER 4: FINDINGS / RESULTS, ANALYSIS AND DISCUSSION	31
4.1 Introduction	31
4.2 Overview / Reporting of Results.	32
4.2.1 Digital Integration and Mobile App Features.	32
4.2.2 Digital Loyalty Programme Features	33
4.2.3 Thematic Analysis of Customer Engagement Outcomes: Cognitive, Emotional and Behavioural Dimensions	34
4.2.4 Customer Retention and Loyalty.	35
4.3 Analysis of Results	35
4.3.1 Theme 1: The use of technology in Engagement (TAM Application).	35
4.3.2 Theme 2: Loyalty Programme Strategic Role.	36
4.3.3 Competitive Advantage Competition and personalisation.	38
4.3.4 Engagement Dimensions Integration.	38
4.4 Discussion of Results	39
4.4.1 Relating Findings with the Literature.	39
4.4.2 Addressing Research Gaps	40
4.4.3 Theoretical Group: Presentation of the Existing Frameworks.	40
4.4.4 Managerial Implications	41
4.4.5 Critical Evaluation	42
4.5 Conclusion of Chapter	42
CHAPTER 5: CONCLUSION & RECOMMENDATIONS	44
5.1 Summary of Findings	44
5.2 Theoretical Implications	45
5.3 Managerial Implications	46
5.4 Limitations	48
5.5 Future Research	49
References	51

Contents of Figures
Figure 1. Customer Engagement Dimensions. Author’s own figure based on literature on customer engagement (e.g., Vivek et al., 2012; Hollebeek et al., 2019).	7
Figure 2:Technology Adoption Model. adapted from Davis (1989) Technology Acceptance Model and subsequent extensions (e.g.,Venkatesh & Davis, 2000; Venkatesh et al., 2003).	11
Figure 3: Conceptual Framework Diagram. adapted from literature on customer engagement and loyalty frameworks (e.g., Bowden, 2009; Kumar & Pansari, 2016).	16
Figure 4: Importance of Starbucks Digital Loyalty Programme Features	33

Contents of Tables
Table 1:Starbucks Digital Loyalty Programme Features	10
Table 2: Summary of key studies (2015–2025) on digital loyalty programmes, mobile apps, and customer engagement. The table highlights methodologies, key findings, and gaps that justify this study on Starbucks UK.	18
Table 3-Research Philosophy Comparison	21
Table 4-Compare qualitative vs quantitative approaches.	23
Table 5: Secondary Data Sources	25
Table 6: Starbucks Mobile App Features	33
Table 7: Loyalty Features Importance and Strategic Customer Impact	37










[bookmark: _GoBack]
List of Abbreviations
	Abbreviation
	Full Form

	AI
	Artificial Intelligence

	CLV
	Customer Lifetime Value

	CRM
	Customer Relationship Management

	GDPR
	General Data Protection Regulation

	IT
	Information Technology

	KPI
	Key Performance Indicator

	POS
	Point of Sale

	PU
	Perceived Usefulness

	PEOU
	Perceived Ease of Use

	RQ
	Research Question

	ROI
	Return on Investment

	SLR
	Systematic Literature Review

	TAM
	Technology Acceptance Model

	UI
	User Interface

	UK
	United Kingdom

	UX
	User Experience



v

[bookmark: _Toc228722861]CHAPTER 1: INTRODUCTION
[bookmark: _Toc228722862]1.1 Background of the Study
The increased pace of development of digital technologies has greatly transformed customer-brand relationships in service industries, especially in the food and beverage industry. Apps and online loyalty programs have become vital strategic instruments in improving customer engagement, personalisation, and retention in the long term. The adoption and subsequent rising consumer dependency on mobile-based services have been a driving force in the adoption of digital platforms in customer relationship management strategies by organisations in the UK (Statista, 2024).
Customer engagement and customer retention are key strategic priorities of firms operating in the highly competitive market like specialty coffee and quick service beverages. The increasing costs of customer acquisition, the stiff competition, and the changing consumer expectations have forced organisations to abandon the traditional transactional marketing strategies to adopt the relationship-oriented and technology-enabled engagement models (Kotler et al., 2021). Organisations can use digital loyalty programmes, especially those within mobile apps, to deliver personal rewards, increase convenience, and form stronger emotional bonds with customers (Harmeling et al., 2022).
Starbucks UK is one of the best examples of a global brand that has strategically used the digital innovation to improve customer experience and loyalty. The Starbucks UK mobile app that is connected to the Starbucks Rewards programme allows customers to earn points (or Stars), receive personalised offers, pay using their phone, and place orders ahead of time. This digital ecosystem is part of the overall strategy by Starbucks to develop a seamless Omni channel customer journey that integrates physical store experiences with digital engagements (Starbucks, 2023).
In the recent academic literature, researchers have suggested that mobile applications and digital loyalty schemes play a significant role in influencing customer engagement by enhancing their perceived value, convenience, and service quality, which, in turn, fosters customer satisfaction and retention (Lemon and Verhoff, 2021; Dwivedi et al., 2023). Nevertheless, the success of these digital strategies depends greatly on the acceptance of technology by customers, the perceived usefulness of technology, level of ease of use, and trust in the security of data-factors that are usually explained by the theory of Technology Acceptance Model (TAM) and the relationship marketing theory (Venkatesh et al., 2022).
Although the use of Starbucks mobile application and digital loyalty scheme has improved customer engagement and retention, as seen through the lens of customers, little empirical research study has been conducted to investigate how the Starbucks mobile application and digital loyalty scheme operates in strategic ways to ensure customer engagement and retention as perceived by the customers. This paper fills this gap with an analysis of Starbucks UK as a case study, which provides an insight into the contribution of digital loyalty mechanisms to the retention of customer relationships in the competitive coffeehouse market.
[bookmark: _Toc228722863]1.2 Problem Statement
The UK coffee market is a highly saturated market with consumers having access to many alternatives including Costa Coffee, Pret A Manger, independent cafes and emerging digital-first beverage companies. Customer retention is an important challenge facing Starbucks UK because switching costs are low and price sensitivity is on the increase. Though the company has already invested a lot in its mobile application and digital loyalty program, it is not clear whether these digital solutions are effective in engaging and retaining customers in the long run.
Most organisations use digital loyalty programmemes with the anticipation that they will drive repeat purchases but customers may perceive such programmes to be too transactional or promotional as opposed to building relationships (Kannan and Li, 2021). Besides, such issues as the complexity of apps, limited personalisation, digital fatigue, and the problem of privacy could negatively influence customer engagement and trust (Hollebeek et al., 2022; Wedel and Kannan, 2024).
Although Starbucks Rewards is well-known as one of the most sophisticated programmes of loyalty in the food and beverage industry, there is a shortage of empirical studies assessing the perception of its strategic value by the UK customers. Thus, the main issue that is the focus of this research is the lack of understanding of how the mobile app and digital loyalty scheme of Starbucks UK can help to engage and retain customers and whether these tools can be successfully utilized to support the long-term customer relationship strategy of Starbucks.


[bookmark: _Toc228722864]1.3 Aim of the Study
The primary aim of this study is:
To assess the strategic role of mobile applications and digital loyalty schemes in enhancing customer engagement and retention at Starbucks UK.
[bookmark: _Toc228722865]1.4 Research Objectives
To achieve the research aim, the study pursues the following objectives:
· To critically examine how the Starbucks UK mobile app and digital loyalty programme influence customer engagement and retention.
[bookmark: _Toc228722866]1.5 Research Questions
The study seeks to answer the following research questions:
· How do the features of the Starbucks UK mobile app and digital loyalty programme influence customer engagement?
· How do digital loyalty schemes affect customer retention and repeat purchasing behaviour at Starbucks UK?
· How do customers perceive the usability, value, and overall experience of the Starbucks UK mobile app and loyalty programme??
[bookmark: _Toc228722867]1.6 Significance of the Study
The relevance of this study is because of the current increased significance of digital transformation in the retail and food service industries where mobile apps and digital loyalty programmes are now crucial tools to improve customer engagement and retention. In the intensely competitive markets like the UK coffeehouse business, organisations are increasingly turning to digital platforms in order to create long-term customer relationships. It is thus of paramount importance to the academic research as well as the business practice to understand how these technologies can affect customer behaviour.
Although more and more mobile-based loyalty systems are being adopted, the available literature indicates that there are a number of critical gaps that need to be addressed. Most of the studies have concentrated more on the quantifiable outputs like purchase rate or expenditure trends rather than on the strategic intent, customer experience and the qualitative aspects of engagement (Lemon and Verhoff, 2021). Moreover, no in-depth studies have explored the application of theoretical frameworks (such as the Technology Acceptance Model (TAM) and the relationship marketing theory) in real organisational settings, especially within a particular company, namely, Starbucks UK (Venkatesh et al., 2022; Dwivedi et al., 2023).
This research paper seeks to answer these gaps by offering a qualitative investigation into how Starbucks UK uses its mobile application and digital loyalty program to impact customer engagement and retention. It has value to theory by taking existing models and applying them to the context of digital loyalty ecosystems and provides practical information on how organisations can develop more effective, customer-centric digital strategies. Finally, the study is significant because it fills in the gap between theory and practice and enables a better understanding of how digital loyalty programs can establish meaningful and long-lasting customer relationships.
1.7 Brief Research Methodology (Qualitative Approach)
This research paper will adopt a qualitative research approach to investigate the strategic value of mobile applications and digital loyalty programs in boosting customer engagement and retention as a case study of Starbucks UK. This research should be conducted using a qualitative approach because it can help to comprehensively understand the concepts, meanings, and strategic implications instead of measuring it numerically or statistically generalising (Saunders et al., 2023).
The systematic review of the literature (SLR) is the main research strategy. The SLR approach enables a systematic, transparent and replicable review of available academic and industry literature on the topics of mobile apps, digital loyalty schemes, customer engagement and retention. Peer-reviewed journal articles, academic books, industry reports, and credible organisations publications will be used as secondary qualitative data between 2015 and 2025. To ensure that all the relevant studies are covered, databases like Scopus, Web of Science, Google Scholar, Emerald Insight, and ScienceDirect will be used.
This will be done by applying a predefined search strategy and search string to identify relevant literature with the use of keywords like mobile applications, digital loyalty schemes, customer engagement, customer retention, Starbucks, and hospitality and retail sector. Inclusion and exclusion criteria will be set to make sure that the relevance, quality, and credibility of the sources chosen are acceptable.
Thematic analysis will be used to perform data analysis so that recurring themes, patterns in the literature can be identified, compared, and interpreted. The method is appropriate in qualitative research since it will be easy to synthesize theoretical and empirical findings and identify gaps in research and strategic implications of the findings (Braun and Clarke, 2021).
Ethical concerns will be taken care of by ensuring that all secondary sources are cited properly, avoiding instances of plagiarism, and being critical with regard to reliability and bias of published materials. All in all, this qualitative methodology justifies a rigorous and theory-driven analysis of the role of mobile apps and digital loyalty schemes in engaging and retaining customers in Starbucks UK.
[bookmark: _Toc228722868]1.8 Structure of the Dissertation.
This dissertation has been structured into five chapters. Chapter 1 presents the research by outlining the background, problem statement, research aim, objectives, research questions, significance and methodology. Chapter 2 contains the critical review of the literature on the topics of mobile applications, digital loyalty schemes, customer engagement, and retention as the part of theoretical and conceptual framework. Chapter 3 outlines the research methodology, including research design, data collection, sampling technique and methods of data analysis. The findings are presented and discussed in chapter 4 in relation to the research questions and the literature on the topic. Chapter 5 wraps up the study with key findings, strategic recommendations, discussion of limitations, and an indication of future research directions.







[bookmark: _Toc228722869]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc228722870]2.1 Introduction 
With the fast pace of advancing the digital technologies, the process of interaction with customers within the contemporary service and retail business has greatly undergone a transformation among the organisations. Loyalty programs and mobile apps have become valuable resources in firms that want to enhance customer loyalty, services and customer retention in the long term. With the growing market competition, organisations are turning their attention to digital approaches that will allow them to stay in constant contact with customers by providing personalised experiences and interactive channels (Lemon and Verhoef, 2021).
Customer engagement has also emerged to become a paramount concept in modern day marketing and customer relationship management literature. It is the emotional, cognitive and behavioural attachment customers form with a brand as a result of their frequent interactions and experience. It has been postulated that organisations that effectively develop customer engagement are better placed to attain greater customer loyalty, satisfaction and retention (Hollebeek et al., 2022). Mobile technologies and more specifically branded mobile applications give organisations a chance to engage customers at a personal level, present them with personalised offers and enhance customer experience.
Digital loyalty programmes have now developed out of the traditional point based reward systems into advanced digital platforms that encompass mobile applications, data analysis, and customisation of marketing programs. The programmes allow the companies to track the behaviour of customers, their purchasing habits, and offer incentives specifically to the customers in order to promote repeat purchases and brand loyalty (Malik et al., 2024). The combination of the use of loyalty programmes and mobile applications has added even more efficiency to such activities by enabling organisations to provide real-time rewards, promotions and notifications to consumers.
Although the application of digital loyalty solutions is becoming more widespread, little is known about the contribution of the latter to customer engagement and retention in a strategic sense. Consequently, the presented chapter is a critical review of available literature on customer engagement, mobile applications, and digital reward programs. The chapter also explores the pertinent theoretical insights so as to create a more in-depth insight into the role of digital technologies in the formation of customer behaviour and organisational performance.
[bookmark: _Toc228722871]2.2 Research Areas / Topics: Critical Literature Review 
[bookmark: _Toc228722872]2.2.1 Customer Engagement in the Digital Marketing Environment 
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[bookmark: _Toc228722921]Figure 1. Customer Engagement Dimensions. Author’s own figure based on literature on customer engagement (e.g., Vivek et al., 2012; Hollebeek et al., 2019).
· Definition and Dimensions of Customer Engagement: The customer engagement is a multidimensional variable that includes the cognitive, emotional, and behavioural levels of interaction of a consumer with a brand (Hollebeek et al., 2022). The attention and thinking of the consumers to the content related to the brand can be referred to as cognitive engagement whereas the affective connection, or sense of attachment or excitement toward it, can be called emotional engagement. Behavioural engagement refers to an active engagement that encompasses repeat purchase, social media, and brand advocacy. These dimensions are crucial aspects that should be critically understood since the customer engagement directly affects the long-term loyalty, customer satisfaction and retention.
· Significance in Digital Marketing: Engagement on digital marketing setting has taken a new turn where interactions have shifted to complex and continuous relationship. The digital platforms, including mobile applications, social media, and websites, enable the brands to conduct ongoing interactions with consumers and offer the opportunity to communicate with consumers in a personalised manner, receive feedback instantly, and interact (Pansari and Kumar, 2021). Success customer engagement can be achieved by companies; they develop experiences which has value creating customer lifetime value with the brand and customer.
· Gaps in Research that are Critical: Although customer engagement is widely recognised as a critical concept in digital marketing, existing literature remains largely focused on performance-driven outcomes such as purchase frequency, transaction value, and app usage metrics (Lemon and Verhoef, 2021; Hollebeek et al., 2022). Although these studies are useful, they focus more on quantifiable measures of engagement rather than the strategic intent and experiential aspects of engagement. Recent studies emphasize that the customer engagement is intrinsically multidimensional involving emotional, cognitive, and behavioural dimensions, but yet there is limited qualitative research on how these dimensions are developed within organisational contexts (Brodie et al., 2021; Dwivedi et al., 2023).
Moreover, researchers have underscored that digital loyalty programmes and mobile apps are commonly discussed through a technological or adoption lens, and the little that is known about the strategies and mechanisms by which organisations strategically design these systems to create long-term relationships is scant (Venkatesh et al., 2022). This leaves a big gap in comprehension of the qualitative nature of customer experience, including emotional attachment, perceived value, and trust, which is critical in retaining customer loyalty.
Furthermore, the absence of context specific studies based on individual organisations is a significant weakness, especially when it comes to the coffeehouse industry in the UK. Although Starbucks UK has been recognised as a digital innovation leader, it has not received much scholarly focus on how its mobile application and loyalty programme are strategically implemented to promote engagement and retention. The research bridges the gap in practical application of theoretical bases such as Technology Acceptance Model and the relationship marketing theory in a real organisation context.
Therefore, this study addresses these gaps by providing a qualitative, context-specific analysis of Starbucks UK, contributing to a deeper understanding of how digital loyalty strategies are designed and experienced in practice.
[bookmark: _Toc228722873]2.2.2 Customer Experience Mobile Applications 
· Role of Mobile Applications: Contemporary business settings have incorporated mobile applications as the leading way of improving customer experience (Khrais and Alghamdi, 2021). They offer an easy gateway through which consumers can visit products, services and loyalty programmes enabling businesses to interact with customers in real time. The introduction of capabilities, including mobile order, online payments, notifications, and geolocation services, has facilitated communication between customers and made them more convenient.
· Interaction and Personalisation: The capability of mobile applications to provide personalised experiences is one of the most important benefits of mobile applications. This is achieved by analysing customer behaviour and purchase history and then offers, recommendations, and rewards are provided based on those (Dwivedi et al., 2023). Emotional attachment between a consumer and a brand is also reinforced when personalisation is done, as well as the perceived value of the services. Customers enjoy further interactive features that can be gamified challenges or in-app feedback systems.
· Problems and Strategic Implication: Along with the advantages, mobile application is also challenging. Privacy and problems in data security and excessive notification can be harmful to the level of trust and satisfaction of customers. In addition, user interfaces that are not well designed can lead to frustration and low engagement (Hollebeek et al., 2022). Most researches, crucially, are about the adoption measures of the apps, but the strategic design of the apps to improve the long term interactivity is not the topic of the research. Organisations should hence find a balance between functionality, usability and value creation to accomplish meaningful consumer experiences.
[bookmark: _Toc228722874]2.2.3 Customer Retention and Digital Loyalty Programmes 
Digital loyalty programmes are important in increasing the level of customer retention by stimulating repeat interaction and enhancing emotional attachment with the brand. Within the framework of Starbucks UK, the mobile app incorporates several loyalty capabilities that are aimed at impacting the behavioural and psychological levels of customer engagement. These aspects are not just transactional but designed in a strategic manner that generates long-term value and development of brand loyalty.
To further explain the role these elements, play in retaining customers, Table 1 below shows the main characteristics of the digital loyalty programme of Starbucks, as well as its strategic purpose and priority. The significance of this table is that it offers a systematic overview of the role of various loyalty mechanisms in supporting engagement and retention, and helps to bridge the gap between the theoretical and practical. It can also be used to visualise the relative effect of each feature supporting the debate on how digital loyalty programme influence customer behaviour in a real world situation.
[bookmark: _Toc228722925]Table 1:Starbucks Digital Loyalty Programme Features
	Feature
	Strategic Intent / Customer Impact
	Intensity / Importance Score (1–5)

	Point Accumulation
	Encourages repeat purchases & transactional loyalty
	5

	Tiered Rewards
	Builds aspirational goals → long-term loyalty
	4

	Personalised Offers
	Enhances perceived value & relevance → emotional engagement
	5

	Gamification Elements
	Drives fun, engagement, and motivation → emotional attachment
	4



Source: Adapted from Lemon and Verhoef (2021); Hollebeek et al. (2022); Dwivedi et al. (2023);Venkatesh et al. (2022)
· Development of the Loyalty Programmes: The old system of loyalty schemes used to reward on simple accumulation of points, however, with digital transformation, more advanced programmes can be done (Malik et al., 2024). Digital loyalty programmes incorporate mobile, data analytics, and gamification to offer real-time incentives, individualized deals, and interfaces. This transformation has changed the loyalty strategies to become relationship-based other than transactional.
· Customer Retention Implication: The studies have suggested that successful digital loyalty programmes can improve customer retention with rewards to repeat involvement and brand interaction (Chaudhuri and Holbrook, 2022). Such programmes make customers feel that they have received high value and, thus, they tend to become loyal and engage in brand advocacy. The applied gamification features (badges, tiers, and challenges) cause a feeling of emotional engagement and encourage the ongoing involvement.
· Limitations in Strategic Application: Although loyalty programmes are widespread, a good number of studies emphasize that they pay too much attention to transactional results instead of strategic relations development (Lemon and Verhoef, 2021). Little is known on the qualitative dimension, like the emotional attachment, the brand trust, and the strategy to align with organisational goals. This contrast indicates that there is a scanty use of loyalty theories in actual organisational practice particularly in the setting of the companies such as Starbucks UK.
[bookmark: _Toc228722875]2.2.4 Technology Adoption and Consumer Behaviour 
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[bookmark: _Toc228722922]Figure 2:Technology Adoption Model. adapted from Davis (1989) Technology Acceptance Model and subsequent extensions (e.g.,Venkatesh & Davis, 2000; Venkatesh et al., 2003).
· Theoretical Foundations: The adoption of online platforms by the consumers is also vital in determining the efficiency of mobile applications and loyalty programmes. Technology Acceptance Model (TAM) is a commonly adopted theoretical framework, which suggests that perceived usefulness and perceived ease of use are the most important elements of adoption (Nagy and Hajdu, 2022). Also, the issues of trust, security, and personalisation are becoming more and accepted as the factors of further engagement.
· Consumer Behaviour in the Digital Platforms: According to recent research, functional benefits are not the only factors that influence consumer behaviour but emotional and social factors also play a role. The subject is more likely to approach digital platforms when they feel safe, sense value, and enjoy or feel satisfied with the interaction (Hollebeek et al., 2022). Knowledge of these behavioural factors can guide organisations to develop strategies that can lead to repeated use, loyalty and advocacy.
· Strategic Implication and gaps: Despite the vast amount of research on the models of adoption and determinants of its behaviour, a limited number of studies investigate how firms can use such knowledge strategically to improve customer retention (Dwivedi et al., 2023). The qualitative knowledge on the application of the digital adoption theories in organisational practices, including the use of mobile apps in the process of loyalty programmes, is limited. This gap creates the necessity of a research work that will examine the relationship between technology adoption and business objectives in the strategic sense of the word.
As noted in the literature, the use of customer engagement, mobile applications, digital loyalty programmes, and the embrace of technology are highly interconnected aspects that determine consumer behaviour and retention. Nevertheless, the strategic implementation of theory has significant missing links, especially on the areas of qualitative knowledge on emotional, cognitive, and experiential aspects. 
The prevailing research has been playing the performance based metrics over the perception of strategic intent and organisational adoption of the digital loyalty programs. Starbucks UK offers a special setting to investigate these gaps, as its digitalisation strategy is extensive, its mobile application is developed, and it has the most developed loyalty programmes. By filling these gaps, the study will be able to add value to the academic knowledge as well as the practical organisational strategy.
[bookmark: _Toc228722876]2.3 Conceptual Framework 
[bookmark: _Toc228722877]2.3.1 Introduction to the Conceptual Framework
A conceptual framework is a systematic model of variables, constructs and relationship that determine the research process. 
The framework of this study integrates the application of the customer engagement theory, technology adoption theory, and the use of loyalty programmes strategy to determine how Starbucks UK can leverage mobile application and digital loyalty programmes strategy to enhance customer engagement and retention. The framework visualises the expected relationship between the mobile app functionality and the digital loyalty programme functionality, the customer behaviour and the strategy outcome by identifying the relationship between the constructs using the visual and conceptual tools.
The digital platforms also enable a systematic comprehension of how they help generate a value to both the customer and the organisation. It also fits the purpose of the research to measure the strategic importance of mobile applications and online loyalty programs in terms of consumer engagement and retention. The strategy goes beyond the performance measures to examine the qualitative aspects, including the emotional attachment, the perceived value, as well as the experiential satisfaction.
[bookmark: _Toc228722878]2.3.2 Theoretical Underpinnings
Customer Engagement Theory:
According to the customer engagement theory, the notion of engagement is complex and manifests in the form of cognitive, emotional, and behavioural dimensions (Hollebeek et al., 2022). Cognitive engagement is the concentration and thinking that customers show when they deal with a brand, emotional engagement is the connection of affection, and behavioural engagement is the involvement of the customers like visiting the brand repeatedly or sharing social responses.
Engagement theory is used in this paper to learn how the mobile application and loyalty schemes at Starbucks can facilitate the formation of a stronger relationship with the customers. The example of personalised rewards or gamified challenges is aimed at increasing the level of transactional activity as well as emotional and cognitive involvement. The framing of engagement as multidimensional makes the study capture qualitative insights that are usually not considered in performance-based studies.
Technology Acceptance Model (TAM):
Technology Acceptance Model (Davis, 1989; Venkatesh et al., 2022) emphasizes perceived usefulness (PU) and perceived ease of use (PEOU) as the main factors influencing the adoption of the technology. Applied to Starbucks, TAM framework can be used to explain the reasons why customers embrace Starbucks mobile application and its impact on engagement and retention.
· Perceived Usefulness (PU): The customers use the app as it is easy to order, it gives personal offers and it has loyalty rewards.
· Perceived Ease of Use (PEOU): An easy to use interface, smooth navigation, and easy payment opportunities ease the adoption process.
By incorporating TAM into the conceptual framework, the study will be able to make the connection between behavioural intention and the strategic outcomes. It also puts a greater emphasis on qualitative assessment, which pays attention to customer perceptions and experiences, but not to download rates or other strictly numerical values.
Theory of Relationship Marketing:
The relationship marketing theory (Morgan and Hunt, 1994) emphasises on the role of trust, commitment and long-term relationship between the customers and the organisations. The example of relationship marketing whereby repeat engagement is being compensated, trust is being built and value is being realized over time is the relationship marketing programmes of Starbucks.
Applying this theory to the conceptual framework provides a lens to evaluate:
· How the mobile app nurtures long-term customer relationships?
· The qualitative aspects of loyalty beyond transactional measures.
· The strategic alignment of app features with corporate objectives of retention and advocacy.
[bookmark: _Toc228722879]2.3.3 Constructs of the Conceptual Framework
Mobile App Features
Key features include:
· Mobile ordering and payment integration
· Push notifications and personalised offers
· Gamification elements (challenges, badges)
· Feedback and social sharing options
These features influence customer engagement both directly (by creating interactive experiences) and indirectly (by affecting perceptions of value and ease of use).
Digital Loyalty Programme Attributes
Loyalty programmes at Starbucks involve:
· Point accumulation for purchases
· Tiered reward systems (e.g., Stars, Gold level)
· Personalised offers based on purchase history
· Data-driven insights for targeted marketing
The attributes are designed to enhance emotional engagement, strengthen brand trust, and drive retention by motivating repeat behaviour.
Customer Engagement and Retention Outcomes
Engagement leads to:
· Higher customer satisfaction
· Stronger emotional attachment to the brand
· Increased advocacy and word-of-mouth promotion
The qualitative measure of retention is the loyalty indicators, the perceived value, and the continuity of interactions with the app and brand.
The framework emphasises that both engagement and retention are interrelated and affected by both technological adoption and the design of the loyalty programme.
[bookmark: _Toc228722880]2.3.4 Theory and Practice.
· Linking TAM and Customer Engagement: The introduction of Starbucks mobile application is informed by TAM. The direct predictor of more engagement is high PEOU and PU as the user finds it easy and satisfying to use the platform. This also conforms to the relationship marketing concept of creating trust and commitment.
· Digital Loyalty Strategic Fit: The qualitative aspects of the loyalty programme that demonstrates that strategic intent is not limited to transactional measures are the emotional value and the experiential satisfaction. The TAM, customer engagement theory, and relationship marketing are integrated in the strategy adopted by Starbucks to create a comprehensive system in which adoption of technology helps to create meaningful interaction and retention over time.
· Resolving Research Gaps: The model overcomes the weaknesses of prior studies in terms of inadequate qualitative analysis. It is concerned with strategic processes, organisational implementation and experiential outcome of digital loyalty programmes especially in the case of Starbucks UK. In this way, the study will be able to go beyond the metrics of performance and attempt to understand the reasons and processes that allow digital loyalty initiatives to be successful in practice. The research bridges the gap in understanding how and why these programmes drive long-term engagement and retention that has been underexplored in the literature (Lemon and Verhoff, 2021; Venkatesh et al., 2022) by emphasising organisational context and customer experiences.
[bookmark: _Toc228722881]2.3.5 Conceptual Framework Diagram 
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[bookmark: _Toc228722923]Figure 3: Conceptual Framework Diagram. adapted from literature on customer engagement and loyalty frameworks (e.g., Bowden, 2009; Kumar & Pansari, 2016).
The figure 3 represents the interdependent relationships between the features of mobile apps, the characteristics of digital loyalty programs, the engagement with the customers, and the consequent effect on retention and brand loyalty. It brings out the importance of elements of technology design and programmatic incentives in their combined effect on customer behavior. In particular, the functionality of mobile apps and the nature of loyalty programs can be seen as influencing factors that shape customer engagement, which, in turn, becomes the critical pathway that leads to sustained retention and increased brand loyalty. The map of the relationships allows to clearly conceive the conceptual framework of the interplay of digital tools and loyalty strategies to create long-term customer relationships.
Theoretical Base: TAM, Customer Engagement Theory, Relationship Marketing
The conceptual framework integrates the theoretical underpinnings and practice in Starbucks UK. It incorporates TAM, customer engagement theory, and relationship marketing, which help it to define the crucial elements in engagement and retention by using the features of mobile apps and digital loyalty programmes. The gaps in the previous literature are also filled in the framework through focus on qualitative understanding, strategic intent and implementation in the organisation. This offers an organised foundation on the analysis of data to inform the search of the role of the digital initiatives in customer engagement and retention, beyond mere performance indicators.
[bookmark: _Toc228722882]2.4 Conclusion of Chapter
Chapter 2 was a critical review of the prevailing literature in the field of customer engagement, mobile applications, digital loyalty programmes, and technology adoption that gave a strong foundation to this study. The review has been highlighting that customer engagement is multidimensional construct and consists of cognitive, emotional and behavioural facets that are vital in the development of loyalty and long-term relation with brands. Such engagement is possible through digital platforms, mostly mobile apps, which offer interactive, personalised and convenient experiences that stimulate recurring interactions and perceived value. The comparison of digital loyalty programmes showed that, despite the development of traditional reward-based concepts to complex platforms with the use of gamification, personalisation, and data analytics, the bulk of the current research is performance-based. Existing literature gives precedence to quantitative results like purchase frequency or financial expenditure, creating a knowledge gap on the strategic processes, experiential influence and qualitative aspects of the loyalty programmes (Lemon & Verhoef, 2021; Hollebeek et al., 2022). Starbucks UK is a well-known digital innovator, which makes it an interesting case to investigate the dimensions, but there has not been any in-depth qualitative study of its loyalty strategy in the UK academic literature.
In general, the literature review indicates the need of a qualitative research study focusing on the strategic, experiential, and organisational aspects of digital loyalty systems. Concentrating on Starbucks UK, the proposed study can bridge one of the gaps in academic knowledge and offer details on the most effective practices in terms of improving customer engagement and retention. The review is also the precursor of Chapter 3 where the research methodology will be described, how the design and data collection method of the study will be used to carefully investigate the relationships that were detailed in the conceptual framework.
[bookmark: _Toc228722926]Table 2: Summary of key studies (2015–2025) on digital loyalty programmes, mobile apps, and customer engagement. The table highlights methodologies, key findings, and gaps that justify this study on Starbucks UK.
	Author & Year
	Topic / Focus
	Methodology
	Key Findings
	Gaps Identified

	Lemon & Verhoef (2021)
	Digital loyalty & customer engagement
	Qualitative synthesis
	Digital loyalty drives engagement; apps improve convenience and personalisation
	Limited qualitative insights into strategic application in firms

	Hollebeek et al. (2022)
	Customer engagement dimensions
	Conceptual analysis
	Engagement includes cognitive, emotional, behavioural aspects
	Few studies link engagement dimensions to loyalty programmes

	Venkatesh et al. (2022)
	Technology adoption & loyalty apps
	TAM-based survey
	Perceived usefulness & ease of use influence adoption
	Lack of qualitative exploration in organisational context

	Hireling et al. (2022)
	Multi-channel digital marketing & loyalty
	Case studies
	Omnichannel engagement improves satisfaction and retention
	Limited focus on mobile app-specific loyalty mechanisms

	Kumar & Shah (2021)
	Gamification in loyalty programmes
	Mixed methods
	Gamification enhances motivation and emotional attachment
	Strategic intent and practical implementation rarely explored

	Rigby (2015)
	Personalisation in digital marketing
	Literature review
	Personalisation increases perceived value and loyalty
	Focus mainly on metrics, not strategic process

	Nobre & Ferreira (2021)
	Mobile apps & customer experience
	Qualitative interviews
	Mobile apps enhance convenience, satisfaction, and interaction
	Limited study in UK-specific context

	Chatterjee et al. (2022)
	Relationship marketing & loyalty programs
	Case study analysis
	Strong relationships improve long-term retention
	Application of theory to organisational practice is limited

	Pansari & Kumar (2017)
	Customer engagement & behavioural loyalty
	Conceptual model
	Engagement drives loyalty; cognitive & emotional aspects are crucial
	Overreliance on performance metrics; qualitative synthesis missing

	Lemon et al. (2016)
	Customer journey & digital engagement
	Empirical study
	Digital touchpoints enhance experience and loyalty
	Few insights into strategy behind digital programme design





[bookmark: _Toc225631612][bookmark: _Toc228722883]Chapter 3: Methodology
[bookmark: _Toc225631613][bookmark: _Toc228722884]3.1 Introduction
In this chapter, the research methodology is introduced to explore the effects of Starbucks digital loyalty programs on the customer engagement and retention in the UK market. Qualitative research is especially appropriate to the study due to its preference of in depth understanding of the experiences, perceptions and contextual realities of the participants involved, over purely numerical results. This approach enables rich insights into complex, subjective phenomena such as strategic intent, implementation, and customer perception in digital loyalty environments (Lim, 2025). 
The qualitative methods reveal the subtle motivations, meanings, and lived experiences that inform the way customers engage with mobile loyalty systems (Lim, 2025). Considering the experiential and context specificity of digital loyalty programmes, a qualitative inquiry would facilitate exploration of the underlying mechanisms and personal interpretations that cannot be easily accessed through quantitative measures alone (Lim, 2025). In this approach, the study is able to investigate subjective experiences, attitudes, and behaviours of both the customers and employees with focus on the how and why behind engagement and not necessarily solely on numerical performance outcomes.
The methodology is designed in such a way that the research is rigorous, credible and in line with the objectives of the study. It discusses the research philosophy, which provides the ontological and epistemological assumptions of the research, and the research approach, which explains how the research gathers and interprets data. The chapter also outlines the research design, such as data collection procedures, sampling plan and data analysis processes and how each will help answer the research questions. Also, ethical considerations are described in order to make sure the ethical standards are followed and also to safeguard the rights of the participants.
By following this systematic approach of qualitative methodology, the research fulfils the gaps in the existing literature, which is more inclined towards qualitative measurements of loyalty and engagement, as the research provides rich and contextual insights into how digital loyalty programs are employed strategically. This methodology will help to gain a clear view of how Starbucks is using digital initiatives to develop meaningful customer relationships in the UK market.
[bookmark: _Toc228722885]3.2 Research Philosophy
Research philosophy is the set of beliefs and assumptions regarding the way of development and understanding of knowledge in a study (Saunders et al., 2022). It influences the approach, methods and interpretation of research findings. Within the context of this study where the research explores the use of digital loyalty programs at Starbucks UK, the selection of research philosophy defines the manner in which customer perceptions, engagement, and strategic intent are studied. Table 3 provides a comparison between three common research philosophies, i.e. positivism, interpretivism and pragmatism, their focus, application in this study, their advantages, and their limitations. This comparison supports the choice of an interpretivist philosophy as the main approach with pragmatic reasons about applying qualitative research.
[bookmark: _Toc225631631][bookmark: _Toc228722927]Table 3-Research Philosophy Comparison
	Philosophy
	Focus
	Application in Study
	Advantages
	Limitations

	Positivism
	Observable, measurable reality; objective truth
	Not applied; the study does not aim to quantify behaviours or outcomes.
	Clear, structured, allows replication, statistical generalisation
	Too rigid for exploring perceptions, experiences, and strategic intent in context

	Interpretivism
	Subjective meanings, human experiences
	Primary philosophy; guides qualitative exploration of customer perceptions and engagement with Starbucks’ digital loyalty programs
	Captures rich, in-depth insights; flexible; context-sensitive
	Findings are not easily generalisable; researcher bias possible

	Pragmatism
	Practical solutions; combines methods
	Secondary reference; informs rationale for choosing qualitative methods aligned with research objectives
	Focuses on solving real-world problems; adaptable
	Can lack philosophical depth; may overlook theoretical purity


Sources-(Saunders,Lewis andThornhill, 2022;Creswell and Creswell,2023;Bryman and Bell, 2021)
Research philosophy contains the assumptions that underlie the choice of methods and interpretation of results. A interpretivist philosophy is adopted in this study and focuses on the explanation of social phenomena through the lens of participants (Saunders et al., 2022). In contrast to positivism, which is based on objective measurements and quantifiable data, interpretivism acknowledges the subjective nature of the social reality, including individual perceptions, experiences, and motivations.
The digital loyalty programs of Starbucks are experiential in nature, and are affected by how users interact with the mobile application, how they perceive the rewards, and how they are emotionally engaged. An interpretivist approach provides the opportunity to find out in context these subjective experiences of digital loyalty initiatives and to gain an understanding of the strategic intent and practical applications of the digital loyalty initiatives. This philosophical position underpins the qualitative approach to the study, which is concerned with meaning-making, instead of statistical generalisation (Creswell and Poth, 2023).
[bookmark: _Toc228722886]3.3 Research Approach
The method of research defines how a research is carried out, and how the data is collected and analysed in order to answer the research questions (Saunders, Lewis and Thornhill, 2022). There are two approaches that have been widely recognised; qualitative and quantitative. Qualitative approach is appropriate to explore the strategic intent and customer engagement in detail (Creswell and Creswell, 2023). Quantitative research, in its turn, uses the numbers and applies statistics, which enables measuring frequency, relationships, or trends but often fails to consider contextual and experiential factors (Bryman and Bell, 2021). Given that the digital loyalty programmes implemented by Starbucks are experiential and context specific, this study focuses on the qualitative approach to capture the rich insights associated with customer experiences and perceptions when analysing the strategic implementation.
[bookmark: _Toc225631632][bookmark: _Toc228722928]Table 4-Compare qualitative vs quantitative approaches.
	Approach
	Data Type
	Purpose
	Example in Study
	Advantages

	Qualitative
	Non-numerical, textual, or visual
	Explore meanings, experiences, perceptions, and strategic intent
	Semi-structured interviews with Starbucks UK customers about digital loyalty programs
	Provides rich, in-depth insights; flexible; context-sensitive; captures human behaviour and perceptions

	Quantitative
	Numerical, measurable
	Measure frequency, relationships, or trends
	Surveys measuring number of purchases or points redeemed
	Enables statistical analysis; generalisable; easier to compare and summarise data


Sources-(Saunders, Lewis and Thornhill, 2022; Creswell and Creswell, 2023; Bryman and Bell, 2021)

The research is an inductive research approach, which aims at developing patterns, themes, and theoretical insights based on empirical findings (Bryman, 2021). Inductive approach, in contrast to deductive approaches, which test previously formulated hypotheses, allows themes to be discovered by participant knowledge and qualitative data. This is especially suitable in the context of exploring digital loyalty programs, where past studies have largely focused on quantitative measures of performance, rather than on strategic and experience-based approaches (Lemon & Verhoff, 2021).
The inductive methodology allows the research to produce a subtle interpretation of the role of mobile app and loyalty features of Starbucks in driving the engagement, which provides a practical insight of consumer behaviour and organisational strategy. The study reveals trends in perceptions, motivation and engagement that can be used to inform more general theoretical perspectives in respect to relationship marketing, loyalty and technology adoption.
[bookmark: _Toc228722887]3.4 Research Design
Research design is the road map in the collection and analysis of data. The research design adopted in this study is a qualitative, exploratory research design, which is in line with the research objective of understanding the strategic processes and consumer experiences that are related to digital loyalty programs. The qualitative exploratory design is appropriate as it will enable an in-depth study of the current phenomena where there is little theoretical application, as is the case with Starbucks loyalty strategies in the UK scenario (Venkatesh et al., 2022).
Key characteristics of the design include:
· Flexibility: The design accommodates emerging themes during data collection.
· Contextual understanding: Emphasis on the organisational and market context of Starbucks’ loyalty programs.
· Rich, descriptive data: Captures participant experiences, opinions, and interpretations.
The study integrates a systematic literature review as a complementary method to contextualise empirical findings, highlight research gaps, and frame the analysis within existing theoretical constructs such as relationship marketing theory and technology acceptance models.
[bookmark: _Toc225631617][bookmark: _Toc228722888]3.5 Data Collection
This research paper primarily utilises secondary sources of data to examine the strategic intent, features and organisational implementation of digital loyalty programs of Starbucks in the UK. To obtain depth and reliability of analysis, secondary data that is to be used in this study is based on a variety of credible and publicly available sources. These are academic journals, which are available in databases such as Google Scholar, Scopus, and Science Direct, which offer both theoretical and empirical information on digital loyalty, customer engagement, and mobile marketing (Saunders, Lewis and Thornhill, 2022). 
The Starbucks annual reports, investor presentations and official press releases are also explored as they provide company-specific information as to the strategic direction and execution of its digital loyalty programme. Moreover, the interpretation of industry practices and customer experience trends are supported with the help of market analysis articles, business publications, and reliable websites, like Harvard Business Review and Forbes. Secondary data enables a researcher to investigate trends, patterns, and insights of various studies, which facilitates the qualitative research goal of exploring strategy, customer experience, and organisational implementation (Bowen, 2009; Johnston, 2014). Also, the examination of publicly available reports and academic sources is beneficial to triangulate the results of the different sources, increasing the credibility and reliability of the studies (Creswell and Creswell, 2023).
The primary advantages of secondary data usage are the availability of a great variety of data, the lower cost and time of secondary data collection than of primary data collection, and the possibility to observe the trends and strategic changes over time (Flick, 2021). Nevertheless, there are drawbacks, including the possibility of the lack of specificity to the UK market, old data, or limited access to proprietary data, which can limit the level of insights (Bryman and Bell, 2021). 
[bookmark: _Toc228722929]Table 5: Secondary Data Sources
	Source Type
	Purpose
	Example / Application
	Strengths / Limitations

	Company Reports
	Understand organisational strategy, loyalty features, and program evolution
	Starbucks UK annual reports, investor presentations
	Strength: Direct insight into organisational strategy; Limitation: May omit sensitive strategic details

	Academic Journals
	Review theoretical and empirical findings on digital loyalty and engagement
	Journals on digital marketing, customer loyalty, TAM
	Strength: Peer-reviewed and credible; Limitation: May be generalised beyond Starbucks UK context

	Industry Articles / Market Reports
	Identify trends, competitors, and industry best practices
	Mintel, Statista, Euromonitor reports
	Strength: Current industry insights; Limitation: May focus on global or non-UK trends


[bookmark: _Toc225631619]Source: Adapted from Saunders et al. (2022), Statista (2024), Deloitte (2023), Mintel (2023), Euromonitor (2023) and academic literature (Lemon and Verhoef, 2021; Dwivedi et al., 2023)..
[bookmark: _Toc228722889]3.5.2 Secondary Data
Secondary data will include:
In this study, secondary data is vital in giving context and supporting triangulation and enriching the interpretation of the qualitative findings. By using secondary sources, the research is able to analyse the Starbucks digital loyalty programs in many different ways, including organisational strategy, customer engagement trends, and general industry practices, without just using primary data collection (Bowen, 2009; Johnston, 2014). This methodology will make the study advantageous in that it will leverage already established empirical and theoretical knowledge, which enhances the credibility and reliability of the analysis (Saunders, Lewis and Thornhill, 2022).
The secondary sources of data to be used are the academic sources that were published between 2015 and 2025. These researches concentrate on digital loyalty, usage of mobile applications, customer engagement, and technology acceptance in the marketing and service environment. The research reveals gaps in the prior studies, specifically the absence of qualitative exploration of the strategic and experiential issues of the digital loyalty programs (Hollebeek et al., 2022; Venkatesh et al., 2022).
Also, industry reports, market analysis and the public documents of Starbucks, like annual reports, investor presentation and the press release, can give insight on the organisational strategy, features of the program and positioning of Starbucks in the UK coffee house market. These sources will provide practical insights into how Starbucks designs, implements, and evaluates its loyalty initiatives (Lemon and Verhoeff, 2021).
Lastly, when publicly accessible, digital app analytics are employed to comprehend feature usage and engagement behaviour. Although this data might have a narrow focus, it provides objective data regarding the interaction between consumers and the Starbucks app. The combination of these secondary sources triangulates findings, contextualises qualitative insights, and contributes to the overall understanding of the strategic intent, implementation, and impact of digital loyalty programs in the UK market (Creswell and Creswell, 2023).
[bookmark: _Toc228722890]3.6 Sampling Strategy
Since this study will use a qualitative research methodology which would only involve the use of secondary data, direct gathering of primary data will not be involved in this study. Rather, sample is understood to be the choice of relevant publicly available sources of information, which can help in providing insights on digital loyalty programs of Starbucks. The sources include:
· Peer-reviewed articles and academic journals: It covers such topics as digital loyalty, customer engagement, technology adoption, and relationship marketing (Lemon and Verhoeff, 2021; Venkatesh et al., 2022).
· Industry reports/market analysis: Industry reports published by consultancy firms, trade magazines, and market research databases like Statista, Mintel and Euro monitor.
· Corporate reports and publications: Annual reports, press releases, investor presentation, and the contents of the official website to comprehend the strategic intent and features of the loyalty programs.
· Reviews of digital platforms and applications analytics (publicly available): The insights of digital platforms review websites, blogs, and online consumer reviews.
The sources of secondary data used are very selective to ensure credibility, relevance, and representativeness of the digital loyalty practices at Starbucks UK. This method enables the triangulation of information to give a rich understanding of the strategic intent, implementation and outcomes of the loyalty initiatives without direct participation of the participants.
[bookmark: _Toc225631621][bookmark: _Toc228722891]3.7 Data Analysis
The collected data will be analysed using thematic analysis, following Braun and Clarke’s (2022) six-step framework:
· Familiarisation with data.
· Coding of meaningful units.
· Searching for themes.
· Reviewing themes.
· Defining and naming themes.
· Producing the report.
The thematic analysis can be used to identify common patterns within the experiences of participants, which can help understand how loyalty programs can be used to drive engagement and retention. Themes will also be overlaid onto existing theory, such as relationship marketing and technology acceptance models, to gain a clearer insight into the strategic intent of the digital efforts by Starbucks.
3.8 Ethical Considerations
This study will be governed with ethical standards and ethical approval to collect data will be obtained at the Research Ethics Committee of the university in accordance with the standard of research governance (Bryman and Bell, 2021). Some of the ethical considerations that will direct this study comprises:
· Confidentiality and anonymity: All personal identifiers will be removed in transcripts and pseudonyms will be used in the reporting to protect the identity of participants (Creswell and Poth, 2018).
· Protecting data: The study will adhere to the General Data Protection Regulation (GDPR) and the Data Protection Act 2018 so that the data is safely kept on password-protected devices and encrypted drives (Wiles et al., 2018).
· Maximising harm: No participant will be subjected to any emotional, financial or physical risks. The study does not cover sensitive or disturbing issues and only covers professional experiences and user perceptions, hence making it have a low-risk profile (Orb et al., 2001).
The study will follow these ethical principles to guarantee respect to the rights of the participants, foster trust, and to ensure that the research process is integrity and credible (Resnik, 2020). Ethical compliance also enhances validity of findings by encouraging open and honest responses to questions by the participants, which is necessary in qualitative research to explore perceptions of digital loyalty programs.
[bookmark: _Toc225631622][bookmark: _Toc228722892]3.9 Trustworthiness
To guarantee the credibility and rigour of this qualitative study several strategies will be used in accordance with the accepted qualitative research standards (Lincoln and Guba, 1985; Shenton, 2004):
· Audit trail: The coding process, theme development, and analytical decisions will be documented in a systematic way. Having a clear audit trail enhances reliability and enables other researchers to track the methodological steps undertaken (Creswell & Poth, 2018).
· Reflexivity: The researcher will critically reflect on his or her assumptions, beliefs, and potential biases in the course of the research to minimise their impact on interpreting the data, thereby promoting confirmability (Berger, 2015).
These measures make the study credible, reliable and accurately reflect the experiences and perceptions of participants about the digital loyalty programs of Starbucks in the UK context.
[bookmark: _Toc228722893]3.10 Limitations
Although the study will be based on secondary data, this method has a number of limitations that must be considered. To begin with, the results are limited by the accessibility and quality of information that is publicly available. The latest trends and internal strategic information of the digital loyalty programs by Starbucks UK may not be captured in company documents, industry reports and academic literature (Lemon and Verhoeff, 2021). Likewise, online reviews of applications and public analytics can only give few insights into the actual customer experience and perceptions and may not capture subtle user motivations or emotional engagement factors (Hollebeek et al., 2022).
Second, secondary data can lead to biases because of the views of the original authors or the methodological deficits inherent in primary research. As an example, market reporting can focus on financial performance or popularity measures instead of qualitative elements like strategic intent or user satisfaction.
Third, the contextual specificity of Starbucks UK may reduce the generalisability of the findings to other markets, brands, or industries as the cultural, demographic, and operational factors differ.
Lastly, although triangulation of multiple secondary sources can be more credible, it cannot be completely substitutive of primary data collection that would provide first-hand access to customer and employee experiences. As such, some of the experiential and subjective knowledge might be under-explored.
Although these are limitations, secondary sources will enable a methodical, economical and timely analysis of the digital loyalty strategies at Starbucks. The study offers valuable information on the strategic intent, implementation, and impact of loyalty programs within the UK context by critically analyzing and synthesizing various data points (Venkatesh et al., 2022).
[bookmark: _Toc228722894]3.11 Summary
The chapter presents a qualitative approach that can be used to investigate the digital loyalty programs of Starbucks and their effects on customer engagement. The use of the interpretivist philosophy, inductive approach, and exploratory research design enables in-depth insights into subjective experiences. The rich insights offered by semi-structured interviews and secondary data, and by purposive sampling, relevance. Data will be analysed thematically and ethical considerations prioritised. This methodology addresses the research gap by providing qualitative insights into strategic processes and application of digital loyalty initiatives, complementing the primarily performance-focused literature in this field.
[bookmark: _Toc228722895]CHAPTER 4: FINDINGS / RESULTS, ANALYSIS AND DISCUSSION
[bookmark: _Toc228722896]4.1 Introduction 
This chapter provides the results and discussion of the study and how the application of mobile applications and digital loyalty programmes affect customer engagement and retention in Starbucks UK. Today, in the digital environment, organisations are becoming more and more dependent on mobile technologies and data-driven loyalty mechanisms to improve customer experience and maintain a competitive edge. As recent research points out, customer engagement via digital platforms is now a key factor in long-term loyalty as companies use personalised and interactive platforms to shape consumer behaviour (Rasul et al., 2024; Srivastava et al., 2025).
The results in this chapter are based on qualitative research of the secondary sources of data, such as academic literature, industry reports, and company publications. These sources can give information on the strategic intent, implementation, and results of digital loyalty initiatives. It has been indicated that the customer experience in online settings is a key determinant of the levels of engagement, which ultimately leads to improved loyalty and retention (Ahmad et al., 2022; Sehgal and Malik, 2024).
The chapter has been divided into three important sections: presentation of findings, results analysis and discussion. The patterns regarding the usage of mobile apps, personalisation, and features of loyalty programs are analysed, and the discussion is connected to the current theoretical models like the Technology Acceptance Model and the relationship marketing theory. This chapter offers a solid understanding of the functioning of digital loyalty strategies in practice and their role in ensuring customer engagement and retention by combining empirical evidence with theory (Rowi et al., 2024; Nasti et al., 2024).






[bookmark: _Toc228722897]4.2 Overview / Reporting of Results.
This part provides the main results of the qualitative analysis of secondary data concerning the importance of mobile applications and digital loyalty programmes in increasing customer engagement and retention at Starbucks UK. The results are structured into themes to capture the research aims, which are the features of mobile apps, digital loyalty, and customer interactions, and retention. The discussion is based on the latest educational sources, business experience, and organisational statistics to give a profound vision of how the digital tools influence the customer experiences and behaviour (Hollebeek et al., 2022; Dwivedi et al., 2023).
[bookmark: _Toc228722898]4.2.1 Digital Integration and Mobile App Features.
The findings indicate that customers prefer mobile ordering due to its convenience and time-saving benefits that the Starbucks UK mobile application combines a number of critical features, such as mobile ordering and payment, personal offers, rewards management systems, and store locators. All these make the features convenient, accessible, and personalised, which are identified as key drivers of digital customer engagement. The combination of various functionalities into a single system allows customers to communicate with the brand in a harmonious manner, enhancing the overall consumer experience and satisfaction (Lemon and Verhoef, 2021; Srivastava et al., 2025).
Mobile order and payment options considerably decrease wait time and enhance efficiency in transactions, which meets consumer demands of speediness and convenience in online service-based settings. On the same note, a personalised offer depending on the customer data and preferences will increase perceived relevance, which will promote increased use of the app. Rewards tracking systems are transparent and motivational since customers can track their progress, whereas store locator tools make them readily available and easy to use. These results can be compared to the recent works that emphasize the significance of combined digital platforms as means of constant communication with customers and their involvement (Hollebeek et al., 2022; Rasul et al., 2024).

[bookmark: _Toc228722930]Table 6: Starbucks Mobile App Features
	Feature
	Purpose
	Customer Value

	Mobile Payment
	Fast transactions
	Convenience

	Personalised Offers
	Tailored promotions
	Relevance

	Rewards Tracking
	Loyalty visibility
	Motivation

	Store Locator
	Easy access
	Usability


Source: Adapted from Starbucks (2024), Statista (2024), Deloitte (2023), and supported by academic literature on mobile customer engagement and digital loyalty systems (Lemon and Verhoef, 2021; Hollebeek et al., 2022; Dwivedi et al., 2023).
[bookmark: _Toc228722899]4.2.2 Digital Loyalty Programme Features
The results indicate that the Starbucks Reward programme uses a number of sophisticated applications such as point earning mechanisms, tier rewards, gamification, and personalized rewards. The features are not only to make repeat purchase, but also to make the customer experiences interactive and engaging. The point accumulation system is one of the key drivers of transactional loyalty and tier-based rewards add aspirational targets that motivate the long-term dedication to the brand (Dwivedi et al., 2023; Malik et al., 2024).

[bookmark: _Toc228722924]Figure 4: Importance of Starbucks Digital Loyalty Programme Features
Source: Adapted from Starbucks (2024), Statista (2024), Deloitte (2023), and supported by academic literature on digital loyalty and customer engagement (Lemon and Verhoef, 2021; Hollebeek et al., 2022; Dwivedi et al., 2023).
The use of gamification by the form of challenges and reward milestones also helps to engage the emotions of the customer through making the loyalty programme more enjoyable and interactive. Bespoke rewards also contribute towards customer satisfaction by providing pertinent incentives on the basis of individual preferences and behaviours. The results suggest that transactional and emotional loyalty are both caused by these features, and the notion that modern loyalty programmes are not merely reward mechanisms, but strategic engagement tools (Hollebeek et al., 2022; Lemon and Verhoef, 2021).
[bookmark: _Toc228722900]4.2.3 Thematic Analysis of Customer Engagement Outcomes: Cognitive, Emotional and Behavioural Dimensions
As the analysis reveals, digital tools used by Starbucks UK contribute greatly to various dimensions of customer engagement, such as cognitive, emotional, and behavioural dimensions. Cognitive engagement is shown through the enhancement of customer awareness and attention, with customers engaging in frequent interaction with the app and its functionality. Personalised experiences, gamification, and rewards promote emotional involvement and a feeling of attachment and satisfaction with the brand (Hollebeek et al., 2022; Pansari and Kumar, 2021).
The behavioural engagement can be observed in the form of higher use of apps, repeat buying and being a member of a loyalty programme. When the customers feel that the brand has added value in the digital experience, they will tend to engage with the brand more, especially when the digital experience is convenient and personally relevant. These results are consistent with the recent studies indicating that online platforms are important in determining customer interactions through the incorporation of functional, emotive, and experience components into a single system (Dwivedi et al., 2023; Srivastava et al., 2025).

[bookmark: _Toc228722901]4.2.4 Customer Retention and Loyalty.
The findings demonstrate cognitive, emotional, behavioural, and experiential evidence that digital loyalty programmes have a huge impact on customer retention and long-term loyalty. Personalisation is cited as one of the key elements that enhance the perceived value because the customer will be more willing to stay loyal to the brand that comprehends them and accommodates their unique needs. Different reward systems, especially points and tier-based ones, promote repeated shopping by offering tangible rewards to keep using the system (Malik et al., 2024; Rasul et al., 2024).
Also, convenience is essential in enhancing long term utilization and retention. Mobile ordering, convenient pay options, and other features minimize customer journey friction, increasing the chances of customers reusing the app and the brand. The results reveal that the personalisation, rewards, and convenience mix results in a holistic digital experience, which strengthens customer relations and improves retention results. It is in line with the available literature that argues the significance of combining technological and relational approaches to attain sustainable customer loyalty (Lemon and Verhoef, 2021; Dwivedi et al., 2023).
[bookmark: _Toc228722902]4.3 Analysis of Results
The section will critically analyse the results on the effect of mobile applications and digital loyalty programmes on customer engagement and retention in Starbucks UK through a thematic analysis. The analysis has been organized based on the key themes in the findings such as technology acceptance in digital engagement, strategic role of loyalty programmes, personalisation as a competitive advantage, and the integration of engagement dimensions. The relevant theoretical frameworks, in particular, Technology Acceptance Model (TAM) and relationship marketing theory are used to analyse each theme, and are supported by existing literature to offer a deeper interpretation of the results (Lemon and Verhoeff, 2021; Dwivedi et al., 2023).
[bookmark: _Toc228722903]4.3.1 Theme 1: The use of technology in Engagement (TAM Application).
Technology Acceptance Model (TAM) can be used as a useful tool to understand customer acceptance of online platforms such as mobile applications. TAM proposes that the main determinants of technology acceptance will be perceived usefulness (PU) and perceived ease of use (PEOU). In the context of Starbucks UK, perceived usefulness is reflected in customers’ appreciation of the mobile app’s convenience, such as mobile ordering, digital payments, and personalised rewards. These capabilities optimize efficiency and bring value to the customer experience, boosting the level of engagement (Davis, 1989; Venkatesh et al., 2022).
The ease of use is also important as customers will adopt and use the app consistently when it is easy, intuitive, and user-friendly. The results indicate that Starbucks has successfully created the interface of its mobile app to minimize complexity and to make it easier to access the application, thus inviting a repetitive interaction. Recent research proves the fact that ease of use and perceived value have a strong impact on digital activity in mobile service surroundings (Hollebeek et al., 2022; Srivastava et al., 2025).
Altogether, TAM helps to understand the reasons why the Starbucks app can be characterised by high rates of customer engagement, since both functional and experiential dimensions of the technology have a positive impact on user behaviour and adoption patterns.
[bookmark: _Toc228722904]4.3.2 Theme 2: Loyalty Programme Strategic Role.
As it is analysed, digital loyalty programmes are strategic engagement systems, not transactional reward systems. The loyalty programme at Starbucks UK both promotes consistent buying behaviour by providing organised rewards, and creates emotional attachment to the brand. Such a two-fold role makes the loyalty programme more of a long-term engagement strategy than a short-term sales instrument (Lemon and Verhoef, 2021).
The results, as shown in Table 7, indicate that the loyalty programs improve brand experience as they introduce rewards in customer interactions in daily lives. Financial aspects are not the only motivating factors to customers, but also psychological gains like achievement, recognition and belonging. This is consistent with recent studies that propose that contemporary loyalty programmes aim to generate ongoing engagement eco-systems, as opposed to lone reward deals (Dwivedi et al., 2023; Malik et al., 2024).
Thus, the loyalty strategy of Starbucks illustrates the ways in which organisations may change their traditional loyalty systems into more dynamic and experience-based systems of engagement that will reinforce the long-term customer relations within organisations.
[bookmark: _Toc228722931]Table 7: Loyalty Features Importance and Strategic Customer Impact
	Loyalty Feature
	Strategic Role in Customer Engagement
	Customer Impact
	Importance Score (1–5)

	Point Accumulation
	Drives repeat purchase behaviour through reward incentives
	Strengthens transactional loyalty
	5

	Tiered Rewards
	Encourages long-term engagement through progression levels
	Builds brand commitment and loyalty depth
	4

	Personalised Offers
	Uses customer data to tailor promotions
	Enhances emotional engagement and relevance
	5

	Gamification Elements
	Introduces interactive and fun reward mechanics
	Increases emotional attachment and usage
	4

	Mobile App Convenience
	Enables seamless ordering and payment
	Improves usability and retention frequency
	5


Source: Adapted from Starbucks (2024), Statista (2024), Deloitte (2023), Euromonitor (2023), and supported by academic literature on digital loyalty and customer engagement (Lemon and Verhoef, 2021; Hollebeek et al., 2022; Dwivedi et al., 2023).
This table is developed using secondary data from Starbucks’ official digital loyalty system description, industry reports (Statista, Deloitte, Euromonitor), and peer-reviewed academic studies on customer engagement and loyalty programmes. The importance scores are derived from thematic analysis of literature, identifying how each feature contributes to either transactional or emotional engagement.
[bookmark: _Toc228722905]4.3.3 Competitive Advantage Competition and personalisation.
The concept of personalisation becomes one of the competitive advantages in the digital strategy of Starbucks. The findings show that personalised offers, grounded on customer behaviour and preferences are of great benefit to enhance engagement by enhancing relevance and perceived value. When the customers feel that the offers are custom-made to address their needs, they will tend to react better as opposed to the case of generic promotions (Hollebeek et al., 2022).
The main factor that facilitates this personalisation is through data-driven marketing. The information about customer purchase history and interaction with the apps will allow Starbucks to provide them with targeted incentives that promote satisfaction and will motivate them to use it again. It indicates overall trends in the industry where organisations have been adopting the increased use of customer data analytics to streamline engagement strategies and boost retention performance (Rasul et al., 2024; Srivastava et al., 2025).
The findings show validate the fact that personalisation is not just a marketing strategy, but also a strategic competency that sets Starbucks apart of competitors. It enhances emotional involvement and is helpful in gaining long-term customer loyalty as it generates a feeling of unique appreciation and importance.
[bookmark: _Toc228722906]4.3.4 Engagement Dimensions Integration.
The findings indicate that customer interaction within digital spaces is multi-dimensional and interrelated and includes cognitive, emotive, and behavioural elements. Cognitive engagement is defined as customer awareness and attention to the Starbucks app and its features. Emotional engagement shows satisfaction, enjoyment and attachment to the brand whereas behavioural engagement is reflected in repeat usage, purchases and loyalty programmes (Pansari and Kumar, 2021).
The findings indicate that the dimensions are not independent and they are highly interrelated. As an example, the gamification aspect of the loyalty programme evokes emotional involvement in the process, since it makes the experience exciting and it makes the whole process rewarding. This emotion in turn leads to behavioural results of higher app usage and subsequent purchases which in effect leads to higher customer retention.
Such a connection between the engagement dimensions is consistent with recent studies that contend that digital engagement ought to be regarded as a complex and dynamic procedure instead of a linear connection (Hollebeek et al., 2022; Dwivedi et al., 2023). It is these dimensions that are integrated to understand why Starbucks has a successful digital ecosystem that keeps its customers tied to it over the long term.
[bookmark: _Toc228722907]4.4 Discussion of Results
This section critically reviews the research results of the study by relating them to the available literature, research gaps, theoretical contributions and managerial implications. The debate revolves around the impact of mobile applications and digital loyalty programmes on customer engagement and retention in Starbucks UK.  (Lemon and Verhoef, 2021; Dwivedi et al., 2023).
[bookmark: _Toc228722908]4.4.1 Relating Findings with the Literature.
The results of this research are highly consistent with the academic knowledge on customer engagement and digital customer loyalty systems. A literature review indicates that customer engagement is a multi-dimensional concept consisting of cognitive, emotional, and behavioural elements, each of which is mediated by online interactions (Hollebeek et al., 2022). The current work validates this and demonstrates that the mobile application and the loyalty programme of Starbucks UK promote all three dimensions of engagement by providing personalised offers, gamification, and convenience-oriented functions.
Moreover, the results confirm the thesis that digital platforms can greatly improve the customer experience by incorporating the convenience of service, personalisation, and real-time interaction into a single system (Lemon and Verhoef, 2021). The mobile ecosystem of Starbucks illustrates how digital tools could help establish customer journey continuities that result in enhanced satisfaction and foster repeat interactions.
Besides, the findings are consistent with the research that customer retention and satisfaction is enhanced through loyalty programmes with the help of structured incentives and emotion. Nevertheless, the work contributes to the existing body of literature by moving the performance-based performance results to strategic intent and experience value creation, as well as how Starbucks builds its loyalty ecosystem to drive the behavioural and emotional loyalty in the long term instead of the short-term transactional returns (Malik et al., 2024; Srivastava et al., 2025).
[bookmark: _Toc228722909]4.4.2 Addressing Research Gaps
This research fills in some of the main gaps that are found in literature. To a large extent, the earlier studies on digital loyalty programmes have been quantitative in nature, focusing on performance measures, including purchasing frequency or purchase volume or financial performance. Although these studies offer valuable information on effectiveness, they do not pay much attention to more qualitative features like customer experience, emotional involvement, and strategic intent (Dwivedi et al., 2023).
The current study addresses this gap by assuming a qualitative and secondary-data based methodology that delves into understanding customer perceptions and experiences of digital loyalty programmes in Starbucks UK. It aims to comprehend the nature and reasons of engagement, as opposed to merely quantifying its presence. This makes it possible to interpret the customer behaviour and brand interaction in a more subtle manner.
Also, the lack of research that contextualises the digital loyalty strategies to specific organisational settings is also lacking. Research largely generalizes findings across sectors without researching on how the top brand in action implements digital engagement strategies. This limitation is dealt with in this study, which specifically concentrates on Starbucks UK, offering a context-based analysis of the process of global strategies being adjusted to a UK market environment.
[bookmark: _Toc228722910]4.4.3 Theoretical Group: Presentation of the Existing Frameworks.
The research adds to the academic knowledge by implementing and combining the existing theoretical frameworks instead of formulating new theory. In particular, it integrates the Technology Acceptance Model (TAM) with the relationship marketing theory to explain the effects of digital loyalty programmes on customer engagement and retention in Starbucks UK. TAM is applied to explain the perception of usefulness and ease of use in driving the adoption of mobile applications and the relationship marketing theory explains how relationship is developed with customers through the loyalty programmes.
The synthesis of these two frameworks shows the interaction of technological acceptance and relational factors in shaping customer behaviour in the digital realm. This combined method offers a more detailed explanation of the digital loyalty mechanisms as opposed to applying one theory in isolation. Therefore, the contribution of this research lies in the application and combination of existing theories within a real organisational context, offering a more practical understanding of digital customer engagement rather than proposing new theoretical constructs (Lemon and Verhoef, 2021; Dwivedi et al., 2023).
[bookmark: _Toc228722911]4.4.4 Managerial Implications
The results of this paper have a number of implications of significance to Starbucks UK and other organisations in the competitive digital markets. First, Starbucks ought to keep on improving personalisation tactics in its mobile app since, personalised offers are important factors that boost customer engagement and value. The organisation can make better use of customer data to enhance retention performance by increasing emotional attachment (Lemon and Verhoef, 2021; Hollebeek et al., 2022).
Second, the aspects of gamification must be expanded to promote emotional engagement. The results indicate that gamified experiences are more motivating and repeat usage, which makes them an effective tool in maintaining customer interactions.
Third, organisations must understand that digital loyalty programmes are not tools of promotion but an engagement strategy. They are instrumental in creating customer experience, behaviour, and long term relationships. Thus, businesses are recommended to invest in the development of cohesive digital ecosystems that integrate convenience, rewards, and emotion appeals.
In other companies other than Starbucks, the results point to a need to change traditional loyalty frameworks to digital strategies that are more experience-oriented. Customer experience is a major customer retention driver, and should be prioritised over transactional incentives only (Lemon and Verhoef, 2021; Malik et al., 2024).
[bookmark: _Toc228722912]4.4.5 Critical Evaluation
This paper has a number of strengths that can improve its academic and practical value. First, it offers abundant qualitative data on customer engagement and loyalty through an examination of secondary data in various credible sources. This allows a more in-depth insight into the customer behaviour and strategic intention as compared to quantitative studies only. Second, the research has a high level of theoretical integration as it incorporates both TAM and Relationship Marketing Theory, which provides a more analytical framework. Third, the study is very applicable to the real-life business environment, especially in the dynamic digital marketing environment.
Nevertheless, there are also some limitations to the study. It does not include direct primary information about customers or employees (since it is based solely on secondary data), which can limit the extent of experience. Moreover, the internal organisational information of Starbucks UK is not fully accessible, which implies that certain strategic decisions and proprietary metrics are inaccessible. In spite of these restrictions, the triangulated secondary sources will make sure that the findings are credible, reliable, and contextually relevant (Saunders, Lewis and Thornhill, 2022; Creswell and Creswell, 2023).
[bookmark: _Toc228722913]4.5 Conclusion of Chapter 
The chapter has presented, analysed and critically discussed the findings concerning the role of mobile applications and digital loyalty programmes in improving customer engagement and retention in Starbucks UK. The results indicate that online tools like mobile ordering, customised offers, reward-tracking, and gamified loyalty systems are important factors in defining customer experiences and affecting behavioural and emotional involvement. All of these features make them more convenient, have a more intense brand interaction, and elevate customer satisfaction (Lemon and Verhoef, 2021; Hollebeek et al., 2022). 
The discussion also reveals that a combination of Technology Acceptance Model (TAM), and Relationship Marketing Theory offers a powerful explanatory model in explaining customer adoption and loyalty development in the digital world. Perceived usefulness and ease of use promote the use of an app and perceived relationship-building like personalisation or rewards reinforce long-term loyalty and emotional attachment (Venkatesh et al., 2022; Pansari and Kumar, 2021). 
Notably, this chapter states that digital loyalty programmes are not just transactional systems but strategic tools that help to improve the overall customer experience and brand value. The discussion also points out some of the research gaps such as the lack of qualitative coverage of the strategic intent and customer perception on literature. With Starbucks UK as its focus, the study will provide context-specific information about the implementation of global digital strategies on the local level. 
















[bookmark: _Toc228722914]CHAPTER 5: CONCLUSION & RECOMMENDATIONS
This chapter discusses the general conclusion of the research and generalises the major findings of the research on the issue of the influence of mobile applications and digital loyalty programmes on customer engagement and retention in Starbucks UK. It connects the results of Chapter 4 to the research objectives and the theoretical frameworks, especially, the Technology Acceptance Model (TAM) and relationship marketing theory. The chapter will be divided into five parts, including summary of findings, theoretical implications, managerial implications, limitations, and future research directions. It not only emphasises the impact of digital loyalty ecosystems on customer behaviour but also critically considers the contributions and limitations of the study (Lemon and Verhoef, 2021; Hollebeek et al., 2022).
[bookmark: _Toc228722915]5.1 Summary of Findings 
Key Points:
· Mobile application increases the comfort and interaction.
· Repeat purchase behaviour is fuelled by loyalty programme.
· The most effective of the engagement drivers is personalisation.
· Emotional attachment is boosted by gamification.
· Involvement is mental, affective and actionable.
· The use of digital tools enhances retention of customers.
This research shows that digital technologies, especially mobile applications and loyalty programmes are important in determining customer engagement and retention in Starbucks UK. The discussion reveals that the Starbucks mobile app makes the customer more convenient by providing them with the opportunity to place orders online, pay via the phone, find the location of the store, and track their rewards. These features enhance functionality and minimize transactional activity, leading to greater customer satisfaction and interest (Lemon and Verhoef, 2021).
Moreover, it is discovered that the Starbucks Rewards programme is a prominent tool of promoting a repeat purchase behaviour. The number of points received, tiered-based rewards, and gamification features are some of the features that lead to transactional and emotional loyalty. Financial incentives are not the only motivators; customers are also driven by progression, achievement and interactive engagement, which enhances brand attachment (Hollebeek et al., 2022).
The aspect of personalisation comes out as the most impactful element of all results. Individualized offers and data-driven recommendations contribute to perceived relevance and emotional appeal to a great extent, which results in a more loyal customer. This is in line with the research proposing that individualised online experiences are essential in enhancing customer lifetime value and loyalty (Dwivedi et al., 2023).
In addition, the results affirm that customer engagement is a multi-dimensional construct that comprises of cognitive, emotional, and behavioural elements. The cognitive engagement is indicated by the higher awareness and attention, emotional involvement in attachment and satisfaction, and behavioural involvement in repeated purchases and constant use of apps. On the whole, the findings suggest that the digital loyalty systems combine these dimensions to achieve improved customer relationship in the long term and competitive advantage in the coffeehouse business.
[bookmark: _Toc228722916]5.2 Theoretical Implications 
Key Points:
· The use of TAM (Technology Acceptance Model).
· Relationship Marketing Theory.
· Combination of the two theories.
· Digital loyalty literature extension.
· Combination of technology + emotion explanation.
· Contribution = not new theory, but application.
This research paper is relevant to the body of academic literature because it involves the application and combination of two important theoretical concepts: The Technology Acceptance Model (TAM) and Relationship Marketing Theory. Instead of creating new theory, the study reinforces the existing knowledge by showing the functionality of these existing models in the digital loyalty programmes of Starbucks UK.
TAM describes the ways of how users accept technology based on two constructs, namely, perceived usefulness (PU) and perceived ease of use (PEOU). The results indicate that customers will be more inclined to follow and further utilize the Starbucks mobile application when they view it as convenient, efficient, and user friendly. This confirms previous studies that emphasize the importance of usability and functionality as driving factors behind the adoption of digital platforms in service sectors (Venkatesh et al., 2022; Davis, 1989).
Relationship Marketing Theory, on the other hand, is concerned with building long-term relationships with customers based on trust, emotional and value. The results reveal that the loyalty programme of Starbucks enhances emotional attachments in the form of personalised offers, reward programs, and the gamification aspect. These characteristics foster continuous interaction beyond the benefits of transaction and uphold prior research findings highlighting the relevance of emotional loyalty in customer retention (Morgan and Hunt, 1994; Pansari and Kumar, 2021).
The most important theoretical implication of this research is that it integrates TAM and Relationship Marketing Theory. The study proves that digital loyalty engagement cannot be explained solely based on one theoretical perspective. Rather, the use of technology and emotional relationship-building collaborate to shape customer behaviour. Whereas TAM describes the way customers interact with digital platforms, Relationship Marketing Theory describes why they become loyal in the long-term.
Thus, the paper is a continuation of the literature as it offers a more complete picture in the study of digital customer engagement. It emphasises that effective digital loyalty strategies require usability functionality and emotional relationship building, providing a more detailed understanding of customer behaviour in digital marketing contexts (Lemon and Verhoef, 2021; Dwivedi et al., 2023).
[bookmark: _Toc228722917]5.3 Managerial Implications 
Key Points:
· Improve personalisation strategies
· Enhance gamification features
· Enhance mobile apps usability.
· Make effective use of customer data.
· Specialise in emotional + behavioural loyalty.
· The applicability to other organisations.
· Loyalty as a strategic weapon, and not merely promotion.
This research offers a number of managerial implications to Starbucks UK and other organisations in the highly competitive digital markets. The findings, first of all, indicate that personalisation is one of the key elements that should be kept in the focus of the mobile application strategy. Individualized offers and recommendations are positively received by customers and enhance the relevance and emotional connection. Thus, companies are advised to invest in more sophisticated data analytics and customer relationship management to better targeting accuracy and customer lifetime value (Lemon and Verhoef, 2021; Deloitte, 2023).
Second, the paper shows that gamification is crucial in enhancing customer interaction. Elements like reward points, tier systems and achievement-based incentives promote a repeat interaction with the app and foster an emotional connection with the brand. Instead, managers are advised to augment gamified aspects to boost motivation and extended engagement instead of solely using transactional rewards (Hollebeek et al., 2022).
Third, usability of mobile applications is also a key success factor. The Technology Acceptance Model (TAM) shows that perceived ease of use and perceived usefulness have a significant effect on adoption behaviour. This means that organisations should make sure that their online platforms are easy, quick, and convenient to use to maximise customer interest and retention (Venkatesh et al., 2022). Alluring reward systems might not increase the use of apps with poor usability.
Also, it is indicated in the findings that digital loyalty programmes can be regarded as long-term relationship-building mechanisms and not short-term promotion tools. Companies ought to strive to establish emotional customer relationships by engaging them regularly, communicating to them in a personalised way, and delivering meaningful customer experiences. The strategy assists in changing the customer behaviour towards transactional loyalty to long term brand commitment.
Lastly, the implications do not apply to Starbucks alone but can be extended to other organisations within the retail, hospitality and food service sectors. Firms with integrated digital loyalty strategies, which integrate personalisation, usability, and emotional connection, have higher chances of attaining long-term customer retention and competitive edge in online markets (Dwivedi et al., 2023).
[bookmark: _Toc228722918]5.4 Limitations 
Key Points:
· No primary research (only secondary data).
· No direct interviews/surveys
· Lack of access to internal Starbucks data.
· UK-focused context only
· Potential bias by secondary sources.
· No live tracking of behaviour.
· Generalisability limitations
Although it has contributed, this research has various limitations that must be noted. To begin with, the study is purely a secondary data study, as it utilizes academic publications, industry publications, and company publications. Although these sources are valuable, it is not possible to collect primary data like interviews or surveys, which reduces the possibility of getting real-time customer perceptions and lived experiences of digital loyalty programmes at Starbucks UK. Consequently, the results are based on the interpretations of available literature, but not actual empirical data (Saunders, Lewis and Thornhill, 2022).
Secondly, the internal organisational information of Starbucks UK is limited. This restricts the analytical level of strategic decision making, customer information used and internal performance measures of the mobile application and loyalty programme. Therefore, the digital strategy of the company might not be completely reflected in the study.
Thirdly, the research is geographically restricted to the UK market. Cultural, economic, and technological differences may cause consumer behaviour, digital adoption, and the effectiveness of a loyalty programme to differ across various countries significantly. Thus, the results cannot be completely extrapolated to international Starbucks business and other international market (Lemon and Verhoeff, 2021).
Also, secondary sources of data can be biased based on the author or organisational interest. Company reports and promotional materials can be seen as an example of this, where they may have a more favourable image of performance whereas industry reports may generalise trends which do not necessarily reflect the specific organisational situations.
Lastly, the research lacks live behavioural monitoring and direct observations of customer engagement with the mobile application. This constrains the capacity to quantify genuine utilisation behaviour against stated or anticipated engagement patterns. Nevertheless, to enhance the reliability and overall validity of the findings, triangulation of various secondary sources was made (Dwivedi et al., 2023).
[bookmark: _Toc228722919]5.5 Future Research 
Key Points:
· Primary data required (interviews/surveys)
· Cross-country comparative studies
· Various sectors (retail, hospitality, e-commerce)
· Time series studies.
· Loyalty predictive analytics, AI, big data.
· Greater emphasis on emotional involvement.
· Starbucks vs competitor’s comparison.
The limitations noted in this study need to be addressed in future studies through the adoption of more varied and primary data-based methods. Specifically, the qualitative interviews and quantitative questionnaires among Starbucks UK customers would help gain greater understanding of real-time user experiences, motivations, and behavioural reactions of digital loyalty programmes. This would assist in validating and generalizing the results of the secondary data sources (Saunders, Lewis and Thornhill, 2022).
Also, the future research can be cross-country comparative studies to investigate the performance of digital loyalty programmes across various cultures and economic settings. Given that the behaviour of customer engagement is different in regions, the UK market comparatively with other international Starbucks markets would contribute more to the generalisability of the findings and give more global information on the effectiveness of digital loyalty (Lemon and Verhoef, 2021).
The other significant pathway of future research is the investigation of digital loyalty practices in various sectors, including fast food, retail, hospitality, and e-commerce. This would enable the researchers to determine whether the trends that have been experienced in Starbucks UK are industry specific or generalizable to the larger service industries.

Additionally, longitudinal research is suggested to examine the changes in customer engagement and loyalty over time. As digital channel continues to develop various capabilities, information regarding long term behavioural changes would be more volatile in the strategies of customer retention.
The influence of the emerging technologies, such as artificial intelligence, machine learning, and predictive analytics, on the context of enhancing the personalised customer experience needs to be examined in the future research. They are beginning to be integrated into digital customer loyalty systems, and can revolutionize the customer engagement strategy (Dwivedi et al., 2023).
Finally, the effectiveness of Starbucks digital loyalty can be juxtaposed with the effectiveness of its key competitors in future studies. This would help in identifying best practices and provide realistic guidelines on how to boost the competitive advantage in digital marketing environments.
This chapter has presented the ultimate results of the study, a summary of the key findings of the research about the impact of mobile applications and digital loyalty programmes on customer engagement and retention in Starbucks UK. It has revealed that personalisation, convenience, and gamification are factors that drive customer loyalty, and TAM and relationship marketing theory justifies the latter. The chapter also stated other critical theoretical and managerial implications as well as limitations such as use of secondary data and UK specific focus. Lastly, it proposed future research directions such as primary data gathering, cross-country comparisons, as well as the incorporation of emerging technologies to help improve digital customer engagement strategies.
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