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1. Title
Evaluating the Role of Clubcard Personalisation in Improving Customer Loyalty in the UK Supermarket Industry
[bookmark: _wl6ab8fd5ch2][bookmark: _Toc235115372]2. Introduction / Background / Research Problem
The UK supermarket market is a highly competitive retail business that can be defined by a high level of competition between well-established retailers, including Tesco, Sainsbury and others. Despite Tesco still maintaining the largest market share in the UK grocery market, the market positions of discount retailers have been reinforced through their lower prices and value-based propositions, which have created pressure on the industry as a whole (Meng, 2024). As a result, supermarkets are increasingly becoming differentiated with customer relationship strategies as opposed to price competition. The report by Watty (2025) shows that the market share of major grocery retailers in the UK is comparatively high, which depicts the competitiveness in the industry.
[image: ]
Figure 1: Market share of leading UK retailers
(Source: Watty, 2025)
Loyalty programmes have thus turned out to be a significant strategic asset in enhancing customer retention and eliciting repeat purchases. According to Patel and Swamy (2023), the use of loyalty schemes by consumers in the UK is widespread, Tesco Clubcard and Sainsbury's Nectar being the most well-known and most commonly used schemes. The popularity of loyalty programmes in the UK demonstrates the increasing importance of loyalty-based marketing.
Problem Statement
This development of loyalty programmes has moved away from the old system of point-based rewards to a more personalised marketing where customer buying information is used to provide customers with discounts, product recommendations and offers. This change will allow retailers to improve customer interaction through more relevant shopping experiences. Yet, existing studies have given both positive and negative results on whether personalised loyalty programs result in sustainable customer loyalty or are simply a way to stimulate short-term buying behaviour. Additionally, the literature mainly examines loyalty programmes or personalisation in isolation, and there is limited data on how Clubcard personalisation can lead to customer loyalty in the UK supermarket industry as a whole.
Thus, this study fills this gap by determining the effectiveness of Clubcard personalisation in enhancing customer loyalty in the UK supermarket industry with a specific focus on Tesco and Sainsbury. In order to provide a in-depth understanding of the ways personalisation strategies impact customer loyalty across the UK supermarket sector. These findings are anticipated to add to the knowledge of personalised loyalty strategies, besides offering a practical input to the retailers who are keen on enhancing long-lasting customer relationships in the ever-changing competitive market.


[bookmark: _nil7sko0cowk][bookmark: _Toc235115373]3. Research aim, objectives, questions 
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.
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.
Questions
a. How can personalised loyalty programmes improve customer loyalty in the UK supermarket industry?
b. How do the personalised features of Tesco Clubcard and Sainsbury's Nectar contribute to customer loyalty? 
c. What is the connection between customer loyalty and Clubcard personalisation in the UK supermarket industry?
d. How can we enhance the personalisation of Clubcard to enhance customer loyalty within the UK supermarket sector?
[bookmark: _150ditodpm2f][bookmark: _Toc235115374]4. Preliminary literature search 
[bookmark: _f4uih06gvfk5][bookmark: _Toc235115375]4.1 Introduction
This literature review critically analyses the available literature on customer loyalty, personalised loyalty programmes and Clubcard in the UK supermarket industry. It assesses the main theories and empirical evidence, finds inconsistencies and research gaps, and determines the rationale behind exploring the role of Clubcard personalisation in enhancing customer loyalty.
[bookmark: _jzw530yq9gkv][bookmark: _Toc235115376]4.2 Customer Loyalty in the UK Supermarket Industry 
Customer loyalty is commonly accepted to be a strategic asset within the supermarket business as it leads to repeat purchases and positive word-of-mouth, as well as long-term profitability. Competition in the UK grocery market is very high, and retailers are gaining more and more dependence on loyalty programmes to retain customer loyalty instead of competing by price alone. In 2022/2023, Tesco made annual sales of about £41 billion, with the Big Four of UK supermarkets (Tesco, Sainsbury's, Asda and Morrisons) controlling over 60% of the grocery retail market in the country (Comarch, 2024). This shows the increasing role of loyalty programs in determining consumer shopping behaviour.  
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Figure 2: Global loyalty programs participation
(Source: Comarch, 2024)
Earlier research has shown divergent opinions on customer loyalty drivers. As opined by Coyle and Gamberi (2024), loyalty involves cognitive, affective, and behavioural steps, and thus the long-term relationship does not just stop at a repetitive purchase. On the same note, a study conducted by Paavola et al. (2024) established that customer loyalty is greatly enhanced by service quality, trust and store experience. Nonetheless, Wolniak et al. (2024) contradicted that traditional loyalty cards are mostly used to stimulate transactional buying behaviour as opposed to emotional commitment. Similarly, research on grocery loyalty schemes has shown that customers tend to enrol in schemes due to the price discount, as well as reward, and other factors like privacy issues, shopping pleasure, and perceived worth still play a role in influencing the participation (Theeb et al., 2023). Therefore, the current body of literature proposes that though loyalty programmes are effective in retaining customers, they should bring value other than the monetary reward, which implies the necessity to explore whether customer loyalty is stronger and more durable when based on personalised loyalty strategies.
[bookmark: _cws39za0gl3j][bookmark: _Toc235115377]4.3 Personalisation in Retail Loyalty Programmes 
The retail loyalty programmes have matured beyond the normal reward programs to personalised marketing using data to offer customised discounts, personalised product recommendations and promotional offers based on the buying behaviour of the customers. Researchers claim that personalisation has been proven to increase cognitive and emotional customer experiences, which results in increased customer loyalty. On the same note, Febriyanti and Tuti (2023) recognise personalisation as one of the customer relationship management techniques that enhance customer involvement and value perception. Nevertheless, the success of personalised loyalty programmes is controversial. This study by Singh et al. (2023) discovered that personalised price promotions tend to be more effective in boosting purchases than non-personalised promotions, but again, the effectiveness of promotions differs depending on the way of targeting and the characteristics of the consumer. Moreover, YouGov (2024) found that loyalty programmes affect behavioural loyalty more than attitudinal loyalty, implying that repeat purchases do not always reflect a true commitment. These conflicting results suggest that although personalisation can enhance customer loyalty, its success depends on its application and perceptions of customers, which warrants further research in the context of supermarket loyalty programmes, especially Clubcard.
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Figure 3: Best-known supermarket loyalty programs in the UK
(Source: YouGov, 2024)
[bookmark: _nnvnj2w6oops][bookmark: _Toc235115378]4.4 Role of Clubcard Personalisation in Customer Loyalty 
As stated by Xu and Hu (2022), Clubcard is commonly considered to be one of the most successful data-driven loyalty programmes, in which the purchase history of customers is used to provide them with personalised discounts, vouchers and product recommendations. In addition to Tesco Clubcard, other schemes, including Sainsbury Nectar utilise customer purchase information to offer personalised discounts and promotional messages. Nevertheless, Tesco Clubcard and Sainsbury's Nectar are generally considered to be the standard of retail personalisation as it has been using customer analytics since the time to provide customers with the relevant offers and improve the shopping experience. Relying on this, Clubcard generates customer value by building long-term relationships via personalised communication, as opposed to only rewarding transactions. However, Rane et al. (2023) believe that loyalty cannot be explained by individualised rewards only, as price competitiveness, convenience and service quality remain factors that can impact the choice of supermarkets. Thus, assessing personalisation of Clubcard in the context of the greater UK supermarket sector offers a suitable framework of understanding how personalised loyalty programmes help to build customer loyalty whilst tackling a larger industry issue.
[bookmark: _5xhsezootj6l][bookmark: _Toc235115379]4.5 Theoretical Framework 
This research will use Relationship Marketing Theory and the Social Exchange Theory to describe the role of customer loyalty in the context of customer personalisation with Clubcard. 
Relationship Marketing Theory
According to Relationship Marketing Theory, organisations build long-term customer relationships based on trust, commitment and continuous value creation as opposed to single transactions. In the retail industry, individualised rewards, customised offers and relevance reinforce customer interaction and stimulate repeat buying as they help to nurture relationships. However, Pfajfar et al. (2022) believe that relationship marketing may not be sufficient to explain customer loyalty since there are external forces like price competition and convenience that also play a role in the purchasing decision.
Social Exchange Theory
Social Exchange Theory adds to this point of view by proposing that customers will sustain relationships when they perceive the benefits of a relationship to be greater than the costs (Ahmad et al., 2023). Personalised discounts, exclusive rewards and shopping convenience are advantages of the supermarket loyalty programmes, and privacy and data sharing are the possible costs. This means that customers will feel more attached when the value obtained surpasses these fears. These theories will assist in the overall understanding of the role played by Clubcard personalisation towards customer loyalty in the UK supermarket industry.
[bookmark: _w4z3i99sc9z9][bookmark: _Toc235115380]4.6 Research Gap 
The literature available suggests that customer retention and engagement in the retail environment are positively affected by the existence of loyalty programmes and personalised marketing. Nonetheless, the earlier researchers tend to analyse the loyalty programmes or personalisation as distinct entities, and there is little interwoven of the role of Clubcard personalisation as a factor in customer loyalty within the UK supermarket sector. Moreover, current studies are highly oriented on purchase behaviour, customer satisfaction or customer loyalty programme adoption, but offer few details on the efficacy of personalised loyalty features in promoting long-term customer loyalty. As a result, the current literature still has a gap that can be fulfilled via empirical studies that can assess the impact of Clubcard personalisation on customer loyalty in the competitive UK supermarket market.

[bookmark: _zb780lqb712p][bookmark: _Toc235115381]5. Research methodology 
[bookmark: _jbi1f02ewhui][bookmark: _Toc235115382]5.1 Research Design 
This paper uses the Research Onion by Saunders et al. to offer a systematic approach to the design of the research methodology. 
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Figure 4: Research Onion
(Source: Saunders et al., 2023)
The interpretivist philosophy that can be used in the research is justified since the study aims to interpret and critically analyse the available evidence on the role of personalisation of the Clubcard in enhancing customer loyalty in the UK supermarket industry. Instead of testing numerical relationships, interpretivism allows one to gain a more in-depth insight into the opinions and discoveries that were made in earlier studies (Firdaus et al., 2021).
An inductive research approach will be utilised, which means the patterns and themes will be outlined based on the literature reviewed rather than by means of testing the predefined hypotheses. This method can be used to synthesise the existing knowledge and extract common themes with regards to personalised loyalty programmes and customer loyalty. The research uses the strategy of an archival strategy because it systematically examines the available documentary evidence in the form of peer-reviewed literature, industry reports, and organisational publications to answer the research objectives (Saunders et al., 2023).
The research is based on a mono-method qualitative research option that will obtain Data through secondary research sources only, where the researcher will draw secondary data only from published sources of information such as academic books, peer-reviewed journal articles, industry reports, Statista datasets, government publications and company reports. These secondary sources offer detailed and reliable evidence on loyalty programmes, personalisation strategies, and customer loyalty in the UK supermarket industry.
The study is cross-sectional because it examines the current literature and evidence of the industry at the time the study was done and does not look at how this has changed over time. As a result, the Research Onion by Saunders et al. offers a logical methodological framework that corresponds to the objective of the study when the authors are going to assess the Clubcard personalisation on the basis of the available academic and industry evidence.
[bookmark: _kux4yipjvet1][bookmark: _Toc235115383]5.2 Data Collection and Analysis 
This research uses a Systematic Literature Review (SLR), which is a transparent and rigorous method of collecting secondary qualitative data. To reduce selection bias and maximise research reliability, the SLR adheres to a systematic approach of identifying, screening, selecting and reviewing relevant literature (Mishra and Alok, 2022). Using a secondary qualitative approach through a SLR is appropriate as it enables a comprehensive and unbiased synthesis of existing evidence related to Tesco Clubcard, Sainsbury's Nectar and customer loyalty. It strongly addresses the research objectives by comparing existing data and identifying themes, trends and knowledge gaps regardless of time and resource extensiveness of primary data collection.


Data Source 
Peer-reviewed journal articles, which are indexed in databases like Scopus, Wiley Online Library, ScienceDirect and Google Scholar, will be used to gather data in addition to industry reports, Statista publications, government reports and company documents related to the UK supermarket industry with a focus on Tesco Clubcard and Sainsbury's Nectar. 
[image: ]
The inclusion criteria will include English-language publications published in 2022-2026 that discuss loyalty programmes, personalisation, customer loyalty and Clubcard in the context of Tesco Clubcard and Sainsbury's Nectar. Irrelevant, non-peer-reviewed and duplicated studies will be eliminated to ensure the quality and credibility of the evidence.
The six-phase thematic analysis of Braun and Clarke (2006) will be used to analyse the collected data. First, the chosen literature will be carefully revised to ensure data familiarisation and then systematic coding of the findings will be carried out. The similar codes will then be clustered into larger themes that will be analysed, edited and made precise to give uniformity (Braun and Clarke, 2022). Comparative themes between Tesco Clubcard and Sainsbury's Nectar will be identified during thematic analysis. Lastly, the themes identified will be analysed in connection with the research aim and objectives and will allow conducting a thorough analysis of how Clubcard personalisation can enhance customer loyalty in the UK supermarket industry.
[bookmark: _ozefjm1xl5ns][bookmark: _Toc235115384]5.3 Ethical Consideration 
As this research is solely secondary research, it has no human subjects and no personal data would be collected; thus, the ethical risks are minimal. Credible and publicly available sources, such as peer-reviewed journal articles, industry reports, government publications and company documents, will be used to uphold ethical standards (Drolet et al., 2023). Every reference will be duly credited and cited with the necessary Harvard reference style in order to prevent plagiarism and protect intellectual property rights. Moreover, the researcher will make sure that an objectively and critically interpreted literature is not misrepresented or falsified, ensuring the academic integrity, transparency and the overall credibility of the research.
[bookmark: _d7l8p2naqm39][bookmark: _Toc235115385]5.4 Limitation
The research is limited to secondary qualitative data, which might not give a comprehensive picture of consumer perceptions or behaviours that are present. The results are limited to the accessibility and quality of available literature and industry reports, which could restrict the chance to gain first-hand data and determine causal connections between the personalisation of Clubcard and customer loyalty.
[bookmark: _2vmeignqxnjb][bookmark: _Toc235115386]6. Risks 
The research can be threatened by such factors as the lack of access to high-quality academic databases and the recent literature on the topic of Clubcard personalisation. Publication bias is also a possibility, with any existing study having a tendency to report only positive results. The study will involve various credible databases, an inclusion and exclusion criterion, and a critical analysis of evidence offered by various academic and industry sources to reduce these risks.
[bookmark: _cs6sj5l4r6m7][bookmark: _Toc235115387]7. Timeline
The project will be a 63-day project, between 13 July and 6 October 2026. The first phase is concerned with the research planning, such as the definition of the topic and the proposal preparation, the development of the methodology and ethical approval. This is then followed by a systematic literature review, which entails database search, study screening, quality appraisal and data collection. The results will then be synthesised and the dissertation written, revised and edited according to the feedback of the supervisor. The last step involves formatting, proofreading and handing the completed dissertation within the due date.
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Figure 5: Research Timeline
[bookmark: _k1p6bjsnoevo][bookmark: _n323pmzbg11][bookmark: _Toc235115388](Source: Self-developed)
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