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1. Introduction

1.1BackgroundtoProposedResearch

The retail sector is a fiercely competitive market that has been growing at an
incredibly fast pace thanks to its vulnerability to transformations in the customer
base, technology, and overall market trends. In the United Kingdom, the retail
market is somewhat large, which has a market size of £403 billion in the year 2022
(Statista, 2023). Some of the prominent players operating in this sector include
Tesco Plc; Sainsbury’s J Sainsbury Plc; Asda Walmart Stores Inc; and Wm
Morrisons Supermarkets Plc through which these key players are dominant in the
market. The industry has long been affected by the changes of going online, and
e-commerce has increased by 19%. 9% (Statista, 2023).

On effective loyalty programs, (Alshurideh, Gasaymeh, Ahmed, Alzoubi, and Kurd,
2020) continue to note that they significantly affect consumer retention because
they add value or provide an incentive to buy again. The findings have indicated that
regular customers are 60% more likely to make repeat purchases more frequently
and with 67% greater chances than new customers. Nectar has attracted over 18
million active users, implicating the effectiveness of this strategy in enhancing
customer satisfaction and loyalty (Christopher, Payne, & Ballantyne, 1991; DeVellis,
2017). Sainsbury focuses on CRM to respond with customized offers and apply data
analytics to learn about customer behavior and uses loyalty cards to increase
customer loyalty and improve its position in the retail market.



1.2 RationaleoftheStudy

The need for this study stems from growing competitiveness in the retail industry
and the importance of customer loyalty as a determinant of business viability and
performance. From the existing literature, there seems to be an absence of
conclusive findings that directly explain the effect of brand loyalty programs on
customer retention particularly in the context of already recognized supermarket
chains in the UK like Sainsbury’s.

1.3ResearchObjectives

The purpose of this research is to investigate the effect of brand loyalty programs
on customer loyalty in the context of the retail industry with special reference to
Sainsbury’s.

1. To assess the current strategies, utilised with Sainsbury's loyalty programs.
2. Determine the Possible opportunities and Challenges in Sainsbury's
implementing the loyalty program

3. To assess the impact of Sainsbury’s loyalty programs in influencing
customer behavior in making subsequent purchases.

These objectives aim at offering knowledge on how to enhance loyalty plans in the
retail industry using data acquired from Sainsbury’s company.

1.4ResearchQuestions

The following questions guide this research into understanding how brand loyalty
programs impact consumer retention within the retail industry, with a specific focus
on Sainsbury's.

1- What are the current Strategies utilizing with Sainsbury's loyalty programs?



2- What are the Opportunities and Challenges in Sainsbury's implementing
loyalty programs?

3- What are the impacts of Sainsbury's loyalty programs in influencing customer
behavior in making subsequent purchases?

These questions aim to uncover insights that can enhance the design and
implementation of loyalty programs in the retail sector, leveraging findings from
Sainsbury's case study.

2. LiteratureReview

2.1IntroductiontoBrandLoyalty

Brand loyalty programs and the function they play in building consumer retention
are well-studied in marketing. In the study, it is important to understand major
concepts such as Brand Loyalty and Customer Relationship Management (CRM) to
appreciate the impact of brand loyalty programs (Yawson & Yamoah, 2022). This
will also help enhance the market share and lifetime value of customers, which can
be represented as another key strategic asset for a retailer like Sainsbury's.

2.2DefinitionsBrandLoyalty

(Jacoby and Kyner, 1973) have defined brand loyalty as the biased, behavioral
response expressed over time by some decision-making unit concerning one or
more alternative brands out of a set of such brands and is a function of
psychological decision-making processes. It shows that there is a behavioral part
and the psychological processes involved. (Oliver, 1999) goes on to say, for instance:
"Brand loyalty is a deeply held commitment to rebuy or patronize a preferred
product or service consistently in the future, despite situational influences and
marketing efforts having the potential to cause switching behavior." That underlines
the emotional and commitment aspects of brand loyalty.



2.3CustomerRelationshipManagement

CRM is defined as "the core business strategy that integrates internal processes and
functions and external networks to create and deliver value to targeted customers at
a profit. It is grounded on high-quality customer data and enabled by information
technology." This definition stresses the strategic nature and technological
enablement of CRM. Thus, (Payne and Frow, 2005) describe CRM as "a strategic
approach concerned with creating improved shareholder value through the
development of appropriate relationships with key customers and customer
segments. CRM unites the potential of relationship marketing strategies and IT to
create profitable, long-term relationships with customers and other key
stakeholders." This, in effect, shows the underlying aspect of relationship marketing
and long-term customer value lying within CRM itself.

2.4TheoriesandModelsofBrandLoyalty

Brand loyalty can be explained by several theories and models. Each of the theories
contributes some unique perspective on customer behavior and processes
generating the loyalty. The theory states that brand loyalty is fostered by
psychological, social, and economic factors.

2.5LoyaltyLadderModel

The Loyalty Ladder Model puts the conception of customer loyalty as a series of
steps across, from the simple awareness of a brand at the bottom of it up to being a
brand advocate. The typical stages in this model are:

1. Prospect: A potential customer who is already aware of the brand.
2. Customer: Those who have already converted/ made their first purchase.
3. Client: People who have bought more than once.



4. Supporter: Regular users of the brand who continuously choose it over the
competition.

5. Advocate Highly committed consumers who are proactive and share the
product with others. Humanly

2.6Advantages

Clarity in Customer Relationship Stages: The Loyalty Ladder Model clearly
describes the different stages of a customer relationship. It helps the
businesses orient their respective stage marketing strategy effectively.
Targeted Market Efforts: With the information available on which stage of
customer a business is at, targeted market efforts by businesses are likely to
save them on inefficiencies and, therefore, allow investments in resources
that will take customers through the stages of loyalty.
Enhanced Customer Retention: This helps to increase customer retention
because it identifies and motivates loyal customers to become advocates
(Kumar, V. and Shah, D. 2004).

2.7Disadvantages

Oversimplification: The model may oversimplify the underpinning complexity
of customer behaviors and interaction with a brand, thus missing nuances in
customer loyalty dynamics.
Linear Progression Assumption: The model assumes linear progression of
loyalty, and in some situations, this does not give a true reflection of customer
behavior because sometimes regression may occur.
Resource-Intensive: Implementation of strategies for each stage requires
heavy marketing, customer service, and data analysis input. Not only does
the understanding and application of the Loyalty Ladder Model become
strategically enhanced, but businesses such as Sainsbury's can also move



customers up the ladder so that they become loyal advocates
(Meyer-Waarden, L., 2008).

2.8ImpactofLoyaltyProgramsonConsumerRetention

Empirical studies have continuously pointed out that with added value to customer
offerings and incentives for repeat purchases, the use of loyalty programs greatly
increases consumer retention. Loyalty programs significantly determine customer
satisfaction and repeat purchase behavior (Alshurideh et al., 2020), especially when
the rewards are easily attainable and valuable. According to KPMG, in a 2019 report,
82 percent of consumers are most likely to shop with stores that offer loyalty
programs, hence it influences retaining a customer (Christopher, Payne, &
Ballantyne, 1991).

2.9CaseStudiesandExamples

Help to derive best practices and possible failure modes comes from studies of
loyalty programs across several retail chains. In the UK, the one that has been one
of the most successful schemes that Tesco PLC has run is the Clubcard, which has
contributed to its market leadership through customer personalization and the use
of customer data in enhancing shopping. Less successful programs usually tend to
be marred by the lack of perception of value by customers or their complexity, thus
discouraging customers. This would help in identifying the weaknesses of Nectar if
any, and areas where it can innovate by analyzing the program that Sainsbury's has
through the sample of other successful programs. (Xiao, Chen, & Yu, 2021).
However, there is always room for development in reward structures and customer
engagement strategies.



2.10ConceptualFramework

The framework will be in line with how brand loyalty programs will affect consumer
retention, taking into account personalization, program structure, customer
satisfaction, and emotional attachment. A comprehensive analysis of how
Sainsbury's loyalty programs affect their customer retention and driveways that they
can improve to be more effective (Upadhyay, Kumar, & Akter, 2021).

3. ResearchMethodology

This research uses a mono-method quantitative research approach where it only
uses quantitative data to evaluate the effects of Sainsbury's brand loyalty programs
on consumer retention. A quantitative method is applied here because it yields
statistically significant results that can measure the strength of relationships among
variables, like loyalty program features and the rate at which customer retention is
taking place.

3.1PopulationandSample

Sampling is the technique of selecting some elements from a population in such a
way that the elements represent the entire population. The purpose is to generalize
an analysis of the sample on the population as a whole.

Sample Size: The sample size of this research includes at least 50 respondents
since the essence of this sample is to enable generalizable and significant results
while ensuring a 95% confidence level and 5% error level.



Sample Type: The sample will be stratified based on demographic and geographic
criteria. The sample shall further consist of respondents having been stratified by
age, gender, and location. This kind of stratification will ensure a representative
sample that reflects the diversity of Sainsbury's customer base.

Sample Method: Stratified Random Sampling will be selected using the stratified
random sampling method. This is where the population will have to be divided into
clear distinct strata according to demographic and geographical characteristics,
including age, gender, and location. A random sample of each stratum is then
drawn. In the process, it improves the representativeness of the sample in which
each subgroup is represented in proportion.

3.2AdvantagesandDisadvantagesofUsingStratifiedRandomSampling:

Stratified random sampling ensures representativeness and precision because all
important subgroups are included and it reduces the error of sampling. It also allows
in-depth analysis of variability among different demographic and geographic areas.
However, stratified random sampling may be an intricate process in its
implementation, prone to errors in classification, and resource-intensive in time and
effort in data collection and analysis.

4. DataCollectionMethods

The preferred way for collection of the data is through online questionnaires, which
can be distributed through Google Forms or Microsoft Forms. These platforms are
mostly used because one can be able to get to many subjects in a cost-efficient
manner while at the same time collecting standardized data to facilitate better
comparison.



The questionnaire will approximately take 8 to 10 minutes, and not less than 8 to 10
closed-ended questions will be asked. This will aim to gather demographic data
such as age, gender, and locality, in addition to specific insights from the
respondents concerning their experiences and perceptions of Sainsbury's loyalty
program. Most of the questions on the questionnaire are a mixture of Likert scale,
multiple-choice, and yes/no answers to make it easy for participants to respond to
them.

5. AnalysisofData

5.1DataPreparation

The data amassed will be first preprocessed to make certain a clean and
appropriately coded dataset. Any contentious regions in which information is lacking
or incomplete could be addressed nicely to hold information integrity. as soon as the
information is cleaned, it is going to be coded and prepared for analysis using
Microsoft Excel. Excel's powerful statistics manipulation tools, pivot tables, and
charting capabilities make it a popular choice for managing statistics. It's a
top-notch tool for displaying a variety of statistical analyses and statistical trends,
guaranteeing a thorough investigation of the effects of brand loyalty programs on
customer retention.

StatisticalAnalysisTechniques

Frequency analysis shall be employed in self-substantiation of the demographic
characteristics of the sample as well as the essential attributes of Sainsbury’s
loyalty programs. Retention of customers through the evaluation of the features of
the loyalty program shall be conducted through inferential statistics such as
Regression Analysis and correlation. These techniques will assist in establishing



major factors that influence customers’ buying behavior and therefore culminating
in loyalty and retention.

6. EthicalConsiderations

This research incorporates issues of ethical considerations throughout the process
of the research. All participants will be asked for his/her consent to participate in the
study and his/her rights before and during the study. Respondent confidentiality will
be upheld by not using any identifiers to trace the subject back to the respondent as
well as giving each respondent a numerical ID number to ensure anonymity of the
participating organization. Permission to conduct the research will be obtained from
the concerned IRB before data collection.

7. GanttChart

Tasks Progress

1. Introduction &
Background
The rationale of the
study,

Aim, Research
objectives
Research Questions

2. Literature review



3. Research
methodology
4. Creating the
questionnaire/interview
questions

5. Collection of data

6. Analysis of data

7.
Discussion/Interpretation
of data

8. Conclusion
and recommendations

1-2 2-4 4-6 6-8 8-10 10-12 12-14 14-16

8. References

Aaker, D. A. (2009).
. Simon and Schuster.

https://www.inovaconsulting.com.br/wp-content/uploads/2016/09/managing-
brand-equity-by-david-aaker.pdf

Alshurideh, M., Gasaymeh, A., Ahmed, G., Alzoubi, H., & Kurd, B. (2020). Loyalty
program effectiveness: Theoretical reviews and practical proofs.

(3), 599-612.



http://growingscience.com/beta/uscm/3934-loyalty-program-effectiveness-
theoretical-reviews-and-practical-proofs.html

Ausloos, M. (2020). Valuation models applied to value-based management—
Application to the case of UK companies with problems. (4), 549-565.

https://www.mdpi.com/2571-9394/2/4/29

Buttle, F. (2008). .
Routledge.

https://www.researchgate.net/publication/286198853_Customer_relationship
_management_concepts_and_technologies

Christopher, M., Payne, A., & Ballantyne, D. (1991).
. Oxford: Butterworth-Heinemann.

https://cir.nii.ac.jp/crid/1130282268834807936

DeVellis, R. F. (2017). (4th ed.).
Thousand Oaks, CA: Sage.

https://www.scirp.org/reference/referencespapers?referenceid=2323603

Dick, A. S., & Basu, K. (1994). Customer loyalty: Toward an integrated conceptual
framework. (2), 99-113.

https://link.springer.com/article/10.1177/0092070394222001

Jayasankaraprasad, C. (2023). Effect of customer loyalty programs on consumer
emotional loyalty in emerging grocery retail market: An empirical analysis.

(1).

https://openurl.ebsco.com/EPDB%3Agcd%3A11%3A11434283/detailv2?sid=e
bsco%3Aplink%3Ascholar&id=ebsco%3Agcd%3A169823109&crl=c

Jacoby, J., & Kyner, D. B. (1973). Brand loyalty vs. repeat purchasing behavior.
(1), 1-9.

https://doi.org/10.2307/3149402



Kumar, V., & Reinartz, W. (2012). Loyalty programs: Design and effectiveness. In V.
Kumar & W. Reinartz (Eds.),

(pp. 183-206). Springer.

https://link.springer.com/chapter/10.1007/978-3-642-20110-3_10

Kumar, V. and Shah, D. (2004) 'Building and sustaining profitable customer loyalty
for the 21st century', , 80(4), pp. 317-330. Available at:

https://doi.org/10.1016/j.jretai.2004.10.007.

Meyer-Waarden, L. (2008) 'The influence of loyalty programme membership on
customer purchase behavior', , 42(1/2), pp. 87-114.
Available at:

https://doi.org/10.1108/03090560810840925.

Oliver, R. L. (1999). Whence consumer loyalty? (4_suppl1),
33-44.

https://doi.org/10.1177/00222429990634s105

Paavola, L., Julkunen, S., & Gabrielsson, M. (2024). Role of customer loyalty in the
application of customer data within supply chains.

.

https://scholarspace.manoa.hawaii.edu/items/06d2c959-9e1a-47da-bf05-4
b2b51637b9f

Payne, A., & Frow, P. (2005). A strategic framework for customer relationship
management. (4), 167-176.

https://doi.org/10.1509/jmkg.2005.69.4.167

Rafiq, M., & Fulford, H. (2005). Loyalty transfer from offline to online stores in the
UK grocery industry. (6),
444-460.

https://www.emerald.com/insight/content/doi/10.1108/09590550510600861/f
ull/html



Statista. (2023). Retail market in the United Kingdom - statistics & facts. Retrieved
from

https://www.statista.com/topics/871/retail-in-the-uk/

Upadhyay, A., Kumar, A., & Akter, S. (2021). An analysis of UK retailers’ initiatives
towards circular economy transition and policy-driven directions.

, 1-9.

https://link.springer.com/article/10.1007/s10098-020-02004-9

Xiao, B., Chen, Q., & Yu, Z. (2021, April). Research on the investment value of
Sainsbury’s. In

(pp. 108-115). Atlantis Press.

https://www.atlantis-press.com/proceedings/icssed-21/125955205

Yawson, D. E., & Yamoah, F. A. (2022). Modern retail marketing and supermarket
loyalty cards program. In

(pp. 45-76). Springer International
Publishing.

https://link.springer.com/chapter/10.1007/978-3-031-11661-2_2

Zhou, Z. (2024). Analysis of representative stocks in the UK supermarket industry.
, 1100-1104.

https://drpress.org/ojs/index.php/HBEM/article/view/16310




