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Abstract
This study investigates the effect of ‘loyalty price incentives’ on customer loyalty within the UK grocery sector, focusing on customers' concept of ‘value’, satisfaction, trust and continued customer involvement. As the study is qualitative, there are no plans to gather primary data directly from the participants, and the study uses a multiple case study framework using only secondary data from five UK supermarkets (Tesco, Sainsbury's, Asda, Morrisons and Lidl). The research contrasts the loyalty pricing strategies, methods of implementation and feedback from these retailers with regard to patterns as well as divergences in the use of loyalty incentives to reinforce customer associations. The results highlight that the possibilities of a price-worth offer to customers, who are aware of what they are buying, could provide customers with a higher level of loyalty. It provides advantages perceived as valuable to the customer who can perceive the possibilities of the price offer. 
However, loyalty discounts are proved to be not enough to retain loyal customers. Customer experience, personalisation, digital engagement, convenience and trust also have a positive impact on the validity and endurance of customer relationships. This research ends with a strong conclusion that loyalty pricing is most successful if it is tied to other elements of a loyalty marketing program. The results give insight into how the RMT can be applied to the grocery industry in the UK and offer some managerial lessons for grocery retailers who want to build sustainable customer loyalty.
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Glossary

	Term
	Definition

	Customer Loyalty
	The tendency of customers to continue purchasing from and maintaining a relationship with the same retailer over time.

	Customer Satisfaction
	The extent to which a customer's experience with a retailer meets or exceeds their expectations.

	Customer Trust
	The customer's belief that a retailer is reliable, fair, consistent and will act in the customer's interests.

	Loyalty Price Incentives
	Price-related benefits offered to members of a loyalty programme, such as member-only prices, discounts and preferential offers, to encourage continued purchasing.

	Loyalty Programme
	A structured marketing programme that provides customers with rewards, benefits or personalised offers in return for continued engagement or purchasing.

	Perceived Customer Value
	The customer's overall assessment of the benefits received from a retailer compared with the costs or sacrifices involved in obtaining those benefits.

	Relationship Marketing
	A marketing approach that focuses on developing and maintaining long-term relationships with customers rather than concentrating only on individual transactions.

	Relationship Marketing Theory
	The theoretical perspective used in this study to explain how continuous value creation, trust, positive experiences and customer interactions can contribute to long-term customer relationships and loyalty.

	Personalisation
	The process of using customer information and purchasing behaviour to provide offers, rewards or communications that are relevant to individual customers.

	Digital Loyalty Engagement
	Customer interaction with loyalty programmes through digital platforms such as mobile applications, websites and digital accounts.

	Customer Experience
	The customer's overall perception resulting from interactions with a retailer across different stages of the shopping journey.

	Repeat Purchase
	The behaviour of purchasing products or services from the same retailer on more than one occasion.

	Customer Retention
	A retailer's ability to maintain existing customers and encourage them to continue purchasing over time.

	Customer Engagement
	The level of interaction, participation and involvement customers have with a retailer or its loyalty programme.

	Behavioural Loyalty
	Loyalty demonstrated through repeated purchasing or continued customer behaviour towards a retailer.

	Attitudinal Loyalty
	A customer's positive psychological or emotional attachment, preference or commitment towards a retailer.

	Member-Only Pricing
	Special prices that are available only to customers who participate in a retailer's loyalty programme.

	Cashback
	A loyalty benefit in which customers receive monetary value back based on eligible purchases.

	Points-Based Rewards
	A loyalty mechanism in which customers accumulate points through purchases and later exchange them for rewards or benefits.

	Personalised Offers
	Discounts, rewards or promotions tailored to individual customers according to their purchasing patterns or preferences.

	Convenience
	The extent to which a retailer makes shopping easier, faster or more accessible for customers.

	Perceived Fairness
	A customer's judgement about whether the retailer's prices, rewards and treatment of customers are reasonable and equitable.

	Customer Data
	Information relating to customers' purchases, preferences, interactions and engagement with a retailer or loyalty programme.

	Data Privacy
	The protection and responsible handling of information collected about customers.

	Digital Transformation
	The integration of digital technologies into retail operations, customer interactions and loyalty strategies.

	Cross-Case Analysis
	A qualitative analytical method used to compare multiple cases to identify similarities, differences and recurring patterns.

	Thematic Analysis
	A qualitative method used to identify, organise and interpret recurring themes and patterns within textual data.

	Secondary Data
	Information that has already been collected and published by other researchers, organisations, companies or institutions and is analysed for the purposes of a new study.

	Qualitative Research
	Research focused on understanding meanings, experiences, patterns and relationships using non-numerical evidence.

	Multiple-Case Study
	A research design involving the systematic investigation and comparison of more than one case within a particular context.

	Research Philosophy
	A set of assumptions and beliefs concerning how knowledge is developed, understood and evaluated in research.

	Interpretivism
	A research philosophy concerned with understanding meanings, perceptions and social phenomena within their specific contexts.

	Deductive Approach
	A research approach that begins with existing theories or concepts and uses evidence to examine their relevance to the research problem.

	Research Gap
	An area of insufficient, limited or incomplete knowledge in existing literature that provides justification for further research.

	Sustainable Customer Loyalty
	Long-term customer commitment that extends beyond temporary responses to discounts or promotional incentives.

	Transactional Loyalty
	Customer behaviour driven mainly by immediate functional or financial benefits, such as discounts and rewards, rather than deeper relational commitment.

	Customer Lifetime Value
	An assessment of the overall value a customer is expected to generate for a retailer throughout the customer relationship.

	Share of Wallet
	The proportion of a customer's total spending within a particular product or service category that is allocated to a specific retailer.

	Churn
	The loss of customers who stop purchasing from or engaging with a retailer.
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The grocery retail market in the UK has been a competitive business and three major grocery retailers (MGRs, namely, Tesco, Sainsbury's, and Asda), together with two other grocery retailers Aldi, Morrisons and Lidl, have been trying various tactics to fulfil their grocery needs such as introducing new concepts, focusing on quality, top rate satisfaction, business practices and activities that bring convenience for customers, etc. for maintaining their position in the market. Competition has grown as a result of the rise in inflation, economic uncertainties, and changing consumer preferences, driving retailers to use creative tactics to attract consumers. In such a setting, a loyalty program is a key element in maintaining customers and market share. Loyalty programmes continue to play a significant role in the UK retail industry, with more than 90% of consumers engaged in at least one loyalty scheme, underscoring the pivotal role of providing incentives for customer loyalty in boosting customer retention (Statista, 2025). Moreover, the digitisation of retailing has given supermarkets the possibility to use customer analytics and an individual marketing approach. As a result, customer loyalty is currently a top business concern, and loyalty programmes are becoming even more important in achieving customer retention and preventing customer attrition.
Loyalty programmes are marketing-led systems aimed at inciting repeat customers and building a relationship with the customer for a longer duration. The programmes have changed over time from simple point systems to very high-tech websites that rely on consumer information to offer rewards. Promotional activities are critical in affecting and shaping consumers' perceptions, purchase decisions and brand relationships (Xia, 2023). In the UK grocery market, consumer loyalty has grown as a key factor as consumers look to optimise their spending in tough economies. UK consumers are avid loyalty programme users, with over 70% using their accounts actively, demonstrating their great importance in incentivising repeat purchases and fostering customer loyalty (RE, 2025). Customer loyalty can be fostered positively through customer loyalty programmes with the goal of creating more value for perceived value and customer commitment. Financial incentives have been associated with repeat purchases in retail settings (Deshapriya et al., 2025). Incentive programmes focusing on sustainability can further enhance customer involvement and competitive positioning (Krampe et al., 2025).
In the grocery retail segment, loyalty and trust among customers are key factors to sustainable competitive advantage. Customer loyalty is the dedication of the customer to continue to shop from the same retailer repeatedly, whereas trust is the degree of faith customers have in the retailer's reliability and service quality and the value that it adds to them repeatedly. By building a loyal, trusted customer base, grocery retailers can enhance both the retention and predictability of their sales and boost their future profitability, especially from neighbouring stores and digital channels. Establishing a loyal and trusting customer base offers grocery retailers the benefits of greater customer retention, increased sales regularity, and greater long-term profitability, particularly among competing grocery stores and digital platforms. Price incentives can have a significant impact on customer loyalty since many customers compare the value they receive from different retailers before buying from them. Improperly planned sales promotion practices may have a positive or negative impact on purchase intentions, suggesting that the strategies designed to motivate consumers' purchases are crucial to the shaping of their behaviour (Khamcha Magar, 2025). For this reason, loyalty price promotions are becoming a more comprehensive part of supermarket marketing strategies and are more widely used to enhance customer loyalty than short-term promotions.
This fast-growing digital commerce world has also revolutionised customers' interactions. For retailers, loyalty card programmes offer a way to gather customer buying data and create tailored offers that enhance the customer shopping experience and facilitate greater satisfaction. Loyalty card data provides retailers with comprehensive information about customers' buying habits and preferences (Burgess et al., 2026). This information can be used to create more relevant offers, connect in a meaningful way, build trust, engage customers, and promote customer loyalty because you are able to interact with them in a way that they feel is meaningful and timely.
Loyalty price incentives are a key aspect of competitive initiatives rapidly changing the grocery retail landscape, with more of a emphasis on retaining, engaging, and developing long-term loyalty amongst customers. In the United Kingdom, roughly 56% of consumers confirm that loyalty programmes influence their purchasing decisions, underscoring the value of loyalty incentives in maintaining customer loyalty and retention (Statista, 2025). Meanwhile, retailers are burdened with substantial problems with retention and extreme competition. While loyalty programmes are widely used, there is little empirical evidence on how strongly these loyalty price incentives affect the tendency to switch between rival supermarkets. The research focus in major works has been predominantly on the measurement outcomes of customer loyalty and retention, which has resulted in rather limited research on the actual switching behaviour. Therefore, the study of the effect of loyalty pricing from Tesco on the switching loyalty of consumers is relevant and timely. The study contributes to ongoing debate and research about customer loyalty and competitive advantage in the modern grocery market in the UK and is highly relevant to retailers and consumers.
[bookmark: _Toc239781786]1.2 Research Rationale
[bookmark: _Toc239781787]1.2.1 Theoretical Justification
Loyalty price incentives have gained traction, driving an academic interest to comprehend how such incentives affect customers' loyalty in grocery retailers. Loyalty programmes aim to reward repeat purchases and offer monetary benefits, discounts and other customised incentives to customers. Theoretically, Customer Loyalty could be understood by using Relationship Marketing Theory that focuses on establishing long-term relationships between retailers and customers. Modern loyalty programmes have gone beyond customer retention, with retailers gathering significant amounts of consumer data through digital engagement platforms (Sze and Gunasekara, 2025). This narrative begs the question of whether loyalty programs can serve as a marketing instrument, or whether they should. Current studies have mainly addressed the operational and privacy aspects of loyalty programs. However, less research has focused on the role of loyalty price incentives in customers' loyalty in the UK grocery market. Hence, more research is needed to promote the theory of consumer loyalty behaviour and relationship development.
[bookmark: _Toc239781788]1.2.2 Practical Justification
The practical meaning of this study lies not only in the growing importance of grocery retailers to increase loyalty of receptive customers by applying price incentives but also in the growth of long-term profit for the grocery retailer. Recent competition, inflation and customer expectations have pushed retailers towards customer-focused price strategies to create more value and build customer relationships. It is crucial to know, however, whether loyalty price incentives actually have an impact on customer loyalty for managerial decision-making and marketing strategy development. The emerging value of supermarket transaction data has been demonstrated through the analysis of approximately 1.5 million grocery purchases (Sawczuk et al., 2025). This proves how data on consumer behaviour is growing in grocery retail. Additionally, loyalty programmes can provide retailers with valuable insights that can be used to personalise offers and enhance customer experiences. Nevertheless, despite significant investments in loyalty programmes, it is not always certain whether it helps in enhancing customer loyalty. 
[bookmark: _Toc239781789]1.3 Research Contribution and Motivation
Theoretically, this study extends the existing knowledge relating to loyalty pricing strategies and their relationship with consumers' switching behaviour. Previous studies have shown that the return of customers correlates positively with loyalty programmes. Loyalty programmes were found to be important factors that help ensure customer retention in supermarket stores (Azan and Karimah, 2022). Less research work has, however, focused on the effect of loyalty price incentives on the actual choice to stay loyal to or shop around from a retailer. This study assesses the effect of loyalty incentives on customers based on price by means of secondary data. This study will conduct a secondary thematic analysis wherein already published information about consumer perceptions and experiences around loyalty price incentives will be assessed. The importance of loyalty card data continues to grow in transactional data analysis and the measurement of behavioural interventions (Burgess et al., 2026). 
In a practical way, the study's findings will complement managerial decision-making in the retailing organisations. In today's business landscape, loyalty initiatives are becoming increasingly important as companies strive to foster customer loyalty through strategies that could be tailored to each individual user (IR, 2024). The guidepost information from this study for retailers is the importance for loyalty regarding price incentives for a loyal customer base, engagement and long-term retention. The most interesting findings cover details on the offers for the customers, how to develop a customer loyalty programme and marketing and investment. The motivation to carry out this research is based on the importance of loyalty pricing in the retail world nowadays. Consumer price sensitivity and competition have prompted retailers to make substantial and complex investments to foster loyalty. Retailers have made substantial investment efforts to leverage promotional strategies owing to customers' sensitivity to it and the increased competition. The growing trend of value consciousness has changed the grocery shopping landscape, with 62% of consumers actively looking for promotions and rewards, underlining the value of loyalty programs for customer loyalty and repeat purchases (RE, 2025). Even in this context, there is doubt about whether loyalty price incentives actually have an impact on switching behaviour. This research aims to create not only an understanding of an essential problem in the present world but also to provide valuable academic and managerial knowledge into customer loyalty pertaining to the UK grocery market.
[bookmark: _Toc239781790]1.4 Research Aim, Objectives and Questions
This research aims to investigate the impact of customer trust on brand loyalty by examining how trust influences customers’ commitment, retention, and long-term relationship with a brand. The study seeks to provide insights into the role of trust in strengthening customer loyalty and supporting sustainable organisational performance. The following are the Research Objectives:
· To examine how customer trust affects customer loyalty to loyalty price incentives in the groceries industry in the UK.
· To suggest non-monetary methods that UK grocery companies can take to increase customer loyalty through loyalty incentives.
Research Question:
· How does customer trust affect customer loyalty to loyalty price incentives in the retail grocery industry in the UK?
[bookmark: _Toc239781791]1.5 Dissertation Structure
This dissertation consists of five chapters, which were used to achieve a systematic investigation of the influence of loyalty price incentives towards customer loyalty in the UK grocery sector. The research topic, background, research rationale, research contribution, research aim, research objectives, and research questions are introduced in Chapter One. This chapter outlines the relevance and significance of the concept of loyalty price incentives for today's grocery retail sector on both academic and practical levels. Chapter Two provides a critical review of the existing literature on customer loyalty, loyalty programmes, loyalty price incentives and customer behaviour. Identification of key research gaps and conceptualisation is also provided in the chapter. Sze and Gunasekara (2025) emphasised the increasing relevance of grocery loyalty programs and the potential impact on customer engagement and personalised marketing. The methodology of the research is explained in Chapter Three, which covers the research philosophy, approach, data collection techniques, sampling techniques and analysis of the data. Chapter Four presents and discusses the results of the research. Finally, Chapter Five summarises the research results, includes conclusions, offers practical suggestions, identifies limitations, and suggests future research.


[bookmark: _Toc239781792]Chapter 2: Literature Review
[bookmark: _Toc239781793]2.1 Introduction to the Literature Review
The retail landscape has been altered with the growing growth of loyalty price incentives. Grocery stores offer customizable discounts, rewards, and loyalty pricing often to attract and maintain customers. The effectiveness of these initiatives in creating real customer loyalty, though, is debatable. Financial incentives have been found to foster long-term relationships in some studies and short-term purchasing behaviour in other studies. Hence, it is essential to understand this relationship. Literature relating to loyalty price incentives, customer loyalty, consumer behaviour and relevant theories is examined and evaluated here with key gaps in the literature indicating a need for more research in the context of the UK grocery industry.
[bookmark: _Toc239781794]2.2 Thematic overview of the literature 
[bookmark: _Toc239781795]2.2.1 Relationship Marketing Theory
This study is supported by Relationship Marketing Theory that helps to understand the process of how organisations establish and sustain long-term relationships with their customers instead of worrying about a single transaction. An organisational advantage can be created when a focus on long-term customer relationships is established, making customer satisfaction, trust and customer loyalty more important (Guerola-Navarro et al., 2024). This is a key message in the UK grocery industry where the building and retention of consumer loyalty through price incentives is now a preferred approach to boost the core product flow and foster a better relationship with their customers. According to Relationship Marketing Theory, customer loyalty builds over time as a result of ongoing value creation through positive interactions with the customer. Loyalty price incentive is not a means of promotion, but rather offers the consumer more personalized discounts, exclusive prices and rewards that show an organization's dedication to customer value. These benefits are experienced repeatedly and create higher customer expectations for trust of the retailer, and build a more persistent relationship. Customer loyalty can develop when continued positive experiences establish positive attitudes and intentions (Castaldo, 2024). Thus, loyalty price incentives ought to be seen as relationship-building mechanisms, not simply offers of money. The theory also suggests that one of the top ten keystones of successful customer relationships is trust. Meaningful and consistent customer experiences can significantly deepen customer loyalty and facilitate further interactions between customers and organisations (Gouda and Halim, 2025). Socially responsible organisational practices can also foster customer trust and have long-term effects on customers (Shrestha et al., 2025). The results suggest that customer loyalty is not solely attributed to monetary motivation but also to customer's sensing of the reliability, integrity and commitment of the organisation.
In addition, the theory of Relationship Marketing acknowledges that customers are constantly assessing the value that they get from the organisational relationship. Perceived value contributes significantly to customer loyalty because customers are more inclined to remain loyal when organisations provide consistent value (Massoudi et al., 2025). On the contrary, Organisational value positively influences customer loyalty, with perceived value acting as a mediator between organisational value and customer loyalty (Akasreku et al., 2025). These findings validate the Relationship Marketing Theory, as they indicate that adopting value creation methods contributes to developing long-term customer relationships and not only promotes short-term buying behavior. As good as it is, there are some restrictions of relationship marketing theory. The theory posits that customers are looking to have a long-term relationship with the organisation, as opposed to many customers who are more price sensitive and will go to a different retailer when a better deal is offered. Customer loyalty is also influenced by changing market dynamics, market competitiveness and changing consumer preferences (Balahurovska, 2024). Therefore, relationship marketing cannot adequately account for customer loyalty in niche highly competitive grocery markets. However, Relationship Marketing Theory is the most appropriate theory for this research since it explains the way that price incentives regarding loyalty of the customer can be strengthened by continuous creation of value and relationship building. Drawing on this theory, the present work suggests that loyalty price incentives can lead to customer trust, which in turn promote customer loyalty in the grocery market in the United Kingdom.
[bookmark: _Toc239781796]2.2.2 Proposed Theoretical Framework
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[bookmark: _heading=h.j1unxvn0kiuo]Figure 2.1: Theoretical Framework
(Source: Self-Developed)
The proposed theoretical framework is based on the Relationship Marketing Theory, which highlights the importance of creating long-term customer relationships that rely on trust and value creation in building customer loyalty. Loyalty price incentives are part of the company's strategy to build relationships with customers and offer them individual financial advantages. These incentives have a positive impact on building consumer confidence, and improving consumer retention. This therefore increases customer trust which in turn leads to customer loyalty. It is therefore important to understand that the effectiveness of loyalty price incentives is also related to the retailer's capacity to establish and maintain trust with customers, along with any economic advantage.
[bookmark: _Toc239781797]2.3 Impact of Loyalty Price Incentives on Customer Loyalty
[bookmark: _Toc239781798]2.3.1 Positive Effects
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[bookmark: _heading=h.73xjtktrlpsn]Figure 2.2: Key Consumer Loyalty Drivers Influencing Product Brand Loyalty
(Source: COS, 2026)
Product quality and value greatly influence the decision of customer loyalty (COS, 2026). The literature indicates that loyalty incentives can positively influence customer loyalty by improving customer satisfaction and engagement, and by facilitating the customer's contracts, taking place in an individual's perceived value. Repeat purchasing behaviour and customers' willingness to enter into retailer relationships are reinforced by financial rewards. Furthermore, loyalty schemes help organisations to provide customised offers and experiences which enhance customer interactions. Loyalty incentives are more effective with high levels of customer trust, relationship-building efforts and service quality. These all reinforce emotional and behavioural loyalty (Amelia et al. 2025). Loyalty incentives, however, can't necessarily solidify long-term customer loyalty. They are effective, however, depending on their fit within larger customer relationship management strategies that centre on creating value, satisfaction, and positive customer relationships over time.
[bookmark: _Toc239781799]2.3.2 Challenges and Criticisms
Loyalty incentives do come with some drawbacks. One of the important concerns levelled against the idea is that they might lead to customers who are price-sensitive and are consistently loyal just for the discount and reward. This form of loyalty is frequently temporary, and bounces back once rewards cease to exist. Finally, the challenge is that many leading retailers around the globe have similar loyalty initiatives, making it hard for others to stand out (Bibi et al. 2026). Also, over-reliance on monetary compensation can diminish ‘emotional connection' and brand relations, leading consumers to think largely in monetary terms. Therefore, it seems that loyalty programmes will only have success in generating sustainable customer loyalty if combined with customer trust, satisfaction, service quality and long-term relationship-building practices.
[bookmark: _Toc239781800]2.3.3 Synthesis of Literature
Price incentives for loyalty are a factor that is generally agreed to influence customer loyalty in the literature. There has been much discussion about how this influence is exerted. Some research positions economic value obtained by customers as the key determinant and hence an integral component of loyalty, suggesting that financial reward, discounts, and exclusive offers play the most important role in guiding consumers' loyalty. Customer satisfaction, customer trust, service quality and perceived value may have a greater influence on long-term customer loyalty than financial incentives alone (Beyari, 2025). Various viewpoints suggest that loyalty is dependent on both economic and relational considerations. The overall conclusion is that there is no direct link between loyalty, price incentives, es and customer loyalty. Their effect is rather one that goes through satisfaction, trust, and perceived value, which ultimately culminates in customer attachment and retention over time.
[bookmark: _Toc239781801]2.4 Customer Loyalty: Concepts and Dimensions
The importance of retaining a loyal customer base in an organisation is well acknowledged and can be a deciding factor for sustainability and future competitiveness. Often, loyalty is linked to repurchase activity, but recent literature proposes the multidimensional nature of loyalty that includes emotional, psychological and relational aspects. The loyalty concept was considered in a traditional way as a repetition of behaviour, while modern scholars place emphasis on the positive attitude, trust, commitment and emotional feelings directed towards a brand and/or organisation. Recent research illustrates that customer loyalty is quite complex. Several interrelated factors shape customer loyalty rather than a single factor determining loyalty formation (So et al., 2025). They found that perceived value, trust, and relationship quality had positive impacts on loyalty development, along with customer satisfaction. This idea busts up an easy erroneous belief that simply monetary prizes or promotional incentives can produce loyalty.
There is further complexity that comes in with the difference between behavioural and attitudinal loyalty. Behavioural loyalty indicates that engages with and supports the brand again and again, while attitudinal loyalty shows there's an emotional pull. Emotional aspects can be more significant to customer loyalty than traditional brand attributes (Aziezy and Purnomo, 2025). Their results indicate that customers who are emotionally attached are less prone to leave, even though they may be presented with other options that provide an obvious monetary benefit. Organisational reputation can play a significant role in creating loyalty by increasing customers' confidence in the organisation (Suryadi et al., 2025). These results suggest that the concept of loyalty is not solely an economic one. Rather, there are a variety of rational perceptions and feelings that coalesce into feelings of loyalty. The literature thus indicates that customer loyalty can have multiple dimensions which are influenced by behavioural, attitudinal and relational dimensions (Aldulaimi et al. 2025). This multi-dimensionality emphasises the need to consider the role of loyalty price incentives as part of an all-embracive framework of customer relationships and not just as separate retention actions.
[bookmark: _Toc239781802]2.4.1 Drivers of Customer Loyalty
A lot of factors interact and influence customer loyalty and purchase choices. Financial incentives are certainly still relevant, but recent research has shown that customer satisfaction, service quality, customer trust, innovations and customer experiences are also vital in developing loyalty. The quality of the services is consistently among the most important factors to customer loyalty. Service quality is a determinant of customer satisfaction and can indirectly affect customer loyalty through perceptions of organisational conduct (Win et al., 2025). Service innovation and customer satisfaction can both improve customer loyalty outcomes (Rahmi and Ridhaningsi, 2026). Overall, these findings indicate that loyalty programmes might be ineffective when service experiences are not satisfactory. Satisfaction can act as an important intermediate factor between service innovation and customer loyalty (Chaudhary et al., 2025). Customer satisfaction can enhance customer loyalty and improve organisational image (Lin et al., 2025). In sum, all the above studies have shown that satisfaction is a basic mechanism by which activities of organisations affect the formation of loyalty. Another key factor has been identified in the emergence of trust as the key determinant of customer loyalty. Trust is important for building loyalty because it reduces perceived risk and increases customer confidence in organisational offerings (Ayesha and Muchtar, 2025). Customer satisfaction and trust can strengthen the relationship between product quality, service quality and customer loyalty (Akbar and Perkasa, 2025). Such results support the interpretation that loyalty is not only influenced by economic rewards but heavily relies on the relationship quality.
Digital technologies have added drivers of loyalty as their importance has been growing. AI-based customer service tools can positively affect customer retention when combined with positive service quality perceptions (Gul et al., 2025). Their findings, however, also indicated that tech investments don't guarantee repeat business without customer experience enhancements. Therefore, technological innovation must not be regarded as an absolute factor contributing to customer loyalty. In-depth analysis of the literature indicates that customer loyalty can be affected by a variety of economic, functional, psychological, and relational factors. Loyalty price incentives can help to foster loyalty, but sometimes require additional factors like trust, satisfaction, customer experiences, and service quality.
[bookmark: _Toc239781803]2.4.2 Customer Loyalty in Grocery Retailing
The current grocery retail landscape is characterised by heightened competition, digital transformation and evolving customer expectations, customer loyalty stands out as a major pillar of success. Grocery retailers operate in an environment where consumers can conveniently compare prices, products and promotions across different alternatives (Stecuła et al., 2024). Therefore, the companies need to set customer loyalty as a strategic choice. Financial incentives can reinforce repeat purchases but overall relationship outcomes are often dictated by wider aspects of the relationship. Today, customers demand greater convenience, reliability, high-quality service and value. Therefore, retailers need to treat all of their customers with a CRM policy and have to think about alternative pricing mechanisms. It is seen that grocery shoppers have come to expect retailers to offer them complete value propositions. Although loyalty incentives can influence customers' purchasing behaviour, these are looked for in service encounters, ethical actions, and organisational reputations when in the process of purchase. This is indicative of the wider consumer behaviour, which now correlates with the concept of quality of the relationship and trust (Wolniak et al., 2024). Therefore, it is not just focusing on the economic aspect, but also in the sense of consumer loyalty. That is why the literature emphasises the importance of matching the monetary incentives to other programs of relationship-building by grocery retailers. Although loyalty programmes remain important retention tools, sustainable customer loyalty appears to depend on retailers' abilities to deliver consistent value and positive customer experiences.
[bookmark: _Toc239781804]2.5 Contextual Elements
[bookmark: _Toc239781805]2.5.1 Conceptualising Loyalty and Price Incentives
Loyalty price incentives are pricing strategies that entice repeat purchases through discounts, rewards and membership benefits, and they also enhance product perceived value. Loyalty programmes traditionally relied on reward points to determine customer eligibility, but the modern loyalty programme is now data-driven and provides tailored customer experiences. Digital transformation has improved loyalty programmes by providing greater opportunities for customer engagement and customisation (Damanik et al., 2025). Technological innovation can enhance customer loyalty by improving convenience and personalisation (Beyari, 2025). Critics, however, argue that incentives for loyalty can actually induce behavioural Protestantism and not real emotional attachment. Technology can increase repeat purchases without necessarily sustaining customer loyalty over the long term (Esmeli et al., 2026).
[bookmark: _Toc239781806]2.5.2 Loyalty Programmes in the UK Grocery Sector
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[bookmark: _heading=h.2q0g879avfup]Figure 2.3: Consumer Preferences for Retail Loyalty Programme Rewards
(Source: Statista, 2026)
Cashback rewards are consistently one of the most popular loyalty incentives that consumers are seeking out online (Statista, 2026). Loyalty schemes are playing a vital part in retaining the UK grocers' customer base, with supermarkets adopting loyalty cards, tailored offers, and rewards to foster stronger connections. Customer loyalty is influenced by service quality, convenience, trust and emotional attachment rather than incentives such as price alone (Kuikka et al., 2025). Service quality is an important prerequisite for achieving customer loyalty, and loyalty programmes may not be effective independently (Jahangir et al., 2025). Socially responsible actions can strengthen customer trust and loyalty (Shrestha et al., 2025). Then, customer loyalty seems to be a result of "relationship building" activities rather than only financial ones.
[bookmark: _Toc239781807]2.5.3 Loyalty Price Incentives and Consumer Behaviour
Consumer behaviour is a key factor for the effectiveness of loyalty price incentives. Price and service quality have a combined effect on customer loyalty, indicating that monetary rewards may not be sufficient to increase loyalty (Rolando, 2025). Customer satisfaction can act as a significant mediating factor between service quality and loyalty (Gazi et al., 2025). Part of the role, however, is that trust has become an important factor. Trust strengthens customer loyalty by enhancing confidence and relationship quality. Hence, it can be concluded that customer loyalty is not only determined by monetary incentives but also by psychological and relational factors (Mugova, 2025).
[bookmark: _Toc239781808]2.6 Research Gap
Existing literature has analysed customer loyalty and satisfaction, trust, perceived value and Relationship Marketing Theory, while key knowledge gaps exist on the area of loyalty price incentives in the grocery sector in the UK. Relationship Marketing Theory states that ongoing value creation, trust-building, and positive interactions create long-term customer relationships for organisations. However, nothing has until now been firmly established as to the role of loyalty price incentives in such relationships, in the highly competitive grocery market of the UK. The first gap relates to the sectoral context. Customer loyalty has been studied primarily in ecommerce, digital services, hospitality, healthcare, banking and other service industries, with less attention paid to customer loyalty in UK grocery retail. Grocery retail is a unique case, however, as customers buy more often, check out prices at multiple stores and can take advantage of multiple loyalty programs at once. This means that inference with respect to the effects of loyalty price incentives on grocery customers cannot be made from findings in other areas of research. The literature also acknowledges that when a good deal comes around, customers may opt in for a different retailer which restricts Relationship Marketing Theory in highly competitive markets. The second gap is on the role of loyalty price incentives. Research into the issue has already recognised the role of discounting, rewarding and personalised offers as ways of driving customer engagement. However, the offering of premiums can lead to short-term sales and not necessarily long-term loyalty. Price and service quality affect customer loyalty, suggesting that monetary compensation is insufficient for long-term loyalty (Rolando, 2025). As a result, it is important to differentiate between short-term from long-term customer loyalty and between immediate behavioural response to loyalty pricing.
The third gap is about the weakest integration of perceived value, satisfaction and trust. The previous studies have largely investigated these factors individually instead of reporting the composite effect of these factors on loyalty price incentives and customer loyalty. In this regard Perceived value plays an important role in customer loyalty (Massoudi et al., 2025). Perceived value acts as a mechanism through which organisational value contributes to customer loyalty (Akasreku et al., 2025). The limited evidence, however, describes the interaction between value created as a result of loyalty price incentives and customer satisfaction and trust for retail grocery in the UK. There is another key gap that is customer satisfaction. Customer satisfaction can act as a key mediator between service quality and customer loyalty (Gazi et al., 2025). This means customers can internally evaluate any loyalty programs with their overall shopping experience. A price incentive might draw in customers in the first place, but once they are gained, they might stay with the retailer or not based on the satisfaction they may have received. As a result, an exclusive study of factors that cause loyalty without taking into account customer satisfaction gives only half of the picture of customer loyalty. Therefore, there is limited examination of customer trust linked to loyalty price incentives. Trust is significant as part of Relationship Marketing since customers will most simply have more trust in organisations which they believe to be reliable and consistent in action. Positive and coherent customer experiences can deepen customer loyalty (Gouda and Halim, 2025). Organisational practices can contribute to the development of customer trust (Shrestha et al., 2025). Yet, there are few studies that directly examines the effect of customers' trust in grocers on the role of loyalty price incentives as an antecedent to long-term loyalty.
The other missing link is the application of Relationship Marketing Theory to price incentives for loyalty in the grocery sector in the UK. The theory collaborates the way in which including a continuous value creation, trust and positive experiences can help long-term relationships. Grocery consumers are fairly price sensitive, though, and may scout out earlier deals even if they enjoy a current relationship with a supermarket. Therefore, loyalty pricing can appeal to consumers in the short term, but not necessarily lead to loyalty over the long term. Literature evidence points in this direction, but there is not enough information specific to the UK grocery market to give a definitive reason for this correlation. The research gap is consequently the lack of knowledge regarding grocery-specific loyalty price incentive's effect on customer loyalty via means of perceived value, customer satisfaction and customer trust in the UK. The study tackles this silence with a multiple case study of leading grocery retailers in the UK. It takes into account if relationship factors besides loyalty price incentives are the IPs that lead to loyalty. This takes into account the listed limitations and utilizes the theory of Relationship Marketing in the context of the UK grocery retailing environment. The study thus delivers more targeted insights on the possible role of financial incentives in fostering customer loyalty and deeper customer relationships.
[bookmark: _Toc239781809]2.7 Chapter Summary
	Literature Theme
	Key Findings from Literature
	Relevance to Present Study

	Loyalty Price Incentives
	Discounts, member-only prices, cashback and rewards can provide immediate financial benefits and encourage repeat purchasing. However, incentives may produce short-term behavioural loyalty rather than sustained loyalty.
	Provides the basis for examining how loyalty price incentives influence customer loyalty in the UK grocery sector.

	Perceived Customer Value
	Customers are more likely to respond positively when the benefits received from loyalty programmes are perceived as meaningful and worthwhile.
	Helps explain why some loyalty price incentives may be more effective than others in creating customer loyalty.

	Customer Satisfaction
	Satisfaction is influenced by the overall customer experience and can determine whether customers continue their relationship with a retailer.
	Allows the study to examine whether financial benefits are supported by positive customer experiences.

	Customer Trust
	Trust develops through reliability, consistency, fairness and responsible organisational behaviour. Concerns about customer-data use may weaken trust.
	Helps assess whether loyalty pricing can contribute to long-term relationships when customers trust the retailer.

	Customer Experience and Service Quality
	Loyalty is influenced by wider service experiences, convenience and service quality rather than financial incentives alone.
	Supports evaluation of loyalty pricing as part of a broader relationship-building strategy.

	Personalisation and Digital Engagement
	Digital technologies allow retailers to tailor offers and improve convenience, engagement and relevance.
	Provides a basis for examining how personalised and digitally delivered incentives support loyalty.

	Relationship Marketing Theory
	Long-term customer relationships are developed through value creation, positive interactions and trust.
	Provides the sole theoretical foundation for interpreting how loyalty price incentives can contribute to customer loyalty.

	Research Gap
	Existing literature provides substantial discussion of loyalty programmes and customer loyalty, but there is limited UK grocery-specific understanding of how loyalty price incentives interact with perceived value, satisfaction and trust.
	Justifies the qualitative multiple-case study of Tesco, Sainsbury’s, Asda, Morrisons and Lidl.


[bookmark: _heading=h.nxml0e6etgsg]Table 2.2: Summary of Key Literature Themes and Research Implications
This chapter has the objective of critically reviewing the literature pertaining to the concepts of loyalty price incentives and customer loyalty. The definition and understanding of the concept of price incentive for loyalty, dimensions of loyalty, and important determinants of loyalty such as satisfaction, perceived value and trust were explored. Theoretical points and elaborations: Relationship Marketing Theory, Customer Loyalty Theory, and Perceived Value Theory were assessed and used to give the study a conceptual focus. The review also found that, while loyalty price incentives have their merits, there were also several drawbacks. At the end, a gap in the research was found and a conceptual framework was proposed to be used for the empirical research in the following chapters.


[bookmark: _Toc239781810]Chapter 3: Research Methodology
[bookmark: _Toc239781811]3.1 Introduction
This chapter presents the methodology used to explore the impact of the concept of loyalty-price incentives on customer loyalty in the UK grocery industry. A method of qualitative case study has been used with secondary qualitative data. The chapter described the research method, research design and the justification for their choice. It also presented the process taken to ensure a systematic and credible research process.
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[bookmark: _heading=h.ptmyv28suvwz]Figure 3.1: Research Onion
(Source: Saunders and Tosey, 2012)
[bookmark: _Toc239781812]3.2 Research Methodology and Research Design
[bookmark: _Toc239781813]3.2.1 Definition of Research Methodology
Research methodology is the term used to indicate the systematic framework that aids in the planning and implementation of a research study. It offered detailed instructions for the selection of appropriate methods in meeting the research goal and maintained uniformity and scholarly freedom. Rolando (2025). Research methodology provides a structure for investigating a research issue systematically (Thomas, 2021). The difference between research methodology and research methods is that methodology is the way the research is done. Research methods, on the other hand, are actually the techniques that are being applied in gathering and analysing data. Research methodology provides the theoretical support for a study and establishes a coherent framework for research philosophy, design and analysis (Verma et al., 2024). It presents a coherent framework of research philosophy, research design and analytical process (Dubey and Kothari, 2022). The qualitative research methodology allowed for diffusion of the extent to which loyalty price incentives and customer loyalty could be explored, articulated and corroborated through a range of published academic studies, company reports and industry evidence about the UK grocery sector.
[bookmark: _Toc239781814]3.2.2 Research Design: Case Study Approach
Research design is defined as the general scheme or plan of a research study. Research design provides a structured framework that connects research objectives with the selected methodology (Gamage, 2025). Research design has the purpose of establishing a set of procedures to study a phenomenon in the actual environment (Sreekumar, 2023). There are various kinds of research designs such as survey, experiment, ethnography and case studies. A typical survey piece of research aims to gather quantitative data from a large population in general, while an experimental piece of research aims to investigate causal relationships in a controlled context. 
Case study, on the other hand, has allowed an understanding of a phenomenon in modern times within the natural environment. Case study research can provide benefits when investigating complex organisational problems using multiple sources of evidence (Firdaus et al., 2021). Qualitative case studies can provide comprehensive contextual knowledge that quantitative methods may not capture (Chivangaa and Monyai, 2021). The UK grocery sector was analysed as the overall subject, so a qualitative multiple-case study approach was selected to detail the differences between the retailers. The design allowed detailed analysis of secondary qualitative data that was gathered from academic journals, corporate documents, and industry reports, and led to the systematic comparison of similarities and differences among the five chosen grocery retailers.
[bookmark: _Toc239781815]3.3 Research Philosophy and Approach
[bookmark: _Toc239781816]3.3.1 Research Philosophy
Research philosophy is the set of beliefs or assumptions that were followed in the process of building the knowledge and determined the choice of research methods. It helps determine the way a researcher would analyse and understand the world during research. Research philosophy provides the starting point that governs how knowledge is formulated and evaluated (Islam et al., 2022). Research philosophy offers scientific reasoning as a foundation for choosing appropriate methods of research and analysis. In conducting research in the field of business, there are several approaches used, such as positivism, interpretivism, realism, and pragmatism. 
While positivism is mainly characterised by objective observation and measurable evidence, interpretivism is more concerned with understanding human experiences and contextual meanings (Gamage, 2025). Pragmatism is a mixed-method research approach that uses both qualitative and quantitative methods, depending on the research problem. On the other hand, interpretivism enables researchers to investigate intricate organisational phenomena according to the involvement of knowledge and context, creating evidence. The adopted research philosophy was interpretivist, as this study used a comprehensive understanding of the effect of loyalty price incentives on customer loyalty in the grocery sector of the UK. This philosophy has, therefore, allowed published academic literature, company reports, and evidence from the industry to be interpreted in the light of consumers' perceptions and the way these are used in the organisations' existing situation.
[bookmark: _Toc239781817]3.3.2 Research Approach
The research approach defines the way the logical process is done between theory and results of research. It helps shape the way evidence is looked at, and the formation of conclusions during the investigation. The research approach connects theoretical and empirical evidence throughout an investigation (Thomas, 2021). Similarly, research approaches give systematic backing to the analysation of information and provide answers to the research questions. The most frequently used research methods are deductive and inductive. The deductive method is a method that starts with already established theories (Kumar et al. 2023). It then assesses them against the available evidence, while the inductive method starts with what is observed and then builds up theories. Typically, deductive research consists of testing theories, and inductive research typically involves inductively developing a new theory from qualitative data. The deductive research approach has been used in this study because it involved a concept on loyalty price incentive that is based on theories and published literature. The theoretical underpinning for the analysis of customer loyalty in the UK grocery chain aligned with the concepts of Relationship Marketing Theory. This method has, therefore, facilitated the evaluation of secondary qualitative evidence in a systematic way and facilitated a logical interpretation of findings that aligned with the research aim.
[bookmark: _Toc239781818]3.4 Data Collection Method
[bookmark: _Toc239781819]3.4.1 Secondary Data Collection

	Loyalty price incentive
	Purpose
	Customer benefit
	Expected behavioural effect
	Key supporting literature

	Loyalty discounts
	Provide lower prices to members
	Immediate financial savings
	Encourage repeat purchases
	Damanik et al. (2025)

	Cashback rewards
	Return value based on purchases
	Monetary reward
	Increase engagement and retention
	Statista (2026)

	Points-based rewards
	Accumulate rewards over purchases
	Delayed financial benefit
	Encourage continued purchasing
	Kuikka et al. (2025)

	Personalised offers
	Use customer information to tailor incentives
	Greater relevance
	Strengthen engagement and perceived value
	Beyari (2025)

	Exclusive member prices
	Provide prices unavailable to non-members
	Perceived exclusivity and savings
	Encourage programme participation
	Esmeli et al. (2026)

	Digital loyalty programmes
	Integrate rewards with digital platforms
	Convenience and accessibility
	Increase interaction and repeat purchasing
	Damanik et al. (2025)

	Service-related benefits
	Combine incentives with wider service value
	Convenience and better experience
	Support satisfaction and loyalty
	Jahangir et al. (2025)


[bookmark: _heading=h.u92qh6zdw1y][bookmark: _heading=h.q17r2yhjfnln]Table 3.1: Summary of Loyalty Price Incentives in UK Grocery Retailing
Secondary data is defined as data collected from sources of other researchers, organisations and institutions. Secondary research allows researchers to review evidence that is already available without conducting an in-person investigation (Islam et al., 2022).The sources focused in this study consisted of academic articles, company reports, industry publications, government documents, and market reports. As opposed to secondary research, which meant gathering information that is not created by the researcher, primary research employed insights, tests, observations or neighbourhood studies to acquire original information. For this study, secondary research was, however, a more fitting way of research. This method has specifically allowed collecting actual and peer-reviewed evidence across the UK grocery businesses and existing research to be investigated systematically. 
[bookmark: _Toc239781820]3.4.2 Case Selection
The sample of the case studies included UK-based retailers and supermarket chains that were relevant to this research phenomenon. A qualitative multiple cases study was used to analyse the grocery value chain in the UK around loyalty pricing incentives. Tesco, Sainsbury's, Asda, Morrisons and Lidl were picked as the retailers. All these cases were selected as being representative of grocery market players in the UK and included only if there was adequate published information regarding loyalty programmes, pricing strategies, reward products and customer engagement. The multiple case model was better than a single case model because within the multiple case model it was possible to compare similarities and differences among retailers. All cases were evaluated according to a consistent set of perceived value, satisfaction and trust and customer loyalty variables. A cross-case analysis then was conducted to understand common patterns and differences in retailers, building on the initial findings.
	Retailer
	Loyalty mechanism
	Main incentive
	Customer value
	Potential limitation

	Tesco
	Clubcard, which relies on the pioneering Clubcard ecosystem
	Member-only prices and rewards 
Considered as a secondary point-to-voucher currency, and high-tech AI personalization
	Immediate savings
	May encourage price-based rather than emotional loyalty

	Sainsbury's
	Nectar loyalty scheme, which is fully owned and operates via its subsidiary, Nectar 360
	Nectar Prices and personalised rewards
	Savings and personalised value
	Customers can participate in competing schemes

	Asda
	Asda Rewards, which is highly personalized, app-only digital loyalty program built on the philosophy of "pounds, not points" 
	Cashpots and personalised rewards
	Accumulated financial value
	Benefits depend on continued engagement

	Morrisons
	More Card, which combines “item-based point collection, personalized digital gamification, and instant member pricing”
	Points and promotional rewards
	Combination of short-term and longer-term value
	Reward value may depend on purchasing frequency

	Lidl
	Lidl Plus mobile app that uses a standardized, European-wide points-accumulation model
	Digital discounts and personalised offers
	Low-price positioning with digital rewards
	Strong price competition can encourage switching


Table 3.2: Comparison of Loyalty Programme Approaches of different retailers in the UK Grocery Sector
[bookmark: _Toc239781821]3.5 Data Sources
Secondary sources of information in the study were academic literature, company reports, industry reports, government data and market reports. Sources mentioned as relevant in the original proposal were academic literature, market reports, industry reports, government publications, and company reports. Theoretical and empirical evidence from academic studies regarding studies on customer loyalty, perceived value, satisfaction, trust, and loyalty incentives was provided. Company publications were used to provide evidence for the loyalty schemes and pricing practices, and industry and market reports were used to provide evidence of the customer behaviours and competitive market conditions. Multiple sources allowed for evidence comparison and minimised reliance on sources.
[bookmark: _Toc239781822]3.6 Data Analysis Method
[bookmark: _Toc239781823]3.6.1 Thematic Analysis
Thematic analysis is a qualitative technique that was employed to find out the patterns and meaning of the textual evidence that were recurring. Qualitative analysis supports the interpretation of patterns within non-numerical information (Chivanga and Monyai, 2021). The analysis process included four phases, such as familiarisation, coding, theme development and interpretation. Investigation of evidence began by gaining a familiarity with available secondary sources, and then information was coded in the segments of the 5 chosen case studies. These were clustered into a number of case studies before being translated in terms of the research objective related to the codes. Thematic analysis has been the suitable method for this study, which allowed secondary evidence to be presented and sorted around common themes, such as loyalty, price incentives, perceived value, satisfaction, trust and customer loyalty.
[bookmark: _Toc239781824]3.6.2 Cross-Case Analysis
Systematic comparison of evidence from various cases, finding similarities, differences, and recurring patterns is termed as cross-case analysis (Rupietta and Meuer, 2025). This method enabled results of various grocery stores to be compared and contrasted in a uniform sectoral context as opposed to a single case analysis. Due to the focus of the research on the UK grocery sector, a cross-case analysis has been used. Thematic analysis was employed to identify themes for each case that was explored, followed by which the results were compared between businesses. This allowed the study to find general and specific philosophies of loyalty price incentives and the association between these two and customer loyalty.
[bookmark: _Toc239781825]3.7 Ethical Considerations
Ethical concerns mentioned rules or standards that promote research in an honest, transparent, and responsible manner (Ali et al. 2025). Due to the use of secondary information freely available from the relevant sources, the study did not include interviews, questionnaires or any direct involvement with human beings. Sources were cited correctly, and evidence was presented clearly with no evidence of plagiarism. No information was made up or falsified to occur and back up certain pre-conclusions. The procedures ensured academic integrity in the research process.
[bookmark: _Toc239781826]3.8 Research Quality
Quality of research refers to credibility, dependability and consistency of the research. The use of authoritative academic, organisational, governmental, and industry sources enhanced the quality (Arslan, 2022). Evidence from multiple sources and cases was compared to find discrepancies and to prevent the use of isolated evidence. Standardised thematic methodology was also used in all the selected cases. These strategies enhanced the validity of conclusions drawn and facilitated interpretation of the evidence.
[bookmark: _Toc239781827]3.9 Chapter Summary
In this chapter, the methodology developed to investigate loyalty price incentives and customer loyalty in the UK grocery sector was set out. The qualitative multiple-case study design was used, and secondary data were collected from academic, organisational, industry and governmental sources. Selected grocery businesses were analysed as a whole and for themes to look for patterns. Credible and transparent findings were also enhanced through ethical and quality practices.

Chapter 4: Findings and Analysis
[bookmark: _Toc239781828]4.1 Introduction
The chapter introduced the results of the qualitative multiple case study into the effect of loyalty price incentives on customer loyalty in the grocery market in the UK. All results are from secondary qualitative data from public company reports, industry publications, market evidence and academic research. The five largest grocery retailers in the UK have been analysed: Tesco, Sainsbury's, Asda, Morrisons and Lidl. The cases were chosen because they exemplified a set of price incentive, benefit and digital engagement-based loyalty practices in a very competitive grocery context. Every case was analysed in four consistent areas: Introduction and background, Challenge and opportunity, Approach and implementation, Outcomes and results. A cross-case analysis was then conducted to identify common recurring triggers, common response patterns, and differences in responses between retailers and relationships between implementation and outcomes. This served as the empirical basis for the discussion in Chapter 5.
[bookmark: _Toc239781829]4.2 Case Study 1: Tesco
[bookmark: _Toc239781830]4.2.1 Introduction and Background
Tesco is one of the biggest grocery retailers in the UK and has built Clubcard to be a cornerstone of customer engagement. The 2025 annual report showed that it had a store presence of 4,572 stores (Tesco, 2025). Tesco was under intense competition because its customers had the option to compare prices and to benefit from different loyalty schemes. Clubcard, therefore, offered a way of linking spending with specific financial rewards.
[bookmark: _Toc239781831]4.2.2 The Challenge or Opportunity
Tesco faced the opportunity to strengthen customer loyalty in a highly competitive market where 97% of UK shoppers reportedly held at least one supermarket loyalty card and the average shopper held three cards (Statista, 2025). This indicated that Tesco was competing not only to attract customers but also to maintain engagement against alternative loyalty schemes. Nonetheless, high participation alone was not a guarantee of exclusive loyalty as customers might have been involved in competing schemes at the same time. The need for value that is immediate and clearly visible was therefore crucial in ensuring engagement.
[bookmark: _Toc239781832]4.2.3 The Approach and Implementation
Clubcard Prices has been introduced at Tesco so that members can gain access to lower prices during their regular shopping days. This changed the way the loyalty program looked for offering part of the reward at once rather than after some time. Information collected from the customers' purchases was also utilized to make personalized offers that relate customers' shopping activities to incentives. The effectiveness of loyalty programmes is largely dependent on the perceived value and desirability of their rewards (Bombaij, 2021). Tesco's solution was thus a combination of personalisation backed by data, and immediate price advantages. Monetary incentives may positively influence buying behaviour by providing customers with tangible financial benefits (Deshapriya et al., 2025). This case in effect illustrated various examples of how price reductions can be combined with personalisation and customer data in a loyalty strategy.
[bookmark: _Toc239781833]4.2.4 Outcomes and Results
Clubcard achieved a penetration rate of 77% among repeat grocery shoppers (Statista, 2025). That was a large degree of customer engagement and great opportunities for Tesco to engage people with personal pricing. Customers, however, did not have to be loyal exclusively to one particular supermarket as they might have multiple supermarket cards. The Tesco case as such, therefore, reflected high levels of loyalty pricing engagement and was used to illustrate the distinction between loyalty pricing and sustainable loyalty.
[bookmark: _Toc239781834]4.3 Case Study 2: Sainsbury’s
[bookmark: _Toc239781835]4.3.1 Introduction and Background
Sainsbury's is one of the leading grocery retailers in the UK who merged its Nectar loyalty initiative with its value proposition (Sainsburys, 2026). The retailer merged Nectar prices with Your Nectar prices and Nectar rewards, offering both discount and personalised rewards. This placed loyalty pricing in a broader context relying on price, availability and general shopping experience in customer minds.
[image: ]
[bookmark: _heading=h.jnpqyzm75s1z]Figure 4.1: Customer loyalty benefits offered by Sainsbury’s
(Source: Sainsburys, 2026)
[bookmark: _Toc239781836]4.3.2 The Challenge or Opportunity
Sainsbury’s faced the opportunity to strengthen its value proposition in a price-sensitive grocery market. The scale of this challenge was reflected in its reported £1.3 billion investment in price management over five years (Sainsburys, 2026). Customers could obtain loyalty discounts while continuing to compare prices between retailers, meaning that loyalty pricing needed to be connected to a wider perception of value.
[bookmark: _Toc239781837]4.3.3 The Approach and Implementation
Sainsbury's combined Nectar Prices with their personalised Nectar benefits for immediate benefits and individualised value. In the last five years about £1.3 billion has been used to manage prices, illustrating the significance of pricing in its overall approach (Sainsbury's, 2026). Customers could save up to £450 per year by utilising Nectar Prices and other personalised Nectar benefits (Sainsburys, 2026). The design was thus aligned with financial incentives linked to personalisation instead of just relying on points-scoring. Retail attributes, brand loyalty and wider shopping experiences can influence perceived value (Mirza et al., 2025). Hence, Sainsbury's proved that the concept of loyalty pricing could be incorporated into a greater value proposition for their customers.
[bookmark: _Toc239781838]4.3.4 Outcomes and Results
The tangible financial benefits to the Sainsbury's loyalty proposition were highlighted as the potential annual saving of £450 (Sainsburys, 2026). Loyalty pricing, however, was used in parallel to product, service, and competitive pricing. The case thus argued that in return for money, participation should be achievable, but in the long-term, the value proposition should work. A relationship between perceived value and customer loyalty is found by Menidjel and Bilgihan (2023).
[bookmark: _Toc239781839]4.4 Case Study 3: Asda
[bookmark: _Toc239781840]4.4.1 Introduction and Background
Asda is a major UK grocery retailer competing through price, convenience and customer value (ASDA, 2025). The loyalty was based on its Asda Rewards, Cash pots, customisable missions and loyalty pricing. This was a different angle from retailers who depended mostly on short-term loyalty-price drops as it featured financial benefits as well as cumulative points and personalized relationships.
[bookmark: _Toc239781841]4.4.2 The Challenge or Opportunity
Asda faced the opportunity to increase customer engagement through a loyalty proposition extending beyond conventional discounts. This was important because 27% of customers who had joined a supermarket loyalty scheme have identified rewards, convenience and personalised benefits as key motivations (Statista, 2025). Therefore, rewards could support engagement but could not independently explain customer loyalty.
[bookmark: _Toc239781842]4.4.3 The Approach and Implementation
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[bookmark: _heading=h.kg4anryfb93s]Figure 4.2: Business purpose and strategy of Asda
(Source: ASDA, 2025)
Asda uses several approaches to ensure loyalty, as can be understood from figure 4.2. It has aimed to be UK’s “best fresh food and clothing superstore” by satisfying daily as well as weekly shopping needs of customers who demand value (ASDA, 2025). Customers could collect value in cash pots at Asda Rewards and Asda encouraged interaction by offering customers a number of personalised missions to purchase. An immediate monetary benefit was provided by member pricing (ASDA, 2025). Loyalty incentives can be segmented according to customer lifetime value and customer characteristics (Ebrahimi et al., 2024). This was reflected in Asda's personal stance. The impact of loyalty cards can differ as per programme design and implementation (Gold et al., 2024). The importance of relevance and accessibility of incentives to the existence of a loyalty scheme had been demonstrated in the Asda case.
[bookmark: _Toc239781843]4.4.4 Outcomes and Results
Asda devised a loyalty program that incentivises with money, engages customers and includes member pricing. Yet, the 27% indicated that rewards, convenience and personalisation wasn’t the main driver for everyone (Statista, 2025). This proved that loyalty incentives needed to function in conjunction with other factors of the customer experience. Customer experience and customer satisfaction are important factors influencing customer loyalty (Manyanga et al., 2022).
[bookmark: _Toc239781844]4.5 Case Study 4: Morrisons
[bookmark: _Toc239781845]4.5.1 Introduction and Background
Morrisons was a big supermarket chain in the UK that linked buying through its More Card to earning rewards (Morrisons, 2025). It utilized a loyalty provision linked to points and to promotional activity, giving more short-term and more long-term benefits. Morrisons' actions took place in a context where customer expectations of fairness and transparency shaped customer perceptions of the value of loyalty prices.
[bookmark: _Toc239781846]4.5.2 Challenge or Opportunity
Morrisons faced the opportunity to provide additional customer value while maintaining confidence in pricing fairness. The importance of this challenge was demonstrated by the UK investigation of approximately 50,000 grocery products to assess whether loyalty pricing represented genuine savings (Reuters, 2024). Customers could compare member and non-member prices, meaning that the credibility and transparency of savings were important to the effectiveness of the loyalty proposition.
[bookmark: _Toc239781847]4.5.3 Approach and Implementation
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[bookmark: _heading=h.xqe1vfzhvh2j]Figure 4.3: Customer proposition of Morrisons
(Source: Morrisons, 2025)
The 2025 annual report confirmed that More Card was used by Morrisons to enable its customers earn points for shopping (Morrisons, 2025). It has linked this loyalty programme to promotional activity. This constituted a mix of short-term promotional advantages, and longer-term benefits. Transparency and perceived fairness were at the heart of customer value in this. Excessive dependence on promotional pricing might lead consumers to be extremely sensitive to ongoing promotional offers (Levine and Nguyen 2025). As such, Morrisons demonstrated a combination of rewards' contractual value and drawback as customers might be receptive to competing offers.
[bookmark: _Toc239781848]4.5.4 Outcomes and Results
The study of some 50,000 products underscored the impact of measuring the real value of loyalty pricing (Reuters, 2024). Simply participating in the programme and gaining rewards was therefore not enough proof of success. Fairness and real money saved were also significant to the customers. Morrisons was therefore able to show that this loyalty programme existed in an overall context of individual customer value.
[bookmark: _Toc239781849]4.6 Case Study 5: Lidl
[bookmark: _Toc239781850]4.6.1 Introduction and Background
Lidl provided a distinct case because its UK proposition combined a value-oriented pricing position with digital loyalty engagement through Lidl Plus (Lidl GB, 2025). Lidl GB operated in the highly competitive UK grocery sector with a strong focus on price competitiveness. The purchase of its loyalty business program therefore offered a chance to explore if digital incentives could enhance a well-known value proposition.
[bookmark: _Toc239781851]4.6.2 Challenge or Opportunity
Lidl faced the opportunity to strengthen customer engagement while maintaining its value-led positioning. The scale of this opportunity was demonstrated by the 28% increase in active Lidl Plus users reported in November 2025 (Lidl GB, 2025). The challenge was therefore to use digital loyalty benefits to encourage repeat interaction without weakening Lidl's competitive pricing proposition.
[bookmark: _Toc239781852]4.6.3 Approach and Implementation
Lidl GB offered digital loyalty rewards alongside good offers using Lidl Plus. In 2025, Lidl GB's turnover amounted to £11.7 billion and its number of customers was 38 million (Lidl GB, 2025). This was valued at nearly £500 million, and in November 2025, the number of Lidl Plus users rose 28% (Lidl GB, 2025). The data highlighted the need for digital engagement in Lidl's strategy. Chiriac et al. (2025) concluded that Digital Transformation is one of the most relevant factors that influence the transformation of the customer loyalty strategies. Lidl thus demonstrated the value of digital loyalty benefits in the broader context.
[bookmark: _Toc239781853]4.6.4 Outcomes and Results
Lidl GB's sales for the UK were at £11.7bn to showcase the amount of business, with a total of 38 million customers visiting Lidl stores in the UK (Lidl GB, 2025). Improved levels of digital involvement in the channels were also reflected in the 28% growth in active Lidl Plus users (Lidl GB, 2025). Therefore, this case was very different in comparison with the other ones, as Lidl was able to blend digital into its very value-based positioning. The results indicated that loyalty engagement may be improved if digital benefits were combined with an existing customer-value proposition.
[bookmark: _Toc239781854]4.7 Summary of Cross-Case Analysis
[bookmark: _Toc239781855]4.7.1 Recurring triggers across cases
In the cross-case analysis, there were frequent signs of investment in loyalty strategies across the five UK grocery retailers driven by two themes: competitive intensity and changing customer expectations. Retailers worked within a context where buyers could shop around, access multiple loyalty schemes and alter their consumption patterns as defined by value. While Tesco and Sainsbury's focused more on immediate loyalty-price savings, Asda and Morrisons introduced added value to rewards schemes as well as personalised benefits. Lidl introduced one more twist on the mix with its digital loyalty engagement add-on to its overall value positioning. This was well recognised in UK grocery retailing, with the roll-out of loyalty programmes. 80% of UK consumers were involved in some form of loyalty scheme, showing that these had become part of the consumers' shopping habits (RFM, 2026). In addition to this, KPMG (2026) said about 95% of consumers aged 16 to 75 in Britain held a supermarket loyalty card and some 79% of them had more than one. This implies that stores weren't merely trying to draft loyalty programs, but trying to draft valuable loyalty offers that would impact purchasing habits.
[bookmark: _Toc239781856]4.7.2 Common response patterns
One common sentiment from the five cases was it was a mixture of financial incentives and broader customer engagement mechanisms. Asda and Morrisons showed a greater focus on rewards points as well as saving money, while Tesco and Sainsbury's were more focused on immediate cut in price. Lidl used Lidl Plus as an addition to its low-price advantages, combining digital interaction. The ways looked at showed that loyalty efforts were becoming more expansive than the common “points” programs. Loyalty was identified as one of the factors grocery retailers used to encourage repeat purchases in the UK (Euromonitor, 2026). The cross cases findings thus suggested that retailers were trying to deliver multiple values. Straight away, a saving may be able to secure a sale on an individual purchase, and tailored offers, reward and digital engagement may keep customers coming back. It also appeared that financial incentives were becoming part of a portfolio of customer value plans, rather than economic-based plans alone.
[bookmark: _Toc239781857]4.7.3 Major differences between the five cases
Even with all these trends, there were significant variations across the retailers in their value-creation strategies. Tesco and Sainsbury's had a stronger association with offers of direct member discounts, while Asda and Morrisons had a greater association with the offers of additional rewards and perks for members. Lidl was another mix of digital engagement and competitiveness. Nor were customer experiences with these methods consistently positive. For instance, 43% of consumers felt that loyalty members pay less than non-members (BBC, 2024). Differences were also identified in the perceived value of supermarket loyalty benefits (The Guardian, 2026). The results highlighted that the influence of loyalty incentives was subject to consumer expectations, fair employee and overall retailer offering. As a result, it is impossible to say which loyalty program is always the most effective.
[bookmark: _Toc239781858]4.7.4 Emerging relationship between execution and results
The cases showed that incentives that delivered identifiable benefits to customers were related to greater levels of loyalty. The significance of loyalty programmes in supporting customer retention and business development was highlighted (Forbes, 2026). There was, however, evidence that might be restated around the cross-cases that loyalty might not be sustainable simply by offering the right monetary premiums. Stock discounts might target a segment that reacts well to offers, but still research other discount stores. The fullest methods, then, were a mix of all these things: financial savings, personalization, points, and complete customer value. Overall, the comparison showed how important it was to make loyalty incentives relevant, accessible, transparent and consistent with customer expectations if the execution would make a difference in effectiveness.
	Case
	Main trigger
	Loyalty response
	Key difference
	Outcome indicator

	Tesco
	Price competition
	Clubcard Prices and personalisation
	Strong immediate price emphasis
	77% penetration

	Sainsbury’s
	Value pressure
	Nectar Prices and personalised savings
	Strong savings and personalisation
	Up to £450 annual saving

	Asda
	Customer engagement
	Cashpots, missions and member pricing
	Greater accumulated rewards
	27% identified rewards, convenience and personalisation as drivers

	Morrisons
	Value transparency
	More Card and promotional rewards
	Accumulated reward approach
	Included in 50,000-product investigation

	Lidl
	Value positioning
	Lidl Plus and digital rewards
	Digital and value-led approach
	28% growth in active users


[bookmark: _heading=h.cy8965kd7o96]Table 4.1: Cross-Case Summary of UK Grocery Loyalty Strategies
[bookmark: _Toc239781859]4.8 Chapter Summary
Five grocery case studies within the UK were included to explore the role of loyalty price incentives in various retail approaches. Tesco were seen as leading the way with immediate price reductions, whilst Asda and Morrisons offered a tallying reward as well as financial packages. The approach offered by Lidl was different and built on the Digital and Value aspect. Loyalty programmes were generally implemented across the cases, yet not always exclusive, or sustainable loyalty. The results were that the incentives where relevant, accessible, and credible were strongest. Variation between the retailers also showed that there was no one universal "best" loyalty strategy. The impact was hinged on the interaction between pricing, incentives, personalisation, digital interaction and the overall customer journey. The findings offered the empirical base for the discussion of the findings in Chapter 5 against the existing literature and the Relationship Marketing Theory.


[bookmark: _Toc239781860]Chapter 5: Discussion and Analysis
[bookmark: _Toc239781861]5.1 Purpose and Positioning
In this chapter, findings discussed in Chapter 4 are critically considered against the literature review in Chapter 2 and the research questions in Chapter 1. Instead of individual case findings, the discussion compared trends of Tesco, Sainsbury's, Asda, Morrisons and Lidl. Special attention was paid to perceived customer value, customer satisfaction, customer trust and customer loyalty. The chapter also tested results using Relationship Marketing Theory and examined whether loyalty price incentives fostered lasting customer relationships, or primarily led to short-term customer buying.
[bookmark: _Toc239781862]5.2 Analytical Framework and Logic
The analytical pathway included loyalty price incentives as the first step to developing perceived customer value, leading to customer satisfaction and trust that might promote customer loyalty. Loyalty price incentives can provide customers with immediate financial rewards and other benefits that can support customer loyalty (Akbar and Perkasa, 2025). Personalised offers can also strengthen customer experience and engagement (Amelia et al., 2025). The results argued that the relationship does not necessarily need to be linear, as convenience, service quality, digital engagement and competitive pricing may have a positive or negative impact on the process. Customers' perceptions of value determined their willingness to accept incentives, and satisfaction measured the overall shopping experience. Customers' perceptions of retailers' reliability and fairness were also affected by trust. As a result, loyalty price incentives were thought to be most effective when delivered along with other relationship-building variables that motivated customers to continue their ties with the retailer as is best seen in the case of Tesco. It enables customers to convert 150 points into vouchers worth €1.50 (Tesco, 2026).
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[bookmark: _heading=h.99hwnhl189t9]Figure 5.1: Loyalty ClubCard benefits of Tesco
(Source: Tesco, 2026)
[bookmark: _Toc239781863]5.3 Cross-Case Synthesis: Comparison with Literature
[bookmark: _Toc239781864]5.3.1 Loyalty Price Incentives and Perceived Customer Value
It is analysed that the most direct impact of loyalty price incentives was the perceived customer value. Customers might see loyalty pricing as valuable if it offered concrete savings or special pricing or offers for customers who already purchase from them. The cross-case evidence, however, revealed that if there was a discount, this was not enough to create repeat purchases. Customer buying behaviour can be influenced by price, although price is not necessarily the only factor affecting customer loyalty (Koskarovska, 2021). This aligns with the current secondary findings, as all five retailers provided either cash or reward incentives. This, in turn, made them successful based on customer perceptions. Supermarket loyalty schemes can influence consumer responses to private-label products and price variations (Florez, 2021). This indicates that it is possible that loyalty programs can influence consumers' buying habits instead of just rewarding consumer loyalty. This distinction was significant in this current research as customers were able to exploit loyalty during the same time they were shopping for the best deal in each supermarket. 
The magnitude of discounts was not always pivotal in consumers’ purchase decisions (Onyedikachi et al. 2026). This solidifies this current last line of argument and reinforces the notion that customers look at incentives in addition to other sources of value. Gamification can contribute to grocery loyalty programme design and improve customer value (Jefimovs and Koeck, 2021). This supports the findings that these types of rewards and digital engagement may augment price incentives and may not necessarily replace them. Thus, the first question was answered with the research finding of the influence of loyalty price incentives on customer loyalty in the main through customer perceived value. The influence, however, was marred by being conditional. Incentives were more likely to encourage loyalty when they were deemed to be relevant, available, and valuable to customers, not just lower than regular prices.
[bookmark: _Toc239781865]5.3.2 Loyalty Price Incentives and Customer Satisfaction
When customers get a clear and useful benefit from a loyalty price incentive, their satisfaction gets improved instantly. Rewards and customised advantages proved to motivate ongoing involvement, offering financial satisfaction as the initial step. However, there is no correlation between satisfaction and price. Evaluations were also influenced by convenience and accessibility, and the broader shopping experience. Service quality can significantly influence customer loyalty, including during the COVID-19 period (Naz et al., 2021). While their research included telecommunications and not groceries, the result dovetails with the notion that customers who have developed loyalty toward their service experience the entire service event, not just the transaction. Price competitiveness should not be treated as a standalone attribute of service quality (Carter et al., 2023). This model explained 69% of the variance of explanatory factors in terms of intentions to be loyal versus the competition. This brings the current finding that loyalty pricing works as an accompaniment to service quality to a fresh conclusion. 
Besides price, end users appreciate the timeliness of delivery, awareness of the place, and speed of delivery (Amorim et al. 2024). This analysis suggested retailers would earn around 9% more in shipping revenue by optimising delivery alternatives to match customer demand. The context of this finding was attended home delivery, but it reflects the overall picture of convenience and its contribution to customer value. A stepped-wedge trial found no statistically significant effect of loyalty cards and free food samples on the targeted food-choice outcome (Gold et al., 2024). This calls into doubt the notion that loyalty programs are self-explanatory. Hence, the second research question was answered, illustrating that price incentive elements of loyalty could influence satisfaction but do not necessarily ensure it. They were effective when customers felt an increased and expanded level of convenience, reliability, accessibility and service quality.
[bookmark: _Toc239781866]5.3.3 Loyalty Price Incentives and Customer Trust
Customer trust was more intricate where loyalty schemes used digital systems and customer information, and personalised offers. It found that personalisation would benefit consumers when it offered relevant benefits to them. However, lack of clarity around pricing and data usage may help people gain some confidence, although there are clearly limitations that arise when it comes to data. Research into e-grocery environments identified gaps in the availability of product information across digital grocery platforms (Lee et al., 2021). Instead of focusing on Loyalty Programmes, it focused on information transparency in Digital Grocers. It reinforced the current discovery that customers need adequate information to assess value and make a buying decision. Technology and psychological factors can both influence customer loyalty within digitally enabled environments (Wongsurawat, 2023). This is aligned with the findings in the current study that digital loyalty systems are not only technological tools, but also depend on the customer's understanding of the experience. Once again, Tesco stayed ahead in the competition by achieving better consumer engagement and sales uplift by targeting the emotional aspect on a price-driven campaign with 455,000 people (MarketingWeek, 2026). However, Sainsbury’s is not much behind in this. It has implemented the Just Walk Out technology for “fast, efficient, and seamless way to shop” (Sainsburys, 2021). 
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[bookmark: _heading=h.s8xzzcikdtn7]Figure 5.2: Sainsbury’s SmartShop Pick & Go 
(Source: Sainsburys, 2021)
Mobile applications and PWA are emphasized as crucial areas for grocery omnichannel systems, including personalised recommendations, loyalty schemes, and seamless grocery shopping (Sherriffden et al. 2023). This means that digital means can enhance engagement when they provide things that are meaningful, convenient and valuable. Digital transformation had altered the way in which people thought about customer loyalty, with an increased focus on personalised and tech-assisted connections (Chiriac et al. 2025). This further proves that trust is boosting digital engagement quickly, and the results are impressive. Thus, perceived fairness of the exchange was proved to be one of the factors which affects trust. If customer information can be utilized to provide those in line with the benefits, then the use of a loyalty programme might be an improvement in the retailer-customer relationship. However, confusing personalisation or confusing pricing models and privacy fears may erode trust. The potential of loyalty pricing to create long-term customer loyalty thus hinged on trust.
[bookmark: _Toc239781867]5.3.4 Loyalty Price Incentives and Customer Loyalty
The major result of the study was customer loyalty. The findings showed that loyalty pricing incentives may facilitate repeat and involvement purchases but their impact is linked to perceived value, satisfaction, trust and overall customer experience. Perceived value, convenience and trust can influence service loyalty (Wilkins et al., 2023). This finding supports that loyalty cannot be explained solely through financial incentives. Despite offering similar discounts, customers might stay with a retailer due to the value and convenience the overall relationship offers them. Customer satisfaction, shopping experience, satisfaction with the store and attitudes towards private labels can positively influence loyalty in food retailing (Pinto et al., 2022). Figure 5.3 showed one of the renowned market research and data analytics firms, YouGov, to regard Sainsbury’s in the top position, as compared to Lidl, Asda, Morrisons and even Tesco (YouGov, 2026).
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[bookmark: _heading=h.8ck2obq4mf4u]Figure 5.3: A list of 10 most popular retailers in the UK 
(Source: YouGov, 2026)
Price, service quality and customer satisfaction are relevant factors in explaining customer loyalty (Augustine and Putra, 2025). Their findings bolster the idea that price and service should both be captured in studies of customer loyalty. Short-term monetary advantages can increase involvement but may also create higher organisational costs (Wibowo et al., 2024). The idea of tiered rewards, as well as points and non-monetary rewards, all picked up by their discussion, is present in the current finding that sustainable loyalty cannot be brought about by frequent discounting alone. eWOM marketing strategies impact customer loyalty or willingness to purchase goods in quick-commerce (Chakraborti et al. 2024). This means that the customer's experience does not start and stop with the sale and can shape broader buying perceptions of the retailer. These results thus addressed the main research question. Loyalty price incentives play a small role in customer loyalty, especially repeat purchase and involvement. 
[bookmark: _Toc239781868]5.3.5 Differences Across the Five UK Grocery Cases
The cross-case analysis revealed a variety of mechanisms implemented by the 5 retailers to deliver similar loyalty goals. Tesco and Sainsbury's were more focused on short-term loyalty-price value, whereas Asda and Morrisons leveraged both short-term price value and long-term accumulated value. There was also a purely different take by Lidl via Lidl Plus and through its positioning around enormous value. Such variations suggested that the retailers applied their approaches to the incentives based on their overall competitive approaches and expectations. Price promotions can produce different consumer responses under varying market conditions, demand levels and customer loyalty levels (Ren et al., 2023). This, however, does lend support to the notion that promotional tactics were determined by competition, but not completely free from it. The five cases, therefore, demonstrated that there was no universal winner when it came to loyalty-pricing. This was dependent on incentive structure fit, customer expectations, competitive position, and overall shopping experience. Therefore, retailers had to combine price offers with more comprehensive value and relationship-building initiatives to ensure sustainable customer loyalty.
[bookmark: _Toc239781869]5.4 Integration with Relationship Marketing Theory
The results altogether validated the Relationship Marketing Theory. However, these have further signified the necessity for context-specific development of the theory within the competitive UK grocery retail sector. Relationship marketing has been positively associated with customer loyalty, with a reported Spearman's rho of 0.638 and an R² of 40.7% (Alexis et al., 2024). This reinforces the idea of relationship-oriented practices to increase customer loyalty. This argument follows in the present study, which aimed to illustrate that loyalty price incentives could be used as a foundation to engage customers further. Discounts, rewards and personalised benefits afforded immediate customer motivation to engage with retailers, whereas ongoing loyalty required customer perceptions of value, satisfaction and trust. The results also contradicted the limited understanding of relationship marketing. Generation Z consumers can evaluate loyalty programmes pragmatically, particularly in relation to simplicity, transparency and benefits (Kolbl and Šušulić, 2025). This indicated that relational loyalty may be developed in functional and relational motivations. Thus, loyalty price incentives cannot be seen as unrelated to loyalty. Rather, the success of these depended on the customers' overall appraisal of this value and quality of the relationship. The results subsequently improved Relationship Marketing Theory by showing that monetary rewards could start customer involvement, satisfaction, trust, convenience, and positive experiences helped determine if this involvement became a lasting relationship (Korhonen, 2022). This interpretation was not based on the primary customer evidence but rather secondary qualitative interpretation and cross-case analysis. The theory was therefore validated, and its relevance was related to grocery retailing in a very competitive and sensitive pricing framework.
[bookmark: _Toc239781870]5.5 Robustness Considerations
The strength of the interpretation was supported by using academic studies, the five grocery cases, and studies conducted in various service and retail environments. Results across the various verticals from telecommunications, pharmacies, banking, fashion and other sectors, however, could not simply be ported to grocery retailing, given that there may be variations regarding frequency of purchases, expectations, and competition that would impact loyalty behaviour. Hence these studies were used for comparison only and not considered as directly relating evidence. Competing information could also be found in the literature. For instance, For instance, no statistically significant effect was found in the loyalty intervention  (Gold et al. 2024). That was contrasted with research linking loyalty programmes to improved customer engagement, and it revealed that there were no guaranteed effects from loyalty incentives, depending on the context. These contrasts were helpful in strengthening the current interpretation that programme design, relevance, accessibility and customer experience could have an impact on effectiveness. Using multiple cases also reinforced analysis, which was based on five retailers rather than relying on one organisation. This allowed for identification of similarities and differences of loyalty-price strategies. However, no primary survey was undertaken and therefore conclusions were limited by the availability, accuracy and quality of published academic, corporate, and industry evidence.
[bookmark: _Toc239781871]5.6 Practical Synthesis
The discussion highlighted several practical implications for UK grocery retailers. Firstly, loyalty offers should be clearly defined in terms of value and should be recognisable to customers, so they can be aware of the benefits of being a member. Second, the discount must be accompanied by convenience, the level of service and product reliability, as customers are not only price-oriented. Third, the personalised loyalty offer should be useful and user-understandable, so that retailers can enhance customer trust and engagement. Lastly, it is imperative that retailers look at loyalty beyond repeat purchase, customer satisfaction, relationship and trust apart from the programme membership and redemption points. The results consequently suggested a trade-off between short-term monetary rewards and long-term relational measures for retailers. Over-reliance on discounts might lead to transactional loyalty and help to see that others when more interesting are offered by other retailers. Therefore, there is a need for a balanced approach within which retailers can build better and stronger customer relationships which will be more sustainable.
[bookmark: _Toc239781872]5.7 Chapter Summary
In this chapter, previously obtained results were critically discussed in context to relevant literature, research questions and the Relationship Marketing Theory. Results from the analysis revealed that loyalty price incentives primarily had a significant impact on customer loyalty through perceived value formation and engagement. Yet, levels of satisfaction, trust, convenience, and the entire customer journey were the deciding factors if this engagement would lead to loyalty. Five grocery cases in the UK revealed different incentive packages can deliver the same aims in different ways. In general, the study showed that the implementation of loyalty pricing was more effective when it was added in a wider framework of relationship marketing rather than when it is used only as a discounting program.


[bookmark: _Toc239781873]Chapter 6: Conclusion
[bookmark: _Toc239781874]6.1 Introduction
The chapter ends the research, verifying the effect of loyalty price incentive on grocery sector customer loyalty in the UK. This study adopted a qualitative multiple case study approach which was based exclusively on secondary data from five retailers; namely Tesco, Sainsbury's, Asda, Morrisons and Lidl. The Relationship Marketing Theory provided the framework for studying the role of loyalty pricing in perceived value and in customer satisfaction, trust and loyalty. The results show that when loyalty price incentives are perceived as valuable, transparent and relevant, they can enhance customer relationships. Price incentives are not a guarantee of long-term loyalty, as customer experience, personalisation, digital engagement, convenience and trust also play a role.
[bookmark: _Toc239781875]6.2 Brief Summary of Key Findings
Loyalty price incentives are important in the UK grocery industry in establishing perceived value for customers. Tesco and Sainsbury's focused on quick monetary benefits, and Asda or Morrisons emphasised points that allow customers to build up points. Lidl's value-orientation was joined by Lidl Plus in digital engagement. While the strategies were distinct for each of these retailers, the five cases all showed that it is essential to offer identifiable advantages to the customer in exchange for their continued engagement. Loyalty pricing led to a direct result of perceived customer value. Customers tend to appreciate financial rewards from loyalty pricing. Perceived value is an important factor linking relationship investment and customer loyalty (Menidjel and Bilgihan, 2023). From the findings, it was also inferred that satisfaction and trust have an impact on whether financial benefits translate to enduring loyalty. While customers may be willing to accept discounts, they are more likely to be irritated if the pricing seems complicated, exclusionary or something that entails collecting too much data. Overall, the result indicated this as a sentiment of resellers when using loyalty programmes, though it should not be interpreted as a one-off promotional scheme. The research questions were therefore answered by proving that loyalty price incentives can play a role in fostering customer loyalty, but also have to do with how well the retailers create value, satisfaction and trust around these incentives.
[bookmark: _Toc239781876]6.3 Theoretical Implications
[bookmark: _Toc239781877]6.3.1 Contribution to Relationship Marketing Theory
The main theoretical work in this research is the use of Relationship Marketing Theory to Loyalty Price Incentives for the grocery industry. Discounts do not necessarily need to be considered a repurchase incentive, but the findings suggest a relationship cost can be a loyalty discount. Retailers offer a better price, they offer rewards and offer personalised benefits, and customers buy and buy back and buy in. The interpretation expands the use of relationship marketing and shows how the economic benefits could be a part of an existing customer relationship. Electronic customer relationship management can contribute to maintaining customer loyalty (Kakeesh et al., 2021). Perceived relationship investment and perceived value are also important in strengthening customer loyalty (Menidjel and Bilgihan, 2023). The findings therefore position loyalty pricing as a practical form of relationship investment whose effectiveness depends on customers' perceptions of the benefits.
The results also confirm that loyalty pricing is more successful if combined with broader relationship building efforts. Perceived consumer data availability is interlinked with consumer loyalty in retail channels (Haji et al., 2025). Loyalty schemes may involve customers providing purchase information in exchange for personalised rewards. This creates a reciprocal exchange but also introduces privacy concerns. Privacy-related tensions are particularly relevant to grocery loyalty programmes (Sze and Gunasekara, 2025). Discounts are an element that, when paired with convenience, personalised communications, and rewards, along with diligent service levels, can actually foster loyalty. The other important theoretical aspect is that of trust. Perceived consumer data availability is interlinked with consumer loyalty in retail channels. Loyalty schemes may involve customers providing their purchase details in order to tailor rewards to them. This results in an interdependent exchange, but there are also privacy concerns. Therefore, the study enriches the field of Relationship Marketing Theory by demonstrating that the value created by the strategy of loyalty pricing should be tempered by the expectation of the customers about responsible data use.
[bookmark: _Toc239781878]6.3.2 Boundary Conditions and Contingencies
The impact of loyalty pricing on loyalty is found to be dependent on some conditions. The incentive should first be perceived as value to the customer. One could never claim a high level of relational customer loyalty from a customer who attaches insignificant value to what comes through the relationship. Secondly, you must be honest. If consumers understand the importance of loyalty prices and eligibility and savings without any ambiguity, then they will be more receptive and willing. Difficult situations can reduce a sense of equity and trust. Third, customer-acquisition efforts could impact customer relationships. Privacy concerns arise when grocery loyalty programmes are interested in more invasive gestures of personalisation in cases where the customer is not aware of the personal details being collected (Sze and Gunasekara, 2025). Lastly, Lidl is effective at using loyalty engagement along with value proposition, whereas the loyalty ecosystems of Tesco and Sainsbury's are rather large. The emphasis is on getting reward points in both stores, Asda and Morrisons. These differences show that loyalty pricing is not an approach successful across all the business models. All based therefore on value, transparency, trust, customer experience and strategic positioning.
[bookmark: _Toc239781879]6.3.3 Mechanisms Through Which Loyalty Pricing Influences Loyalty
This research suggested a process whereby loyalty pricing can help to build customer loyalty. Loyalty price incentives start by giving an economic advantage–thereby elevating customer value. If people experience meaningful savings repeatedly, they may be more satisfied, and if it is consistent, trust may improve, and this could lead to continued buying. This should not be interpreted as not linear. Perceived value can directly stimulate repeat purchase; satisfaction and trust, in turn, can have a positive or negative effect on the relationship. Effective rewards can contribute to increasing customer loyalty (Korhonen, 2022). Perceived value and brand loyalty are important factors in retail behaviour (Mirza et al., 2025). Therefore, loyalty pricing involves a price game in which the retailer offers economic and experiential value, and the customer compares the value received to that of the value being paid. If customers think of the benefits as of value, the bond strengthens. If incentives do not give enough value, or if their value does not lead to trust, the relationship will become weaker.
[bookmark: _Toc239781880]6.4 Managerial Implications
[bookmark: _Toc239781881]6.4.1 Develop Transparent Loyalty Pricing
Loyalty prices should be transparent for retailers and easily understood. For customers, it is essential that the loyalty price is easily identified along with the terms and conditions for earning the loyalty price without complexity. Confidence and perceptions of fairness can be increased through transparency. Retailers need to assess the impact of a loyalty price strategy not by counting the number of members but by looking at redemption rates, repeat transactions, customer satisfaction, and pricing-related complaints. It is important for managers in retails to establish a consistent approach to communicating loyalty prices both in-store and online, on mobile apps and across social channels for customers to quickly and easily compare standard and loyalty pricing. Explaining who may be eligible and who will save can alleviate confusion and increase the sense of fairness. Managers also need to periodically check customer feedback and complaints to look to pricing policies that might lead people away from participating. This will help to build trust and maintain the transparency and credibility of loyalty prices.
[bookmark: _Toc239781882]6.4.2 Combine Discounts with Wider Customer Value
Discounts may be used alongside other ways of creating customer value, such as points, cashback, personalisation and convenience benefits. Customer experience plays an important role in facilitating customer loyalty (Manyanga et al., 2022). Retailers should thus look for other metrics, such as customer lifetime value, purchase frequency, basket size and satisfaction, in addition to redemption. Business managers should thus devise loyalty schemes grounded in financial rewards, service quality, convenience and customisation. Miles and cash-back rewards can help to keep users engaged, and easy shopping journeys can help build the overall relationship. The managers can then use customer lifetime value and purchase frequency to see if these benefits are producing repeat purchasing, or simply a short-term indulgence of product promotions. This holistic strategy can help drive higher and more enduring customers' loyalty.
[bookmark: _Toc239781883]6.4.3 Improve Personalisation While Protecting Trust
Personalisation can make loyalty programs more relevant by relating the incentives to purchase behaviour. Yet it's a responsibility in handling customer data that requires it. Retailers should be clear on how customer information is being used and collected and offer adequate privacy protections. Consumer perceptions of data use are relevant to customer loyalty in retail settings (Haji et al., 2025). Relevant performance indicators could then include trust scores, opt-out rates, offers of engagement and complaints to privacy. Managers should make sure that there is a clear reason for perspective without causing headaches on privacy, or excessive data collection. The customer should be notified as to how his/her information is used in the provision of tailored offers and maintain proper control over the data. Tracking engagement, opt-outs and privacy-related complaints can give managers insights into the nature and extent of the effect that personalisation has on customer relations. This is where responsible data practices can play a role in facilitating relevant offers as well as fostering trust in the long term.
[bookmark: _heading=h.vai9g97uf9qf][bookmark: _Toc239781884]6.4.4 Measure Loyalty Beyond Membership
Retailers might be tempted to attribute true loyalty to their members by virtue of their membership. The importance of lists of customer records from loyalty programmes, but these lists must be used to evaluate real customer actions (Larson, 2021). Retention, purchase frequency, share of wallet, customer lifetime value, satisfaction, recommendation behaviour and churn are some usable metrics. These processes can be used to differentiate between those who only hold a loyalty card and those who show continued loyalty.
[bookmark: _Toc239781885]6.5 Limitations and Directions for Future Research
[bookmark: _Toc239781886]6.5.1 Research Limitations
The major drawback is that no primary data were used. The research was carried out by analysing company reports and industry data and the academic literature, not by asking UK grocery consumers directly. It thus detects patterns and relationships, but it does not reveal direct customer perceptions. The qualitative interrelated design, the multiple-case design, however, also restricts the application of statistical generalisation. The results for this study may not be regarded as representative of all UK grocery retailers or consumer groups. Another drawback is that of causality. Results showed a relationship between loyalty price incentives and perceived value, satisfaction, trust, and loyalty, and the research design would not support the claim that loyalty pricing directly led to changes in customer behaviour. Some secondary sources also use differences in reporting periods or measures which create problems in making direct comparisons.
[bookmark: _Toc239781887]6.5.2 Future Research
Further study should be conducted alongside these findings, based upon primary empirical studies. A quantitative survey might look at customer perception of loyalty pricing and test how customer perceived value is related to satisfaction, trust and loyalty. Structural equation modelling may also help to discern whether these factors mediate or moderate the main effects. Longitudinal studies might help to reveal customer behaviour before and after altering the nature of loyalty pricing and offer more evidence of behavioural outcomes. Interviews could also be held on why customers are satisfied with or absolutely do not believe in pricing that is based on loyalty. Other demographic or consumer groups could be compared in future research, as could be other industries and a comparison of different countries. Additionally, there will be a focus on the interplay of personalisation and privacy as customer data may underpin both relationship building and concern over customer trust.
[bookmark: _Toc239781888]6.6 Closing Statement
This research has confirmed that offering reasonable and good loyalty-based prices incentives are of value in building loyal customers in the UK grocery market. The five cases demonstrate that rewards, personalisation, digital engagement, convenience and trust are all part of a successful loyalty strategy beyond discounts. Loyalty pricing is then a process to build loyalty toward the customer and should not be limited only to promotional offers. Building on the horizon is based on providing some kind of quick financial victory and on-going value to customers, satisfaction, trust and real loyalty.
[bookmark: _Toc239781889]
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We know that loyalty schemes are an important factor when customers are choosing where to shop. We have responded in 2024
with significant improvements to our More Card, including the scaling of More Card prices to more than 2,500 products. It is clear that
customers are enjoying these changes; satisfaction with the scheme continues to improve and linked sales increased by 12% in the
period. This has improved further after the end of the financial period to its highest level ever, with 76% of our supermarket sales now
through the More Card.
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