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This research investigate how Tesco can maintain customer satisfaction in highly competitive grocery market, where changing consumer expectations, price sensitivity, and increasing competition present significant challenges. The study identifies the central problem of sustaining high levels of customer satisfaction while balancing product quality, competitive pricing, customer service and operational efficiency.
The aim of this research is to examine the key determinants of customer satisfaction at Tesco and evaluate these strategies the company uses to meet evolving customer needs in an intense grocery retail environment. To achieve this aim, the study adopts a mixed methods research methodology, combining quantitative data collected through customer surveys with qualitative insights from academic literature and industry reports. This methodological approach enables a comprehensive analysis of customer perceptions and the effectiveness of Tesco's customer satisfaction strategies (Creswell J. 2009).













[bookmark: _Toc235692829][bookmark: _Toc237386590]2. Maintaining Customer satisfaction in intense grocery market
[bookmark: _Toc237386591]2.1 Identify the business Problem
The key business problem identified by a junior business at Tesco was: How to maintain customer in intense competitive grocery market? This issue is strategically important because Tesco operates in a highly competitive retail environment where customers are increasingly price sensitive due to the ongoing cost of living pressures. At the same time, Tesco faces increasing operational costs, including higher labour expenses, energy prices, transportation costs and supply chain disruptions. Balancing these competing pressures is essential for maintaining profitability and protecting its position as the Uks largest supermarket retailer.
 Customer loyalty, repeat business and long-term organisational performance are all strongly correlated with customer happiness, which makes this business issue crucial.   states that when a business's goods and services fulfil or beyond a client's expectations, customer satisfaction happens. Customers that are happy with the business are more inclined to stick with it, refer it to others and make additional purchases, all of which boost sales and profitability. On the other hand, a decline in customer satisfaction could cause consumers to migrate to other businesses, which would lower sales and diminish market share (Schiebler, T., Lee, N and Brodbeck, F. 2025).

The issue has an impact on Tesco's workforce and operational effectiveness. Customer happiness effects customer experience, productivity and service quality.  Higher staff satisfaction leads to better service quality, which in turn boosts customer satisfaction, loyalty and financial performance. Nonetheless managing labour expenses while preserving employee engagement is a continuous problem. Effective workforce management is crucial to the success of the company since retail personnel must deal with growing workloads and increased client expectations. From a strategic standpoint, Tesco's ability to set itself apart through value, convenience, quality and customer loyalty, as opposed to competing mostly on price, would give them a competitive edge. Contents and companies can gain a long-term competitive edge by offering customers better value through differentiation or cost leadership tactics.
[bookmark: _Toc237386592]3. Objective Of Research and Questions
The primary objective of this research is to investigate how Tesco can maintain customer satisfaction in an intense grocery market by examining the key factors that influence customer perceptions, loyalty, and shopping experience. The study seeks to evaluate the effectiveness of Tesco's current customer satisfaction strategies and identify evidence-based recommendations that will enhance customer retention and strengthen the company's competitive advantage.
 In a very competitive grocery market where customers look for the best price, convenience, personalization, digital engagement and overall quality of the shopping experience, Tesco's recent strategy already puts a lot of emphasis on Cloud Card, artificial intelligence, AI, personalization and innovation including ai-powered recommendations and tools to make shopping more convenient.
 Therefore, three suitable objectives are proposed:
Objective 1: Use AI to provide personalized customer experiences.
Tesco should use AI and club card data to deliver r more personalised recommendations, promotions and shopping support. This can improve customer satisfaction, convenience, and retention by making offers more relevant to individual customers. Success can be measured through customer satisfaction, offer redemption, repeat purchases, and retention rates. However, Tesco must use AI responsibly and protect customer privacy to maintain trust.
Objective 2: Use social media to engage and attract customers. 
Tesco should develop an integrated social media customer engagement strategy that uses customer comments, reviews and social media sentiment to identify service problems and improve customer satisfaction. Tesco should use social media not only for promotion but also to gather real-time customer feedback. By analysing comments and reviews, Tesco can identify issues with prices, product availability, delivery stores and customer service then share these insights with operational teams to improve services (Schaefers and Schamari, 2015).
Success can be measured through response times, sentiment scores, complaint resolution rates, engagement and customer satisfaction. This would help Tesco move from simply communicating with customers to actively learning from them.
Objective 3: Store and online innovations focused on customers.
Tesco should introduce and evaluate at least three customer-focused innovations to improve convenience, shopping efficiency and value across physical and digital channels. Possible innovations include scan-as-use shop improvements, AI shopping assistance, personalised coupons, smarter product search, better delivery options, and healthier sustainable products. Tesco should measure their success through customer satisfaction, adoption and repeat usage, NPS transaction time and customer feedback. The main aim should be to use technology to solve real customer needs and strengthen Tesco's competitive advantage, rather than adopting technology simply for its own sake.


[bookmark: _Toc237386593]3.1 SMART Research Objectives
The research objective is developed using the smart framework.
Specific: To identify the factors that influence customer satisfaction at Tesco, including product quality, pricing, customer service, store environment, and digital shopping experience. 
Measurable: To measure customer satisfaction through survey data and analyse customer perceptions using quantitative and qualitative research methods.
 Achievable: To collect primary data from Tesco customers alongside secondary data from academic journals, books and industry reports. 
Relevant: To address the strategic challenge of maintaining customer satisfaction within the highly competitive UK grocery retail market. 
Time-bound: To complete the research and provide recommendations within the duration of the research project (Indeed Editorial Team, 2026).
To evaluate the factor that influence customer satisfaction at Tesco and assess the effectiveness of Tesco’s customer satisfaction strategies in UK grocery market through primary and secondary data research conducted during the research period.

[bookmark: _Toc237386594]3.2 How to Attract Costumers
In today’s world, there are different ways to attract customers based on their eating habits, health and well-being, as well as gender and generation; there is a need to target promotions to different target audiences.
Tesco can attract new customers and retain existing customers by combining competitive value with technology, personalization, convenience and strong customer relationships. In today's grocery market, customers have many alternatives, said Tesco should focus not only on price but also on delivering consistently convenient and personalised shopping experience. Tesco can use AI, Clubcard data and customer purchasing patterns to understand what different customers need. For example, Tesco could provide personalised discounts, product recommendations and meal suggestions based on previous purchases. This can make customers feel that Tesco understands their individual needs. 
In other hands, price remains an important factor in grocery purchasing, particularly when customers are experiencing pressure on household budgets. Tesco can attract customers through competitive prices while using Clubcard prices to provide personalised value. However, Tesco should avoid competing only on price. It can differentiate itself by offering good quality products at competitive prices, including affordable loan brand ranges such as Tesco's own label products and premium options. Platforms such as Instagram, Tiktok, Facebook and X to communicate with customers, promote products and respond to complaints. More importantly, social media can provide Tesco with real-time customer insights. By analysing customer comments, reviews and sentiment, Tesco can identify problems such as poor product availability. Delivery issues are dissatisfaction with prices. Tesco can then use this information to improve its products and services. Social media can also make the Tesco brand more engaging through recipes. Competitions, seasonal campaigns, and collaborations with customers ( Tesco PLC, 2024).
[bookmark: _Toc237386595]4. Literature Review Evaluation
A literature review is important to critically examines what previous researchers have found about this topic, compares different theories or models, identifies gaps or limitations and then explains why a particular model is appropriate for the research. At Tesco, measuring customer satisfaction and identifying how a junior manager can use customer feedback is particularly suitable because customer satisfaction can be affected by several factors, as service quality, shop experience, product availability, checkout experiences, shopping environment (Smela et al., 2023).
At Tesco primary and secondary data work together. Primary data tells the junior manager what customers are experiencing now. While secondary data helps explain the wider business situation and provides existing evidence for comparison. Primary data is information collected directly by the researcher for a specific research project. 
For Tesco customer satisfaction study, the main example would be your five-point Likert scale questionnaire completed by Tesco customers. The responses would give the Junior manager first-hand information about customers' opinions and can use the results to identify problems, if customers give low scores to checkout speed, product availability or staff service, the manager can investigate those areas and make decisions based on customer evidence, instead of relying only on personal observations, the manager can use customer responses to decide where improvements are needed. The manager can measure customer satisfaction by calculate average scores for different areas and compare them and evaluate improvements. 
Secondary data Secondary data is information that has already been collected by someone else and is being used for your research for Tesco. Examples could include Tesco annual reports and financial reports. Tesco customer service information previous customer. They sales data, customer complaints, loyalty club card data, product availability records, online reviews. For example, Tesco's annual report provides information about the company's performance, strategy and priorities. This can give a junior manager a broader understanding of the business context in which customer satisfaction needs to be managed. Secondary data can help the manager understand trends and compare performance (Bell, E. at al, 2022).

[bookmark: _Toc237386596]5. Methodology Research and Design
Senior Business Analyst at Tesco should use quantitative research approach to investigate how the company can attract and retain customers in the competitive food retail market. Quantitative method is suitable because it allows Tesco to collect numerical data from a large number of customers and identify patterns in their opinions and behaviours, for instance. A questionnaire could measure customer satisfaction, the importance of price, the impact of the club card, AI usage, social media influence and the effect of innovation. The research could utilise an online and in-store questionnaire. The questionnaire would primarily employ closed-ended questions and a five-point Likert scale ranging from strongly agree. To strongly disagree. The results could then be analysed using percentages, averages and charts. The quantitative approach is appropriate because the research aims to measure customer attitudes and identify relationships between various factors and customer loyalty. For example, Tesco could examine whether customers who use the club card more frequently report higher satisfaction and a stronger intention to continue shopping at Tesco. The main advantages of this approach are that it is structured and measurable, and it allows for relatively easy comparisons between different customer groups. It can also provide Tesco with clear evidence to support business decisions, however. A limitation is that quantitative research may not offer detailed explanations regarding the reasons why customers behave in a certain way. Overall. Quantitative research is well suited for this study as it provides reliable numerical evidence regarding customer preferences, satisfaction, and loyalty. Helping Tesco make data-driven decisions in the competitive food retail market.
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Here have some questions directed to customers where 1 means you totally disagree and 5 means you totally agree. 
1 Totally disagree. 2 Disagree. 3 Neither agree nor disagree. 4 Agree. 5 Totally agree

 1   Are you satisfied with your overall shopping experience at Tesco. 
Totally disagree.  1               2             3               4             5                    Totally agree                                  

2 Tesco offers good value for money on the products you buy.
Totally disagree.  1               2             3               4             5                    Totally agree                                  

 3 Are you satisfied with the quality of the products available at Tesco. 
Totally disagree.  1               2             3               4             5                    Totally agree                                  

4 Tesco has a sufficient variety of products to meet your shopping needs. 
Totally disagree.  1               2             3               4             5                    Totally agree                                  

5 How easier 1 or difficult 5 is to navigate in Tesco shop.
Totally disagree.  1               2             3               4             5                    Totally agree                                  

6 Customer service and after sales service. Resolve your issues.
Totally disagree.  1               2             3               4             5                    Totally agree                                  

 7 Are you satisfied with the availability of products when shopping at Tesco.
Totally disagree.  1               2             3               4             5                    Totally agree                                  

8 Tesco's online shopping and delivery services meet your expectations.
Totally disagree.  1               2             3               4             5                    Totally agree                                  


 9 Do you recommend Tesco for your family or friends.
Totally disagree.  1               2             3               4             5                    Totally agree                                  

10 How satisfy are you with Tesco.
Totally disagree.  1               2             3               4             5                    Totally agree                                  


[bookmark: _Toc237386598]6. Relevance and Practical Implications on Business
Junior business analyst at Tesco can provide that customer satisfaction research is relevant because it helps identify which aspects of the shopping experience need improvement. Recent research shows that service quality has a significant effect on customer satisfaction and loyalty in supermarkets. Practically, can analyse the five-point Likert survey to identify weak areas such as product availability, checkout speed, staff helpfulness and store cleanliness. Could then provide managers with evidence to support decisions about staffing, stock management and customer service improvements. Research in grocery retail also shows that identifying the key drivers of shopping satisfaction can support better retail management decisions (Merritt, K and Zhao, S., 2020).








[bookmark: _Toc237386599]Reference List
Bell, E., Bryman, A and Harley, B. (2022). Business Research Method. 6th Edition. Oxford. Oxford University Press.
Creswell, J (2009). Research Design. Qualitative, Quantitative, and Mixed Method Approaches. Third Edition. Chapter 3 The Use of Theory. Pag 58 – 60. Sage Publications. London.
Indeed Editorial Team. (2026). SMART goal explained – Definition, Importance and use. Available at:  https://ie.indeed.com/career-advice/career-development/smart-goals. Accessed: 8 August 2026).
Merritt, K and Zhao, S. (2020). An Investigation of What Factors Determine the Way In Which Customer Satisfaction Is Increased through Omni-Channel Marketing in Retail. Administrative Sciences.
Schaefers, T. and Schamari, J. (2015). Service recovery via Social Media: The Social Influence Effects of Virtual Presence. Journal of Research.
Schiebler, T., Lee, N and Brodbeck, F(2025). Expectancy-disconfirmation and consumer satisfaction: A meta-analysis. Journal of the Academy of Marketing.
Smela, B., Toumi, M., Swierk, K., Francois, C., Biernikiewicz, M., Clay, E. and Boyer, L. (2023). Rapid literature review: definition and methodology. Journal of market access & health policy.
Tesco PLC. (2024). Managing Clubcard Prices even clearer for Customer. Available at: https://www.tescoplc.com/making-clubcard-prices-even-clearer-for-customers/ (Accessed: 09 August 2026)
image1.jpg
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David




