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4.1 Chapter Introduction
The previous chapter has discussed the research design and methodology that was utilised for the primary research for this dissertation. 
This chapter will aid in the overall aim of this dissertation which is to critically analyse the impact the Tesco Clubcard has on customer loyalty and how it impacts consumer behaviour. This chapter is going to analyse the data collected from the one hundred and one participants who participated within the researcher’s questionnaire and will be analysed using a range of statistical methods using SPSS software in order to gain a better understanding of the data collected.
The chapter will use the following hypothesis when conducting tests:
H1- The Clubcard loyalty scheme has an impact on the loyalty of customers towards Tesco
H0- The Clubcard loyalty scheme does not have an impact on the loyalty of customers towards Tesco

4.2 Data Analysis
In order to analyse the data set collected to be able to better understand the responses of the participants, the researcher had to ensure that the data set was suitable for the SPSS software that was being used for the analysis of the data set. The researcher ensured that the data set was error-free to ensure it was suitable for the analysis. It was important to ensure that the data set was prepared correctly before the data analysis began to ensure the trustworthiness and meaningfulness of the analysis (Sheard, 2018). As well as this, before conducting the data analysis it was necessary for the researcher to code some of the responses that were collected in order to successfully analyse the data using the SPSS software. The codes utilised for each of the responses can be seen in Appendix F.

4.3 Demographics
The researcher used a range of demographic questions at the beginning of the questionnaire as this allowed for the researcher to have a basic understanding of the participants who took part in the questionnaire without the need for any personal information to be collected. As well as this, the demographic information collected could be utilised by the researcher in order to understand if demographics such as age or gender could impact the shopping habits and loyalties to a supermarket.
The researcher collected data from one hundred and one participants via social media channels and therefore, there is a chance that some of the data collected could be influenced by the researcher’s social media friendships, however, to try and avoid this, the researcher joined and utilised a range of private pages and groups on social media channels to ensure the data set was collected from a wide range of participants.

4.3.1 Participants Gender
[image: ]
[bookmark: _Toc69134774]Figure 4.1 Participant’s Gender
Figure 4.1 displays the frequency of the genders which were specified by those who participated in the research. The researcher gave a wide range of options for participants to ensure that all genders were considered, however, those who participated within the research only identified as male or female. The figure clearly shows that there was an increased number of female participants who participated in the research. As previously stated, this could be due to the social media friendships of the researcher, however, it could also be due to the nature of the research topic as it could be considered to be of more interest to female participants.

4.3.2 Participants Age
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[bookmark: _Toc69134775]Figure 4.2 Participant’s Age
Figure 4.2 displays a bar chart that shows the age of each participant. The bar chart clearly shows that the majority of participants were aged between 18-25. Again this could be due to the social media friendships of the researcher. However the bar chart also clearly shows that the remaining responses are spread out over the remaining age ranges and therefore the ages of the participants can be utilised by the researcher to conduct further analysis to understand how the participants’ age plays a role in their use of the Clubcard as well as their loyalty to a supermarket. In order to sustain more statistically accurate results, for some of the analysis, the researcher decided to separate the ages of participants into two age groups, under 45 and over 45 as seen in figure 4.3 below.
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[bookmark: _Toc69134776]Figure 4.3 Participant’s Age groups

4.3.3 Greatest Benefit of the Clubcard Loyalty Scheme
Question 8 asked the participants what they believed was the greatest benefit to them of being part of the Clubcard loyalty scheme. This question allowed for the researcher to have a basic understanding of how the Clubcard is utilised by the participants and what factors may be a common theme throughout the responses received. The data collected for this question was analysed in a word cloud as seen in figure 4.4 below.
[image: ]
[bookmark: _Toc69134777]Figure 4.4 Greatest benefit word cloud
The word cloud clearly shows that the vouchers provided as a result of utilising the Clubcard are considered as the greatest benefit to those who participate in the scheme. These findings correlate with those of Chapman (2014) who argued that customers are now more reliant on offers and rewards which are offered by supermarkets in the way of a loyalty scheme.



4.4 Participants Shopping Behaviours

[image: ]
[bookmark: _Toc69134744]Table 4.1 Age & Clubcard encouragement crosstabulation
Question 9 of the questionnaire asked the participants whether or not the Clubcard loyalty scheme encourages them to shop at Tesco. The crosstabulation as seen in Table 4.1 above utilised the participates ages in order to understand if the age of the participant impacts how the Clubcard encourages them to shop. This was a useful analysis to aid in the understanding of the data collected as it will aid in the understanding of how the Clubcard impacts customer loyalty.
The crosstabulation analysis found that 66 of the 101 participants either strongly agreed or agreed that the Clubcard loyalty scheme provided by Tesco encouraged them to shop at the supermarket, with only 13 of the participants disagreeing or strongly disagreeing with the same statement. These findings correspond with the findings of Buckingham (2018) who found that 85% of shoppers are more inclined to shop in a supermarket that offers them a loyalty scheme.
A further crosstabulation analysis was conducted in order to understand how the Clubcard encourages and influences the decisions of customers on where they shop as seen in table 4.2 below.
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[bookmark: _Toc69134745]Table 4.2 Frequent supermarkets and Clubcard encouragement crosstabulation
The analysis found that from those customers who are influenced on where to shop by the use of the Clubcard, 50 of the participants shop at Tesco most frequently as appose to other available supermarkets. This again corresponds with the findings by Buckingham (2018) which have been previously discussed in chapter 2.



4.5 Clubcard & Perceived Value
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[bookmark: _Toc69134746]Table 4.3 Correlation Clubcard encouragement & increased value
Table 4.3 above indicates that there is a statistically significant correlation between how the Clubcard scheme encourages customers to shop at Tesco and how the Clubcard impacts the perceived value of shopping at Tesco. This was an important statistical test as it allowed for the researcher to build a deeper understanding of how the Clubcard impacts customer loyalty and therefore the findings allow for the null hypothesis to be rejected. The findings correlate with those of Hupfeld and Speed (2017) who argued that the use of a loyalty scheme in a supermarket setting not only encourages customer loyalty but also increases the customers' perceived value in the supermarket in which the scheme is offered.
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[bookmark: _Toc69134747]Table 4.4 Age & price encouragement crosstabulation
Further statistical testing as seen in the crosstabulation above found that the prices of products within a supermarket have an impact on where the participants chose to shop. The crosstabulation found that 78 of the 99 participants who answered the question either agreed or strongly agreed that they were encouraged where to shop based on the prices of the products available to them. These findings correlate with those of Khadka and Maharajan (2017) as previously discussed in chapter two when they discussed how customers choose a supermarket based on their expectations of the prices of the products. Therefore this indicates that the increased perceived value that customers feel from the use of the Clubcard as mentioned earlier in table 4.4 helps to ensure that the participants remain loyal to Tesco as they are getting a better value from shopping at Tesco as appose to visiting other supermarkets and therefore can be argued to increase the loyalty of customers and in turn once again allows for the null hypothesis to be rejected.



4.6 Clubcard & Convenience
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[bookmark: _Toc69134748]Table 4.5 Age & convenience encouragement crosstabulation
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[bookmark: _Toc69134749]Table 4.6 Age & convenience encouragement Chi-square
The researcher conducted a chi-square analysis in order to understand if the Clubcard plays a significant role in the loyalty of customers to Tesco even if it is less convenient for them to visit a Tesco supermarket. This allowed the researcher to understand to which extent the Clubcard plays a role in the overall loyalty of its users to Tesco. The analysis found that there was no statistically significant link between the participants and how the Clubcard encourages them to shop at Tesco even if it is less convenient for them to do so. These findings indicate that the participants are more likely to shop in a supermarket that offers them the greatest amount of convenience and therefore indicate that the Clubcard doesn’t play a significant role in the loyalty of customers when there is a more convenient option available to them. Similar findings were discussed in chapter two by Wright (2020) and Roy et al. (2020) who discussed how customers are more likely to be engaged with supermarkets that provide them with the greatest amount of convenience. Furthermore, the findings also indicate that the participants are less likely to have a strong loyalty to a particular supermarket as they shop in supermarkets that are most convenient for them to do so at that particular moment. This was again discussed by Walker and Altman (2020) When they discussed that customers who choose where to shop based on convenience are less likely to have a strong loyalty to a particular supermarket.
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[bookmark: _Toc69134750]Table 4.7 Frequency table convenience encouragement
Further analysis and the use of a frequency table seen in table 4.7 above further solidified the findings as there is a significant number of participants who either strongly agreed or agreed that they are encouraged to shop in a supermarket that offered them the greatest amount of convenience.
4.7 Clubcard & Customer Satisfaction
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[bookmark: _Toc69134751]Table 4.8 Age & satisfaction crosstabulation
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[bookmark: _Toc69134752]Table 4.9 Age & Satisfaction Chi-square
The researcher conducted further chi-square analysis in order to understand the impact that the Clubcard has on the overall satisfaction that is felt by the participants when shopping. This test was important to understand how the satisfaction that is felt by the participants when they use their Clubcard impacts their loyalty towards Tesco as it was previously mentioned by Khadka and Maharajan (2017) that the satisfaction of customers plays an important role in their continued loyalty to the organisation. The chi-square analysis conducted as seen in table 4.9 above indicated no statistical significance between the participants and their Clubcard impacting the satisfaction of their shopping trip. Therefore, in this case, the findings reject the alternate hypothesis as the satisfaction of the participants were not impacted by the use of the Clubcard then in this instance it can be argued that because of this, the Clubcard has no impact on the loyalty of its users towards Tesco.

4.8 Chapter Summary
To summarise, this chapter has successfully utilised the primary data which was collected by the researcher from the participants who took part in the questionnaire which was earlier produced by the researcher. The data set collected was utilised in order to produce statistical results using SPSS which helped to better understand how the Clubcard loyalty scheme provided by Tesco has an impact on the loyalty of those who partake in the scheme.
The final chapter will discuss the findings of this dissertation as well as discussing the limitations and their implications on the research. Furthermore, the final chapter will achieve the final objective of this dissertation through the formation of recommendations based on the overall findings of the research.
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Appendix F – SPSS Codes
	Participant Response
	Code

	Male
	1

	Female
	2

	18-25
	1

	26-34
	2

	35-44
	3

	45-54
	4

	55-64
	5

	65+
	6

	Strongly Agree
	1

	Agree
	2

	Neutral
	3

	Disagree
	4

	Strongly Disagree
	5






Appendix G – Questionnaire Raw Data
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Question 8
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Question 17.1
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Appendix H – Further Tests which were considered insignificant to Chapter 4
Frequency Table of most frequently used supermarket by participant.
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Crosstabulation & Chi-Square analysis for Q9 + Q10
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Crosstabulation for Q3 + Q4
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Crosstabulation & Chi-Square analysis for Q9 + Q12
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Question 22 Wordcloud
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Crosstabulation & Chi-Square analysis for Q1 + Q9
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Pearson Correlation for Q2 + Q15
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Pearson Correlation for Q14 + Q15
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