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2.1 Chapter Introduction
The previous chapter has introduced the dissertation and has given the reasoning behind why this dissertation topic is relevant and required to provide further knowledge. As well as this the previous chapter has also outlined the aim and objectives that this dissertation hopes to achieve.
This chapter seeks to explore and review the vast amount of literature that has been made available regarding the factors that have an impact on customers loyalty towards a supermarket and how consumer behaviours have changed regarding their shopping habits within a supermarket setting.
This literature review will be analysing a range of literature that has been made available by using a wide range of scholarly sources including, Articles, Textbooks and Journals to allow for a deeper knowledge into the subject area. Furthermore, a selection of theoretical frameworks and concepts will be analysed and discussed to aid in the analysis and understanding of some of the factors discussed.
Finally, the literature review will establish any gaps within the literature to understand what areas require the most amount of further research moving forward to allow for a greater understanding of how different factors impact customer loyalty towards a supermarket.
This chapter will achieve the first objective of this dissertation:

· To conduct an extensive literature review that will discuss the key literature and theories produced by credible authors who have discussed and analysed the changes with consumer behaviour and the different factors that impact customers loyalties towards a supermarket.


2.2 Tesco Clubcard Scheme// UNFINISHED
*Brief paragraph discussing the literature discussing the Tesco Clubcard scheme*
/////////////////////







2.3 Brand Loyalty// UNFINISHED
Brand loyalty is considered a customer’s continuous decision to purchase a brand as well as their decision to purchase from that brand in the future Chaudhuri and Holbrook (2001). Similarly, Oliver (1999), describe brand loyalty as the faithfulness of the consumer to a brand which is expressed through their repeat purchase of products despite the pressure that is placed by marketers to encourage them to shop at competing brands. There are many variables that contribute to ensuring a customer’s loyalty, the variables as found by Araceli et.al (2016) cited in (Nisa, 2019), are commitment, customer present value, service quality, customer satisfaction, customer trust and customer experience. These variables are impacted by a range of factors as argued by (////).
Walker (2020), created a framework called the ‘Loyalty Matrix’ as seen as Appendix A to allow organisations to measure customer loyalty as well as the stability of their customer base. The matrix describes true customer loyalty towards a brand as having two dimensions. The two dimensions are customer behaviour and the attitudes that support such behaviour (Walker, 2020). The loyalty matrix, when used from the perspective of a business allows for the understanding of what motivates the behaviour of customers (Walker, 2020).

2.4 Loyalty Schemes
It is argued by Muganda et.al (2014) that loyalty schemes are an important and effective factor that impacts the loyalty of customers in a supermarket setting. McMullan & Gilmore (2008), indicate that a loyalty scheme determines the choices that are made by an organisation in attracting customers to increase the positive buying patterns of the customers while giving the customers a reward in return to increase customer loyalty.
Loyalty schemes are considered an immense marketing tool that when used in a strategic manner can benefit almost any organisation that faces a business environment in which substantial competitive pressures are a factor in the running of the business (Srivastava and Rai, 2018). It has been argued by Nastasoui and Vanderbosh (2018), that the use of a loyalty scheme can allow for differentiation between businesses and allows for the business to sustain a competitive advantage against their competitors. Similarly, it has been argued that customers who partake in a loyalty scheme are more likely to identify with the supermarket who provide their loyalty scheme as their membership connects them to the particular supermarket (Oliver, 1999).
Loyalty schemes provide benefits for customers who are repeat users of the business in which the loyalty scheme is offered (Srivastava and Rai, 2018). In a 2018 study by Buckingham, it was found that 85% of shoppers would be more likely to shop in a supermarket that offers a loyalty scheme, furthermore the same study found that 27% of shoppers would avoid a supermarket altogether if a loyalty scheme was not available.
The Clubcard loyalty scheme which is offered by Tesco understands each individual customer and their shopping habits and in turn provides rewards that will benefit customers on an individual level (Law, 2008). This is a benefit to both Tesco and their customers, and it has been found that customised promotions are more beneficial than uniform nationwide promotions (Ramanathan et al., 2017), as they encourage customers to repeat custom as well as making the customer feel more valued by the organisation. Correspondingly, a report analysing customer loyalty by AIMIA (2015), found that companies that concentrate on building strong personal relationships as well as offering customers unique offers that are customised towards their previous shopping behaviours through the understanding of their customers' behaviours are more likely to succeed in retaining the customers' loyalty. This was again found within the previously mentioned study by Buckingham (2018) when it is argued that loyalty schemes provided by supermarkets heavily influence the different buying decisions of the consumers when they are offered with benefits which are targeted towards their interests and previous purchases.
Loyalty schemes have been found to impact the loyalty and retention of consumers and have been argued to benefit the organisation as well as the customers who partake in the scheme. Magatef and Tomalieh (2015), found that the retention of loyal customers is cheaper than attracting new ones and it has been found by Alshurideh et al. 2020, that a five per cent increase in customer retention can result in profits of the organisation increasing between 25% and 95%. This was again found in a similar study conducted by Signh and Imran (2012) who also stated that customer retention could result in profits increasing upwards of 25%.

2.5 Consumer Behaviour
According to East et.al (2017), consumer behaviour is the way that consumers choose to purchase and use goods as well as services and how different external factors including the marketing and prices of the products impact the way that the consumer reacts to that particular product. In a similar statement, it was argued that consumer behaviour is related to the psychology of the way that consumers think, feel, reason and select between a range of products and services that are offered to them when making decisions including where they shop and what they purchase (Perner, 2018).
The Engel, Kollat and Blackwell model is a theoretical framework that was developed in order to allow for a deeper knowledge and better understanding of the consumer behaviour theory. The model analyses the decision process that consumers go through when making decisions in an atmosphere where many alternatives are available (Osei and Abenyin, 2016). The model allows for the understanding of the different components associated with decision making and describes the process of having five key stages. The five key stages of the model are, problem recognition, need recognition, information search, evaluation of alternatives, and choice (Engel et.al 1978).
Consumer behaviour towards supermarket shopping and the loyalty of consumers to a particular store has changed. The evaluation of alternatives and wide range of choice to consumers as mentioned within the Engel, Kollat and Blackwell model is demonstrated by supermarket shoppers as they now search for more information and evaluate the range of choices available to them, as well as planning and comparing different supermarkets before they decide on where they shop (Bellini et al. 2020).







2.5.1 Convenience
Convenience is a factor that plays a role in the behaviour of supermarket shoppers as well as their loyalty towards a supermarket as consumers can now easily evaluate the many choices available to them before making a decision on where to shop and what to purchase (Millwood, 2020). A study conducted by Nageswari (2019), mentions that consumers often make purchasing decisions in a digital environment, indicating that consumers are more likely to evaluate their choices online before making a choice on which supermarket to visit as this allows them to easily and conveniently evaluate the alternative choices that are available to them before they decide on where to shop.
Furthermore, the convenience provided by the physical supermarket stores impact the loyalty of customers and a study by Roy et.al (2020), found that consumers are most likely to be engaged with retailers who provide them with the greatest amount of convenience. Findings by Wright (2020), indicate that the location of a supermarket can often play a role in the way that a consumer judges its convenience towards them as they found that consumers are choosing to shop in the most convenient outlets for themselves. It has been argued by Reimers and Chao (2014), that in order for consumers to consider their shopping trip as satisfying, consumer convenience is an essential factor in their satisfaction. Thus, it has been argued by Muganda et.al (2014) and Nguyen et.al (2020) that ensuring customer satisfaction is of paramount importance for supermarkets to gain customers loyalty in the current competitive business environment as customer satisfaction correlates to their loyalty.
As previously mentioned, consumer behaviour towards shopping is changing and a study by Walker and Altman (2020), found that year on year, consumers are increasing the number of shopping trips they make each week in what is known as ‘top-up’ shopping. This type of shopping allows consumers to conveniently purchase the goods they need and an article by Shadbolt (2015), found that discount supermarkets such as Lidl and Aldi provide the most suitable environment for such shoppers as they provide the greatest amount of convenience for this type of shopping. however, despite this, Walker and Altman (2020), also found that consumers who take part in top-up shopping are less likely to have a strong loyalty towards a particular supermarket and are more likely to shop where they consider to be the most convenient for them at the time.











2.5.2 Price
The prices of products and the pricing strategy of products have also been found as one of the factors that can impact customer loyalty (Nisa, 2019). It was previously argued by Chapman (2014), that following events such as the 2008 recession of the United Kingdom, consumer behaviour towards shopping has changed with customers now being more reliant on offers, rewards and cheaper prices that are offered by some supermarkets. Findings by Shadbolt (2015), indicate that discount retailers such as Lidl and Aldi have gained an increasing amount of the market share from the big four retailers as the no-frills service and cheaper products they offer have caused a generational shift within the shopping pattern of consumers.
Rather (2017), discusses that the perceived value of products is one of the many factors that help to create loyalty, and findings by Cakici et al. (2019), indicate that customers are always looking to have the best shopping experience with the best service at a more reasonable and affordable price to themselves. The price of products is a factor that allows customers to measure their experience and their benefits from shopping at a particular supermarket and can be based on the amount of money they are spending for the particular products they are purchasing (Wantara and Tambrin, 2019). Correspondingly, Cakici et.al (2019), found that prices of products play an important role in the loyalty of customers and it impacts the customers' decision to revisit. Similarly, Allard and Griffin (2017), argue that the price of products within a supermarket impacts the consumers' overall reaction to the products and the supermarket in which they are shopping and therefore impacts the decisions of the consumers moving forward as the prices drive the comparisons between the prices in one supermarket compared to the alternative supermarket options.

2.6 Chapter Summary
This chapter has achieved the first objective of this dissertation.
· To conduct an extensive literature review that will discuss the key literature and theories produced by credible authors who have discussed and analysed the different factors that impact customers loyalties towards a supermarket.
To summarise, this chapter has evaluated and analysed a range of scholarly literature that was made available to the researcher via sources such as the university online library and Google Scholar. The sources allowed the researcher to gain a deeper understanding and knowledge into the factors that are impacting customer loyalty towards supermarkets. This chapter has reviewed a wide range of literature from sources including, journal articles, textbooks, and reports to aid in the understanding of the different factors that have been discussed. Furthermore, this chapter has analysed concepts and frameworks that have been created to help in the understanding of some of the different factors that have been discussed. The literature that was made available to the researcher has supported the need for further research into the factors that impact loyalty of customers towards supermarkets as well as further research into the impact of loyalty schemes towards the overall loyalty of consumers to a particular supermarket, in particular, the Tesco Clubcard and the influence this plays on the loyalty towards Tesco for those who partake in the scheme.
Chapter three will be outlining the design of the research and will be analysing the methodology that will be used in order to conduct the primary research to aid in the completion of this dissertation. Chapter three will also be analysing the different limitations faced by the researcher as well as the ethical considerations which have been taken into account to ensure the success of the dissertation.
APPENDIX
ENGEL KOLLAT BLACKWELL MODEL
WALKERS LOYALTY MATRIX
