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Abstract

Using Tesco PLC as a case study, this study investigates how personalised marketing affects consumer satisfaction and brand loyalty in the UK retail industry. It addresses the privacy-trust conundrum in data-driven marketing while concentrating on how tools like the Clubcard and digital recommendations affect consumer engagement.
Using an online survey of 50 Tesco customers, the study gathered primary data using a quantitative deductive methodology and positivist philosophy. Regression and descriptive statistics were used to analyse the data. 
With generally high average scores across these dimensions, the results demonstrate that personalised marketing is widely experienced (76 % of respondents) and has a positive impact on customer satisfaction and loyalty. However, trust had the lowest mean (3. 64), suggesting that worries about data privacy are still present. 
According to the study's findings, trust is still a big problem even though personalised marketing greatly enhances customer outcomes. Additionally, it supports the Expectation-Disconfirmation Theory in the context of retail personalisation. Enhancing transparency, sustaining long-term engagement and improving algorithms are among the recommendations. To increase generalisability, future studies should use mixed methods and larger sample sizes. 
Keywords: Tesco data privacy, trust personalised marketing, customer satisfaction, brand loyalty and quantitative research.
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[bookmark: _Toc227240116]Chapter 1: Introduction

[bookmark: _Toc227240117]1.1 Introduction 
This chapter introduces the research focus on personalised marketing within the retail sector, highlighting its growing importance in the digital era. It outlines the background, problem, aims, and objectives of the study, along with its significance and rationale. The chapter also presents the overall structure of the dissertation.

[bookmark: _Toc227240118]1.2 Background of the Study
Digital technology emerges as a foundational component for every industry, and the retail sector in particular faces a range of transformations and challenges as a result of technology integration. Different factors associated with digital technology reshape and redesign a range of retail elements, including changes in customer behaviour and purchasing power, followed by the rise of omnichannel and e-commerce, as well as hyper-personalisation. These changes accelerate further after the pandemic (McKinsey 2025).
Another report highlights that the integration of data analytics and emerging digital technology moves beyond traditional marketing approaches that use a unified targeting strategy and instead focuses on the development of individualised and tailored marketing programs. These programs consider the preferences and choices of every customer, resulting in personalised initiatives.
This research focuses on the case study of Tesco, which is the largest retail chain in the UK and operates globally with a diverse portfolio of offerings ranging from groceries to household products (Tesco 2025). The study evaluates a range of personalised marketing strategies, such as Tesco’s reward programs like the Tesco Clubcard, in order to understand their implications for customer satisfaction as well as brand loyalty.

[bookmark: _Toc227240119]1.3 Problem Statement
In the study undertaken by Tyrväinen et al. (2020), it is highlighted that existing literature briefly addresses the relevance of creating an omnichannel customer journey and its value for customers in driving satisfaction alongside a positive link with firm performance. However, there is a lack of comprehensive coverage of personalised marketing.
Tyrväinen et al. (2020) also highlight the absence of adequate empirical evidence regarding returns on investment associated with personalised marketing. Rane et al. (2023) further add that a proper understanding of different personalised marketing approaches within customer management, through navigating extensive datasets and trends, is integral to the success of marketing programs. Hence, the absence of empirical evidence reduces the ability of retail marketers to effectively integrate personalised marketing or maintain it as a key component in their campaigns.

[bookmark: _Toc227240120]1.4 Research Aim
The aim of this study is to evaluate the implications of personalised marketing on customer satisfaction and brand loyalty within the retail sector, particularly focusing on the case study of Tesco PLC.

[bookmark: _Toc227240121]1.5 Research Objectives
The key objectives associated with this research are:
RO1. To analyse the existing trends and practices in personalised marketing used by retail brands such as Tesco Plc.
RO2. To evaluate customer perceptions regarding Tesco’s personalised marketing in terms of engagement, satisfaction, and perceived relevance.
RO3. To analyse the implications of personalised marketing in fostering brand loyalty among Tesco customers.

[bookmark: _Toc227240122]1.6 Research Questions
The research addresses the following questions:
RQ1. What are the existing trends and practices in personalised marketing used by retail brands such as Tesco Plc?
RQ2. What are customer perceptions regarding Tesco’s personalised marketing in terms of engagement, satisfaction, and perceived relevance?
RQ3. What are the implications of personalised marketing in fostering brand loyalty among Tesco customers?

[bookmark: _Toc227240123]1.7 Significance of the Study
Considering the studies of Ifekanandu et al. (2023) and Onibokun et al. (2023), it is evident that personalisation of marketing through the evaluation of customer data is essential, particularly for targeting customer preferences and choices. This increases its relevance in the present retail environment for brands such as Tesco.
In this context, the study plays a key role in improving the foundational knowledge of retail managers and marketing strategists regarding different personalisation strategies, enhancing their ability to make informed decisions. The study also contributes by highlighting Tesco’s personalised marketing strategies, improving practical understanding of how to maximise customer satisfaction and strengthen brand loyalty. From an academic perspective, the study serves as a guide for future researchers focusing on customer-centric marketing in the retail sector.

[bookmark: _Toc227240124]1.8 Purpose of the Study
The main purpose of this study is to investigate and clarify the relevance of personalised marketing by outlining its role in customer satisfaction and examining how it drives brand loyalty. The use of Tesco as a reference point provides empirical evidence regarding performance outcomes from personalised marketing.

[bookmark: _Toc227240125]1.9 Rationale
The rationale for undertaking this study is to address the gap in existing literature that lacks empirical evidence on personalised marketing and its effectiveness, as well as the limited case study focus on major organisations such as Tesco. It also reflects the practical relevance of the study, as marketing strategists gain additional insights from Tesco, which operates across multiple markets and serves a diverse customer base.

[bookmark: _Toc227240126]1.10 Structure of Dissertation
The dissertation begins with this introductory chapter, which highlights the aims, objectives, and key issues addressed in the study. It is followed by a review of existing literature covering the main concepts and variables related to the research. The next chapter presents the research methodology and the rationale behind the chosen methods. This is followed by the presentation of research findings in the fourth chapter and the discussion of outcomes in the final chapter.

[bookmark: _Toc227240127]1.11 Summary
Overall, this chapter establishes the foundation of the study by outlining the research background, problem, and objectives related to personalised marketing in the retail sector. It emphasises the importance of examining customer satisfaction and brand loyalty through the case of Tesco. The chapter also provides a clear structure for the dissertation, guiding the progression of the research.
[bookmark: _Toc227240128]Chapter 2: Literature Review

[bookmark: _Toc227240129]2.1 Introduction
This chapter reviews the existing literature related to personalised marketing, customer satisfaction, and brand loyalty within the retail sector. It presents key conceptual definitions, relevant theoretical frameworks, and empirical findings from previous studies. The chapter establishes a strong foundation for understanding the relationships between the main variables of the study.

[bookmark: _Toc227240130]2.2 Conceptual Definitions
The primary construct in this study is customer satisfaction, which is defined by Hasfar et al. (2020) as the quality of service delivered to customers in order to meet their needs and expectations from the brand. Another study by Ratnasari et al. (2020) defines customer satisfaction as the outcome of the overall customer journey, including both the purchase and the utilisation of offerings.
Another key construct is brand loyalty, which is defined by Górska-Warsewicz and Kulykovets (2020) as positively directed emotions and behavioural responses toward a brand that drive customers to repurchase products or remain loyal across different offerings. It is further defined by Bernarto et al. (2020) as the extent of closeness felt by customers toward specific brands.
The independent construct in this study is personalised marketing, which is defined as the use of marketing and communication strategies where companies interact with consumers using customer data, insights, and market trends to effectively address customer demands (Strycharz and Duivenvoorde 2021).

[bookmark: _Toc227240131]2.3 Theoretical Literature
One of the key theories relevant to this study is the Expectation-Disconfirmation Theory, which is considered a foundational framework for understanding customer satisfaction. Hien et al. (2024) describe this theory as a model within consumer behaviour that involves five key constructs: expectations, performance, confirmation, satisfaction, and repurchase intentions. The theory suggests that the perceived performance of a product or service, in comparison with customer expectations, determines the level of satisfaction experienced by the customer.

[bookmark: _Toc227240132]2.4 Empirical Literature
Impact of Personalised Marketing on Customer Satisfaction
A number of studies highlight the positive impact of personalised marketing on customer satisfaction. Ballı (2024) and Onibokun et al. (2023) find that personalisation strategies, such as product and service customisation, significantly enhance customer satisfaction. These studies indicate that personalised experiences make customers feel valued, strengthening emotional connections with the brand and increasing engagement as well as the likelihood of repeat purchases. Similarly, Maghembe and Magasi (2024) emphasise that personalised marketing contributes to perceived customer value, which serves as a key driver of satisfaction and long-term relationships. Additional evidence from Rane et al. (2023) shows that data-driven personalisation improves the relevance of marketing communication, thereby enhancing customer experience and satisfaction levels.
However, existing literature also identifies several negative implications of personalised marketing. Khattak and Mehadhi (2024) highlight that privacy concerns significantly reduce the effectiveness of personalised marketing, particularly when customers lack awareness or understanding of data usage policies. This can lead to distrust and reluctance to engage with personalised offers. Furthermore, Tyrväinen et al. (2020) indicate that excessive personalisation may create perceptions of intrusion, negatively affecting customer experience. Similarly, Ifekanandu et al. (2023) argue that poor implementation of personalisation strategies, such as irrelevant recommendations or over-targeting, results in customer dissatisfaction and reduced brand trust.
Impact of Personalised Marketing on Brand Loyalty
A significant body of literature highlights the positive impact of personalised marketing on brand loyalty. Ahmed et al. (2025) emphasise that personalised marketing strengthens brand loyalty by aligning marketing strategies with customers’ preferences and interests, thereby increasing perceived relevance and encouraging repeat purchases. Similarly, Song (2024) identifies that personalised experience marketing, particularly among Gen Z consumers, creates immersive interactions that enhance emotional attachment and long-term loyalty. Supporting this, Rane et al. (2023) argue that data-driven personalisation fosters trust and satisfaction, both of which are key drivers of loyalty. Furthermore, Ifekanandu et al. (2023) highlight that effective personalisation enhances customer retention by delivering consistent value, strengthening long-term brand commitment.
However, literature also presents several negative implications. Nishio and Hoshino (2024) explain that although personalised campaigns may increase loyalty in the short term, their effects are often temporary due to “effort balancing,” where engagement declines after incentives such as discounts are withdrawn. Additionally, Khattak and Mehadhi (2024) highlight that privacy concerns and over-personalisation negatively affect trust, which is essential for loyalty. Similarly, Tyrväinen et al. (2020) suggest that intrusive or poorly executed personalisation leads to disengagement and weakens customer-brand relationships.

[bookmark: _Toc227240133]2.5 Summary
This chapter critically reviews the conceptual, theoretical, and empirical literature related to personalised marketing, customer satisfaction, and brand loyalty. It highlights both the positive and negative implications of personalised marketing, demonstrating its complexity and importance in the retail sector. Overall, the chapter provides a strong theoretical and empirical foundation for the research, supporting the investigation conducted in the subsequent chapters.

















[bookmark: _Toc227240134]Chapter 3: Research Methods and Methodology

[bookmark: _Toc227240135]3.1 Introduction
This chapter outlines the methodological framework used to conduct the research. It explains the research philosophy, approach, methods, and strategy adopted in the study. Additionally, it describes the sampling techniques, data collection and analysis procedures, and ethical considerations guiding the research.

[bookmark: _Toc227240136]3.2 Research Philosophy
The study uses a positivist philosophy that focuses on evaluating the causal relationship between personalisation and elements of customer behaviour and brand loyalty. Positivism considers reality as objective and observable, although it may be interpreted differently by individuals, leading to knowledge creation. The reason for using positivism is that it allows the researcher to identify patterns in customer satisfaction and loyalty toward retail brands, driven by personalisation strategies in marketing (Park et al. 2020).
[bookmark: _Toc227240137]3.3 Research Approach
The study adopts a deductive approach, where the focus is on evaluating existing theories and conceptual knowledge to assess their credibility and relevance within the current business landscape, while also providing refinement based on collected data. One of the key benefits of the deductive approach is its alignment with positivist philosophy, as well as its effectiveness in analysing quantitative data used to measure the validity and reliability of existing theories.

[bookmark: _Toc227240138]3.4 Research Methods
To ensure reliable and credible conclusions, the study uses quantitative research methods, which involve the collection and analysis of numerical and statistical data. These methods enable the testing of hypotheses and the evaluation of relationships between multiple variables associated with the study (Song 2023). The use of quantitative methods allows the inclusion of a larger sample size, enhancing the generalisability of the findings and enabling the evaluation of theories across different contexts.

[bookmark: _Toc227240139]3.5 Research Strategy
The research strategy focuses on a survey-based design, where the relationship between independent and dependent variables is evaluated using numerical data collected through a structured questionnaire. This approach enables the collection of data from a larger sample, improving the generalisability and reliability of the findings (Park et al. 2020).

[bookmark: _Toc227240140]3.6 Sampling Methods
The study uses a probability sampling method with the aim of achieving generalisable results. Specifically, simple random sampling is applied to reduce bias, as participants are selected randomly from the overall population of Tesco customers. (Tesco 2025). The sample consists of 50 Tesco customers based in the UK.

[bookmark: _Toc227240141]3.7 Data Collection Methods
The study focuses on primary data collection, which involves gathering data in real time to obtain accurate and relevant insights. A structured survey is used as the main data collection method, consisting of 15 closed-ended questions. A Likert scale is applied to measure customer perceptions of personalised marketing, as it provides ease of response and facilitates quantitative analysis. (Song 2023). The survey is conducted online using digital forms.
[bookmark: _Toc227240142]3.8 Data Analysis
The study uses statistical techniques for data analysis. Descriptive statistics summarise demographic characteristics and shopping behaviour, along with measures of central tendency such as mean, median, and mode for key variables like customer satisfaction and brand loyalty. In addition, regression analysis is applied to evaluate the impact of personalised marketing on customer satisfaction. Ahmed et al. (2025)  The analysis is conducted using SPSS software to support accurate interpretation and prediction.

[bookmark: _Toc216800577][bookmark: _Toc227240143]3.9 Time Horizon
	Activity
	Week 1 - Week 2
	Week 3 - Week 4
	Week 5 - Week 7
	Week 8 - Week 9
	Week 10 - Week 11
	Week 11 - Week 12

	Developing the research topic
	
	
	
	
	
	

	Shaping the objectives and questions
	
	
	
	
	
	

	Framing the research proposal
	
	
	
	
	
	

	Carrying out the literature review 
	
	
	
	
	
	

	Choosing the sample and recruiting them for the study
	
	
	
	
	
	

	Undertaking the survey
	
	
	
	
	
	

	Interpreting and analysing the primary data
	
	
	
	
	
	

	Drawing conclusions
	
	
	
	
	
	

	Final draft
	
	
	
	
	
	




[bookmark: _Toc227240144]3.10 Ethical Considerations
Informed consent is a primary ethical consideration in this study. The researcher ensures that participants provide consent before taking part in the survey or allowing their responses to be used in the research. Consent is obtained through online forms, which include detailed information about the study and participants’ rights.
Another key ethical consideration is anonymity and confidentiality. The researcher avoids collecting identifiable information such as participant names and ensures that all personal data remains confidential. Furthermore, the data is stored securely in encrypted and password-protected systems to prevent unauthorised access or data breaches.

[bookmark: _Toc227240145]3.11 Summary
This chapter outlines the research methodology adopted in the study, including the philosophical stance, research approach, and data collection and analysis techniques. It justifies the use of a quantitative, survey-based design supported by a positivist and deductive framework. Overall, the methodological choices ensure reliability, validity, and ethical integrity in addressing the research objectives.
[bookmark: _Toc227240146]




Chapter 4: Data Analysis and Discussions
[bookmark: _Toc227240147]
4.1 Introduction
This chapter provides and examines primary data gathered on 50 Tesco customers in the United Kingdom using an online structured questionnaire. Three research objectives of the analysis include: (RO1) to examine the current practices of personalised marketing of Tesco; (RO2) to examine how the customers of Tesco perceive personalised marketing in terms of engagement, satisfaction, and perceived relevance and (RO3) to examine the implications of personalised marketing on brand loyalty in Tesco customers. The chapter opens with a demographic profile, then the Likert scale analysis (mainly with the help of charts), an argument on the findings correlated with the literature reviewed, implications, limitations, future research recommendations, and the conclusion.

[bookmark: _Toc227240148]4.2 Analysis of Demographics
Three demographic variables were captured: age group, gender, and educational level. The pie charts below (Figures 1–3) present the distribution of the 50 respondents across each variable, followed by a descriptive analysis of each.
[image: ]
Figure 1: Age Group Distribution of Survey Respondents (n=50)
· Figure 1 shows the age distribution of the 50 participants. The greatest percentage of this sample was those aged between 26 and 35, constituting 36 percent and next in line were the 18 to 25 age group, which had 28%. These two cohorts present a dominance of young adults as they constitute 64% of the total number of respondents. This segment is one of the most important since consumers of younger ages are one of the most common targets of digital personalised marketing campaigns, and tend to be more active when brand communication is carried out via online channels (Song, 2024). Ages in the older age category were underrepresented, as only 4% of the sample were aged 56 and above.
[image: ]
Figure 2: Gender Distribution of Survey Respondents (n=50)
· Figure 2 shows the gender distribution of the survey participants (50). The female respondents formed the modicum majority of 52, and the male respondents were 44 in the sample. The non-binary respondents and those who did not want to specify their gender were 2% each. This study has a methodological strength where the female and male respondents were nearly equal in number, and thereby the chances of gender perception bias in findings on personalised marketing are minimised. It has been found that gender might be a factor affecting attitudes to targeted advertising and brand loyalty (Maghembe and Magasi, 2024).
[image: ]
Figure 3: Educational Level of Survey Respondents (n=50)
· In Figure 3, the educational attainment of the respondents is shown. Most of them had a Bachelor's degree (44%), then there were those with a Master's degree (24%), with a total of 68% of the sample. Another 16% had a Diploma or Certificate, and 10% have finished High School or lower. Only 4% had a Doctorate, and 2% were under the Other category. The educated profile applies to the study since the level of education is linked to increased awareness of data privacy, algorithmic targeting, and consumer rights - elements that may moderate the level of trust in personalised marketing, as the mean score of Q9 is lower (Khattak and Mehadhi, 2024).

[bookmark: _Toc227240149]4.3 Main Analysis
Ten Likert-type statements (Questions 4 to 13) were rated by the respondents based on their rating scale of 1 (Strongly Disagree) to 5 (Strongly Agree), with respect to personalised marketing, customer satisfaction and brand loyalty. 
Figure 4 shows the entire distribution of the responses to all ten questions in a stacked horizontal bar chart, and Figure 5 shows the average score of each question to provide a direct comparison.
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Figure 4: Stacked Bar Chart of Likert-Scale Responses for Questions 4–13 (n=50)
Figure 4: Provides a stacked horizontal bar chart of the distribution of all responses to all ten Likert-scale questions. Each question is a measure of a different aspect of personalised marketing: 

Question 4: Receive personalised ads - Measures exposure to personalised advertising (how often users feel ads are tailored to them).
· Pattern: Low disagreement, moderate neutrality, strong agreement. 
· Interpretation: Most customers recognise they are being targeted with personalised ads, but the noticeable neutrality suggests some either don’t notice or are unsure. 
· Implication: Personalisation is visible but not universally salient. 

Question 5: Messages are relevant - Measures message relevance (how well brand communications match user interests/needs).
· Pattern: Strong agreement dominates, with some neutrality and very little disagreement. 
· Interpretation: Customers generally feel messages align with their needs/interests. 
·   Implication: Personalisation is functionally effective, though neutrality shows that not all messaging consistently hits the mark.
Question 6: Offers make me feel valued - Measures perceived customer value/appreciation (emotional response to offers).
· Pattern: High agreement, low disagreement, moderate neutrality. 
·  Interpretation: A strong level of agreement here indicates customers emotionally respond positively - they feel recognised and appreciated. 
· Implication: Personalisation is not just functional but builds emotional connection, though neutrality suggests this isn’t universal.
Question 7: Satisfied w/ personalised brands - Measures customer satisfaction with personalised experiences.
· Pattern: Very high agreement, minimal disagreement. 
· Interpretation: Customers are clearly satisfied overall with personalised experiences. 
· Implication: Personalisation is successfully meeting expectations, a strong indicator of effectiveness.
Question 8: Promotions increase purchase intent - Measures purchase intention driven by promotions.
· Pattern: High agreement, some neutrality, very low disagreement. 
· Interpretation: Personalised promotions are effective at driving purchase intent. 
· Implication: Clear behavioural impact, though neutrality indicates some customers are not easily influenced by promotions. 
Question 9: Trust tailored-content brands - Measures trust in brands that personalise content.
· Pattern: Still more agreement than disagreement, but higher neutrality than other items. 
· Interpretation: While many customers trust personalised brands, the elevated neutrality suggests uncertainty or mixed feelings about trust. 
· Implication: Trust is less firmly established—customers may appreciate relevance but still have privacy concerns or scepticism.
Question 10: Improves overall experience - Measures perceived impact of personalisation on overall customer experience.
· Pattern: Strong agreement, low disagreement. 
· Interpretation: Customers broadly believe personalisation enhances their overall experience. 
·  Implication: Reinforces that personalisation delivers clear perceived value.
Question 11: Likely to repurchase - Measures repurchase intention (behavioural loyalty).
· Pattern: High agreement, moderate neutrality, minimal disagreement. 
· Interpretation: Many customers indicate intent to return, showing behavioural loyalty forming. 
·  Implication: Personalisation is influencing repeat purchase, though neutrality suggests some are undecided or situational buyers.
Question 12: Would recommend brand - Measures advocacy/word-of-mouth (often linked to Net Promoter Score).
· Pattern: Strong agreement, limited neutrality, very low disagreement. 
· Interpretation: Customers are willing to advocate for the brand, reflecting positive overall sentiment. 
· Implication: Personalisation contributes to word-of-mouth and brand promotion.
Question 13: Increases loyalty over time - Measures long-term customer loyalty driven by personalisation.
· Pattern: High agreement, some neutrality, minimal disagreement. 
· Interpretation: Customers believe personalisation builds long-term loyalty, not just short-term effects. 
· Implication: Indicates sustained strategic value, though neutrality shows loyalty gains may vary across segments.
Overall Interpretation of Response Balance
-Low disagreement across all items - Very little negative reaction to personalisation. It is rarely perceived as harmful or intrusive. 
-Moderate neutrality, especially in:
· Q4 (Receive personalised ads)
· Q6 (Offers make me feel valued)
· Q8 (Promotions increase purchase intent)
· Q9 (Trust tailored-content brands)
· Q11 (Likely to repurchase)
· Q13 (Increases loyalty over time)
- A consistent segment of customers is uncertain, indifferent, or inconsistently experiencing benefits. This suggests uneven execution or varying relevance. 
-Strong agreement (dominant across most questions) - Clear evidence that personalised marketing is effective in driving relevance, satisfaction, and behavioural outcomes.

Key Insight
Personalised marketing is broadly effective and positively received, especially in driving satisfaction, experience, and behavioural intentions. However:
· Trust in question 9 (Trust tailored-content brands) is a relatively weak point due to higher neutrality. 
· The neutral segment represents an opportunity—these customers are not opposed, but not fully convinced, meaning improvements in consistency, transparency, and targeting accuracy could convert them into strong supporters. 
The figure shows a consistently positive perception of personalised marketing, with strong agreement across most items and very low levels of disagreement, indicating that customers generally welcome rather than resist personalisation.
The strongest impacts are seen in:
· Satisfaction (Q7) and overall experience (Q10) - suggesting personalisation clearly enhances how customers feel about the brand. 
· Loyalty and behavioural outcomes (Q11–Q13) - indicating that these positive experiences translate into repeat purchase, advocacy, and long-term loyalty. 
At the same time, the presence of moderate neutrality across several items highlights that personalisation is not equally effective for all customers. This is most notable in:
· Trust (Q9) - where higher neutrality suggests uncertainty or mixed perceptions, potentially linked to privacy concerns or scepticism about how data is used. 
· Some functional areas (e.g., relevance and promotions) - where neutrality indicates inconsistent execution or varying individual preferences.

Overall, the figure shows a clearly positive perception of personalised marketing, with strong agreement dominating across most measures. Personalisation is particularly effective at enhancing customer satisfaction, emotional engagement, and long-term loyalty, which are critical drivers of business performance. However, the relatively higher neutrality in trust-related responses suggests some ambiguity or concern around data use and credibility.
In short, personalised marketing is working well and delivering value, but improving consistency and transparency would strengthen its impact even further.

[image: ]
Figure 5: Mean Scores per Question — Personalised Marketing Survey (n=50)
Figure 5: Shows the mean score of each of the ten survey items plotted on a 15-point Likert scale, which gives a brief summary of the central tendency of responses of all the measured dimensions. The grey reference line is dashed, showing the neutral midpoint (3.0) and the green one is dashed, showing the agree threshold (4.0). 
· The mean score on all ten questions, including personalised ad frequency:
(Q4) personalised ads, (Q5) message relevance, (Q6) perceived value, (Q7) satisfaction, (Q8) purchase intention, (Q9) trust, (Q10) customer experience, (Q11) repurchase likelihood, (Q12) recommendation behaviour and (Q13) long-term loyalty were above 3.6. 
The scores between 3.6 and 4.0, in real life, refer to moderate to strong agreement, which implies the relatively positive but not unanimous perceptions in all dimensions. The score range, being quite relatively small, less than 0.38 between the lowest (Q9: 3.64) and the highest point (Q7: 4.02), indicates that the answers are all rather consistent, and that the overall rating of most of the personalised marketing aspects does not vary greatly among customers. 
Q7, which concerns satisfaction with brands offering personalised communication, is the only item that crosses the agree threshold with a mean of 4.02, which is the most clear and unequivocal endorsement. This is in line with the literature that personalised communication is a direct way to increase customer satisfaction (Onibokun et al., 2023; Balli, 2024). 
Q9, which concerns a belief in the brand's customising the content to fit the customer, has the lowest mean of 3.64. 
The difference between Q7 (satisfaction) and Q9 (trust) is analytically significant: 
It shows that, although personalised marketing is effective in creating a positive experience and an emotional connection, it does not equally lead to trust, probably because concerns about how personal data is gathered, stored, and used are still unresolved to a group of customers (Khattak and Mehadhi, 2024; Tyrvainen et al., This discovery is of obvious strategic importance - efficiency in terms of personalisation is not the guarantee of consumer trust, and retailers such as Tesco will have to consider the issue of data transparency actively. 
In summary, Figure 5 demonstrates that consumers generally respond positively to personalised marketing, particularly in terms of satisfaction and perceived relevance. However, trust remains comparatively weaker, pointing to an important area for improvement. Overall, the findings indicate that while personalised marketing is effective in engaging customers, its long-term success depends on addressing trust and privacy concerns alongside delivering tailored experiences.

[bookmark: _Toc227240150]4.4 Discussion of Findings
The results present uniform empirical evidence of a positive relationship between personalised marketing and customer satisfaction and brand loyalty, organised according to the three research objectives:

-Research Objective 1 aimed at examining the current trends and practices in personalised marketing at Tesco. The results of Q4 (mean = 3.96) indicate that three-quarters of the respondents affirmed getting personalised recommendations on a regular basis by the brand, which is solid empirical evidence of the belief that Tesco has a well-formed and visible personalisation model. This supports both Tyrvaenen et al. (2020), who highlighted the increasing role of personalised omnichannel interaction in the contemporary retail setting, and Rane et al. (2023), who found hyper-personalisation as a connotation of contemporary customer relationship management. A notable example of such a trend is the Tesco Clubcard scheme that uses transactional information to offer personalised communications and promotions based on customer preferences. The results, hence, not only confirm but also further elaborate the available literature by giving first-hand quantitative data of customer awareness of these practices in a leading UK grocery retailer. This is an indication that Tesco's personalisation investment has effectively been translated to consumer awareness, which is a fundamental initial step towards achieving satisfaction and loyalty resulting outcomes.

-Research Objective 2 aimed to assess customer attitudes to personalised marketing on engagement, satisfaction, and perceived relevance. The satisfaction cluster of questions (Q510) had mean scores of between 3.64 and 4.02, all of which exceeded the neutral middle range, which indicated overall positive customer impressions. These results are in line with the findings of Onibokun et al. (2023) and Balli (2024), who also discovered that personalised marketing increases perceived value and overall customer experience. This is empirically validated by the Expectation-Disconfirmation Theory (Hien et al., 2024): once personalised interactions match or surpass customer expectations, they increase the level of satisfaction, so the mean of Q7, equal to 4.02, which is the highest score in the whole survey, is also expected. Nonetheless, the relatively lower mean of Q9 (trust, 3.64) creates a significant nuance which goes beyond the comprehension of most of the previous research. Khattak and Mehadhi (2024) have reported that information-driven targeting may increase privacy issues, and the current results support this assumption indicating that although customers like personalised communication, some level of doubt about the utilisation of the information would moderate the level of complete trust. This is not only a constraint of the existing personalisation strategies, but also one of the ways in which Tesco can distinguish itself by being more transparent.

-Research Objective 3 aimed at exploring the meaning of personalised marketing on brand loyalty in Tesco customers. The loyalty-related items, Q11 (repurchase likelihood, mean = 3.84), Q12 (recommendation behaviour, mean = 3.78) and Q13 (long-term loyalty, mean = 3.96) all yielded a mean well above the neutral midpoint, supporting the idea that personalised marketing produces a significant positive effect on brand loyalty results. These findings are quite consistent with those of Ahmed et al. (2025), who discovered that AI-based personalisation enhances consumer interest and loyalty to a brand, and with Song (2024), who surveyed Generation Z customers and identified the connection between the marketing of personalised experiences and brand loyalty. The fact that Q13 has the second-largest mean in the whole dataset (3.96) is especially notable, as it directly addresses the question of whether the gains in loyalty can be sustained after an individual transaction. Nonetheless, Nishio and Hoshino (2024) present a rebuttal argument, showing that the effects of loyalty following personalised promotions can fade after the campaigns have been run - what they call an effort-balancing effect. This is indeed a surprise result, compared to the overall positive picture of loyalty, and it suggests that Tesco will need to implement personalisation strategies that would keep interest high across the board, as opposed to the campaign-based interactions that would only be needed to maintain the loyalty interests that were reported in this study.

[bookmark: _Toc227240151]4.5 Implications of the Findings
Theoretically, the results confirm the Expectation-Disconfirmation Theory in a one-to-one retail marketing environment, enhancing its usage in non-service failure environments. The findings contribute to the existing empirical research on the efficacy of personalisation, filling the gap that Tyrvaen et al. (2020) recognise.
In practice, retail managers ought to keep investing in data-driven personalisation since the results show positive returns in satisfaction and loyalty. Nevertheless, to resolve the trust gap represented by Q9, it is necessary to use clear privacy communications and explain data governance. Tesco must also consider loyalty tactics that maintain interaction outside of campaigns to offset the effort-balancing effect discovered by Nishio and Hoshino (2024).

[bookmark: _Toc227240152]4.6 Limitations
There are a number of limitations to this analysis of the chapter. The 50 sample, although suitable in an exploratory quantitative study, limits the strength of statistics and extrapolation of the results to the broader Tesco customer base in the UK. The cross-sectional survey design is only a demonstration of the attitudes at one particular moment and does not allow for changes in the customer perception at various promotional periods or in various seasons. The Likert nature of self-reporting is prone to social desirability bias, wherein respondents can give a more favourable rating to personalised marketing than their behaviour itself. Also, the online channel of the questionnaire brings on board selection bias on the more digitally active and younger consumer, and this may exaggerate the positive perception of digital personalisation to the general customer population.


[bookmark: _Toc227240153]4.7 Suggestions for Future Research
Future research must use larger probability samples - preferably 200 or more respondents - to improve statistical generalisability and allow inferential research, including regression or ANOVA tests. Investigations over various time intervals of the same customers of both longitudinal research designs would bring more information on whether the personalisation-based satisfaction and loyalty can be maintained beyond promotions or not. The inclusion of qualitative research, in-depth interviews or focus groups and supplementing with the quantitative questionnaires would be useful in revealing the psychological and emotional processes behind consumer responses to personalised marketing. The cross-retailer comparative studies would also enable evaluation of whether these results are Tesco-specific or can be extended to the UK grocery retail industry.

[bookmark: _Toc227240154]4.8 Summary
This chapter examined original survey data of 50 Tesco customers and revealed a positive relationship between personalised marketing, customer satisfaction, and brand loyalty that was positive in all ten Likert-scale items. Mean scores were between 3.64 and 4.02, with a strong performance of the dimensions of loyalty. The most subtle issue was privacy-related trust. The results confirm the three research objectives and are very similar to the reviewed literature. Chapter 5 provides conclusive findings, summarises the original contributions of the study, and gives recommendations for practice and future research.

[bookmark: _Toc227240155]Chapter 5: Conclusions, Limitations and Recommendations

[bookmark: _Toc227240156]5.1 Introduction
The chapter concludes the dissertation by summarising the main findings, discussing every research objective, and making general conclusions on the effects of personalised marketing on customer satisfaction and brand loyalty at Tesco PLC. It also outlines the original findings of the study, its weaknesses and suggestions to the practitioners and future researchers.

[bookmark: _Toc227240157]5.2 Conclusions on Each Research Issue/Objective

Research Objective 1- sought to discuss prevailing trends and practices in personalised marketing at Tesco PLC. The research finds that the personalisation system at Tesco, which is largely based on the Clubcard loyalty scheme and more specific digital communications, is quite established and familiar to its clientele. The fact that 76% of the surveyed respondents affirmed that they frequently receive personalised recommendations is a solid indication that Tesco's data-driven marketing strategy is both reaching and recognised by its clients. This finding aligns with the definition of Tesco as a hyper-personalised retailer by Rane et al. (2023), and supports the perspective that personalisation has ceased to be a competitive advantage to a minimum expectation within UK grocery retail.

Research Objective 2- aimed at assessing customer perceptions of personalised marketing concerning engagement, satisfaction, and perceived relevance. The analysis concludes that the perceptions of customers are generally positive in all assessed dimensions, with items related to satisfaction always generating mean scores of above 3.75. Personalised marketing was seen as being relevant (Q5), value-creating (Q6), and experience-enriching (Q10), which are all indicators of a positive interaction with Tesco and its personalisation. Yet, the study concludes as well that the concept of trust is still a moderating variable: Q9 obtained the lowest mean score (3.64) as the factor of privacy sensitivity moderates the complete acceptance of personalised marketing, which confirms and extends Khattak and Mehadhi (2024). This conclusion emphasises the fact that customer satisfaction and customer trust are not synonymous outcomes of personalisation strategies, although they are related.

Research Objective 3- sought to explore the implications of personalised marketing on the brand loyalty of Tesco customers. The research findings are that personalised marketing is a major and desirable source of brand loyalty as the repurchase intention (Q11: 3.84), recommendation behaviour (Q12: 3.78), and long-term loyalty (Q13: 3.96) mean scores are all high and equal. These results are in line with Ahmed et al. (2025) and Song (2024) and affirm that long-term personalised engagement yields emotional attachment to the brand. The paper also finds that the possibility of loyalty reduction after the cessation of personalised promotions, as highlighted by Nishio and Hoshino (2024), is a strategic weakness that Tesco should mitigate by ensuring that personalisation is done on a continuous and data-driven basis, instead of being done periodically and based on campaigns.

[bookmark: _Toc227240158]5.3 Conclusions on the Research Problem
This study covered the reported gap in the empirical research on the effectiveness of personalised marketing in the motivation of customer satisfaction and brand loyalty (Tyrvainen et al., 2020). The quantitative data show clearly that there is a positive and quantifiable correlation between personalised marketing and the outcome variables. The privacy-trust dimension is a severe caveat: personalisation strategies that are seen as intrusive may cause the destruction of the very trust they aim to create, and thus, transparent data practices are a crucial addition to the personalisation investment.

[bookmark: _Toc227240159]5.4 Summary of Research Findings and Outcomes
The study yielded five principal findings:

· First, the personalised marketing is highly prevalent among the consumer audience of Tesco, as 76% of the people surveyed confirmed that they received personalised recommendations (Q4, mean = 3.96), which proves that the data-driven messages conveyed by the brand are both noticeable and acknowledged. 
· Second, personalisation is positively correlated with customer satisfaction, with mean scores on the items related to customer satisfaction ranging between 3.64 and 4.02, all above the neutral middle, and generally similar to the positive relationship found in the previous literature (Onibokun et al., 2023; Balli, 2024). 
· Third, the least scored dimension was trust (Q9, mean = 3.64), which reflects the underlying privacy-related concerns that moderate the otherwise positive view of personalised marketing, which is the most significant aspect to strategically enhance. 
· Fourth, the results of brand loyalty were highly positive, with repurchase intention, recommendation behaviour, and long-term loyalty (Q11Q13) all delivering a mean of between 3.78 and 3.96, affirming that personalised marketing can play an important role in ensuring long-term customer retention and advocacy.
· Fifth, the Expectation-Disconfirmation Theory was empirically proved in a retail personalised marketing context, where the data shows that in case the personalised interactions match or exceed the expectations of the customers, the latter satisfaction and loyalty are, respectively, enhanced (Hien et al., 2024)
[bookmark: _Toc227240160]
5.5 Original Contribution of the Research
The study has three original contributions. First, it offers primary quantitative data on the effectiveness of personalised marketing in UK grocery retail, which addresses the empirical gap identified by Tyrvaenen et al. (2020). Second, it empirically proves the Expectation-Disconfirmation Theory in individual-based marketing. Third, it also notes, as a major and under-investigated moderating variable in the research on retail personalisation, the privacy-trust paradox, that the personalisation of data generated by a company will both increase satisfaction and depress trust.

[bookmark: _Toc227240161]5.6 Limitations of the Research
The 50 respondents sample restricts the statistical generalizability. The cross-sectional design will measure perceptions at one time, and the online distribution will create selection bias in more digitally active consumers. The research also focuses on a single retail organisation, which limits its applicability comparatively to other retail brands and markets.

[bookmark: _Toc227240162]5.7 Recommendations / Areas for Further Research
For practitioners:
Tesco should enhance transparency in data usage communications to narrow the privacy-trust gap evidenced in Q9.
Loyalty strategies should be designed to sustain customer engagement beyond individual promotional campaigns to counteract loyalty decay (Nishio and Hoshino, 2024).
Clubcard personalisation algorithms should be continuously refined using real-time behavioural data to maintain relevance and prevent engagement fatigue.
For future research:
Larger probability samples (200+) and longitudinal designs to track sustained loyalty outcomes over time.
Mixed-methods approaches integrating qualitative interviews to explore the psychological mechanisms of the privacy-trust paradox.
Cross-retailer comparative studies to assess whether personalisation-loyalty effects generalise beyond Tesco.

[bookmark: _Toc227240163]5.8 Summary
This dissertation was an empirical demonstration that personalised marketing at Tesco PLC has a positive impact on customer satisfaction and brand loyalty on all the dimensions that were measured. The average scores were continuously higher than the neutral centre, and the items of loyalty had the highest scores. The main issue facing practitioners in a bid to ensure that personalisation strategies yield maximal results is privacy concerns. The research addresses a known gap in the literature in terms of documented empirical data and provides clear actionable information to retail marketers in the competitive marketplace in dealing with the opportunities and challenges of data-driven personalisation.
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[bookmark: _Toc227240166]Appendix 1: Survey Questionnaire
Section A: Demographic Information
1. Age Group
☐ Under 18
☐ 18–25
☐ 26–35
☐ 36–45
☐ 46–55
☐ 56 and above

2. Gender
☐ Male
☐ Female
☐ Non-binary
☐ Prefer not to say

3. Educational Level
☐ High School or below
☐ Diploma/Certificate
☐ Bachelor’s Degree
☐ Master’s Degree
☐ Doctorate
☐ Other


Section B: Personalised Marketing, Customer Satisfaction & Brand Loyalty
(For Questions 4–13, please select one option:)
1 – Strongly Disagree
2 – Disagree
3 – Neutral
4 – Agree
5 – Strongly Agree
	
	1
	2
	3
	4
	4

	4. I often receive personalised advertisements or recommendations from brands I interact with.
	
	
	
	
	

	5. Personalised marketing messages are relevant to my needs and preferences.
	
	
	
	
	

	6. Personalised offers make me feel valued as a customer.
	
	
	
	
	

	7. I am more satisfied with brands that provide personalised communication.
	
	
	
	
	

	8. Personalised promotions increase my likelihood of making a purchase.
	
	
	
	
	

	9. I trust brands more when they tailor content specifically to me.
	
	
	
	
	

	10. Personalised marketing improves my overall customer experience.
	
	
	
	
	

	11. I am more likely to repurchase from brands that use personalised marketing.
	
	
	
	
	

	12. I would recommend a brand to others if it provides personalised experiences.
	
	
	
	
	

	13. Personalised marketing increases my loyalty to a brand over time.
	
	
	
	
	





[bookmark: _Toc227240167]Appendix 2: Ethics Approval Form

APPLICATION FOR ETHICAL APPROVAL
SECTION A: About You (Lead Researcher)
	1
	Full Name:
	Katerina Mezova

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	☒	Taught Postgraduate Student
	☐	Postgraduate Research Student
	☐
	3
	Institute/Academic Discipline/Centre:
	University of Wales Trinity Saint David (UWTSD)


	4
	Campus:
	LC1 London Campus


	5
	E-mail address:
	2246854@student.uwtsd.ac.uk


	6
	Contact Telephone Number:
	07471584370


	7
	Project Title
	The Impact of Personalised Marketing on Customer Satisfaction and Brand Loyalty in the Retail Sector with Special Reference to Tesco PLC


	8
	Proposed Start Date
	
01/02/2026
	Proposed End Date
	
10/04/2026

	For students:

	9
	Student Number:
	2246854

	10
	Programme of Study:
	Bachelor of Arts: Business Management

	11
	Director of Studies/Supervisor:
	Dr Piyumika Kithulgoda Gamage



SECTION B: Grant or Contract Funding 
	1
	Has your research been awarded, applied for, or intend to apply for external funding?
	
	Click to continue to appendix 1
	NO
	Continue to the next section

	2
	Have you completed appendix 1? 
	
	☐
	NO
	☐



[bookmark: SEC_C]SECTION C:  Internal and External Ethical Guidance Materials
	Ethical Guidance Documents
Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Policy
	☒
	2
	UWTSD Research Data Management Policy
	☒

	3
	UWTSD Open Access Publications Policy
	☒

	4
	UWTSD Export Control Policy 
Required if Appendix 8 completed
	☐
	5
	UWTSD Trusted Research and Innovation Policy 
Required if research is taking place outside the UK
	☐

	6
	[List any other relevant documents here]
	☐




[bookmark: SEC_D]SECTION D: External Collaborative Research Activity 
	1
	Does your research involve collaborating partners at another institution or organisation?
	
	Click to continue to appendix 2
	NO
	Continue to the next section

	2
	Have you completed appendix 2? 
	
	☐
	NO
	☐



[bookmark: SEC_E]SECTION E: Details of Research Activity
	Aims, Vision and Approach of the Research (maximum 200 words per section)
Please outline what are you hoping to achieve with your proposed work and how will you deliver it?

	1
	Research aims and objectives

	
Aim:
The aim of this research is to evaluate the impact of personalised marketing strategies on customer satisfaction and brand loyalty in the retail sector, with specific reference to Tesco PLC.

Objectives:
To analyse current personalised marketing practices used by Tesco.
To evaluate customer perceptions of personalised marketing in terms of satisfaction and engagement.
To examine the relationship between personalised marketing and brand loyalty.



(this box should expand as you type) 

	2
	Vision

	
This research is important as personalised marketing has become a key strategic tool in the retail sector due to advances in digital technology and data analytics. The study contributes to existing literature by providing empirical evidence on the effectiveness of personalised marketing strategies, particularly within a major UK retailer. The research is timely given increasing consumer expectations for tailored experiences and concerns around customer loyalty. Findings may inform retail managers and marketers, supporting improved decision-making and customer-centric strategies, while also contributing to academic understanding of customer behaviour.



(this box should expand as you type)

	3
	Approach

	
The study adopts a positivist philosophy and a deductive approach, using quantitative research methods. Primary data will be collected through an online structured questionnaire distributed to Tesco customers in the UK. Data will be analysed using descriptive statistics and regression analysis with SPSS. This approach is feasible, low-risk, and proportionate to the research aims. Risks such as low response rates will be managed through clear survey design and online distribution. The findings will support practical marketing applications and academic insights.


(this box should expand as you type)

	4
	Location of research activity
Identify all locations where research activity will take place.

	
The research will be conducted online within the United Kingdom. No physical data collection sites are required.

(this box should expand as you type)



	5
	Will any of your research be undertaken outside of the UK?
	
	Click to continue to appendix 3
	NO
	Continue to the next section

	6
	Have you completed any of appendix 3? 
	
	☐
	NO
	☐



[bookmark: SEC_F]SECTION F: Research Methods 
	Will the research activity include:
	YES
	NO

	[bookmark: _Hlk153204538]1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	Details of any other primary data collection method:



(this box should expand as you type)
	
	



SECTION G: Research Participants 

	Research participants include people who will be taking part in your research as providers of research data (e.g. being interviewed, answering questionnaires, or doing user testing of hardware or software). This includes animal participants.

	1
	Does your research involve human or non-human participants?
	YES
	Continue this section
	
	Click to continue to section N




	Participant numbers and source
How will you ensure an appropriately convened sample group in order to meet the aims of the research? Give details for subgroups separately, if appropriate. How will any potential pitfalls, for example dual roles or potential for coercion, be addressed?

	1
	How many participants will be recruited and how was the number decided upon?
	
Approximately 50 adult Tesco customers, based on feasibility and quantitative analysis requirements.


(this box should expand as you type)

	2
	Who will the participants be?
	
Adult customers of Tesco residing in the UK.

(this box should expand as you type)

	3
	How will you identify the participants?
	
Participants will be recruited online using voluntary participation through survey links.



(this box should expand as you type)

	4
	Will you be excluding any groups of people, and if so what is the rationale for that?
	
Individuals above 18 years old, if possible.

(this box should expand as you type)

	5
	Will the research involve any element of deception?  If yes, please describe why this is necessary and whether participants will be informed at the end of the study
	

No deception will be used.


(this box should expand as you type)

	6
	Describe whether participants will be able to withdraw from the study, and up to what point (eg if data is to be anonymised). If withdrawal is not possible, after a certain point, explain why not. 
	

Participants may withdraw at any time before submission of the survey. Once anonymised, withdrawal will not be possible.

(this box should expand as you type)

	7
	How long will the participant have to decide whether to take part in the research?
	

Participants will have sufficient time before starting the survey and may exit at any point.

(this box should expand as you type)

	8
	What arrangements have been made for participants who might have difficulties understanding verbal explanations or written information, or who have particular communication needs that should be taken into account to facilitate their involvement in the research?
	


The questionnaire will use clear, simple language and be accessible online.



(this box should expand as you type)





SECTION H: Research with Vulnerable People 
	1
	Are your participants classed as vulnerable people?
	
	Click to continue to appendix 4
	NO
	Continue to the next section

	2
	Have you completed appendix 4? 
	
	☐
	NO
	☐



[bookmark: SEC_I]SECTION I: Research Involving Animals 
	1
	Are your participants non-human animals?
	
	Click to continue to appendix 5
	NO
	Continue to the next section

	2
	Have you completed appendix 5? 
	
	☐
	NO
	☐



[bookmark: SEC_K]SECTION J: Research with the Prison Service or the Probation Service
	1
	Are your participants staff or offenders within the Prison Service or the Probation service?
	
	Click to continue to appendix 6
	NO
	Continue to the next section

	2
	Have you completed appendix 6? 
	
	☐
	NO
	☐



[bookmark: SEC_J]SECTION K: Health and Social Care Research
	1
	Are your participants selected due to their health or social care needs?
	
	Click to continue to appendix 7
	NO
	Continue to the next section

	2
	Have you completed appendix 7? 
	
	☐
	NO
	☐



[bookmark: SEC_L]SECTION L: Types of Personal Data
	Personal Data
Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	YES
	

	[bookmark: _Hlk153191083]1
	Personal data means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants and transcription of such are considered to be personal data.
	☐
	☐

	
	If you ticked YES, provide a description of the data and explain why this data needs to be collected:
	
	

	
This personal data needs to be collected to understand participants’ general characteristics and their perceptions of personalised marketing, customer satisfaction, and brand loyalty. Collecting limited, non-identifiable data allows meaningful analysis and comparison of responses while ensuring that individual participants cannot be identified.

(this box should expand as you type)



	Special Category Data 
Does the research involve the processing of special category data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	
	NO

	[bookmark: _Hlk153206093]2
	Racial or ethnic origin
	☐
	☒

	3
	Political opinions
	☐
	☒

	4
	Religious or philosophical beliefs
	☐
	☒

	5
	Genetic, biometric or health data
	☐
	☒

	6
	Sex life or sexual orientation
	☐
	☒

	7
	Trade union membership
	☐
	☒

	If you ticked YES to any of questions L2-L7, provide a description of the data and explain why this special category data needs to be collected to support the research and that it is in the public interest to do so:

	8
	





(this box should expand as you type)

	9
	Please describe how the research has been designed to gather the minimum amount of personal data necessary for the specified research purpose:

	
The research collects only minimal, non-identifiable data directly related to the study aims. No names, contact details, or identifiable information are collected.



(this box should expand as you type)

	10
	Demonstrate that the processing is not likely to cause substantial damage or distress to individuals and that their interests will be safeguarded:

	
The research poses minimal risk, as questions relate only to shopping experiences. Participation is voluntary, responses are anonymous, and data is stored securely to protect participants.


(this box should expand as you type)

	11
	Demonstrate that the data will not be used to take any action or make decisions in relation to the individuals concerned:

	
The data will be used solely for academic purposes and analysed in aggregate form. It will not be used to make decisions or take actions about individual participants.


(this box should expand as you type)

	12
	Data should be anonymised wherever possible, either at point of capture or once collated. If the data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is possible.  If special category data cannot be anonymised, explicit consent to share that data must normally be obtained.

	
All data will be anonymised at the point of collection. No identifiable information is gathered, making individual identification impossible at any stage of the research.


(this box should expand as you type)

	13
	If special category data cannot be anonymised, will you obtain explicit consent to share that data?
	YES
	NO
	N/A

	
	
	☐
	☒
	☐



SECTION M: Participant Information and Consent 

	Information for participants
It is normally expected that those participating in research should do so having given their informed consent. If this is not appropriate or practical, explicit justification must be provided, in line with prevailing disciplinary conventions.  Please note however, that informed consent to participate in the research is separate from consent to process (e.g. collect, analyse, store, reuse or share) personal data, as the University’s lawful basis for processing personal data in research activities is part of its ‘public task’. 
	YES
	NO
	N/A

	[bookmark: _Hlk156475507]1
	Will you obtain written consent for participation?
	☒
	☐
	☐

	2
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	3
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	4
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	5
	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☐
	☐

	6
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	7
	Will participants be made aware of how you will treat any information that may reasonably by considered as confidential? 
	☒
	☐
	☐

	8
	If your research requires your participants to sign up for a service provided by an external company or organisation will you inform them that their data may be stored and processed outside UWTSD?
	☒
	☐
	☐

	9
	Will you give participants the UWTSD Privacy Notice for Research?
	☒
	☐
	☐

	If you have answered NO to any of questions M1-M8, please provide justification detailing why this is necessary for the research.  

	10
	



(this box should expand as you type)

	Informed consent: Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before the research begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded. 

	11
	
Consent will be obtained electronically via an online consent statement before participants begin the survey.

(this box should expand as you type)

	Confidentiality: Confidential information refers to information that can be related to an identifiable individual, whether living or deceased, which is not in the public domain and which is given with the expectation that it will be kept confidential.  Under Common Law when an individual entrusts a researcher or research team with confidential information, the team must handle this in line with ‘reasonable expectations’. In other words, confidential information should only normally be shared when there would be ‘no surprises’ for the individuals concerned. Where participants would not expect the researcher to be sharing their confidential information with others, researchers can manage their expectations by informing them of their intentions (e.g. in the participant information sheet or during discussions about participation) and asking them if they are happy with these plans. They should understand what is being proposed and what this might mean for them, before they decide whether the researcher can share their confidential information with others.  

	Please detail how you will treat confidential information:

	12
	
All data will be anonymised, stored securely, and used solely for academic purposes.


(this box should expand as you type)

	Copies of any written consent form, written information and all other explanatory material should accompany this application. If you have included these then please list the documents included here.

	13
	Sample information sheets and consent forms are available from the University ethical review intranet page at https://intranet.uwtsd.ac.uk/research/research-integrity-and-ethics 


	14
	Consent form attached?
	YES
☐
	NO
☐
	N/A
☒



SECTION N: Research with Potential Military Application
	1
	Does your research have any potential military application?
	
	Click to continue to appendix 8
	NO
	Continue to the next section

	2
	Have you completed appendix 8? 
	
	☐
	NO
	☐



[bookmark: SEC_O]SECTION O: Use of Artificial Intelligence Tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☒
	☐

	2
	Generate and/or edit text?
	☐
	☒
	☐

	3
	Generate graphics?
	☐
	☒
	☐

	4
	Generate video?
	☐
	☒
	☐

	5
	Generate sound/music?
	☐
	☒
	☐

	6
	Generate code?
	☐
	☒
	☐

	7
	Generate synthetic data?
	☐
	☒
	☐

	8
	Analyse data?
	☐
	☒
	☐

	9
	Analyse personal or sensitive data?
	☐
	☒
	☐

	10
	Classify data?
	☐
	☒
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	☒
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	



(this box should expand as you type)




Section P: Research Data Management Plan

	1
	Data Summary

	
The research will generate primary quantitative data from an online questionnaire, including anonymised demographic information and responses on personalised marketing, customer satisfaction, and brand loyalty.


	2
	Responsibilities

	
The lead researcher (the student) will be responsible for data collection, storage, management, and analysis under the supervision of the dissertation supervisors.


	3
	Assessment of existing data

	
The study will use secondary data from academic journals and industry reports for the literature review. However, existing data does not capture Tesco customers’ current perceptions, which necessitates the collection of new primary data.


	4
	Management and curation of data

	
Data will be organised in clearly labelled digital files. Survey responses will be downloaded, coded, and documented using spreadsheets and SPSS for analysis.


	5
	Quality assurance of data

	
Data quality will be ensured through the use of a structured questionnaire, mandatory response fields, and careful checking for incomplete or inconsistent responses before analysis.


	6
	Short-term data storage

	Data will be stored securely on password-protected personal devices and backed up using secure university-approved storage during the research period.

	7
	Long-term data storage and preservation 

	
Only anonymised datasets and final results will be retained for academic reference. Data will be stored securely for the period required by the University and then permanently deleted.


	8
	Documentation and metadata

	Basic documentation, including variable descriptions and coding notes, will be maintained to ensure clarity and usability of the data.

	9
	Data sharing

	The data will not be publicly shared. Findings will be presented in aggregated form within the dissertation. No identifiable data will be released.

	10
	Copyright and intellectual property ownership

	
The copyright and intellectual property of the data generated will belong to the researcher and the University, in accordance with UWTSD policies.


	11
	Resources

	No additional resources are required beyond standard software such as online survey tools and SPSS, which are available through the University.



SECTION Q: Risk Assessment 

	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	YES
	NO

	[bookmark: _Hlk152919011]
	
	☐
	☒

	Risks to participants, researchers, and the University 

	2
	Social risks: disclosures that could affect participants standing in the community, in their family and their job.
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?


	3
	Legal risks: activities that could result in the participant, researchers and / or University committing an offence; activities that might lead to a participant disclosing criminal activity to a researcher which would necessitate reporting to enforcement authorities; activities that could result in a civil claim for compensation
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?


	4
	Economic harm: financial harm to participant, researcher and / or University through disclosure or other event.
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?



	5
	Reputational risk: damage to public perception of University or the University / researchers’ reputation in the eyes of funders, the research community and / or the general public.
	YES
	NO

	
	
	☐
	☒

	Risk:



(this box should expand as you type)
	How will you address any risks?




	6
	Safeguarding risks:  Risk to young people, vulnerable adults and / or researcher from improper behaviour, abuse or exploitation. Risk to researcher of being in a comprising situation, in which there might be accusations of improper behaviour.
	YES
	NO

	
	
	☐
	☒

	Risk:



(this box should expand as you type)
	How will you address any risks?




	7
	Sensitive, embarrassing or upsetting topics. If research activity may include sensitive, embarrassing or upsetting topics or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities.  
	YES
	NO

	
	
	☐
	☒

	



(this box should expand as you type)

	
	Health and safety risks

	8
	Location hazards: for example: fire; visiting or working in participant’s homes; working in remote locations and in high crime areas; overseas travel; hot, cold or extreme weather conditions; working on or by water. Also hazardous work locations, such as construction sites, confined spaces, roofs or laboratories. For overseas travel, researchers will need to check country / city specific information, travel health requirements and consider emergency arrangements as part of their research planning. In all cases the University’s International Travel Policy must be followed.
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?




	9
	Activity hazards: for example: potentially mentally harmful activities; distressing and stressful work and content; driving; tripping, or slipping; falling from height; physically demanding work; lifting, carrying, pushing and pulling loads; night time and weekend working.
	YES
	NO

	
	
	☐
	☒

	Risk:



(this box should expand as you type)
	How will you address any risks?



	10
	Machinery and equipment: for example: ergonomic hazards, including computer workstations and equipment; contact with electricity; contact with moving, rotating, ejecting or cutting parts in machinery and instruments; accidental release of energy from machines and instruments.
	YES
	NO

	
	
	☐
	☒

	Risk:



(this box should expand as you type)
	How will you address any risks?


	11
	Chemicals and other hazardous substances: the use, production, storage, waste, transportation and accidental release of chemicals and hazardous substances; flammable, dangerous and explosive substances; asphyxiating gases; allergens; biological agents, blood and blood products. 
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?




	12
	Physical agents: for example: excessive noise exposure, hand-arm vibration and whole body vibration; ionising radiation; lasers; artificial optical radiation and electromagnetic fields
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?



	13
	Environmental risks: for example: accidental spillage of pollutants, damage to local ecosystems
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?






SECTION R: Disclosure and Barring Service

	Disclosure and Barring Service

	1
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	☒

	2
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	




[bookmark: SEX_S]SECTION S: Declaration
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Policy which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 


	1
	Name of applicant
	Katerina Mezova

	2
	Electronic or written signature of applicant:
	

	3
	Date
	

	4
	Name of Director of Studies
	

	5
	Electronic or written signature of Director of Studies:
	

	6
	Date
	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	1
	☒
	I have read the guidance notes supplied before completing the form.

	2
	☒
	I have completed all relevant sections of the form in full.

	3
	☒
	I have attached a copy of the Participant Information Sheet (PIS) or Consent Form

	4
	☒
	I have attached a completed copy of the Trusted Research and Innovation Checklist (where applicable)

	5
	☒
	I have attached a full risk assessment (where appropriate) 

	6
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	7
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Data Management Policy

	8
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Export Control Policy

	9
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Open Access Research Policy

	10
	I have completed the following appendices:
	1
	☐
	2
	☐
	3
	☐
	4
	☐

	
	
	5
	☐
	6
	☐
	7
	☐
	8
	☐
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Appendix 3: Participation Consent Form 

University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@uwtsd.ac.uk 
            londonstudentservice@uwtsd.ac.uk 


[image: Text

Description automatically generated]

	

	Rhif Adnabod Cyfranogwr: 
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
PARTICIPATION CONSENT FORM

	Teitl Y Prosiect: / Project Title: 

	Enw'r Ymchwilydd / Name of Researcher: 



	1
	I confirm that I have read and understand the information sheet dated _________ for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	

	2
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

	

	3
	I understand that any information given by me may be used in future reports, articles or presentations by the research team.

	

	4
	I understand that my name will not appear in any reports, articles or presentations.

	

	5
	I agree to take part in the above study.

	

	Name of Participant

	
	Signature

	Researcher

	
	Signature




	You may decline to participate in this study. You may end your participation in this study at any time. If you decide to remain anonymous, maintaining your anonymity will be a priority and every practical precaution will be taken to disguise your identity. If you prefer anonymity, there will not be any identifying information on audiotapes or transcripts of this or any interview. No one will hear any audiotapes or see any transcripts without your prior consent. All materials generated from this or any interview will remain confidential.
When completed please return in the envelope provided. One copy will be given to you and the original to be kept on the file of the research team at:

NAME & ADDRESS OF RESEARCHER

University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@uwtsd.ac.uk
         : londonstudentservice@uwtsd.ac.uk 
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Appendix 4: Participant Information Sheet 
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	Rhif Adnabod Cyfranogwr: 
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
SAMPLE PARTICIPANT INFORMATION SHEET


	Teitl Y Prosiect: / Project Title: 



Dear Sir/Madam, 

My name is ………………………..and I am a ………………………..student in the School of Business, Finance and Management (London Campus), Faculty of Business and Management in University of Wales Trinity Saint David, United Kingdom. At present, I am conducting a research on………………………... The purpose of this research is to ………………………..

I would like to invite you to participate in my research project by answering the attached short questions developed by the researchers. Those questions will assess your opinions, experiences, knowledge, suggestions and views. Through your participation in the interviews, I hope to ascertain my research purpose to get the best opinion from you. I believe your opinion will be extremely helpful to me to carry out this research. 

All questions will be kept strictly confidential to the researchers involved and at NO time will individual questions will be released to the general public. This gives you a chance to express your views on your programme a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary so you can withdraw from the questionnaire at any stage. 

Please note, questionnaire should take no more than 30 minutes to complete but however, there is no time constraint. There are also no right or wrong answers. Attached to this letter along with the questionnaire there is a consent form where you will better understand researchers intension As this is a new project, your feedback is also important to me and I would be much obliged if you could also complete the feedback sheet along with the questionnaire. I understand that your time is at a premium, but your opinions are very valuable to me. 
After careful and precise analysis of the data obtained from this questionnaires/interviews, I will be happy to provide you with a copy of the findings at your request. The results of this questionnaire will hopefully enhance my understanding of current level of knowledge and future findings. The results of the research will be feedback to Director of Studies, Supervisor, University and British Library. 

I thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 

NAME & ADDRESS OF RESEARCHER

University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@tsd.ac.uk 
           londonstudentservice@tsd.ac.uk 
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