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UK supermarkets treat pricing as vital amid customer sensitivity and competition. Tesco, Sainsbury, Asda, and Morrisons have been seen to offer discounts, loyalty programs, and incentives for bulk purchases in a bid to attract customers and retain or defend their current market share. Although these tactics do ease clients' ability to make purchases, it's unclear whether they lead to long-lasting customer loyalty. The dissertation focuses on the relation between price promotions and consumer loyalty (Kumar, 2022).
Contributions to marketing literature impelled the study. In particular, literature supported the study. It ensured that the research design and anticipated results are clear and consistent with the study's aim, and that the restrictions and time frame have been planned for.
 Background to the Research
The UK grocery market is fiercely competitive, with low profit margins and is somewhat sensitive to consumer demand. Price promotions can help build relationships with the clients, if only for a short time, as prices will likely attract them. Supermarkets are in a dilemma: finding the right balance between short-term sales and loyalty schemes. This research investigates the correlation between price promotions and client loyalty. Do price promotions only attract price-sensitive customers?
Aim
To determine how useful price promotions can be in retaining customers in UK supermarkets.
Research Objectives
· To establish some general price promotion strategies applied by UK supermarkets.
· To study the customer reaction to price promotions.
· To check the possibility of these promotions to create long-term customer loyalty.
Research Questions
· What are the impacts of price promotions on customer retention?
· What are the best promotional tactics?
· Are price promotions conducive to long-term loyalty?
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The theme of this review is based on three critical themes, namely: (1) the nature of price promotions in UK supermarkets; (2) contextual and research gaps in the UK supermarket environment; and (3) the relationship between price promotions and customer retention/loyalty.
1. Nature of price promotions in UK supermarkets
Grocery retail promotions are usually in the form of temporary offers, multi-buy promotions, and loyalty-member promotions. According to Kantar (2025), UK supermarkets are increasingly engaging in more aggressive promotional activity amid inflationary and competitive pressures: a recent review of the UK found that promotions accounted for about 28.2% of grocery expenditure. In addition, the Competition and Markets Authority (CMA) (2024) found that a key type of promotion in UK grocery stores is loyalty pricing, where non-members pay a higher price than members. Such two-tier programs pose problems of access and equity: in its customer poll, the CMA found that only 40% of buyers believed that loyalty-member prices were real savings (Kitcher-Jones, 2024). In this way, the promotional arena can be described as having a volume of deals and complexity in member vs non-member pricing, bundling, and multi-buy in the UK scenario.
2. Price promotions and customer retention/loyalty
One of the main issues is that price promotions help achieve greater long-term customer retention than short-term sales increases. In theory, promotions lower the price barrier and can help increase trial or switch, though they do not necessarily lead to attitudinal loyalty or repeat purchase behaviour. Recent review in the industry indicates that loyalty in retailing through discounting and member pricing is still a popular approach to attracting shoppers, more and more consumers find that lower prices are not their only loyalty destination as the report on customer loyalty in the UK suggests that schemes must offer more than discounts to their shoppers, with 76% of the sample telling in the report that they expect perks beyond discounts in their schemes (Business Quarter, 2025). This implies that price promotions might be essential, but not enough to retain. In addition, a GlobalData study posits that during a cost-of-living crisis, customer retention and engagement schemes, which can involve price promotions, will be considered part and parcel of UK supermarkets (GlobalData, 2022). The exact causal interrelationships between the pure price-incentive element discounts, member-only pricing, customer retention, repeat purchase, and loyalty have not been thoroughly researched in the UK supermarket context. Numerous studies report increased uptake or sales during promotions, but not a continuation of repeat business afterwards.
3. Contextual factors & research gaps in UK supermarkets
The literature raises several contextual and methodological concerns. First, the UK grocery industry is highly promotional. Still, the literature on the subject is not limited to UK supermarkets. It fails to differentiate between price promotions and the overall benefits of loyalty programme points, tiers, and membership benefits. For example, the CMA review highlights the concept of loyalty pricing but fails to determine whether the savings serve as an incentive to retain or switch transactions (CMA, 2024).  Second, consumer trust and accessibility are essential: in member-only price promotions, many non-members perceive non-member prices as overcharged, and specific segments (e.g., those without digital access) may not benefit, which can hurt retention in underserved segments (Lovett, Simmonds, and McDonald, 2024). Third, numerous available studies address short-term performance sales uplift, changes in basket composition, while fewer analyse long-term retention performance, whether the customer remains after the promotion ends. One example is a Nesta study that investigated food promotions and sales in terms of quantity, but not their relationship to retention behaviour (Hilliard et al., 2024). This is where the gap stands: in UK supermarkets, how well price promotions, not membership rewards, can lead to customer retention, and under which conditions?
The theoretical bases are consumer behaviour models, price sensitivity, switching costs, perceived value, relationship marketing, loyalty programmes, and commitment (Saxena, 2020). Price offers can provide utilitarian value that would otherwise not be accompanied by emotional or relational stimuli; they may not produce loyalty. Reports and reviews of the UK's regulatory landscape indicate a high level of promotions and dynamic loyalty pricing, yet they rarely quantify the retention effects.
Identified Gaps
· There is limited UK-specific supermarket research that separates the effect of price promotion on long-term customer retention from its impact on short-term sales.
· Minor longitudinal evidence on repeat purchasing effects that remain after promotional activities.
· Lack of knowledge in the interaction of price promotions with loyalty programme membership, consumer trust and availability in influencing retention.
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Research Philosophy
The research philosophy in this study is a positivist one, grounded in the premise that social reality is observable, measurable, and explainable through objective data. The empirical approach is demanded by positivism and thus well-suited to the quantitative nature of this study. The philosophy supports the research's purpose of establishing quantifiable correlates of the relationship between price promotions and customer retention in UK supermarkets (Ltd, 2024). It is assumed that customer behaviour can be inferred from numerical data, such as sales dynamics, promotion levels, customer retention, etc. This consideration is of a philosophical nature and therefore allows the research to be neutral and scientifically valid, producing facts rather than subjective and/or interpretive insights.
Research Approach
The article by Barbosa (2024) examines the intersection of marketing and consumer behaviour by categorising theories and empirical evidence using a deductive approach. The deductive frame will guide the research, leading to the hypothesis that price promotion affects customer loyalty in UK supermarkets. In this method, the frameworks are evaluated against secondary data to justify or refute the continuities of previous publications. Since the paper is not expected to contribute to theory but rather to assess and polish existing theories in customer retention and price promotion marketing, the use of deductive reasoning is appropriate.
Methodological Choice
The research employs a quantitative method which concentrates on numbers and ignores anything qualitative. In quantitative research, the circumstances are set up systematically, which allows for comparison and makes it easy to find patterns and relationships. Such an approach extends the positivist philosophy and deductive reasoning; accordingly, conclusions are drawn from evidence rather than personal viewpoints. Quantitative techniques enable the researcher to describe results for central metrics, such as the percentage of promotions, the discount rate, loyalty, attendance, and retention, using descriptive statistics.

Research Design and Data Collection Methods
The secondary quantitative research design is selected because it is necessary to analyse existing data rather than gather additional information. This design is appropriate because it provides access to high-quality, large-scale data without the complications of primary data collection. The research will use:
· Corporate Reports
Tesco, Sainsbury's, Asda, and Morrisons' annual and financial reports, which include data on promotional expenditure, loyalty programs and customer measures.
· Market Research Publications
Mintel, Statista and Kantar data on consumer reactions, advertising campaigns and loyalty.
· Government and Regulatory Report
CMA and Office for National Statistics (ONS) data on pricing practices and competitive practices in the market.
· Academic Literature
Peer-reviewed articles addressing the issue of price promotions and customer retention.
Data reliability and relevance will be ensured by using only publicly available, credible sources published between 2015 and 2025.
Sampling Strategy
The data to be used will be selected using a purposive sampling approach. The research will be centred on the largest supermarket chains in the UK because they offer unified, similar datasets. The smaller retailers will be eliminated because detailed reports will not be available. The identified period (2015-2025) reflects the changes in consumer behaviour, such as post-pandemic shifts and loyalty-based promotion (Mintz, 2022). 
Data Analysis Techniques
Manual levels of descriptive and comparative analysis will be used to analyse the data. The main variables, promotion rate, average discount level, and customer retention, will be tabulated and summarised using totals, averages, and percentages (Prior, Buttle, and Maklan, 2024). The evaluation is aimed at monitoring its trends among the chosen supermarkets, particularly related to the degree of loyalty to the promotion process. No application, such as SPSS, will be used; the results will be indicated in the form of simple tables and descriptive statistics to make the results more understandable.
Ethical Considerations
The research poses no ethical concern due to the fact that it has used only secondary data which is accessible to the public. Informed consent is not a possibility. The moral integrity will be established through proper referencing, transparent data use, and compliance with the University of Wales Trinity Saint David Code of Ethics.
Feasibility and Credibility
The methodology is practical and within the available resources and time. The secondary quantitative design provides reliable data, whereas the manual descriptive method yields findings that are easily accessible and interpretable. On the whole, this framework serves the study's purpose by assessing the impact of price promotions on long-term customer loyalty and short-term sales (Peppers and Rogers, 2022).
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Effect of price promotions on customer market retention in UK supermarkets. The primary purpose of the study is to examine the influences of price promotions on retail customer market retention in UK supermarkets. Based on a review of the literature and an initial analysis, I hypothesise that price promotions generate short-term sales growth and increase customer engagement. It will, however, have a tiny long-term impact on loyalty. Customers should be induced to respond positively to immediate rewards, such as discounted or multi-buy offers, but their loyalty will likely wane once the promotion ends.
It is hypothesised that customers will remain loyal to a supermarket that integrates price promotions and loyalty programmes, such as members-only pricing or point systems (Silkoset 2023). This suggests that promotion in and of itself may not be significant enough to drive long-term loyalty without being part of a larger customer relationship program that offers continuous value.
Supermarket analysis will demonstrate that in-store management effectiveness varies, with large retailers such as Tesco and Sainsbury more effective at retention, based on long-standing store-level data-driven loyalty systems. The findings can demonstrate to clients that over-promotion or frequent promotion might make them price-dependent, which, in turn, lowers loyalty and long-term profits.
Overall, the research should provide a reasonable picture of the effectiveness of promotions by showing that price promotions help get people through the doors. Still, their long-term effectiveness should be combined wisely with other loyalty and value propositions. The findings would provide direction to retail managers on the sustainability of promotional and retention strategies in the UK supermarket industry.
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The study is expected to be comprehensive and research-based, despite recognising certain limitations. The primary limitation is the use of secondary data, as the researcher cannot control the quality, extent, or accuracy of the data. The analysis is based on publicly available data from supermarket reports, government publications, and market research databases, which may vary in terms of detail, reporting type, and presentation. And if links were missing from available data sources, the quality of the analysis would suffer.
The other is that, in this case, the original data, i.e., what motivates and behaviours behind customers, shouldn’t be able to speak with them directly about attitudes that cannot be studied. Empirical inquiry into quantifiable indicators of retention does not provide a view from the consumer's perspective or any reasons for loyalty motivation (Emilien, Weitkunat and Lüdicke, 2017). There may be more minor effects of the variables at this point in the research that are not detected through manual descriptive analysis.
[bookmark: _GoBack]Due to time limitations, it was only able to take a sample of data from recent years. However, these limitations will be addressed by applying remediation measures to counteract their effects, e.g., using more credible datasets, revalidating results, and providing more straightforward explanations. While recognising such limitations, the study would be more realistic, plausible, and practical in achieving its intended goals.
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Over the course of sixteen weeks, the dissertation's primary focus will be divided between crafting the introduction, the background, the aims, and the objectives of the research for the first two weeks. The literature review is the focus of weeks three through five, then the research methodology is covered in weeks six and seven. The period of weeks eight and nine is allocated to the designing of the questionnaire and the interview, while weeks ten and eleven focus on data collection. The data analysis will take place over weeks twelve and thirteen, during which time the results will be analysed and discussed during weeks fourteen and fifteen. The last week of the dissertation period is then focused on writing the conclusion and, together with the previous proofreading, on submitting the dissertation.
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Figure: Dissertation Timeline (Self-Created).
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The dissertation proposal represents an organized plan for how the effect of price promotion on customer loyalty will be found in UK supermarkets. The experiment will test whether those price incentives create long-term loyalty or simply short-term volume. This study can provide empirical evidence on the influence of a promotional try, considering promo frequency, customers' recycling, and retention as measured elements that allow one to know, in fact, how a promotional attempt does.
The second one is quantitative and can be analysed as part of an MBA dissertation. To ensure the best retailers are matched, reputable sources have been used, including supermarket sales data, market research, and government agencies. The clarity and availability of the table presented are enabled by a descriptive-analytical method.
In general, the study will contribute to theoretical and practical research on the appropriate role of price promotion in customer retention. The effect would allow personalised advertising, which would enhance client satisfaction and trust, alongside increasing revenue.
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