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1. Introduction and Background 
The UK grocery retail market is far from being a monopoly, with several major supermarkets, including Tesco, Sainsbury's, Asda, Morrisons, Aldi, and Lidl, vying for the customer's business on price, convenience, product quality and customer value (Ahmed et al., 2025). Given this context, the customer relationship has gained greater significance due to the fact that, when it comes to grocery shopping, customers have a wide array of choices to make when it comes to promotions, prices and perceived savings (Hallikainen, et al., 2022) The use of loyalty schemes like Tesco Clubcard, Sainsbury's Nectar, Lidl Plus and Morrisons More is now at the heart of supermarkets' strategies to promote repeat shopping and keep customers loyal. According to CMA (2026), 97% of UK shoppers are members of one or more supermarket loyalty schemes and it is becoming commonplace in the UK to be able to buy and pay for products at loyalty discounts.
Casaca and Miguel (2024) stated that personalisation is the use of information about the customer, including previous purchases, shopping habits, and product preferences, to offer a personalised discount, coupon, reward, or recommendation. Grocery retailers should care because they may sometimes receive a more favourable reaction to promotions that align with what people really need than to generic promotions. Studies indicate that the adoption of personalisation can have a positive impact on loyalty, but not always directly, because it can enhance satisfaction and trust (Coelher and Henseler, 2012; Lindecrantz, Gi and Zerbi, 2020; Chandra et al., 2022). That makes the subject of interest both in an academic and practical way.
However, personalisation can present problems, too. As per Jessop, Mezzanzanica, and Sivathasan (2024), 43% of customers said they considered it unfair that loyalty members pay less than non-members, and 40% said they did not trust that their loyalty prices represented actual price savings. Thus, it is crucial to investigate not only whether personalised offers lead to loyalty, but also how customers perceive them in terms of relevance, value, fairness and trustworthiness.




2. Literature Review
Personalisation can enhance customer satisfaction and trust, which in turn can help build customer loyalty (Kovalev, Novikova and Antineskul, 2023). Their research also revealed that personalisation is not always a direct relationship to loyalty; they felt that, in most cases, it affected the customer's loyalty through satisfaction and trust. It does mean that a personalised offer will only enhance loyalty if customers find it valuable and trust the retailer. This was supported by Damaschi, Aboueldahab and D’Addario (2025), who stated that loyalty develops in the following order: cognitive, affective, conative, and action loyalty. However, Sy, Ong and Lin (2025) challenged the idea of loyalty as a repeat purchase phenomenon by suggesting that customers could be purchasing repeatedly from a retailer because of convenience, habit or price rather than loyalty. In grocery stores, loyalty programs are popular strategies to boost repeat customers and gather customer information. Dorotic, Bijmolt and Verhoef (2012) showed that over time loyalty programmes can affect consumer purchase behaviour. However, Lin and Bowman (2022) argued that loyalty programs have a different effect among customer segments and in different industries and markets, which makes it impossible to say that they work for all retailers. On the other hand, Nishio and Hoshino (2024) justified loyalty programmes, stating that reward programmes have the potential to improve the long-term assessment of customers and their behaviour. They pointed out, however, that the longer the relationship, the more service experiences the customer has, which may be negative.
One of the best arguments for personalised offers boosting customer loyalty is their relevance. Fourie Goldman and McCall (2022) stated that the rewards of a loyalty programme include monetary savings, recognition, exploration, and enjoyment. Moreover, Tileagă and Oprișan (2021) said that customers appreciate these benefits differently, so that one customised offer can go to one customer but not another. This is an indication that personalisation is not just targeted, but accurate and meaningful. This was backed up by a previous study of  Bleier and Eisenbeiss (2015), who claimed that personalised marketing is more effective if offers are tailored to match customer interests. Shaw (2025), however, refuted that high personalisation can backfire when customers don't trust the firm. This applies to grocers, as customers might accept reductions on regular purchases but may not feel the same about discounts that feel like too much intrusion or are not relevant (Casaca and Miguel, 2024). Loyalty-priced grocery products were not only perceived to offer true value but also actually offered real value (García-Salirrosas et al., 2024).  However, Nishio and Hoshino (2024) cautioned that loyalty prices are not necessarily the lowest, so customers should still compare prices. Consumer loyalty programs attract, retain, and satisfy consumers as part of an effort to create long-term relationships to improve profitability (Vishwakarma et al., 2025; Melnyk and Bizmolt, 2015). Effective consumer stimulation attracts new consumers and boosts sales, as evidenced by programs (Neetu and Pandey, 2025).  A loyalty program will help develop a positive brand image and sustain consumer loyalty (Dávila Espuela, Reina Paz and Sevilla Sevilla, 2023). If consumer satisfaction or consumer loyalty is lost or there is no satisfaction, grocery store chains have to face these matters by reaching them with a marketing strategy.
Personalisation relies on customer data, and trust in this approach is crucial for personalised offer strategies. Neetu and Pandey (2025) contended that personalisation enhances loyalty in part because it is perceived as building trust. Yet despite this positive perspective, Markou et al (2025) cast doubt on this sentiment by introducing the concept of the personalisation paradox: Relevant offers can be liked by the customer, but the feeling of being targeted by the firm's use of personal data can evoke feelings of vulnerability. Shin, Kim and Huh (2025) also suggested that if the perceived value outweighs the privacy issues, consumers are willing to accept personalisation. Bleier and Eisenbeiss (2015) argued that personalisation is effective because trusted firms are more likely to achieve greater personalisation. This also carries a drawback for retailers that do not have the high degree of trust that may lead to negative reactions. This is why it is important for supermarkets to make offer systems that are tailored to the individual transparent, fair and advantageous for the customer.
Another important topic regarding personalised offer strategies is fairness. Personalised offers can make customers feel rewarded as they are offered based on what they purchase (Kallus and Zhou, 2021). But they also can lead to injustice if customers feel a sense of inequity when they think that various customers are getting different prices or that non-members are being treated unequally. However, Markou et al. (2025) found that whilst many loyalty programmes offered savings for consumers, some customers were not convinced. According to Pereira et al. (2025) and Vishwakarma et al. (2025), value, satisfaction, and trust are factors that can enhance loyalty in personalisation and loyalty programmes. However, Saexan and Thakur (2024) argued that privacy concerns, low trust, unfairness, or simple price switching can be a deterrent to loyalty.
3. Methodology
The positivist research philosophy will be adopted in this study since it will seek to measure the relationship between offer personalisation and customer loyalty through objective data collection in the form of numbers. The use of positivism is appropriate given the research variables, such as perceived offer relevance, perceived value, trust, fairness, and customer loyalty. This is suitable because the study is not meant to do an in-depth analysis of personal narratives but rather to determine if there are measurable relationships between variables (Park et al., 2020)
The study will adopt a deductive research approach, starting with theories and literature in the fields of personalisation, customer loyalty, trust, and perceived value. These ideas will be utilised to develop the research questions and questionnaire. The survey results will then be tested to see if the existing ideas transfer to customers of the grocery retail industry in the UK. So, deduction is appropriate, as the research is moving from theory to data, instead of trying to come up with a new theory based on the open-ended responses (Kennedy and Thornberg, 2018)
This study will follow a quantitative research design with the survey strategy. Quantitative research was preferred since it is focused on obtaining standardised information from a larger sample of grocery purchasers, and analysis of the information is based on statistical patterns (Ghanad, 2023). A survey would also be suitable since it would enable the efficient collection of data from customers using supermarket loyalty schemes (Regmi et al., 2016)
The target audience will be UK consumers of grocery stores who are members of loyalty programs like Tesco Clubcard, Sainsbury's Nectar, Lidl Plus, Morrisons More or Asda Rewards. The study will use convenience sampling, as participants will be selected based on their willingness to respond and availability. According to Andrade (2020), this approach may be appropriate for this study, as it is feasible within limited time and resources, but it may limit generalisability. The proposed sample size is 100 respondents, as it is feasible for the project and for simple statistical analyses such as descriptive statistics and correlation.
The primary data will be obtained from an online questionnaire which will be prepared by Google Forms and/or Microsoft Forms. The questionnaire link will be disseminated via social media and WhatsApp, as well as shared in student/community networks and by email. Before answering, participants will read a short consent statement explaining the purpose of the research, voluntary participation and confidentiality. Closed-ended questions based on a Likert scale (e.g., strongly disagree to strongly agree) will be used to measure the relevance of the personalised offer, perceived value, fairness, trust and customer loyalty.
Data collection will be followed by downloading the responses in the excel sheet and then importing them into the SPSS for analysis. The responses will be evaluated for completeness. Descriptive statistics will be used to describe the respondents' profile and overall trends. The correlation analysis will then be carried out to check the relationship between offer personalisation and customer loyalty. Correlational analysis is an excellent, easy-to-use tool for academic and business research, and SPSS (Statistical Package for the Social Sciences) is a very effective software platform. It also provides a visual and clickable interface to simplify statistical processing, reducing the need for complicated manual programming or coding (Hazarika, 2019)
The research will be carried out in accordance with ethical considerations. It will be voluntary and informed consent will be sought and respondents will be able to withdraw prior to completion of the questionnaire. No names or personal identifying information will be recorded, and all information will be used for academic purposes only. Moreover, the study will be protected by a strong password and two authentication steps.
4. Expected Findings 
According to the current literature, it could be assumed that a positive effect of the personalised offer on customer loyalty will only occur when the customer perceives the offer as relevant, valuable and trustworthy. The study will likely find that when grocery retailer offers align with the typical shopper, customers will remain loyal to that retailer. Discounts on items customers often buy can lead to repeat business and greater satisfaction. Perceived reward value is also likely to be a key element, as consumers shopping for groceries often have a keen interest in value and may react strongly to offers that clearly result in savings. But the results can also indicate that personalisation is not necessarily the bedrock of loyalty. Competitors may affect some customers' choice of supermarket, given that they may have been switching between supermarkets due to price, convenience, or product offerings. The research could also conclude that personalised offers can be affected by the customer's sense of trust and fairness. When customers think loyalty prices are misleading, unfair or that they were unaware of the use of their personal information, their loyalty may wane.
Research aim:
The aim of this study is to investigate the influence of offer personalisation on customer loyalty in the grocery retail industry in the UK.
Research objectives:
· To analyse the impact of personalised offer relevance, perceived reward value, perceived fairness and trust on customer loyalty in the UK grocery retail industry
· To test the mediating role of customer satisfaction on the relationship between personalised offer relevance, perceived reward value, perceived fairness and trust and customer loyalty.    

Research questions:
· How do personalised offer relevance, perceived reward value, perceived fairness and trust influence customer loyalty, and what is the mediating role of customer satisfaction in the UK grocery retail industry?  
· 

5. Limitations 
This study may have several limitations. First, the sample size is likely to be approximately 100 and not fully representative of all grocery shoppers in the United Kingdom. The survey will focus on specific customer groups across different age groups and supermarket loyalty schemes to mitigate this constraint. Secondly, the study will adopt convenience sampling; that is, participants will be chosen as per convenience. This could lead to sampling bias because the findings may represent only those who are easier to reach, rather than the UK grocery population as a whole. Third, the data in the research will be collected by a self-reported questionnaire. Respondents do not necessarily respond accurately, particularly when talking about loyalty, spend or trust in retailers. In order to minimise this concern, the questions will be clear, anonymous, and simple. Finally, the study will only apply to the grocery retail industry in the UK and not to other retail sectors or countries. This concentration enables the research to remain specific, manageable, and pertinent to the dissertation topic.
6. Timeframe
	
	Number of Weeks
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	Interpretation of data
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Review and edit report
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Final submission 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	




6. Conclusion 
The study's purpose is to explore the effect of the personalisation of offer on customer loyalty in UK grocery retailers. The study will be quantitative in nature, in order to explore the effect of perceived offer relevance, reward value, fairness and trust on customer loyalty. Results are anticipated to add to the literature and suggest actionable guidelines for UK supermarkets to create a more effective and customer-driven personalised offers strategy. Although there are some expected limitations, the study will be beneficial to gain insight into how personalised offers can help in retaining long-term customers.
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