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[bookmark: _Toc238670365]Abstract
This study critically examines the impact of digital transformation on customer loyalty at Tesco PLC within the UK grocery retail sector. The research investigates how Tesco’s digital initiatives, including Clubcard, online grocery services, mobile applications, click-and-collect and data-driven personalisation, influence customer satisfaction, engagement and loyalty. A qualitative single-case study design was adopted using secondary data from academic literature, Tesco corporate reports and relevant industry sources, with thematic analysis used to identify key patterns. The findings indicate that digital transformation can strengthen customer loyalty through greater convenience, personalised value, engagement and improved omnichannel experiences. However, the relationship is not linear or automatic. Loyalty remains dependent on service reliability, channel integration, perceived value and customer trust. Personalisation also creates a tension between relevance and privacy, while digital convenience can simultaneously increase switching flexibility by making competitor comparison easier. The study concludes that Tesco’s sustainable digital advantage depends on integrating technology with customer-centred relationship management rather than technological investment alone.
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Digital transformation has emerged as one of the most consequential strategic phenomena reshaping the global retail landscape, fundamentally altering how organisations create, deliver, and capture value (Verhoef et al., 2021; Vial, 2019). It is increasingly understood not as the isolated deployment of technological artefacts, but as a deep, organisation-wide reconfiguration of business models, processes, and customer relationships enabled by digital capabilities (Hanelt et al., 2021; Warner & Wäger, 2019). Within the United Kingdom retail sector, the diffusion of e-commerce, mobile platforms, and data analytics has accelerated a structural shift towards omnichannel retailing, in which consumers expect seamless, personalised, and frictionless experiences across physical and digital touchpoints (Hossain et al., 2023; Lemon & Verhoef, 2016). Consequently, competitive differentiation has migrated away from price alone towards the quality of the digitally mediated customer experience.

The digital transformation has attained a greater importance in the wake of the rapid growth of technology adoption in and after the COVID-19 pandemic, which also fundamentally changed the consumer purchasing behaviour and the operating model of retailers. Customers are growing more demanding that retailers offer digital services that are built in, such as personalised product suggestions, mobile payment capabilities, real-time inventory awareness, custom delivery options, and integration of online and physical channels (Shankar et al., 2021). 

Retailers have also begun to enhance their efficiency of operations using emerging technologies like artificial intelligence (AI), cloud computing, machine learning, and big data analytics, which have also empowered retailers to provide highly personalised customer experiences that bolster customer engagement (Frank et al., 2021; Verhoef et al., 2021). As a result, digital transformation is not justly considered a technological project but a strategic aptitude, which assists organisational innovation, customer value creation, and long-term competitive edge in a rapidly evolving retail landscape (Kraus et al., 2022).

Digital transformation has thus turned into strategic necessity than an export discretionary investment among retailers aiming sustainable growth. Organisations that are effective in their incorporation of digital technologies in their customer facing and operations are in better positions to adapt to the changing market conditions, enhance service delivery and build better customer relationships. As a result, the strategic implications of digital transformation are becoming a crucial aspect of research and practice among researchers and retail practitioners.
[bookmark: _Toc237189216][bookmark: _Toc238670367]1.1 Digital Transformation in the UK Retail Sector
The UK grocery sector represents one of the most digitally contested retail environments globally, characterised by intense competition, thin margins, and rapidly evolving consumer expectations (Grewal et al., 2020). The proliferation of online grocery delivery, mobile applications, and algorithmically driven personalisation has transformed the retailer–customer interface into a continuous, data-rich relationship rather than a series of discrete transactions (Shankar et al., 2021). However, scholars caution that technological investment does not deterministically translate into superior performance; the realisation of value depends on dynamic capabilities, organisational agility, and the strategic orchestration of digital resources (Kraus et al., 2022; Teece, 2018). This tension between investment and outcome frames the central concern of the present study.

In addition to the technological adoption, the UK retail industry has undergone a paradigm shift on the competition front with consumers putting more emphasis on convenience, speed, and the personalism of their shopping experiences. Larger retail chains, such as Tesco, Sainsbury, Asda, and Morrisons, have become highly digital in reaction to increasing competition among discount retailers, including Aldi and Lidl, and online-only business which constantly innovate their customer experience (Reinartz et al., 2019; Shankar et al., 2021). 

Retailers can now use digital technologies to study the buying habits of their customers in real-time, manage their inventory, tailor their promotion campaign, and make their supply chain more responsive and responsive, which increases the performance of their operations and customer satisfaction (Verhoeff et al., 2021). However, digital transformation implementation cannot be successful with technological investment only. Retailers also need to build organisational competencies, encourage innovation, and pervasively incorporate digital initiatives into overall business strategies to create sustainable competitive advantage and build enduring relationships with customers (Warner and Wäger, 2019; Hanelt et al., 2021). Therefore, digital transformation has emerged as a strategic requirement among UK retailers who want to stay competitive in the ever-increasing digitalized marketplace.

Moreover, the growth in artificial intelligence, predictive analytics, and automation has allowed retailers to predict customer demands and enhance decision-making in marketing, inventory management, and the supply chain processes. Nevertheless, retailers have to constantly strike a balance between technological innovation and customer trust, privacy, and ethical data management in order to make sure that the digital initiatives do not cut the ends of the business relationships with the customers (Verhoeff et al., 2021).
[bookmark: _Toc237189217][bookmark: _Toc238670368]1.2 Tesco PLC and Customer Loyalty
Tesco PLC constitutes a theoretically and managerially compelling case for examining the digital transformation–loyalty nexus. As the UK’s largest grocery retailer, Tesco has committed substantial resources to digital initiatives, including its online grocery operation, mobile application ecosystem, and the data-driven Clubcard loyalty programme, which leverages customer analytics to deliver personalised offers (Tesco PLC, 2024). Yet the paradox of digital transparency is that the very technologies enhancing convenience also lower search costs and enable effortless price comparison, thereby weakening switching barriers and intensifying competitive pressure (Pantano et al., 2020; Verhoef et al., 2021). Digital investment may therefore enhance satisfaction without guaranteeing durable loyalty.

Tesco digital transformation strategy stretches further than enhancing efficiency in operations to building long term relationship with customers by personalising them with the help of data and integrating digital services. With the help of highly developed customer analytics, the Clubcard loyalty programme allows Tesco to create comprehensive insights into consumer purchasing behaviour and provide more personalised promotions that increase perceived value and customer interaction (Tesco PLC, 2024; Kumar and Reinartz, 2018).

 Likewise, the Tesco mobile application, e-grocery and click+collect offer more convenience and flexibility to the customers, which reinforces the overall experience of shopping across the whole omnichannel. Nevertheless, researchers maintain that, even though customised online services can enhance customer satisfaction and interactions, they do not always guarantee loyalty over time since customers still compare the prices, product range, and quality provided by different retailers (Steinhoff et al., 2019; Grewal et al., 2020). 

Thus, to assess the idea of whether digital transformation establishes attenuation customer loyalty or just pushes them towards repeated purchasing behaviour as a matter of convenience, it is vital to comprehend how Tesco balances digital innovation and relationship-building approaches. This is the main concern of the current research.

The fact Tesco still invests in digital innovation also demonstrates the bigger strategic focus of the company to build customer lifetime value as compared to its current focus on short-term sales performance. Tesco aims to develop seamless and tailored shopping experience that fosters re-buys, word-of-mouth and customer loyalty in a more competitive retail sector by combining digital platforms with Customer relationship management practices.
[bookmark: _Toc237189218][bookmark: _Toc238670369]1.3 Research Significance
Although empirical evidence suggests that favourable digital experiences correlate with satisfaction and engagement, the mechanism by which such experiences are converted into long-term loyalty remains insufficiently theorised, particularly within large incumbent retailers (Hossain et al., 2023; Rather et al., 2019). By interrogating how Tesco’s integrated digital ecosystem influences customer loyalty, this study contributes to both scholarly debate on digital value creation and to managerial practice concerning customer retention. 

Academically, this study complements the current literature through the combination of digital transformation, customer experience, and relationship marketing in the framework of UK grocery retail industry. Although past research focused has been on technology adoption, digital service quality, or customer satisfaction alone, the current study offers a deeper insight into the roles of a combination of digital initiatives in the determination of customer loyalty in the long term. 

On a managerial level, the results can help the retail managers develop a more efficient digital engagement approach that boost customer retention and sustainable competitive advantage. The research provides practical recommendations for Tesco, while the key insights generated from the study may also be transferable to other UK retailers seeking to optimise their investment in digital technologies by balancing technological innovation with relationship-building practices that promote customer trust, engagement, and perceptions of value. Accordingly, the study brings both the theoretical and practical information to the changing sphere of digital retail transformation. 

Additionally, with the retail sector being redefined by digital transformation, the results of this study can be used in future scholarly studies that explore the customer behaviour, digital interaction, and relationship management through technology in diverse retail environments. This general contribution makes the study even more relevant to the Tesco case as well as to the development of the theory in the future of digital retail studies.
[bookmark: _Toc237189219][bookmark: _Toc238670370]1.4 Research Aim
This study will critically review how digital transformation efforts have influenced customer loyalty at Tesco PLC in the UK retail industry. In particular, the paper aims at examining the effect of Tesco digital technologies, such as its online grocery service, mobile app, and the Clubcard loyalty programme, on customer satisfaction, engagement, and confidence, and loyalty. The research seeks to add to the understanding of the creation of sustainable competitive advantage by digital strategies in the modern retail context by examining the correlation between digital transformation and customer loyalty.

In addition, the paper aims at giving theoretical advice on the linkage between digital transformation and customer loyalty and giving practical suggestions that could enable strategic decision-making in the UK retail sector. The research will contribute to a deeper comprehension of the role of digital innovation to enhance long-term customer retention and organisational competitiveness by critically analysing the current evidence.
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The research will be directed by the following objectives to fulfill the research aim:
1. To identify the key digital transformation initiatives implemented by Tesco PLC. 
2. To examine the impact of Tesco PLC's digital transformation initiatives on customer satisfaction, customer engagement, and customer loyalty. 
3. To recommend strategies for enhancing customer loyalty through digital transformation at Tesco PLC.
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1. RQ1. What are the key digital transformation initiatives implemented by Tesco PLC?
2. RQ2. How do Tesco PLC's digital transformation initiatives influence customer satisfaction, customer engagement, and customer loyalty?
3. RQ3. What strategies can Tesco PLC adopt to strengthen customer loyalty through digital transformation?
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The thesis has been structured into five chapters. In Chapter One, the research is presented by providing the background of the research, research problem, significance, research aim, the research objectives, research questions and the overall structure of the dissertation. Chapter Two reviews critically the existing literature that relates to digital transformation, customer loyalty, customer experience, technology acceptance, and relationship marketing, and outlines the research gap that is filled by the study.

Chapter Three describes the research methodology used in this research such as the research philosophy, research approach, research strategy and design, data collection methods, data sources, data analysis, ethical considerations, research quality, and research limitations. Chapter Four gives the research findings and examines them concerning the research questions and the existing literature. Finally, Chapter Five presents the key conclusions, theoretical and managerial implications, study limitations, and recommendations for future research and practice.

Together, these chapters lend a logical and systematic outline to the approach to the research aim and objectives. The logical development of the theoretical basis into the methodological justification, to findings, discussion, and conclusions, will ensure that the research questions are explored in the most holistic manner and that the research produces academically rigorous and practical recommendations of Tesco PLC and the UK retail industry in general.
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The chapter evaluates critically the academic literature available about digital transformation and customer loyalty in the retail industry to develop the theoretical basis of researching on Tesco PLC. The ongoing adoption of digital technologies within the retail operation has revolutionised the way organisations relate to customers, provide services and develop competitive advantage. Nevertheless, despite the rampant investment in digital technologies, there remains a scholarly controversy on whether digital transformation can build customer loyalty independently or its effectiveness is subject to complementary organisational capabilities, customer experience plans, and customer relationship management practices. As a result, the current literature needs to be critically reviewed to find the area of agreement, opposing views, and gaps to support the current research.

The review of the literature is organized with five themes that interlink. It initially analyses the history of digital transformation and reviews the opposing views on its strategic position in contemporary organisations. The paper then ventures into the technology acceptance theory to know how customers accept and embrace digital retail technologies. This is then followed by critical analysis of customer experience in omnichannel retailing with the realisation that smooth interactions between physical and digital channels have become a significant competitive advantage source. The review then appraises relationship marketing literature to analyse the role of trust, engagement, personalisation and long-term customer relationships in providing customer loyalty in digitally enabled retail settings. Lastly, the chapter evaluates the strategy of Tesco digital transformation through the prism of its use of technologies like Clubcard analytics, artificial intelligence, mobile apps, and omnichannel services in the context of the UK grocery retail industry.

Instead of showing the current research descriptively, this chapter attempts to compare contrasting theoretical views, weigh empirical research, and generalise the available knowledge to reveal the gaps in the study on the impact of digital transformation and customer loyalty. The chapter culminates in the identification of research gap on which objectives of this dissertation are based, and which forms the conceptual basis of research methodology which will be presented in the next chapter.
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Tesco PLC (2024) notes that Tesco UK sales exceeding 82% were attributed to Clubcard in 2023/24, indicating the increased role of the use of data-driven digital ecosystems in the contemporary retailing environment. It helps demonstrate how digital technologies have become the key to generating customer value, enhancing engagement and competitive advantage, which makes digital transformation a strategic necessity, rather than a technological investment.

Digital transformation has risen to become a strategy among retailers who want to be competitive in an ever technology-driven marketplace. The development of artificial intelligence (AI), cloud computing and mobile commerce and data analytics has completely changed the way retailers deliver value and connect with consumers. The increase in demands towards personalised services and frictionless omnichannel experiences have prompted retailers to include digital technologies in their business models, hence making digital transformation a reaction to evolving consumer behaviour, as opposed to technological innovation on its own (Vial, 2019). Digital transformation has been widely identified as strategic imperative but there has been a lot of debate on its main aim.

Vial (2019) believes that digital transformation constitutes an overarching organisational change mechanism where digital technologies redefine business models, processes and value creation. This outlook goes beyond the adoption of technology with an acknowledgement that transformation is a strategic enterprise-wide initiative. On the other hand, Verhoeff et al. (2021) argue that the main criterion of the digital transformation should be measured in terms of customer value creation and competitive positioning. Although both points of view regard the strategic significance of digital technologies, the latter is more preoccupied with the outcomes of the customers instead of organisational restructuring. Such a difference is especially applicable in the context of retailing as investments in digital technologies create the competitive advantage only when they contribute to the enhanced customer experiences and purchasing behaviour.

The latest research also questions the notion that successful transformation can be ensured solely by technological investment. According to Warner and Wäger (2019), sustainable value is only created in organisations when technologic innovation is facilitated by organisational capabilities, namely, leadership commitment, strategic flexibility, and culture that promotes continuous learning. In the same spirit, Hanelt et al. (2021) define digital transformation as a process instead of a project of implementation and, as they put it, firms need to constantly optimise their digital strategies according to the changing market environment. All of these views suggest that digital transformation can be interpreted by retailers as a strategic capability (long-term) and not a technology project (short-term). 

The history of digitalization of the business of retailing also shows that over time the strategic priorities have changed. Originally, retailers were investing in digital technologies to mainly automate their internal operations and enhance efficiency of their operations. Nevertheless, the quick pace in e-commerce, mobile technologies and AIs-powered analytics has shifted priorities onto customer-centric innovation and individualised service delivery.

Table 2.1. Evolution of Digital Transformation in Retail
	Period
	Dominant Technologies
	Strategic Focus
	Retail Implications

	Early digitalisation
	ERP systems, websites
	Operational efficiency
	Improved internal processes and reduced operating costs

	E-commerce expansion
	Online stores, digital payments
	Market expansion
	Increased online sales and broader customer reach

	Omnichannel retailing
	Mobile applications, cloud platforms
	Customer experience
	Integration of online and physical shopping channels

	AI-driven transformation
	Artificial intelligence, machine learning, predictive analytics
	Personalisation and customer loyalty
	Data-driven decision making and enhanced customer engagement



Source: Developed by the researcher based on Vial (2019), Warner and Wäger (2019), Hanelt et al. (2021), Verhoef et al. (2021), and Hossain et al. (2023).
As shown in Table 2.1, the digital transformation has been about enhancing operational efficiency and now creating customer value and competitive advantage. With retailers becoming increasingly competitive around creating a personalised experience instead of a competitive price, digital transformation has become more closely associated with customer interaction and retention.
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Figure 2.1 Evolution of Digital Transformation in Retail

Empirical evidence also suggests that data-driven potentials are now the core of successful digital transformation. Kraus et al. (2022) claim that organisations that manage to gather, analyse and utilise customer data can make better strategic decisions and be more responsive to market dynamics. Similarly, Hossain et al. (2023) state that AI-based analytics enhance demand forecasting, inventory management and tailored marketing, facilitating retailers to provide more meaningful customer experiences. Nonetheless, there are also major challenges that arise with these technological advances. Growing such dependence on customer data poses some questions about privacy, cybersecurity and algorithmic transparency that might sabotage customer confidence should digital efforts be seen as invasive. Thus, digital transformation requires much more than technological savvy to be successful, but it is also a matter of keeping consumer trust by practicing responsible data governance.

These changes are especially noticeable in the UK grocery industry, with retailers still spending a lot of money on digital competencies. Tesco PLC (2024) states that Tesco has increased its digital ecosystem with the Clubcard analytics, Tesco Grocery and Clubcard mobile, AI-powered personalisation and omnichannel fulfilment services. Competitors like Sainsbury, Asda and Aldi have made similar investments, which means that technology is no longer a viable source of competitive difference. Rather, competitive advantage is becoming increasingly reliant on the extent to which retailers can convert digital capabilities into an outstanding customer experience and customer loyalty.
In general, the literature acknowledges digital transformation as a strategic organisational ability as opposed to mere technological use. Nonetheless, researchers are still arguing whether customer value creation or organisational capabilities are the most important drivers of competitive advantage. This point of concern warrants the discussion of the effects of the Tesco digital transformation to customer loyalty in the form of customer experience, personalisation and relationship management as a basis on the subsequent discussion of the technology acceptance.

[bookmark: _Toc237189225][bookmark: _Toc238670376]2.2 Technology Acceptance and Adoption
According to Tesco PLC (2024), over 16 million users of the Group app used in its digital ecosystem in 2023/24, which indicated the popularity of digital retail technologies among customers. This shows how effective digital transformation will be not just on the technological investment but also on how willing customers are to utilize and keep using digital services. The role of technology acceptance in influencing the realization of the intended consequences of digital transformation initiatives is significant. 

Even though retailers still spend a lot of money on mobile applications, self-service technologies, artificial intelligence (AI) and digital payment systems, these investments do not create value until customers are ready to use them and do it frequently. Customer adoption in the retail industry is also not just based on the functionality of the technology but also on how convenient the technology is perceived, trust and the shopping experience in general. Consequently, technology acceptance provides an important theoretical perspective for understanding how digital transformation contributes to customer loyalty.

Technology Acceptance Model (TAM), which was introduced by Davis (1989) is still under one of the most used frameworks of explicating technology adoption. The model says that the intention to use a technology depends on their perceived usefulness and perceived ease of use. It has become popular in use in various industries, and the retail industry is not an exception. TAM has however been criticised of paying more attention to the properties of technology without putting more emphasis on other aspects of behaviour and wider context. In online shopping, consumers are looking at technologies not only through usability but also the quality of the services, the ability to personalize and trust. Hence, TAM is an excellent introduction to the study, but it is just a partial explanation of customer behaviour in the context of modern omnichannel retailing.

Appreciating these shortcomings, Venkatesh et al. (2012) added technology acceptance theory with Unified Theory of Acceptance and Use of Technology (UTAUT2). To make this model more inclusive of determinants of consumer technology adoption, other determinants are added which include social influence, facilitating conditions, hedonic motivation and habit. UTAUT2 is more reflective of the complexity of the retail environments where customers engage with several digital channels in comparison with TAM. Still, Marikyan et al. (2020) believe that fast-evolving digital ecosystems cannot be adapted at once since the customer demands change with the increase of the innovation of technologies. This implies that technology acceptance is a continuous process as opposed to a single adoption decision.

Table 2.2. Comparison of Technology Acceptance Models in Digital Retail
	Model
	Key Focus
	Strengths
	Limitations
	Relevance to Tesco

	TAM (Davis, 1989)
	Perceived usefulness and ease of use
	Simple and widely validated
	Limited consideration of trust and customer experience
	Explains adoption of Tesco's mobile app and digital services

	UTAUT2 (Venkatesh et al., 2012)
	Social, behavioural and technological influences
	Broader explanation of consumer adoption
	Less emphasis on rapidly evolving retail environments
	Explains adoption of omnichannel and personalised services

	Marikyan et al. (2020)
	Customer-centred digital adoption
	Recognises changing customer expectations
	Limited empirical evidence in grocery retail
	Highlights continuous customer engagement


Source: Developed by the researcher based on Davis (1989), Venkatesh et al. (2012), and Marikyan et al. (2020).

Table 2.2 shows how the technology acceptance research field shifted its small scope of interest in the usability of systems to a wider concept of behavioural and experience impacts. The comparison shows that the successful adoption not only involves functional performance but covers the perceptions of value, convenience and trust to customers. These results support the perspective that retailers must continuously revise digital experiences to maintain customer engagement.

Recent research also shows that trust and personalisation have emerged to be key determinants of technology adoption. Shankar et al. (2021) claim that when customers are provided with customised suggestions, on-site and uncomplicated interactions with functional payment systems, they are more inclined to use digital stores. In the same vein, Hossain et al. (2023) indicate that personalisation facilitated by AI enhances shopping experiences because it makes individual suggestions based on their preferences. 

But the increase in the use of customer data has also generated additional concerns over privacy and cybersecurity. Unless the customers are convinced that personal information is handled in a responsible manner, trust can be lost even with technological advancement. As such, the retailers should maintain equilibrium between innovation and good governance of data to promote continuous technology usage.

These concerns are especially topical to Tesco, where digital strategy combines mobile applications, analytics and AI-powered personalisation of Club cards to improve customer interaction. Although these technologies are motivating more people to rely on digital channels, the success of these technologies in the long-term is hinged on the need to create positive experiences to customers, as opposed to relying on more technology. Technology acceptance is thus one of the pillars that can be used to establish more effective customer relationships and stimulate repetitive purchasing behaviour. In general, the literature indicates that technology acceptance theories explain the initial involvement of the customer with the digital retail services, though only partially, to the long-term loyalty. Recent studies are shedding more light on the role of trust, personalisation and customer experience in maintaining the digitisation engagement levels. These provided insights form the basis of the discussion of customer experience in omnichannel retailing that follows. 
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In 2023/24, Tesco fulfilled about 1.2 million online grocery orders each week, demonstrating the rising demand on the smooth omnichannel shopping experiences (Tesco PLC, 2024). This expansion shows that the customer expectation has changed to a combination of the digital and physical retail services and thus customer experience is a very important source of competitive edge. 

The experience of customers has become one of the key goals of digital transformation since retailers are growing more competitive regarding the quality of services and personalised customer experience, rather than the price. The incorporation of mobile applications, online shopping and built-in digital services have transformed the interactions between the customers and retailers during the shopping process. 

Consequently, the concept of retailing through the omnichannel has become a technique by which brick-and-mortar stores are intertwined with the online platform to provide an uninterrupted customer experience. Provision of various channels cannot guarantee customer satisfaction though. Omnichannel retailing success is determined by the extent to which retailers combine such channels to enhance a smooth and comfortable shopping experience.

According to Lemon and Verhoeff (2016) customer experience extends beyond the duration of a single transaction, but all interactions prior to, during and after a purchase. Their model emphasizes that the customers consider retailers as a whole shopping experience and not in a single service experience. Verhoeff et al. (2021), on the other hand, focus on the organisational capabilities involved in providing such experiences and claim that digital transformation allows retailers to organize interactions with customers on a variety of touchpoints. The two studies share the view on the strategic role of customer experience, but Lemon and Verhoef (2016) center more on the perceptions of customers, whereas Verhoef et al. (2021) discuss how digital capabilities mediate the experiences. Combined, these views indicate that the best customer experiences cannot be achieved without customer-focused design and efficient technological integration.

Researchers also claim that omnichannel retailing enhances customer satisfaction by bringing in more convenience and flexibility. According to Grewal et al. (2020), customers may anticipate the possibility of online searching premises, making purchases via mobile apps and picking up orders in physical stores unproblematically. Likewise, Vakulenko et al. (2018) discovered that click-and-collect services improve the convenience of online shopping as they integrate the efficiency of online shopping with immediate product availability.

However, these benefits are achieved only in the case where both digital and physical channels work in harmony. Lack of consistency in pricing, lack of inventory accuracy or improper channel coordination may cause a customer frustration and diminished perceived advantages of digital transformation. Thus, you cannot simply invest in technology without enhancing the entire customer experience.






Table 2.3. Key Drivers of Customer Experience in Omnichannel Retailing
	Driver
	Contribution to Customer Experience
	Retail Implication

	Personalisation
	Relevant product recommendations and offers
	Improves customer satisfaction and repeat purchases

	Channel Integration
	Seamless movement between online and offline channels
	Enhances convenience and reduces customer effort

	Service Quality
	Responsive and reliable customer support
	Strengthens trust and long-term relationships

	Data Analytics
	Understanding customer preferences and behaviours
	Supports personalised marketing and decision-making


Source: Developed by the researcher based on Lemon and Verhoef (2016), Vakulenko et al. (2018), Grewal et al. (2020), and Verhoef et al. (2021).

Table 2.3 indicates that digital technology does not have a direct impact on customer experience; instead, it is affected by several factors which are intertwined. Despite the convenience facilitated by personalisation and integration of channels, the service quality and sound decision-making based on data determines whether these technologies translate into a significant customer value. Retailers therefore have the role of integrating technology with customer-centric service provisions to reap the most out of omnichannel retailing.

Recent research shows that artificial intelligence has also contributed to better customer experience, allowing retailers to personalise scale interactions. Shankar et al. (2021) state that the customer engagement is improved through AI-based recommendation systems that provide products and promotions that meet specific customer preferences. Similarly, Hossain et al. (2023) explain that predictive analytics will allow retailers to know what customers need and become more responsive to their needs. Nonetheless, overreliance on automated interactions will decrease the chances of personalised human service, especially in situations where the customers are facing complicated issues. This implies that retailers ought to balance the efficiency of technology with easy customer service to maintain the trust and satisfaction.

Tesco is an example of how omnichannel retailing is in practice as observed in its use of online shopping in grocery stores, Clubcard loyalty programmes, Click and collect shops and mobiles. These online projects, as stated by Tesco PLC (2024), facilitate customised offers and smooth communications along the shopping channels. However, other retailers have already launched comparable technologies and customer experience is the main factor of competitive advantage versus technology itself. The capability of Tesco to retain its customers thus rely on continually providing convenient, personalised and reliable experiences at every customer touch point. 

In general, the literature suggests that omnichannel retailing complements customer experience under the condition that digital technologies are used in a coordinated way with providing customer-oriented service delivery. Although digital abilities enhance convenience and customisation, their future worth lies in developing steady and fulfilling customer experiences. These results offer an effective starting point to analyzing the relationship between the strategy of marketing relationships and positive customer experiences resulting in the long-term customer loyalty.
[bookmark: _Toc237189227][bookmark: _Toc238670378]2.4 Relationship Marketing and Customer Loyalty
According to Tesco PLC (2024), over 82% of the sales in the UK were made via a Clubcard transaction, which demonstrates the strategic value of loyalty programmes in the long-term customer relationship. These numbers indicate that digital transformation is becoming increasingly beneficial to relationship marketing by providing customer data, personalisation and targeted interaction. 

In digitally transformed retailing settings, relationship marketing has gained significant importance as it is usually cheaper to maintain customers than acquiring them repeatedly. Even though digital transformation helps retailers to increase efficiency in operations, its success in the long run is subject to their ability to establish a long-lasting customer relationship that spurs repeat purchases and positive word-of-mouth. 

Therefore, the customer loyalty must be considered a strategic result of relationship marketing, but not a mere state as a result of customer satisfaction. The digital technologies reinforce this process since they allow the retailers to comprehend customer preferences, individualise their interactions and provide consistent value in different channels.

Morgan and Hunt (1994) pinpoint trust and commitment as the key to successful relationship marketing by considering that effective customer relationships promote lasting collaboration and devotion. Though this framework continues to be influential, it was not created after the advent of digital retailing and thus, it does not consider technology-based interactions. This is further extended in the view of Kumar and Reinartz (2018), who posit that customer relationships are becoming more data-driven and personalised through data analytics and more about traditional communication. This is indicative of the shifting landscape in retailing, where client devotion relies on the retailers being able to employ digital understanding to produce pertinent and lucrative encounters. As such, relationship marketing has ceased to be inter-relationship development to the use of technology to enhance customer relationship.
Pansari and Kumar (2017) also believe that the customer engagement is a better predictor of long-term loyalty in comparison to the transactional satisfaction since engaged customers tend to make repeat purchases, recommend brands and use the loyalty programmes. Likewise, Steinhoff et al. (2019) believe that online interactions enhance customer relationships because they establish constant contact after the purchase. Nevertheless, overreliance on automated communication can undermine the perceived relationship quality in case customers get irrelevant promotions or lack human interactions. These results imply that technology supports relationship marketing when digital interactions are personalised and meaningful as opposed to being totally automated.

Table 2.4. Relationship Marketing Factors Influencing Customer Loyalty
	Relationship Marketing Factor
	Influence on Customer Loyalty
	Retail Implication

	Trust
	Builds customer confidence and reduces switching behaviour
	Strengthens long-term relationships

	Commitment
	Encourages repeat purchasing
	Increases customer retention

	Personalisation
	Improves relevance of interactions
	Enhances customer engagement

	Customer Engagement
	Encourages active participation and advocacy
	Supports sustainable loyalty


Source: Developed by the researcher based on Morgan and Hunt (1994), Pansari and Kumar (2017), Kumar and Reinartz (2018), and Steinhoff et al. (2019).

Table 2.4 shows that there are several relationship marketing variables that affect customer loyalty and are interrelated. The long-term relationships are anchored on trust and commitment, and the relationships are reinforced with personalisation and customer engagement via constant value creation. It implies that digital transformation helps to create loyalty as technological ability reinforces, but does not substitute, relationships-building processes. 

Research studies recently suggest that loyalty programmes are now a relevant mechanism in enhancing relationship marketing in retailing. Instead of offering discounts on their own, contemporary loyalty programmes can produce customer data which can be used to make personalised recommendations and offer targeted promotions. According to Reinartz et al. (2019), data-driven loyalty programmes enhance customer retention since relationship perceived value with retailers is enhanced. Nonetheless, they can be effective based on the belief by the customers that personal information is gathered and utilized in a responsible manner. Lack of data governance or too much promotion messages could lead to lower trust and restrict the effectiveness of relation marketing programs on a long-term basis.

Tesco offers a good example of relationship marketing that is technologically enabled in its Clubcard loyalty programme. Tesco PLC (2024) says that Clubcard data help the retailer to personalize promotions, learn the purchasing behaviour, and provide customized rewards both on the physical and online platforms. The capabilities will reinforce customer interactions and stimulate repeat buying. However, competitors are also implementing comparable loyalty principles, and it indicates that long-term customer loyalty is founded not just on gathering customer information but converting those insights into consistently valuable customer experiences. 

Overall, the literature suggests that relationship marketing is still a key to customer loyalty despite the high rates of development of digital technologies. As long-term relationships remain based on trust and commitment, digital transformation has extended relationship marketing with data-driven personalisation and continuous customer engagement. These results imply that the relationship quality and technological capability produce customer loyalty, which corroborate the analysis of digital transformation strategy at Tesco in the next section.

[bookmark: _Toc237189228][bookmark: _Toc238670379]2.5 Tesco's Digital Transformation Strategy
In 2023/24, Tesco made about £6.2 billion in online sales and also met an order of about 1.2 million online grocery orders per week (Tesco PLC, 2024). These data indicate the scope of digital change of Tesco and the strategic role played by digital technologies in ensuring customer interaction and competitive advantage in the long term. Digital transformation is one of the fundamental business strategies that Tesco has also placed to enable it to enhance customer engagement and competitiveness in the UK grocery industry. Tesco aims to promote personalisation and convenience through the investments in the omnichannel retailing, AI and data analytics. Nevertheless, such endeavors can only generate competitive advantage when the technological investment is converted to greater customer loyalty.

The Tesco digital strategy is constructed upon the concept of e-commerce, mobile technologies, artificial intelligence (AI) and data analytics integration. Tesco PLC (2024) reveals that the company has developed a digital ecosystem via Tesco Grocery and Clubcard mobile apps, online groceries, its click-and-collect offerings and AI-enabled personalisation. These efforts enhance the non-stop shopping both in the physical and online platforms and providing personalising promotions. This helps confirm Verhoeff et al. (2021) who discuss that digital transformation builds competitive advantage due to improved customer value over internal efficiency.

One of the unique aspects of the Tesco strategy is the application of Clubcard loyalty programme as the data-driven decision-making tool. Clubcard, instead of being a purely a rewards programme, creates comprehensive customer data that aids in personalised marketing, forecasting demand and inventory planning. According to Kumar and Reinartz (2018), customer data has emerged as a strategic asset to enhance long-term relationships by engaging customers in a personalised way, whereas Hossain et al. (2023) propose that AI-based analytics help retailers predict customer preferences. Nevertheless, the increasing use of customer data increases the issue of privacy that can undermine trust when data is not handled properly. This means that the ability to analyze should be backed by good data governance.

Table 2.5. Tesco's Major Digital Transformation Initiatives
	Digital Initiative
	Strategic Purpose
	Expected Customer Benefit

	Clubcard Loyalty Programme
	Personalised marketing and customer insights
	Relevant rewards and stronger loyalty

	Tesco Grocery App
	Mobile shopping and order management
	Greater convenience and accessibility

	Click-and-Collect Services
	Integration of online and store operations
	Flexible purchasing experience

	AI and Data Analytics
	Personalised recommendations and forecasting
	Improved shopping experience and service quality


Source: Developed by the researcher based on Tesco PLC (2024), Verhoef et al. (2021), Kumar and Reinartz (2018), and Hossain et al. (2023).

Table 2.5 reveals that Tesco has a series of digital initiatives, which cumulatively contribute to enhanced convenience, personalisation and customer engagement, indicating that competitive advantage lies in the capability of combining complementary digital capabilities.
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Figure 2.2 Tesco's Digital Customer Loyalty Ecosystem

With these developments, Tesco has a more competitive digital market to operate in. The significant retailers, such as Sainsbury, Asda and Aldi have hastened their investments into online retailing, loyalty programs and AI-inspired customer services, making the digital technologies themselves less unique. Therefore, sustainable competitive advantage lies in Tesco being capable of providing high quality customer experiences and building better long-term relationships instead of merely scaling its digital infrastructure. This finding supports the existing studies that propose that digital transformation only generates value when technological capabilities are converted into better customer satisfaction and loyalty. 

All in all, Tesco digital transformation proves that technology helps to promote customer loyalty only in case of its successful implementation, customer confidence and valuable experiences. This demonstrates the importance of investigating the impact of the digital transformation of Tesco on customer loyalty, which underlies the synthesis of the literature in the next section.

[bookmark: _Toc237189229][bookmark: _Toc238670380]2.6 Literature Synthesis and Research Gap
As evident through the literature reviewed, digital transformation has completely transformed the retail industry by altering the way organisations generate value, interact with customers and maintain competitive advantage. Throughout the studies reviewed, there is a consensus that digital transformation goes beyond the use of new technology and entails organisational capabilities that facilitate innovation, customer engagement and ongoing adaptation (Vial, 2019; Verhoeff et al., 2021). 

Nonetheless, despite this agreement, scientific specialists have diverged in their explanations on how digital transformation affects customer loyalty. Other studies focus on the organisational capabilities; others focus on customer experience or technology or relationship marketing as the main functions of promoting loyalty. It means that the correlation between digital transformation and customer loyalty is multidimensional and cannot be described in terms of one theoretical perspective.

The review identifies also that technology acceptance is significant in facilitating the digital transformation. The causes of customer adoption of digital retail technologies are explained by the Technology Acceptance Model (Davis, 1989) and UTAUT2 (Venkatesh et al., 2012), with more recent research noting the value of trust, personalisation and digital engagement to retain technology use (Marikyan et al., 2020). However, these models give little information on whether continued use of technology will lead to a long-term customer loyalty since they mostly emphasize on the initial adoption behaviour of customers. This implies that the acceptance of technology alone does not suffice to explain customer retention in extremely competitive retail settings.

On the same note, research relating to omnichannel retailing will continuously recognize customer experience as a major factor in determining customer satisfaction and customer loyalty. According to Lemon and Verhoef (2016), Grewal et al. (2020) and Vakulenko et al. (2018), the seamless integration between online and offline channels brings more convenience and improves the customer opinion. Nevertheless, the literature mostly presupposes that better customer experience leads to the automatic loyalty, and the role of trust, commitment and relationship quality is relatively insufficiently considered. This means that customer experience cannot be considered a direct result of digital transformation but a part of a larger relationship-building process.

This point of view is further supported by the literature on relationship marketing, emphasizing trust, commitment, and customer engagement as key elements of long-term loyalty (Morgan and Hunt, 1994; Kumar and Reinartz, 2018; Pansari and Kumar, 2017). Though digital technologies allow retailers to make interactions personalised and build better customer relationships, the ultimate success of the tool will be determined by the ability of the customers to feel that they are receiving actual value and not being bombarded with promotional messages. Thus, the literature reviewed suggests that the digital transformation, customer experience, and relationship marketing are tightly related to each other, as they have a combined effect on customer loyalty rather than independently.

Even though there is an increasing amount of research, there is still several gaps. To start with, much of the studies examine digital transformation, customer experience or customer loyalty individually, which do not give us a lot of insight into the interaction of these concepts within one conceptual framework. 

Second, a lot of the current evidence deals with general retailing or several industries, and relatively little coverage of major UK grocery retailers like Tesco. 


Third, the swift advances in artificial intelligence, data analytics and personalised retailing have changed expectations of customers, although most theoretical frameworks were created prior to the rise of these technologies into retailing strategies. Consequently, recent studies offer weak evidence on the impact of modern digital transformation initiatives on customer loyalty in the UK grocery market. 

To overcome these shortcomings, the current paper examines how the digital transformation of Tesco PLC affected customer loyalty through the incorporation of insights into the digital transformation research, technological adoption, omnichannel retailing and relationship marketing literature. With Tesco as its core subject, the study aims to offer a current insight into the role of digital resources, customer experience and relationship-building practices, as well as their combination in promoting customer loyalty in the dynamic UK retail market. This combined approach is a contribution to the existing literature and offers a definite theoretical basis of the research methodology in the next chapter.

[bookmark: _Toc237189230][bookmark: _Toc238670381]Chapter 3: Research Methodology
[bookmark: _Toc237189231][bookmark: _Toc238670382]3.1 Introduction
The chapter presents the research methodology that will be used to explore the effect of digital transformation on customer loyalty in Tesco PLC. An effective research methodology is the basis of making credible, transparent, and academically rigorous findings as it makes sure that methods used are in line with the research aim and objectives (Saunders et al., 2019; Creswell and Creswell, 2018). Along these lines, this chapter supports the methodological decisions that support the study such as the philosophy of research, approach, strategy, research design, data collection methods, data sources, and data analysis methods. It further addresses the ethical issues and research quality standards embraced to promote credibility and reliability of the findings hence developing a solid platform in achieving the research objectives.

[bookmark: _Toc237189232][bookmark: _Toc238670383]3.2 Research Philosophy
Research philosophy is a set of assumptions and beliefs that inform the knowledge creation process and determine the choice of the most appropriate research methods (Saunders et al., 2019; Creswell and Creswell, 2018). Choosing the right philosophical position is important since it determines the way research problems are framed, how evidence is evaluated and conclusions are made. An interpretivist research philosophy will be utilized in this study since it seeks to determine how Tesco PLC digital transformation initiatives can affect customer loyalty. 
Interpretivism presupposes that the reality is created socially, and people form various interpretations of experience based on their personal and situational conditions (Creswell and Creswell, 2018). This view is correct since customer loyalty is subjective, as it is subject to factors such as trust, satisfaction, perceived value and customer engagement, which cannot be fully described by mere objective measurement. 

Thus, the interpretivism approach will allow gaining a more detailed insight into the experience of Tesco customers in the digital ecosystem, such as online grocery store, mobile app, and loyalty programme Clubcard. In addition, digital transformation studies also state that technological change must be conceptualised in organisational and customer settings as opposed to technology adoption itself (Hanelt et al., 2021; Verhoef et al., 2021). Therefore, interpretivism offers a consistent philosophical framework which meets the objectives of the study and qualitative research design (Aguzzoli et al., 2024).
[bookmark: _Toc237189233][bookmark: _Toc238670384]3.3 Research Approach
The research methodology offers the rationale framework that connects the research purposes to the procedures to gather and analyse data (Saunders et al., 2019). The research will take an inductive approach of research, as it is suited in investigating the digital transformation in customer loyalty in the case of Tesco PLC. The inductive approach, in contrast to the deductive approach, which aims to test already existing theories by formulating hypotheses, tries to create understandings that are visible due to the available evidence, emphasizing patterns and themes (Creswell and Creswell, 2018). 
Specifically, an inductive approach is most appropriate since the scope of this research is to comprehend how the set of Tesco digital transformation initiatives and customer loyalty are interrelated unlike testing the existence of causal relationships.

Digital transformation has been identified as an ever-changing organisational process (depending on a combination of technological, organisational, and customer-related forces) and an exploratory approach would better serve to capture the complexities (Vial, 2019; Hanelt et al., 2021). In addition, inductive reasoning can assist researchers to make sense of contextual evidence and to draw meaningful conclusions based on the available literature and organisational practices (Aguzzoli et al., 2024). The chosen methodology can also be connected to the interpretivist philosophy and qualitative case study design, which will give a consistent approach to the analysis of secondary sources and the overall picture of the impact of Tesco digital transformation on customer loyalty in the context of the UK retail sector (Saunders et al., 2019; Verhoef et al., 2021).
[bookmark: _Toc237189234][bookmark: _Toc238670385]3.4 Research Strategy and Research Design 
The use of a specific research strategy and research design is crucial since it makes sure that the research goals are being met in a systematic and systematic manner (Saunders et al., 2019). In this research, a qualitative case study research strategy will be used and the Tesco PLC will be the single case organisation. A case study approach allows a researcher to examine a modern phenomenon in its natural environment, especially when the scope of the phenomenon and the surrounding environment are not well identified (Yin, 2018). Since digital transformation is associated with technological innovation, customer experience, and relationship management, the case study approach offers a relevant scheme to explore the impact of digital transformation on customer loyalty. 

The use of a qualitative research design is deemed appropriate as it enables the detailed examination of the digital transformation efforts of Tesco, its online grocery store, and mobile application as well as Clubcard loyalty programme. Qualitative research is committed to creating a situational knowledge of organisational behaviour and customer experiences, instead of generating statistical generalisations (Creswell and Creswell, 2018). Moreover, qualitative case studies are the most efficient ways of grasping organisational complexity and changing customer behaviours linked to digital transformation (Aguzzoli et al., 2024). Thus, the chosen research strategy and design offer a logical map of how to meet the research goals and how the digital transformation correlates with customer loyalty (Hanelt et al., 2021; Verhoef et al., 2021).
[bookmark: _Toc237189235][bookmark: _Toc238670386]3.5 Data Collection Methods 
A collection of data is one of the key research stages because the quality and relevance of the collected data determine the validity of the research results (Saunders et al., 2019). The proposed study will be a secondary data collection as this approach would be suitable in exploring the issue of digital transformation and its effect on customer loyalty in Tesco PLC. Secondary research allows to conduct a systematic analysis of existing evidence which has been acquired through credible and publicly available sources and is especially appropriate in qualitative case study research (Creswell & Creswell, 2018). The information will be obtained through peer-reviewed academic journal articles, Tesco PLC annual report, sustainability reports, investor presentation, as well as reliable publications in the industry. 

The relevant studies published no earlier than 2015 and no later than 2025 will be identified in academic databases like Scopus, ScienceDirect, Emerald Insight, and Google Scholar. The corporate reports of Tesco PLC will offer organisation-specific indications of the digital transformation activities and customer engagement strategies (Tesco PLC, 2024). Triangulation of data using various credible secondary sources will help to increase the validity and strength of the results and contribute to a thorough evaluation of the study goals (Yin, 2018; Hanelt et al., 2021).

[bookmark: _Toc237189236][bookmark: _Toc238670387]3.6 Data Sources 
To make certain that the evidence gathered is acceptable, pertinent, and in tandem with the research aims, the study will rely on purposely chosen secondary data sources. The preference will be given to peer-reviewed journal articles that were published in the past five years (2015-2025) to reflect the latest trends in digitalisation, customer experience, omnichannel retailing, and relationship marketing.

Besides that, Tesco PLC annual reports, sustainability reports, investor presentations and official corporate publications will provide evidence that is organisation specific, as it pertains to the company’s digital transformation efforts and customer loyalty tactics (Tesco PLC, 2024). Industry reports and credible market analysis will also be looked at and will give a wider perspective of the UK retail industry. The intentional use of authoritative and recent sources will enhance credibility, applicability, and trustworthiness of the research results as well as guarantee high-quality evidence can be the support of the study (Saunders et al., 2019; Bouncken et al., 2025).
[bookmark: _Toc237189237][bookmark: _Toc238670388]3.7 Data Analysis 
Thematic analysis, the most popular qualitative method of recognising recurring patterns in textual information, will be used to analyse the collected secondary data (Braun and Clarke, 2006; Castleberry and Nolen, 2018). The study requires the use of thematic analysis as it will allow conducting a systematic analysis of the qualitative data associated with the online transformation programs carried out by Tesco PLC and its impact on customer loyalty. However, thematic analysis, in contrast to other analytical methods, allows understanding of the practices and experiences of the organisation, as well as the strategic processes in the context of the real world (Creswell and Creswell, 2018). 

Analysis shall be done in an organised process by including the familiarisation of data, systematic coding, generation of themes, refining themes and interpretation of findings against the research objectives (Braun and Clarke, 2006). Special focus will be made on themes that are related to digital change, customer experience, personalisation, customer engagement, trust, satisfaction and long-term customer loyalty. These outcomes will be further critically compared to the theoretical and empirical literature to uncover consistencies, contradictions, and insights (Hanelt et al., 2021; Verhoef et al., 2021). This analytical procedure will help to make the results transparent, rigorous, and aligned with the research aims and increase the validity of the study (Saunders et al., 2019; Younas and Inayat, 2025).
[bookmark: _Toc237189238][bookmark: _Toc238670389]3.8 Ethical Considerations 
Responsible, transparent, and academically responsible research is ensured through ethical considerations (Saunders et al., 2019). Since this research is going to be based solely on secondary data, no direct human interaction will be needed, and no informed consent or any information about the participants will be necessary. The studies will make use of publicly accessible and reliable literature such as peer-reviewed journal articles, Tesco PLC annual reports, sustainability reports, and industry publications. Any piece of information will be correctly depicted and properly credited by way of consistent referencing to prevent plagiarism and respect intellectual property rights (Creswell and Creswell, 2018). In addition, the research will ensure objectivity because it will look at evidence using a variety of authoritative sources as opposed to taking a single perspective, which will reduce researcher bias and increase the credibility and ethical rigour of research findings (Saunders et al., 2019).
[bookmark: _Toc237189239][bookmark: _Toc238670390]3.9 Research Quality (Trustworthiness) 
To come up with dependable and reliable findings, it is highly important to ensure the quality of research. In qualitative secondary studies, credibility, dependability, and confirmability of the research procedure determine trustworthiness as opposed to statistical reliability (Lincoln and Guba, 1985; Saunders et al. 2019). To increase the level of credibility, the proposed study will rely on several credible sources of evidence, such as peer-reviewed journal articles, annual reports of Tesco PLC, and authoritative industry publications, and enables data triangulation and cross-checking of the results (Yin, 2018). 

The reliability will be ensured by employing a transparent and structural approach to research, and well-defined data collection and thematic analysis procedures (Braun and Clarke, 2006). In addition, the uniformity of using firmly accepted methodological models and engagement of evidence quality will enhance the validity of the results whilst reducing researcher bias, hence the research will yield solid and academically valid findings (Creswell and Creswell, 2018).
[bookmark: _Toc237189240][bookmark: _Toc238670391]3.10 Chapter Summary 
This chapter has presented the methodological framework that will inform the research of the effects of digital transformation on customer loyalty at Tesco PLC. It has vindicated the choice of an interpretivist philosophy, inductive approach, qualitative case study strategy, and secondary data collection method. The chapter has also elaborated the process of data collection, thematic analysis, ethical issues as well as the quality of research and has also provided a rigorous and logical background to the presentation and presentation of findings in the next chapter.


[bookmark: _Toc237189241][bookmark: _Toc238670392]Chapter 4: Findings and Discussion
[bookmark: _Toc237189242][bookmark: _Toc238670393]4.1 Introduction
This chapter describes and discusses the results of the analysis on the effect of digital transformation on customer loyalty in Tesco PLC. Analysis will be conducted on the secondary evidence that will be analysed using thematic analysis, which fits the qualitative case study methodology discussed in Chapter 3 (Braun and Clarke, 2006). Instead of just outlining the digital technologies used by Tesco, the chapter looks at how these projects affect customer satisfaction, engagement and loyalty. 

Special emphasis is placed on the correlations between digital convenience, personalisation, omnichannel integration and customer value. There are also tensions of privacy, trust and the threat of over automation which are also discussed. The results are then contrasted with the corresponding academic literature to verify whether the Tesco digital transformation seems to enhance loyalty and in what circumstances the above advantages are most likely to be preserved.

[bookmark: _Toc237189243][bookmark: _Toc238670394]4.2 Overview of Findings
The thematic analysis suggests that the digital transformation of Tesco has promoted a networked ecosystem comprising of Clubcard, online grocery, mobile apps, click-and-collect and data-driven personalisation. These efforts seem to drive the customer loyalty indirectly by enhancing convenience, relevancy and chances of further engagement instead of the adoption of technology. This helps to support the consideration that digital transformation value is created when technological potential is converted into enhanced experiences by customers (Reinartz et al., 2019). 

One of the discoveries is that customer satisfaction, engagement and loyalty are correlated yet different results. Convenience via digital means can induce repeat utilisation of Tesco services and personalised offers will reinforce this by making interaction more applicable. Nevertheless, there is no indication that such advantages automatically result in long-term loyalty. The review instead suggests that loyalty hinges on whether the customer is continually reminded of the value in the interactions with Tesco, especially when other retailers can provide the same digital services.

Omnichannel integration and trust are also found as crucial conditions affecting the effectiveness of digital transformation. A smooth transition of online and offline channels can minimize customer effort, and lack of integration can diminish the power of online convenience. Likewise, customer relationships can be enhanced by personalisation perceived to be helpful, though the use of vast customer data can give rise to privacy and transparency issues. In sum, Tesco digital transformation seems to be in a best position to build loyalty when technology supports them in improving an ongoing, meaningful and reliable relationship with their customers and not an endpoint.
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Figure 4.1: Thematic Findings Framework




Table 4.1: Summary of Key Findings from the Thematic Analysis
	Theme
	Key Finding
	Interpretation for Tesco PLC

	Digital transformation initiatives
	Tesco's Clubcard, online grocery services, mobile applications, click-and-collect and customer analytics operate as interconnected digital capabilities.
	The value of digital transformation comes from combining capabilities rather than relying on individual technologies.

	Customer satisfaction
	Digital services improve convenience, accessibility and relevance by reducing customer effort and supporting personalised interactions.
	Satisfaction is strengthened when digital services reliably solve practical customer needs.

	Customer engagement
	Digital channels increase opportunities for repeated interaction through personalised offers, loyalty benefits and mobile services.
	Greater interaction can strengthen engagement, but frequency of interaction does not automatically indicate stronger customer commitment.

	Customer loyalty
	Digital transformation can support loyalty through convenience, perceived value, engagement and relationship quality.
	Loyalty is conditional and depends on Tesco consistently delivering value that customers have a reason to maintain.

	Omnichannel experience
	Integration between online and physical touchpoints influences the consistency and convenience of the customer journey.
	Tesco needs to ensure that digital and physical channels operate as one coherent customer experience.

	Personalisation and trust
	Personalised services can increase relevance, but extensive use of customer data creates privacy and transparency considerations.
	



Source: Author's own analysis based on secondary sources including Tesco PLC (2024, 2025), Reinartz et al. (2019), Kumar et al. (2019), Lemon and Verhoef (2016), Shankar et al. (2021), Mukhopadhyay et al. (2024), and Frank et al. (2021).
[bookmark: _Toc237189244][bookmark: _Toc238670395]4.3 Tesco's Digital Transformation Initiatives
The results show that Tesco is transforming digitally through several complementary initiatives, and not through one specific technology. These are the Clubcard ecosystem, online grocery services, mobile apps, click-and-collect and customer analytics. In 2023/24, Tesco recorded a figure of over 82% of its UK sales attributable to Clubcard transactions (Tesco PLC, 2024). This shows just how large the customer data has been incorporated into retail operations by Tesco. 

To Clubcard thus seems to have evolved to become more than a traditional rewards programme. Its significance is based on linking buying behaviour to tailored offerings and maintaining customer engagement. This establishes an ability whereby Tesco can act on the individual buying trends as opposed to customers being a homogenous market. Nevertheless, gathering a large amount of customer data does not necessarily generate loyalty since the strategic value of it will be established by how customers view the subsequent gains as applicable and valuable. 

This relationship goes beyond the physical store with Tesco providing online grocery provision and mobile applications. Through digital channels, customers can shop and manage all their purchases, make orders and search the products without losing touch with Clubcard benefits. This provides Tesco with a chance to know the behaviour of customers in various touchpoints. This observation is meaningful since digital transformation is hence transforming not merely the location where the customers go shopping but also the manner Tesco remains on an everlasting relationship with its customers.

Another way in which Tesco is integrating its digital and physical activities is through click-and-collect. Purchasing process becomes online where the customers collect the orders in the physical stores integrating the physical store infrastructure with digital convenience. This integration is also aligned with the recent studies that claimed that the success of omnichannel retailing relies heavily on the quality of channel-channel connections as opposed to mere the availability of their channels (Balbín Buckley et al., 2024). 

This difference should be considered when assessing the digital transformation of Tesco. It can be possible to provide a variety of digital channels to offer more customer choice, but a disjunctive or uneven experience can diminish the value produced by these channels. Studies by omnichannel customer experience also highlight the need to have consistent interactions between touchpoints (Both & Steinmann, 2023). The transformation of Tesco cannot be evaluated based on any other criteria, but rather on the effectiveness of channels to operate in a way that is customer focused. 

The recent performance of Tesco serves as another indication that such digital capabilities are now integrated into the broader customer offer of the latter. In 2024/25, the UK Clubcard sales penetration rose to 84%, and Group-wide Tesco app users stood at 18 million, which is 12% growth per year. Digital Clubcard scans explained 63% of all UK Clubcard transactions which is 11 percentage points higher (Tesco PLC, 2025). These numbers prove that there is considerable digital engagement, and it cannot be regarded as the sign of loyalty. High adoption could capture the financial appeal of the Clubcard prices, and the ease of shopping online as opposed to emotional attachment to Tesco. This vital implication is that Tesco digital ecosystem seems to be increasingly taking root in the daily purchasing behaviour, yet behavioural dependence need not be readily equated with attitudinal loyalty.

Another layer to this change is customer analytics and AI-powered personalisation. These features enable Tesco to utilize the information on purchases to create more personalized offers and interactions. This personalisation has the potential to make it more relevant and to stimulate customer involvement when the customers are offered benefits based on their real needs. But increased personalisation also creates more need to be responsible with data use, as customers can be concerned about how their data is collected and used.

The results on balance point to the fact that Tesco as a company is not stronger regarding its digital capabilities due to the presence of a specific technology but as a compound of interconnected digital capabilities. Clubcard is a source of customer understanding, digital channels are convenient sources of value, and analytics have the potential to convert behavioural data into personalised value. However, these capabilities can be of strategic use only when they enhance the overall experience of the customer. This evidence then indicates that the digital transformation of Tesco should be seen as an act of enhancing customer relationships, but not as a testament to the fact that investment in technology itself results in loyalty.

[bookmark: _Toc237189245][bookmark: _Toc238670396]4.4 Impact on Customer Satisfaction
The results specify that the Tesco digital transformation is an aspect that leads to customer satisfaction primarily due to lessening efforts and enhancing convenience during the shopping process. Online groceries give customers an opportunity to shop and not travel to a store, whereas mobile services give them more control over shopping and order management. The significance of this is that convenience can be converted to a significant source of value when digital services are used to eliminate the practicality of shopping groceries as part of an everyday routine. Yet, the data indicate that the concept of convenience should be regarded as the factor of satisfaction but not the indicator of loyalty in isolation (Singh and Soderlund, 2020). 

Personalisation offers a second way of how digital transformation can impact satisfaction. The fact that Tesco utilises the data on Clubcards means that offers and promotions can also be better tailored to the purchasing behaviour of individual customers, which may create a sense of more relevance of the digital interactions. The advantage is not that customers will have more information but that some of the information and offers they are faced with can be useful to them. This agrees with Hossain et al. (2023) who explain that customer analytics have the potential to generate value when organisations are effective in converting data into applicable customer outcomes.

The results also emphasize the significance of the merging between the digital and physical channels of Tesco. Customers can start their shopping experience online, and in the process, utilize a mobile application and communicate with a physical store via collection or fulfilment. In the case that these interactions are regular, the customer will not need to repeat information or to adapt to varying processes. According to recent findings, the overall experience of the channel integration can be reinforced, and the level of satisfaction is partly determined by the extent to which retailers make their respective touchpoints interdependent (Balbín Buckley et al., 2024). 

However, the convenience online does not preclude the chances of dissatisfaction. Availability and delivery issues, substitutions, technical functionality or communication issues can all easily erode the advantages that digital services bring. This implies that customers can evaluate Tesco not just based on the refined nature of the technology but on whether the technology is able to give the anticipated result. This result is important as it contradicts a technology-based definition of satisfaction: a complex digital interface cannot do much when the experience of the service behind it is patchy.

Personalisation and customer expectations also may come into a possible conflict. Interactions can be more valuable with relevant recommendations, although overload or poorly targeted communications can be more of an annoyance than a benefit. As a result, Tesco should focus on making personalisation be viewed as customer-focused instead of being viewed as a major means of intensifying promotional activity. In general, the results indicate that digital transformation can positively impact customer satisfaction, yet such an effect is conditional on the aspect of reliability, integration and perceived relevance. Satisfaction is then more about the outcome of the effectiveness of Tesco digital capabilities in addressing customer problems and not merely the extent to which the capabilities are advanced.
[bookmark: _Toc237189246][bookmark: _Toc238670397]4.5 Impact on Customer Engagement
The results suggest that the digital transformation of Tesco has increased the interaction with customers and customer engagement that was mostly occasional customer purchasing has been replaced with more persistent types of digital communication. Repeat customer interactions with Tesco through Clubcard, mobile applications and online grocery services offer a customer repeated opportunities to engage with Tesco prior, at the time and post purchase. This is important to note since engagement goes beyond making a purchase; it is an expression of how much customers are willing and able to engage and react with the retailer (Pansari and Kumar, 2017). 

The importance of clubcard seems especially significant as it ties the activity of purchasing to the individual communication and incentives. The customer will be able to get the offers based on their past purchase behaviour to generate an urge to revisit both the digital and brick-and-mortar channels of Tesco. This will help to enhance the interaction, where the customers feel that the interaction is not just promotional. Nonetheless, the repeated communication does not always imply the greater involvement, as the excessive or unrelated offers can decrease the perceived value of the relationship.

The mobile and online ecosystem also facilitates engagement where Tesco can be found in various touch points of the customer journey. Customers can browse products, manage orders, review offers and interact with loyalty benefits without waiting until their next physical store visit. Recent findings on the topic of omnichannel retailing indicate that the integrated touchpoints have the potential to enhance customer experience through forming more continuous and connected interactions (Xuan et al., 2023). In the case of Tesco, this implies that the digital channels can enhance the intensity and frequency of contact with customers. 

Nonetheless, the results indicate that the frequency of interaction is to be mixed up with the quality of engagement. A customer might use the application repeatedly due to the convenience of Tesco but is only strongly attached to the brand. Such a difference is significant since, even though digital convenience may promote the development of a habitual behaviour, it may not produce an emotional commitment or advocacy, in the first place. Thus, the problem Tesco will face is how to turn recurring digital interaction into value generation and relationship building as opposed to using a frequency of transactions as an indicator of interaction.

AI and customer analytics open additional possibilities to enhance the level of engagement with more relevant suggestions and personalised interactions. Recent studies also see AI as more significant in the process of customer engagement; however, it is essential to consider the customer experience of technology instead of reviewing it based on its technological potential (Suraña-Sánchez et al., 2024). Tesco must thus make sure that automated interactions are valuable, interpretable and in proper timing. In general, the findings indicate that the most effective way of engaging is by using digital change to enable the meaningful customer participation, and not by the sheer number of digital contacts.
[bookmark: _Toc237189247][bookmark: _Toc238670398]4.6 Impact on Customer Loyalty
The results indicate that Tesco digital transformation can lead to customer loyalty in several intertwined mechanisms, especially perceived value, convenience, engagement and relationship quality. Nevertheless, the assumption of creating loyalty through digital investment is not evidenced. Tesco customers can use its digital services again and again as they find them convenient and are still willing to switch to those of competitors who can provide them with better prices and products or experiences. Loyalty thus seems to be determined by whether a digital transformation produces a relationship that is valuable enough and consistent enough, to diminish the urge of customers to change (Rather et al., 2019).

Clubcard plays a key role in this relationship given that it enables Tesco to relate customer buying behaviour with individualised loyalty and communication. This will be able to add value of staying in the ecosystem of Tesco especially as customers are given offers that are applicable to their real purchasing behavior. The benefit of loyalty does not then lie in the disciplined offer of discounts, but in the utilization of the information of a customer to make the relationship a more personally relevant one. The more recent studies of omnichannel retailing also show that customer experience in a set of integrated touchpoints can lead to increased brand loyalty (Xuan et al., 2023).

Another significant route linking digital transformation and loyalty is convenience. Mobile ordering and click-and-collect, online grocery shopping can save time and effort in making regular purchases, rendering the further use of Tesco more appealing. This can promote the development of the buying habit as buyers can get used to the digital operations of Tesco and have fewer reasons to switch. However, the loyalty that is based on convenience can be quite weak since it is possible to copy comparable digital services introduced by rivals. The implication here is that Tesco cannot use convenience as a sole determinant of developing a sustainable competitive advantage. 

The interaction with customers seems to offer an even higher connection between digital interaction and long-term loyalty. Customised offers, loyalty points and frequent digital interactions aim to provide Tesco with an opportunity to continue their relationship after the completion of a single transaction. This adds to the likeliness that committed customers could be capable of demonstrating behavioural as well as relational loyalty to a retailer (Pansari and Kumar, 2017). Nevertheless, the level of engagement is not to be evaluated in terms of how many times the apps are used or purchases are made, as the repetitive checks can be attributed to convenience and not the attachment to the brand.

Another significant finding is a critical weakness of the study, namely digital transformation can enable switching more and less difficult. The use of digital platforms lowers transaction and search costs, enabling the customers to weigh competing retailers against each other, comparatively without much effort. Tesco thus finds itself in a place where technology could both deepen its bond with the current customers and open them up to other offers. This supports the previous observation that the loyalty is determined by the quality of the overall customer relationship and not technological sophistication solely (Reinartz et al., 2019). 

Altogether, Tesco can be seen as having been effective in its digital transformation in encouraging loyalty in ways that are both convenient and personalised value and meaningful engagement. Nevertheless, these mechanisms are contingent on the credibility of the service, similar experiences and ongoing belief among the customers that Tesco offers them a better offer. The key conclusion then is that technology does not build loyalty per se, rather loyalty is reinforced when it is incorporated into a customer relationship which customers have a reason to sustain.

Table 4.2: Relationship Between Tesco's Digital Capabilities and Customer Outcomes
	Digital Capability
	Primary Customer Outcome
	Potential Contribution to Loyalty
	Key Limitation/Risk

	Clubcard and customer analytics
	Personalised value and targeted engagement
	Encourages repeat purchasing and strengthens perceived relevance
	Excessive data use may create privacy concerns

	Online grocery services
	Convenience and accessibility
	Can encourage continued use through reduced effort
	Delivery, availability or service problems may reduce satisfaction

	Mobile applications
	Continuous access and interaction
	Supports habitual engagement and personalised communication
	Regular usage does not necessarily indicate emotional loyalty

	Click-and-collect
	Flexibility and channel convenience
	Reduces effort and supports integrated shopping behaviour
	Requires effective coordination between digital and physical channels

	AI and personalisation
	More relevant recommendations and interactions
	Can strengthen engagement and perceived customer value
	Poorly targeted or excessive automation may reduce trust

	Omnichannel integration
	Consistent customer journey
	Can strengthen satisfaction and relationship quality
	Fragmented experiences can undermine the benefits of digital transformation



[bookmark: _Toc237189248][bookmark: _Toc238670399]4.7 Omnichannel Customer Experience
The results show that the omnichannel model of Tesco is significant as its customers are shifting between online and offline touchpoints when making the same purchase. Online grocery shopping, mobile, Clubcard and click-and-collect enable customers to engage with Tesco across a variety of different platforms whilst all within the same retailing ecosystem. The usefulness of this model then is the extent to which these channels deliver a consistent experience and not merely the magnitude of the available number of options. This helps to affirm the idea of customer experience as building within the broader journey as opposed to individual transactions (Lemon and Verhoef, 2016). 

Integration of channels seems to be especially significant in terms of convenience of customers. Using physical stores to collect or another stage of the purchase process, the customers are able to search and order products digitally. According to new studies, an excellent channel integration will help to enhance the quality of customer experience through the omnichannel by diminishing friction across their touchpoints (Balbín Buckley et al., 2024). In the case of Tesco, it implies that the digital transformation is more powerful when online and bricks-and-mortar services are linked elements in the same customer experience.

Nonetheless, expansion into the omnichannel also brings more expectations. Less tolerates to inconsistent prices, incorrectly represented availability, technical issues or channel variations in service quality may be manifested in customers. As a result, the very digital infrastructure which makes life more convenient can be the source of dissatisfaction in the situations when integration does not take place. The results thereby indicate that the competitive benefits that Tesco is enjoying is not just in the number of channels that are available but in the process of rendering the channels to be coherent, reliable and easy to use. This renders the aspect of omnichannel integration to be a factor that can be added to digital transformation to bring about satisfaction and, indirectly, customer loyalty in the long-term.
[bookmark: _Toc237189249][bookmark: _Toc238670400]4.8 Trust, Privacy and Personalisation
The results have shown that one of the best methods by which Tesco can translate customer data into perceived value is personalisation. Clubcard helps Tesco to track the buying behaviour and offer more personalized offers to customers. Nonetheless, personalisation is subject to the worth of the perception that customers hold about the exchange of their information as fair and valuable. Personalisation can thus serve to reinforce the relationship in a high relevance but might fail to maximize its effectiveness where customers feel that data use is extreme or intrusive (Aguirre et al., 2015). 

Trust is thus a significant requirement in continuing to enjoy the positive attributes of Tesco data-driven strategy. Customers must have the assurance that their data are utilized with care and that customized communications are real value-generation and not mere promotions to spend money. This poses a conflict between the capability of Tesco to make the marketing more accurate and the expectation of the customer towards privacy and transparency. Martin and Murphy (2017) also note that data privacy has come to the forefront of new marketing relationships.
.
The analysis thus indicates that Tesco ought not to measure personalisation based on increased activity or purchases. A more sustainable practice necessitates a balance between commercial utilization of customer data and transparency, relevance and customer control. In case this balance is attained, personalisation can enhance perceived value and quality of relationships; otherwise, the same potential can be used against trust and diminish loyalty. The critical implication is that the customer data will only be a loyalty asset when customers believe that the data exchange is valuable, appropriate and trustworthy.
[bookmark: _Toc237189250][bookmark: _Toc238670401]4.9 Critical Discussion and Synthesis
Combined, the results imply that the digital transformation of Tesco is positively but contingently correlated with the customer loyalty. There is no evidence to support a linear technology-loyalty relationship. Conversely, the digital capabilities seem to have an impact on loyalty via the medium results including convenience, satisfaction, engagement and perceived value. This is overall in line with the existing literature, but the example of Tesco suggests that these consequences should act in concert to generate more significant relationship effects (Reinartz et al., 2019). 

One of the important findings is that customer experience serves as the mediating factor between digital and loyalty capabilities. Tesco can generate value by making its online services and omnichannel infrastructure make interactions more relevant and less work. Nevertheless, according to the latest omnichannel studies, the quality of integration matters when it comes to the actual experience of the customers regarding the benefits (Mukhopadhyay et al., 2024). This implies that, to a customer who experiences discontinuous or disintegrated service, technological investment has little strategic importance.

The findings also reveal a tension between personalisation and trust. The increased access to customer data will enable Tesco to offer more relevant offers, yet the same can raise questions about privacy and over targeting. Consequently, the commercial efficiency of personalisation is conditioned in part by the perception of the data exchange as the beneficial and appropriate one by customers. This builds on the previous body of literature in that loyalty is not merely a by-product of more positive digital experiences; it also relies on the willingness of customers to have trust in the processes by which positive experiences are generated. 

Overall, the analysis has shown that Tesco creates the greatest source of digital advantage not by technology, but by integrating technology with value creation based on customers. Digital transformation has the potential to build loyalty when it creates convenient, relevant, integrated and trustful experiences. On the other hand, technology that makes things more complicated, less human-friendly or privacy-related could decrease the very quality of relations it is supposed to enhance.
[image: ]
Figure 4.2: Digital Transformation–Customer Loyalty Relationship

Another critical interpretation is that digital transformation at Tesco has the potential to generate both switching resistance and switching flexibility. Clubcard benefits, tailored deals and encounters with the digital world of Tesco can add to the perceived benefits of staying with the retailer. Nevertheless, digital platforms also lower the costs of search and comparison, so the customers can more easily compare competing retailers. This poses a strategic paradox as the same technology that leverages the relationship of Tesco with the current customers could equally bring alternative offers into the limelight of view and accessibility. 

Thus, digital interaction cannot be considered a barrier to switching, especially in a very competitive grocery market. It implies that Tesco can leverage its digital edge by the constant provision of higher customer value, as opposed to technological implementation. The customers might stay due to the convenience of digital services and personalisation, yet they might become less unique as other retailers will learn to do so. The strategic issue is then how to integrate Clubcard data, omnichannel integration and individualised engagement in a manner that is hard to copy and always valuable to the customer. This is in keeping with Singh (2019) who demonstrates that the quality of online grocery experiences can determine customer loyalty and switching loyalty. Tesco therefore needs to translate the digital engagement into more of relationship value as opposed to usage frequency as a sign of loyalty.
[bookmark: _Toc237189251][bookmark: _Toc238670402]4.10 Findings Against Research Questions
The results give a very definite answer to each of the three research questions. RQ1 is discussed with references to the integrated use of Clubcard, online grocery services, mobile applications, click-and-collect and customer analytics utilized by Tesco. RQ2 is answered by the fact that the initiatives can enhance convenient, satisfaction and engagement as they may lead to loyalty in case of a sustained service and perceived value. The need to enhance channel integration, personalisation (personal responsibility) and customer trust and relationship-oriented digital engagement addresses RQ3. All in all, the results show that Tesco can leverage digital transformation to enhance loyalty, although its success hinges on the success of converting technology to both long-term customer value and relationship quality.
An important condition is that the results have a higher level of evidence on the relationship between digital transformation and loyalty than causation impact. Analysis reveals that digital capabilities provide grounds that could make customers loyal by satisfying, engaging, being convenient and perceiving value but the customers might also act on the price, availability of goods and services quality. Thus, the results cannot be viewed as proving that the digital transformation determines the loyalty. Rather, it seems that digital transformation is a potential enabling capability the success of which relies on the degree to which Tesco integrates technology with the overall customer value and relationship management.
[bookmark: _Toc237189252][bookmark: _Toc238670403]4.11 Chapter Summary
This chapter discovered that the digital transformation of Tesco has the potential to enhance customer loyalty based on convenience, personalisation, engagement and integrated customer experiences. These are however conditional on service consistency, trust and perceived customer value. The results thus show that technology is not the source of loyalty, but it works based on how well Tesco exploits digital strengths to develop and maintain meaningful customer relationships.

[bookmark: _Toc237189253][bookmark: _Toc238670404]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc237189254][bookmark: _Toc238670405]5.1 Introduction
This chapter summarizes the entire research by assessing the general association between the digital transformation and customer loyalty at Tesco PLC. The results show that Tesco has the potential to use its digital capabilities to enhance customer satisfaction, engagement, and loyalty but the success of these capabilities is tied to the ability to integrate these capabilities in the overall customer relationship. The research thus does not suggest a naive intuition that the initiatives of technological investment automatically generate higher loyalty. Rather, digital transformation adds value through enhancing convenience, personalisation, service consistency and meaningful customer interaction. The chapter is a summary of the main conclusions, theoretical and managerial implications, and the recommendations, which directly address the findings. It also recognizes study limitations and possibilities of future research.
[bookmark: _Toc237189255][bookmark: _Toc238670406]5.2 Overall Conclusion and Key Findings
The paper concludes that the digital transformation of Tesco can result in a stronger customer loyalty; nevertheless, it is not a direct and automatic interrelation. The capabilities that can be used to enhance the customer experience are offered by Tesco through its ecosystem of Clubcards, online grocery services, mobile apps, click-and-collect and customer analytics. Their value to loyalty is however subject to their perception by the customers to be able to provide continuing value. The observation allows advancing the idea that the digital transformation needs to be measured based on the customer outcomes that it generates instead of the complexity of technologies used (Reinartz et al., 2019). 

Customer satisfaction was one of the significant value-creating mechanisms that the digital transformation brings about. Mobile services and click-and-collect as well as online shopping can decrease customer effort and offer them more flexibility in regular grocery shopping. However, it is a weak point in terms of satisfaction in situations where technology does not bring the desired service outcome. Convenience generated by digital services can easily be negated by delivery issues, inaccurate availability, technical issues or inconsistent channel experiences. Tesco must thus be aware that digital convenience is useful only with the back-up of sound underlining service quality.

The results also mean that customer interaction is a significant customer contact point between digital communication and loyalty. Personalization of clubcards and mobile services give Tesco recurring chances to engage with customers on a more personal level than on a transaction-to-transaction basis. Nevertheless, the common contact is not necessarily to be understood as high relationship commitment. Tesco customers can continue using the services of the firm due to its convenient nature although they can switch over to competitors who offer a better price. The Tesco dilemma is therefore to change recurrent digital contact to benefitable relationship worth as opposed to the current attitude of measuring a transaction frequency or frequency of repetition as loyalty indicators. 

Another conclusion is about the connection between individualisation and the trust. The availability of customer purchasing information by Tesco gives it significant potential to offer viable deals and enhance the sense of value. Meanwhile, the more personal data is used, the more significance the transparency and data management responsiveness has. Personalisation may hence emerge as a competitive advantage where the customers will realise that it has its advantages, and the exchange of the information will be seen as fair. When customers rather feel overwhelmed by targeting or loss of control of their information, the same will empty the trust, and loyalty.

In general, the research finds that the integration of technology, customer experience and relationship management is the strongest digital strength of Tesco. The infrastructure is provided by technology, but loyalty is tied to the ability to make the infrastructure useful, topical, consistent and dependable experiences. The conclusion is critical especially in a competitive grocery market where digital capabilities are becoming more prevalent among competing retailers. The long-term strength of Tesco thus lies not so much in digital technology ownership but rather in methods of applying it to the practices that the customers would still appreciate.
[bookmark: _Toc237189256][bookmark: _Toc238670407]5.3 Conclusions Against Research Objectives
Objective 1: To identify the key digital transformation initiatives implemented by Tesco PLC
The initial goal was met by determining the core digital activities of Tesco in its Clubcard ecosystem, online grocery, mobile apps, click-and-collect and customer analytics. As the analysis shows, these initiatives cannot be considered in isolation since their value can be enhanced as they create networked components of the broader Tesco digital ecosystem. Clubcard is especially important as it relates both customer transactions to personalised engagement and gives Tesco information that can be used to make customer-focused decisions. The purpose is thus covered in the light of digital transformation being an interconnected ability as opposed to the compilation of technologies.
Objective 2: To examine the impact of digital transformation on satisfaction, engagement and loyalty
The second goal was sated by the discovery that digital transformation has the capability to enhance convenience, accessibility, personalisation and customer interaction. Nevertheless, the discussion shows that these results do not necessarily result in long-lasting loyalty. Happiness may lead to recommending and repeat use, whereas engagement may lead customers to interact with Tesco more, yet loyalty will come when customers see further value in the relationship. This difference is significant as digital technologies can both make Tesco more convenient and competitors easier to compare. The grand conclusion is, then, that digital transformation of Tesco will help to foster loyalty most effectively when satisfaction and engagement are translated into a wider notion of relationship value.
Objective 3: To recommend strategies for enhancing customer loyalty through digital transformation
The third goal is achieved by recommending enhancing the quality, instead of merely expanding the scope of Tesco digital transformation. The results indicate that Tesco needs to focus more on the smooth integration of channels, accountable personalisation, enhanced data transparency, and balanced provision of both digital and human services. These priorities are a direct response to the limitations that are presented in the analysis. This goal is thus achieved by converting the findings into practical actions that will help to build long term relationships with the customers.
[bookmark: _Toc237189257][bookmark: _Toc238670408]5.4 Theoretical and Managerial Implications
This research adds to the scientific community by linking digital transformation to customer experience and relationship marketing instead of using technology adoption as an adequate response to loyalty. The results indicate that the willingness of customers to use digital services might be explained by technology acceptance, yet sustained use cannot be an explanation of whether customers will turn out to be loyal. Digital capabilities can affect longer-term relationships via intermediate mechanisms via customer experience, perceived value, engagement and trust. This reinforces the overarching view that it has been laid down in the literature review and shows how digital transformation and loyalty need to be approached as a phenomenon rather than as two distinct phenomena.

In terms of management, the results can imply that Tesco must assess digital investments based on the customer value and relationship outcomes, rather than on the adoption rates or technological scale. Managers can ask the question of whether digital services lead to less customer effort, make the experiences more relevant and consistent across channels. This would promote a change in the current technology-based performance measures to wider customer relationship quality and retention measures.



[bookmark: _Toc237189258][bookmark: _Toc238670409]5.5 Recommendations for Tesco PLC
1. Strengthen omnichannel integration. Tesco needs to focus on maintaining uniformity in information, service processes and customer service through its online, mobile and physical systems. The aim must be to ensure that channel switching is easy and not just increasing the number of digital touchpoints.
2. Adopt responsible personalisation. Tesco ought to utilise Clubcard data as a way of offering realistically relevant offers without over-targeting or being redundant. The personalisation must be measured based on the usefulness which is perceived by the customers and not just the promotional response.
3. Increase transparency around customer data. Tesco ought to articulate the message about how customer information assists in personalised services and offer customers significant control over their information. This can be used to maintain confidence needed in long term digital relationships.
4. Maintain human support alongside automation. Regular interactions should be processed effectively by AI and automated services, whereas human help must be built in such a way that the customers could reach it whenever issues are complicated or delicate. This would stop efficiency gains undermining the perceived relationship quality.
5. Measure loyalty beyond repeat purchasing. Tesco ought to differentiate between repeat purchases, which are based on convenience and loyalty, which is more profound (engagement, retention, advocacy and satisfaction with relationship). This would give a more conclusive measure of whether digital transformation is creating sustainable customer value.
[bookmark: _Toc237189259][bookmark: _Toc238670410]5.6 Limitations and Future Research
The limitation of this study is that it used secondary qualitative evidence and also was restricted to Tesco as a case study. The results thus offer contextual meaning and not statistically generalisable data or the actual measure of customer attitudes. The evidence may be further solidified in the future with primary research that will involve Tesco customers, specifically survey or interviews with customers about their perception of personalisation, privacy, convenience and loyalty. Comparative analyses of Tesco and other UK grocery market rivals might also determine whether the relationships found are Tesco-only or the grocery sector.
[bookmark: _Toc237189260][bookmark: _Toc238670411]5.7 Chapter Conclusion
The research concludes that digital transformation has the potential to enhance the loyalty of Tesco customers, and it is not only technology that can produce loyalty. Sustainable loyalty is pegged on the capacity of Tesco to transform digital powers into handy, personal, integrated and reliable customer relationships. Digital transformation must be made more customer centred, instead of merely more technological, which should be the strategic priority.
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Notes
	Revised Systematic Literature Review Dataset


	Topic
	The impact of digital transformation on customer loyalty: Tesco PLC / UK grocery retail

	Selection approach
	Retains strong foundational articles and adds recent peer-reviewed research from multiple major academic publishers.

	Publisher balance
	Elsevier/ScienceDirect is no longer the sole or dominant discovery platform; the table also includes Wiley, Springer Nature, Emerald, Taylor & Francis, SAGE and MIS Quarterly.

	Recency rule
	Recent empirical/review articles are prioritised, while older studies are retained only where they are foundational or directly relevant.

	Important use note
	The DOI/article URL is included for verification. Cite the journal article itself—not the publisher website—in the dissertation.

	RQ1
	What are the key digital transformation initiatives implemented by Tesco PLC?

	RQ2
	How do Tesco PLC's digital transformation initiatives influence satisfaction, engagement and loyalty?

	RQ3
	What strategies can Tesco PLC adopt to strengthen customer loyalty through digital transformation?
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((( TECHNOLOGY + DATA + CUSTOMER CENTRICITY = SUSTAINABLE RETAIL GROWTH )))





