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Abstract
The rapid development of digital technology has significantly changed the way retailers communicate with customers and deliver shopping experiences. This dissertation investigates the impact of digital marketing on customer satisfaction in the UK market, using Tesco as the case organisation. The study focuses on Tesco's use of digital marketing channels, including its website, mobile application, Clubcard loyalty programme, social media, email marketing, and personalised digital communication. Particular attention is given to the opportunities and challenges associated with digital marketing, including convenience, customer engagement, personalisation, trust, privacy concerns, and data-driven marketing.
A quantitative research approach was adopted using a positivist research philosophy, deductive approach, survey strategy, and cross-sectional research design. Primary data were collected through a structured online questionnaire from Tesco customers in the UK. The collected data were analysed using quantitative techniques to identify patterns in customer perceptions and to examine the relationship between digital marketing activities and customer satisfaction. The study also considers customer engagement and trust as positive factors and privacy risk as a potential negative factor influencing customer involvement and satisfaction.
The findings indicate that digital marketing can contribute to customer satisfaction by improving convenience, engagement, personalisation, and access to Tesco's digital services. However, the effectiveness of digital marketing depends on the relevance and quality of personalised communication, the reliability of digital platforms, and customers' perceptions of privacy and responsible data use. The study therefore highlights the importance of balancing technological innovation and AI-enabled personalisation with transparency, trust, customer care, and privacy protection.
The research contributes to the understanding of the collective impact of digital marketing strategies on customer satisfaction in the UK retail sector. It also provides practical implications for retailers seeking to improve digital customer experiences while maintaining customer trust and long-term relationships.
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[bookmark: _Toc240838299]1.  INTRODUCTION 
[bookmark: _Toc240838300]1.1. Research Background
There have been several changes in the retail industry in the United Kingdom because of the fast-growing digital technology. During the pandemic of COVID-19, consumers were prompted to go shopping on the Internet and digital platforms; thus, retailers have developed their online operations and communications with clients (Chaffey and Ellis-Chadwick, 2022). Nowadays, retailers widely use digital marketing techniques, such as social media marketing, mobile apps, email marketing, websites, and loyalty programs to attract customers, improve their experience, and stay competitive in the market (Kotler and Keller, 2016). Prior research indicated that the digital marketing may enhance customer engagement, satisfaction, and loyalty through personalized communication (Nanta et al., 2025). Hence, there is a need to investigate the association between digital marketing and customer satisfaction in the retail industry.
There are several ways in which digital technology is commonly applied by different retail organizations to improve customer satisfaction through personalized offerings. The applications of loyalty programs, personalization tools, apps, and e-commerce sites are some of the methods that are commonly applied by retail organizations to understand customer requirements and stimulate repurchase decisions. Digital technologies allow retail organizations to connect with their customers to make personalized offerings. The recent development in the domain of artificial intelligence has allowed businesses to personalize their marketing strategies based on their customers' preferences and behaviour (Adobe, 2026). In addition, the application of e-retailing sites and social media platforms has become necessary for communication with customers since these digital platforms help businesses communicate with a wide range of customers to promote their products (Stankizai and Ali, 2024).
Problem Statement
Nonetheless, there are a lot of difficulties that the retailers may face when using digital marketing techniques. Selecting the most appropriate platform for digital marketing, the proper target market, developing effective marketing campaigns, and evaluating the success of the marketing process are difficult processes (Stankizai and Ali, 2024). Besides, it is essential for a company to make sure that the marketing process it involves in creates the customers' trust, offers high-quality service, and builds up customer loyalty (Mollah, 2014; James and Cooper, 2015). In light of the above-mentioned statement, it is evident that the retailer needs to change its digital marketing strategies all the time because the expectations of the customer keep changing.
Although there are many researches regarding different aspects of digital marketing, there is little understanding concerning the way in which digital marketing strategies interact with each other and impact customer satisfaction. It means that the present research literature is focused on the analysis of one aspect of digital marketing at a time but not on their joint effect. Thus, there is a need for further investigation on this issue.
Given the continued development of digital technology and changing customer expectations, this research is highly relevant and timely (Chaffey and Ellis-Chadwick, 2022). Organizations are increasingly relying on digital technology, personalized marketing campaigns, artificial intelligence, and digital communication to enhance the customer experience (Adobe, 2026). Thus, the objective of this research is to explore the impact of digital marketing techniques on customer satisfaction in the UK retail industry.
[bookmark: _Toc240838301]1.2 Research Rationale 
Justification of this research on theoretical grounds is based on the increased use of digital marketing practices within the retail industry and the necessity to identify the impact that different kinds of digital marketing practices have on customer satisfaction. Current literature pays special attention to websites, social networks, mobile applications, e-mails, loyalty programs, and personalized content as elements that engage customers (Chaffey and Ellis-Chadwick, 2022). The S-O-R model identifies how digital stimulation, like personalization and interactivity, impacts the experiences of customers and their behaviour, while the concepts of relationship marketing focus on trust, communication, commitment, and customer service (Mollah, 2014; James and Cooper, 2015).
[bookmark: _Toc240838302]The RACE Framework further supports analysis across Reach, Act, Convert, and Engage stages (Chaffey, 2023). However, previous studies often examine individual digital channels rather than their combined effects, while rapid developments in AI and personalisation create a need for updated research (Adobe, 2026; Reuters, 2026). Practically, this study can help UK retailers understand how integrated digital marketing strategies can improve customer satisfaction, engagement, loyalty, and marketing performance. The findings may support managers in making informed decisions about digital channels, personalisation, customer communication, and resource allocation. The study may also provide useful insights for industry professionals and policymakers regarding customer data, digital experiences, and consumer protection, supporting sustainable growth in the UK retail sector.
1.3 Research Contribution and Motivation
Theoretical Contribution
The proposed research is a great contribution to the existing literature on the relationship between digital marketing and customer satisfaction in the retail industry since it will help to overcome some deficiencies of previous researches. The research explores the influence of different digital marketing instruments rather than studying each digital marketing tool separately (Chaffey and Ellis-Chadwick, 2022). Moreover, the current research makes a contribution to the relationship marketing theory by investigating how digital tools can contribute to customer trust, loyalty and relationships building (Mollah, 2014). Also, the proposed research makes a contribution to digital marketing theory by exploring how companies respond to changes in digital marketing in order to maintain their competitiveness regarding customer satisfaction (Ologunebi, 2023). In addition, the proposed research brings the attention to the possible role of AI personalization, loyalty programmes, demographic variables, and customers' digital literacy in the relationship between digital marketing and customer satisfaction (Saunders et al., 2019; Reuters, 2026).
Empirical Contribution
The methodological approach brings substantial empirical benefits. With the help of the quantitatively oriented mono-method approach, where survey data are collected, this research makes it possible to measure and analyse the relationship between digital marketing strategies and customer satisfaction (Creswell, 2014; Saunders et al., 2019). In this way, questionnaires make it possible to collect data about many Tesco customers and thereby assess the relationship between digital marketing strategies and customer satisfaction (Saunders et al., 2019). The cross-sectional time horizon gives a picture of what happens at the time of collecting data, making it possible to assess currently how effective the digital marketing strategies of Tesco are (Creswell, 2014). In that, the sample of Tesco customers of both genders aged between 18 and 50 and living in all parts of the United Kingdom gives an opportunity to collect a representative sample of Tesco customers (Saunders et al., 2019).
Practical Contribution
The research is bound to be practical since it will offer useful data which will come in handy for managers, organizations, and even policymakers in improving their digital marketing strategies and hence customer satisfaction. It will help in making decisions that will be made easier by identifying the effective digital marketing strategies and efficient use of organizational resources (Chaffey and Ellis-Chadwick, 2022). Furthermore, the research will also help in providing a practical model that organizations can adopt in improving their customer relationship management and customer experience (Kotler and Keller, 2016). Moreover, the research will also help managers understand how different digital marketing strategies result in customer satisfaction and in turn formulate effective marketing strategies.


Originality
[bookmark: _Toc240838303]The unique aspect of this research is the holistic methodology of investigation of the connection between digital marketing and customer satisfaction. It is important to note that this research has followed a completely different route when comparing it with the researches which examine the particular strategies of digital marketing and how they influence the level of customer satisfaction through the effect of digital marketing practices such as the use of digital media, loyalty programs, and artificial intelligence-based personalization strategies (Adobe, 2026; Reuters, 2026).
1.4 Research Aim, Objectives, and Questions 
[bookmark: _Toc240838304]Research Aim
The primary objective of the current research study is to identify how digital marketing affects customer satisfaction for Tesco within the United Kingdom. The research would analyse the ways digital marketing affects customer satisfaction results.
[bookmark: _Toc240838305]Research Objectives
The following research objectives operationalise the research aim into specific, measurable sub-goals:
To investigate the current digital marketing strategies implemented by Tesco:
This objective assesses the digital marketing approaches employed in promoting the products and interacting with the customers via websites, mobile apps, social media, email marketing, loyalty schemes, and AI-based personalization. The effectiveness of such approaches is also assessed in the light of their use in enabling the digital transformation in the retail sector (Chaffey and Ellis-Chadwick, 2022).
To determine the current opportunities and challenges of Tesco implementing digital marketing:
This is the goal that evaluates the main prospects and obstacles faced by digital marketing in respect of customer interaction, customization, extending the reach of sales online, platform selection, market targeting and customer loyalty/trust building (Mollah, 2014).
To analyse the impact of digital marketing on customer satisfaction
[bookmark: _Toc240838306]Examines how marketing can influence the customer experience by evaluating the effects of individualized marketing, artificial intelligence, trust, communication, and customer relationship management due to changing customer expectations (Kotler & Keller, 2016; Ologunebi, 2023).
Research Questions
The following research questions guide the inquiry and align with the research objectives:
What are the current digital marketing strategies implemented by Tesco?
This question addresses Objective 1 by examining the digital marketing strategies employed by Tesco across different channels and platforms.
What are the current opportunities and challenges of Tesco implementing digital marketing?
This question addresses Objective 2 by evaluating the factors that enable and constrain effective digital marketing implementation at Tesco.
What is the impact of digital marketing on customer satisfaction?
This question addresses Objective 3 by analysing the relationship between Tesco's digital marketing activities and customer satisfaction outcomes.
[bookmark: _Toc240838307]1.5 Research Hypothesis
H1: Customer engagement and trust positively influence customer satisfaction with Tesco’s digital marketing.
H2: Privacy risk negatively affects Tesco’s data-driven marketing and customer involvement.
[bookmark: _Toc240838308]1.6 Chapter Review 
[image: C:\Users\fabih\Downloads\chapter review.png]The remainder of this dissertation is structured as follows:








[bookmark: _Toc240746138]Figure 1.Chapter Review (Self-Created)

Chapter 1: This chapter introduces the research background, problem statement, and rationale for investigating digital marketing's impact on customer satisfaction at Tesco. It outlines the research aim, objectives, questions, hypotheses, and contributions to academic knowledge and retail practice.
Chapter 2: This chapter critically reviews literature on digital marketing, customer satisfaction, relationship marketing, and the RACE, Honeycomb, and KANO Models. It identifies research gaps and develops hypotheses guiding the empirical investigation.
Chapter 3: This chapter details the mono-method quantitative design, including online questionnaire data collection, sampling strategy, participant selection, data analysis using Microsoft Excel, and ethical considerations to protect participants' rights and privacy.
Chapter 4: This chapter presents survey findings from Tesco customers, analysing digital marketing strategies and their impact on satisfaction using statistical techniques. Results are presented systematically through tables, charts, and graphs.
Chapter 5: This chapter interprets findings in relation to existing literature and theoretical frameworks, exploring implications for digital marketing theory and practice. Recommendations for retailers, managers, and policymakers are provided.
Chapter 6: This chapter summarises research contributions, acknowledges limitations, suggests future research directions, and offers final recommendations for retailers to optimise digital marketing strategies and enhance customer satisfaction.


[bookmark: _Toc240838309]Chapter 2: Literature Review

[bookmark: _Toc240838310]2.1 Introduction

The development of digital marketing has led to the evolution of how retailers interact with their customers, and has created more complex techniques to manipulate customer satisfaction and loyalty. Digital marketing is defined as “the strategies for the application of digital technologies in the pursuit of marketing objectives via an integrated mix of channels that includes websites, social media, e-mail, mobile applications and personalization” (Chaffey and Ellis-Chadwick, 2022). On the other hand, in the definition proposed by Ryan and Jones (2009), digital marketing is associated with the use of digital technology in reaching consumers, and in particular with the increased level of control and participation of customers in the digital environment. While technology is a key element in both concepts of digital marketing, the two definitions focus on different aspects: Chaffey and Ellis-Chadwick (2022) focus on the strategic integration, while Ryan and Jones (2009) focus on interaction and participation.
Customer satisfaction reflects competing conceptualisations, with Oliver (1980) defining it as a post-choice evaluative judgement arising from the discrepancy between expected and perceived service performance, while Fornell (1992) conceptualises it cumulatively as an overall evaluation developed through repeated purchase and consumption experiences. Although Oliver’s (1980) transaction-specific perspective is useful for assessing individual customer encounters, Fornell’s (1992) cumulative approach arguably offers greater relevance to contemporary retail environments, where customer relationships develop through multiple interactions and digital touchpoints. 
[bookmark: _Toc240838311]Critical Review
Importantly, these conceptualizations offer insight into strengths and weaknesses from both a theoretical perspective. Chaffey and Ellis-Chadwick (2022), in particular, offer strategically comprehensive insights but may not adequately address the disruptive effects of AI and analytics while Ryan and Jones (2009) correctly appreciate consumer empowerment but possibly underestimate organizational abilities in behavioural targeting. Likewise, Fornell’s (1992) cumulative model is consistent with the concept of relationship retailing but both satisfaction conceptualizations are overwhelmingly cognitive and evaluative.
[bookmark: _Toc240838312]Consequently, this research work conceptualises digital marketing as an approach where digital technology is used strategically to connect with customers along the way, whereas the concept of customer satisfaction is conceptualised as the summation of the experiences encountered at various digital touchpoints. The chapter thus lays down the theoretical framework for the research work by reviewing digital marketing strategy, personalisation, relationship marketing, RACE model, dynamic capabilities as the main theoretical perspective, and developing the conceptual framework.
2.2 Thematic Overview of the Literature
[bookmark: _Toc240838313]The current section presents critical assessment of the literature available on the selected themes as per the research objectives. Theme one focuses on digital marketing methods employed by Tesco. It covers issues to do with digital channels used and the involvement of customers' data. Theme two deals with the potentialities and obstacles associated with implementation of digital marketing by Tesco. Theme three deals with digital marketing and customer satisfaction.
2.2.1. Digital Marketing Strategies in the UK Retail Context

The Current Digital Marketing Strategies Implemented by Tesco
Digital marketing has changed the way in which UK retailers interact with customers, market their products, and create long-term relationships through websites, social media, mobile applications, email, and personalized content (Chaffey and Ellis-Chadwick, 2022). The role of digital marketing became even more significant after the outbreak of COVID-19 due to the growth in the use of online shopping and digital interactions. These marketing practices are used by Tesco through Tesco.com, mobile applications, social media, email marketing, and Clubcard membership program which is used by more than 24 million UK households and gives customers' data for personalization purposes (Reuters, 2026).
A number of studies show that a successful digital marketing strategy can positively impact customer engagement, customer satisfaction, customer loyalty, brand awareness, and customer purchase intention (Nanta et al., 2025; Zeqiri et al., 2025). On the other hand, very little information has been found on how different types of digital marketing strategies interact and influence customer satisfaction in different retail forms and customer segments. Furthermore, due to the increased use of AI personalisation by Tesco, relevance and customer frustration issues become important. According to Quickfire Digital (2025), 45% of customers in the UK feel frustrated with the AI-powered recommendations.
Tesco uses a wide range of digital marketing strategies through different channels, supported by customer data and new technologies. Its Clubcard loyalty programme is a key part of this strategy, serving over 24 million UK households. The programme provides customer data that Tesco uses to offer personalised promotions, product recommendations, and targeted offers (Reuters, 2026). Tesco has also strengthened Clubcard through its partnership with Adobe, announced in April 2026, which uses AI and agentic AI to improve personalisation and customer engagement (Tesco PLC, 2026). The Tesco x Adobe Innovation Lab supports the development of new AI-based personalisation solutions (Adobe, 2026).
Tesco also uses Tesco.com, its mobile app, social media, and email marketing to communicate with customers. Tesco.com provides services such as home delivery, click-and-collect, and a wide range of products (Fairlie, 2004). Its mobile app offers personalised recommendations, special promotions, and Clubcard point tracking (Tesco PLC, 2025). Social media, especially Facebook, helps Tesco engage with customers and provide customer service (Stankizai and Ali, 2024). Email marketing supports targeted offers using AI-based personalisation (Adobe, 2026). Overall, Tesco combines online and offline channels to provide a consistent customer experience (Kotler and Keller, 2016). AI helps Tesco provide more relevant and personalised customer experiences at scale (Tesco PLC, 2026).

[bookmark: _Toc240838314]2.2.2. Opportunities and Challenges in Digital Marketing Implementation

The Current Opportunities and Challenges of Tesco Implementing Digital Marketing
Digital marketing enables retailers to benefit from increased consumer engagement, satisfaction, reach, and loyalty through personalization, convenience, customer data, and digital platforms (Chaffey & Ellis-Chadwick, 2022; Kotler & Keller, 2016). Relationship marketing also contributes to long-term customer relationship management through trust, communication, commitment, and customer care (James & Cooper, 2015; Mollah, 2014). Tesco benefits from Clubcard data, AI technology, Tesco.com, social media marketing, and the Adobe partnership to achieve personalization and enhanced consumer experience (Adobe, 2026; Nanta et al., 2025). Digital marketing, however, also brings technological, budgetary, security, privacy, and organizational barriers. Budget limitations and fragmented customer data hinder digital improvements, while fears about using AI technology and inaccurate recommendations can affect consumer trust and satisfaction (Quickfire Digital, 2025; SCAYLE, 2025). Tesco, thus, needs to achieve personalization and innovation by maintaining privacy, quality of service, trust, and human-to-human interaction. Further research is needed to investigate all these aspects at once.
Tesco's digital marketing provides important opportunities to improve customer engagement, satisfaction, and business performance. Using Clubcard data and AI allows Tesco to create personalised customer experiences. Its partnership with Adobe supports “smarter journeys and more personal customer experiences at an unprecedented scale” (Adobe, 2026). Digital channels such as Tesco.com also help Tesco reach more customers and increase online sales (Fairlie, 2004). The growth of online shopping after COVID-19 provides further opportunities for Tesco to increase its market share through its strong digital infrastructure (Chaffey and Ellis-Chadwick, 2022). Digital marketing also helps Tesco maintain regular contact with customers through different channels and increase the value of Clubcard membership (Tesco PLC, 2025). Research shows that positive digital experiences can improve customer satisfaction and loyalty through greater engagement (Nanta et al., 2025). Social media also supports wider reach, targeted advertising, and customer interaction (Stankizai and Ali, 2024). Trust, communication, and customer care can further help Tesco develop long-term customer relationships (James and Cooper, 2015).
However, Tesco faces challenges such as privacy concerns, AI frustration, and technical problems. Customers may enjoy personalised services but still worry about how their data is used. Also, 45% of UK shoppers are dissatisfied with irrelevant AI recommendations (Quickfire Digital, 2025). Therefore, Tesco must balance AI investment with privacy, trust, customer care, and effective technology. Legacy systems and fragmented data also remain barriers, while only 16% of UK shoppers are comfortable with retailers' use of AI (SCAYLE, 2025).

[bookmark: _Toc240838315]2.2.3. Digital Marketing and Customer Satisfaction

The Impact of Digital Marketing on Customer Satisfaction
Digital marketing can improve customer satisfaction by providing convenience, personalisation, engagement, and smoother shopping experiences (Nanta et al., 2025; Chaffey and Ellis-Chadwick, 2022). Satisfaction is important for customer loyalty, recommendations, and business performance (Kotler and Keller, 2016). Social Exchange Theory suggests that customers evaluate benefits such as convenience and useful information against costs such as privacy concerns, while Relationship Marketing Theory highlights trust, communication, commitment, and customer care (Mollah, 2014). The Technology Acceptance Model further suggests that useful and easy-to-use technologies can improve customer acceptance and satisfaction (Davis, 1989). For Tesco, Clubcard data, AI, Tesco.com, mobile applications, click-and-collect, social media, and personalised promotions provide opportunities to enhance customer experiences (Tesco PLC, 2025; Fairlie, 2004). However, irrelevant recommendations, privacy concerns, and poor AI experiences may reduce satisfaction, with 45% of UK consumers reporting frustration with AI recommendations (Quickfire Digital, 2025). Therefore, this study examines how Tesco’s combined digital marketing activities influence customer satisfaction while addressing gaps in existing research.
Tesco's digital marketing can improve customer satisfaction through personalisation, convenience, engagement, and trust. Clubcard data and AI help Tesco provide personalised offers, product recommendations, and messages based on customer needs (Tesco PLC, 2025). Positive experiences across Tesco's digital channels can also increase customer satisfaction through stronger engagement (Nanta et al., 2025). In addition, Tesco.com, its mobile app, and click-and-collect services make shopping easier and more convenient for customers (Fairlie, 2004). Trust is also important, as good communication, commitment, and customer care can improve satisfaction and loyalty (James and Cooper, 2015). Tesco can build trust by using customer data responsibly, providing good digital customer service, and offering consistent value through personalised services (Tesco PLC, 2025).
However, digital marketing does not always improve satisfaction. The success of AI-based personalisation depends on how useful and relevant customers find it. Nearly half of UK consumers have reported frustration with poor recommendations, irrelevant products, and general content (Quickfire Digital, 2025). Only 16% of UK shoppers are comfortable with retailers' use of AI (SCAYLE, 2025). Therefore, Tesco needs to balance personalisation with privacy, transparency, and customer trust. Personalised services should provide real value while reducing privacy concerns (Haji, Temprano-García, and Peluso, 2025). Overall, digital marketing should combine technology with trust, communication, and customer care to improve satisfaction and long-term customer relationships (James and Cooper, 2015; Mollah, 2014). Effective personalisation can also improve customer experience and retention (Ologunebi, 2023).

[bookmark: _Toc240838316]2.2.4.  Research Hypotheses

H1: Customer engagement and trust positively influence customer satisfaction with Tesco's digital marketing.
This hypothesis proposes that when customers actively engage with Tesco's digital platforms—such as the mobile app, Club card, social media, and email marketing—and trust the brand to handle their personal data responsibly, they experience higher satisfaction with Tesco's digital marketing efforts. Customer engagement creates meaningful interactions that enhance perceived value and convenience, while trust reduces uncertainty and builds confidence in Tesco's data practices. Relationship Marketing Theory supports this by emphasising that trust, communication, and commitment are essential for building long-term customer relationships (Mollah, 2014; James and Cooper, 2015). Similarly, Social Exchange Theory suggests that customers remain loyal when they perceive valuable benefits from their digital interactions (Peluso, 2025). Research by Nanta et al. (2025) further confirms that positive digital experiences and engagement improve customer satisfaction and loyalty. Therefore, this study examines whether higher levels of engagement and trust lead to greater satisfaction with Tesco's digital marketing.

[bookmark: _Toc240838317]H2: Privacy risk negatively affects Tesco's data-driven marketing and customer involvement.
This hypothesis proposes that when customers perceive high privacy risks associated with Tesco's data collection and usage practices, they become less involved with digital marketing channels and reduce their engagement with data-driven services. Privacy risk encompasses concerns about how personal information is collected, stored, and used, which can undermine customer trust and willingness to share data. The Privacy Calculus Theory explains that customers weigh the benefits of personalisation against the perceived risks of data sharing (Haji, Temprano-García, and Peluso, 2025). When privacy concerns are high, customers may avoid using the Clubcard, opt out of personalised offers, limit app usage, or disengage from digital communications, ultimately reducing the effectiveness of Tesco's data-driven marketing strategies. Evidence shows that 45% of UK consumers report frustration with AI recommendations (Quickfire Digital, 2025), and only 16% are comfortable with retailers' use of AI (SCAYLE, 2025), highlighting significant consumer unease. Therefore, this study examines whether higher privacy concerns negatively impact customer involvement with Tesco's digital marketing and data-driven initiatives.


[bookmark: _Toc240838318]2.2.5. Research Gap: The Need for an Integrated Understanding of Digital Marketing's Collective Impact on Customer Satisfaction

The existing academic literature has substantially advanced understanding of digital marketing and its relationship with customer satisfaction in retail contexts. However, a critical examination of the current body of knowledge reveals several significant gaps, contradictions, and underexplored areas that warrant further investigation. These gaps provide the foundation for the present study's contribution to knowledge and justify the research design and methodological approach.
Fragmented Analysis of Digital Marketing Strategies
Existing research often examines digital marketing strategies separately rather than considering their combined effect on customer satisfaction. Studies have focused on online platforms (Fairlie, 2004), loyalty programmes and relationship marketing (James and Cooper, 2015), social media (Stankizai and Ali, 2024), and digital experiences (Nanta et al., 2025). Although these studies provide valuable insights, they provide limited understanding of how different channels work together. The RACE Framework highlights the integrated customer journey through Reach, Act, Convert, and Engage (Smith, 2020). This study therefore examines Tesco’s Clubcard, Tesco.com, mobile apps, social media, email, and AI personalisation collectively.
Limited Research on AI-Driven Personalisation and Consumer Responses
There is little research conducted on the topic of the influence of artificial intelligence-based personalization and its influence on consumer satisfaction, especially in a multichannel retail setting. While the Technology Acceptance Model and the Social Exchange Theory can be used to explain the reaction of customers to technological innovations (Davis, 1989; Haji, Temprano-García, and Peluso, 2025), current studies tend to focus on the advantages of personalization but do not give much attention to the issues of privacy and the relevance of personalized content (Ologunebi, 2023; Nanta et al., 2025). Tesco's cooperation with Adobe shows that the application of AI becomes more common (Tesco PLC, 2026; Adobe, 2026), but 45% of UK consumers find AI recommendations irritating (Quickfire Digital, 2025).
Insufficient Integration of Relationship Marketing and Digital Marketing Perspectives
The literature review has not done enough to integrate relationship marketing with digital marketing theories. Relationship marketing takes into account trust, communication, commitment, and customer care as some of the significant aspects that affect satisfaction and loyalty (James and Cooper, 2015). However, in digital marketing literature, more attention is paid to issues like technology, engagement, and convenience, whereas the RACE Framework has less focus on the psychological factors like trust (Smith, 2020). Likewise, Technology Acceptance Model also considers the aspects of usefulness and ease of use rather than trust and commitment (Davis, 1989). The current study explores the relationship factors in addition to digital marketing practices of Tesco.
Methodological Limitations and Contextual Constraints
Previous studies face methodological and contextual limitations, including extensive use of cross-sectional surveys and convenience samples, which restrict understanding of cause-and-effect relationships (Saunders et al., 2019). Self-reported responses may also involve recall errors or socially desirable answers (Creswell, 2014). Furthermore, studies often focus on specific companies, industries, or countries, limiting generalisability across retail contexts (Zeqiri et al., 2025). Research conducted before the rapid growth of AI personalisation and digital shopping may also have limited relevance to current conditions (Chaffey and Ellis-Chadwick, 2022). Therefore, this study uses a quantitative survey of UK Tesco customers to provide current evidence.
Theoretical Gaps and Underexplored Mechanisms
Existing theories provide useful foundations for understanding digital marketing, but the mechanisms linking digital marketing activities to customer satisfaction remain insufficiently explored. Social Exchange Theory, Relationship Marketing Theory, and the Technology Acceptance Model explain factors such as perceived benefits, trust, and technology acceptance (Peluso, 2025; Mollah, 2014; Davis, 1989). However, limited research examines how these factors operate together in multichannel retail. This study addresses the gap by examining personalisation, convenience, engagement, and trust as potential influences on satisfaction, while also considering privacy concerns and poor personalisation as negative factors.

[bookmark: _Toc240838319]2.3. Digital Marketing Frameworks: RACE and Honeycomb Model
This section critically examines two complementary frameworks that inform the analysis of Tesco's digital marketing strategies and their influence on customer satisfaction. The RACE Framework provides a strategic lens for understanding the customer journey across digital touchpoints (Sestino et al., 2021), while the Honeycomb Model offers granular insights into social media functionality and engagement. Together, these frameworks provide comprehensive analytical tools for investigating how Tesco's integrated digital marketing activities generate customer satisfaction outcomes.
[bookmark: _Toc240838320]2.3.1. The RACE Framework: Strategic Analysis of Tesco's Digital Marketing

Framework Overview and Theoretical Foundations
The RACE Framework, developed by Dr. Dave Chaffey in 2010, supports the planning and evaluation of digital marketing across the customer journey (Smart Insights, 2025). It includes Reach, Act, Convert, and Engage, covering awareness, interaction, purchase, and long-term loyalty. The framework also includes Plan, which supports strategic planning, measurement, and continuous improvement. Unlike linear models, RACE recognises that customers move between different stages and digital touchpoints. Overall, it helps businesses evaluate performance, identify improvements, and strengthen customer relationships.


[image: ]











[bookmark: _Toc240746139]Figure 2.RACE Framework following by Smart Insights, 2025 (Self-Created)



Critical Evaluation of RACE Framework
RACE Framework is a useful framework that can help to analyse the Tesco’s digital marketing in terms of Reach, Act, Convert, and Engage. It can be used to analyse the use of paid and owned media, social media, Clubcard, Tesco.com, mobile apps, click-and-collect, personalised communication, and loyalty rewards by Tesco. Data-driven nature of this framework can be aligned with Tesco’s use of Clubcard data, artificial intelligence personalisation, and analysis (Tesco PLC, 2025; Adobe, 2026). On the other hand, there are some limitations of RACE Framework because its process-oriented nature can miss some emotional, relational, trust, and customer care elements that affect satisfaction of customers (Mollah, 2014; James & Cooper, 2015). The linear customer journey of RACE Framework can over-simplify modern interactions.

Application of RACE Framework to Tesco
Plan Stage: Strategic Foundation
There is a clear level of strategizing that Tesco applies when considering digital marketing from a perspective of RACE framework. First, the company concentrates on digital transformation and enhancing the customer experience using personalized and data-driven marketing (Tesco PLC, 2025). Second, the alliance between Tesco and Adobe that was launched in April 2026 demonstrates the company's plans regarding AI personalization in Tesco x Adobe Innovation Lab (Tesco PLC, 2026; Adobe, 2026). Finally, Tesco uses performance measures such as Clubcard engagement, digital sales, customer satisfaction, and loyalty program retention (Reuters, 2026). It can be noted that using Clubcard data, CRM system, and customer information helps with personalized marketing and decision making.
Reach Stage: Building Awareness and Attracting Customers
Some of the various digital channels used by Tesco for attracting and retaining new and existing customers and improving brand awareness include digital ads, social media, search marketing, Tesco.com, mobile app, Clubcard communications, customer reviews, and media mentions. In 2025, Tesco hired Uncovered as their first social media agency to develop compelling content on TikTok and Instagram. The 'Quiet Hour' campaign launched by Tesco did exceedingly well by receiving top scores for advertising uniqueness and brand recognition. Tesco's social media activities including Facebook, YouTube, Google advertising, and remarketing also contribute to its online presence.
Act Stage: Encouraging Interaction and Lead Generation
The Act stage focuses on turning customer awareness into active interaction with Tesco. This includes visiting Tesco.com, joining Clubcard, downloading the mobile app, following social media accounts, and signing up for email communications. Tesco's Clubcard is particularly important, with more than 24 million UK households using the programme, giving Tesco valuable customer data for personalised marketing (Reuters, 2026). The mobile app also encourages regular interaction through personalised recommendations, special offers, and Clubcard point tracking (Tesco PLC, 2025). Social media campaigns, including TikTok, Facebook, and YouTube content, further encourage engagement. Tesco's email marketing and personalised communications also support regular customer interaction and relationship building.
Convert Stage: Facilitating Online and Offline Purchases
The Convert stage focuses on turning customer interest into actual purchases. Tesco provides customers with several ways to buy products, including Tesco.com, its mobile app, and physical stores. Services such as home delivery, click-and-collect, and personalised Clubcard offers make purchasing easier and more convenient (Fairlie, 2004; Tesco PLC, 2025). Tesco Whoosh also supports quick purchasing by offering delivery in as little as 20 minutes. Personalised promotions, Clubcard purchase data, and AI-based product recommendations help customers find relevant products and reduce barriers to purchasing (Adobe, 2026). By connecting Clubcard data across online and physical stores, Tesco provides a more consistent and personalised buying experience (Reuters, 2026).

Engage Stage: Building Loyalty and Advocacy
The Engage phase involves the creation of lasting bonds between customers and repeated purchasing and loyalty. The Clubcard system of Tesco is an important aspect of this process because customers will be offered personalized offers, and the company will be getting some valuable information about its customers (Tesco PLC, 2025). In addition, the collaboration between Tesco and Adobe will make it possible to offer personalized services and experiences with the help of AI (Adobe, 2026). Customer service, data transparency, and offering value can help customers trust the company more (James and Cooper, 2015). For example, Tesco can benefit from the initiative called 'Quiet Hour' and an accessible recipe website.

[bookmark: _Toc240838321]2.3.2. The Honeycomb Model: Social Media Functionality Analysis

Framework Overview and Theoretical Foundations
The Honeycomb Model is an excellent way to explore the functioning of social media and the appropriate ways in which organisations can utilise social media. This model consists of seven key elements – Identity, Conversations, Sharing, Presence, Relationships, Reputation, and Groups. Each of these components is interrelated and combined into a unique functioning system that impacts the social media experience of the users. The Honeycomb Model allows companies to learn about customers' behaviour and interactions with social media and their role in fostering engagement, building relationships, and ensuring customer satisfaction. Various social media platforms concentrate on some aspects of this model more than others. For instance, LinkedIn concentrates primarily on such elements as Identity, Relationships, and Reputation, while YouTube is mostly concerned with Sharing and Presence. In turn, Facebook utilises a broader range of these functions. Through the comprehension of such distinctions, companies may select the appropriate platforms and create content tailored to the needs of the clients.
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[bookmark: _Toc240746140]Figure 3..Honey comb model by following Kietzmann et.al. (2011)

Critical Evaluation of Honeycomb Model
The Honeycomb Model is useful for analysing Tesco's social media strategies because it helps examine how different platforms, including Facebook, TikTok, Instagram, and YouTube, support customer engagement. Its focus on Identity, Conversations, and Relationships also connects with relationship marketing, particularly the importance of trust and commitment (Mollah, 2014; James and Cooper, 2015). The Sharing and Presence dimensions help Tesco understand content performance and customer interaction. However, the model has some limitations. It mainly focuses on social media engagement and gives less attention to commercial goals such as sales, conversion, and return on investment. It also provides limited guidance on how social media works together with other digital channels, such as Clubcard, e-commerce, and email marketing. Furthermore, the rapid growth of platforms such as TikTok, short-form videos, and AI-based recommendations may reduce its relevance for newer digital environments. Therefore, the Honeycomb Model is useful but should be combined with broader frameworks such as RACE to understand Tesco's overall digital marketing strategy.


Application of Honeycomb Model to Tesco
Identity: Building Brand and Customer Profiles
Identity refers to how users and brands create and manage their profiles on social media. For Tesco, identity includes its brand image, customer profiles, and the connection between them. Tesco uses TikTok and Instagram content to create a clear and authentic brand identity through platform-specific content. Its 'Quiet Hour' advertisement, presented by a Tesco store colleague, shows how Tesco combines genuine brand representation with content that suits TikTok users. Customers also develop their identity through Clubcard membership and social media activity. Tesco uses Clubcard data to provide personalised content, targeted advertising, and loyalty offers, making social media interactions more relevant and valuable for customers (Adobe, 2026).
Conversations: Facilitating Dialogue and Interaction
Conversations refer to how users communicate and interact through social media platforms. Tesco encourages conversations by creating content that attracts comments, reactions, and sharing. Its 'Daredevil Delivery' campaign created strong discussion through its humorous and energetic presentation of fast delivery. Tesco also manages customer conversations through replies, comment moderation, and interaction with user-generated content. Its partnership with Uncovered supports the creation of engaging content that attracts attention and encourages discussion. The 'Quiet Hour' campaign also created positive conversations about neurodiversity and inclusion. These conversations help Tesco build stronger customer relationships by showing responsiveness, care, and commitment to customers (James and Cooper, 2015).
Sharing: Content Distribution and Exchange
Sharing refers to how users exchange and distribute content on social media. Tesco creates content that customers may want to share with others, helping increase brand reach through organic sharing. The 'Quiet Hour' campaign attracted attention and encouraged engagement because of its emotional and social message. Similarly, the 'Daredevil Delivery' campaign achieved 44.4 million impressions, showing strong reach and content sharing across social platforms. Tesco focuses on humour, entertainment, and emotional content to encourage users to share its posts. Sharing supports Tesco's Reach objectives by increasing visibility beyond paid advertising. It can also build social proof, as shared content may show customer support and trust in the brand (Mollah, 2014).



Presence: Availability and Real-Time Engagement
Presence refers to how easily users can know when others are available and accessible on social media. For Tesco, this includes responding to customer questions, monitoring social platforms, and providing timely content. Tesco's social media teams maintain an active presence by regularly engaging with customers and responding to their needs. The 'Daredevil Delivery' campaign also showed strong platform presence through creator partnerships and content designed specifically for social media. Tesco's TikTok activity demonstrates its focus on current trends and fast-moving content. Maintaining a strong presence is important because customers expect quick and easy communication. However, Tesco must manage response times, staff resources, and content quality to maintain effective engagement.
Relationships: Building Connections and Networks
Relationships refer to how users connect with others and develop meaningful social connections. Tesco uses social media to build long-term relationships with customers through authentic content, useful offers, and customer interaction. The 'Quiet Hour' campaign showed Tesco's understanding of different customer needs, particularly those of neurodiverse customers. This helped present Tesco as a caring and inclusive brand. Personalised offers, relevant content, and responsive customer service can further strengthen customer relationships (Mollah, 2014; James and Cooper, 2015). Strong relationships support Tesco's Engage objectives by encouraging loyalty, repeat purchases, and customer recommendations. Tesco also uses influencers, creators, and social media agencies to develop more authentic and engaging customer connections.
Reputation: Social Standing and Trust
Reputation refers to how users view the credibility, trustworthiness, and social position of a brand. For Tesco, social media helps communicate its values, quality, and commitment to customers. The 'Quiet Hour' campaign improved Tesco's reputation by positioning the company as an inclusive and socially responsible brand. The campaign ranked highly for being different and setting trends, supporting Tesco's positive image. Reputation can also be strengthened through clear communication, good customer service, and delivering on brand promises. Customer trust is important because positive digital interactions can influence satisfaction and loyalty (Haji, Temprano-García, and Peluso, 2025). Strong reputation can also encourage customers to share information and engage with Tesco's personalised marketing (James and Cooper, 2015).
Groups: Community Formation and Participation
Groups refer to how users create, join, and participate in communities based on shared interests, values, or needs. Tesco uses social media content to connect with different customer groups. For example, the 'Quiet Hour' campaign supported the neurodiverse community by recognising and responding to its needs. Tesco also uses different platforms to reach different audiences, such as TikTok for younger users and Facebook for a wider audience. Clubcard can also create a sense of community by giving members shared benefits and rewards (Tesco PLC, 2025). However, Tesco has limited use of dedicated online community groups or forums. Despite this, its social media strategy shows an understanding of different communities and the importance of creating relevant content for specific audiences.
[bookmark: _Toc240838322]2.3.3. Synthesis: Integrating RACE and Honeycomb Frameworks
RACE Framework and Honeycomb Model are two frameworks that offer complementary analysis in examining the digital marketing efforts and customer satisfaction of Tesco. The RACE Framework is based on the four stages of the customer journey, namely Reach, Act, Convert and Engage, whereas Honeycomb Model is concerned with the functions of social media and customer interactions. Both frameworks illustrate how Tesco combines the use of Clubcard, e-commerce, social media, artificial intelligence-based personalization, and content marketing. Dimensions of the Honeycomb framework, namely Identity, Reputation, Conversation, and Sharing promote awareness, trust, engagement, and loyalty.
Implications for Conceptual Framework
The RACE and Honeycomb frameworks provide the foundation for developing the conceptual framework of this research, as they reveal important mechanisms used by digital marketing to impact customer satisfaction. As per the RACE Framework, customer satisfaction depends on the experiences that happen at all stages of the customer journey, especially those related to the Engage stage, including: loyalty programs, personalized communications, customer service. According to the Honeycomb Model, customer satisfaction is affected by social media experiences such as: Conversations, Relationships, Reputation, among others. Both frameworks highlight the importance of personalization: in the case of RACE Framework – through Act and Engage, while in the Honeycomb Model, through Identity, Conversations, and Relationships, reflecting customer recognition. This information was instrumental in developing hypotheses H1 and H2 about the importance of personalization and responsible data practices for customer satisfaction outcomes.
[bookmark: _Toc240838323]2.3.4. Critical Analysis: Advantages and Disadvantages of RACE and Honeycomb Frameworks
Advantages of RACE Framework
The RACE model is effective since it allows an understanding of the digital marketing process through the customer journey from the first contact until the establishment of relationships. It is possible to evaluate the way in which Tesco attracts customers, engages them and promotes the sales and long-term relations (Smart Insights, 2025). In addition, it emphasizes the importance of data analysis which corresponds to the marketing strategy of Tesco that is based on Clubcard data and artificial intelligence (Tesco PLC, 2025).
Disadvantages of RACE Framework
However, RACE has some limitations. Its focus on processes and activities may not fully capture important emotional factors such as trust, customer care, and personal connection that influence customer satisfaction (James and Cooper, 2015). The framework shows the customer journey as a straight path, but in reality, customers may move back and forth between stages. RACE also gives limited guidance on handling AI personalisation and privacy concerns, which are important issues for modern digital marketing (Mollah, 2014).

Advantages of Honeycomb Model
The Honeycomb Model provides detailed insight into how social media works. It helps examine how Tesco uses different platforms like Facebook, TikTok, Instagram, and YouTube to connect with customers (Kietzmann et al., 2011). Its focus on Identity, Conversations, and Relationships connects well with relationship marketing, helping analyse how Tesco builds trust through social media. The model has been shown to improve engagement when applied in business settings (Silva et.al, 2020).
Disadvantages of Honeycomb Model
The Honeycomb Model has notable weaknesses. It mainly focuses on social media engagement and does not fully address commercial goals such as sales, conversion, or return on investment. It also provides limited guidance on how social media works with other marketing channels like Clubcard, e-commerce, or email marketing. Additionally, social media changes quickly, with new platforms like TikTok and AI-driven content, which may make parts of the model less relevant for newer digital environments.
[bookmark: _Toc240838324]2.3.5. Comparative Analysis: Similarities and Differences

Similarities
Both frameworks share common goals. They both focus on customer engagement and building relationships. RACE's Engage stage and Honeycomb's Relationships, Conversations, and Identity dimensions both emphasise creating meaningful, long-term customer connections. Both frameworks recognise that customers interact with brands through multiple channels. Both also help businesses measure performance and find areas for improvement.
Differences
The frameworks differ significantly in scope. RACE covers the whole customer journey from attracting customers to building loyalty, while Honeycomb focuses specifically on social media. RACE takes a strategic, process-based view, while Honeycomb looks at how platform features enable different types of social interaction. RACE includes planning and measurement, whereas Honeycomb provides less guidance on commercial metrics or strategy.
Complementary Use
Using both frameworks together provides better understanding of Tesco's digital marketing. RACE provides strategic structure, while Honeycomb offers detailed insight into social media. Together, they help understand how Tesco's Clubcard, e-commerce, AI personalisation, and social media all influence customer satisfaction. This combined approach addresses the limitations of each framework and aligns with the study's aim to examine the collective impact of Tesco's digital marketing.
[bookmark: _Toc240838325]2.3.6. KANO Model of Customer Satisfaction
The KANO Model, developed by Professor Noriaki Kano, explains how different features affect customer satisfaction. It categorises features into five types: Must-Be, One-Dimensional, Attractive, Indifferent, and Reverse qualities (Kano et al., 1984). This model is useful for understanding how Tesco's digital marketing features influence customer satisfaction.
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[bookmark: _Toc240746141]Figure 4.Kano Model by following Noriaki Kano, 1984 

Must-Be Qualities (Basic Factors)
Must-Be qualities are features customers expect as standard. Their presence does not increase satisfaction, but their absence causes dissatisfaction. For Tesco, Must-Be qualities include Tesco.com working properly, mobile app stability, and secure payment processing. If Tesco's website crashes or payments fail, customers become dissatisfied. These basic requirements must work correctly for other marketing efforts to matter.
One-Dimensional Qualities (Performance Factors)
One-Dimensional qualities are features where better performance increases satisfaction and worse performance decreases satisfaction. For Tesco, these include website speed, personalisation accuracy, and Clubcard reward value. Faster loading times generate more satisfaction, while slower times cause dissatisfaction. Tesco's Adobe partnership aims to improve personalisation accuracy, which can directly increase customer satisfaction.
Attractive Qualities (Delighters)
Attractive qualities are unexpected features that delight customers when present but do not cause dissatisfaction when absent because customers do not expect them. For Tesco, these include innovative digital experiences, gamified loyalty challenges, AI-powered shopping assistants, and the 'Quiet Hour' campaign showing understanding of neurodiverse customers. These features differentiate Tesco from competitors and build emotional connection.
Indifferent Qualities
Indifferent qualities are features that customers do not care about; they neither increase nor decrease satisfaction. Tesco must identify and reduce investment in such features, redirecting resources to One-Dimensional and Attractive qualities that generate satisfaction.
Reverse Qualities
Reverse qualities are features that actually decrease satisfaction when present because customers dislike them. For Tesco, excessive personalisation that feels intrusive, irrelevant AI recommendations, and too many marketing messages represent Reverse qualities. As 45% of UK consumers report frustration with AI recommendations (Quickfire Digital, 2025), Tesco must carefully balance personalisation to avoid creating Reverse qualities.


Implications for Tesco
The KANO Model suggests Tesco should focus on different features based on their impact. Must-Be qualities need consistent execution. One-Dimensional qualities need continuous improvement to drive satisfaction gains. Attractive qualities provide differentiation and should be developed for competitive advantage. Reverse qualities must be avoided by respecting privacy limits and ensuring relevance. The model explains why Tesco's AI personalisation receives mixed responses—for some customers it is Attractive or One-Dimensional, for others it is Reverse due to privacy concerns.
[bookmark: _Toc240838326]2.4 Conclusion
In this chapter, the scholarly literature on digital marketing and customer satisfaction in the retail industry has been considered. This chapter provided a theoretical base to understand the impact of Tesco’s digital marketing efforts on customer satisfaction. The definition of digital marketing was taken as “the use of digital technologies such as websites, social media, mobile applications, emails and personalization in order to attain marketing objectives” (Chaffey and Ellis-Chadwick, 2022). Customer satisfaction was described as an evaluation based on the repetitive experiences of customers in digital interactions (Fornell, 1992).
The literature considered three research objectives. Tesco adopts different digital marketing techniques such as Clubcard, Tesco.com, mobile applications, social media marketing, email marketing and AI-based personalization (Reuters, 2026; Adobe, 2026). These techniques create possibilities by offering personalization and broader reach but there are certain issues related to privacy and dissatisfaction with AI-based recommendations (Quickfire Digital, 2025). Digital marketing techniques can lead to higher satisfaction through ease, engagement, personalization, and trust. However, it depends upon the relevance and execution.
These research gaps include a lack of integrated research, insufficient consideration of AI personalisation, poor relationship between relationship marketing and digital marketing, and methodological issues. RACE model, Honeycomb model, and KANO theory complement each other in terms of theories. This conceptual model suggests that AI personalisation affects satisfaction by increasing convenience and engagement, whereas privacy risk decreases satisfaction. Chapter 3 will discuss the methodology used in this study.




[bookmark: _Toc240838327]Chapter 3: Research Methodology
[bookmark: _Toc240838328]3.1 Introduction
This chapter discusses and justifies the research methodology that will be employed for the investigation into the effects of digital marketing on customer satisfaction in Tesco. The purpose of the research is to determine the effects that Tesco's digital marketing efforts have on customer satisfaction in the UK. This will be achieved through the use of the survey approach by employing the use of questionnaires in collecting primary data from Tesco customers. The research philosophy, approach, design, data collection and analysis, sampling method, and the data analysis techniques employed are discussed in the chapter (Xue and van Kooten, 2023). The chapter is organized in the following manner: research philosophy and approach, research decisions, time horizon, data collection and analysis, research ethics, limitations, and conclusion.
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[bookmark: _Toc240746142]                                                                   Figure 5.Research Onion (Saunders et.al, 2019)
[bookmark: _Toc240838329]3.2 Research Philosophy, Approach, and Strategy
Research Philosophy - Positivism
The study adopts a positivist philosophy. Positivism holds that knowledge is derived from observable and measurable facts, and the social world can be studied using objective, scientific methods (Saunders et al., 2019). This philosophy is appropriate because the research aims to measure the relationship between digital marketing activities and customer satisfaction using numerical data collected through structured surveys. Positivism supports objectivity, hypothesis testing, and generalisation of findings to wider populations (Creswell, 2014).
Research Approach - Deductive
The study uses a deductive approach, which moves from general theories to specific observations and hypothesis testing (Saunders et al., 2019). The research starts with existing theories from literature (Chapter 2), develops testable hypotheses (H1 and H2), collects data to test these hypotheses, and confirms or rejects them based on findings. This approach is appropriate because the study aims to test whether customer engagement and trust influence satisfaction, and whether privacy risk affects customer involvement.
Research Strategy - Survey Strategy
The research strategy is a survey strategy, which involves collecting data from a sample of respondents using structured questionnaires (Saunders et al., 2019). Surveys are commonly used in business research to describe characteristics, attitudes, and behaviours of populations. This strategy is appropriate because the research questions seek to investigate digital marketing strategies, opportunities, challenges, and their impact on customer satisfaction. Surveys enable collection of numerical data that can be statistically analysed to test hypotheses.

[bookmark: _Toc240838330]3.3 Research Investigation
Primary Research
Primary research entails conducting research through the collection of original data from participants for the purpose of the current study (Saunders et al., 2019). Data collected through primary research is through survey, interviews, and observation.
Data was collected directly from customers of Tesco in the United Kingdom using an online questionnaire. The questionnaire was designed to collect quantitative data regarding customers’ perception of Tesco’s digital marketing techniques, satisfaction, engagement, trust, privacy issues, and customer participation. The use of primary data made it possible for the study to get responses from the participants.



Secondary Research
Secondary research involves analysing existing data collected for other purposes (Saunders et al., 2019). Secondary data includes academic literature, company reports, government statistics, and industry publications.
Secondary research was conducted in Chapter 2, where academic literature on digital marketing, customer satisfaction, and theoretical frameworks was reviewed. Secondary sources included peer-reviewed journals, books, company reports, and industry reports.

[bookmark: _Toc240838331]3.4 Research Choices

Quantitative Research
Quantitative research involves collecting and analysing numerical data to measure variables, identify patterns, and test relationships (Bryman and Bell, 2022). It uses structured instruments such as surveys, and findings are analysed using statistical techniques.
Qualitative Research
The approach to qualitative research is that of gathering information about peoples' views, experiences, and behaviours using approaches that do not involve numerical data gathering (Saunders et al., 2019). Qualitative methods gather data in the form of words and pictures; it has a flexible approach, uses a small number of participants, yields in-depth results, and examine complex phenomenon within a context. Nonetheless, the application of qualitative methods does not apply to this study since the research seeks to examine the relationships existing between the variables through hypothesis testing and generalize the results to a broader population.
[bookmark: _Toc240838332]Mono-Method Quantitative
A mono-method quantitative study uses only quantitative data and methods of analysis in conducting research (Creswell, 2014). It uses one method for data collection; surveys to collect quantitative data.
Mono-method quantitative is suitable as the study aims at testing certain hypotheses about the relationship between variables. Research goals include examining strategies, uncovering opportunities and challenges, and analysing impact, all of which can be done through quantitative surveys. Constructs such as engagement, trust, privacy, and satisfaction can be quantified using Likert scales.
Advantages and Disadvantages of Collecting Numerical Data
There are many benefits to using numeric data in research. First, numeric data is an objective method and it is not open to any kind of interpretation by the researcher, offering a precise way of measuring across the respondents (Saunders et al., 2019). Numeric data allows for performing complex statistical analyses which help identify patterns, formulate hypothesis tests and analyse relationships between the variables (Bryman and Bell, 2022). Results obtained through numeric data can be generalised to a broader population if correct sampling techniques are employed. It is also easy to compare results across different groups and different time periods, and the process of collecting the data is highly efficient (Creswell, 2014). However, there are significant drawbacks in using numerical data. The information does not possess the richness required and might not reflect all details provided by the participants (Saunders et al., 2019). The context that affects respondents' answers might remain unnoticed, while the questions themselves might be answered inconsistently owing to the different interpretations on the part of respondents (Bryman and Bell, 2022). Numerical data suffers from the problem of response bias such as social desirability and recall bias. In addition, it restricts the responses and might overlook some important aspects (Creswell, 2014).
[bookmark: _Toc240838333]3.5 Time Horizon - Cross-Sectional
The cross-sectional time horizon is defined as the process of gathering data from participants at one point in time to investigate the research question or identify the relationship between the variables under investigation at that time (Creswell, 2014). This type of research is suitable for the study due to the short duration allocated for the writing of the dissertation and the fewer resources required compared to longitudinal studies, and the research investigates perceptions and relationships at the current moment in time. The cross-sectional research design was used in this study since data was gathered from the participants at one particular point in time. This was the right way of investigating customers' perception of the Tesco's digital marketing strategy, customer satisfaction, customer engagement, trust, privacy risk and customer involvement.
[bookmark: _Toc240838334]3.6 Data Collection and Analysis
Sampling
Sampling is an approach that involves the selection of a subset from a population so as to participate in a study whereby the sample will be used for data collection and analysis (Saunders et al., 2019). In this study, data was gathered from 50 Tesco customers in the United Kingdom. This was an appropriate number for conducting quantitative research and it was possible considering the time frame and the resources available. The respondents were selected through convenience sampling approach. Despite the fact that the number of participants was 50, there were enough responses to carry out descriptive analysis using Microsoft Excel. Nevertheless, the relatively small number of participants may affect the ability of the results to generalize to the Tesco customers at large. The target population is made up of Tesco customers in the United Kingdom aged between 18 and 50 with experience in the use of Tesco digital media such as Tesco.com, mobile app, and Clubcard program.
Sample Type
Participants will be Tesco customers aged between 18 and 50, both genders, residing across the United Kingdom. They must be regular Tesco shoppers with experience using Tesco.com, the mobile application, or the Clubcard programme. This age range represents the most active users of digital platforms and online shopping services.
Sampling Method - Non-Probability Convenience Sampling
Non-probability sampling refers to the technique of picking up respondents based on their availability and willingness to participate in the study rather than a random selection process. Convenience sampling is one of the forms of non-probability sampling where the selected respondents are those that can be accessed easily (Saunders et al., 2019). The use of convenience sampling in the study is justified since it is an easy way of collecting data fast within the timeline of the dissertation, it is cost effective and practical, and the participants are easily accessible to the researcher.
Some of the strengths associated with convenience sampling include fast and easy data collection, cost effective nature of the sampling technique, suitability for exploratory research and high response rate. On the other hand, some of the weaknesses associated with convenience sampling include that it does not always reflect the whole population which makes generalization difficult, possibility of having self-selection bias among the participants and no randomization which makes the process biased. Despite all the weaknesses associated with the sampling method, convenience sampling will be very useful to conduct this study considering its limitations in time and resources.
The researcher will seek diverse participants across different universities and demographic groups to enhance representativeness within the sample.
Data Collection Method
Data was collected through an online questionnaire developed using Microsoft Forms. The survey included 12 closed-ended questions using Likert scales, multiple-choice and matrix-style questions. The questionnaire was divided into six sections: Demographic Information, Digital Marketing Strategies, Digital Marketing and Customer Satisfaction, Opportunities and Challenges, Customer Engagement and Trust (H1), and Privacy Risk and Customer Involvement (H2). The questionnaire was distributed through email, WhatsApp and social media platforms. Participants completed the survey in approximately 10 minutes. Responses were automatically collected through Microsoft Forms and were subsequently prepared for analysis using Microsoft Excel. The survey questionnaire is provided in Appendix A.

[bookmark: _Toc240838335]Data Analysis 
Quantitative data was analysed using Microsoft Excel, which provides functions for managing datasets and creating visual representations. The analysis procedure involved several steps. First, data cleaning was performed by reviewing responses for completeness and errors. Second, data coding was conducted by assigning numerical values to categorical responses. Third, descriptive statistics were calculated including frequencies, means, and standard deviations to summarise the data. Fourth, data visualisation was undertaken by creating charts, graphs, and tables to present findings clearly. Fifth, interpretation was conducted by interpreting findings in relation to research questions and hypotheses. Microsoft Excel was chosen because it is widely accessible, user-friendly, and sufficient for the statistical analysis required for this study (Saunders et al., 2019).
Reliability and Validity of the data
Reliability
Reliability refers to the consistency and stability of measurement (Saunders et al., 2019). To ensure reliability, the study used standardised survey questions with clear wording and consistent response scales. The questionnaire was designed using established Likert scales and matrix-style questions to maintain consistency across responses. Microsoft Forms automatically recorded responses, reducing data entry errors. The structured nature of the survey ensured that all participants received the same questions in the same order, enhancing reliability (Bryman and Bell, 2022).
Validity
Validity refers to whether the research measures what it intends to measure (Saunders et al., 2019). Several measures were taken to ensure validity:
Content Validity: The survey questions were developed based on the literature review and conceptual framework presented in Chapter 2. Questions were designed to directly address the research objectives and hypotheses, ensuring that the survey measured relevant constructs such as engagement, trust, privacy risk, and satisfaction (Creswell, 2014).
Construct Validity: Key constructs were operationalised using established measurement approaches. Likert scales were used to measure agreement levels for engagement, trust, and privacy concerns. Multiple-choice questions captured demographic information and digital marketing channel usage. The survey questions were aligned with the theoretical frameworks discussed in Chapter 2.
Face Validity: The questionnaire was reviewed by the supervisor and tested with a small pilot group to ensure questions were clear, understandable, and relevant to Tesco customers. Feedback was incorporated to improve question clarity and relevance.
External Validity: While the sample size of 50 limits generalisability, the study provides valuable insights into Tesco customer perceptions. The findings contribute to understanding digital marketing's impact on customer satisfaction in the UK retail context. Future research with larger, more representative samples would enhance external validity.
[bookmark: _Toc240838336]3.7 Research Ethics
Research ethics refers to principles and guidelines ensuring research is conducted responsibly while protecting participants' rights, privacy, and wellbeing (Smith and Johnson, 2015). The study applies several ethical principles: participants are informed about the research purpose before participating (informed consent); participation is voluntary and participants can withdraw at any time; all information is kept secure and anonymous; data is handled according to GDPR and university policies; no personal identifying information is collected; and participants are not exposed to harm or discomfort. The survey begins with an introduction explaining the research purpose, duration, and data usage, and by completing the survey, participants indicate consent. Data will be stored securely, accessed only by the researcher, and deleted after the research is complete. The research will be conducted in accordance with the University of Sunderland's ethics guidelines.
[bookmark: _Toc240838337]3.9 LIMITATIONS AND CONCLUSION
[bookmark: _Toc240838338]Limitations
The study has several limitations that are acknowledged and addressed. The sample size of 50 participants is relatively small, which limits generalisability of findings, so this is acknowledged and over-generalisation avoided. Convenience sampling involves non-random selection, potentially introducing bias, but the researcher sought diverse participants across different universities to enhance representativeness. Self-reported data may contain response bias, but anonymity was ensured and validated questions were used to minimise this limitation. The cross-sectional design captures perceptions at a single point in time, limiting understanding of changes over time. Despite these limitations, the study provides valuable insights into Tesco customers' perceptions of digital marketing and its impact on satisfaction.
[bookmark: _Toc240838339]Conclusion
The research methodology for this study has been elaborated upon in this chapter. This research follows a positivist philosophy, with a deductive approach, following a mono-method and quantitative survey design. An online survey was used to collect primary data from 50 Tesco customers based on convenience sampling. Cross-sectional time horizon allowed capturing customers' perceptions during one period.
Primary data was gathered by means of surveys, whereas secondary data was gathered in Chapter 2. Quantitative data collection tools measure relations between variables and hypotheses. Advantages of numerical data collection include its objective nature and generalizability, whereas disadvantages involve its limited depth and potential response bias. Reliability and validity of the data was ensured by standardization of questions, their relevance to theoretical concepts and pre-test.
Microsoft Excel was used to analyse the gathered data with the help of descriptive and inferential statistics to test hypotheses (H1 and H2) and answer the research questions. Ethical issues have been taken into account to safeguard the participants' rights and wellbeing. The proposed methodology is rigorous, transparent and appropriate for answering the research questions and achieving the research aim. Chapter 4 presents the results of data analysis.
[bookmark: _Toc240838340]
CHAPTER 4: FINDINGS AND ANALYSIS
[bookmark: _Toc240838341]4.1 INTRODUCTION
This chapter presents the findings from the survey conducted with 50 Tesco customers to investigate the impact of digital marketing on customer satisfaction. The analysis is presented through descriptive statistics, charts, and graphs, with interpretations linked to the research objectives, questions, and hypotheses. The chapter is structured according to the survey sections: demographic information, digital marketing strategies, customer satisfaction, opportunities and challenges, engagement and trust, and privacy risk. The findings provide the foundation for discussion in Chapter 5. A short summary of the 05 responses out of 50 responses, including frequency and percentage tables, is presented in Appendix B.

[bookmark: _Toc240838342]4.2 DEMOGRAPHIC ANALYSIS
[bookmark: _Toc240838343]4.2.1 Gender Distribution
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[bookmark: _Toc240746143]Figure 6.Gender Distribution of Respondents


Interpretation: The majority of respondents were male (58%), followed by female (36%). This gender distribution reflects the convenience sampling method and does not necessarily represent Tesco's overall customer base. However, it provides insights into digital marketing perceptions across genders.
[bookmark: _Toc240838344]4.2.2 AGE DISTRIBUTION
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[bookmark: _Toc240746144]Figure 7.Age Distribution of Respondents

Interpretation: The largest age group was 26-35 (60%), followed by 36-45 (16%) and 18-25 (12%). This indicates that the survey primarily captured perceptions of younger to middle-aged adults, who are typically more active users of digital platforms. This aligns with the research objective to investigate digital marketing strategies among active digital users.
[bookmark: _Toc240838345]4.3 DIGITAL MARKETING STRATEGIES AT TESCO
[bookmark: _Toc240838346]4.3.1 Channel Usage
Table 4.3: Tesco Digital Marketing Channels Used by Respondents
Note: Respondents could select multiple options.
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[bookmark: _Toc240746145]Figure 8.Tesco Digital Marketing Channels Used by Respondents

Interpretation: The most frequently used channels were the Tesco Mobile App (64%) and Tesco Clubcard Loyalty Programme (62%), followed by tesco.com (36%). This indicates that Tesco's digital marketing strategy effectively reaches customers through mobile and loyalty programme channels. The high usage of Clubcard aligns with Tesco's strategic focus on data-driven personalisation through its loyalty programme. Social media (20%) and online advertisements (12%) had lower usage, suggesting opportunities for Tesco to enhance engagement through these channels. This finding addresses Research Objective 1: To investigate the current digital marketing strategies implemented by Tesco.

[bookmark: _Toc240838347]4.3.2 Platform Experience Ratings
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[bookmark: _Toc240746146]Figure 9.Ratings of Tesco Digital Platforms

Interpretation: The majority of respondents rated Tesco's digital platforms positively. Product Availability received the highest "Very Good" rating (52%), followed by Loading Speed (44%), Ease of Use (44%), and Navigation (42%). No respondents rated any aspect as "Very Poor." This indicates that Tesco's digital platforms are perceived as user-friendly and reliable, which is a Must-Be quality according to the KANO Model—customers expect these basics to function correctly. Positive platform experiences support H1, suggesting that engagement and trust positively influence satisfaction.

[bookmark: _Toc240838348]4.3.3 Clubcard Membership
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Figure 4.5: Tesco Clubcard Membership

Interpretation: 90% of respondents were Clubcard members, reflecting the programme's widespread adoption among Tesco customers. This aligns with Tesco's reported 24 million UK households using Clubcard. High membership supports the research focus on Clubcard as a key digital marketing strategy for personalisation and customer engagement.
[bookmark: _Toc240838349]4.3.4 Clubcard Satisfaction
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[bookmark: _Toc240746147]Figure 10.Satisfaction with Clubcard Aspects


Interpretation: Satisfaction with Clubcard aspects was high across all dimensions. Personalised Offers received the highest "Very Satisfied" rating (46%), followed by Exclusive Discounts (42%). Product Recommendations had the highest "Neutral" rating (16%) and "Very Dissatisfied" rating (4%), indicating some customers feel recommendations are not always relevant. This relates to the literature finding that 45% of UK consumers report frustration with AI recommendations. Tesco should continue improving recommendation accuracy to enhance satisfaction and avoid Reverse qualities in the KANO Model.

[bookmark: _Toc240838350]4.4 DIGITAL MARKETING AND CUSTOMER SATISFACTION
[bookmark: _Toc240838351]4.4.1 Agreement with Satisfaction Statements
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[bookmark: _Toc240746148]                                                               Figure 11. Agreement with Digital Marketing Statements

Interpretation: The strongest agreement was for "Digital marketing makes shopping more convenient" (94% agreed or strongly agreed), followed by "Mobile app improves shopping experience" (82%) and "Clubcard makes me feel valued" (82%). The statement "I trust Tesco with my personal data" had the lowest agreement (62%), with 28% neutral and 10% disagreeing. This finding supports H1 that engagement and trust positively influence satisfaction, while also highlighting H2's concern about privacy risk negatively affecting customer involvement. The trust gap is significant; Tesco must address privacy concerns to maintain and improve customer relationships.
[bookmark: _Toc240838352]4.4.2 Overall Satisfaction with Digital Marketing
[image: C:\Users\fabih\Downloads\overall satisfiction.png]
[bookmark: _Toc240746149]                                                               Figure 12.Overall Satisfaction with Tesco's Digital Marketing
Interpretation: 86% of respondents were satisfied or very satisfied with Tesco's digital marketing, with only 8% expressing dissatisfaction. This indicates that Tesco's digital marketing strategies are generally effective in meeting customer expectations. However, the 6% neutral responses suggest opportunities for improvement. This finding directly addresses Research Question 3: What is the impact of digital marketing on customer satisfaction?


[bookmark: _Toc240838353]4.4.3 Likelihood to Recommend
[image: C:\Users\fabih\Downloads\nps score.png]

[bookmark: _Toc240746150]Figure 13.Net Promoter Score (NPS) Distribution



NPS Calculation: Promoters (48%) - Detractors (12%) = NPS: 36
Interpretation: The NPS of 36 is a strong score, indicating that Tesco customers are generally willing to recommend the brand. 48% of respondents were promoters, while only 12% were detractors. This positive NPS supports the finding that digital marketing contributes to customer satisfaction and loyalty. According to relationship marketing theory, satisfied customers are more likely to recommend the brand, strengthening long-term customer relationships (James and Cooper, 2015).
[bookmark: _Toc240838354]4.5 OPPORTUNITIES AND CHALLENGES
[bookmark: _Toc240838355]4.5.1 Biggest Opportunities of Tesco's Digital Marketing
[bookmark: _Toc240746162]Table 1.Biggest Opportunities of Tesco's Digital Marketing
	Opportunity
	Frequency
	Percentage

	Loyalty rewards through Clubcard
	22
	44%

	Convenient online shopping
	14
	28%

	Personalised offers and recommendations
	6
	12%

	Easy access through mobile app
	6
	12%

	Engaging social media content
	1
	2%

	Other
	1
	2%



Interpretation: Clubcard loyalty rewards (44%) and convenient online shopping (28%) were identified as the biggest opportunities. This suggests that Tesco's loyalty programme and e-commerce platform are key strengths that enhance customer satisfaction. Personalised offers and recommendations (12%) and mobile app accessibility (12%) were also recognised as opportunities. This finding aligns with Tesco's strategic focus on Clubcard and digital convenience, supporting the literature on personalisation and customer engagement (Nanta et al., 2025).




[bookmark: _Toc240838356]4.5.2 KEY CHALLENGES
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[bookmark: _Toc240746151]Figure 14..Key Challenges of excessive marketing communications



Note: Respondents could select multiple options.
Interpretation: The top challenges were "Too many marketing emails" (34%) and "Privacy concerns regarding personal data" (32%). These findings directly relate to H2, which proposes that privacy risk negatively affects customer involvement. The challenge of excessive marketing communications can lead to disengagement; a Reverse quality in the KANO Model. Tesco should balance personalisation with privacy and communication frequency to maintain satisfaction. 26% of respondents reported no concerns, indicating a positive experience for a significant portion of customers.
[bookmark: _Toc240838357]4.6 ENGAGEMENT AND TRUST (H1)
[bookmark: _Toc240838358]4.6.1 Agreement with Engagement and Trust Statements
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[bookmark: _Toc240746152]Figure 15.Agreement with Engagement and Trust Statements


Interpretation: 86% agreed or strongly agreed that Tesco's digital marketing encourages engagement, supporting H1 that engagement positively influences satisfaction. 76% agreed or strongly agreed that they are confident in the accuracy and reliability of Tesco's digital information. However, 12% remained neutral on information reliability, suggesting room for improvement in digital communication clarity. Strong engagement and trust perceptions support the hypothesis that these factors positively influence customer satisfaction with Tesco's digital marketing.

[bookmark: _Toc240838359]4.7 Privacy Risk and Customer Involvement (H2)
[bookmark: _Toc240838360]4.7.1 Agreement with Privacy Risk Statements
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[bookmark: _Toc240746153]Figure 16.Privacy Risk Agreement


Interpretation: 48% agreed or strongly agreed that they worry about Tesco's data-driven marketing giving too much access to shopping habits, while 24% disagreed. 40% felt uncomfortable with purchase history targeting, while 26% disagreed. These findings support H2, which proposes that privacy risk negatively affects customer involvement. The significant proportion of customers with privacy concerns suggests Tesco must address these issues to maintain trust and engagement. This aligns with the literature showing that 45% of UK consumers report frustration with AI recommendations (Quickfire Digital, 2025).
[bookmark: _Toc240838361]4.8 Summary of Cross-Case Analysis
[bookmark: _Toc240838362]4.8.1 Recurring Themes Across Data
The survey findings reveal several consistent themes:
· High Satisfaction with Digital Platforms: Customers rated Tesco's digital platforms positively across all aspects, indicating effective implementation of digital marketing strategies.
· Clubcard is a Key Driver: Clubcard usage and satisfaction were high, with personalised offers and exclusive discounts being particularly valued. This supports Tesco's strategic investment in the loyalty programme.
· Convenience is Paramount: The strongest agreement was that digital marketing makes shopping more convenient, highlighting the importance of convenience in driving satisfaction.
· Trust and Privacy Concerns: While trust in Tesco's data handling was moderate, privacy concerns remain a challenge, supporting H2.
· Engagement Leads to Satisfaction: High engagement with digital marketing correlates with satisfaction, supporting H1.

[bookmark: _Toc240838363]4.8.2 Key Differences

[bookmark: _Toc240746163]Table 2. Key summary of Cross-Case Analysis
	Factor
	Positive
	Negative

	Digital Marketing Impact
	86% satisfied/very satisfied
	8% dissatisfied

	Trust in Data Handling
	62% trust
	10% distrust

	Privacy Concerns
	48% worried about data access
	24% not worried

	Engagement
	86% engaged
	2% disengaged

	NPS
	36 (strong)
	12% detractors


[bookmark: _Toc240838364]4.9 Chapter Summary
This chapter presented the findings from the survey of 50 Tesco customers. The most used digital marketing channels were the mobile app (64%) and Clubcard (62%), with platform ratings being generally positive and product availability receiving the highest "Very Good" rating (52%). Overall, 86% of respondents were satisfied or very satisfied with Tesco's digital marketing, and the Net Promoter Score of 36 indicated strong customer advocacy. Clubcard loyalty rewards (44%) and convenient online shopping (28%) were identified as the biggest opportunities, while the top challenges were too many marketing emails (34%) and privacy concerns (32%). Regarding the hypotheses, 86% agreed that digital marketing encourages engagement and 76% were confident in information accuracy, supporting H1 that engagement and trust positively influence satisfaction. Furthermore, 48% worried about data access to shopping habits and 40% felt uncomfortable with purchase history targeting, supporting H2 that privacy risk negatively affects customer involvement. The findings address all three research objectives and questions, providing evidence to test both hypotheses. The discussion in Chapter 5 will interpret these findings in relation to the literature and theoretical frameworks.


[bookmark: _Toc240838365]Chapter 5: Discussion
[bookmark: _Toc240838366]5.1 Introduction
This chapter discusses the findings presented in Chapter 4 in relation to the existing literature and theoretical frameworks discussed in Chapter 2. The discussion is structured around the three research objectives, with each objective examined through the lens of the three frameworks—RACE Framework, Honeycomb Model, and KANO Model. The chapter also provides final conclusions regarding hypotheses H1 and H2, explains how the research gaps identified in the literature have been addressed, and discusses the implications of the findings. The discussion integrates both primary survey data and secondary data from literature to provide a comprehensive understanding of how Tesco's digital marketing strategies influence customer satisfaction. The findings demonstrate that Tesco's digital marketing positively influences customer satisfaction through convenience, engagement, and trust, while privacy concerns and excessive communications present challenges that must be addressed to maintain and improve customer relationships.
[bookmark: _Toc240838367]5.2 Discussion of Research Objective 1: The Current Digital Marketing Strategies Implemented by Tesco
The survey findings revealed that the most frequently used digital marketing channels among respondents were the Tesco Mobile App (64%) and Tesco Clubcard Loyalty Programme (62%), followed by Tesco.com (36%), while social media (20%) and online advertisements (12%) had lower usage rates. Platform experience ratings were generally positive, with Product Availability receiving the highest "Very Good" rating (52%), followed by Loading Speed (44%), Ease of Use (44%), and Navigation (42%). Clubcard membership was reported by 90% of respondents, with satisfaction being high across all dimensions—Personalised Offers received the highest "Very Satisfied" rating (46%), followed by Exclusive Discounts (42%), while Product Recommendations had the highest "Neutral" rating (16%), suggesting that some customers find recommendations not always relevant. This finding aligns with the literature showing that 45% of UK consumers report frustration with AI-driven recommendations (Quickfire Digital, 2025), indicating that Tesco should continue improving recommendation accuracy.
The RACE Framework (Reach, Act, Convert, Engage) provides a useful lens for understanding Tesco's digital marketing strategies (Chaffey and Ellis-Chadwick, 2022; Smart Insights, 2025). At the Reach stage, Tesco's digital channels such as the mobile app and Clubcard serve to build awareness and attract customers, with the high usage of the mobile app (64%) and Clubcard (62%) indicating that Tesco effectively reaches customers through these channels; however, lower social media usage (20%) suggests opportunities to enhance reach through platforms like TikTok and Instagram, where Tesco has recently invested through its partnership with Uncovered (Campaign, 2025). At the Act stage, which focuses on encouraging customer interaction, Clubcard membership at 90% and positive platform experience ratings indicate that Tesco successfully encourages customers to interact with its digital platforms, and the high satisfaction with personalised offers (46% very satisfied) suggests that Clubcard effectively drives customer engagement. At the Convert stage, which facilitates purchases through digital channels, the positive ratings for Tesco.com and mobile app functionality support Tesco's ability to convert customer interest into purchases, and the high product availability rating (52% very good) indicates that Tesco effectively supports online and offline purchasing. At the Engage stage, which builds long-term relationships, high Clubcard satisfaction and the finding that 82% agreed that Clubcard makes them feel valued indicate that Tesco successfully engages customers through its loyalty programme, aligning with Tesco's strategic focus on building long-term customer relationships through personalised rewards and communications (Tesco PLC, 2025). The RACE Framework analysis confirms that Tesco's digital marketing strategies are well-aligned with the customer journey from reach through to engagement, with high usage and satisfaction with Clubcard and mobile app indicating effective implementation of the Act and Engage stages, while lower social media usage and neutral responses regarding product recommendations suggest opportunities for improvement in Reach and Convert stages.
[bookmark: _Toc240838368]5.3 Discussion of Research Objective 2: The Current Opportunities and Challenges of Tesco Implementing Digital Marketing
The survey identified Clubcard loyalty rewards (44%) and convenient online shopping (28%) as the biggest opportunities of Tesco's digital marketing, while personalised offers and recommendations (12%) and mobile app accessibility (12%) were also recognised as opportunities, suggesting that Tesco's loyalty programme and e-commerce platform are key strengths that enhance customer satisfaction. The top challenges identified were "Too many marketing emails" (34%) and "Privacy concerns regarding personal data" (32%), followed by irrelevant product recommendations (16%), technical issues (14%), and lack of personal touch (14%), while 26% of respondents reported no concerns, indicating a positive experience for a significant portion of customers. Regarding trust, 62% of respondents trusted Tesco with their personal data, while 10% disagreed and 28% remained neutral, and the statement "I trust Tesco with my personal data" had the lowest agreement (62%) among all satisfaction statements, highlighting a significant trust gap that Tesco must address.
The Honeycomb Model (Kietzmann et al., 2011) provides a framework for understanding social media functionality and its implications for Tesco's digital marketing strategy across its seven dimensions—Identity, Conversations, Sharing, Presence, Relationships, Reputation, and Groups. In terms of Identity, Tesco's social media presence through TikTok and Instagram helps build brand identity, but the finding that only 20% of respondents use Tesco's social media channels suggests that identity building through social media is an opportunity for growth. Regarding Conversations, the challenge of "lack of personal touch" (14%) indicates that Tesco needs to enhance conversations with customers through digital channels, although the 'Daredevil Delivery' and 'Quiet Hour' campaigns demonstrated Tesco's ability to create engaging conversations (Retail Gazette, 2026). For Sharing, the low social media engagement (20%) suggests that Tesco can further encourage content sharing by creating more shareable, platform-native content, with the success of the 'Quiet Hour' campaign indicating the potential for sharing-driven engagement. Regarding Presence, maintaining active presence across digital platforms is essential, and technical issues (14%) and irrelevant recommendations (16%) suggest challenges in maintaining effective digital presence. In terms of Relationships, the high Clubcard satisfaction and the finding that 82% feel valued as customers indicate that Tesco successfully builds relationships through its loyalty programme, but privacy concerns (32%) and too many marketing emails (34%) threaten relationship building by potentially eroding trust. For Reputation, the NPS of 36 indicates strong customer advocacy, and the 'Quiet Hour' campaign's success in positioning Tesco as an inclusive brand further strengthens reputation. Regarding Groups, Tesco's ability to connect with different customer groups, such as neurodiverse customers through the 'Quiet Hour' campaign, demonstrates understanding of community needs and presents an opportunity for further development. The Honeycomb Model analysis reveals that Tesco's strengths lie in Relationships and Reputation, while opportunities exist in Conversations, Sharing, and Groups, and challenges such as privacy concerns and irrelevant recommendations must be addressed to maintain trust and engagement across all dimensions.
[bookmark: _Toc240838369]5.4 Discussion of Research Objective 3: The Impact of Digital Marketing on Customer Satisfaction
The survey found that 86% of respondents were satisfied or very satisfied with Tesco's digital marketing, with only 8% expressing dissatisfaction, and the NPS of 36 indicates strong customer advocacy, with 48% promoters and only 12% detractors. The strongest agreement was for "Digital marketing makes shopping more convenient" (94% agreed or strongly agreed), followed by "Mobile app improves shopping experience" (82%) and "Clubcard makes me feel valued" (82%), while the statement "I trust Tesco with my personal data" had the lowest agreement (62%), with 28% neutral and 10% disagreeing. These findings indicate that Tesco's digital marketing positively influences customer satisfaction, particularly through convenience, engagement, and Clubcard value, but trust and privacy concerns remain significant factors that can undermine satisfaction.
The KANO Model (Kano et al., 1984) categorises product and service features into five types based on their impact on customer satisfaction. Must-Be Qualities are features customers expect as standard, such as Tesco.com working properly, mobile app stability, and secure payment processing, and the positive platform ratings (44-52% "Very Good") indicate that Tesco meets these basic expectations, with no respondents rating any aspect as "Very Poor." One-Dimensional Qualities are features where better performance increases satisfaction, such as website speed, personalisation accuracy, and Clubcard reward value, and the high satisfaction with personalised offers (46% very satisfied) indicates strong performance, while the 16% neutral response for product recommendations suggests that improving recommendation accuracy could further increase satisfaction through Tesco's Adobe partnership (Adobe, 2026). Attractive Qualities are unexpected features that delight customers, such as innovative digital experiences, gamified loyalty challenges, AI-powered shopping assistants, and the 'Quiet Hour' campaign, and the high NPS of 36 suggests that Tesco's attractive qualities differentiate it from competitors. Indifferent Qualities neither increase nor decrease satisfaction, and Tesco should identify and reduce investment in such features. Reverse Qualities actually decrease satisfaction when present, and for Tesco, excessive personalisation that feels intrusive (32% privacy concerns), irrelevant AI recommendations (16%), and too many marketing emails (34%) represent Reverse qualities, confirmed by the finding that 45% of UK consumers report frustration with AI recommendations (Quickfire Digital, 2025). The KANO Model analysis demonstrates that Tesco performs well on Must-Be and One-Dimensional qualities but must address Reverse qualities—privacy concerns, excessive emails, and irrelevant recommendations—to maintain and improve satisfaction.

[bookmark: _Toc240838370]5.5 Hypotheses Testing
H1: Customer Engagement and Trust Positively Influence Customer Satisfaction with Tesco's Digital Marketing is supported. The primary data provides strong evidence: 86% of respondents agreed that Tesco's digital marketing encourages engagement, 82% agreed that the mobile app improves their shopping experience, 76% were confident in the accuracy and reliability of Tesco's digital information, 82% agreed that Clubcard makes them feel valued, 86% were satisfied or very satisfied with Tesco's digital marketing, and the NPS of 36 indicates strong customer advocacy. The secondary data supports this through Relationship Marketing Theory, which emphasises that trust, communication, and commitment are essential for building long-term customer relationships (Mollah, 2014; James and Cooper, 2015), while Nanta et al. (2025) found that positive digital experiences and engagement improve customer satisfaction and loyalty, and Social Exchange Theory suggests that customers remain loyal when they perceive valuable benefits from their digital interactions (Haji, Temprano-García, and Peluso, 2025). The combination of high engagement (86%), moderate trust (62-76%), and high satisfaction (86%) confirms that engagement and trust are key drivers of satisfaction, and Tesco should continue investing in engagement-building activities and trust-building initiatives to maintain and improve satisfaction.
H2: Privacy Risk Negatively Affects Tesco's Data-Driven Marketing and Customer Involvement is supported. The primary data shows that 48% agreed or strongly agreed that they worry about Tesco's data-driven marketing giving too much access to shopping habits, 40% felt uncomfortable with purchase history targeting, 32% identified privacy concerns as a key challenge, only 62% trusted Tesco with their personal data (the lowest agreement among all statements), and only 20% use Tesco's social media channels while 12% use online advertisements. The secondary data supports this through Privacy Calculus Theory, which explains that customers weigh the benefits of personalisation against the perceived risks of data sharing (Haji, Temprano-García, and Peluso, 2025), while evidence shows that 45% of UK consumers report frustration with AI recommendations (Quickfire Digital, 2025) and only 16% are comfortable with retailers' use of AI (SCAYLE, 2025). The significant proportion of customers with privacy concerns suggests that Tesco must address these issues to maintain trust and engagement, and Tesco should balance personalisation with privacy, transparency, and customer control to reduce privacy risk and enhance customer involvement.
[bookmark: _Toc240838371]5.6 Literature Gap Filling
The fragmented analysis gap in existing research, which examines digital marketing strategies separately rather than considering their combined effect on customer satisfaction (Nanta et al., 2025; Stankizai and Ali, 2024; James and Cooper, 2015), was addressed by this study's examination of Tesco's digital marketing strategies collectively, including Clubcard, mobile app, social media, email marketing, and AI-driven personalisation, and the findings demonstrate that these strategies work together to influence satisfaction, with Clubcard (62% usage) and mobile app (64% usage) being the most used channels, highlighting the collective impact of multiple strategies. The limited research on AI-driven personalisation and consumer responses, which often emphasises benefits while giving less attention to privacy and irrelevant recommendations (Ologunebi, 2023; Nanta et al., 2025; Quickfire Digital, 2025), was addressed by examining both positive and negative effects, finding that personalised offers received the highest "Very Satisfied" rating (46%) but product recommendations had the highest "Neutral" rating (16%), while 32% identified privacy concerns as a challenge and 48% worried about data access, providing a balanced view. The insufficient integration of relationship marketing and digital marketing perspectives (James and Cooper, 2015; Smith, 2020) was addressed by examining relationship marketing factors alongside digital marketing activities, finding that trust (62%) and Clubcard value (82%) significantly influence satisfaction, highlighting the importance of relationship marketing factors in digital marketing contexts. The methodological limitations and contextual constraints of previous studies (Saunders et al., 2019; Creswell, 2014) were addressed by providing current evidence from UK Tesco customers on digital marketing perceptions, including AI personalisation, contributing to understanding in the UK retail context. The theoretical gaps regarding mechanisms linking digital marketing to satisfaction (Davis, 1989; Mollah, 2014; Haji, Temprano-García, and Peluso, 2025) were addressed by examining personalisation, convenience, engagement, and trust as influences on satisfaction while considering privacy concerns and poor personalisation as negative factors, providing a more comprehensive understanding of these mechanisms.
[bookmark: _Toc240838372]5.7 Research Limitations
Several limitations were encountered during the primary research phase, and measures were taken to address each one. The dissertation timeline was limited to the academic semester, which restricted the duration available for data collection; to overcome this, the researcher used an online questionnaire distributed via email, WhatsApp, and social media platforms, enabling rapid data collection from multiple participants simultaneously, and the survey was designed to be completed within 10 minutes to encourage participation and reduce abandonment rates. The sample size of 50 participants, while sufficient for exploratory research, limited the generalisability of findings; to address this, the researcher sought diverse participants across different universities and demographic groups to enhance representativeness within the sample, and participants were assured of anonymity to encourage honest responses. Convenience sampling was used, which involved non-random selection and potentially introduced bias; to overcome this, the researcher distributed the survey across multiple universities and platforms to reduce selection bias and enhance sample diversity, and while convenience sampling limits generalisability, it is widely used in business research when time and resource constraints exist (Saunders et al., 2019). The survey relied on self-reported data, which may contain response bias including social desirability and recall bias; to overcome this, anonymity was ensured, validated questions from established scales were used, and the survey introduction explained the research purpose and assured confidentiality to encourage honest responses. The cross-sectional design captured perceptions at a single point in time, limiting understanding of changes over time and causal relationships; to overcome this, the researcher acknowledged the limitation and recommended longitudinal research for future studies, and the cross-sectional design was appropriate given the dissertation timeline and is widely used in business research (Zeqiri et al., 2025). Finally, the study focused on a single company (Tesco), limiting generalisability to other retailers; to overcome this, the researcher provided in-depth, context-specific insights into Tesco's digital marketing strategies that can inform practice in similar retail environments, and the findings contribute to understanding digital marketing in the UK retail context.

[bookmark: _Toc240838373]5.8 Chapter Summary
This chapter has discussed the findings from the survey of 50 Tesco customers in relation to the literature and theoretical frameworks. Regarding digital marketing strategies, the most used channels were the mobile app (64%) and Clubcard (62%), with positive platform ratings, and the RACE Framework analysis confirmed that Tesco's strategies align with the customer journey from reach to engagement. Regarding opportunities and challenges, the biggest opportunities were Clubcard loyalty rewards (44%) and convenient online shopping (28%), while the top challenges were too many marketing emails (34%) and privacy concerns (32%), and the Honeycomb Model analysis revealed strengths in Relationships and Reputation with opportunities in Conversations, Sharing, and Groups. Regarding impact on customer satisfaction, 86% were satisfied or very satisfied with Tesco's digital marketing, NPS was 36 indicating strong customer advocacy, and the KANO Model analysis showed that Tesco performs well on Must-Be and One-Dimensional qualities but must address Reverse qualities such as privacy concerns, excessive emails, and irrelevant recommendations. H1 was supported, confirming that customer engagement and trust positively influence satisfaction, and H2 was supported, confirming that privacy risk negatively affects customer involvement and satisfaction. The research gaps identified in the literature were addressed through the integrated examination of digital marketing strategies, AI personalisation, relationship marketing factors, and methodological contributions. Chapter 6 will present the conclusion, limitations, recommendations, and future research directions.

[bookmark: _Toc240838374]Chapter 6: Conclusion
[bookmark: _Toc240838375]6.1 Introduction
This chapter concludes the dissertation by summarising the key findings, addressing the research aim and objectives, discussing limitations, and providing recommendations for internal and external stakeholders. The chapter also suggests directions for future research, particularly in the context of AI and digital marketing. The research aimed to investigate the impact of digital marketing on customer satisfaction at Tesco in the UK market, examining the mechanisms and pathways through which digital marketing activities influence customer satisfaction outcomes. The findings demonstrate that Tesco's digital marketing positively influences customer satisfaction through convenience, engagement, and trust, while privacy concerns and excessive communications present challenges that must be addressed to maintain and improve customer relationships.
[bookmark: _Toc240838376]6.2 Summary of Research Findings by Objective
Regarding Objective 1, the survey findings revealed that Tesco's digital marketing strategies are centred on the mobile app (64% usage) and Clubcard loyalty programme (62% usage), followed by Tesco.com (36%), with platform experience ratings being positive and product availability receiving the highest "Very Good" rating (52%). Clubcard membership was reported by 90% of respondents, with high satisfaction across all dimensions—personalised offers (46% very satisfied), exclusive discounts (42%), reward points system (38%), and product recommendations (36%)—although 16% remained neutral on product recommendations, indicating some customers find recommendations not always relevant. The RACE Framework analysis confirmed that Tesco's strategies align with the customer journey from reach to engagement, with the Clubcard programme being a key strength driving customer engagement and satisfaction, while social media and online advertisements have lower engagement presenting opportunities for growth.
Regarding Objective 2, the survey identified Clubcard loyalty rewards (44%) and convenient online shopping (28%) as the biggest opportunities, while the top challenges were "Too many marketing emails" (34%) and "Privacy concerns regarding personal data" (32%), with other challenges including irrelevant product recommendations (16%), technical issues (14%), and lack of personal touch (14%). Trust in Tesco's data handling was moderate, with 62% trusting Tesco with their personal data, while 10% disagreed and 28% remained neutral, and the statement "I trust Tesco with my personal data" had the lowest agreement (62%) among all satisfaction statements. The Honeycomb Model analysis revealed strengths in Relationships and Reputation, with opportunities in Conversations, Sharing, and Groups, and the trust gap indicates that Tesco must address privacy concerns to maintain and improve customer relationships.
Regarding Objective 3, the survey found that 86% of respondents were satisfied or very satisfied with Tesco's digital marketing, with only 8% dissatisfied, and the NPS of 36 indicates strong customer advocacy, with 48% promoters and only 12% detractors. The strongest agreement was for "Digital marketing makes shopping more convenient" (94% agreed or strongly agreed), followed by "Mobile app improves shopping experience" (82%) and "Clubcard makes me feel valued" (82%), while the statement "I trust Tesco with my personal data" had the lowest agreement (62%). The KANO Model analysis showed that Tesco performs well on Must-Be and One-Dimensional qualities but must address Reverse qualities such as privacy concerns, excessive emails, and irrelevant recommendations to maintain and improve satisfaction.
[bookmark: _Toc240838377]6.3 Hypotheses Final Answer
H1 is supported, confirming that customer engagement and trust positively influence customer satisfaction with Tesco's digital marketing. The primary data shows that 86% agreed that digital marketing encourages engagement, 82% agreed that the mobile app improves their shopping experience, 76% were confident in information accuracy, and 86% were satisfied or very satisfied, with an NPS of 36 indicating strong customer advocacy. The secondary data supports this through Relationship Marketing Theory (Mollah, 2014; James and Cooper, 2015) and Social Exchange Theory (Haji, Temprano-García, and Peluso, 2025), and Nanta et al. (2025) confirmed that positive digital experiences and engagement improve customer satisfaction and loyalty. Tesco should continue investing in engagement-building activities and trust-building initiatives to maintain and improve satisfaction.
H2 is supported, confirming that privacy risk negatively affects Tesco's data-driven marketing and customer involvement. The primary data shows that 48% worried about data access to shopping habits, 40% felt uncomfortable with purchase history targeting, 32% identified privacy concerns as a key challenge, and only 62% trusted Tesco with their personal data. The secondary data supports this through Privacy Calculus Theory (Haji, Temprano-García, and Peluso, 2025), while 45% of UK consumers report frustration with AI recommendations (Quickfire Digital, 2025) and only 16% are comfortable with retailers' use of AI (SCAYLE, 2025). Tesco must balance personalisation with privacy, transparency, and customer control to reduce privacy risk and enhance customer involvement.

[bookmark: _Toc240838378]6.4 Recommendations

For Tesco Management
1. Enhance Personalisation Accuracy (Objective 1 & 3)
Tesco should leverage its Adobe partnership to improve AI-driven recommendation accuracy, thereby reducing the 16% neutral response rate and increasing customer satisfaction. The implementation strategy involves conducting a comprehensive audit of current AI algorithms to identify gaps in recommendation relevance, followed by establishing a dedicated team within the Tesco x Adobe Innovation Lab to focus on machine learning improvements informed by customer feedback. The time frame for this initiative is 6–12 months for the audit and initial improvements, with ongoing refinement thereafter. The estimated budget is £500,000–£1,000,000 for technology enhancement, team training, and system integration.
2. Reduce Marketing Email Frequency (Objective 2)
Tesco should allow customers to choose their communication frequency and content preferences, addressing the Reverse quality effect of excessive emails identified by 34% of respondents. The implementation strategy involves developing a customer preference centre within the Tesco mobile app and website where customers can select email frequency, content categories, and communication channels, supported by AI-driven send-time optimisation. The time frame is 3–6 months for development and launch, with ongoing monitoring. The estimated budget is £100,000–£200,000 for development and integration.
3. Address Privacy Concerns (Objective 2 & H2)
Tesco should enhance transparency about data collection and usage practices, provide customers with greater control over their data, and communicate the value exchange clearly to reduce the privacy concerns expressed by 32% of respondents. The implementation strategy includes launching a "Data Transparency" campaign explaining how customer data improves shopping experiences, developing a customer data dashboard where customers can view, manage, and delete their data, and implementing clear opt-in mechanisms for personalised marketing. The time frame is 6–9 months for development and campaign launch. The estimated budget is £300,000–£500,000 for technology development, marketing, and customer communications.
4. Strengthen Social Media Engagement (Objective 1 & 2)
Tesco should continue investing in social-first content through its Uncovered partnership, focusing on engaging, platform-native content that resonates with different customer segments, given that only 20% of respondents currently use Tesco's social media channels. The implementation strategy involves developing a content calendar for TikTok, Instagram, and other platforms featuring platform-native content, increasing creator partnerships and user-generated content campaigns, and monitoring engagement metrics to adjust strategy accordingly. The time frame is ongoing with quarterly reviews. The estimated budget is £200,000–£400,000 annually for content creation, creator partnerships, and agency fees.

5. Maintain Clubcard Excellence (Objective 1 & 3)
Tesco should continue investing in Clubcard personalisation, rewards, and exclusive offers to maintain its competitive advantage, given that 90% of respondents are members and 82% feel valued as customers. The implementation strategy involves regularly reviewing and refreshing Clubcard reward offerings based on customer feedback and purchase data, introducing gamified elements such as challenges and streaks to increase engagement, and expanding personalised offers to include more product categories. The time frame is ongoing with bi-annual reviews. The estimated budget is £1,000,000–£2,000,000 annually for reward funding, technology, and marketing.

For Suppliers
Suppliers should leverage Clubcard data insights to improve product offerings and promotional strategies, aligning their products with customer needs and supporting Tesco's personalisation efforts. The implementation strategy involves establishing data-sharing agreements with Tesco to access anonymised customer insights, using these insights to align product development and promotions with customer needs, and collaborating on targeted marketing campaigns. The time frame is 3–6 months for agreement and initial campaigns. The estimated budget is variable depending on supplier size, with an estimated £50,000–£200,000 for data integration and campaign execution.
For Technology Partners
Technology partners should focus on developing AI solutions that enhance recommendation accuracy while addressing privacy concerns, supporting Tesco's digital marketing strategy and customer satisfaction (Puntoni, S et.al, 2021). The implementation strategy involves investing in privacy-preserving AI technologies such as federated learning and differential privacy, developing transparent AI systems that explain recommendations to customers, and collaborating with Tesco on pilot projects (Puntoni, S et.al, 2021). The time frame is 6–12 months for development and piloting. The estimated budget is £500,000–£1,500,000 for research and development.

For Marketing Agencies
Marketing agencies should create platform-native, shareable content that builds brand identity, encourages conversations, and fosters community, enhancing Tesco's social media presence and engagement. The implementation strategy involves developing content strategies tailored to each platform's unique features and audience, using data analytics to identify high-performing content types, and fostering user-generated content and community engagement. The time frame is ongoing with monthly reviews. The budget is included in agency retainer fees, estimated at £100,000–£300,000 annually.
For Customers
Customers should take advantage of Clubcard's personalised offers and mobile app features, engage with Tesco's digital channels, and adjust communication preferences to enhance their shopping experience and satisfaction. The implementation strategy involves regularly checking the Tesco app for personalised offers and rewards, providing feedback on recommendations to improve relevance, and adjusting email preferences to receive only desired communications. The time frame is immediate and ongoing, with no cost to customers and potential savings through personalised offers.
[bookmark: _Toc240838379]6.6 Future Research Directions
Future research should examine the long-term effects of AI-driven personalisation on customer satisfaction and loyalty as Tesco's Adobe partnership evolves, investigating customer acceptance of AI-generated content and recommendations, the balance between personalisation and privacy in AI applications, the effectiveness of AI in predicting customer needs, and the impact of AI personalisation on customer trust and satisfaction over time. The relationship between digital marketing, trust, and customer involvement should be explored in more depth, examining how transparency and customer control affect trust and satisfaction, the role of data ethics in building customer relationships, the impact of privacy regulations on digital marketing effectiveness, and customer perceptions of data usage across different demographic groups. The effectiveness of omnichannel digital marketing strategies in retail should be examined, including the integration of online and offline channels in customer journeys, the role of retail media in enhancing customer engagement, the impact of rapid delivery services on satisfaction, and the synergies between loyalty programmes, e-commerce, and social media. Comparative research should compare Tesco's digital marketing strategies with other UK retailers to identify best practices and areas for improvement, and longitudinal research should be employed to examine changes in customer perceptions and satisfaction over time, providing insights into the long-term effectiveness of digital marketing strategies and the evolution of customer expectations.
[bookmark: _Toc240838380]6.7 Chapter Summary
This chapter has concluded the dissertation by summarising the key findings, addressing the research aim and objectives, and providing final conclusions regarding the hypotheses. The research aimed to investigate the impact of digital marketing on customer satisfaction at Tesco in the UK market. The literature review established that digital marketing has fundamentally transformed retail organisations' approaches to customer engagement, with Tesco applying strategies through Tesco.com, its mobile app, social media, email marketing, and the Clubcard loyalty programme (Chaffey and Ellis-Chadwick, 2022; Reuters, 2026).
The literature review identified that effective digital marketing can improve customer engagement, satisfaction, loyalty, brand awareness, and purchase intention (Nanta et al., 2025; Zeqiri et al., 2025). However, limited research explains how multiple digital strategies work together to influence customer satisfaction across different retail formats and customer groups. Tesco's increasing use of AI personalisation raises concerns about relevance and customer frustration, with 45% of UK consumers reporting frustration with AI-driven recommendations (Quickfire Digital, 2025).
The literature review examined three theoretical frameworks: the RACE Framework (Chaffey and Ellis-Chadwick, 2022; Smart Insights, 2025), the Honeycomb Model (Kietzmann et al., 2011), and the KANO Model (Kano et al., 1984). These frameworks provided complementary perspectives for analysing Tesco's digital marketing strategies. The RACE Framework guided analysis of the customer journey from Reach through to Engage. The Honeycomb Model provided insight into social media functionality across seven dimensions. The KANO Model explained how different features influence satisfaction, categorising them as Must-Be, One-Dimensional, Attractive, Indifferent, or Reverse qualities.
The research addressed five key research gaps. First, the fragmented analysis of digital marketing strategies was addressed by examining Tesco's strategies collectively. Second, limited research on AI-driven personalisation was addressed by examining both positive and negative effects. Third, insufficient integration of relationship marketing and digital marketing perspectives was addressed by examining trust alongside digital marketing activities. Fourth, methodological limitations were addressed by providing current evidence from UK Tesco customers. Fifth, theoretical gaps were addressed by examining personalisation, convenience, engagement, and trust as influences on satisfaction.
The research found that Tesco's digital marketing strategies—particularly the Clubcard loyalty programme and mobile app; positively influence customer satisfaction through convenience, engagement, and trust. The NPS of 36 and 86% satisfaction rate indicate strong customer advocacy. H1 was supported, confirming that customer engagement and trust positively influence satisfaction, and H2 was supported, confirming that privacy risk negatively affects customer involvement and satisfaction.
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Appendix A

Survey Questionnaire
The Impact of Digital Marketing on Customer Satisfaction in the UK Market: An Analysis of Tesco
SECTION A: Demographic Information
Q1. What is your gender?
Male
Female
Non-Binary
Prefer not to say
Q2. What is your age group?
18-24
25-34
35-44
45-54
55+

SECTION B: Digital Marketing Strategies at Tesco
Q3. Which of the following Tesco digital marketing channels have you used or interacted with? (Select all that apply)
Tesco.com (Website)
Tesco Mobile App
Tesco Clubcard Loyalty Programme
Tesco Email Marketing
Tesco Social Media (Facebook, Instagram, TikTok, etc.)
Tesco Online Advertisements
None of the above


Q4. How would you rate your overall experience with Tesco's digital platforms (website and mobile app)?
	Aspect
	1 (Very Poor)
	2 (Poor)
	3 (Neutral)
	4 (Good)
	5 (Very Good)

	Ease of Use
	○
	○
	○
	○
	○

	Navigation
	○
	○
	○
	○
	○

	Loading Speed
	○
	○
	○
	○
	○

	Product Availability
	○
	○
	○
	○
	○


Q5. Are you a member of the Tesco Clubcard loyalty programme?
Yes
No
(If Q7 = Yes, proceed to Q8; otherwise, skip to Q9)
Q6. How satisfied are you with the following aspects of Tesco Clubcard?
	Aspect
	1 (Very Dissatisfied)
	2 (Dissatisfied)
	3 (Neutral)
	4 (Satisfied)
	5 (Very Satisfied)

	Personalised Offers
	○
	○
	○
	○
	○

	Reward Points System
	○
	○
	○
	○
	○

	Product Recommendations
	○
	○
	○
	○
	○

	Exclusive Discounts
	○
	○
	○
	○
	○


SECTION C: Digital Marketing and Customer Satisfaction
Q07. Please indicate your level of agreement with the following statements:
	Statement
	1 (Strongly Disagree)
	2 (Disagree)
	3 (Neutral)
	4 (Agree)
	5 (Strongly Agree)

	Tesco's digital marketing makes my shopping more convenient
	○
	○
	○
	○
	○

	Tesco's personalised offers help me save money
	○
	○
	○
	○
	○

	Tesco's mobile app improves my
shopping experience
	○
	○
	○
	○
	○

	Tesco's social media content engages me with the brand
	○
	○
	○
	○
	○



Q08. How likely are you to recommend Tesco to a friend or family member?
(0 = Not at all likely, 10 = Extremely likely)
	0
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	○
	○
	○
	○
	○
	○
	○
	○
	○
	○
	○


SECTION D: Opportunities and Challenges
Q09. What do you consider the biggest opportunity of Tesco's digital marketing?
Personalised offers and recommendations
Convenient online shopping
Loyalty rewards through Clubcard
Easy access through mobile app
Engaging social media content
Other (Please specify: _______________)
Q10. What challenges or concerns do you have with Tesco's digital marketing? (Select all that apply)
Privacy concerns regarding personal data
Irrelevant product recommendations
Too many marketing emails
Technical issues with website/app
Lack of personal touch
No concerns
Other (Please specify: _______________)

SECTION E: Customer Engagement and Trust (H1)
Q11. Please indicate your level of agreement with the following statements:
	Statement
	1 Strongly Disagree
	2 Disagree
	3 Slightly Disagree
	4 Neutral
	5 Slightly Agree
	6 Agree
	7 Strongly Agree

	Tesco's digital marketing (e.g., Clubcard offers, emails, app notifications) encourages me to engage more frequently with the brand
	○
	○
	○
	○
	○
	○
	○

	I am confident that Tesco's digital channels provide accurate and reliable information about products and services
	○
	○
	○
	○
	○
	○
	○


SECTION F: Privacy Risk and Customer Involvement (H2)

Q12. Please indicate your level of agreement with the following statements:
	Statement
	1 Strongly Disagree
	2 Disagree
	3 Slightly Disagree
	4 Neutral
	5 Slightly Agree
	6 Agree
	7 Strongly Agree

	I worry that Tesco's data-driven marketing gives the company too much access to my personal shopping habits
	○
	○
	○
	○
	○
	○
	○

	I feel uncomfortable when Tesco uses my purchase history to target me with specific marketing messages
	○
	○
	○
	○
	○
	○
	○
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Disagreed (highest
among statements: 0%)

The strongest
agreement was for
Strongly Disagreed “Digital marketing makes
o shopping more convenient”
2 A’ (94%), with overall
(Highest: 0%) high agreement across
Agreed / all statements.

. Strongly Agreed
Disagreed

6% 78%
The trust statement (Highest: 10%) (Highest: 94%)
had the highest
disagreement (10%)
(higher than other
statements).

Neutral responses
were highest for the
trust statement (28%).

Agreed / Strongly Agreed
78% (highest: 94%)

Neutral
14% (highest: 28%)

Disagreed
6% (highest: 10%)

Strongly Disagreed
2% (highest: 0%)

-@- Key Takeaway

Engagement and trust positively
influence satisfaction (H1), while
privacy risk negatively affects
customer involvement (H2).

Tesco must address privacy concerns
to maintain and improve customer
relationships.
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Section Variable Participant 1 Response

A. Demographics Gender Woman

Age 26–35

B. Digital Marketing 

Strategies

Tesco digital marketing channels 

used

Tesco.com (Website); Tesco 

Social Media

Ease of use Good

Navigation Good

Loading speed Good

Product availability Very Good

Tesco Clubcard membership Yes

Satisfaction with Tesco Clubcard Satisfied

C. Digital Marketing & 

Customer Satisfaction

Tesco's digital marketing makes 

shopping more convenient

Agree

Tesco's personalised offers help 

save money

Agree

Tesco's mobile app improves 

shopping experience

Neutral

Tesco's social media content 

engages with the brand

Agree

Likelihood of recommending Tesco 09 out of 10

D. Opportunities & 

Challenges

Biggest opportunity of Tesco's 

digital marketing

Loyalty rewards through 

Clubcard

Main challenge/concern Too many marketing emails

E. Customer Engagement & 

Trust

Tesco's digital marketing 

encourages more frequent brand 

Agree

Confidence in accuracy and 

reliability of Tesco's digital channels

Agree

E. Privacy Risk & Customer 

Involvement

Concern that Tesco's data-driven 

marketing gives too much access to 

personal shopping habits

Neutral

Discomfort with Tesco using 

purchase history for targeted 

Neutral
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Section Question / Variable Participant 2 Response

A. Demographics Gender Man

Age 36–45

B. Digital Marketing 

Strategies

Tesco digital marketing 

channels used

Tesco.com (Website); Tesco 

Mobile App; Tesco Clubcard 

Loyalty Programme

Ease of use Neutral

Navigation Neutral

Loading speed Good

Product availability Good

Tesco Clubcard membership Yes

Satisfaction with Tesco  Satisfied

C. Digital Marketing & 

Customer Satisfaction

Tesco's digital marketing makes 

shopping more convenient Agree

Tesco's personalised offers 

help save money Agree

Tesco's mobile app improves 

shopping experience Agree

Tesco's social media content 

engages with the brand Agree

Likelihood of recommending 

Tesco 8 out of 10

D. Opportunities & 

Challenges

Biggest opportunity of Tesco's 

digital marketing

Personalised offers and 

recommendations

Challenges/concerns

Irrelevant product 

recommendations; Too many 

marketing emails; Technical 

issues with website/app

E. Customer Engagement & 

Trust

Tesco's digital marketing 

encourages more frequent 

brand engagement Agree

Confidence in accuracy and 

reliability of Tesco's digital 

channels Agree

E. Privacy Risk & Customer 

Involvement

Concern that Tesco's data-

driven marketing gives too 

much access to personal  Strongly Disagree

Discomfort with Tesco using 

purchase history for targeted 

marketing Strongly Agree
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Section Variable Participant 3 Response

A. Demographics Gender Man

Age 26–35

B. Digital Marketing 

Strategies

Tesco digital marketing channels used Tesco Mobile App

Ease of use Good

Navigation Good

Loading speed Good

Product availability Very Good

Tesco Clubcard membership Yes

Satisfaction with Tesco Clubcard Very satisfied

C. Digital Marketing & 

Customer Satisfaction

Tesco's digital marketing makes shopping 

more convenient

Agree

Tesco's personalised offers help save 

money

Agree

Tesco's mobile app improves shopping 

experience

Neutral

Tesco's social media content engages 

with the brand

Disagree

Likelihood of recommending Tesco 7 out of 10

D. Opportunities & 

Challenges

Biggest opportunity of Tesco's digital 

marketing

Convenient online shopping

Challenges/concerns No concerns

E. Customer Engagement & 

Trust

Tesco's digital marketing encourages 

more frequent brand engagement

Agree

Confidence in accuracy and reliability of 

Tesco's digital channels

Agree

E. Privacy Risk & Customer 

Involvement

Concern that Tesco's data-driven 

marketing gives too much access to 

personal shopping habits

Strongly Disagree

Discomfort with Tesco using purchase 

history for targeted marketing

Strongly Agree
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Section Variable Participant 4 Response

A. Demographics Gender Woman

Age 26–35

B. Digital Marketing 

Strategies

Tesco digital marketing channels used

Tesco.com (Website); Tesco Mobile 

App; Tesco Clubcard Loyalty 

Programme; Tesco Social Media

Ease of use Very Good

Navigation Neutral

Loading speed Good

Product availability Very Good

Tesco Clubcard membership Yes

Satisfaction with Tesco Clubcard Satisfied

C. Digital Marketing & 

Customer Satisfaction

Tesco's digital marketing makes shopping 

more convenient

Agree

Tesco's personalised offers help save 

money

Neutral

Tesco's mobile app improves shopping 

experience

Agree

Tesco's social media content engages with 

the brand

Neutral

Likelihood of recommending Tesco 8 out of 10

D. Opportunities & 

Challenges

Biggest opportunity of Tesco's digital 

marketing

Easy access through mobile app

Challenges/concerns No concerns

E. Customer Engagement & 

Trust

Tesco's digital marketing encourages more 

frequent brand engagement

Neutral

Confidence in accuracy and reliability of 

Tesco's digital channels

Agree

E. Privacy Risk & Customer 

Involvement

Concern that Tesco's data-driven 

marketing gives too much access to 

personal shopping habits

Strongly Agree

Discomfort with Tesco using purchase 

history for targeted marketing

Disagree
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Section  Variable Participant 5 Response

A. Demographics Gender Man

Age 18–25

B. Digital Marketing 

Strategies

Tesco digital marketing channels 

used

Tesco Mobile App; Tesco Clubcard 

Loyalty Programme

Ease of use Good

Navigation Poor

Loading speed Neutral

Product availability Good

Tesco Clubcard membership Yes

Satisfaction with Tesco Clubcard Satisfied

C. Digital Marketing 

& Customer 

Satisfaction

Tesco's digital marketing makes 

shopping more convenient

Disagree

Tesco's personalised offers help save 

money

Neutral

Tesco's mobile app improves 

shopping experience

Agree

Tesco's social media content 

engages with the brand

Disagree

Likelihood of recommending Tesco 9 out of 10

D. Opportunities & 

Challenges

Biggest opportunity of Tesco's digital 

marketing

Easy access through mobile app

Challenges/concerns No concerns

E. Customer 

Engagement & Trust

Tesco's digital marketing encourages 

more frequent brand engagement

Agree

Confidence in accuracy and reliability 

of Tesco's digital channels

Strongly Agree

E. Privacy Risk & 

Customer 

Involvement

Concern that Tesco's data-driven 

marketing gives too much access to 

personal shopping habits

Disagree

Discomfort with Tesco using 

purchase history for targeted 

marketing

Disagree
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