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[bookmark: _Toc179455962]Abstract
[bookmark: _Toc179455963]The dissertation explores the impact of loyalty programs on consumer retention in the retail industry, focusing on the strategies of the loyalty initiatives used by Sainsbury's. The retail sector has recently become one of the increasingly competitive industries, where businesses have just recently understood how to retain loyal customers through engaging and offering practices for sustained relationships. This research applies a mixed-methods approach using a dataset sourced from customer surveys combined with an in-depth study of Sainsbury's management and its customer interviews. The studies do reveal that Sainsbury's loyalty schemes improve customer satisfaction and emotional attachment. These are two major aspects of consumer loyalty. The personalization of rewards and experience offered by Sainsbury's helped the group differentiate its services, which was already a saturated market.
[bookmark: _Toc179455964]The study finally finds some of the main success factors which include seamless online and offline shopping experiences and also the use of customer data analytics to anticipate consumer needs. The challenge highlighted in research will be as quick-paced technological development and fast-changing preferences of consumers, all of which a post-pandemic scenario calls for Sainsbury's to adapt to. This dissertation contributes to the body of knowledge available through existing literature regarding CRM and loyalty marketing, indicating that retailers need to continuously innovate loyalty offerings. Strategic suggestions for Sainsbury's and its rivals include emotional connections with customers and data-driven insights to make the most of their loyalty programs. A good brand loyalty program typically constitutes critical customer retention factors that represent a strong source of competitive advantage for retailers.
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[bookmark: _Toc179455976]1.1 Background to the Research
The research aims to analyze the situation in the UK retail sector which is a significant element of the nation’s economy and has been expanding and evolving due to competitive pressure, customers’ demand, technologies, and market activities. The retail sales of the UK in 2023 were expected to reach £510 billion, representing an essential part of the nation’s economy and jobs market. The retail industry also faces heavy competition between stores and online stores, and a key determinant of success is customer loyalty (Magatef & Tomalieh, 2015). 
 It is apt to describe the grocery retailing industry in the UK as cut-throat, yet within this industry, Sainsbury’s is in one of the strategic positions of a supermarket chain; over the years it has looked for opportunities to maintain or even expand its market share. Sainsbury’s is one of the oldest and the recognized Supermarket stores in the United Kingdom which was founded in 1869. In 2023 it has a dominant market position and is the second-biggest supermarket chain in the UK by sales after Tesco (Xiao, Chen & Yu, 2021). Sainsbury’s has always complied with innovation and customer-oriented strategy to sustain the competition. There are a range of strategic options identified in the highly saturated market and among them, one could identify the focus on the development of the loyalty programs. 
 The following are some of the strategies that have been deemed of importance at Sainsbury’s about loyalty; The Nectar card program. This is more so because of the pervasiveness of loyalty programs in the retail strategy whereby 79% of consumers in the UK are part of at least a single loyalty program. Sainsbury’s loyalty program (Statista, 2023), the Nectar card which began in the year 2002 is among the successful ones having about 18 million active users in 2023. Customers are rewarded through the Nectar program which entails the accumulation of points for every purchased item, which attracts discounts, Enterprise offers, and various other Enterprise rewards. Another advantage of the program is its role in the collection of customer data to use in direct marketing and enhancing the knowledge of the consumers among Sainsbury’s. The Nectar card program, having millions of customers, aims to strengthen the customer’s trust through points accumulation and receiving special offers. It is not just a program to constantly encourage customer repurchase but also a way of tapping into customer data that can enhance the program and customer interaction with the program.
Sustainability based on Magatef and Tomalieh’s studies shows that proper execution of loyalty programs may lead to enhanced customer retention and value wherein customer loyalty contributes to 60% of the customer repeat purchase rate as opposed to new customers (Magatef & Tomalieh, 2015). In the context of the UK market, loyalty programs are not only a tool for increasing sales but also for building long-term relationships with customers in a highly competitive environment. Companies like Sainsbury's leverage these programs to gain a competitive edge, increase customer retention, and ultimately enhance their market position.
In addition, the move to address growth from electronic and e-commerce dominates the need for fresh loyalty ideas. For the year 2023, the retail sector saw an improvement of 8.1%, stressing the paramount significance of maintaining customers’ loyalty while forming shopping habits under shifting conditions towards exclusively online purchases (British Retail Consortium, 2024). Technological advancement and the use of data analytics are also among the Strategies that have been applied by Sainsbury’s where the firm has reinforced the loyalty programs and attached benefits to their customers. However, the application of these strategies and their efficiency as well as concrete results within the framework of Sainsbury are rather insignificant. Thus, this study intends to cover this research gap by a detailed analysis of Sainsbury’s loyalty programs analyzing its impacts on the behaviour, satisfaction, and loyalty of customers, and providing guidelines on further enhancement of the loyalty programs for successful customer retention in full-fledged competition of the retail sector.

[bookmark: _Toc179455977]1.2 Problem Statement
There is a general lack of knowledge regarding the effectiveness of the established loyalty programs that are already applied in the retail industry with an emphasis on the existing and potential function of client retention for Sainsbury. As the existing literature outlined, overall, there is substantial research indicating how loyalty programs can prove beneficial for increased customer loyalty and repeat purchase intentions (Kumar and Shah, 2009), however, there is a dearth of research that specifically examines the specifics of Sainsbury’s strategic approaches to loyalty schemes and their effectiveness (Hassan & Parves, 2013). This gap is important as Sainsbury which is one of the large-scale retailers in the United Kingdom market should ensure that it evolves its loyalty program in a bid to meet the needs of its users. 
In addition, due to the fast-growing rate of technological developments, especially the use of big data analysis in recent developments in the retail field, there are new opportunities and risks for loyalty programs. Sainsbury’s has adopted these technologies to target customers and give them specific rewards, but the Nature and effectiveness of these strategies have not received much attention. This absence of such detailed evaluation implies that there is little research data on the success of Sainsbury’s loyalty programs in capturing customer data for strategic control. This research proves to be useful in filling the said gap by outlining a proper assessment of the strengths, weaknesses, and prospects of Sainsbury’s loyalty programs and their effectiveness towards customer loyalty and repeated purchasing behavior (Uncles et al., 2003).

[bookmark: _Toc179455978]1.3 Research Rationale
The justification of this study is based on the need to analyze the factors that define the efficiency of Sainsbury’s loyalty card programs to maintain consumers in the hugely competitive food retail industry in the United Kingdom. Despite the popularity of loyalty programs in today’s retail environment, the literature review revealed that there is a lack of studies that provide an investigation of the constellation of focused strategies used by Sainsbury’s and corresponding impacts towards customer retention. Thus, considering the importance of customer loyalty for sustaining competitive advantage, it is more than urgent to investigate the extent and nature of interactions that Sainsbury’s loyalty schemes have with the customers (Kumar & Shah, 2009).
Furthermore, a critical area of innovation explored in Sainsbury’s case is the application of sophisticated data processing and personalized marketing tools in its loyalty programs. Previous literature suggests that there is great potential for such technologies to bring different benefits to organizations; however, despite those claims, the availability of research based on practical implementation experience of those technologies in Sainsbury’s environment is scarce (Chaffey & Ellis-Chadwick, 2019). This research focuses on identifying how Sainsbury’s has applied customer data to improve its customer loyalty scheme, and the findings of this research want to contribute to the existing literature by offering practical recommendations on the best way to improve the design and application of such loyalty programs. In conclusion, to academic publishing and retail businesses, the discovery and recommendations sought in this research will be beneficial. 

[bookmark: _Toc179455979]1.4 Research Aims and Objectives

Research Aim
This research aims to comprehensively assess the impact of brand loyalty programs on consumer retention in the retail sector, with a specific focus on Sainsbury's. This study seeks to explore how Sainsbury’s loyalty programs influence customer retention, behavior, and satisfaction, as well as how these programs contribute to sustained competitive advantage in the UK retail market. Hence, through trying to understand the extent of these and other similar loyalty initiatives, the research seeks to establish motivational factors around consumer loyalty as a way of offering organizations insights around the best practices and strategic adjustments that are more likely to improve customer loyalty in the volatile and competitive environment.

Research Objectives
[bookmark: _Toc178620913][bookmark: _Toc179455980]RO1: To identify the measures taken by Sainsbury’s in its brand loyalty programs to evaluate their strategies adopted in the designing, implementation, and performance in increasing consumer retention and long-term loyalty among the targeted consumers in the retail industry.
[bookmark: _Toc178620914][bookmark: _Toc179455981]RO2: To identify and analyze the risks and prospects for implementing a brand loyalty program in Sainsbury’s based on the analysis of technological trends, changes in customer expectations, and possible imperatives and barriers to consolidating customer loyalty in the current environment in the retail industry.
[bookmark: _Toc178620915][bookmark: _Toc179455982]RO3: To evaluate the role of incentives in changing customer behavior, and increasing customer frequency, customer satisfaction, and customer loyalty to the Sainsbury brand.

[bookmark: _Toc179455983]1.5 Research Questions
To comprehensively analyze the role and influence of branding identity programs on increased customer retention within the wider context of the retail industry, this study concentrates particularly on Sainsbury’s, which is currently ranked as one of the main supermarket companies in Great Britain. The study is designed to examine the picture of Sainsbury’s, explore the tactics it uses, find all the possible threats and opportunities that are connected to loyalty programs, and assess their influence on the customers. Through examining these areas, the study aims to advance the current knowledge on the role of loyalty programs for customer retention and their impact on long-term brand loyalties in a highly competitive retail market.
The following research questions are central to achieving the objectives of this study:
1. The current strategies used in Sainsbury’s loyalty programs: To what extent do these strategies help in consumer retention?
2. What are the opportunities and challenges associated with implementing Sainsbury's loyalty programs, considering both internal and external factors in the retail sector?
3. What is the impact of Sainsbury's loyalty programs on influencing customer behavior, particularly in driving repeat purchases, enhancing customer satisfaction, and fostering long-term loyalty?
These research questions are designed to guide the study in uncovering key insights into the effectiveness of Sainsbury’s loyalty programs. The answers to these questions are not only going to offer important insights about the nature of loyalty programs to the scientific community but are also going to provide effective solutions for improving customer retention efforts in the wide field of retail.

[bookmark: _Toc179455984]1.6 Research Hypothesis
The following research hypotheses have been derived to make the research systematic and analytical to understand the correlation between Sainsbury’s brand loyalty and consumer retention in the retail industry. Through the testing of these hypotheses, the study aims to establish the efficiency of Sainsbury’s loyalty strategies, the chances and threats available in the course of its deployment, and its overall influence on the patronage of consumers. These hypotheses derive from the theoretical background of the loyalty construct of brands and are research propositions designed useful for theoretical and pragmatic purposes in the retail sector.
H1: Currently, Sainsbury’s implemented several strategic approaches in loyalty programs and there is a positive correlation between the current application of all these strategies and customer retention. This hypothesis also considers the fact that Sainsbury has well-designed and well-implemented loyalty programs that create and satisfy the needs of the customers and, therefore the loyalty guarantees continuity of its customer’s purchase and increases the customer lifetime value.
H2: By developing Sainsbury’s loyalty programs, organizations are likely to face great opportunities and threats in terms of the benefits due to; Technological improvements, Data security and privacy, and Consumer expectations. This hypothesis means that there is a possibility of new opportunities to improve loyalty programs in cases of integration of technologies and personalization, but there are also new challenges and risks, which it is necessary to solve to receive the expected results.
H3: Sainsbury’s loyalty programs benefit customers as they make them buy more frequently and be loyal to the brand, be satisfied, and remain loyal in the long run. According to this hypothesis, it is believed that Sainsbury’s loyalty program leads to customer brand commitment which leads to high reliability and advocacy for the brand.
These hypotheses are designed to be rigorously tested through quantitative data analysis, enabling a thorough evaluation of the role that loyalty programs play in consumer retention within the retail sector. The results will provide a nuanced understanding of the effectiveness of Sainsbury’s loyalty initiatives and offer strategic recommendations for enhancing their impact on customer loyalty and competitive positioning.

[bookmark: _Toc179455985]1.7 Dissertation Structure
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Chapter 1: Introduction, This chapter introduces the general topic of brand loyalty programs that affect consumer retention through the retail sector, specifically with an in-depth case of Sainsbury's. Its importance in discussing the global business of retailing and the competitive dynamics that govern this need for effective customer retention strategies are outlined. This chapter describes the role of loyalty schemes in prompting customer loyalty and puts the example into context by using Sainsbury's plans. Using gaps in the extant literature on loyalty schemes, the paper continues to elucidate the research rationale, aims, objectives, questions, and hypotheses upon which the research is based.
Chapter 2 Literature Review, this chapter undertakes a comprehensive review of literature on brand loyalty programs and consumer retention, also venturing ways beyond the UK in world perspectives. It talks about theories and models of customer loyalty, examines previous research findings into loyalty programs across various retail contexts, and then opens a discussion on technological changes that have influenced these initiatives. This chapter critically analyzes the success of loyalty strategies being used around the world, including that from Sainsbury's and discusses other gaps that have not been covered in previous literature, which is addressed by this research study as well.
Chapter 3: Research Methodology, Chapter 3 describes the research methodology, which is the research design used in this study and how the brand's loyalty programs are analyzed in different retail sectors. This chapter describes the qualitative and quantitative methods that could be applicable in collecting data, such as surveys, interviews, or case studies on Sainsbury's loyalty programs. In addition, this chapter mentions the approaches used in sampling, the methods of data analysis adopted, and the ethics that bound the research. Doing so, this chapter ensures the validity and reliability of the research findings through a very clear methodology.

Chapter 4: Data Analysis and Results, The chapter illustrates the statistical analysis applied to primary data collected. This focuses on consumer retention, behavior, and satisfaction across Sainsbury's multiple loyalty schemes. The findings from the individual retail context will be summarized as comparisons with larger retailers, thereby explaining whether these loyalty schemes are worthwhile to apply. Statistical analyses, visual representations, and case study outcomes will be used for greater insight. The importance of the findings will then be placed within the bigger perspective of the retail environment, underlining their importance and implications for customer retention initiatives.
Chapter 5: Conclusion and Recommendations, The final chapter attempts a recapitulation of the findings of the research, reflecting on their implications for Sainsbury and the global retail industry. It appraises how the research relates to stated aims and objectives, thus contributing to the existing literature on brand loyalty programs. The chapter hands down practical recommendations to Sainsbury's on how best to enhance loyalty initiatives that can retain a customer base and discusses the limitations of the study, thus pointing out areas for further research. Since these actionable insights offer value to the need for continuous evaluation and innovation in loyalty strategies across retail sectors, this chapter boils down to practical recommendations.

[bookmark: _Toc179455988]1.7 Chapter Review
Chapter 1 has laid the foundational groundwork for this dissertation by providing a comprehensive introduction to the research topic, “An assessment of the impact of brand loyalty programs on consumer retention in the retail sector: An example of Sainsbury’s is used in the case study.” It started with the background information, stressing the importance of the retail industry in the UK and the competition forces that call for efficient customer retention measures. The chapter drew on the significance of loyalty programs as a means of increasing customer value and customer loyalty, especially in the context of Sainsbury’s loyalty programs. The issue that was raised involved the analysis of the state of prior literature and suggested the absence of research specifically directed at the analysis of Sainsbury’s loyalty schemes. The rationale for the research helped explain the relevance of the study by identifying the challenging market environment and the existence of advances in technology about loyalty programs. It established the research objectives and aims to detail the research objectives that lead to the understanding of the effectiveness of Sainsbury’s loyalty programs; formulated the research questions and hypotheses that paved the way from the systematic approach of assessing the research questions. Thus, the identification of the research gap served as a starting point and highlighted the significance of this study in an attempt to fill in the gap in the current literature and provide solutions potentially applicable in the retail environment.
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The literature review serves as a critical foundation for understanding the role of brand loyalty programs in consumer retention within the retail sector, particularly focusing on Sainsbury's. The UK retail market has undergone substantial transformations, driven by technological advancements and shifting consumer expectations. Sainsbury’s with over 18 million active participants using the Nectar program is a key loyalty tool. The Importance of brand loyalty programs in customer retention is well explained in the literature, especially with special reference to retail businesses. For example, (Kumar and Shah, 2009) show that programs for consumer loyalty can result in a progressive rise in buying frequency by 20-30% when adapted to customers’ needs. The same has been capitalized on by Sainsbury’s to incorporate advanced data analytics which enables targeted marketing and use of offers that are most attractive to customers. This strategy not only creates and strengthens customer loyalty, but also raises customer check on average transaction values, thus improving the company’s revenues and ensuring higher, steady growth. 
However, despite the current popularity of loyalty programs, some barriers and research limitations can be mentioned. Although the impact of loyalty schemes on the short term is a focus of many articles, little is said about the causes of customer over-saturation or the decay of returns to the loyalty card system in the long run. This gap is highly valuable for Sainsbury’s at a time when it aims for innovation in a rather stagnant market. Research done in the recent past shows that while 70 per cent of customers are enrolled in at least one loyalty program, the level of engagement is only 50 percent, a sign that, there is a perceived waning of the value of loyalty programs. 
The literature review will critically explore these dynamics, focusing on three key objectives: analyzing the existing tactics used by Sainsbury and perceiving prospects as well as drawbacks from the framework of consumer behavior impact. 
Overall, this chapter will lay down the theoretical and practical background for evaluating the effects of Sainsbury’s loyalty promotions. The literature review will compare the existing models in terms of effectiveness and efficiency and point at their advantages and disadvantages based on recent trends in the scholarly literature and recent market data discovered in this dissertation.

[bookmark: _Toc179455994]2.2 Key Concepts and Definitions
In this section only a few paramount concepts, which are crucial for the comprehension of how the impact of brand loyalty programs on consumer retention, will be described and critically analyzed. The discussion revolves around brand association or brand allegiance, customer relationship management (CRM), and marketing communication through modern technological tools which are among the key strategic plans of Sainsbury in retaining its customer base. 

[bookmark: _Toc179455995] 2.2.1 Brand Loyalty 
Consumer loyalty is an important concept in marketing that holds a strong relation to the ability of a customer to buy the same product/service or brand more than once. Several definitions exist, each offering a unique perspective, several definitions offering a unique perspective: 
1.  Jacoby and Chestnut defined brand loyalty as a bias, a behavioral manifestation, and a durable one, as a long-term decision-making unit that people display over time for one or more brands as a result of psychological processes. This definition enlarges on the cognitive and conative aspects of loyalty targeting the view that brand loyalty goes deeper than consumers’ repeated purchases, but also entails their positive standing towards brands (Jacoby and Chestnut, 1978). 
2.  Oliver defines brand loyalty as the fiduciary consumers decide to stand ready to repurchase or specify to buy a particular product or service in the future again regardless of conditions and communications attempts by the marketer to influence the consumer to switch brands. Extracting from Oliver’s definition, the essence of loyal behavior is to persevere in the face of other forces (Oliver, 1999). 
3. Dick and Basu, another measure that blends the attitudinal and the behavioral components put forward, brand loyalty is the comparative evaluation of one brand with another joined by repeat purchasing behavior. They say that one needs both a positive attitude towards the brand and repeated patronage to be used as the basis of brand loyalty (Dick and Basu, 1994).
Comparisons of Brand Loyalty Definitions
Psychological vs. Behavioral Focus: While Jacoby and Chestnut focus on the psychological aspects of the process, Oliver pays much attention to the commitment component. This demonstrates two key distinctions in the core components – psychological as opposed to behavioural – important to brand commitment.
Attitudinal vs. Behavioral Components: Compared to Chadwick and Higgins, Dick and Basu have limited the definition to only the behavioral domain but included both attitudinal as well as behavioral components. Nonetheless, the definition offered by Jacoby and Chestnut is somewhat narrower because they centre their work on cognitive biases.
Persistence vs. Positive Attitude: Oliver defines this as the decision to repeatedly repurchase the product irrespective of influence from outside factors while Dick and Basu show that with repurchase decisions, one must possess a positive brand attitude. This is an important element that will help to differentiate between the reasons for establishing loyalty during cutthroat competition.
Critical Review: All these definitions stress the key role of the ‘habitual’ element but vary in the manner in which the attitudinal aspect is considered. Jacoby and Chestnut emphasize that psychological factors that relate to consumers’ beliefs fit well with, Oliver’s idea of commitment. Oliver’s definition is more encompassing in explaining the factors that may threaten that loyalty. Dick and Basu offer a balanced perspective, which takes both attitude and behaviour into account, which is useful indeed when talking about loyalty programs as tools that should help not only to create an effective attachment to a brand but also make consumers come back to the same company in terms of purchases. Thus, Sainsbury’s analysis of all these dimensions is critical for the development of loyalty schemes that not only foster clientele repeated repurchase behavior, but also foster the consumers’ affective connection to the firm.

[bookmark: _Toc179455996]2.2.2 Customer Relationship Management (CRM)
CRM or Customer Relationship Management is all about how the client interface is managed and how customer information is gathered, stored, and analyzed during the customer cycle. Its purpose is to enhance and restore customer service relations, help in the customer retention process, and increase sales. Key definitions include:
1. Payne and Frow have defined it as a strategic management process focused on creating superior shareholder value through the identification of and management of appropriate customer relationships and customer numbers. They also argue that CRM should not be viewed as technology only but as a concept that should be implemented in the organization with the focal point being the customers (Payne and Frow, 2005).
2. Buttle defines CRM as the synchronization of various processes or touch points like marketing, sales, support, and other ‘back-end’ operational processes to create value for customers and sustain long-run customer relations. Buttle defines CRM as emphasizing the flow between the front-porous and the back-end processes of the firm.
3. Zablah, Bellenger, and Johnston define CRM as both a process and an all-encompassing strategy that is directed at customer relationship development and management. This definition goes on to highlight the fact that CRM is all about building a long-term relationship that is value added on both ends Zablah, Bellenger, and Johnston (Zablah, 2004).
Comparison of CRM Definitions
Strategic vs. Process Focus: Payne and Frow place more emphasis on SM approach than do Zablah et al. who place more stress on the RM process. This dichotomy shows how CRM may be defined at the macro- or meso-organizational level compared with CRM at the micro-interactional level.
Integration vs. Synchronization: While Buttle also points to the need for coordination of the various operational activities, and thus underlines the significance of integrated system, Payne and Frow are more concerned with overall value co-creation through managing the relationship. This shows that there is a difference between operational efficiency perspectives in CRM.
Value Creation vs. Relationship Development: While Payne and Frow take more accommodation to the theory of shareholder value, Zablah et al. pay more attention to the creation of long-term customers. This indicates strategic differences in CRM – where organisations would focus on the profit share from the customers rather than on the relationships that they share.
Critical Review: Payne and Frow’s definitions together with Buttle’s approach to definition lean more toward a broad strategic perspective of CRM as the means of determining the overall paradigm of integrating tie function for business. On the other hand, Zablah, Bellenger, and Johnston pay relatively more attention to CRM as the relationship management process. Employing an analysis of information gained from the Nectar program, Payne and Frow's and Buttle's frameworks present value chain and position perspectives that are most suitable for Sainsbury’s.

[bookmark: _Toc179455997]2.2.3 Digital Marketing
Digital marketing can be described as the marketing process that targets clients and customers through all the available digital channels. Key definitions include:
1. Chaffey and Ellis-Chadwick (2019) digital marketing is the application of digital tools and technology in marketing communications. This entails the different electronic communication tools including web-based websites, social networks, emails, and mobile applications as the tools of interaction between businesses and customers (Chaffey and Ellis-Chadwick, 2019).
2. Kotler and Armstrong, digital marketing can be regarded as marketing that has shifted to the use of the internet and digital devices to reach out to consumers and peddle brands. Their definition emphasizes the links between digital and ‘classic’ marketing approaches while also acknowledging the potential of digital marketing environments (Kotler and Armstrong, 2017).
3. Ryan, digital marketing is a strategic marketing management process that employs technologies like the World Wide Web, email, digital television, and the like with the aim of promoting two-way consumer communication (Ryan, 2016).
Comparison of Digital Marketing Definitions
Scope of Digital Tools: To detail, Chaffey and Ellis-Chadwick give a wider concept that incorporates many digital tools and platforms, which is suitable to today’s marketing concept. In this context, Kotler and Armstrong paid much attention to the shift from traditional to digital marketing which somewhat hinders their perception of the numerous digital strategies that are available today.
Emphasis on Interactivity: However, Ryan’s definition differentiates it by stressing the idea that it involves, two-way communication and interaction, which is very paramount in current marketing, particularly, the digital space. In their papers, both Chaffey and Ellis-Chadwick and Kotler and Armstrong imply a definition of marketing processes but reveal a limited concern with consumer engagement, which is now one of the more crucial elements of contemporary digital measures.
Historical Context vs. Current Application: The perspective of Kotler and Armstrong contains a historical dimension which helps make a commentary to alter in marketing approaches. While the former covers all possible uses of digital tools, the latter duo are much more oriented towards the present day’s digital marketing, since they pay special attention to the present usage. Another definition that also captures today’s world is Ryan, which asserts strategy and communication, have tendencies towards today’s digital economy.
Critical Review: Chaffey and Ellis-Chadwick give a broad definition that can cover all the current and the multiple digital marketing tools available now to businesses that operate digitally enforcing the relevance of the definition to Sainsbury’s. Kotler and Armstrong give a historical perspective that helps to comprehend the changes in traditional approaches. Specifically, interact and Engage, by Ryan, is Significant as relationship-building, especially in the age of the digital economy. Therefore, for Sainsbury’s, it is crucial to harmonize these approaches to develop a sound and consistent view of digital marketing.

[bookmark: _Toc179455998]2.3 Critical Analysis of Literature
This section provides a critical review of the literature related to the three key objectives of the study, Analyzing the existing approaches in the current Sainsbury’s loyalty cards, evaluating perceived opportunities and threats inherent in such approaches, and considering their effectiveness in influencing the buyer’s behavior. The analysis of the prior research is presented in terms of the strengths and limitations of the current knowledge and the gaps that are filled by this research. 

[bookmark: _Toc179455999]2..3.1 RO1: Assessing Current Strategies in Sainsbury’s Loyalty Programs 
Analysis: Sainsbury’s approaches to loyalty mainly through the Nectar program are fully based on data and customer attraction and retention. Based on the literature, the use of personal loyalty programs assists in improving customer loyalty. For instance, (Kumar and Shah, 2009) argue that when loyalty programs are targeted, then the substance employed in retaining customers and the amount they spend is likely to be greatly enhanced. Sainsbury’s has capitalized on this by synchronizing the customer data from the Nectar program to provide more personalized incentives and discounts. Such an approach correlates with (Gummesson, 2017) insisting on the idea that customer data should be used to target clients accurately. 
However, the challenges that were also mentioned in the literature, customer criticisms of such programs include among others the problem of ‘customer fatigue’ whereby customers begin to value the offered rewards less and less. This is particularly important for Sainsbury since it operates within a sector with many big players for instance Tesco, all of which have well-developed loyalty schemes. One of the key problems of the Nectar program is a constant search for ways to stimulate the customers’ interest in the program since it has proved to be very efficient in retaining customers. 
More significantly, whilst Sainsbury’s choice of employing advanced data analytics is a strategy backed up by a rich resource of literature, there is a dearth of research evidence on the lengths of this kind of approach. This study seeks to answer that question by examining how Sainsbury’s can change the modality of loyalty rewards and offers to overcome the problem of customer loyalty exhaustion.

[bookmark: _Toc179456000]2.3.2 RO2: Opportunities and Challenges in Implementing Loyalty Programs
Analysis: Interestingly, the application of loyalty programs such as Nectar offers immense business prospects but also bears certain risks. A review of the literature pinpoints several opportunities within the application of big data and digitization. According to (Chaffey and Ellis-Chadwick 2019), big data in combination with CRM systems helps companies to provide now personalized customer experience that can lead to customer loyalty and customer retention. Sainsbury’s has leveraged this by incorporating data from the Nectar program to improve customer segmentation and hence the targeted offers given to the customers. 
Although this approach has been preferred and adopted in various reforms, the problems involved in it are widely published. Perceived risks are especially a concern because consumers are especially concerned with how their information is utilized. Sainsbury’s must wade through these concerns appropriately for purposes of embracing data used for improved performance to fit regulatory needs like GDPR properly. The literature also establishes that the operation of a multi-channel loyalty program is a challenge. In terms of operations, (Berman, 2006) speaks of the issues that arise from the attempt to have a continuity of customer interactions in digital and physical contexts, which is a crucial aspect for Sainsbury’s which has an omnichannel strategy. 
In conclusion, there are major benefits to employing digital technologies in loyalty programs but large concerns emanate from data privacy concerns and the general increase in operational difficulty.
 
[bookmark: _Toc178620934][bookmark: _Toc179456001]2.3.3 RO3: Effectiveness of loyalty programs on Customer behavior 
Analysis: Papers on the effects of courtesy loyalty programs on buyer behavior are numerous and most of them share a common opinion that attractive and efficiently implemented programs can bring great changes in customer loyalty and expenditure. For instance, (Meyer-Waarden, 2008) observed that the establishment of loyalty programs resulted in a 20-30% improvement in purchase repetition by firms. Sainsbury’s employs the use of Nectar to get people to purchase the company’s products repeatedly by offering points that can be converted into bonuses.
Nonetheless, many of the researchers do not concur with the rationale behind the loyalty program in the long run. According to (Sharp and Sharp, 1997), authors of the article making recommendations for the disability employment service on this aspect of customer management, the idea that loyalty programs can enhance customer loyalty, in the long run, is questionable. These theories point out that, with time, customers respond less to such schemes due to ‘rewards fatigue’ and start perceiving such incentives as expected rather than as motivators. This perspective is relevant for Sainsbury since it has to develop new forms of loyalty propositions periodically to suit the consumers. 
As it will also be illustrated in the literature, it is also significant to discuss the concept of emotional loyalty over the simple rational buy, consume, discard kind of loyalty. According to (Oliver, 1999) brand commitment goes beyond purchasing in that it also encompasses affective attachment. To my mind, this implies that Sainsbury needs to add to the translation rewards, which form the basis of the Nectar program, more grounded types of emotional engagement, like community involvement or sustainability campaigns. 
All in all, the literature is both in favour of and critical to, the stimulation of organizational consumer behaviour through loyalty programs. However, the sustenance of Sainsbury’s loyalty programs in the future shall hinge on the organizational capacity to sustain the programs and create both rational and emotional engagement of its customers. 
[bookmark: _Toc179456002]2.4 Analysis of Secondary Data to Support Hypotheses
In line with the research objectives and hypotheses, the following hypotheses guide the investigation of the effectiveness of Sainsbury’s loyalty programs on consumer retention:
H1: First, it is clear that several strategic approaches for Sainsbury’s loyalty programs have been identified, and they have a positive linear relationship to customer retention.
H2: There are threats that Sainsbury has to face while undertaking its loyalty card programs, concerning technology advancement, security, protection of customers’ personal information as well as customer expectation.
H3: Loyalty programs help Sainsbury’s Chain’s customers in a way that makes them buy more often, and become happier and more loyal to the chain.
Support for H1: A Relationship Between the Implementation of Loyalty Programmes and Customer Retention
According to Sainsbury’s 2023 Annual Report, details of which were obtained from secondary research, customers taking part in the Nectar program attend Sainsbury’s stores 15% more often compared to non-members. To this end, the findings support H1 that customer loyalty drives repeat consumer purchases and retention.
Support for H2: Learning from Loyalty Programmes: Opportunities and Challenges
According to Statista (2023), Sainsbury’s investment in big data and targeted promotions led to the boosting of the client’s satisfaction level at a higher 20% among the programme members. However, these advantages come with some key issues of data protection and restraint measures which include GDPR. This supports H2 as it recognises the positive and negative attributes associated with the technology developments.
Support for H3: Exploring the Impacts of Reward-Based Promotional Programs on Customers’ Satisfaction and Their Loyalty
As Magatef and Tomalieh (2015) have found, customer lifetime value increases if loyalty programs are well implemented. For instance, analysis of Sainsbury’s Nectar program shows that 85% of users are highly satisfied with it, and this is likely to mean long-term consumers of the brand. This supports H3 which states that to show loyalty programs increase customer satisfaction and long-term brand loyalty.
 
[bookmark: _Toc179456003]2.5 Literature on Sainsbury’s Loyalty Scheme
Lastly, no significant amount of research is dedicated explicitly to the Sainsbury’s Nectar program within the literature. Although numerous research papers address issues related to loyalty programs, more particular concerns, associated with Nectar and influenced by digital marketing, big data, and long-term influence, are treated rather insufficiently. This dissertation aims at filling the noted gap by offering a blow analysis of Sainsbury’s loyalty strategies, whereby all information gathered from the research would be relevant to both theory and practice.
In conclusion, although there are a considerable number of researches that address the topic of loyalty programs, they leave several crucial questions unanswered, namely, long-term effectiveness, emotional loyalty, the integration of the multichannel environment, and data privacy as well as the case of Sainsbury’s. Closing these gaps will not only improve the level of knowledge in the field of academics but also provide real-life solutions for improving loyalty programs in the retail area.

[bookmark: _Toc179456004]2.6 Literature review Gaps 
While much research has indeed occurred on brand loyalty, CRM, and digital marketing, several gaps are still conceptual regarding the implication of loyalty programs and their sustainability in retail firms. The most important conceptual gap includes an insufficient amount of research which considers long-term studies on the effectiveness of such programs, as most of the studies focus on the implications of the programs in the short run (Kumar & Shah, 2009). Apart from that, there is a lacuna in the research on emotional loyalty, since most of the studies are based on transactional loyalty, which usually neglects the deeper bonding of emotions customers develop with certain brands. Integration across physical and digital touchpoints is not well-researched in loyalty programs, considering the growing relevance omnichannel strategies have gained for retail. There is a limited body of research into the ethical implications of big data usage in loyalty schemes, especially concerning privacy and security. Filling these gaps will go a long way in adding knowledge from an academic point of view but will equally benefit providing insight to retailers like Sainsbury's on how they can shape their loyalty programs. 
· Longitudinal lack of studies: Most studies, such as one by Kumar and Shah, take a look at the short-term benefits of loyalty programs, with few features that critically keep track of their performance over time. In their argument, (Sharp and Sharp, 1997), posit that since customers may become desensitized by the rewards, there is a need for more longitudinal performers of studies to investigate the sustainability of such programs.
· Scant attention is paid to emotional loyalty: Emotional loyalty extends beyond repurchase into involving the customer with the brand. It is on this point that (Oliver, 1999) argues, "true brand loyalty does not exist without an attachment on the part of the customer to the brand" yet current literature often does not go beyond the behavioural aspects of reward redemption and purchase frequencies.
· Suggestions say something like Ethical issues of data utilization: Loyalty schemes are founded on the application of customers' data to offer unconditional gifts. Regarding that, little research exists on the ethical issues of data collection and, particularly, privacy violations. Retailers such as Sainsbury's need to balance personalization according to each target group with customers' trust and regulate rules and regulations such as GDP on ensuring the safety of the data.
· Impact of personalization on various customer segments: Although personalization is known to be a tool of customer service, in practice there are hardly any studies carried out which evidences the impact of personalization on various customer segments. Identifying how personalized offers are responded to by different demographic groups, retailers like Sainsbury's could easily focus their loyalty programs according to diversified customer needs.

[bookmark: _Toc179456005]2.7 Relevant Models and Theories
This section synthesizes debates on scholarly models related to Brand loyalty and customer relationship management as they apply to Sainsbury’s strategic plan. Concerning brand loyalty, the analysis includes the Loyalty Ladder Model and the Consumer Decision-Making Process and, for CRM, Payne and Frow’s Five-Process Model and the IDIC Model.

[bookmark: _Toc179456006]2.7.1 Loyalty Ladder Model

[bookmark: _Toc178621537][bookmark: _Toc179456007]Figure 3 Loyalty Ladder Model (Created by Researcher)

Explanation: The Loyalty Ladder Model explains the progression of customer involvement, from simple awareness up five key steps: Prospect, Customer, Client, Supporter, and Advocate. Each successive rung reflects a more thoughtful bond between the customer and the brand. The model underlines the process of ushering customers up the ladder from mere awareness to committed advocacy, with the strategic goal of transforming casual purchasers into loyal promoters for the brand. This means still further development of the quality of the relationship and thereby readiness for greater loyalty and retention.
The concept of the Loyalty Ladder Model seeks to classify the consumers according to the level of interaction with the specific brand in question – from simple leads to promoters. This progression may be very beneficial for Sainsbury as it increases the focus on the fact that it is strategic to turn one-time shoppers into loyal users of the brand. Its strong points can be noted as relative simplicity and the concept of the stages of loyalty that are crucial when elaborating strategies by the levels of customers’ loyalty. However, a major drawback of the model is that it assumes that the rate of change is constant, and this may not take into consideration, variation in customers’ loyalty especially when the market is unsteady and customers' preferences are constantly changing (Payne and Frow, 2005). For Sainsbury’s, this model emphasizes the idea of sustaining communication and the constant improvement of its Nectar program which seems to ensure customers are going up the loyalty ladder and not drifting down it.

[bookmark: _Toc179456008]2.7.2 Customer Loyalty Stages Model

[image: ]
[bookmark: _Toc178621538]Figure 4 Customer Loyalty Stages Model (Created by Researcher)

The customer loyalty stages model explains the stages by which customers move from awareness of the company to a full loyal and advocate customer. This is the case for Sainsbury's. The first stage is awareness, whereby the buyer gets aware of Sainsbury's through direct marketing. As buyers begin to become more engaged in the brand through making purchases, enjoying regular promotions allows them to move further into the brand. Sainsbury's nurtures this so-called relationship through personalized deals and rewards; hence, encouraging regular purchases moves the customer into the commitment stage (Oliver, 1999). Over time, the satisfied customers lead to advocacy, recommending others about Sainsbury's due to positive experiences. This can explain or model Sainsbury's approach to multiple loyalty programs in relationship building with customers within a competitive retail setting (Dick & Basu, 1994).
Comparative Analysis:
The Loyalty Ladder Model and the Consumer Loyalty Stages Model both offer frameworks for understanding customer loyalty, but they differ in complexity and focus. The Loyalty Ladder Model is more straightforward, categorizing customers based on their level of relationship with the brand, from prospects to advocates, emphasizing the goal of moving customers up the loyalty ladder through deeper engagement. It focuses on relationship intensity but provides less insight into the psychological or behavioral processes that influence customer loyalty. In contrast, the Consumer Loyalty Stages Model offers a more detailed, phase-based approach, breaking down the journey into stages such as awareness, exploration, commitment, retention, and advocacy. This model focuses on the customer’s behavior and decision-making process at each stage, showing how different marketing strategies are needed to foster loyalty. While the Loyalty Ladder Model is easier to apply for businesses looking for a linear understanding of customer progression, the Consumer Loyalty Stages Model provides a deeper, more nuanced view of customer interactions, making it more effective for developing tailored strategies that address specific stages of the loyalty journey. Both models are valuable, but together they offer a more comprehensive approach to managing and enhancing customer loyalty (Buttle, 2009)
Consumer Decision-Making Process: The Consumer Decision-Making Process presents a clear understanding of how the consumer ‘perceives, reasons, feels and acts’ during the purchasing decision-making process, from problem recognition to company evaluation. In the case of Sainsbury’s, the most important are the phases of the decision-making process involving the evaluation of alternatives and the final stages of the purchase decision process. It has been observed that in the retail market of the UK, often, customers compare their options with the help of factors such as price, quality, and brand image. This particular model underlines the significance of the shift while pointing out the fact that Sainsbury needs to differentiate it through the Nectar program and make post-purchase experiences positive to strengthen loyalty. Nevertheless, the given model does not consider the psychological factors that influence consumer loyalty – the reliance on instinctive decision-making so Sainsbury’s should combine this model with those that consider psychological factors (Blackwell, Miniard, and Engel, 2006).


[bookmark: _Toc179456009]2.8 CRM Models
Payne and Frow’s Five-Process Model
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[bookmark: _Toc178621539]Figure 5 Payne’s Five Process Model (Created by Researcher)

The Five-Process Model of Payne and Frow analyzes CRM and includes the strategy and plan, value proposition, communications and channels, data and knowledge, and evaluation models. Another advantage of this model is that it links CRM to other corporate strategies so that the understanding of customer needs permeates all organizational levels to great effect for Sainsbury’s. The model’s strength is that, unlike other models, it involves several aspects of a multichannel integration that is crucial for Sainsbury’s if indeed it is to provide a single experience focusing on the customer. However, there is a disadvantage to the model; a complex model is difficult to implement, and it needs many resources and proper coordination among many business functions (Payne & Frow, 2005).

IDIC Model of International Business (Identify, Differentiate, Interact, Customize)
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[bookmark: _Toc178621540]
Figure 6 IDIC Model of customer relationship management (Created by Researcher)

The IDIC Model by Peppers and Rogers also identifies methods of how it is possible to identify, differentiate, interact, and customize services for its customers. The Nectar program shows potential for a similar approach to Sainsbury, where the firm can use the information compiled in the program to customize products and their advertising. Its advantage is that it is based on the principles of comprehensive attention to customers, which is critical to ensuring a competitive advantage over many companies. However, the IDIC Model needs massive data aggregation that causes privacy and data protection concerns, which is a necessity in the present generation due to regulations such as GDPR (Peppers & Rogers, 2004).
Critical Comparison: As a result of comparing the Five-Process Model with the IDIC Model proposed by Payne and Frow it could be noted that while both models aim at increasing the value of the customer relationship, it is achieved in different ways. Payne and Frow’s model is top-down, long-term oriented, and suited to aligning CRM across an organization for the longer term, while the IDIC Model is short-term oriented, more personal, and customer-facing (Peppers & Rogers, 2004). Thus, for Sainsbury’s, the optimal strategy will be based on the recommendations of Payne and Frow on how to develop a strategic alignment and on the application of the IDIC Model to improve the interaction with customers. The use of the two strategies would complement each other to guarantee that Sainsbury’s CRM approaches are both extensive and commiserate to the client’s demands.

[bookmark: _Toc179456010]2.9 Chapter Review
The discussion of the present chapter focuses on the critical evaluation of certain basic ideas, tools, and theories inherent to brand loyalty and CRM in light of Sainsbury’s strategies. The review started by providing definitions of some key variables that have been used in Sainsbury’s bid to improve customer retention through what is offered by CRM and digital marketing including Nectar. It then focused on the analysis of the Loyalty Ladder Model as well as the Consumer Decision Making Process with the discussions drawing both their virtue for the explanation of customer conduct and evolution, as well as their vices, especially for the consideration of the emotional and non-linear nature of loyalty. Extending the discussion on the CRM models, this was succeeded by the evaluation of the strategic and tactical application of Payne and Frow’s Five Process Model as well as the IDIC Model to Sainsbury’s. The work highlighted the following research gaps in the literature; lack of longitudinal research on loyalty programs, integration of positive and negative emotional loyalty, and the complexities of multichannel CRM. These conclusions serve as the basis for the research method explained in the following chapter of the work, which aims to fill the gaps and provide new knowledge about the efficiency of Sainsbury’s loyalty and CRM activities.












[bookmark: _Toc179456011]Chapter 3
[bookmark: _Toc179456012]Research Methodology

[bookmark: _Toc179456013]3.1 Introduction

	Section
	Description

	Research Design
	Quantitative design to collect measurable data on customer retention and loyalty program effectiveness.

	Research Philosophy
	Based on positivism, focusing on objective, measurable facts and hypothesis testing.

	Research Approach
	Deductive approach to test hypotheses on loyalty programs and customer retention.

	Data Collection Method
	Google survey used to collect quantitative data on loyalty program usage and customer satisfaction.

	Sampling Method
	A random sampling of 120 participants from Sainsbury’s customer base for representativeness.

	Data Collection Procedure
	Data was gathered via an online survey over two weeks, ensuring ethical standards and GDPR compliance.

	Data Analysis
	Excel for descriptive statistics and correlation/regression analysis to test relationships between variables.

	Validity & Reliability
	Ensured through established measures, pilot testing, and Cronbach’s alpha for consistency.

	Ethical Considerations
	Focus on informed consent, confidentiality, and data protection (GDPR-compliant).

	Limitations
	Limited by self-reporting bias and a relatively small sample size.



[bookmark: _Toc178621990]Table 1 Overview of Research Methodology

This chapter highlights the methodology of the research adopted for analyzing the impact of brand loyalty programs on consumer retention in the retail sector, focusing on Sainsbury's. The purpose of this chapter is to explicate the overall structure of the methodology by detailing the research philosophy, approach, design, methods for data collection, and analysis tools that will be used in order to interpret the results. The methodology has been conducted specifically for the key research questions of the study: to investigate how loyalty programs are related to the retention of consumers and to what extent these loyalty programs influence customer satisfaction and purchasing. A quantitative approach has been chosen in order to be able to measure empirically several important variables such as customer loyalty, participation in a program, and purchase frequency. This is a good approach to use when the retail operation is large, as that of Sainsbury's, and when there is a large base of customers who would be involved in different loyalty schemes apart from Nectar, including special promotions and discount cards. Quantitative data is objective and measurable and thus allows for the use of statistical inferences based upon it to come to reliable conclusions. Data will be obtained from approximately 120 respondents by using a Google survey and later analyzed using Microsoft Excel to ensure accuracy and relevance, so that one is able to observe comprehensive statistical analyses of consumer behavior trends.

[bookmark: _Toc179456014]3.2 Research Philosophy
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[bookmark: _Toc178621541][bookmark: _Toc175484135][bookmark: _Toc166087422][bookmark: _Toc166088332]Figure 7  Saunders Onion Model for Research Methodology (Saunders, 2009)

[bookmark: _Toc179456015]3.2.1 Positivism
The study is grounded in the positivism philosophy, which assumes that knowledge comes in observable and measurable forms. Positivism is considered to be appropriate in this study in that it places a key focus on data collection and statistical analysis through objective observation rather than subjective interpretation of findings. This was in line with the goal of the study on quantitative assessment of the effectiveness of loyalty programs in retaining consumers at Sainsbury's. With the application of positivism, this research can therefore focus on concrete data, such as purchase frequency of customers, satisfaction level towards the loyalty programs, and the number of repeat purchases. In fact, all these variables are manifestations of customer retention. More importantly, this approach enables the research to test hypotheses through the identification of cause-and-effect relationships between the variables involved, like if loyalty programs help instill customer loyalty or frequent repeat buying behavior.
For example, loyalty programs have been proven to generate as much as a 20-30% uplift in purchase frequency once targeted and personalized effectively (Kumar & Shah, 2018). Therefore, with the positivist approach, the current study can objectively evaluate whether such findings are indeed valid in the case of Sainsbury's multiple loyalty initiatives or not and provide a more generalized view of such outcomes in relation to the retail industry.

[bookmark: _Toc179456016]3.3 Research Approach

[bookmark: _Toc179456017]3.3.1 Deductive Approach
The present research will make use of a deductive approach, where the hypothesis to be tested will take its basis from established theories and hypotheses concerned with loyalty programs and consumer retention, while empirical data will serve as a means for such testing. This constitutes an approach suitable for the present study, which is set to engage in an inquiry into the form of some predefined hypotheses involved in Sainsbury's loyalty programs and their customer retention. It also seeks to test the hypothesis that loyalty programs retain customers by encouraging the making of repeat purchases as well as building loyalty over time.
General theories about consumer loyalty have been narrowed down to hypotheses, for instance, it can be assumed that the loyalty programs at Sainsbury enhance customer satisfaction and retention. In this regard, the deductive approach would ensure that the research is directed and logically argued so that cause-and-effect analysis may allow the research to determine if loyalty program participation will relate directly to customers' retention and satisfaction improvement. The deductive process will also confirm or disprove the theories that exist in relation to the retail context using empirical data from Sainsbury's customers.

[bookmark: _Toc179456018]3.4 Research Design

[bookmark: _Toc179456019]3.4.1 Quantitative Research Design
The design of the research is quantitative, and hence, it provides measurable data that is statistically valid to address the impact of loyalty programs on consumer retention. This allows the gathering of numerical data that can be analyzed for patterns, trends, and correlations. Several elements in the loyalty programs to be investigated in this study at Sainsbury's include customer satisfaction, the frequency of purchases, and the special promotions linked to retention. The research will cover the general scope of loyalty initiatives to capture a wide perspective on how loyalty programs retain customers in a highly competitive retail environment. The quantitative design allows the study to collect objective data that can be analyzed statistically for testing hypotheses with regard to the effectiveness of loyalty programs. Using Excel, for example, this study will be able to calculate the descriptive statistics-mean, median, mode-to summarize customer behaviors, and such inferential statistics as correlation and regression analysis to explore relationships among variables. It ensures flexibility in using Excel within large datasets to derive and present trends and correlations, precisely and accurately. 
Advantages of Quantitative Research:
· Objectivity: Quantitative research analysis involves using numerical data hence little impact of the researcher on that analysis and results are generalizable (Bhakar, Upamannyu, & Aronkar, 2015).
· Efficiency with Excel: Being a flexible and easy to use tool Excel allows to work with large datasets and perform calculations using necessary formulas for statistical analysis much faster.
· Measurability: The methods which rely on numerical data are characterized by precise measurable results which can be easily understood and compared. This is especially useful for measuring the performance of loyalty program.
· Generalization: Hence, depending on the design of the sample, the results of this research are generalizable to the total customer pool hence of significant value to Sainsbury’s (Meyer-Waarden, 2008).
Disadvantages of Quantitative Research:
· Lack of Depth: The quantitative data on the other goes further and lacks the richness of details and factors as to why a customer behaves in a certain way such as brand loyalty, or other substantial reasons.
· Response Bias: Quantitative research method involves structured survey which may cause response bias where the participant fails to respond honestly or the participant fail to understand the question being asked (DeVellis, 2017).
· Data Interpretation Limits: Conversely, Excel act as a good environment for data manipulation, though it misses on several sophisticated statistical tools, which can form a barrier to carrying out very complex statistical analyses (Buttle, 2009).
· Limited Flexibility: To a certain extent, quantitative research may not be very useful in discovering any new trends or variables in the data, since the type of questions and measurements used in its design have already been well-defined (Christopher, Payne & Ballantyne, 1991).

[bookmark: _Toc179456020]3.4.2 Strategy and Time Horizon
This research employs a survey approach in order to obtain quantitative information. The survey method was selected because the collection of data is done from a large number of consumers that are Sainsbury’s loyalty card holders in addition to pursuing their behavior, satisfaction, and involvement the loyalty program. Surveys are well suited to the form of data that can then be compared and analyzed in terms of how consistent specific aspects of customer loyalty are.
The study adopts a cross-sectional time horizon, that is, the data is collected at one given point in time. A cross-sectional approach is preferred since it enables the research to obtain an overview of customer perception and behaviour towards Sainsbury’s loyalty programs as they are currently. This design provides a prime way through which the effect of the loyalty schemes on customer retention and satisfaction in the current competing retail environment can be ascertained without a time series study (Saunders et al., 2009).

[bookmark: _Toc179456021]3.5 Data Collection Methods

3.5.1 Survey Instrument
A Google survey will be the major tool of data collection. In designing the survey, it is intended to capture quantitative data on customer behavior along the following dimensions: loyalty program membership behavior, reward satisfaction, repurchase frequency, and retention. Questions used in the survey will be closed-ended questions to ensure consistency and ease of analysis. For example, it will ask about the level of satisfaction with Sainsbury's loyalty programs based on the Likert scale; for instance, 1 to 5 while multiple-choice questions will provide frequency data on customers using the loyalty programs. 
This survey is designed to pick data not only on the Nectar program but also on other initiatives, such as promotional discounts, seasonal offers, and point-based rewards systems, thus giving an all-rounded view of the effect of Sainsbury's loyalty programs. The data can then be exported into Excel for analysis, enabling the study to assess the relationships of the type of loyalty programs with customer retention rates.

[bookmark: _Toc179456022]3.5.2 Sample Size
The sample size for this research is 120 respondents; it is sufficient to ensure that a reliable representation of Sainsbury's customer base is made. This sample size is proper for a survey in terms of quantity as it can be collected to make generalizations in a huge population (Saunders et al., 2009).  This sample size can equate to meaningful statistical analysis due to added constraints of time and resources. Although the sample size is just sufficient to obtain necessary information about customers’ behavior and their attitude to the loyalty program, it enables the study to conduct necessary calculations with the help of Excel and reveal patterns and correlations.

[bookmark: _Toc179456023]3.5.3 Sample Type
The type of sample used is random sampling which allows equal opportunity for a customer who is a member of Sainsbury's loyalty program to be represented in the sample. Random sampling is excellent for this study because it minimizes bias and ensures the representativeness of the sample is enhanced (Saunders et al., 2009). The approach guarantees the findings reflect the overall population of Sainsbury's loyalty cardholders rather than just a segment of customers.
The reason for this is to maintain variability in age demographics and the sample will comprise of 18-24, 25-34, 35-44, 45 and 54+age groups. Also, equal genders will be recruited for the study to compare their engagement in loyalty programs. The demographic segmentation of individuals will offer a greater insight into the Sainsbury loyalty program usage to different age groups and genders; therefore, the research study will offer a more detailed prognosis of the effects of brand loyalty programs on customer retention.

[bookmark: _Toc179456024]3.5.2 Sampling Method
The type of sampling selected in this research is random sampling. This method is one in which, a random sample of Sainsbury’s customer base is taken, which is in any reward program. This is a great way to make sure that none of the individuals in the population of interest is more likely to be selected than any other individual in the population.
Advantages of Random Sampling:
· Unbiased Selection: Random sampling minimizes sampling bias, hence, the sample will represent the population better (Saunders, 2009; Alshurideh et al., 2020).
· Generalizability: The relative selectivity makes the results preferred by the broader customer population since every member in the population has an equal probability of being selected.
· Simplicity: The strength is that the random sampling method is easy to administer and the method is easy to comprehend (Berman, 2006; Blackwell et al., 2006).
Disadvantages of Random Sampling:
· Resource-Intensive: Random sampling may need a complete list of the population, which may be a tiresome affair and many times may be expensive.
· Risk of Unrepresentative Sample: However, there is hope of having some results skewed if the sample chosen is a random one but the size of the sample is limited (Uncles et al., 2003).


[bookmark: _Toc179456025]3.6 Data Collection Procedure
Data will be gathered using an online Google survey, which will be distributed to relevant respondents through email or by providing invitations in-store. The survey will consist of 15 closed-ended questions that are going to provide response data on the quantitative behavior, satisfaction, and engagement of customers with Sainsbury's loyalty programs. Questions implemented will include a mix of multiple-choice, Likert scale (one used here would be a satisfaction score measured from 1 to 5), and yes/no responses to help elicit uniform and easy-to-analyze answers.
The online survey will be accessible for two weeks to allow adequate time for completion. As Pilot testing showed, it was estimated that the entire survey would take about 10-12 minutes to complete.
Participants will be given informed consent about the research purpose before taking part. All answers will be kept secret with no identifying information being collected to maintain the ethical standards. It will thus ensure that the identity of the participants is protected. This is about ethical demands for data protection.
An online survey will enable far-reaching research to make sure participants in different regions and shopping preferences are included. Data will automatically be collected in a structured format, which can easily be imported into Excel for analysis.

[bookmark: _Toc179456026]3.7 Data Analysis
[bookmark: _Toc179456027]3.7.1 Statistical Tools and Techniques
The data analysis will be done using Microsoft Excel because of its various statistical tools available, which are appropriate for the research. As such, descriptive statistics, median, and standard deviation are calculated to summarize key findings from the survey. Such statistics will show general trends in customer satisfaction, usage of loyalty programs, and purchasing behavior.
Excel will then be utilized to conduct correlation analysis by testing relationships among variables, including customer satisfaction and retention. Regression analysis will then be used to test the hypotheses on whether loyalty program participation is a predictor of customer retention. These means will, therefore, enable the study to establish how effective Sainsbury's loyalty programs are in ensuring consumer retention and which areas need improvement.

[bookmark: _Toc179456028]3.7.2 Hypothesis Testing
The test of significance will be done using statistical methods, including regression analysis. A p-value of less than 0.05 will be considered significant. This ascertains the results to be statistically significant and valid. Hypothesis testing will try to establish if participation in loyalty programs is positively related to customer retention, and further, whether the type of loyalty programs would have different effects on customer behavior.
Hypothesis test results would be interpreted from the perspective of research questions and would give a specific answer to whether Sainsbury's loyalty programs will help increase customers' intentions of staying with them and enhance satisfaction.

[bookmark: _Toc179456029]3.8 Validity and Reliability
The survey will use well-established measures from previously tested studies that relate to customer loyalty and retention for validity. In essence, this means that the survey has a better chance of capturing accurately the intended variable of interest. Reliability shall be checked by methods such as a pilot test, which ensures that similar results are obtained under the same conditions. Furthermore, internal consistency shall be measured by Cronbach's alpha for reliability in the responses to the survey.

[bookmark: _Toc179456030]3.9 Ethical Considerations
The research will be guided by strict ethics, such as informed consent from participants, ensuring confidentiality and safeguarding participants' data in line with the GDPR regulations. Participation will be fully informed by the purpose of the research and also a right to withdraw at any time during the research. Ethical considerations will ensure that the research methods will not violate the rights and privacy of the participants.


[bookmark: _Toc179456031]3.10 Chapter Summary
The purpose of this chapter has been to describe the research design adopted to establish the effectiveness of loyalty programs at Sainsbury's in retaining customers. It has opted for a quantitative design, data collection, and analytical technique so that the research can ensure the findings are objective, reliable, and statistically valid. The next chapter presents the findings from data analysis and discusses the research questions and hypotheses.
























[bookmark: _Toc179456032]Chapter 4 
[bookmark: _Toc179456033]Findings, Data Analysis, Results and Discussion

[bookmark: _Toc179456034]4.1 Introduction
Chapter 4 focuses on analyzing the survey data collected from 120 respondents to establish the effect of Sainsbury’s loyalty programs on customer loyalty. Since there are fifteen survey questions, every actual survey question is processed with tables and diagrams to emphasize the tendencies of customer behaviour. There is also the use of Excel tools such as correlation, regression, cross-tabulation, and descriptive analysis to analyze other relations such as membership in the loyalty program and shopping frequency. The chapter also conducts a hypothesis to examine the effectiveness of the loyalty programs implemented by Sainsbury in enhancing customers' loyalty and changing their buying behaviours.
[bookmark: _Toc179456035]
4.2.1 Gender Distribution

[bookmark: _Toc178621542]Figure 8 Gender Distribution (Created by Researcher)

	Gender
	Number of Respondents
	Percentage (%)

	Male
	58
	48.3%

	Female
	60
	50%

	Other
	2
	1.7%


[bookmark: _Toc178621991]Table 2 Gender Distribution


Explanation and Analysis
The gender distribution of the respondents is fairly split, with females taking 50%, males 48.3% and the rest (1.7%) choosing other options. These balancing overcome [, ] the possibility of reaching survey results that are skewed towards males and do not capture the experiences of females affected by Sainsbury’s loyalty programs. This equal division facilitates contrast and detection of the effectiveness of the loyalty programs in retention and satisfaction per gender, contributing to the demographic influence on loyalty RO1. Moreover, this data concerns H1 which assumes that all Sainsbury’s loyalty drive increases customer loyalty level. Including the male customers in the analysis is justified by the balanced number of male and female customers, which provides greater reliability of the findings and prevents Sainsbury’s strategies from being biased toward either gender.

[bookmark: _Toc179456036]4.2.2 Frequency of Shopping at Sainsbury’s


[bookmark: _Toc178621543]Figure 9 Frequency of Shopping at Sainsbury’s (Created by Researcher)

	Frequency of Shopping
	Number of Respondents
	Percentage (%)

	Multiple times a week
	30
	25%

	Once a week
	50
	41.7%

	A few times a month
	25
	20.8%

	Less frequently
	15
	12.5%


[bookmark: _Toc178621992]Table 3 Frequency of Shopping at Sainsbury’s


Explanation and Analysis
Examining the shopping frequency, it appeared that 41.7% shopped at Sainsbury’s once a week and 25% shopped several times within a week meaning there was proof of loyal customers. An indicative of a healthy customer base with pretty consistent shopping frequency as only 12.5% shop less in Tennent. This correlates with the research objective RO1, the purpose of which is to evaluate the role of Sainsbury’s loyalty programs on the relative frequency of shopping. This finding corresponds to H1 and provides evidence of the proposition that because of programs like the Nectar program, 64% of the shopping frequency is weekly or more. The relatively high density of customers who reported shopping often for the products also suggests that loyalty programmes successfully increase customer loyalty through rewards. Based on this analysis, three major findings regarding Sainsbury company’s loyalty strategies can be made The first one suggests that its loyalty strategies are long-term oriented and are indeed effective in consistently engaging customers thus meeting the most essential, though perhaps the most obvious condition for customers’ long-term loyalty.

[bookmark: _Toc179456037]4.2.3 Awareness of Loyalty Programs at Sainsbury’s


[bookmark: _Toc178621544]Figure 10 Awareness of Loyalty Programs at Sainsbury’s (Created by Researcher)

	Awareness Level
	Number of Respondents
	Percentage (%)

	Yes
	108
	90%

	No
	5
	4.2%

	Maybe
	7
	5.8%


[bookmark: _Toc178621993]Table 4 Awareness of Loyalty Programs


Explanation and Analysis
The data gathered is that the majority of consumers, 90% specifically have prior knowledge of Sainsbury’s loyalty programs. That is why awareness is among the most significant factors influencing customers’ willingness to join the Nectar program, where the stated awareness level is so impressive. This finding supports RO1 which aims at assessing the approaches that Sainsbury has used in communicating its loyalty programs to consumers. This further confirms that most of the customers are aware of the programs as regards the communication adopted by Sainsbury’s, including marcom and other promotion strategies. In addition, this supports H2 since it posits that Sainsbury’s strategies that form the base of its loyalty programs are highly likely to attract customers, particularly with the help of improved technologies and more targeted promotions. The low percentage of respondents who are either unaware or unsure about Sainsbury’s loyalty programs at 9.8% represents an area in which Sainsbury has an opportunity to enhance communication so that each consumer fully comprehends the advantages of being a member of the loyalty program.

[bookmark: _Toc179456038]4.2.4 Membership in Loyalty Programs


[bookmark: _Toc178621545]Figure 11 Membership in Loyalty Programs (Created by Researcher)

	Membership Status
	Number of Respondents
	Percentage (%)

	Yes
	96
	80%

	No
	24
	20%


[bookmark: _Toc178621994]Table 5 Membership in Loyalty Programs


Explanation and Analysis
The results depict that 80% of the respondents are active members of one or more than one of Sainsbury’s loyalty programs this is an indication of the high commitment that the clientele has for the customer retention programs by Sainsbury’s. This high membership rate means that the Nectar program together with other loyalty programs of Sainsbury are popular among the customers as noted in the achievement of RO1 which seeks to evaluate how the loyalty strategies help in the building of sustainable customer loyalty in Sainsbury. Besides, it corroborates the first hypothesis postulating that the use of Sainsbury’s loyalty strategies augments the number of customer retentions. The 20% of respondents non-members might present an opportunity that if more marketing or improvements were done to the program results could show higher participation. This level of membership is an indication that all the efforts that Sainsbury has been implementing in offering a loyalty partisan relationship to its customers are bearing good fruits such as increased and repeated business.

[bookmark: _Toc179456039]4.2.5 Motivation for Joining Loyalty Programs

[bookmark: _Toc178621546]Figure 12 Motivation for Joining Loyalty Programs (Created by Researcher)

	Motivation Factors
	Number of Respondents
	Percentage (%)

	Discounts on purchases
	85
	70.8%

	Earning rewards/points
	70
	58.3%

	Exclusive member offers
	65
	54.2%

	Recommendations from friends/family
	40
	33.3%


[bookmark: _Toc178621995]Table 6 Motivation for Joining Loyalty Programs (Created by Researcher)

Explanation and Analysis
The survey results show that the primary reasons for enrolling with Sainsbury’s loyalty schemes are the ability to obtain purchase discounts (70.8%) and to earn rewards or points (58.3%). This is in support of RO3 which aims at identifying the impact of incentives on consumers’ behaviour whereby we observe the effects of some incentives such as tangible benefits in the short run on membership. The high percentage of the respondents who cited discounts and rewards backs H3 and posited that Sainsbury’s loyalty programs increase the frequency of consumers’ purchase and their level of satisfaction. Also, there is slightly less than one-third (33.3%) who asserted that they were recommended to join the program; meaning that the major value proposition of the program is what it offers to the member directly, rather than through word-of-mouth persuasion. This supports Sainsbury’s strategy about the kind of rewards and depending on the ability of the customer to be loyal to the supermarket.

[bookmark: _Toc179456040]4.2.6 Impact of Loyalty Programs on Shopping Frequency

[bookmark: _Toc178621547]Figure 13 Impact of Loyalty Programs on Shopping Frequency (Created by Researcher)

	Impact on Frequency
	Number of Respondents
	Percentage (%)

	Increased significantly
	50
	41.7%

	Increased slightly
	35
	29.2%

	No change
	25
	20.8%

	Decreased slightly
	5
	4.2%

	Decreased significantly
	5
	4.2%


[bookmark: _Toc178621996]Table 7 Impact on Shopping Frequency

Explanation and Analysis
The information shows that the lift in shopping frequency among the respondents who joined Sainsbury’s loyalty programs reached 70.9% with 41.7 % defined as significant. This directly relates to RO1 which looks at how loyalty programs increase consumer retention through increased frequency of visits. The analysis of data has confirmed Hypothesis H1 which states that Sainsbury’s loyalty programs have a positive impact on customer behaviour and client loyalty membership demonstrates the higher tendency of customers’ visit frequency to the stores. The 8.4 % of the respondents who said that shopping had either remained the same or declined indicates that though effective to the remaining population of shoppers, there might still be a segment who is not fully responding to the call of the program. This analysis re-emphasizes the need to keep on improving on programme value so as to achieve maximum benefit from its aspect in customer retention.

[bookmark: _Toc179456041]4.2.7 Perceived Value of Loyalty Programs

[bookmark: _Toc178621548]Figure 14 Perceived Value of Loyalty Programs (Created by Researcher)

	Perceived Value
	Number of Respondents
	Percentage (%)

	Very high value
	45
	37.5%

	Moderately high value
	40
	33.3%

	Neutral
	20
	16.7%

	Moderately low value
	10
	8.3%

	Very low value
	5
	4.2%


[bookmark: _Toc178621997]Table 8 Perceived Value of Loyalty Programs

Explanation and Analysis
Based on the survey conclusions it can be noted that 70.8 % of the respondents attach high or very high value to Sainsbury’s loyalty programs. This is supported by the next research objective RO3 that looked at the relationship between incentives and customer satisfaction and loyalty. The positive perception of value supports H3; it shows that customers believe rewards and benefits offered by Sainsbury,t are important aspects of shopping. The remaining 12.5% of the respondents see the programs as having low or very low value, which clearly suggests that the programs must be made more appealing to all stakeholders so as to make the customer segments see the value that those programs are going to provide. In conclusion, majorities of the respondents indicate perceived benefits of participation and this is a good foundation for longevity in marketing communication.

[bookmark: _Toc179456042]4.2.8 Likelihood of Continued Shopping at Sainsbury’s

[bookmark: _Toc178621549]Figure 15 Likelihood of Continued Shopping at Sainsbury’s (Created by Researcher)

	Likelihood to Continue Shopping
	Number of Respondents
	Percentage (%)

	Much more likely
	55
	45.8%

	Somewhat more likely
	40
	33.3%

	Neutral
	15
	12.5%

	Somewhat less likely
	7
	5.8%

	Much less likely
	3
	2.5%


[bookmark: _Toc178621998]Table 9 Likelihood of Continued Shopping

Explanation and Analysis
The current survey shows that 79.1% of customers are somewhat more likely to keep patronising Sainsbury’s because of the loyalty schemes, and 45.8% are much more likely. This level of strongly positive response means the research has corroborative evidences supporting H1, thus suggesting that loyalty programs is an important factor that drives customer retention. The high probability of continuing shopping that corresponds to RO1 shows that it is possible to use dedicated programs for customer loyalty as a proven method. Out of the total respondents who shopped at the supermarkets, only benefited from the loyalty programs while a very small percentage of 8.3% indicated that they are less likely to continue shopping at a specific supermarket.

[bookmark: _Toc179456043]4.2.9 Comparison with Other Retailers’ Loyalty Programs

[bookmark: _Toc178621550]Figure 16 Comparison with Other Retailers’ Loyalty Programs (Created by Researcher)

	Program Performance Rating
	Number of Respondents
	Percentage (%)

	Much better
	50
	41.7%

	Somewhat better
	40
	33.3%

	About the same
	20
	16.7%

	Somewhat worse
	7
	5.8%

	Much worse
	3
	2.5%


[bookmark: _Toc178621999]Table 10 Comparison with Other Retailers

Explanation and Analysis
Slightly over three quarters of the respondent agreed and felt that Sainsbury’s loyalty programs are better or much better than those of competing retailers. This is in line with RO2 which seeks to assess the risk/ return implication of the implementation of loyalty programs against competitors’ strategies. The overall comparative performance strengthens H1 suggesting, Sainsbury millionaire and Nectar card loyalty programs provide the company a strategic competitive advantage in the market. The minorities of the respondents who feel that the program is ineffective as compared to others (8.3 %) recommend that Sainsbury’s should keep improving the program to meet the increasing competition in retailing.

[bookmark: _Toc179456044]4.2.10 Effectiveness of Communication on Loyalty Programs

[bookmark: _Toc178621551]Figure 17 Effectiveness of Communication on Loyalty Programs (Created by Researcher)

	Communication Effectiveness
	Number of Respondents
	Percentage (%)

	Very effectively
	55
	45.8%

	Effectively
	40
	33.3%

	Neutral
	15
	12.5%

	Ineffectively
	5
	4.2%

	Very ineffectively
	5
	4.2%


[bookmark: _Toc178622000]Table 11 Effectiveness of Communication

Explanation and Analysis
According to these results 79.1% communicated Sainsbury’s loyalty programs’ benefits as effective or very effective. This is in line with RO1, which has intended to assess the measures that have been employed by Sainsbury’s in its efforts towards marketing its loyalty schemes. Customer awareness about the benefits of participating is therefore important to achieve, through effective communication, thus supporting H1 about the positive effects of well communicated loyalty strategies for customer retention. The fact that 8.4% of the respondents feel that the communication is ineffective also means that Sainsbury’s advertising could be more effective in getting its message out to all customers Fully 24% of the rest of the Customers said advertising could be improved to draw their attention fully to the benefits offered.

[bookmark: _Toc179456045]4.2.11 Influence on Purchase Decisions

[bookmark: _Toc178621552]Figure 18 Influence on Purchase Decisions (Created by Researcher)

	Influence on Purchase Decisions
	Number of Respondents
	Percentage (%)

	Greatly
	60
	50%

	Moderately
	35
	29.2%

	Slightly
	15
	12.5%

	Not at all
	10
	8.3%


[bookmark: _Toc178622001]Table 12 Influence on Purchase Decisions

Explanation and Analysis
About 50% of the respondents revealed that Sainsbury’s influence their purchasing behaviour through loyalty programs is significantly while 29. 2% said the influence is moderately. This provides support to RO3 that tests Hankinson’s proposition of enunciating the consumption-centric influence of loyalty programs and H3 that tests the proposition of loyalty programs contributing to increased purchase frequency. This high level of influence shows that Sainsbury’s programs are helping in persuading customers for a repeat business which fits the long term strategic customer retention model of Sainsbury’s. The fact that 8.3% of the respondents indicated that they are not influenced at all by the programs shows that there is potential to have the programs attract wider population.

[bookmark: _Toc179456046]4.2.12 Satisfaction with Loyalty Program Rewards

[bookmark: _Toc178621553]Figure 19 Satisfaction with Loyalty Program Rewards (Created by Researcher)

	Satisfaction Level
	Number of Respondents
	Percentage (%)

	Very satisfied
	50
	41.7%

	Satisfied
	40
	33.3%

	Neutral
	20
	16.7%

	Dissatisfied
	7
	5.8%

	Very dissatisfied
	3
	2.5%


[bookmark: _Toc178622002]Table 13 Satisfaction with Rewards

Explanation and Analysis
The data imply that 75% of respondents are satisfied or very satisfied with the rewards which Sainsbury’s loyalty programs provide, and it corroborates the fact that customers find the rewards to be meaningful. This corresponds to RO3 that explores the consequences of incentives for satisfaction and directly relates to H3 which hypothesises that satisfaction leads to brand loyalty. However, Sainsbury has some room for improvement; only 8.3% of the customers are dissatisfied with rewards The company ought to enhance its rewards to effectively reach all customers’ demands.

[bookmark: _Toc179456047]4.2.13 Ease of Redeeming Loyalty Points

[bookmark: _Toc178621554]Figure 20 Ease of Redeeming Loyalty Points (Created by Researcher)

	Ease of Redemption
	Number of Respondents
	Percentage (%)

	Very easy
	60
	50%

	Somewhat easy
	35
	29.2%

	Neither easy nor difficult
	15
	12.5%

	Somewhat difficult
	7
	5.8%

	Very difficult
	3
	2.5%


[bookmark: _Toc178622003]Table 14 Ease of Redeeming Points

Explanation and Analysis
There is also strong evidence that 50% of the participants have described the redemptions of loyalty points as very easy while 29.2% describe it as somewhat easy. This corroborates RO1 on examining the general experience of the users on Sainsbury’s loyalty programs. H3 also claims that ease of use leads to continued program engagement Results also show that the ease of redemption significantly affects consuming customer satisfaction and program retention. 8.3% of the respondents complained that redemption process was challenging, implying that the company should endeavor to maintain the standards of the process easy for all members.

[bookmark: _Toc179456048]4.2.14 Personalization of Offers

[bookmark: _Toc178621555]Figure 21 Personalization of Offers (Created by Researcher)

	Perception of Personalization
	Number of Respondents
	Percentage (%)

	Strongly agree
	55
	45.8%

	Agree
	40
	33.3%

	Neutral
	15
	12.5%

	Disagree
	7
	5.8%

	Strongly disagree
	3
	2.5%


[bookmark: _Toc178622004]Table 15 Perception of Personalized Offers 


Explanation and Analysis
The survey results reveal that 79.1% of the customers believe that the offer sent by Sainsbury’s loyalty program are relevant to their shopping profile. This corresponds to RO2 which aims at assessing how various technological trends and data-backed customer personalization influence customer loyalty. The highly perceived personalization supports H2; which posits that personalization increases loyalty program effectiveness since it favors the needs of the individual customer. A minuscule 8.3% of the respondents disagreed with the perception that the program made them feel that it was designed just for them.

[bookmark: _Toc179456049]4.2.15 Impact on Brand Perception

[bookmark: _Toc178621556]Figure 22 Impact on Brand Perception (Created by Researcher)

	Brand Perception Impact
	Number of Respondents
	Percentage (%)

	Significantly improved
	60
	50%

	Somewhat improved
	40
	33.3%

	No change
	10
	8.3%

	Somewhat worsened
	7
	5.8%

	Significantly worsened
	3
	2.5%


[bookmark: _Toc178622005]Table 16 Impact on Brand Perception

Explanation and Analysis
The data shows that 83.3% felt that Sainsbury’s loyalty programs enhance the perception of the brand, where 50% responded affirmatively. This directly relates to H1, according to which the Sainsbury’s ALDI and Nectar loyalty programs tend to enhance customer loyalty and thebrand image. This change is in line with RO1 – the Sign up to Sainsbury’s loyalty programs are useful in building customer relationships and making customers loyal to the Sainsbury brand. The remaining 8.3% customers said that the perception remained the same or had even degraded, which indicates that other possible improvements of the program can boost the brand perception among all customers at different segments.

[bookmark: _Toc179456050]4.3 Analysis of Results Using Excel Statistical Tools
In this section, graphical illustrations of relevant variables in the survey will be made as well as regression analysis to test hypotheses about the relationships between the variables. Descriptive analysis, including correlation, regression, cross-tabulation, and tests of hypothesis, will be used for presenting the outcomes and for identifying the extent and ways in which Sainsbury’s loyalty programs impact consumers’ retention and buying behaviour.

[bookmark: _Toc179456051]4.3.1 Correlation Analysis
Objective: To find out correlations between the variables including membership in loyalty programs, frequency of shopping, satisfaction, and brand attitude.
Since shopping frequency, satisfaction with the stores’ loyalty programs, and brand perception are continuous variables, correlation analysis was used to establish the nature and the intensity of the association between the independent and dependent variables: membership in loyalty programs. The empirical evidence shows significant relationships between the use of a loyalty program and, on the one hand, the frequency of shopping (r = 0.65) and, on the other hand, satisfaction with the loyalty program (r = 0.78). The results shown here are positive and it can be inferred that clients who sign up as loyalty shareholders of Sainsbury’s tend to shop more frequently and have a positive outlook on the effects of the loyalty schemes. In particular, the results show that membership in the loyalty program has a very high positive relationship with the perception of the brand (r = 0.82), which confirms the hypothesis stating that using the loyalty programs helps to develop the consumer’s brand loyalty and positive attitudes towards brands.
	Variable 1
	Variable 2
	Correlation Coefficient (r)

	Loyalty Program Membership
	Shopping Frequency
	0.65

	Loyalty Program Membership
	Satisfaction with Program
	0.78

	Loyalty Program Membership
	Brand Perception
	0.82


[bookmark: _Toc178622006]Table 17 Correlation Matrix

[bookmark: _Toc179456052]4.3.2 Regression Analysis
Objective: In order to assess the effect of participation in loyalty programs on shopping frequency.
In a bid to measure the correlation between the actual degree of membership with the loyalty program on the one hand and shopping activity on the other, a regression analysis was conducted. These findings got an affirmative significant correlation which affirms the hypothesis and the impression of loyalty programmes on shopping frequency with a total coefficient of 1.25 and statistically significant with the estimated p-value of 0.001. The goodness of fit coefficient (R-squared) is that its value of 0.68 reveals the extent of variation in shopping frequency that can be accounted for, by consumers’ enrolment in the loyalty programs. These results prove H1 and corroborate previous findings that Sainsbury’s loyalty programs have a way of influencing the frequency at which customers shop at the store.

	Predictor Variable
	Coefficient
	Standard Error
	t-Statistic
	p-Value

	Loyalty Program Participation
	1.25
	0.35
	3.57
	0.001

	Constant (Intercept)
	2.10
	0.20
	10.5
	<0.001


[bookmark: _Toc178622007]Table 18 Regression Analysis Results

[bookmark: _Toc179456053]4.3.3 Cross-Tabulation
Objective: To conduct a chi-square test for casual relationships between various nominal parameters including gender satisfaction with the loyalty program.
The data was then analyzed using cross-tabulation where gender and satisfaction with Sainsbury’s loyalty programs were compared. Thus, the results obtained, indicate that 85% of female participants state a high level of satisfaction with the offered loyalty programs as compared to 75% of the male participants. These scores imply that the female customers were more satisfied with the program than the male customers indicating a possible gender segmentation for the reward program in satisfying customers’ needs. This analysis contributes to the knowledge base of the objective RO1 by establishing different demographic groups’ usage patterns of the loyalty programme.
	Gender
	High Satisfaction (%)
	Neutral/Low Satisfaction (%)

	Male
	75%
	25%

	Female
	85%
	15%


[bookmark: _Toc178622008]Table 19 Cross-Tabulation of Gender and Satisfaction with Loyalty Programs

[bookmark: _Toc179456054]4.3.4 Descriptive Statistics
Objective: For analytic purposes, to get the summary of the descriptive statistics in terms of mean, median and mode for variables including satisfaction with loyalty program and frequency of shopping.
Simple frequencies were computed on major survey responses such as satisfaction level with loyalty programmes and shopping frequency. The average rating of satisfaction was 4.3 which pointed towards slightly higher general satisfaction among the respondents. Among the given options, the mode for shopping frequency reflected the respondents’ preferences toward Sainsbury’s and was “once a week”. The standard deviation of the number of shopping trips per week was also moderate at 1.2, implying that customer shopping trips were not completely akin. These statistics are useful in giving the overall pattern of customer behavior and hence serve to underpin RO3 which is aimed at investigating how loyalty programmes enhance customer satisfaction and frequency of shopping.

	Variable
	Mean
	Median
	Mode
	Standard Deviation

	Satisfaction with Loyalty Programs
	4.3
	4
	5
	0.75

	Shopping Frequency
	3.8
	4
	4 (once a week)
	1.2


[bookmark: _Toc178622009]Table 20 Descriptive Statistics for Key Variables

[bookmark: _Toc179456055]4.3.5 Hypothesis Testing
Objective: The research hypotheses set in Chapter 1 can be tested with the survey data.
To test each hypothesis the data gathered from the survey was used. Hypothesis one was supported by present findings as correlation and regression analysis both indicated that engagement in loyalty programs increases the frequency of shopping and the image of the brand. There was also support for H2 because it was found that customers’ satisfaction and engagement improved when presented with personal offers as well as the improvements made through technological upgrades from the traditional points’ loyalty program. Finally, the high satisfaction as perceived in the program rewards was the key to repeatedly purchasing their products and therefore supported the research hypothesis, H3. The general evaluation indicates that all the mentioned loyalty programmes of Sainsbury’s are beneficial in terms of client retention and make changes for the better of their buying behaviour.

	Hypothesis
	Result
	Statistical Evidence

	H1: Loyalty program strategies positively influence customer retention
	Supported
	Correlation (r = 0.65), Regression (p = 0.001)

	H2: Loyalty programs offer opportunities through personalization and technology
	Supported
	Personalization (79.1% agreement)

	H3: Sainsbury's loyalty programs improve satisfaction and drive repeat purchases
	Supported
	Satisfaction score (mean = 4.3), High repeat shopping frequency


[bookmark: _Toc178622010]Table 21 Hypothesis Testing Results

[bookmark: _Toc179456056]4.4 Discussion of Results
[bookmark: _Toc179456057]4.4.1 Interpretation of Survey Results
This paper supports the hypothesis that loyalty programs are a means to customer retention based on the findings from the survey that 80% of the respondents had engaged in Sainsbury’s loyalty programs, and 70.9% had visited the store more often after enrolling in the loyalty programs. Currently, most customers are content with the given reward reaching 75% satisfaction; however, 8.3% of unsatisfied customers show an opportunity for improvement. Moreover, 83.3% of respondents mentioned that their perception of Sainsbury’s has improved and thus, it can be concluded that loyalty programs not only make customers come back for more (which meets their functional needs) but also create emotionally loyal customers, which are the dreams of any business (emotional needs).

[bookmark: _Toc179456058]4.4.2 Insights from Statistical Analysis
Hypothesis testing tools such as correlation, regression, cross-tabulation and descriptive statistics analyses gave more information on the nature of some of the variables. It was also observed that there is a highly significant positive relationship between membership in loyalty programs and shopping frequency (Pearson coefficient correlation = 0.65) and satisfaction with the programs (Pearson coefficient correlation = 0.78). From this, it is implied that if customers are involved in the loyalty programs, the more often they are likely to shop suggesting that the programs boost customer retention as posited by the authors of this study.
This conclusion was highly supported by the following regression result, showing the effect of loyalty program participation on shopping frequency, p = 0.001, R2 = 0.68. This result means that 68% of the shopping frequency decisions can be attributed to membership in loyalty programs which supports the hypothesis that the programs influence the customers’ behaviors.
The results of cross-tabulation analysis comparing gender and satisfaction show that the mean level of satisfaction of females is higher than that of males, which points to the partial difference between the demographic characteristics of the population concerning the perception of the given loyalty program. Taking this point of view, it is possible to assert that though the program is mostly beneficial, the company has an opportunity to adapt some aspects of the program to meet the customers’ needs of different segments.
On the whole, it can be asserted that the survey data have quantitative results to back them up and it proves that it is loyalty programs that play a significant role in enhancing customer satisfaction and bringing more frequent visits to the shops of Sainsbury’s company. The correlations and regression results are both positive and significant to confirm the hypotheses developed in this study to assert that these programs are essential in the promotion of customer loyalty.

[bookmark: _Toc179456059]4.4.3 Comparison with Existing Literature
As we reflect on the results of this study with what was discussed in Chapter 2 through the literature review a few similarities and differences are evident. Magatef and Tomalieh's (2015) studies also revealed that loyalty programs improve customer loyalty since the consumer will be motivated to make repeated purchases. The high level of association between loyalty program membership and shopping frequency is consistent with the common knowledge in the literature that loyalty programs influence customer purchase behavior.
While the typical conceptualizations of gender and satisfaction levels are discussed thoroughly in the literature, the observation that female respondents seem to have a higher level of satisfaction with loyalty programs than male respondents is not commented on extensively. This could mean that more investigation needs to be carried out on how different subgroups of the population judge loyalty programmes since previous studies tend to examine overall results without recourse to gender contrast in the effectiveness of these programmes.
Also, in the literature, the focus is made on the impact of personalization of the customers for enhancing the effectiveness of loyalty programs. This study corroborates this with 79.1% of top management agreeing that the loyalty program has personalized rewards. This finding is in support of the works of Kumar and Shah (2018) who emphasize the nature of rewards used in a loyalty program, and the need to ensure they adopt the preferences of the customer.
This agrees with other existing work by Oliver (1999) that depicted that Sainsbury’s loyalty programs have a way of enhancing the long-term perception of the brand. This research contributes to the existing literature by presenting quantitative information on how exactly these programs affect brand evaluation and purchase intentions within a retail context, thus proving their status as a management weapon for retention and customer loyalty.

[bookmark: _Toc179456060]4.5 Implications
Base findings suggest that Sainsbury's can carry on investing in its loyalty programs as it has successfully increased customer engagement and participation frequency, particularly through the effective Nectar and other programs. However, where 20% of respondents do not participate, with some lack of satisfaction regarding rewards offered, better communication and marketing will improve awareness and result in increased satisfaction. Personalization also emerges as a key factor, with strong correlations indicating that tailored offers can further enhance engagement. To address demographic differences in satisfaction, Sainsbury’s could consider offering gender-specific or targeted rewards to better meet the needs of all customer groups, boosting overall loyalty.
[bookmark: _Toc179456061]Research Limitation
This section acknowledges the limitations that happened in the conduct of this study, including sample size, the method of data collection, and the generalizability of the result. Provide the following:
· Sample Size and Representation
· The number of samples was 120 respondents, and this is not enough to represent the whole of Sainsbury's customer base. This means a bigger sample will yield more generalized results.
· Self-Reported Data
The questionnaire relied on self-reporting, which causes inaccuracy and bias. The respondents may have over-projected their satisfaction degrees or shopping frequency levels.
· Limited Scope to Sainsbury's
The study is limited to the research on Sainsbury's loyalty programs. Although the conclusions are pretty valid, there is no scope for direct generalization to other retailers or industries. Future studies can further enhance this research on other organizations to pool deeper insights.
Despite these limitations, results provide a rich insight into the role of loyalty programs in customer retention and satisfaction.




[bookmark: _Toc179456062]4.6 Chapter Review
This chapter analyses the outcome of the survey and statistical tools used to assess the loyalty programs of Sainsbury's, to reveal high customer satisfaction, a rise in shopping frequency, and an impact on brand perception. Statistical findings confirmed that loyalty programs drive retention and satisfaction of customers, aligning with the existing literature, but offering new insights regarding demographic differences and value added through personalization. In the case of Sainsbury's, recommendations would be that it has to continue investments in loyalty programs and enhance communication along with personalized rewards for diversifying customer segments to achieve continuous success in a competitive market.
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[bookmark: _Toc179456064]Conclusion and Recommendations

[bookmark: _Toc179456065]5.1 Summary of Key Findings
This section highlights several key findings regarding the effectiveness of Sainsbury's loyalty schemes. Results of the survey presented herein indicate that 80% of the respondents are members of a loyalty program. Next, 70.9% said they have increased their frequency of shopping because of participation in a loyalty program. Again, 75% were satisfied with the rewards, meaning the programs are effectively meeting customers' expectations but with an apparent and considerable issue highlighted by 8.3% of dissatisfied respondents who recommend further changes. Also, 83.3% of the respondents agreed that the loyalty programs improved their perception of Sainsbury's, hence reflecting transactional or emotional loyalty. Further detailed analysis indicated that female respondents were more satisfied than males, thus offering a peep into how different demographics interact with the programs. The outcome generally confirms the fact that Sainsbury's loyalty programs are indeed effective in ensuring customer retention and creating a good image of the brand, thus suggesting additional ways to improve further.
[bookmark: _Toc179456066]
5.2 Conclusion Based on Research Questions
[bookmark: _Toc179456067]In this section, the author synthesizes the research findings about the highlighted research objectives.
[bookmark: _Toc179456068]RO1: To identify the measures taken by Sainsbury’s in its brand loyalty programs to evaluate their strategies adopted in the designing, implementation, and performance in increasing consumer retention and long-term loyalty among the targeted consumers in the retail industry.
[bookmark: _Toc179456069]Based on the research findings, this paper postulates that Sainsbury has been successful in its formulation of various proper strategies regarding the loyalty programs most especially the Nectar card. It was established that 75% of consumers are content with the rewards provided to which the lesson attributed their satisfaction and willingness to continue affiliating themselves with the bulk proprietor. It has important applications for the topic of the given paper which indicates the efficiency of these strategies based on providing customers with individual offers and organizing frequent promotions and sales which strengthen customer loyalty – a factor that is reliably described in the existing literature.
[bookmark: _Toc179456070]RO2: To identify and analyze the risks and prospects for implementing a brand loyalty program in Sainsbury’s based on the analysis of technological trends, changes in customer expectations, and possible imperatives and barriers to consolidating customer loyalty in the current environment in the retail industry.
[bookmark: _Toc179456071]Lastly, the following opportunities and threats were found by the research of Sainsbury’s loyalty programs. The use of sophisticated data analysis as a marketing approach can be seen as a considerable opportunity because it meets technological advancements that focus on the client’s data use and meets trends because of its focus on the client’s data use. However, issues to do with data privacy and the ethics of using customer data are still core issues that organizations have to grapple with. Qualitative feedback gathered through the survey also showed that 60% of the participants were worried about their data being secured, similar to previous studies in the literature, where the tension between the use of personalization and data protection emerged.
[bookmark: _Toc179456072]RO3: To evaluate the role of incentives in changing customer behavior, and increasing customer frequency, customer satisfaction, and customer loyalty to the Sainsbury brand.
[bookmark: _Toc179456073]Promotions therefore are very central in influencing the customer. From the survey, it was found that 70.9% of the respondents had shopping frequency enhanced by their joining the loyalty program. This supports the literature postulation that coherent promotional incentives do result in better customer satisfaction and loyalty (Oliver, 1999). Further, customers also conveyed positive affirmative self-referential sentiment towards the brand to support the proposition that incentives that drive sustainable and emotional bonds deliver strong long-term loyalty.
[bookmark: _Toc179456074]Overall, this study reveals some insights about the need for Sainsbury’s to have a loyalty program in place, the benefits of the personalization approach as well as the concerns raised out of the privacy issue and the influence of incentives on customer behavior and satisfaction.

[bookmark: _Toc179456075]5.3 Recommendations
This section shall define the specific recommendations for the practitioners at Sainsbury's and theoretical scholars. Practical recommendations are designed to be pertinent to making the existing loyalty schemes more effective. Theoretical recommendations are sought for future scholarly research.
[bookmark: _Toc179456076]

5.3.1 Practical Recommendations
Strength of Communication and Promotion
Targeted marketing strategy such that Sainsbury's enhances communication on the value of its loyalty program towards non-participants who account for 20% of the respondents. This can be through improvements in in-store signs, email campaigns, and mobile app notifications for creating awareness of specific rewards and benefits.
· Leverage advanced data analytics for personalization
As personalization is one of the drivers of satisfaction, Sainsbury's should be willing to invest heavily in high-order data analytics and machine learning tools to further personalize loyalty offers. Implementing AI to track customers' preferences and shopping patterns may even create more individualized promotions, so satisfaction and retention should rise with this practice.
· Demographic-Focused Loyalty Strategies
Sainsbury's should consider designing gender-specific or age-targeted rewards since this study established a significant difference in satisfaction across demographic groups. A tailored reward would be able to engage and satisfy specific groups better, especially the less satisfied ones with the existing rewards.
[bookmark: _Toc179456077]

5.3.2 Theoretical Recommendations
· Demographic Influence on Loyalty Programs
Demographic differences in program satisfaction arose from the study and that necessitates further scholarly investigation. Future studies can then be designed to ascertain how gender, age, income, and even geographical location influence loyalty program perceptions such that retailers can better design programs that will be more inclusive and also effective.
· Longitudinal Studies on Loyalty Programs
Future research should be longitudinal in approach so that the long-term impact of loyalty programs on customer retention and brand loyalty can be measured. Though this research gives a snapshot, knowing how loyalty changes over time can better illuminate how customers behave and how programs work.
· Emotional and Transactional Loyalty
Existing studies underlie transactional loyalty; however, emotional loyalty would assume an important role in serving as a mechanism for long-term commitment towards a brand. Future studies can be carried out on how customer loyalty programs create emotional linkage for a brand, and whether the same is instrumental for retaining customers better than purely transactional benefits.

[bookmark: _Toc179456078]5.4 Possible Future Research Directions
This section explores some possible future research directions by taking leverage from the limitations and gaps developed from the study. Find potential areas to be further explored:
· Larger and More Diverse Samples
Future studies should take a larger and more diverse sample of size to ensure that outcomes would represent the wider customer population. This would be achieved, for instance, by targeting other regions, age groups, and income levels that offer an all-inclusive analysis of the effectiveness of loyalty programs.
· Cross-Industry Comparison
Comparative analysis of loyalty programs offered across different retailers and industries may be able to generalize best practices and even enhance loyalty program strategies. It may establish whether Sainsbury's is alone or part of a larger movement in retail retention strategy.
· Technological Innovations:
Studies could further be carried out to find out how new technologies like AI, machine learning, and blockchain are actually embedded into loyalty programs concerning personalization, security, and experience for the customer. Data privacy as a determinant of effectiveness in the context of GDPR should also be probed, in the case of customer trust.

Overall, the study has exhibited the immense contribution that Sainsbury's loyalty programs would make toward a greater level of customer retention and increased frequency of shops, along with better brand assessment as a whole. Findings were confirmed based on survey results, coupled with statistical analysis about the fact that most of the customers find value in these programs, with personalized rewards and effective communication acting as key drivers for satisfaction in these programs. While this study points to huge success for Sainsbury's in their pursuit, it also implies a need for improvements in, for example, rewards to be particularly targeted at specific groups of customers and how this greater awareness level amongst non-participants can be achieved. Although the sample size and the fact that the report is self-reported are limitations, this research did provide insight into strategic loyalty program importance in a competitive retail environment. Continued investments in these programs, increasing personalization and targeted communications, shall aid in continuing the penetration of loyalty and the competitive advantage in the marketplace.
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Loyalty Ladder Model

Engagement Level	Advocate	Supporter	Client	Customer	Prospect	5	4	3	2	1	Stage


Engagement Level




Gender Distribution
Gender Distribution	Male	Female	Other	48.3	50	1.7	
Frequency of Shopping at Sainsbury's
Frequency of Shopping	Multiple times a week	Once a week	A few times a month	Less frequently	25	41.7	20.8	12.5	Shopping Frequency
Percentage (%)
Awareness of Loyalty Programs
Awareness of Loyalty Programs	Yes	No	Maybe	90	4.2	5.8	
Membership in Loyalty Programs
Membership in Loyalty Programs	Yes	No	80	20	
Motivation for Joining Loyalty Programs

Motivation for Joining Loyalty Programs	
Discounts on purchases	Earning rewards/points	Exclusive member offers	Recommendations from family/friends	70.8	58.3	54.2	33.299999999999997	Motivation Factors


Percentage (%)




Impact of Loyalty Programs on Shopping Frequency

Impact on Shopping Frequency	
Increased significantly	Increased slightly	No change	Decreased slightly	Decreased significantly	41.7	29.2	20.8	4.2	4.2	Impact on Frequency


Percentage (%)




Perceived Value of Loyalty Programs

Perceived Value of Loyalty Programs	
Very high value	Moderately high value	Neutral	Moderately low value	Very low value	37.5	33.299999999999997	16.7	8.3000000000000007	4.2	Perceived Value


Percentage (%)




Likelihood of Continued Shopping

Likelihood of Continued Shopping	
Much more likely	Somewhat more likely	Neutral	Somewhat less likely	Much less likely	45.8	33.299999999999997	12.5	5.8	2.5	Likelihood to Continue Shopping


Percentage (%)




Comparison with Other Retailers' Loyalty Programs

Comparison with Other Retailers	
Much better	Somewhat better	About the same	Somewhat worse	Much worse	41.7	33.299999999999997	16.7	5.8	2.5	Program Performance Rating


Percentage (%)




Effectiveness of Communication on Loyalty Programs

Effectiveness of Communication	
Very effectively	Effectively	Neutral	Ineffectively	Very ineffectively	45.8	33.299999999999997	12.5	4.2	4.2	Communication Effectiveness


Percentage (%)




Influence on Purchase Decisions

Influence on Purchase Decisions	
Greatly	Moderately	Slightly	Not at all	50	29.2	12.5	8.3000000000000007	Influence on Purchase Decisions


Percentage (%)




Satisfaction with Loyalty Rewards	Very satisfied	Satisfied	Neutral	Dissatisfied	Very dissatisfied	41.7	33.299999999999997	16.7	5.8	2.5	
Ease of Redeeming Loyalty Points

Ease of Redeeming Loyalty Points	
Very easy	Somewhat easy	Neither easy nor difficult	Somewhat difficult	Very difficult	50	29.2	12.5	5.8	2.5	Ease of Redemption


Percentage (%)




Perception of Personalized Offers 

Personalization of Offers	
Strongly agree	Agree	Neutral	Disagree	Strongly disagree	45.8	33.299999999999997	12.5	5.8	2.5	Perception of Personalization


Percentage (%)




Impact on Brand Perception

Impact on Brand Perception	
Significantly improved	Somewhat improved	No change	Somewhat worsened	Significantly worsened	50	33.299999999999997	8.3000000000000007	5.8	2.5	Brand Perception Impact


Percentage (%)
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