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[bookmark: _Toc214539969]Introduction 
Tesco is one of the most recognisable supermarket chains in the United Kingdom, with roots that reach back over a century. The founder, Jack Cohen, began his entrepreneurial journey in 1919 by selling surplus groceries from a market stall in Hackney, East London, using capital earned from his service in the Royal Flying Corps. The Tesco name first emerged in 1924 as a combination of the initials of a tea supplier, T.E. Stockwell ("TES"), and the first two letters of Cohen’s surname ("CO"). Over time, that small stall business evolved into a national grocery enterprise, expanding into multiple store formats, digital services, and wider retail operations (Tesco PLC, 2025). From those modest beginnings, Tesco steadily grew, opening its first full store in the early 1930s, going public in 1947, and expanding through organic growth and acquisitions in the following decades (Companies History, 2025). By mid-2025, Tesco held a major share of the UK grocery market. According to (Reuters, 2025), its market share stood at 28.3%, reaffirming its dominance. Competitors such as Sainsbury’s and Asda held 15.1% and 11.8% respectively, while discounters Aldi and Lidl captured 10.9% and 8.1% see (Appendix A, Image 1). This highlights an increasingly competitive retail landscape (Kantar, 2025; Grocery Gazette, 2025)
The growth of Tesco’s online channel further reflects shifting consumer habits, with UK online sales rising by 11.4% year on year and online grocery market share increasing to 36.9% (Tesco PLC, 2025). This growth shows how digital demand has become essential to Tesco’s retail model and increases the pressure to provide smooth and reliable services across all channels. Despite its strong market position, Tesco faces ongoing criticism. Customers report issues such as delayed deliveries, missing or substituted items, refund disputes, and inconsistent complaint handling. These recurring problems show that even a market leader must address service deficiencies. Customer dissatisfaction is especially damaging because negative experiences often influence future behaviour more than positive ones. As online sales grow, Tesco’s omnichannel operations become more complex, making smooth integration across physical and digital channels crucial to preventing customer dissatisfaction. Tesco has developed an omnichannel strategy combining physical stores, online platforms, mobile apps, and delivery services to create a seamless shopping experience. When this system works well, it strengthens customer trust and loyalty. However, technological errors, inventory mismatches, app issues, or gaps between channels can increase frustration. One of the main challenges Tesco faces is maintaining consistency across many customer touchpoints in a high volume retail environment.

These continual issues make it necessary to evaluate how satisfied or dissatisfied customers are, particularly in relation to Tesco’s Clubcard, which has become central to the company’s pricing strategy and customer retention model. This evaluation therefore examines customer satisfaction and dissatisfaction within Tesco retail, with a specific focus on how the Clubcard contributes to or undermines customer perceptions of value. The evaluation is organised across the research presented in a structured way. The Literature Review explores existing theory on loyalty programmes, omnichannel retailing, and the nature of customer dissatisfaction. Detailed sections analyse Tesco’s Clubcard in comparison to competitor loyalty schemes, subsequent chapters examine how dissatisfaction is identified and expressed in retail settings and dedicated sections address omnichannel expectations, the differences between satisfaction and dissatisfaction, and theoretical dimensions of customer dissatisfaction. Further chapters consider service recovery and complaint handling, as well as existing research gaps. This structure ensures that the investigation progresses from theoretical foundations to applied analysis of Tesco’s current performance.
Alongside academic motivations, this study is also informed by practical experience. As a long term Tesco customer, the researcher has encountered difficulties accessing and scanning the Clubcard in-store and has observed instances where staff support was limited. These experiences prompted the recognition that such issues may be more widely shared among customers, raising questions about how effectively the Clubcard meets user expectations and where dissatisfaction emerges. This personal insight contributes to the rationale for undertaking the study and reinforces the relevance of evaluating customer experiences with Tesco’s loyalty programme. 
To achieve this aim, the study follows the following objectives:
· To identify Tesco’s Clubcard Strategy
· To make recommendations on how Tesco can keep customers satisfied and retain customers.
This study will use researched data and theory to make recommendations for improving Tesco’s service, complaints handling and customer loyalty. Based on the objectives, the study will answer the following research questions.
1. How can dissatisfaction in customer retail be identified?
2. What are key factors contributing to customers’ dissatisfaction at Tesco Supermarkets?
3. How do customers express dissatisfaction?
4. Is Omnichannel helpful in the task of preventing dissatisfaction?
5. Is Tesco’s Clubcard (loyalty programme) worth it?

These five research questions are essential because they collectively provide a structured and comprehensive framework for understanding the root causes, persistence, and organisational responses to customer dissatisfaction within Tesco’s Clubcard loyalty scheme. Each question addresses a different stage of the customer experience, from identifying what dissatisfaction looks like, to exploring why it arises, how long it endures, and what factors reinforce or reduce it. By examining both the customer perspective (expectations, frustrations, behavioural responses) and the organisational perspective (service recovery, technological improvements, communication strategies), the questions ensure the study captures the full complexity of loyalty programme performance. Together, they guide the research toward identifying not only the symptoms of dissatisfaction but also the underlying mechanisms explained in theories such as Expectation Disconfirmation Theory and organisational justice. This alignment is crucial, as it allows the dissertation to move beyond description toward critical evaluation and evidence-based recommendations. Ultimately, these five questions anchor the entire investigation, ensuring that the methodology, data analysis, and conclusions remain focused, coherent, and academically robust.













[bookmark: _Toc214539970]Literature Review 
This literature review offers an extensive analysis of consumer satisfaction and dissatisfaction emphasising their significance within the supermarket industry and Tesco's operational framework. It first explores established theories of satisfaction and dissatisfaction, including expectation disconfirmation theory and service quality models such as SERVQUAL, which conceptualises service quality as the gap between customer expectations and perceptions across five dimensions: tangibles, reliability, responsiveness, assurance, and empathy (Parasuraman, Zeithaml and Berry, 1988). While SERVQUAL has become a widely applied tool in service research, it has also been criticised for being too generic and not fully adaptable to sector-specific contexts such as supermarkets, where operational and psychological factors interact in complex ways (Buttle, 1996). The dimensions and definitions defining SERVQUAL service quality are displayed in Image 1 and Image 2, which are in Appendix A. According to (Ayyamperumal and SenthilArasu, 2015), the SERVQUAL model has been widely applied in retail settings to evaluate the service quality dimensions.
The review then looks at psychological factors that contribute to increased discontent, including loss aversion, negativity bias, cognitive dissonance, and beliefs of justice. Furthermore, the omnichannel retail environment where consumer experiences extend beyond in store encounters to include online platforms, delivery services, and digital complaint systems places these behavioural and psychological insights. The study illustrates how unhappiness appears in real-world situations by integrating Tesco-specific data, such as customer complaints, market share trends, and recent service failures. The section also examines the ways in which service recovery tactics, such as digital complaint management, openness, and apology, might lessen discontent and rebuild confidence. 







[bookmark: _Toc214539971]Tesco’s Clubcard and Comparative Loyalty Programmes
One of the earliest data-driven loyalty programs in the UK, Tesco's Clubcard was introduced in 1995 and is still a key component of their customer engagement strategy (Tesco PLC, 2025). Customers receive points for their purchases, which can then be used for partner incentives or vouchers. In addition to transactional advantages, Tesco can gather a lot of behavioural data with the Clubcard, which enables customised pricing and promotions through member-only Clubcard Prices discounts. The scheme has more than 20 million active customers as of 2025 (Tesco PLC, 2025). However, even if the Clubcard improves data insights and client retention, it can also lead to dissatisfaction. (BBC News, 2025), suggested technical issues within the Clubcard app, expired vouchers, and inconsistent discounts have been cited as causes of frustration and dissatisfaction. Moreover, perceived inequality between Clubcard and non-Clubcard customers particularly in pricing has generated complaints about fairness and transparency (The Guardian, 2024) stated. This aligns with Justice Theory (Colquitt, 2001), where perceived distributive and procedural unfairness negatively affect satisfaction to create dissatisfaction. 
Other large supermarkets in the UK have created comparable loyalty programs. The goal of Sainsbury's Nectar program is to increase cross-platform value through multi-brand agreements, such as those with eBay and Argos (Sainsbury's PLC, 2025). Asda’s Rewards app offers instant cashback on purchases, marketed as a more tangible benefit than Tesco’s point-based system (Asda PLC, 2025). Research by (Mintel, 2024) found that while Tesco’s Clubcard is the most established as it is a widely used loyalty programme, Asda’s scheme scored higher for perceived transparency and fairness, and Sainsbury’s led in cross-brand convenience.








Recent consumer studies reinforce this pattern. However 73% of Tesco customers expressed satisfaction with Clubcard, citing savings and convenience, according to a 2024 YouGov survey. However, 18% of respondents expressed dissatisfaction, primarily because of technical issues or unclear point redemption instructions (YouGov, 2024). A (Which?, 2025) review praised Tesco’s digital integration but criticised the lack of immediate value compared to Asda’s instant reward model. These insights suggest that while loyalty schemes enhance retention, dissatisfaction persists when technical and procedural barriers limit perceived fairness or usability.
The findings help to improve our understanding of how loyalty programs like Clubcard might boost or reduce satisfaction based on customer perceptions and usability. They emphasise that the success of such schemes is not just determined by the cash rewards provided, but also by how quickly customers can access, comprehend, and redeem those benefits. Loyalty programmes that are viewed as transparent, fair, and user-friendly can dramatically improve consumer relationships and trust. However, when clients experience confusion, technological difficulties, or feel inferior to others, the same program can become a huge source of unhappiness.

[bookmark: _Toc214539972]Identifying and Expressing Customer Dissatisfaction in Retail
Tesco uses a variety of feedback methods, including as customer satisfaction surveys, Net Promoter Score (NPS) monitoring, sentiment analysis on social media, and customer service statistics, to identify dissatisfaction. According to (Tesco PLC, 2024), over 1.5 million customer interactions are reviewed monthly to identify service pain points across digital and in-store experiences. Research by (Johnston and Kong, 2011), complaint data is a useful diagnostic tool that can identify emotional causes for dissatisfaction in addition to service inadequacies.  (Feehan and Simon, 2022), found that customers typically express dissatisfaction through formal channels such as instore feedback forms, email complaints, and call centre reports, as well as informal methods, including social media posts and review platforms. To find reoccurring complaint topics, Tesco's online reputation management staff keeps an eye on digital comments. According to studies, dissatisfied consumers are far more likely to spread unfavourable information online, which can worsen the influence on a company's reputation (Zeelenberg and Pieters, 2004; Hennig-Thurau, Gwinner, and Gremler, 2004).



[bookmark: _Toc214539973]Omnichannel
To create a single, smooth, and consistent brand experience, omnichannel marketing combines all customer interaction points, such as physical stores, internet, and applications. Customers can start an online purchase and finish it in-store or contact support and have the agent view the entire conversation history without losing context when switching between channels. By making interactions simple and tailored for each platform, the aim is to increase consumer satisfaction and loyalty.
Omnichannel retail has been widely praised for its ability to improve customer satisfaction and loyalty by offering a seamless shopping experience across multiple touchpoints. Studies by (Lazaris et al, 2021) shows that increased omnichannel integration positively influences both satisfaction and loyalty intentions as customers perceive online and offline channels as complementary when they are well aligned. However, other studies highlight the challenges of omnichannel implementation. (Radomska et al, 2025) argue that operational inefficiency, channel misalignment, and organisational barriers can undermine customer experiences, with obstacles such as stockouts or inconsistent service delivery leading to dissatisfaction. This contrast suggests that while omnichannel retail can strengthen competitiveness, it also introduces complexities that retailers like Tesco must carefully manage to satisfy rather than dissatisfy new and old customers.











[bookmark: _Toc214539974]Customer satisfaction v dissatisfaction
Dissatisfaction is a bad emotion that happens when an individual's expectations are not met by their actual experience. It is essentially the feeling that something is unworthy, lacking, or falls short of the expectations of the individual. This emotional reaction frequently results in decreased trust, reduced participation, and a reevaluation of whether the product, service, or situation is worth continuing. According to (Pascual-Nebreda, 2022), dissatisfaction arises when the outcome of an experience fails to align with what the individual expected.
Building on this broad understanding of dissatisfaction at the individual level, it is critical to explore how these feelings play out in consumer situations, notably in terms of customer satisfaction and service performance.
Customer satisfaction is widely defined as the consumer’s evaluation of whether a service or product meets or exceeds expectations. As stated by (Kotler & Keller, 2006) “a person’s feeling of pleasure or disappointment resulting from comparing a product’s performance (outcome) in relation to his or her expectations.” Customer dissatisfaction arises when perceived service performance falls short of customer expectations, creating a negative disconfirmation that leads to frustration or disengagement (Oliver, 1997; Zeelenberg and Pieters, 2004). In the retail context, models like SERVQUAL (Parasuraman et al., 1985) have been applied to measure service quality through dimensions such as reliability, responsiveness, and assurance. 
Understanding customer dissatisfaction is critical in retail, as multiple operational and psychological factors influence customer perceptions. Image 3 in Appendix B illustrates six common causes of customer dissatisfaction, while Image 4 in Appendix B presents key strategies to minimize these issues (Best practices, 2021).







[bookmark: _Toc214539975]Dimensions of customer dissatisfaction
Customer dissatisfaction is a multidimensional phenomenon that cannot be explained by service failures alone. While operational issues such as delays, errors, and stock shortages/issues are visible triggers, dissatisfaction is also shaped by deeper psychological and emotional processes. These dimensions ranging from expectation gaps and service reliability to perceptions of fairness and emotional loss interact to create experiences that customers perceive as unsatisfactory that create dissatisfaction. For a retailer like Tesco, identifying and addressing these dimensions is essential to managing customer expectations and preventing long-term disengagement.
Expectation vs Performance Gaps, Expectation disconfirmation theory (Oliver, 1980), in which consumers assess whether service performance meets or exceeds expectations, is frequently the source of dissatisfaction. This can happen at stores like Tesco due to misrepresented/mislead promotions, out-of-stock merchandise and or delivery replacements. When consumers depend on regularity, even little mistakes, like a delayed delivery or an unavailable product, can result in extreme dissatisfaction. The foundation of customer trust is reliability, a crucial SERVQUAL factor. Errors that occur frequently and repeatedly, such improper orders, increase customer unhappiness in supermarkets (Parasuraman, Zeithaml & Berry, 1988). Due to basket issues, inaccurate substitutions, and delayed delivery that interfere with convenience, Tesco has come under fire for online shopping.
Complaint handling, customer dissatisfaction intensifies when complaints are handled slowly or ineffectively. Timely communication, transparency, and empathy are expected (Zeithaml, Bitner & Gremler, 2018).
Social influence and customer behaviour, dissatisfied customers often engage in word-of-mouth communication and express their dissatisfaction of experiences online, both offline and online. Research suggests that negative reviews are perceived as more credible than positive ones, amplifying their impact. Social validation word of mouth from a friend, family or associate further reinforces dissatisfaction, as customers observing others’ complaints, such as Tesco’s online basket glitches or Clubcard app issues, become more likely to express their own dissatisfaction (Irish News, 2024). This creates a cycle where dissatisfaction spreads beyond individual experiences to affect broader perceptions of Tesco’s brand.


[bookmark: _Toc214539976]Omnichannel Retail Context
The growth of omnichannel retail has transformed supermarkets, requiring integration of physical stores, online platforms, and delivery services. Tesco has built the UK’s largest grocery network with over 4,300 stores (Statista, 2025) and a strong online presence. However, omnichannel failures can magnify dissatisfaction. Examples include Tesco’s 2024-2025 online glitches, where items disappeared from baskets and deliveries were disrupted due to technical faults (BBC, 2025). Comparisons with Aldi and Lidl highlight that while Tesco offers convenience and choice, discounters attract customers by avoiding complex omnichannel risks. Similarly, Amazon Fresh and Ocado emphasize seamless online shopping, challenging Tesco’s position.
[bookmark: _Toc214539977]Service Recovery and Complaint Handling
Service recovery is a critical determinant of customer loyalty after service failures. Research shows that apologies, compensation, and transparency can mitigate dissatisfaction (Tax et al., 1998). Tesco’s handling of complaints, however, has faced criticism, particularly when communication during technical failures was delayed or unclear (BBC, 2025). Digital complaint management is increasingly important, as customers turn to social media to voice dissatisfaction. Effective and timely responses can restore trust, but inconsistency in this area remains a challenge for Tesco.











[bookmark: _Toc214539978]Research Gaps
Despite extensive research on satisfaction and dissatisfaction, there is limited work specifically addressing Tesco within the omnichannel context. Existing studies often focus on general retail rather than supermarket operations. Few studies integrate psychological theories with the unique challenges of grocery omnichannel retailing, such as stock management and last-mile delivery. There is also little research on how repeated minor failures, such as online glitches or substitutions, compare to major service failures in shaping long-term customer perceptions. This research seeks to address these gaps by examining Tesco’s customer dissatisfaction through both psychological and operational lenses.
Though little study explicitly examines how loyalty programs like Tesco's Clubcard promote or reduce discontentment, the literature generally offers important insights into customer dissatisfaction in retail. Although Clubcard is a key component of Tesco's customer retention strategy, little is known about how reward systems and data driven customisation affect how customers feel about unfairness or poor service. In loyalty ecosystems, existing research typically focusses on satisfaction outcomes rather than dissatisfaction sources. Additionally, no study has been done comparing Tesco's Clubcard to other programs like those offered by Sainsbury's and Asda in terms of how well they work to gain back customers' trust after poor customer service. Identifying and closing this gap is essential to determining if loyalty programs increase resistance to discontent or unintentionally increase annoyance when expectations are not fulfilled.
[bookmark: _Toc214539979]Conclusion
The literature highlights that customer dissatisfaction is shaped by both psychological factors and operational failures. Negative experiences carry disproportionate weight and are amplified by social influence, particularly in the digital age. Tesco’s omnichannel model provides convenience but also exposes it to multiple points of failure. While service recovery strategies exist, their inconsistent application contributes to ongoing dissatisfaction. By identifying gaps in existing research, this dissertation will contribute insights into how Tesco can improve its omnichannel operations and complaint handling to reduce dissatisfaction and maintain customer trust.



[bookmark: _Toc214539980]Research Methodology
Research methodology outlines the processes used to investigate customer dissatisfaction in Tesco and Tesco’s Clubcard system. This section details how data is collected, interpreted, and analysed to answer the research questions. A combination of qualitative and quantitative approaches is used to ensure the findings are measurable, highly detailed and contextually informative. Additionally, the use of secondary data is justified in this section using the reliability and credibility of research as the foundations. Secondary data has been selected for this study due to time limitations, which restrict the researcher’s ability to gather an adequate volume of primary data within the available timeframe. Secondary data is less expensive and time-consuming than primary data, it has many advantages. (Saunders, Lewis & Thornhill, 2019), noted that secondary data “allow the researcher to collect and analyse a larger amount of data not so reliant on the use of resources, making this type of data more cost effective and time efficient”.
Primary Data
Primary data refers to information collected directly by the researcher for a specific research project, allowing the design of tailored methods that align closely with the study’s objectives stated by (Kumar, 2024). This may include going out into public to conduct surveys, interviews, experiments, or direct observations. Depending on the scope of the research, it may take additional time to collect data, as the researcher may need to visit multiple sites to gather sufficient and representative information. Gathering data first hand can be costly for instance surveys might need to be created and printed in a large quantity, traveling even taking time out of work depending on the researcher’s employment status will add to the cost. Aswell as it being costly its time consuming too again depending on the researcher’s employment status traveling to and from locations, creating surveys and interacting with the sources of data they are going to collect from will rapidly consume time.
Secondary Data
Secondary data on the other hand, involves using information already collected by others for different purposes, but can be relative to a researcher in terms of researching information this also helps make for more credible research as information around specific topics has already been researched and farmed. Secondary data requires collecting data from company reports, academic studies, news articles, social media feedback, and customer review platforms.  As stated by (Boslaugh, 2007) secondary data refers to information that has been collected by someone else for a different purpose but can be re-analysed or re-used for new research questions. 
Qualitative Data
Qualitative data is used to explore meanings, attitudes, and perceptions. “Qualitative data most often are in the form of words, interview or focus group transcripts, observational field notes, or excerpts from documents” (Newcomer, Hatry & Wholey, 2015). Using non-numerical techniques such as open ended surveys, interviews, or direct observations is the main goal of qualitative research. The product of this process is descriptive information expressed through words, observations, or themes that offer deep insight into client experiences. One of the key strengths of qualitative data is its ability to provide rich, detailed understanding of complex phenomena, such as customer satisfaction or dissatisfaction, that cannot be captured through numbers alone (Patton, 2015). It enables researchers to uncover motivations, perceptions, and emotional reactions, so understanding the why behind behaviours. Qualitative data, however, can be more subjective depending on the researcher's interpretation and is frequently time-consuming to gather and assess. When it comes to Tesco's Clubcard, qualitative data can provide valuable insights into why customers are dissatisfied, how they view reward programs, and what factors affect their engagement or loyalty. This nuanced information can be used to supplement quantitative measures such as satisfaction ratings or purchase frequency.
Quantitative Data
(Creswell, 2014), insists Information that can be quantified and expressed numerically is referred to as quantitative data. Usually, surveys, experiments, or secondary sources are used to gather this kind of data, which is then statistically analysed to find trends, patterns, or correlations. To test hypotheses and draw conclusions about a population from sample data, quantitative data is necessary. One of the main strengths of quantitative data is that it allows for objective measurement and comparison, making it easier to replicate studies and verify results. It also makes it possible for researchers to determine links between variables and measure how strong these connections are. Qualitative approaches are frequently used in conjunction with quantitative data because the latter may not be as good at capturing context, motivations, and subjective experiences. Quantitative data can provide quantifiable evidence to assist operational decisions and service enhancements in the retail research setting by revealing trends in consumer behaviour, such as the frequency of Clubcard use, satisfaction ratings, or patterns in past purchases.



Data Analysis 
Data analysis is the systematic process of examining, cleaning, transforming, and modelling data to discover useful information, draw conclusions, and support decision-making. It enables researchers to identify trends, test hypotheses, and interpret findings in a structured manner (Islam, 2020). The process includes various stages, including as data validation, coding, sorting, and interpretation, all of which contribute to the reliability and accuracy of the conclusions. Data analysis enables researchers to make evidence-based conclusions by breaking down raw data into relevant patterns.
Data analysis is especially significant in this study because it allows us to identify critical elements that influence customer satisfaction and discontent. Quantitative variables, such as purchase frequency, loyalty program usage, and complaint incidence, can be statistically summarised to identify patterns of behaviour. Meanwhile, qualitative data such as textual customer feedback, social media posts, or case studies can be categorised and evaluated for repeating themes, providing a more in-depth understanding of client views, motivation, and experiences. Together, these analytical approaches produce a holistic picture that emphasises both quantitative trends and the human dynamics that drive them.
Furthermore, data analysis is crucial for closing the gap between theory and practice. It enables researchers to evaluate current models, such as SERVQUAL or Expectation Disconfirmation Theory, in real-world retail settings and see whether theoretical predictions are consistent with actual customer behaviour. In this way, data analysis not only supports the research aims, but also increases the validity of the results drawn, allowing evidence-based recommendations to improve customer satisfaction and service quality in Tesco.







[bookmark: _Toc214539981]Results and Discussion
Tesco’s Clubcard Success and Background
(Cannon, 2003) stated that Tesco’s Clubcard is “almost legendary in the grocery world,” with a third of UK households using it. Customers have also expressed clear dissatisfaction with Tesco’s Clubcard changes, with some describing the reduced reward value as “an insult” while others said the cuts made them consider shopping elsewhere (Kollewe, 2023; Sensi, 2023). Since its launch in 1995, Tesco’s Clubcard has grown consistently, offering more discounts, personalised promotions, and a digital app that helps customers track points and redeem rewards. Tesco’s slogan, “Every Little Helps” (Tesco PLC, 2025), reflects the company’s core values of putting customers first, supporting communities, and considering environmental and societal responsibilities (Tesco PLC, 2025b). Maintaining this philosophy has helped Tesco stay at the forefront of the UK supermarket sector, with over 28% market share in 2025 (Reuters, 2025). See Appendix A, Image 1 for a visual breakdown of UK supermarket market share in mid-2025.
The Clubcard has multiple purposes: it incentivises shopping through points accumulation, drives loyalty with partner offers, and provides Tesco with detailed customer data to personalise promotions and optimise pricing. This combination of customer benefit and business insight is a hallmark of successful loyalty programmes. However, the success of the Clubcard does not mean that customers are always satisfied; dissatisfaction can arise when the programme does not meet expectations.
How the Problem Arises for Customers
Customer dissatisfaction primarily arises from expectation–performance gaps, a core concept in Expectation-Disconfirmation Theory (Oliver, 1997). Essentially, when customers believe they will gain specific benefits from the Clubcard, such as discounts, ease of use, or consistent points accumulation, and those expectations are not met, negative disconfirmation occurs, which leads to frustration and dissatisfaction.
Specific issues cited by customers include technical glitches in the Clubcard app, delayed updates of points, voucher expiry, and complicated redemption processes (BBC News, 2025). Refer to Appendix C, Image 4 for a summary of common causes of customer dissatisfaction. These challenges can make customers feel the system is unreliable or confusing. Research also shows that consumers expect loyalty schemes to be simple, transparent, and consistently rewarding (Nair, 2020). When these expectations are unmet, dissatisfaction rises.

Another contributing factor is perceived inequality between Clubcard and non-Clubcard customers. Some customers feel they are forced into the loyalty programme to access standard pricing, which creates a sense of unfairness (The Guardian, 2024). This aligns with distributive fairness theory, which suggests that satisfaction is influenced by perceived fairness of outcomes; when outcomes are perceived as unequal, negative emotions, including dissatisfaction, are amplified (Colquitt, 2001).
Additionally, customers often experience frustration when digital errors or inconsistent reward delivery prevent them from redeeming benefits as intended. For example, a delayed points update might mean a customer cannot use vouchers at checkout, reducing perceived value and contributing to dissatisfaction.
How the Problem Persists for Customers
Even after initial dissatisfaction occurs, problems often persist because minor failures accumulate over time. (Zeelenberg and Pieters, 2004) found that repeated small service failures, even if individually minor, can lead to long-term negative perceptions. For Tesco, app instability, delayed point allocations, and inconsistent Clubcard Prices create ongoing dissatisfaction that builds cumulatively.
Dissatisfaction is also amplified by the psychological effects of loyalty programmes. Loyalty schemes rely on personalised offers and digital tracking, which can raise privacy concerns or fears of unfair targeting (Which?, 2025). When customers feel their data is misused or perceive personalised pricing as discriminatory, distrust grows, making negative experiences more entrenched.
Social influence further reinforces dissatisfaction. Customers frequently share negative experiences online, on social media, and through word-of-mouth, which can amplify the perceived prevalence and severity of issues (Hennig-Thurau et al., 2004). Dissatisfied customers are more motivated to communicate their negative experiences than satisfied customers are to share positive ones, meaning minor glitches or inconsistencies can create larger reputational challenges for Tesco.
Combining Quantitative and Qualitative Insights
Understanding dissatisfaction requires combining quantitative and qualitative data. Quantitative data, such as survey scores, frequency of Clubcard usage, or complaints logged, provides measurable evidence of trends and patterns (Creswell, 2014). Qualitative data, such as customer reviews, social media posts, and interviews, offers insight into why customers are dissatisfied (Newcomer, Hatry & Wholey, 2015).
This study uses a mixed-methods approach to get a fuller picture: secondary quantitative sources, such as YouGov surveys, indicate that 18% of Clubcard users are dissatisfied, mainly due to technical issues or unclear redemption instructions (YouGov, 2024). Qualitative sources, including news reports and customer comments, provide context for these numbers, showing that frustrations often relate to app usability, perceived unfairness, or a sense of wasted time. Combining these methods is especially effective because quantitative data identifies patterns while qualitative insights reveal motivations and emotional responses, providing a deeper understanding of customer dissatisfaction (Oranga, 2025).
How Tesco Attempts to Address Dissatisfaction
Tesco has implemented several strategies to mitigate dissatisfaction. Digital improvements, Tesco make digital improvements by updating the Tesco Clubcard app tis helps in few different ways. Improving speed, improving the speed of the Tesco Clubcard app makes for an easier shopping experience as upon purchase it needs to be displayed and scanned which requires the customer to log into the app and access the QR code. Reliability the Tesco app needs to be reliable for customers as it’s the Tesco Clubcard prices that customers use the Clubcard for one of the apps many advantages. According to (Tesco PLC, 2024) updating the Clubcard improves voucher visibility, alongside integration at self-checkouts.
Tesco has taken several steps to reduce dissatisfaction through improved communication and transparency. Email notifications about voucher expiry, clearer terms and conditions, and regular app reminders help minimise customer confusion and ensure that users are kept informed about their rewards (Mintel, 2024). In addition, expanding Clubcard Prices across thousands of products enhances the perceived value of membership, making the scheme more attractive and encouraging continued engagement (Tesco PLC, 2025).
Tesco also attempts to address service failures through structured service recovery efforts. Staff are trained to offer goodwill gestures or reissue vouchers when errors occur, helping to restore trust and prevent dissatisfaction from escalating (Johnston & Kong, 2011). These actions aim to reinforce positive customer experiences even when issues arise, demonstrating Tesco’s commitment to maintaining service quality.
Despite these strategies, customer reviews indicate that implementation remains inconsistent. Some customers experience smooth interactions, while others continue to encounter delays, errors, or unclear communication (Which?, 2025). Research shows that consistency in service recovery is essential; irregular responses can reduce trust and undermine satisfaction improvements (Tax et al., 1998).

How Customers Use the Clubcard Loyalty Scheme
Tesco’s Clubcard is used by customers for several different purposes. One of the main functions is collecting points when shopping either in-store or online. Customers earn Clubcard points by scanning their card during purchases, with points awarded based on spending (MyVoucherCodes, n.d.). Customers earn points based on how much they spend, which encourages them to return to Tesco and stay engaged with the supermarket (Tesco PLC, 2025). Over time, these points build up and become a valuable reward for regular shoppers.
Another important feature is the ability to redeem vouchers. Once enough points are collected, they can be turned into vouchers that customers can use in-store, online, or with Tesco’s partner companies. These partners include restaurants, travel services, and entertainment brands, giving shoppers more ways to benefit from their points (Tesco PLC, 2025).
Customers also use their Clubcard to access Clubcard Prices. These are special discounts available only to Clubcard members on selected products. This feature gives customers an incentive to use their Clubcard regularly and choose Tesco over other supermarkets offering fewer exclusive savings (Tesco PLC, 2025).
Finally, the Clubcard app makes it easy for customers to manage their rewards. Through the app, customers can check their points, use their vouchers, and receive personalised offers based on their shopping habits. This digital option helps customers stay organised and ensures they can quickly access their rewards when needed (Tesco PLC, 2024).
According to a 2024 YouGov survey, 73% of Tesco shoppers use the Clubcard frequently, mainly due to price-based savings, while 18% reported dissatisfaction with the scheme (YouGov, 2024). Dissatisfaction was linked to issues such as unclear point redemption instructions, technical glitches, and perceived unfairness in voucher or pricing allocation.
By monitoring usage patterns, Tesco can understand customer preferences and behaviour, which supports operational planning and targeted marketing campaigns. For instance, analysing which products customers frequently purchase using Clubcard vouchers allows Tesco to adjust inventory and promotions, improving satisfaction for the majority.





Is the Clubcard an Incentive?
Loyalty programmes like the Clubcard act as behavioural and financial incentives because they encourage repeat purchases and long term engagement with the brand (Sharp & Dawes, 2001). Incentives work best when customers see them as fair, valuable, and easy to use (Dowling & Uncles, 1997). The Clubcard provides two main types of incentives. First, the immediate incentive comes from Clubcard Prices, which give instant discounts on everyday products, allowing customers to feel rewarded straight away at checkout. Second, the long-term incentive comes from collecting points over time, which encourages customers to return and keep spending as they work toward vouchers and rewards. Recent research also shows that strong incentives increase customer loyalty and make shoppers more likely to stay with a retailer in the long term (Esteves, 2021). However, incentives only remain effective when the user experience is smooth and predictable. Problems, such as expired vouchers, difficulty redeeming points, or unclear personalisation, can turn the incentive into a source of dissatisfaction (Henderson et al., 2011). For example, if a customer cannot redeem a voucher due to an app error, the Clubcard system fails to meet its intended motivational purpose, leading to frustration.
Furthermore, loyalty programmes like Clubcard leverage psychological principles. The anticipation of rewards creates engagement, while perceived unfairness or inequality in benefits can trigger negative emotional reactions. In line with Justice Theory (Colquitt, 2001), when customers perceive that rewards are inconsistently applied or less accessible than others, dissatisfaction rises even if the system works for most users.
Research also suggests that behavioural incentives are more effective when combined with digital tools, like the Clubcard app, because digital tracking, personalisation, and notifications enhance perceived convenience and value (Mintel, 2024). Tesco’s use of data allows them to deliver personalised promotions, which are intended to increase engagement. Yet, if personalisation is poorly executed, it can backfire. For example, irrelevant offers or price variations based on customer profiles may create a sense of unfairness or manipulation.






Purpose: Evaluating Satisfaction and Dissatisfaction
Evaluating satisfaction and dissatisfaction in relation to Tesco’s Clubcard is critical to understanding how well the programme meets customer expectations. Satisfaction measures whether the loyalty scheme delivers perceived value, convenience, and ease of use. Dissatisfaction highlights operational or emotional pain points, showing where Tesco can improve processes, communication, or reward structures.
One approach to measuring satisfaction is through SERVQUAL, which evaluates service quality across five dimensions: tangibles, reliability, responsiveness, assurance, and empathy (Parasuraman, Zeithaml & Berry, 1988). Refer to Appendix B, Image 2 for a visual representation of the SERVQUAL model.
· Tangibles: Physical or digital interfaces, such as the Clubcard app, vouchers, and in-store point displays. Poorly designed apps or unclear voucher presentation can reduce perceived quality.
· Reliability: Consistency in awarding points, updating balances, and delivering vouchers. App glitches, delayed point updates, or incorrect redemptions reduce reliability.
· Responsiveness: Tesco’s ability to respond quickly to customer complaints, technical issues, or voucher concerns. Slow or inconsistent responses can escalate dissatisfaction.
· Assurance: Customers’ confidence that Tesco will honour points, vouchers, and Clubcard Prices as promised. Failure to deliver expected benefits undermines trust.
· Empathy: Tesco’s efforts to understand individual customer needs, such as offering personalised promotions or resolving complaints with goodwill gestures. Lack of empathy reduces emotional satisfaction.
Using SERVQUAL as a guide, this research evaluates both quantitative indicators, like points redeemed or complaints logged, and qualitative feedback, such as customer reviews and social media posts. Together, these insights reveal not only how frequently dissatisfaction occurs but why it happens, allowing Tesco to address root causes effectively. See Appendix B, Image 3 for a conceptual model linking service quality factors to customer satisfaction outcomes


Linking Theory to Practice
The evaluation also draws on Expectation-Disconfirmation Theory (Oliver, 1997), which states that satisfaction arises when actual experiences meet or exceed expectations, while dissatisfaction occurs when expectations are unmet.
In Tesco’s Clubcard:
· Positive disconfirmation: When points are applied correctly, vouchers are redeemable, and app functionality is smooth, customers experience satisfaction, reinforcing loyalty.
· Negative disconfirmation: When vouchers expire unexpectedly, apps fail, or communication is unclear, customers feel dissatisfaction, even if the benefits are objectively valuable.
This framework helps explain why some customers continue to engage with Clubcard despite minor frustrations, while others disengage entirely. It also emphasises that perception matters as much as objective reality; even small errors can disproportionately affect satisfaction if expectations are high.
Why Mixed-Method Analysis is Important
This study combines secondary, qualitative, and quantitative methods to provide a holistic understanding of Clubcard satisfaction and dissatisfaction. Secondary data, such as Tesco’s annual reports and industry surveys, provide credible, broad insights into customer trends over time (Boslaugh, 2007). Quantitative data, such as survey results and usage statistics, shows measurable patterns, such as frequency of Clubcard usage or the proportion of dissatisfied users (YouGov, 2024). Qualitative data, such as social media comments and reviews, reveals underlying attitudes, motivations, and frustrations, giving a deeper understanding of why dissatisfaction occurs (Newcomer, Hatry & Wholey, 2015).
Using both quantitative and qualitative methods together gives a clearer and more complete understanding of customer experience (Oranga, 2025). This combined approach helps show not only what is happening but also why it is happening. Quantitative results might reveal, for example, that 18% of Clubcard users feel dissatisfied. However, qualitative comments can explain the reasons behind this, such as confusion over expired vouchers or difficulties navigating the Clubcard app. When both types of data are used, Tesco can identify problems more accurately and make targeted improvements that relate directly to customers’ real experiences. This supports stronger and more practical recommendations based on both theory and evidence.
The evaluation also shows several important points about how customers engage with Tesco’s Clubcard. First, customer engagement is multidimensional because people use the Clubcard in-store, online, and through the app. Problems at any of these touchpoints can influence satisfaction. Second, operational consistency is extremely important. Technical issues or inconsistent reward delivery can lead to dissatisfaction more quickly than small, one-off errors. Third, customers’ perceptions of fairness play a major role. Even if the Clubcard offers good value, customers may still become dissatisfied if they feel the rules are unclear or unfair (Colquitt, 2001). Finally, qualitative insights help explain and deepen the meaning of quantitative patterns, making it easier to identify root causes of dissatisfaction and find solutions that improve the loyalty programme overall.
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Based on the research findings on Tesco’s Clubcard and customer dissatisfaction, several recommendations emerge to improve customer satisfaction, loyalty, and overall service quality:
Enhance Digital Platforms
The research highlighted technical glitches in the Clubcard app as a recurring cause of dissatisfaction. Tesco should invest in continuous app maintenance and updates, ensuring that points are correctly tracked, vouchers are clearly displayed, and redemption processes are smooth (Tesco PLC, 2024). Adding real-time notifications for voucher expiry or rewards earned can reduce customer confusion and frustration. Studies suggest that well-designed digital interfaces improve engagement and satisfaction, especially when rewards are visible and accessible (Mintel, 2024; Oranga, 2025).
Simplify Loyalty Communication
Clear communication is essential to reduce misunderstanding and frustration. Tesco should provide simplified instructions for using the Clubcard, redeeming vouchers, and accessing Clubcard Prices. This could include step-by-step guides, FAQs, or short tutorial videos within the app or online portal. Transparency in communication enhances trust and reduces perceived unfairness, aligning with Justice Theory principles (Colquitt, 2001).
Expand Customer Education and Support
Customer open days or workshops could be organised to educate shoppers about how Clubcard works, including points accumulation, redemption, and partner offers. Additionally, strengthening customer support channels—such as live chat, in-app support, or quicker email responses can improve responsiveness, one of SERVQUAL’s key dimensions (Parasuraman, Zeithaml & Berry, 1988). Effective support can reduce dissatisfaction when customers encounter errors or unclear processes.




Enhance Fairness and Perceived Value
Research shows that perceived inequality between Clubcard and non-Clubcard customers leads to dissatisfaction (The Guardian, 2024). Tesco could review pricing strategies to ensure that benefits are consistently applied and avoid complex rules that make rewards feel inaccessible. For example, introducing more instant rewards, similar to Asda’s cashback model, could enhance immediate value and reduce negative disconfirmation (Henderson et al., 2011; Sharp & Dawes, 2001).
Leverage Personalisation Carefully
Using Clubcard data for personalised promotions is a strong advantage but must be carefully implemented. Irrelevant or seemingly unfair personalised offers can create negative perceptions. Tesco should continue to invest in AI driven personalisation, while ensuring transparency and offering opt-out options for customers concerned about privacy or targeting (Which?, 2025).
Strengthen Omnichannel Integration
Given the complexity of Tesco’s omnichannel operations, ensuring consistent experiences across online, app, and in-store channels is critical. Synchronisation of inventory, pricing, and rewards across all platforms reduces dissatisfaction caused by mismatched information (Lazaris et al., 2021; Radomska et al., 2025). Tesco could invest in real-time system monitoring to detect and fix errors before customers encounter them.
Implement Proactive Service Recovery
Even with improvements, mistakes will occur. Tesco should adopt proactive recovery strategies, such as offering automatic compensation for app errors, delayed points, or misapplied vouchers. Research shows that quick, fair, and transparent service recovery can restore trust and reduce long-term dissatisfaction (Johnston & Kong, 2011; Tax et al., 1998). See Appendix C, Image 5 for key strategies to minimise customer dissatisfaction.
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This dissertation explored customer satisfaction and dissatisfaction within Tesco’s loyalty scheme, focusing on the Clubcard. Findings suggest that while the Clubcard is a highly successful loyalty programme, offering both immediate and long-term incentives, dissatisfaction arises from technical, procedural, and perceptual issues.
Key insights include:
· Customer expectations matter: Expectation–performance gaps, aligned with Expectation Disconfirmation Theory, explain why customers experience dissatisfaction even when benefits exist (Oliver, 1997).
· Technical glitches are critical: App errors, voucher expiry, and delayed point updates are recurrent sources of frustration that impact perceived reliability and convenience.
· Perceived fairness influences loyalty: Customers expect transparency and consistency. Inequitable or confusing rewards increase dissatisfaction, reflecting principles of Justice Theory (Colquitt, 2001).
· Omnichannel complexity can amplify dissatisfaction: While integrating online and in-store experiences provides convenience, failures across platforms reinforce negative perceptions.
· Mixed-method research is essential: Combining secondary, qualitative, and quantitative data provided a fuller understanding of satisfaction and dissatisfaction, revealing not just what occurs but why it occurs (Oranga, 2025; Newcomer, Hatry & Wholey, 2015).
The study confirms that Tesco’s Clubcard remains a powerful loyalty tool but requires continuous refinement and user-centric improvements to maintain satisfaction and prevent customer disengagement. The findings reinforce that loyalty programmes are not simply about rewards but also about fairness, clarity, accessibility, and emotional experience.
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While this dissertation provides valuable insights, several limitations must be acknowledged:
Time Constraints
Limited time prevented primary data collection from a wider range of stores. The researcher could not distribute and collect large volumes of surveys, limiting the breadth of first-hand qualitative and quantitative data. While secondary sources were extensive, direct customer interaction may have provided deeper insights into dissatisfaction triggers.
Geographical Scope
Due to logistical constraints, this study focused primarily on UK-based Tesco stores and online operations. Regional variations in customer experience or Clubcard implementation may exist but were not captured.
Reliance on Secondary Data
While secondary data is cost-effective and credible, it may not fully reflect real-time customer sentiment. For instance, social media reviews and news articles provide snapshots rather than ongoing trends. Additionally, secondary data may contain biases or inconsistencies depending on the source (Boslaugh, 2007).
Limited Focus on Other Supermarkets
Comparisons were made with Sainsbury’s and Asda loyalty programmes, but a more extensive cross-sector analysis could provide broader insights. Including international competitors or discounters like Aldi and Lidl may offer further context on customer expectations and loyalty strategies.
Methodological Constraints
Sample sizes in cited surveys were limited, and some quantitative data lacked granularity on demographics or usage patterns. This reduces the ability to segment satisfaction and dissatisfaction by customer type (e.g., age, income, frequency of shopping).
Changing Customer Behaviours
The retail environment is rapidly evolving, particularly with online grocery shopping and omnichannel integration. Findings may be time-sensitive, and ongoing changes in digital platforms, competitor loyalty schemes, or customer preferences could affect the relevance of conclusions over time.


Future Research Directions
· Longitudinal Studies
Future research could track satisfaction and dissatisfaction over longer periods to see how loyalty programme changes influence customer behaviour and trust.
· Expanded Primary Research
Conducting interviews, focus groups, and surveys across multiple regions and customer demographics could offer a richer, more representative understanding of Clubcard satisfaction.
· Comparative Omnichannel Analysis
A study comparing multiple supermarket loyalty programmes in terms of omnichannel integration, transparency, and service recovery could identify best practices that Tesco could adopt.
· Psychological and Behavioural Insights
Further investigation into consumer psychology, including perceived fairness, reward anticipation, and loyalty motivations, would deepen understanding of how loyalty programmes influence long-term behaviour.
· Technological Innovations
Future studies could explore how AI, gamification, and personalisation improvements can enhance loyalty engagement while minimizing dissatisfaction.











Final Reflections
In conclusion, this dissertation demonstrates that customer satisfaction and dissatisfaction are multifaceted, influenced by operational efficiency, emotional response, and perceived fairness. Tesco’s Clubcard is a successful loyalty tool, yet issues such as app glitches, unclear communication, and perceived inequities continue to generate dissatisfaction.
By addressing these issues through improved digital infrastructure, transparent communication, targeted service recovery, and careful personalisation, Tesco can strengthen customer trust, retention, and overall satisfaction. The study also highlights the importance of mixed-method research to capture the full picture of customer experiences, combining numerical patterns with the qualitative "why" behind behaviours.
Ultimately, Tesco’s ability to balance incentives, fairness, and operational efficiency will determine whether the Clubcard continues to succeed in retaining loyal customers while reducing dissatisfaction in a rapidly evolving omnichannel retail environment.
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Appendix A:
Sources:
Image 1








Description: Image 1 shows the market share breakdown among top UK grocery stores in mid-2025. Tesco has the highest share, with 28.3%, followed by Sainsbury's (15.1%), Asda (11.8%), Aldi (10.9%), and Lidl (8.1%). The graphic depicts Tesco's market dominance with the rival presence of traditional supermarkets and bargain stores.

Appendix B: 
Source: (Parasuraman, Zeithaml & Berry, 1988)
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Source: (Ayyamperumal and SenthilArasu, 2015)
Image 3
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Description: Image 2 illustrates the SERVQUAL model, which identifies key dimensions of service quality, including tangibles, reliability, responsiveness, assurance, and empathy. It visually represents how customer perceptions and expectations are measured to evaluate service performance, providing a framework widely used in service quality research. Image 3 shows a conceptual model that links service quality characteristics to customer satisfaction outcomes. It highlights the links between service quality factors, perceived value, and overall satisfaction, highlighting how improvements in service qualities can have a direct impact on customer loyalty and corporate performance.











Apendix C
Source: (Best practices, 2021)
Image [image: Customer dissatisfaction: A guide to handling unhappy customers]4














Source: (Best practices, 2021)
Image 5
[image: Customer dissatisfaction: A guide to handling unhappy customers]











Description: Understanding customer dissatisfaction is important in retail, as multiple operational and psychological factors influence customer perceptions. Image 4 in Appendix B illustrates six common causes of customer dissatisfaction, while Image 5 in Appendix B presents key strategies to minimize these issues (Best practices, 2021
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