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Abstract
The research focuses on the importance of personalized loyalty programs in improving customer loyalty in the UK supermarket market, especially Tesco Clubcard and Sainsbury's Nectar. This study follows a secondary qualitative design based on a Systematic Literature Review (SLR) to integrate evidence of the existing academic and industry literature on the topic, published within the past five years (2022-2026). Thematic analysis revealed five main themes, which include personalized programs help promote perceived customer value and customer satisfaction; personalization helps to promote customer engagement and behavioural loyalty; customer data and digital technologies help contribute to personalized experiences; trust and privacy impact personalization effectiveness; and personalization can influence behavioural loyalty but is not a guarantee of sustainable customer loyalty. The results indicate that individualized discounts and rewards and data-based suggestions can be used to motivate repeat buying and enrolment in a program. Nevertheless, the cases of price sensitivity, switching behaviour, privacy, and service quality remain to impact long-term loyalty. These relationships can be explained by Relationship Marketing Theory and Social Exchange Theory, which give complementary explanations. The paper suggests enhancing the relevance of the offer, enhancing the transparency of the data, minimizing the effects of promotional fatigue, and integrating personalization with more extensive customer value models. In general, personalization is a significant factor in customer engagement and behavioural loyalty, yet to be sustainable, a relationship-based approach is needed.
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[bookmark: _Toc240731517]CHAPTER 1: INTRODUCTION 
[bookmark: _nq82n2yzpp8m][bookmark: _Toc240731518]1.1 Background & Problem Statement 
Research Background
The UK supermarket industry is a leading and growing market which is characterised by changing consumer preferences and trends. As the largest and most competitive retail industry in the UK, the supermarket industry has a high level of competition among the leading retailers such as Tesco, Sainsbury, Asda, Aldi, Lidl and Morrisons (Peer et al., 2025). Despite Tesco still dominating the market, discount retailers have still been able to consolidate their competitive positions with lower prices and value-based propositions, forcing the well-established supermarkets to develop new customer retention strategies beyond price competition. As of the report by Watty (2025), the UK grocery retail market has a value of over 220 billion, out of which Tesco holds about a 28% share of the market; next come Sainsbury and Asda, with Aldi and Lidl steadily increasing their market share. 
[image: ]
[bookmark: _Toc237954301][bookmark: _Toc237963146][bookmark: _Toc238643245][bookmark: _Toc238727392]Figure 1: Grocery market share of retail brands in Great Britain 2017-2026
(Source: Watty, 2025)
These changes indicate that customer loyalty over the long term has been of growing importance in ensuring the competitive advantage of the industry in the UK supermarket. Supermarkets have responded to rising competition and shifting consumer demands by developing old-fashioned loyalty programmes into new, data-driven personalisation platforms (Varshney and Grover, 2026). Instead of using rewards based on points only, retailers are now using the data on customers' purchasing behaviours to offer them differentiated discounts, personal product offerings and specific promotions. The programmes are also commercially important, demonstrated by their scale. In 2023/24, Tesco stated that over 22 million households in the UK were utilizing Clubcard and that 82% of total Clubcard sales were penetrated and 289 million personalized coupons were sent to 7.6 million customers (LSE, 2025). On the same note, Sainsbury reported that Nectar Prices had created over 2 billion customer savings in 2024/25, and over 85% of the participants (J Sainsbury plc, 2025).  
Problem Statement 
Although there is an increasing use of personalised loyalty programmes, current studies have mixed results on the use of these programmes in promoting long-term customer loyalty. Although Nyaboga (2026) believes that individualised rewards enhance customer involvement and repeat buying, Berri and Toma (2023) stated that individuals are still more affected by price, convenience and service quality than by individualised incentives. In addition, much of the literature that exists studies loyalty programmes or personalisation as individual entities. It has been found that little comparative evidence exists regarding how the personalised strategies practised by Tesco Clubcard and Sainsbury Nectar have led to customer loyalty in the UK supermarket market. Thus, this research aims to fill this research gap by assessing the importance of personalisation of Clubcard and taking the example of personalisation of Nectar at Sainsbury as a benchmark in comparison. The study will help to understand the personalised loyalty strategies in the UK grocery retail market in a more holistic manner. Moreover, and although retailers indicate that their programmes are highly subscribed to, customers are saving more and utilising personalised offers in large quantities, publicly available data does not always isolate the degree to which this activity leads to customer retention, repeat buying or turnover. This brings a requirement to differentiate programme engagement and sustainable customer loyalty as well as critically assess the reality of the results of personalisation.
[bookmark: _9dmyi6ellggy][bookmark: _Toc240731519]1.2 Research Aim 
The research aims to assess the role of Clubcard personalisation in improving customer loyalty in the UK Supermarket Industry, with a focus on the comparison between Tesco Clubcard and Sainsbury's Nectar.
[bookmark: _vngcoyye5t59][bookmark: _Toc240731520]1.3 Research Objectives
· To analyse the role of personalised loyalty programmes in enhancing customer loyalty within the UK supermarket industry.
· To compare the personalised features of Tesco Clubcard and Sainsbury's Nectar and evaluate their contribution to customer loyalty. 
· To examine the connection between Customer loyalty and Clubcard personalisation in the UK supermarket industry.
· To propose measures to enhance customer loyalty within the UK supermarket sector with regards to Clubcard personalisation.
[bookmark: _vsh4lufv6nm8][bookmark: _Toc240731521]1.4 Research Questions
Research Questions
RQ1: How can personalised loyalty programmes improve customer loyalty in the UK supermarket industry?
RQ2: How do the personalised features of Tesco Clubcard and Sainsbury's Nectar contribute to customer loyalty? 
RQ3: What is the connection between customer loyalty and Clubcard personalisation in the UK supermarket industry?
RQ4: How can we enhance the personalisation of Clubcard to enhance customer loyalty within the UK supermarket sector?
[bookmark: _j9yngvkmltx2][bookmark: _Toc240731522]1.5 Significance / Relevance of Study 
The importance of this research is that personalised loyalty programmes have now become a key element of customer relationship management in the UK supermarket sector. With competition rising and consumer expectations constantly changing, supermarkets are increasingly using data-based personalisation to enhance customer interactions and foster long-term customer loyalty (Nurhilalia and Saleh, 2024). Despite the high level of the personalised loyalty programs usage, little is known about the role of the most popular supermarket programmes, especially Tesco Clubcard and Sainsbury Nectar, in maintaining customer loyalty. Consequently, this study provides timely information about the usefulness of personalised loyalty strategies in a very competitive retail setting. Academically, the research paper adds to the literature in the field by summarising the available evidence on customer loyalty, retail personalisation and loyalty programmes. Studies by Zikienė et al. (2024) and Nyaboga (2026) have mainly analysed customer loyalty, loyalty programmes or personalisation as independent variables, whereas there is little comparative evidence on Tesco Clubcard and Sainsbury Nectar. With the combination of these streams of research, the study builds on existing knowledge on the impact of personalised loyalty strategies on customer loyalty in the UK supermarket industry. In addition, the Relationship Marketing Theory and Social Exchange Theory are used, which give a theoretical basis to the explanation of how personalised interactions add customer value and build long-term relationships.
In the practical context, the study will offer valuable knowledge for supermarket managers regarding the ways personalised loyalty strategies can influence customer engagement, retention and repeat purchase. The comparison of Tesco Clubcard and Sainsbury Nectar can inform improvements in loyalty programme design and customer experience. It is also an industry-relevant study because the digital transformation and the use of data analytics are still transforming the marketing approaches of retail. The knowledge of the impact of rewarding customers individually, promotions and insights tailored to customers on loyalty can help supermarkets address the shifting preferences of consumers more adequately without jeopardising sustainable relationships with customers (Moleka, 2024). Lastly, the study is also methodologically relevant, as it uses a systematic literature review and thematic analysis to critically assess academic and industry-based evidence. 
[bookmark: _asm9j47jvi69][bookmark: _Toc240731523]1.6 Research Methodology 
This paper uses a qualitative research design of secondary research to assess how Tesco Clubcard and Sainsbury Nectar personalisation is important in enhancing customer loyalty in the UK supermarket market. A Systematic Literature Review (SLR) will be used as a source of data collection, and its structure will follow a systematic and transparent data identification, screening and selection of relevant studies. Predefined inclusion and exclusion criteria will ensure the quality, relevance and credibility of the selected literature (Mishra and Alok, 2022).
The gathered data will be analysed with the help of Braun and Clarke's six-phase thematic analysis, which will make it possible to identify and interpret the regular themes in all of the chosen studies (Braun and Clarke, 2022). Such an analytical method will enable a thorough analysis of the efficiency of personalised loyalty strategies and will present evidence-based findings of how Tesco Clubcard and Sainsbury Nectar can lead to customer loyalty in the UK supermarket sector.
[bookmark: _pfnetibioe49][bookmark: _Toc240731524]1.7 Structure of the rest of the project 
The dissertation is divided into five chapters, which is shown in the figure 2 below. 
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[bookmark: _Toc237954302][bookmark: _Toc237963147][bookmark: _Toc238643246][bookmark: _Toc238727393]Figure 2: Dissertation Structure
(Source: Self-developed)
The first chapter provides the research settings, focusing on background, problem, aim, objectives, questions and significance of the study. Chapter Two critically reviews the literature on customer loyalty, personalised loyalty programmes, Tesco Clubcard and Sainsbury Nectar. Chapter Three presents the research methodology that incorporates research design, data collection and thematic analysis processes. Chapter Four contains the findings based on the systematic literature review and discusses them. Lastly, Chapter Five is a summary of the main findings, conclusions, practical implications, limitations and recommendations for future research.

[bookmark: _t4zv7zjkzhm7][bookmark: _Toc240731525]CHAPTER 2: LITERATURE REVIEW
[bookmark: _13h9g6xwevxi][bookmark: _Toc240731526]2.1 Introduction
This chapter is a critical review of the literature that exists in customer loyalty, personalised loyalty programmes and the application of Tesco Clubcard and Sainsbury Nectar in the UK supermarket industry. The review will proceed to review the concept of customer loyalty and how consumers can be retained in a grocery retail business. It goes on to discuss how individualised loyalty programmes have evolved, and the role of data-driven technologies in changing customer relationship management and shopping experiences. The section also compares the personalisation approaches of Tesco Clubcard and Sainsbury Nectar critically and analyses how they have helped the companies to improve customer loyalty. Relevant empirical studies are synthesised to define areas of agreement, inconsistencies and methodological constraints in the existing literature. In this section, the theoretical framework will be introduced along with the conceptual framework, while highlighting the research gap that gives the rationale of the current study.
[bookmark: _g0qikibu5rtw][bookmark: _Toc240731527]2.2 Customer Loyalty in the UK Supermarket Industry 
Customer loyalty has become a strategic focus in the UK supermarket industry as it allows shops to retain customers, grow repeat purchases and profitability over the long term in a market which is increasingly competitive. Literature is becoming conceptualised as supermarket loyalty being a multidimensional construct and not as repetitive buying. The transformation of sustainable customer relationships and value is highlighted by Islam and Arif (2022); Samah and Ghazouani (2025) identify behavioural, attitudinal and emotional aspects of loyalty. Yum and Kim (2024) relate loyalty to positive experiences, trust and perceived value. Nevertheless, Damaschi et al. (2025) stated that repeat buying can also be due to convenience, a lack of substitutes or financial motivation. All of these studies show that behavioural loyalty does not necessarily translate into long-term customer commitment.
In a number of empirical studies, the key determinants of supermarket loyalty are service quality, perceived value and customer satisfactionLoyalty programmes are not the only determinants of loyalty to the supermarket. Service quality, satisfaction, trust and positive shopping experiences are identified by Jasin et al. (2023) and Saoula et al. (2023) as key factors of retention. Conversely, Bandi (2025) and Doan and Poirier (2023) focus on the role of the economic situation and sensitivity to prices, whereas CMA evidence and Jessop et al. (2024) report that a significant portion, around 97% of UK buyers are members of a range of loyalty programs and still price-sensitive. Combined, the evidence indicates that both relational and economic factors influence the level of supermarket loyalty and therefore personalisation is not the only driver of loyalty but one of the factors that influence it. Additionally, Tesco Clubcard and Sainsbury Nectar are the two most popular supermarket loyalty programs, which underscores the strategic nature of loyalty programmes in UK grocery retailing. 
External evidence also casts doubt on whether or not loyalty-programme participation is a true loyalty. The CMA discovered that the majority of UK grocery customers were members of various supermarket bids, with a significant proportion of their number still scrutinizing the prices of the different retailers irrespective of their loyalty offers (Doan and Poirier, 2023). This indicates that programme membership can be an indicator of consumers seeking value as opposed to commitment by retailers themselves. Thus, customer loyalty in UK supermarkets can and must be measured using more comprehensive measures like repeat buying, retention and low switching as opposed to membership or frequency of transactions.
Overall Summary
On the whole, the literature indicates that UK supermarket loyalty is multifactorial. The long-term relationships can be underpinned by trust, quality of service, experience and perceived value of the customer, whereas price competitiveness, convenience and promotional benefits lead to the choice of the supermarket (Bandi, 2025; Doan and Poirier, 2023). This forms a critical difference between programme involvement, repeat buying and sustainable loyalty, which offers a case to study the possibility of personalisation strengthening true customer loyalty.
[bookmark: _66pk7lalc6u][bookmark: _Toc240731528]2.3 Personalisation in Retail Loyalty Programmes 
Traditional loyalty programmes primarily provided standardised points and discounts, but digital technologies, CRM, AI and big-data analytics have helped retailers to offer more personalised offers and recommendations (Pissarra et al., 2025; Uddin, 2026). It has changed loyalty programmes to data-driven personalisation that is aimed at improving customer relationships and engagement. Personalisation seems especially to be of relevance to perceived customer value. Wang et al. (2026) claim that a personalized communication enhances the saliency of marketing messages, whereas Mensouri and Azmani (2022) discover that customised recommendations are more helpful when they consider individual shopping behaviour. According to the report by Statista Research Department (2024), the most valued feature of loyalty programmes is the ability to receive discounts and personalised offers; 69% of British consumers expect this feature of loyalty programmes. Comparatively, free products or partner rewards are valued by 30%, and less than 10% of customers place more emphasis on enhanced services or membership experiences. Taken together, these results indicate that perceived relevance and value can be enhanced by personalisation, through aligning rewards with the needs of the individual customers.
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[bookmark: _Toc237954303][bookmark: _Toc237963148][bookmark: _Toc238643247][bookmark: _Toc238727394]Figure 3: Factors driving consumers to join loyalty programs in Great Britain 2024
(Source: Statista Research Department, 2024)
The significance of discounts and customised offers, however, also brings about the difference between engagement in a programme and actual loyalty. Consumers can engage since individualised prices would give them instant economic benefits and still compare the rival supermarkets (Bhosale, 2025). Thus, membership or the use of the offers should not be evaluated as the effectiveness of personalisation, but the signs of repeat purchases, retention and decreased switching should be observed to conclude whether a short-term promotional involvement can turn into long-term loyalty.
The findings suggest that consumers mostly relate loyalty programmes to short-term economic gains as opposed to relationship benefits. This justifies the increasing trend of retailers using personalised promotions since bespoke discounts will better meet customer expectations compared to generic rewards. Nevertheless, Rodriguez-Ardura et al. (2025) contended that customer participation can be more of a value-seeking behaviour than actual brand commitment, which suggests that personalisation is not necessarily sufficient to build sustainable customer loyalty. Bhosale (2025) also stated that personalisation enhances behavioural loyalty by creating repeat purchases as well as attitudinal loyalty by heightening customer satisfaction and loyalty.
Although these are the benefits, researchers have contradicting views on the effectiveness of personalisation in creating true customer loyalty. Personalisation is related to the literature with customer engagement and behavioural loyalty. Ahmad et al. (2022) discover that personalised recommendations have the potential to increase engagement rates by improving the perceived programme value, whereas Oumaima and Lamari (2024) perceive personalisation as the transformation of promoting activity into customer relationship management. Bhosale (2025) finds impacts on repeat purchase and satisfaction. Nonetheless, Rodriguez-Ardura et al. (2025) and Mukabbir (2023) warn that participation and repeat purchase might be the manifestation of value-seeking or temporary promotional reactions instead of commitment. Magasi (2024) also highlights the broader importance of price, convenience, service quality and product availability. In general, the data demonstrate that there is a positive correlation between personalisation and behavioural engagement, although the impact of the former on sustainable loyalty is contingent. The infrastructure on which personalisation is delivered is through digital technologies. CRM, AI, predictive analytics, mobile apps and digital communication enable retailers to study customer behaviour and offer relevant recommendations and offers in real time (Pissarra et al., 2025; Uddin, 2026; Biswas et al., 2026; Wolniak et al., 2024). All these studies suggest that technology only makes it possible to personalise based on data; the level of technical development is not a guarantee of loyalty; the offers created as a result should be relevant and have value to the customers.
Overall Summary
Nevertheless, personalisation based on data poses a conflict between relevance and privacy. The issues identified by Fox et al. (2022) are the privacy and transparency of data, and Aydin (2022) demonstrates that customers could share personal information to receive personalised rewards but are not sure what will happen with the data and who controls it. Jagadeeswaran et al. (2026) hence stresses on responsible data management and transparency. Collectively, these studies indicate that trust and privacy are key conditions for personalisation to maintain customer participation and loyalty. The increased digitalisation of retailing has also increased the use of personalised loyalty programmes. Mobile apps, digital wallets, location-based and AI-driven recommendation systems allow retailers to provide personalised offers in nearly real-time. Nevertheless, they are especially adopted in the supermarket industry since shopping in grocery stores is typified by a high level of purchases, high competition and comparatively low switching costs. The study by Statista Research Department (2025) showed that supermarkets and food retail note the most consumer involvement in loyalty programmes, with 33% of the surveyed customers expressing their loyalty to the programme, which is significantly higher than airlines (12%), hotels (11%), and restaurants (8%). 
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[bookmark: _Toc237954304][bookmark: _Toc237963149][bookmark: _Toc238643248][bookmark: _Toc238727395]Figure 4: Global loyalty programs participation 2024, by industry
(Source: Statista Research Department, 2025)  
[bookmark: _p109x6osf40u][bookmark: _Toc240731529]2.4 Clubcard Personalisation within the UK Supermarket Industry 
Loyalty programme design in the UK supermarket sector has undergone a vast change as the less personalised point-based reward systems are being replaced by more personalised digital platforms, which use customer information to enhance shopping experiences and customer relationships. In accordance with Hallikainen et al. (2022), personalisation has been a strategic focus due to the fact that supermarkets are in a very competitive atmosphere with low switching costs and high frequency of purchase. For this reason, retailers are utilising customer purchase history, mobile apps and digital analytics to provide targeted discounts, recommendations and promotional offers more frequently, as a way of encouraging repeat buying and enhancing customer retention. As opposed to traditional loyalty programmes that offered the same benefits to every member, the current supermarket loyalty programmes are designed to offer value provision, depending on the shopping behaviour of the individual members (Xu and Hu, 2022). Retailers can divide customers by their preferences by examining buying behaviour and give them personalised offers that are more likely to suit their needs.
Evidence of large-scale personalised loyalty activity is seen at Tesco, with 22m+ households with UK Clubcard, 82% sales penetration and 289m personalised coupons to 7.6m customers in 2023/24 (LSE, 2025). Sainsbury also announced customer savings of over £2 billion, a participation of over 85% and above 9,000 Nectar price deals in 2024/25 (J Sainsbury plc, 2025). These numbers indicate a high level of reach and involvement of the programme, yet they do not prove the long-term retention and loyalty of the customers. In relative terms, the two programmes show a transition away from standardised rewards to value propositions that are increasingly personalised, depending on customer information and buying behaviour. Clubcard offered by Tesco offers personalised benefits and specific coupons, whereas Nectar Prices focuses on differentiated prices and offers. Thus, both programmes seem to have the potential to create perceived value and interaction, yet their on-record participation and savings will not be sufficient to show sustainable loyalty. This justifies the necessity to make a distinction between behavioural engagement and customer commitment over the long term.
Although the use of personalised loyalty programmes has been widely practised, the literature has given conflicting views on its efficacy. Khodakarami et al. (2024) opined that customised promotions lead to better customer satisfaction since customers feel that customised offers are more valuable and relevant than generic promotions. Nevertheless, Abi Azhar et al. (2026) claim that the success of personalised loyalty programmes will be conditional on more general determinants like price competitiveness, product quality, service experience and convenience. During economic downturns, there is a high possibility that customers will keep on shopping at different supermarkets to get the most benefits even when they are given personalised rewards. As such, targeted discounts can only stimulate short-term buying behaviour and not necessarily create true long-term loyalty. The other issue is related to consumer attitudes towards data privacy. As stated by Aydin (2022), one-to-one loyalty programmes are highly dependent on customer data gathered on loyalty cards, online shopping and mobile applications. Whereas a large number of consumers readily give their personal information in trade of personalised rewards, others are apprehensive about their data privacy, accountability and ethical transgression of personal information. Therefore, retailers need to make sure that personalisation strategies are underpinned by responsible data management practices to sustain customer trust and programme credibility.
Overall Summary
The effectiveness of loyalty pricing has a more reserve interpretation by independent evidence. Report by CMA examined around 50 000 products in the grocery industry which were provided at loyalty prices and established that 92 of the withdrawn loyalty-priced products were real savings with an average savings of 1725 per cent across five supermarkets (Ziliani and Ieva, 2025). Nonetheless, three-quarters of the surveyed shoppers indicated that there were no changes in loyalty pricing at their shopping locations, with one-fourth indicating that they were more likely to compare prices. The results thus indicate that loyalty pricing has the potential to generate real customer value without necessarily eradicating multi-supermarket shopping behaviour. Nonetheless, Lion and Akpan (2024) keep on arguing whether personalised loyalty programs can create real long-term customer loyalty or whether they are just a way to stimulate repeat purchases by means of financial incentives. 
[bookmark: _rwzc56yn18p0][bookmark: _Toc240731530]2.5 Effectiveness and Challenges of Personalised Loyalty Programmes 
The increased use of personalised loyalty programmes is a testament to the growing focus by retailers on their need to build long-term customer relationships, as opposed to merely inciting short-term sales. It is mentioned by Theodorakopoulos and Theodoropoulou (2024) that, through purchase histories and customer profiles, online platforms and data analytics, retailers aim to provide customers with relevant offers that can improve customer experiences and drive repeat purchases. Nevertheless,  Pereira et al. (2025) debate whether such measures can actually make customers more loyal, or whether they are just affecting purchasing behaviour because of the financial rewards. This discrepancy makes it clear that the effectiveness of the personalised loyalty programmes is very complicated to measure. Customised discounts, product suggestions and coupons to specific customers are regarded as more useful than generic promotions, as they cater to the personal needs of customers (Alexandru and Andrei-Dorian, 2024). The engagement of the customers can be evidenced by membership, usage of offers and savings, whereas more definite loyalty would need such signs as repeat purchasing, retention and decrease of switching. Commercial effectiveness would necessitate additional evidence in terms of sales, basket value or revenue attributable to the programme. Nonetheless, Felix and Rembulan (2023) stated that publicly available retailer reporting rarely separates the contribution of personalisation to revenue with other elements such as price, product quality, investments in the store and broader promotional efforts. The value and engagement created by personalised loyalty programmes is, therefore, supported by existing evidence of the value and engagement created by it more than of its independent causal effect on long-term loyalty or revenue.
Overall, the literature provides inconsistent evidence concerning the capacity of personalised loyalty programmes to create true long-term loyalty. point out that customers often subscribe to more than one loyalty programme to get the best discounts and other promotional offers instead of showing loyalty to one retailer. This means that purchasing behaviour may be more driven by economic motivation, rather than emotional attachment or brand loyalty. This is especially noticeable in the context of grocery retailing, as consumers are used to comparing prices in competing supermarkets on a regular basis due to the relatively low switching costs. According to Oualid et al. (2024), personalisation can lead to customers becoming more engaged, but it does not imply that they cannot switch retailers to one that offers them better value. The report by Statista Research Department (2024) highlighted that rising prices (48%), bad customer service (47%) and product quality deterioration (45%) are the most common causes of decreased brand loyalty among UK consumers. Personalisation must, therefore, be used as an addition to competitive pricing, service quality and convenience and not as substitutes.
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[bookmark: _Toc237954305][bookmark: _Toc237963150][bookmark: _Toc238643249][bookmark: _Toc238727396]Figure 5: Factors negatively impacting customer loyalty in the UK 2024
(Source: Statista Research Department, 2024)
The other major issue is the privacy of customers and the ethical handling of data. The loyalty programmes that are personalised rely on the gathering of a lot of information about customer buying habits, shopping frequency and demographics. Although consumers like receiving personalised suggestions, some are concerned about the use, storage and collection of personal data by retailers. On the same note, privacy and trust are other vital conditions of personalisation. According to Moric et al. (2024), anxieties regarding data use may decrease the level of trust and programme uptake, and Puneet (2023) suggests balancing personal relevance, promotional value and privacy.
Overall Summary
In general, in the literature reviewed, personalisation is positively but conditional associated with customer loyalty. Perceived value, satisfaction, engagement and repeat purchasing can be enhanced with personalised offers and rewards, and digital technologies can help retailers to provide them at scale. Nonetheless, behavioural engagement is not necessarily sustainable loyalty, as customers are still affected by price, convenience, service quality, trust and competitive offers. The literature thus places personalisation as a significant factor in customer loyalty as opposed to a determinant on its own, which is the foundation of studies to analyse the role of personalisation in Tesco Clubcard and how it compares to that of Sainsbury's Nectar.
[bookmark: _xxw4fffby8hq][bookmark: _Toc240731531]2.6 Theoretical Framework 
Since personalised loyalty programmes are developed to create a long-term relationship based on personalised customer relationships and value creation, Relationship Marketing Theory and Social Exchange Theory offer a decent basis for interpreting the impact of personalisation on customer loyalty. 
Relationship Marketing Theory
The Relationship Marketing Theory as formulated by Morgan and Hunt (1994) holds that effective marketing is achieved by the creation, sustenance and reinforcement of long-term relationships as opposed to focusing on individual transactions. The study by Wang et al. (2020) states that trust and commitment are the two key determinants when it comes to sustainable customer relationships. In the context of retailing, this practice has gained even more topicality as supermarkets rely on loyalty programmes to maintain relationships with customers by providing them with personalised offers, sensitive communications and customised shopping experiences.
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[bookmark: _Toc237954306][bookmark: _Toc237963151][bookmark: _Toc238643250][bookmark: _Toc238727397]Figure 6: Relationship Marketing Theory
(Source: Wang et al., 2020)
The Relationship Marketing Theory has been used especially in contemporary supermarket loyalty programmes whereby customer buying information is processed to come up with individualised recommendations and rewards. These initiatives will make retailers and customers constantly interact, thus enhancing customer satisfaction and quality of relationships. Pfajfar et al. (2022) indicate that personalised communication increases trust since customers feel that retailers have a better understanding of their personal preferences. 
Although it has strong points, Relationship Marketing Theory has a number of weaknesses. The theory presupposes that customers are interested in long-term relations with retailers, but the decision to purchase the product in supermarkets is often dependent on the situational factors of price promotion, convenience, product availability and economic conditions (Dwilianingsih and Indradewa, 2022). The characteristic features of grocery shopping are low switching costs, as consumers can switch across competing retailers regardless of the existence of loyalty programmes. Relationship-building strategies, therefore, might not be sufficient in securing customer loyalty in the presence of rival supermarkets who offer better value to customers. Thus, although the theory does well in expounding on the role personalised loyalty programmes could play in enhancing customer relationships, it could be under-evaluating the role played by external market conditions in consumer behaviour.
Social Exchange Theory
The second theory that is used to support this study is the Social Exchange Theory, which was first proposed by Blau (1964). The theory postulates that people remain loyal with a brand where they feel that the returns to the relationship outweigh the costs incurred (Ahmad et al., 2023). Value, fairness and reciprocity are therefore the rational considerations that affect customer behaviour. Under the retail loyalty programmes, customers will persist in the programme as personalised rewards, discounts and exclusive offers are perceived to have a significant value relative to the effort of being loyal to a retailer.
[image: ]
[bookmark: _Toc237954307][bookmark: _Toc237963152][bookmark: _Toc238643251][bookmark: _Toc238727398]Figure 7: Social Exchange Theory
(Source: Jeong and Oh, 2017)
The effectiveness of personalised loyalty programmes can be well explained using Social Exchange Theory since customers consider whether or not personalised offers can enhance their shopping experience and create economic value. Personalised promotions and other applicable rewards enhance the felt benefits, thereby persuading customers to keep interacting with retailers (Al-Ghanim and Al-Hadrawi, 2026). On the other hand, customers might drop out after the rewards are deemed inadequate, unrelated or too complex. The theory also determines why customers often make comparisons across competing loyalty programmes and can change retailers when there are other programmes which present them with better value. The Social Exchange Theory has, however, been criticised by Cloarec et al. (2022) as taking customer behaviour to be a rational economic transaction. Brand identification, emotional attachment, habit and psychological commitment may also be important determinants of loyalty but have comparatively less focus in terms of the theory. Moreover, the views of customers on value vary significantly based on personal preferences, shopping behaviour and shifting economic conditions, so loyalty is hard to forecast based on economic analysis only.
The combination of Relationship Marketing Theory and Social Exchange Theory offers an all-round perspective of this research. Relationship Marketing Theory describes the role of personalised loyalty programmes in the strength of customer relationships based on the three pillars of trust, commitment and ongoing engagement (Rosário and Casaca, 2023). Whereas Social Exchange Theory describes the response customers would give when they perceive a personalised reward as creating value. Notably, the theories describe the processes by which personalisation can foster trust, perceived value and commitment, but they do not in and of themselves show the strength of the resultant commercial impact (Cloarec et al., 2022). There is therefore a need to find empirical evidence as to whether the benefits of relationships as predicted by theory translate into actual customer loyalty results.
[bookmark: _g9se78q2227k][bookmark: _Toc240731532]2.7 Conceptual Framework 
The conceptual framework shows the hypothesised correlation between the attributes of the personalised loyalty programmes and customer loyalty in the UK supermarket sector. It supposes that customer satisfaction, customer trust, customer repeat purchase behaviour and customer retention are positively affected by personalised rewards, customer data analytics and digital engagement. The theory that supports the framework is Relationship Marketing Theory, which describes the ability of personalised interaction to build long-term customer relationship and Social Exchange Theory, which explains the relationship between customers who will stay loyal when they see that the value of personalised benefits exceeds the costs involved. This framework is used to frame the analysis and interpretation of the findings of the study.
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[bookmark: _Toc237954308][bookmark: _Toc237963153][bookmark: _Toc238643252][bookmark: _Toc238727399]Figure 8: Conceptual Framework
(Source: Self-developed)
[bookmark: _a92tymt0g4k9][bookmark: _Toc240731533]2.8 Literature Gap 
The literature reviewed shows that customer loyalty and personalised loyalty programmes have received significant scholarly interest, especially as regards customer engagement, satisfaction and repeat purchasing. Nevertheless, the literature by Oualid et al. (2024) and Hallikainen et al. (2022) analyses these concepts separately or in a wider retail environment, which has limited the insight into the functioning of personalised loyalty strategies in the UK supermarket industry. In addition, Theodorakopoulos and Theodoropoulou (2024) and Lion and Akpan (2024) focus on the technological aspects or functioning capabilities of loyalty programmes instead of critically evaluating their role in creating sustainable customer loyalty. In spite of the fact that Tesco Clubcard is often considered to be a prime illustration of retail personalisation, comparatively limited research exists on how personalised features of it compare to those implemented in the UK supermarket industry to evaluate its success. 
Moreover, there is an inconsistent body of past studies as to whether or not the use of personalised rewards enhances true long-lasting loyalty or simply promotes short-term buying by generating financial incentives. Less consideration has also been made on synthesising the current evidence on how digital personalisation, customer data analytics and customised promotions all play a role in customer trust and retention. Another weakness has to do with the lack of synthesis of quantifiable results that relate to individualised loyalty programmes. Current literature has tended to associate personalisation and engagement, satisfaction and repeat purchase, yet there is less focus on the difference between these effects and sustainable retention and on whether the effects reported in the commercial literature can be directly related to personalisation (Oualid et al., 2024). Thus, this paper fills these gaps by conducting a systematic review of current literature to assess the role of personalisation of Clubcard in enhancing customer loyalty and creating evidence-based findings for the broader UK supermarket sector.
[bookmark: _v53pqlrhqibv][bookmark: _Toc240731534]2.9 Chapter Summary 
The literature on the topic of customer loyalty, personalised loyalty programmes and how they are used within the UK supermarket industry was critically reviewed in this chapter. The discussion has analysed the concept and determinants of customer loyalty, the development of retail personalisation and how the major UK supermarkets have implemented the strategy of personalised loyalty. It also assessed the success and issues related to individualised loyalty programmes, with incongruent results on their effects on customer long-term loyalty. The study was based on Relationship Marketing Theory and Social Exchange Theory, and the conceptual framework depicted the proposed relationship between personalisation and customer loyalty. Thus, the literature gap identified defined the research methodology in the following chapter.
[bookmark: _4zwvb07uota6]

[bookmark: _Toc240731535]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _jx4qhmdb4gy0][bookmark: _Toc240731536]3.1 Introduction
This chapter elaborates on the research methodology that was used to assess the effectiveness of personalisation of Clubcard in enhancing their customer loyalty in the UK supermarket industry. It provides the methodological choices, which are justified by the use of Saunders' Research Onion, which encompasses the philosophy of research, approach, strategy, choice and time horizon. Due to the exploratory character of the study, a secondary qualitative design is used, which is a Systematic Literature Review (SLR) to gather and synthesise available evidence. The chapter discusses data collection procedure, study selection, quality appraisal, thematic analysis, ethical issues, and actions taken to achieve research trustworthiness and methodological rigour.
[bookmark: _bchqj4te8lug][bookmark: _Toc240731537]3.2 Research Design 
Research Onion
In this research, the choices, including the research philosophy, approach, strategy, choice, time horizon and techniques, are justified using the Research Onion by Saunders et al. (2023) to ensure consistency between the research aim and the methods chosen.
[image: ]
[bookmark: _Toc237954309][bookmark: _Toc237963154][bookmark: _Toc238643253][bookmark: _Toc238727400]Figure 9: Saunder’s Research Onion framework
(Source: Saunders et al., 2023)
3.2.1 Research Philosophy and Assumptions 
The key philosophical approaches are positivism, interpretivism, realism and pragmatism, and the selection should be determined by the nature and the aim of the research (Ikram and Kenayathulla, 2024). The current study followed an interpretivist philosophy to interpret through criticism published data on the topic of Clubcard personalisation and customer loyalty in the UK supermarket market. It presumes that the loyalty of customers is situation-specific and determined by various organisational and consumer variables reported in the literature available. The research thus adopts interpretivism since the objective is to explain how existing scholarly and practice evidence is used to explain the relationship between Clubcard personalisation and customer loyalty, and not to statistically test a predetermined causal relationship.
3.2.2 Research Approach 
Research approach mainly has the two major methods: deductive and inductive (Cheng et al., 2024). This study has adopted an inductive approach since it is a methodical analysis and synthesis of published literature to assess the importance of personalisation of Clubcard to enhance customer loyalty. Instead of testing pre-established hypotheses, the study uses existing empirical data to form a broad picture of the impact that personalised loyalty programmes have on customer loyalty in the UK supermarket industry. Inductive approach would be suitable since there are no set hypotheses that are tested in the study (Okoli, 2023). Rather, the selected literature is coded and synthesised to determine recurring patterns with regard to perceived value, engagement, data use, trust and sustainable loyalty. These patterns are then compiled into the themes that are used to respond to the research objectives.
3.2.3 Research Strategy
Amongst various research strategies, such as surveys, case studies, experiments, ethnography, grounded theory and archival research, this research used an archival research strategy as it examined existing information regarding Clubcard personalisation and customer loyalty in the UK supermarket sector, which will yield detailed and reliable information without creating primary data. The choice of archival research allows the systematic analysis of published scholarly materials, trade reports and organisational documents compared to surveys or case studies, where direct data acquisition is necessary through interviews with respondents or organisations (Lim, 2025). Archival research was thus suits the purpose since evidence needed to conduct this study is already available in peer-reviewed studies, company reports, industry reports and published data on supermarket loyalty and personalisation (Cheong et al., 2023). The approach enables these sources to be analysed in a systematic manner without necessarily accessing the proprietary database of customers at Tesco.
3.2.4 Research Choice 
As per the Research Onion, various research choices define whether a researcher can choose a particular method of data collection, following a mono-method, multi-method or mixed-method research. The research is a mono-method qualitative research choice as the research used solely secondary qualitative data gathered by published academic sources and industry. The analysis is based on a single method, qualitative analytical approach, and the numerical data provided in the secondary literature are applied as the complementary evidence instead of being tested statistically (Irvine, 2024). In comparison to the mixed-method research that presupposes the combination of different types of data, a mono-method qualitative approach will allow gaining a thorough interpretation and synthesis of available evidence (Kakar et al., 2023). In turn, this research option suits best to critically examine the contribution of Clubcard personalisation to customer loyalty enhancement in the UK supermarket market. 
3.2.5 Time Horizon
Saunders' Research Onion suggests that studies can use either cross-sectional or longitudinal time horizons (Nair, 2024). This research followed a cross-sectional time horizon due to its synthesis of the current evidence from the published literature in providing an answer to the question of how Clubcard personalisation enhances customer loyalty in the UK supermarket sector. Instead of analysing the changes in the loyalty programmes over a few years, the research gives a wholesome evaluation of the existing knowledge and evidence available at the time when the systematic literature review was conducted. The cross-sectional time horizon is taken since the SLR will synthesise evidence, which is available at a specific timeframe, which in this case is 20222026 to evaluate the existing role of Clubcard personalisation. The analysis thus offers a modern evaluation as opposed to following the changes in individual customers over time.
[bookmark: _nif2q5bly9h4][bookmark: _Toc240731538]3.3 Data Collection Methods 
3.3.1 Data Collection
Primary data are data gathered by original means like surveys, observation or interviewing, whereas secondary data are already available in print, in scholarly journals, books, company reports and industrial data banks. In this research, secondary qualitative data collection method was chosen as this research seeks to determine the effectiveness of using Clubcard personalisation to enhance customer loyalty as opposed to directly measuring customer perceptions. The research gathered data in a Systematic Literature Review (SLR), which is a structured and transparent data-identifying, selection and synthesising literature process (Ajayi, 2023). The research employed secondary data since the objective of the research is to critically evaluate the role of Clubcard personalisation based on the existing evidence on the same in the UK supermarket industry, as opposed to quantifying the perceptions of a new sample of customers. Primary data, e.g. a survey or interviews, may give direct customer perceptions, but would largely only give individual perceptions at a single point in time and would not access proprietary Clubcard data or other organisational evidence owned by Tesco. Conversely, secondary evidence allows the research to synthesize the scholarly results with corporate records, industry facts and published records pertaining to the programme enrolment, client savings, customisation and loyalty (Dale et al., 2025). This is especially suitable when the Tesco-Sainsbury comparison is concerned since the two retailers have evidence available on the size and functionality of their loyalty programmes.
Secondary Data Sources
Academic databases were searched to find relevant studies in well-known databases, such as ScienceDirect, Emerald Insight, SpringerLink, Wiley Online Library and Google Scholar. These databases were chosen as they give access to peer-reviewed research of high-quality that relates to retail marketing, customer loyalty, and personalisation of a loyalty programme.
Search Strategy
An extensive search strategy was built based on the keywords that were formulated based on the research topic and objectives. Some of these keywords were "Clubcard personalisation", "Customer loyalty", "Retail loyalty programmes", "UK supermarket industry", "Tesco Clubcard", "personalised marketing", and "consumer behaviour". AND, OR and NOT were used as Boolean operators to further narrow down search results and enhance retrieval.
Study Selection Process
After the search process, predetermined inclusion and exclusion criteria were used to screen out the studies.
[bookmark: _Toc238643227][bookmark: _Toc238727407]Table 1: Inclusion and Exclusion Criteria
	Criteria
	Inclusion
	Exclusion

	Article type
	Peer-reviewed journal articles
	Conference papers, editorials and blogs

	Language
	English language publications
	Non-English publications

	Time Period
	Published between 2022–2026
	Studies published before 2022

	Relevance 
	Studies relating to retail, supermarkets or loyalty programmes
	Studies unrelated to customer loyalty or retail personalisation

	Availability
	Full-text articles available
	Abstract-only publications


Quality Assessment
The Critical Appraisal Skills Programme (CASP) Checklist was used to determine the quality of methodology of the chosen studies to guarantee credibility, relevance and methodological rigour. In that case, only the studies that passed the quality assessment criterion were incorporated into the final review, thus making the evidence synthesised in this study reliable.
PRISMA Diagram
The image below illustrates the searching process that was done in this dissertation. 
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[bookmark: _Toc237954310][bookmark: _Toc237963155][bookmark: _Toc238643254][bookmark: _Toc238727401]Figure 10: PRISMA Diagram
(Source: Self-developed)
3.3.2 Data Analysis
The study used thematic analysis as it offers a flexible and rigorous method of determining the common patterns and themes in a number of studies. Thematic analysis can be used to better understand meanings and relationships of concepts in qualitative evidence than content analysis, which is mainly used to measure the prevalence of concepts (Braun and Clarke, 2022). Thus, it is more suitable for assessing the contribution of Clubcard personalisation in enhancing customer loyalty.
The analysis was done using the six-phase model by Braun and Clarke (2006). The chosen data sources were re-read to obtain familiarity with the information. After that, the relevant information was then coded systematically as per the research objectives. Similar codes were clustered to give preliminary themes, which were now revised and refined to make sure that they were consistent and relevant. The themes were then characterised and named to represent the underlying meaning and then combined into a coherent narrative (Naeem et al., 2023). This systematic analytical procedure facilitated the identification and synthesis of the main trends in connection with the personalised loyalty programmes and customer loyalty in the UK supermarket sector (Aguinis, 2023).
[bookmark: _xg1bqf7kpjus][bookmark: _Toc240731539]3.4 Ethical Considerations 
Ethical considerations are integral in research work to guarantee the conduct of research in a responsible manner (Taquette and Borges da Matta Souza, 2022). Even though the research does not imply the use of human subjects and the collection of primary data, the principles of ethics still apply since the research utilises published secondary sources. The study only utilised peer-reviewed journal articles, academic books, industrial reports, and reputable databases that are publicly available and suitable for conducting academic research. Before inclusion in the systematic literature review, all sources had to undergo a critical assessment of their credibility, relevance and methodological quality.
In order to ensure academic integrity, any ideas, findings and evidence acquired through published research are properly referenced with the necessary referencing style, which prevents plagiarising and ensures respect for copyright laws (Drolet et al., 2023). Moreover, the search strategies, inclusion and exclusion criteria and quality assessment procedures were applied uniformly to the whole review process in order to reduce researcher bias and provide transparency in the selection of the studies. Interpretation and reporting of findings were done in an objective manner without distortion and misrepresentation of the original evidence. Since no personal data were gathered, no data on informed consent, anonymity and confidentiality issues were relevant (Aguinis et al., 2024). In general, the research adhered to the institutional ethical standards and the norms of honesty, transparency and research integrity during the research process.
[bookmark: _jetob8itna3][bookmark: _Toc240731540]3.5 Reliability and Validity 
The key to the credibility and reliability of a research study depends on reliability and validity. Reliability was strengthened in this study by applying a systematic and clear literature review process and involved predefined search strategies, inclusion and exclusion criteria, and standard study selection procedures. The validity was enhanced by the fact that only peer-reviewed journal articles and industry reports that were directly relevant to the research objectives were selected. Moreover, the Critical Appraisal Skills Programme (CASP) Checklist was used to evaluate the quality of the methodology, the credibility and relevancy of the chosen studies (Smith et al., 2025). Such practices made sure that the results were informed by strong, credible and quality evidence and thus enhanced the overall rigour and credibility of the study.
[bookmark: _5h69vzkb89iv][bookmark: _Toc240731541]3.6 Limitations 
Although a systematic and rigorous approach is adopted, this study is limited in a number of ways. To start with, the study uses only secondary data and cannot access any proprietary organisational data like Tesco Clubcard customer databases, the level of sales and revenue directly obtained by the personalised loyalty programmes. Second, the results rely on the quality, breadth and access of available literature, and it can have varying approaches and settings. Third, the review is limited to English-language articles, which may exclude other studies that are relevant but in other languages. 
This is a limitation especially in the sense that the study aims at measuring effectiveness. Even though indicators of company reports and industry datasets, including programme participation, customer savings, sales performance and market share, in general do not separate the proportion of these results that can be specifically attributed to personalised loyalty activity. The study is therefore able to find out associations and trends in the existing evidence but not a direct cause effect of Clubcard personalisation on revenue, or retention or purchasing behaviour.
[bookmark: _h9mk0hppb28c][bookmark: _Toc240731542]3.7 Conclusion 
In this chapter, the research methodology to be used in assessing the importance of Clubcard personalisation in enhancing customer loyalty in the UK supermarket industry has been presented. Inspired by the Research Onion by Saunders, it explained the choice of an interpretivist philosophy, an inductive method, an archival research design, a mono-method qualitative research option and a cross-sectional time frame. The systematic review of the literature procedure, comprising data collection, selection of studies, quality evaluation, and thematic analysis based on a six-phase framework by Braun and Clarke, was also described in the chapter. Reliability, validity and study limitations, as well as ethical considerations, were also addressed, and a clear and stringent methodological basis for the findings and discussion in the next chapter was established.

[bookmark: _ml6p9ab3069r][bookmark: _Toc240731543]CHAPTER 4: RESULTS, ANALYSIS AND DISCUSSION
[bookmark: _mb1ey7u3vk6s][bookmark: _Toc240731544]4.1 Introduction 
This chapter has provided the findings, discussion and analysis of the systematic literature review that was conducted to determine the role of Clubcard personalisation in enhancing customer loyalty in the UK supermarket industry. The results have been obtained based on the chosen secondary sources and analysed based on themes based on the thematic analysis method provided by Braun and Clarke. The chapter outlines some of the major trends around personalised offers, customer engagement, perceived value, repeat buying, customer retention, data analytics, trust and privacy. The results are critically analysed with respect to the research questions, literature available and the Relationship Marketing Theory and Social Exchange Theory.
[bookmark: _5hbw75j5s47b]
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[bookmark: _Toc240731545]4.2 Presentation of Findings from SLR
[bookmark: _Toc237963329][bookmark: _Toc237964756][bookmark: _Toc238643228][bookmark: _Toc238727408]Table 2: Findings from SLR
	Sl no.
	Author name and Year of publication
	Validity of the research
	Research method applied
	Geographic region
	Key findings
	Relevance

	1. 
	Kovalev et al., 2022
	Peer-reviewed journal research; uses established theoretical foundations including relationship marketing and organisational economics.
	Quantitative comparative analysis using an index method and comparison of loyalty-programme data from 10 food retailers.
	Russia
	The online loyalty programmes have the potential to enhance communication and interaction with customers. Programme efficiency can be enhanced by combining loyalty tools in the CRM systems.
	Highly relevant because it directly examines digital loyalty programmes in food retail and demonstrates the importance of CRM and digital personalisation.

	2. 
	Krampe et al., 2025
	Peer-reviewed research published in Cleaner and Responsible Consumption.
	Conjoint analysis examining consumer preferences for sustainable temporary loyalty-programme attributes.
	Europe
	Consumers consider temporary loyalty programmes based on the nature of incentives and sustainability. The paper emphasises the need to base loyalty reward designs on consumer preferences instead of considering all incentives to be loyalty-generating.
	Applicable to the study of the effects of reward design and customer preferences on the effectiveness of loyalty programmes.

	3. 
	Haji et al., 2025
	High validity; peer-reviewed European Journal of Marketing study with a large sample of 923 retail consumers.
	Field study/survey, testing a conceptual model based on Social Exchange Theory.
	United Kingdom
	The perceived availability of consumer data may affect loyalty in both positive and negative ways: convenience and inspiration, and perceived risk, respectively.
	Highly relevant to Clubcard because Tesco's personalisation depends on collecting and analysing customer data.

	4. 
	Smith, 2023
	Published academic research examining CRM and brand loyalty; methodological detail should be interpreted according to the original article.
	CRM-focused empirical/secondary analysis.
	Global 
	Good CRM practices can build strong relationships with customers and help retain loyal customers by enhancing customer interaction and relationship management.
	Relevant since Clubcard is a significant CRM mechanism by which Tesco can manage relationships with customers.

	5. 
	Motlani et al., 2025
	Peer-reviewed/research-journal systematic review.
	Systematic Literature Review (SLR) of customisation and personalisation research.
	Global 
	Customer engagement and commitment can be enhanced through personalisation and customisation. The role of AI and technological development in the provision of personalised experiences is on the rise.
	Very topical in terms of the role of digital personalisation in engagement and loyalty and the role of technology in helping Clubcard.

	6. 
	Apergis, 2023
	Peer-reviewed empirical research using a large household dataset.
	Logit regression using data from 1,500 households in the Understanding Society Innovation Panel.
	United Kingdom 
	Customers need not utilise loyalty cards as a rewarding tool in the first place. The more insecure households are in terms of their cash flows in their bank accounts, the higher their propensity to have loyalty cards.
	Highly relevant because it challenges the assumption that loyalty-card ownership automatically represents genuine loyalty.

	7. 
	Burgess et al., 2025
	Peer-reviewed scoping review in Public Health. Two researchers independently screened and extracted studies, strengthening methodological reliability.
	Scoping review of 44 studies using supermarket loyalty-card data.
	United Kingdom
	Loyalty-card data offer massive and objective purchasing data, but may include missing purchases, connection problems and demographic biases.
	Applicable in the context of valuing the usefulness and constraints of the customer data that informs personalised loyalty programmes.

	8. 
	Ahmad et al., 2022
	Peer-reviewed article in Frontiers in Psychology with established theoretical and empirical foundations.
	Quantitative empirical study examining relationships between online customer experience, engagement and loyalty.
	Global 
	Customer engagement can result in customer loyalty due to positive online customer experience, whereas the relationship is mediated by value co-creation.
	Relevant owing to the fact that Clubcard is becoming more digitalised in terms of application and online customer experiences.

	9. 
	Alexandr and Andrei-Dorian, 2024
	Academic journal research focusing directly on consumer responses to promotional activity.
	Conceptual/literature-based analysis of promotional strategies and consumer behaviour.
	Global 
	Perceived value and urgency can be used to make purchase decisions based on promotions, special offers, loyalty campaigns and seasonal promotions and may produce both short and long-term impacts.
	Relevant to understanding the role of Clubcard discounts and personalised promotional offers in influencing purchasing behaviour.

	10. 
	Aydin, 2022
	Peer-reviewed journal article; empirical study using an established theoretical framework.
	Online survey of users of two leading coalition loyalty programmes; value theory extended with personalisation and information-disclosure constructs.
	Turkey
	Monetary, hedonic and symbolic benefits have a positive impact on satisfaction. Personalisation has an indirect impact on satisfaction via perceived value, and privacy issues do so earlier.
	Very timely since it offers direct Tesco-specific evidence and puts Clubcard in the broader Tesco operating model context.

	11. 
	Meng, 2024
	Academic case-study research focused specifically on Tesco's operations.
	Case study/secondary research examining Tesco's grocery operations.
	United Kingdom 
	The success of Tesco's operations is linked with technology, convenience and customer-oriented services. Clubcard is a component of Tesco's greater digital and operational ecosystem.
	Applicable to the future of Clubcard since advanced analytics and AI can enhance the quality of the personalised offers.

	12. 
	Bhosale, 2025
	Recent academic research focusing on AI-driven personalisation and loyalty.
	Conceptual/secondary research concerning machine-learning-based personalisation.
	Global 
	Machine-learning and AI-based personalisation will be able to detect customer preferences and deliver tailored experiences to convince them to make a purchase again and build brand loyalty.
	Very pertinent since it contributes to the relationship-marketing discussion about how tailor-made benefits may be converted to loyalty.

	13. 
	Corbishley et al., 2023
	Peer-reviewed empirical research in the FMCG context.
	Quantitative empirical study examining perceived loyalty-programme benefits, relationship quality and loyalty.
	South Africa
	The benefits of a loyalty-programme affect the quality of relationships in the form of satisfaction, trust and commitment, which are linked to customer loyalty.
	Relevant in that Clubcard personalisation is a part of the overall digital transformation of supermarket retail.

	14. 
	Csillik, 2025
	Academic research examining contemporary transformation of food retail.
	Review/secondary analysis of automated-commerce developments.
	Europe
	Special attention is paid to technology and digitally based customer experiences, as automation and digitalisation are transforming both traditional supermarkets and e-commerce.
	Applicable to the technological infrastructure underpinning the contemporary loyalty programmes and personalised customer experiences.

	15. 
	Wolniak et al., 2024
	Peer-reviewed review article in Foods; published through an established academic journal.
	Literature review of digital transformation in grocery in-store shopping.
	Poland and Türkiye
	Self-checkouts, scanners, mobile applications, AI, AR and other technologies are becoming more important in grocery retail. More convenient and personalised shopping experiences can be supported by technology.
	Moderately relevant as it gives evidence of UK retailing about retention, but it deals with fashion as opposed to supermarket retailing.

	16. 
	Ologunebi, 2023
	Academic Master's thesis; useful contextual evidence but lower evidential weight than peer-reviewed journal research.
	Case study using quantitative data and observation, supported by literature, surveys and financial records.
	United Kingdom 
	Marketing, customer experience and technology-driven strategies affect customer retention. Retention can be underpinned by data analytics and digital approaches.
	Moderately relevant because it provides UK retail evidence on retention, although it concerns fashion rather than supermarket retail.

	17. 
	Weits, 2025
	Academic postgraduate research focusing specifically on Generation Z and loyalty.
	Empirical research examining the relationship between gamification and brand loyalty.
	South Africa
	Gamification has the potential to facilitate interactions with and brand-loyalty formation of younger consumers who are digitally oriented.
	Relevant to the future personalisation of loyalty programmes, particularly digital engagement and younger consumers, although it is less directly related to supermarkets.

	18. 
	Mahlangu, 2025
	Peer-reviewed journal research using a large empirical sample and structural equation modelling.
	Survey of 516 digital-loyalty-programme users; SmartPLS 4 and structural equation modelling.
	South Africa
	There is a positive but weak influence of information benefits on confirmation of digital loyalty programmes. The research highlights the importance of information in the design of digital loyalty programmes.
	Relevant because useful information and personalised communication are important components of digitally delivered loyalty programmes.

	19. 
	Belli et al., 2022
	Very high validity due to a comprehensive meta-analysis incorporating evidence from 40 years of research.
	Meta-analysis using 429 effect sizes from studies available between 1990 and 2020.
	Global 
	Customer loyalty, especially behavioural loyalty, has a high positive impact on loyalty programmes. Attitudinal loyalty effects are harder to accomplish and are based on programme design and reward attributes.
	Very relevant as it gives the best overall evidence that loyalty programmes promote behaviour and shows that behavioural loyalty is not the same as long-term attitudinal loyalty.

	20. 
	Aydin, 2022
	Same peer-reviewed empirical study as Entry 10; therefore should not be treated as a separate study in the final SLR count.
	Online survey of two coalition loyalty programmes in Turkey, examining value, personalisation, satisfaction and privacy.
	Turkey
	Perceived value indirectly enhances satisfaction; monetary, hedonic and symbolic benefits have a positive impact on satisfaction and privacy issues have a less significant negative impact.
	Applicable in the context of personalised benefits, customer satisfaction, privacy and loyalty. Duplicate of Entry 10.
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[bookmark: _Toc240731546]4.3 Industry and Company Evidence
Along with the evidence found during the systematic literature review, secondary industry and company data were analysed to give empirical background to the results.
4.3.1 Supermarket Loyalty Card Usage by Gender
The data show that Tesco Clubcard has good, reported usage as compared to Sainsbury's Nectar amongst male and female shoppers. The use of Clubcard is 74% among men and 79% among women, as opposed to 52% of Nectar and 62% of Nectar (Ozbun, 2025). The difference is especially relevant as it implies that Tesco has attained a more extensive behavioural response to its loyalty programme than relying on the availability of the programmes. The increased rate of use must not, however, be automatically taken to be indicative of greater sustainable loyalty since the data measure is programme use and not emotional commitment or retention.
[image: ]
[bookmark: _Toc238727402]Figure 11: Supermarket Loyalty Card Usage in Great Britain by Gender, April 2025
(Source: Ozbun, 2025)
The gender pattern in the comparison is also similar in both retailers, as women indicated more usage as compared to men. This implies that the personalised loyalty programmes could be affected by the customer characteristics in the process of engagement. The increased usage in the case of Tesco results in an increased behavioural base on which Clubcard can produce personalised offers, but the reduced usage of the Sainsbury's card means that there is less, but still a large pool on which the Nectar-based personalisation can be created. Hence, the evidence favours the topicality of the engagement in loyalty programmes in the context of the research, yet it does not prove that the increased usage at Tesco is due to the personalisation only.
4.3.2 Supermarket Loyalty Scheme Membership
The membership data gives more persuasive data on the penetration of Tesco in the UK loyalty-programme market. Tesco Clubcard has 36.3 million members and a 77% usage rate among frequent grocery shoppers, compared to 26.8 million members of Nectar with a 57% usage rate of Sainsbury (CMA, 2024). The 20-percentage point gap in usage implies that not only is Clubcard subscribed to by a large percentage of shoppers, but that it is also used more often by the target audience of shoppers. This is significant since the repetition of using the programmes will lead to increased purchasing information gathered by Tesco and the provision of a personalised reward.
[image: ]
[bookmark: _Toc238727403]Figure 12: Supermarket Loyalty Scheme Membership in Great Britain
(source: Competition and Markets Authority, 2024)
Membership and usage should, however, be viewed as a measure of programme participation as opposed to customer loyalty. This difference aligns with the existing literature indicating that attitudinal loyalty is less likely to be affected by the loyalty programmes as compared to behavioural loyalty (Belli et al., 2022). The Tesco-Sainsbury comparison thus shows a higher position of engagement by Clubcard but does not show that Clubcard creates higher long-term commitment as compared to Nectar.
4.3.3 Consumer Appeal of Loyalty Programmes
The data on the consumer appeal also enhances the relative position of Tesco. Tesco Clubcard was considered appealing by 69% of the participants, as opposed to 47% of Sainsbury's Nectar (Statista Research Department, 2024). The difference of 22-percentage-points implies that the value proposition of Clubcard can be more attractive to customers compared to Nectar at the measurement point. This can be applied in Theme 1 since perceived value is a significant process by which engagement can be stimulated by personalised rewards.
[image: ]
[bookmark: _Toc238727404]Figure 13: Appeal of Major Loyalty Programmes in Great Britain, 2024
(Source: Statista Research Department, 2024)
However, the attraction cannot be considered as the testimony to allegiance on its own. Clubcard might be appealing to a customer due to the instant savings as he or she uses competing supermarket programmes. As such, the increased attractiveness of Clubcard is indicative of increased perceived programme value but does not determine that personalisation has been generated to higher customer retention or attitudinal loyalty independently.
4.3.4 Tesco Clubcard Personalisation Scale
The Tesco statistics indicate that personalisation is applied at a large scale as opposed to the promotion of a small scale. By 2023/24, over 22 million households in the UK had been using Clubcard; Clubcard sales penetration was at 82% and 289 million personalised coupons were given to 7.6 million customers (LSE, 2025). These numbers are significant as they indicate that Clubcard is integrated into a significant percentage of Tesco customer communications and personalised communication is being delivered consistently, as opposed to infrequently.
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[bookmark: _Toc238643255][bookmark: _Toc238727405]Figure 14: Tesco Clubcard Personalisation Scale
Source: Self-developed using evidence from LSE (2025)
The degree of individualised couponing also demonstrates the degree to which Tesco is using customer buying data to create individualised promotional effort. This favours Theme 1, whereby a huge amount of target offers will create chances to give customers pertinent monetary significance, and Theme 2, since frequent offers can result in further interaction with programmes and buying. The numbers must not, however, be assumed as indications that the 289 million coupons led to higher retention or even revenue. As the methodology acknowledges, publicly accessible company data do not single out the contribution of personalisation to other variables like price, service, convenience of the store and broader marketing action.
Tesco evidence thus shows the magnitude and business significance of personalisation, but not its causal influence alone on the sustainability of loyalty. This difference is the main theme of Objective 3 that relates to the connection between Clubcard personalisation and customer loyalty as opposed to assuming programme activity is a loyalty driver.
4.3.5 Sainsbury’s Nectar Prices Scale
The Nectar used by Sainsbury's offers a valuable point of reference since its personalisation strategy is at a similar level of commercial magnitude. As of 2024/25, Nectar Prices had created over 2 billion in customer savings, over 85% of people are participating, and over 9,000 offers are live (J Sainsbury plc, 2025). These numbers indicate that Sainsbury has also left the traditional points-based loyalty model for a value proposition with a heavy emphasis on personalised and loyalty-based pricing. 
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[bookmark: _Toc238643256][bookmark: _Toc238727406]Figure 15: Sainsbury Nectar Price Scale
Source: Self-developed using evidence from J Sainsbury plc (2025)
The comparison between Tesco and the programme is not that of programme size. Tesco has high usage of Clubcard and high usage of personalised coupons; Sainsbury focuses on personalised prices and personalised customer savings with Nectar Prices. Both methods have the advantage of being able to deliver an immediate economic benefit, although they employ slightly different mechanisms to produce engagement. The evidence provided by Tesco indicates the level of focused coupon operation, and the evidence provided by Sainsbury indicates the financial savings achieved by personalised pricing. Notably, neither group of characters do not demonstrate commitment by itself. The high participation and customer savings are signs of engagement with the programme and perceived value, although customers might still use both programmes and alternate between supermarkets where competing prices are more favourable. This supports behavioural engagement and sustainable loyalty found in Theme 5.
[bookmark: _Toc240731547]4.4 Analysis of Results
The development of themes was done according to the six-phase thematic analysis process suggested by Braun and Clarke. To start with, the chosen literature was read multiple times, which helped to become familiar with the evidence and find out common meanings. Second, systematic coding on pertinent segments was done. Initial codes consisted of personalised offers, customised rewards, personalised discounts, perceived customer value and satisfaction; customer engagement, promotional response, repeat purchasing and behavioural loyalty, customer data, loyalty-card data, data analytics, CRM, AI, machine learning and mobile applications, data privacy, sharing personal information, privacy risk, customer trust, transparency and responsible data use, and attitudinal loyalty, long-term commitment, customer retention, switching, price sensitivity and financial incentives. Third, coded related codes were categorized into larger themes and candidate themes. Fourth, these themes were checked with the coded evidence and research objectives. Fifth, themes underwent refinement and became well defined. This exercise generated five themes that included customer value, engagement and behavioural loyalty, digital technologies, trust and privacy and sustainable loyalty. Lastly, the themes were analysed and documented against the research objectives and literature available.
4.4.1 Theme 1
[bookmark: _Toc237963330][bookmark: _Toc237964757][bookmark: _Toc238643230][bookmark: _Toc238727409]Table 4: Theme development
	Initial code
	Category
	Theme

	Personalised offers
	Customer value and personalised benefits
	Theme 1: Personalisation enhances perceived customer value and satisfaction

	Customised rewards
	
	

	Personalised discounts
	
	

	Relevant promotions
	
	

	Perceived customer value
	
	

	Customer satisfaction
	
	

	Monetary benefits
	
	

	Individual customer preferences
	
	


This theme demonstrates that by offering and rewarding customer preferences, personalisation has the potential to increase customer perceived value and customer satisfaction. According to Magasi (2024), the repetition of personalised offers, rewards, customised and personalised discounts, and relevant promotions highlights that customers can gain more value as the loyalty benefits are based on their purchasing behaviour and not offered in a standardised way. Aydin (2022) indicates this result, showing that perceived value is a crucial aspect in determining satisfaction in mobile loyalty programmes. Satisfaction can be boosted with the help of monetary, hedonic and symbolic benefits, and personalisation can be a source of value creation.
The results further highlight that the key to personalisation is the individual customer preferences. By utilising customer data to determine buying habits, retailers will be able to offer more pertinent promotions and can even make the loyalty programme more useful. The same can be said about Motlani et al. (2025), who view customisation and personalisation as mechanisms that can be used to facilitate customer engagement and loyalty. In the case of Tesco, this implies that with personalised discounts based on the needs and preferences of customers in shopping, Clubcard can enable Tesco to generate more customer value.
However, the perceived value can be perceived regarding monetary discounts. The overall customer experience can be enhanced by providing relevant recommendations, convenient offers and personalised communication (de Sousa Pereira et al., 2025). In general, the theme shows that customer value and satisfaction can be enhanced by personalised Clubcard benefits, which provide a valuable platform to engage and consequently bring loyalty. Relative to Tesco, which offers personalised Clubcard discounts and offers, Sainsbury uses Nectar Prices and personalised Nectar offers. The two methods thus sustain the perceived value on the basis of individualised economic gains, though the existing evidence lacks the determination of which programme generates more risk in long-term loyalty.
4.4.2 Theme 2
[bookmark: _Toc237954313][bookmark: _Toc237963158][bookmark: _Toc237963331][bookmark: _Toc237964758][bookmark: _Toc238643231][bookmark: _Toc238727410]Table 5: Theme development
	Initial code
	Category
	Theme

	Customer engagement
	Customer engagement and repeat purchasing
	Theme 2: Personalised loyalty programmes enhance customer engagement and behavioural loyalty

	Online customer experience
	
	

	Customer interaction
	
	

	Repeat purchasing
	
	

	Promotional response
	
	

	Continued programme participation
	
	

	Behavioural loyalty
	
	

	Customer retention
	
	


This theme illustrates that customer engagement and behavioural loyalty can be improved through personalised loyalty programmes by promoting interaction. Customer responses to promotions, repeat purchases and sustained customer involvement. Individualised offers provide customers with pertinent motivation (Ahmad and Hussain, 2025). This theme is evidenced in the industry by both retailers. Clubcard is used by Tesco to provide personalised coupons, discounts and targeted benefits on a large scale, and Nectar by Sainsbury's is a combination of broad Nectar Prices and Your Nectar Prices. Tesco thus seems to focus more on personalised couponing and benefits associated with Clubcard, whilst Sainsbury relies more on personalised pricing and individual offers on a weekly basis. The two methods generate instant financial value, implying that the mechanism behind them is likely to be similar: customers feel more valued when the rewards are applicable to their buying behaviour. Nonetheless, the existing data do not prove that either of the approaches results in more long-term loyalty.
Customer retention is a potentially significant consequence of long-term engagement. Once customers always feel that they get value out of the personalised Clubcard benefits, they might keep on with the programme and sustain their association with Tesco. Another aspect that Corbishley et al. (2023) and Kuppelwieser et al. (2022) focus on is the connection between the benefits of the loyalty programme, the quality of the relationship, and loyalty. Comparatively, Tesco personalised coupons and online Clubcard activities promote return contact, whereas Nectar Prices (personalised products) at Sainsbury's promote customer re-engagement to access the targeted savings. Therefore, there is evidence of behavioural involvement in both programmes, but the reported programme usage is higher in Tesco, which implies that it reaches more people at the moment.
[bookmark: _k6b52uqtw2b5]4.4.3 Theme 3
[bookmark: _Toc237954314][bookmark: _Toc237963159][bookmark: _Toc237963332][bookmark: _Toc237964759][bookmark: _Toc238643232][bookmark: _Toc238727411]Table 6: Theme development
	Initial code
	Category
	Theme

	Customer data collection
	Data-driven personalisation and digital transformation
	Theme 3: Customer data and digital technologies strengthen personalised loyalty programmes

	Loyalty-card data
	
	

	Customer data analytics
	
	

	CRM systems
	
	

	Artificial intelligence
	
	

	Machine learning
	
	

	Mobile applications
	
	

	Digital loyalty programmes
	
	

	Personalised recommendations
	
	

	Information benefits
	
	


The third theme reveals that customer data and digital technologies are focused on the creation of personalised loyalty programmes. The repetitive codes reveal that loyalty-card information, customer data analytics and CRM systems allow retailers to comprehend the purchasing behaviour and give them more specific benefits. Haji et al. (2025) stress the role of consumer-data availability in retail relationships and Burgess et al. (2025) show the usefulness of supermarket loyalty-card data to gain more detailed information about purchasing behaviour. 
The results point to the growing role of artificial intelligence and machine learning and digital technologies. Bhosale (2025) finds AI-based personalisation as one of the methods of gaining insights into customer preferences and facilitating repeat buying. Likewise, Wolniak et al. (2024) demonstrate the impact of technologies such as artificial intelligence and digital shopping systems on grocery retail. Digital loyalty programmes and mobile applications can offer other platforms where personalised offers and suggestions can be delivered to customers (Obiegbu and Larsen, 2025).
The additional benefits of the code information are that the customer would be able to derive value as their information is used by the retailers to send relevant and useful communication. According to Mahlangu (2025), information benefits have a role in digital loyalty programmes, implying that beneficial information can help in keeping customers satisfied with their adopted digital loyalty systems.
In the case of Tesco Clubcard, the results imply that the data on customers can be converted to individualised discounts, suggestions, and digital communication. However, technology failed to ensure loyalty. Its success relies on the perception of customers of the resulting benefits being relevant, useful and valuable (Yum and Kim, 2024). The comparison of Tesco and Sainsbury's reveals that both companies are increasingly becoming dependent on personalisation based on data. Tesco leverages Clubcard data, analytics and AI to assist in personalised offers and customer interactions, and Sainsbury leverages transaction data and machine learning to create personalised Nectar offers and data-driven marketing with Nectar360. Thus, technology is a facilitator of customisation between the two retailers, and not a Tesco special. Nonetheless, technological capability is not the only thing that can prove sustainable loyalty until the customers see the ensuing offers as applicable and useful.
[bookmark: _lji0wml2tqjn]4.4.4 Theme 4
[bookmark: _Toc237954315][bookmark: _Toc237963160][bookmark: _Toc237963333][bookmark: _Toc237964760][bookmark: _Toc238643233][bookmark: _Toc238727412]Table 7: Theme development
	Initial code
	Category
	Theme

	Customer data privacy
	Trust, data privacy and perceived risk
	Theme 4: Trust and privacy influence the effectiveness of personalisation

	Personal information sharing
	
	

	Perceived privacy risk
	
	

	Customer trust
	
	

	Data transparency
	
	

	Responsible data use
	
	

	Perceived convenience
	
	

	Information disclosure
	
	

	Relationship quality
	
	

	Data availability
	
	


The fourth theme determines trust, privacy and perceived risk to be critical determinants of the effectiveness of personalised loyalty programmes. Personalisation involves gathering and analysing customer data, such as buying behaviour and preferences to retailers. Haji et al. (2025) demonstrate that convenience and inspiration are the positive effects that may be produced by providing consumer data. However, perceived risks to customers can be generated. Thus, personalisation based on data could have both positive and negative effects in the customer-retailer relationship.
Similarly, Aydin (2022) marks privacy concerns in the case of mobile multi-brand loyalty programmes, showing that customers are concerned with privacy and the benefits they get with the help of loyalty programmes. Therefore, data transparency and responsible use of data are both valued in ensuring customer trust.
The results indicate that the perceived convenience can motivate customers to embrace personalisation in case data sharing leads to relevant offers and useful experiences (Flacandji et al., 2023). The quality of relationships is crucial since trust can assist in longer-term relationships with customers, as Corbishley et al. (2023) argued. In the case of Tesco Clubcard, it implies that increased availability of data can be used to improve the precision of personalised offers, as data gathered or confusing data gathering can affect trust adversely. The results indicate that successful personalisation should be based on the balance between customer value and privacy protection (Dyatmika et al., 2025). Tesco and Sainsbury have the same privacy-personalisation trade-off since both loyalty programmes rely on data about customer transactions. The Clubcard at Tesco and the Nectar at Sainsbury leverage customer data to personalise the offerings and the marketing, so transparency and accountable use of the data are key requirements for the preservation of trust.
[bookmark: _x9wzqdxyyajv]4.4.5 Theme 5
[bookmark: _Toc237954316][bookmark: _Toc237963161][bookmark: _Toc237963334][bookmark: _Toc237964761][bookmark: _Toc238643234][bookmark: _Toc238727413]Table 8: Theme development
	Initial code
	Category
	Theme

	Behavioural loyalty
	Short-term engagement versus long-term loyalty
	Theme 5: Personalisation encourages behavioural loyalty but does not guarantee sustainable customer loyalty

	Attitudinal loyalty
	
	

	Repeat purchasing
	
	

	Long-term commitment
	
	

	Customer retention
	
	

	Customer switching
	
	

	Multiple loyalty-programme membership
	
	

	Price sensitivity
	
	

	Financial incentives
	
	

	Sustainable loyalty
	
	

	Customer commitment
	
	


The above theme brings out the difference between behavioural and sustainable customer loyalty. The results show that tailored offers and financial rewards can prompt a repeat purchase, sustained participation in the programme and retention. However, these behaviours cannot be a sign of commitment or attitudinal loyalty in the long term. Belli et al. (2022) present valuable data according to which loyalty programmes are more influential on behavioural loyalty than attitudinal loyalty, and customers can buy more and more products in a retail store without becoming emotionally attached.
Apergis (2023) criticises the notion that involvement with the loyalty card is a major sign of loyalty since the economic situation can affect customers' use of loyalty cards. This renders price sensitivity and monetary incentives critical in the UK supermarket industry. Customers can take advantage of individualised Clubcard discounts as they offer instant savings and price comparisons with other competing supermarkets (Pereira et al., 2025). Therefore, customers make repeat purchases at Tesco due to their effective loyalty programs such as Clubcard. This aligns with the literature by Cloarec et al. (2022) that determined supermarket loyalty to be dependent on price, convenience, service quality, and customer experience in addition to the benefits of the loyalty programme.
This is a weakness for both Tesco and Sainsbury. The strong programme engagement is demonstrated by High Clubcard usage and Nectar Prices participation, although they neither create exclusive nor long-term loyalty. Customers can still shop around and move between supermarkets, suggesting that personalisation helps maintain loyalty but works in conjunction with more general values, convenience, and service considerations.
4.4.6 Theme Objective Mapping 
The themes that have been formed on the basis of the thematic coding are not discussed as independent findings to the objectives of the research. Instead, they are interrelated aspects of the research problem and altogether, they are the evidence needed to fulfil the four objectives. Theme 1 and Theme 2 elaborate mostly on how personalisation leads to customer value, engagement and behavioural loyalty in order to meet Objective 1. Objective 2 also includes the comparison of Tesco Clubcard and Sainsbury Nectar based on Theme 1 and Theme 2. Themes 1-5 explain together the relationship between Clubcard personalisation and customer loyalty under Objective 3 with Themes 1, 3, 4 and 5 giving the evidence of recommendations under Objective 4. The thematic analysis thus gives the evidence base based on which each of the research objectives is addressed, not a distinct analytical process.
[bookmark: _Toc238643235][bookmark: _Toc238727414]Table 9: Theme Objective Mapping Table
	Theme
	Core finding
	Main objective addressed
	Supporting objectives

	Theme 1: Personalisation enhances perceived customer value and satisfaction
	Personalised offers, rewards and discounts increase perceived value and satisfaction
	Objective 1
	Objective 2, Objective 3

	Theme 2: Personalised loyalty programmes enhance customer engagement and behavioural loyalty
	Personalisation encourages interaction, repeat purchasing and behavioural loyalty
	Objective 1
	Objective 3

	Theme 3: Customer data and digital technologies strengthen personalised loyalty programmes
	Customer data, CRM, AI and digital technologies enable more relevant personalisation
	Objective 3
	Objective 4

	Theme 4: Trust and privacy influence the effectiveness of personalisation
	Data sharing, transparency and privacy affect willingness to engage with personalisation
	Objective 3
	Objective 4

	Theme 5: Personalisation encourages behavioural loyalty but does not guarantee sustainable customer loyalty
	Personalisation can stimulate repeat purchases but wider factors influence sustainable loyalty
	Objective 1
	Objective 3, Objective 4


[bookmark: _21ql9kwcoqvl][bookmark: _Toc240731548]4.5 Discussion of Results 
4.5.1 Discussion based on Objective 1 (addressed through Theme 1, 2 and 5)
The findings indicate that the customised loyalty programmes have the potential to lead to customer loyalty based on the perceived value, satisfaction, engagement and repeat purchasing. Theme 1 revealed that loyalty programmes, with personalised offers, tailored rewards and pertinent discounts, are more valuable to individual customers. This confirms findings by Aydin (2022), who discovered that personalisation could increase satisfaction levels with perceived customer value, and Motlani et al. (2025), who discovered that personalisation was a relevant tool to attract customers and keep them loyal. Nonetheless, this discovery must be taken together with the opposing evidence of the fact that personalisation does not always lead to sustainable loyalty. According to Rodriguez-Ardura et al. (2025) or Mukabbir (2023), customer engagement and repurchase behaviour can be the expression of a value-seeking behaviour or a response to a temporary promotion rather than a long-term commitment. Thus, the current results confirm the beneficial contribution of personalisation to behavioural loyalty, along with the fact that the contribution of personalisation to sustainable loyalty is conditional. 
Theme 2 showed how the personalised programmes may stimulate customer interaction, response to promotions, purchase reiteration and behavioural loyalty. The result agrees with the literature review that found customer experience, perceived value and satisfaction to be significant predictors of supermarket loyalty. Ahmad et al. (2022) determined that positive customer experiences can be a loyalty contributor, and customer engagement is one of the mechanisms that can facilitate this effect. The support is especially close in Belli et al. (2022) demonstrate that the effects of the loyalty programmes are more significant on behavioural loyalty rather than attitudinal loyalty.
Theme 5, however, suggests that individualised loyalty programmes do not necessarily generate sustainable customer loyalty. Customers might react to individualised discounts due to financial motivations and compare prices or competitive supermarket loyalty programs. This reinforces the argument of the literature review by Li et al. (2024) that the loyalty of supermarkets is multidimensional and price-dependent in terms of convenience, quality of service and customer experience.
Relationship Marketing Theory can be used to explain the findings because, through personalised interactions, the level of satisfaction, trust and quality of relationship can be enhanced, which may support stronger customer relationships over time. Nevertheless, Theme 4 reveals trust and privacy as significant requirements, as personalisation relies on the information about customers. This agrees with the study by Li et al. (2024), which aligns with the Social Exchange Theory, in which customers evaluate the benefits gained out of personalisation against the perceived costs and risks of information sharing.
Generally, Objective 1 is attained by showing that personalised loyalty programmes can contribute to customer loyalty, especially the perceived value, engagement and behavioural loyalty. However, personalisation must work together with competitive prices, convenience, quality of services, trust and positive customer experiences to build sustainable loyalty.
4.5.2 Discussion based on Objective 2 (addressed through Theme 1 and 2)
As the comparison shows, Tesco and Sainsbury employ various yet closely connected personalisation mechanisms. Tesco is integrating Clubcard information with personalised coupons, Clubcard Prices and digital, with Sainsbury focusing on Nectar Prices, personalised Nectar offers and data-driven marketing (Zhou et al., 2024). The increased reported programme use and greater membership by Tesco indicate a greater reported programme reach, whilst the fact that the Customer savings are impressive. Moreover, the percentage of Nectar Prices participation is huge by Sainsbury show that the creation of a perceived value through personalised pricing can also be powerful. The evidence thus indicates that the involvement of both programmes in behavioural involvement is based on the pertinent economic advantages, yet neither the data on the participation of the companies nor data on the data on savings shows sustainability loyalty (Haris, 2025). These results favour the opinion that personalisation is a significant factor of loyalty, though its efficacy is still reliant on other broad aspects, including price, convenience, quality of service and trust.
Belli et al. (2022) meta-analysis of the supportive literature revealed that the impact of loyalty programmes on behavioural loyalty was stronger compared to attitudinal loyalty. It is in line with the differentiation found in the literature review between behavioural engagement and sustainable loyalty. Abi Azhar et al. (2026) and Pereira et al. (2025) indicate that customer behaviour can also be impacted through price competitiveness, service quality, convenience and financial incentives. The Tesco vs Sainsbury comparison, thus, suggests the worth of personalisation, but not that personalisation is a sufficient factor to build long-term loyalty. The involvement and customer savings are therefore to be perceived as a sign of engagement and value as opposed to a conclusive commitment of emotions. This is especially significant in the UK supermarket industry where consumers are allowed to be members of various rival loyalty programs and are price-sensitive (Dahish et al., 2025).
Relationship Marketing Theory would have it that the two programmes would lead to strengthening relationships between retailers and customers through relevant benefits and adding value. Under the Social Exchange Theory, customers will tend to keep on participating when the benefits (economic and convenience) outweigh the costs of data sharing and privacy issues. Generally, the observations imply that Clubcard and Nectar are usually similar in their application of personalisation to generate customer value and customer engagement, and their eventual contribution to sustainable loyalty relies on broader concerns like price, convenience, quality of service, trust and customer experience.
4.5.3 Discussion based on Objective 3 (addressed through Theme 1, 2, 3, 4 and 5)
The results provide a positive yet contingent relationship between personalisation of Clubcard and customer loyalty. Omazić et al. (2026) demonstrated that perceived customer value and satisfaction can be enhanced with personalised offers, discounts and customised rewards. By offering benefits tailored to the personal preferences of purchasing, customers can find them more relevant and useful, and this will reinforce their bond with Tesco. This is in line with the literature review by Rosário and Casaca (2025), which found perceived value, satisfaction and positive customer experiences to be key determinants of supermarket loyalty. However, this observation could not be construed to mean that personalisation is a sole determinant of loyalty. Price, convenience, the quality of services and availability of products turned out to be other factors affecting supermarket loyalty, which were named in the literature review. This helps to confirm that one of the determinants of loyalty is the personalisation of Clubcards and that this is not an independent determinant.
Theme 2 found a connection between personalisation, customer engagement, repeat purchasing and behavioural loyalty. Customised offers would help attract customers to use Clubcard more often and visit Tesco to enjoy the offers. This aligns with the findings by Belli et al. (2022), who in their meta-analysis revealed that behavioural loyalty is more strongly impacted by loyalty programmes as compared to attitudinal loyalty. Thus, Clubcard personalisation can affect the purchase behaviour as behavioural loyalty should not necessarily be perceived as deep customer commitment.
Theme 3 emphasises customer information and digital technologies as significant mechanisms between personalisation of the Clubcard and loyalty. The information provided by loyalty cards, customer analytics, and digital platforms enables Tesco to recognise purchasing trends and offer some benefits to customers. Theme 4, however, shows that this relationship may be undermined by privacy issues and perceived dangers in sharing information.
These results are in line with Relationship Marketing Theory, whereby personalised interactions have the potential to enhance customer satisfaction, relationship quality and possibly long-term commitment (Pfajfar et al., 2022). Social Exchange Theory also provides a useful explanation of this finding, as customers assess the degree to which the benefits that are accrued by using Clubcard outweigh the perceived negative consequences of providing personal information. Therefore, the connection between personalisation and loyalty lies in the perceived exchange of value to the customer.
The Sainsbury analogy offers a valuable qualifier: there are parallel personalised systems in the Nectar that also create programme engagement, implying the relationship is not exclusive to Tesco. The increased reported use by Tesco implies a higher behavioural reach; however, it is not proven that Clubcard personalisation in isolation generates higher long-term loyalty.
4.5.4 Discussion based on Objective 4 (addressed through Theme 1, 3, 4 and 5)
The results give several steps that Tesco could take to enhance customer loyalty by personalising the Clubcard. To begin with, Tesco could enhance the usefulness and precision of individual offers. Theme 1 revealed that customers respond to the discounts and rewards, which are based on their personal preferences and purchasing behaviour. Thus, Tesco ought to focus on quality and relevancy and not merely boosting the quantity of customised promotions (Satpal, 2026). This has the potential to enhance customer satisfaction and perceived value.
In that case, Tesco needs to enhance data-led personalisation and online interactions. Theme 3 showed that customer data analytics, CRM systems, artificial intelligence, machine learning and mobile applications can enhance the effectiveness of loyalty programmes to deliver targeted benefits. Tesco could  utilise such technologies to detect shifts in customer preferences and make timely suggestions and personalised rewards. This would enhance the relationship between customer information, interaction and repeat buying (Rahayu, 2024).
It is discovered that Clubcard personalisation should include the protection of trust and privacy. Theme 4 showed that, despite the potential benefits of increased personalisation to customers, more data can cause privacy concerns and perceived risk. Tesco could strengthen communication around how customer data are gathered and utilised and to give more transparency and responsible data practice. This may enhance customer trust and bring more value exchange to the programme. The personalisation of Nectar offers, and data-driven marketing used by Sainsbury, can also serve as a valuable example for Tesco to consider the integration of personalisation with the overall digital and marketing potential, instead of promoting with a greater amount.
Moreover, Tesco could place greater emphasis on long-term loyalty and not short-term promotional behaviour (Nurhilalia and Saleh, 2024). Theme 5 revealed that personalised discounts may promote behavioural loyalty necessarily develop sustained customer commitment. Tesco needs to integrate personalised rewards with more extensive relationship-building approaches such as enhanced convenience, customer experience and quality of service. This is aligned with Relationship Marketing Theory that focuses on trust, satisfaction and commitment in the building of long-term relationships.
Lastly, following the Social Exchange Theory, Tesco  could seek to ensure that customers like the advantages of personalisation of the Clubcard more than the cost or risk of providing their information (Khandai et al., 2023). In general, the results indicate that Tesco can increase loyalty by creating pertinent, transparent, technology-based and customer-centric personalisation, instead of merely using discounts.
[bookmark: _mdlj8920dfmk][bookmark: _Toc240731549]4.6 Chapter Summary 
This chapter compared the results of the SLR with the evidence from industry and companies in the context of Tesco Clubcard and Sainsbury's Nectar. Comparison between the Results of SLR and Industry Evidence on Tesco Clubcard and Sainsbury's Nectar Programs indicate that the use of personalization can help with creating perceived value, customer satisfaction, customer engagement and behavioural loyalty because of relevance of offers and interactions based on data. Participation in the program does not guarantee sustainable loyalty.

[bookmark: _Toc240731550]CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS 
[bookmark: _Toc240731551]5.1 Summary of main findings 
The research has analysed the impact of personalization via loyalty schemes such as the Tesco Clubcard scheme in customer loyalty in the supermarket industry in the UK. The research indicates that discounts, incentives, and promotions have the potential to provide value, satisfaction, engagement and behavioural loyalty. However, these findings do not always mean attitudinal loyalty that is sustainable. Analytics, data, and technology are tools for personalization, while factors such as trust, transparency, privacy, and relevance of the benefits determine whether the customers will engage or not. Personalization is one of the determinants of loyalty.
[bookmark: _Toc240731552]5.2 Conclusion based on the research questions 
The research findings highlighted that customer loyalty can be enhanced using personalized loyalty programs, with the main effects being the enhancement of perceived customer value, satisfaction, engagement, and repeat purchase. Loyalty programs that are more relevant to individual shopping preferences as compared to standardized rewards include personalized discounts, relevant promotions, and customized rewards. This can prompt customers to engage with retailers more often and promote behavioural loyalty by making repeat purchases and joining the program. Nonetheless, the results also show that behavioural loyalty cannot be automatically referred to as sustainable customer loyalty. Financial incentives might make customers remain price-sensitive and look at competing supermarkets. It has been found that personalisation is valuable with competitive pricing, service quality, convenience, trust and positive customer experiences in Uk super market.  Thus, the first research question is addressed, as the results suggest that personalised loyalty programmes can contribute to customer loyalty through perceived value, satisfaction, engagement and repeat purchasing, although their effects on sustainable loyalty are conditional.
The results show that Tesco Clubcard and Sainsbury's Nectar leverage personalized value propositions to enhance customer interaction. The level of customer data usage to facilitate personalized rewards is shown by the wide Tesco Clubcard system, with its personalized coupons and high household involvement. Likewise, Nectar Prices offers personalized deals and discounts to a significant percentage of Sainsbury's customers. These attributes can enhance perceived value and promote program attendance and repeat purchases. However, customer savings and program enrolment show interest and appreciation as opposed to conclusive loyalty in the long run. Subsequently, both programmes demonstrate the ways personalisation shape behavioural loyalty, while wider factors remain crucial to determine sustainable customer commitment.  Thus, RQ2 is addressed because the results suggest that the individualised features of Tesco Clubcard and Sainsbury's Nectar are associated with customer value, engagement and behavioural loyalty, but do not, on their own, establish enduring customer loyalty.
The research determines a positive and conditional relationship between customer loyalty and Clubcard personalization. Individualized Clubcard benefits have the potential to generate value and satisfaction, promote engagement and subsequent buying, and assist in customer retention. Customer information, CRM systems, digital technologies and analytics also allow Tesco to make offers based on purchasing behaviour. Nonetheless, the connection is not necessarily causal, and the available evidence does not establish a direct causal effect on sustainable loyalty. The relationship can be undermined by privacy issues, perceived risk, low switching costs, as well as price sensitivity, and customers might use Clubcard solely to gain financial gains and not emotional loyalty. The results thus indicate that behavioural loyalty is strengthened more by personalization of Clubcard as compared to attitudinal and sustainable loyalty. This finding aligns with the theoretical framework containing Relationship Marketing Theory that focuses on trust and continued relationships, whereas the Social Exchange Theory elucidates how customers assess personalized benefits against the perceived costs and risks. Nevertheless, the application of these theories here is as interpretive theories as opposed to theories that are directly tested on primary empirical data. As such, RQ3 is achieved since the research indicates a positive, albeit conditional relationship between the personalization of Clubcard and customer loyalty, with greater support for behavioural loyalty than sustainable attitudinal loyalty. The results are generally in line with the literature review in Chapter 2, which has attributed personalised loyalty programmes to perceived value, satisfaction, engagement and repeat purchasing. Nevertheless, price, convenience, service quality, trust and customer experience were also found to be broadly impacting sustainable loyalty in the literature. The current results thus indicate that the personalisation of the Clubcard could be a contributory factor to behavioural loyalty although it cannot be viewed as a sole factor in the explanation of sustainable customer loyalty.
The results imply that Tesco needs to improve Clubcard personalization by making it more relevant, more valuable to customers, more transparent, and more responsible with data instead of promoting the number of personalized promotions. Customer data and digital technologies must be utilized to deliver actually valuable recommendations and offers without overloading customers with messages or sending too many messages. An increase in transparency in terms of data collection and usage can increase customer confidence and minimize perceived privacy threats. More extensive value propositions such as competitive pricing, convenience, service quality, and product availability should be incorporated with personalization as well. This would allow Tesco to move beyond short-term promotional reactions to better customer relationships and possibly more long-term loyalty. It can be concluded from the research that effective Clubcard personalisation must balance commercial value with customer trust and relationship quality, not only considering discounts alone. Thus, RQ4 is fulfilled, since the results reveal how to improve personalization of the Clubcard by enhancing its relevancy, responsible data usage, transparency, customer value, and integration with the broader service and pricing strategies.
[bookmark: _Toc240731553]5.3 Recommendation 
Practical Recommendations
Enhance the relevance of personalized offers
Tesco could leverage Clubcard buying information by offering more personalized discounts, recommendations, and rewards that are based on the preferences of specific customers as opposed to incorporating many generic promotions.
Enhance transparency and privacy
Tesco could explicitly explain the process of gathering customer data, its analysis, and utilization. Adequate data management and open privacy policies can help build customer trust and perceived lower risks of personalization.
Balance personalisation with broader customer value
Invest in wider value personalization with competitive pricing, product quality, convenience, and service experience should support personalized rewards. This can decrease the switching of customers to different supermarkets just because they offer them better economic gains.
Minimize promotional fatigue
Tesco could be careful of promoting too much or too many personalized communications and focus on fewer, more valuable offers that are more likely to be seen by customers as helpful and relevant.
Theoretical Recommendations
The results are that Relationship Marketing Theory and Social Exchange Theory may offer some valuable frameworks to explain personalised loyalty programmes. The role of trust, commitment and relationship quality can be explained with the help of the Relationship Marketing Theory, whereas the Social Exchange Theory can be used to interpret how customers can balance the personalised benefits with the perceived costs and risks of privacy and effort. Future studies must thus take into account not only relational but also economic aspects instead of quantifying loyalty in terms of repeat buying or program attendance. The extended theoretical framework can give a greater explanation of how personalization can be built on short-term behavioural involvement to long-term customer loyalty.
[bookmark: _Toc240731554]5.4 Limitation of Research 
There are a number of limitations to this study. The main concern is that it was based solely on secondary qualitative data, which made it not possible to directly study primary customer perceptions and experience of Tesco Clubcard and Sainsbury's Nectar. The findings were based on the availability, quality, and methodological consistency of existing literature, which differed across studies, contexts, and research designs. Moreover, only English-language publications published in 20222026 were reviewed, which may have sought out other languages or older publications that could have contained relevant evidence. Apart from that, the publicly accessible company and industry data do not differentiate the particular contribution of personalization to sales, revenues or customer retention. The study, therefore, determines relationships, patterns and themes but does not determine a direct causal impact of personalization of the Clubcard in customer loyalty or business performance.
[bookmark: _Toc240731555]5.5 Recommendation for Future Work 
The research carried out in future needs to conduct primary empirical research to confirm the findings identified using this secondary review of the literature. Customer perceptions, customer satisfaction, customer trust and customer loyalty might be directly evidenced through surveys or interviews with the Tesco Clubcard and Sainsbury's Nectar users. The comparative study may focus on the results of the personalized programs in the context of diverse demographics, customer segments, and supermarket formats. Longitudinal studies would also help in establishing the possibility of personalized promotions resulting in long-term loyalty as opposed to short-term surges in purchasing behaviour. The effect of artificial intelligence, predictive analytics, and mobile applications on the effectiveness of personalization could be further addressed by future researchers. Apart from that, organisational data about retention, purchasing frequency, basket value and revenue might allow one to conduct a stronger assessment of the causality between personalization and commercial performance. 
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	Article name
	Did the review address a clearly focused question?
	Did the authors look for the right type of papers?
	Do you think all the important, relevant studies were included?
	Did the review’s authors do enough to assess the quality of the included studies?
	If the results of the review have been combined, was it reasonable to do so?
	What are the overall results of the review?
	How precise are the results?
	Can the results be applied to the local population?
	Were all important outcomes considered?
	Are the benefits worth the harms and costs?
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	Theme
	Definition
	Key Codes Included

	Theme 1: Personalisation enhances perceived customer value and satisfaction
	Analyses how personalised rewards and offers increase the perceived usefulness and value of loyalty programmes.
	Personalised offers, customised rewards, personalised discounts, relevant promotions, perceived customer value, customer satisfaction, monetary benefits

	Theme 2: Personalised loyalty programmes enhance customer engagement and behavioural loyalty
	Examines how personalisation encourages customer interaction, repeat purchasing and continued programme participation.
	Customer engagement, customer interaction, repeat purchasing, promotional response, behavioural loyalty, customer retention

	Theme 3: Customer data and digital technologies strengthen personalised loyalty programmes
	Evaluates how customer data and digital technologies enable retailers to deliver personalised experiences.
	Customer data collection, loyalty-card data, data analytics, CRM, AI, machine learning, mobile applications, personalised recommendations

	Theme 4: Trust and privacy influence the effectiveness of personalisation
	Explores how customer perceptions of privacy, transparency and responsible data use influence personalisation.
	Data privacy, personal information sharing, privacy risk, customer trust, data transparency, responsible data use, information disclosure

	Theme 5: Personalisation encourages behavioural loyalty but does not guarantee sustainable customer loyalty
	Examines the distinction between short-term behavioural responses and deeper, sustainable loyalty.
	Behavioural loyalty, attitudinal loyalty, repeat purchasing, long-term mcommitment, promotional response, price sensitivity, switching behaviour
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Figure 11A: Tesco Clubcard Personalisation Scale
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