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[bookmark: _Toc7975764]2.0 Introduction 
Literature review is defined as the process of studying the related fields of research that are done by the other researchers. The purposes and importance of literature review cannot be ignored in a research work (Saunders et al.2014). The purposes of literature review includes the identification of the methods of the research, understand the problems of research and identification the gap of the previous literature (Kothari, 2015). This paper aims to critically review the impact of relationship marketing on customer loyalty in the UK retail sector. As part literature review, this paper, first, describes the concept of relationship marketing, and then describes the relationship marketing practices in Tesco. Next, this paper reviews literature related to customer loyalty and how relationship marketing influence customer loyalty in the UK retail sector. In the last section, this paper defines and describes methodology applied in the literature reviews. 
[bookmark: _Toc4636077][bookmark: _Toc7975765]2.0 Literature Review 
[bookmark: _Toc467738242][bookmark: _Toc510408531][bookmark: _Toc4636078][bookmark: _Toc7975766]2.1 Relationship marketing
[bookmark: _Toc406933211]2.1.1 Definition of relationship marketing

The term “relationship marketing” is defined by experts in different ways. Bruhn (2015) said relationship marketing is the way of developing understanding between businesses and their target consumers. This relationship indicates not the short term relationship; it indicates long term relationship with the customers. Smith (2015) mentioned that relationship marketing can be relationship with the customers. Relationship marketing indicates the degree of loyalty of consumers of the firm.  Kotler et al. (2014) mentioned that the objective of relationship marketing is to attract the potential and existing customers and make them loyal for a long period of time. In this competition age of business, relationship marketing is considered as the most important task of the business firm. Payne (2017) mentioned that there are various factors that directly and indirectly affect the relationship marketing. Some of the factors include nature and size of firm, process of conducting business, use of technology, pricing strategy, quality of customers’ services and quality of products and services (McKenna, 2016). In UK, the retail industries are very much aware of the relationship marketing because it affects the success of the firm. The Tesco plc, a greater retail shop in UK, collects the customers’ bio-data and analyzes the buyer of the customers for creating a better relationship with them (Tesco Annual Report, 2018) Tesco always updates their data and creates new competitive strategies for creating a better relationship with the customers.  Tesco also gives proper feedback to the customers’ problems regarding the services that also a part of marketing relationship with the customers. 
[bookmark: _Toc406933212]2.1.2 Key features of relationship marketing

Egan (2017) stated that relationship marketing is comprised with three key characteristics-collaborative relationship, analytical relationship marketing, and operational relationship marketing. Operational relationship marketing indicates the operational activities of the marketing that includes the process of marketing to sell the products and services to the customers (Godson, 2016). The collaborative relationship marketing indicates the creation of relationship with customers through advertising in the various communication channels including television, newspaper, and social media. Morgan (2016) said analytical relationship marketing indicates the evaluation of data from survey, interview and case study for taking better decision to attract the potential customers. All the features of relationship marketing help the UK retail sector to build up stronger relationship with their target customers, and to make them loyal. 
2.1.3 How relationship marketing can be developed by marketers   

Smith (2015) stated that firms can collect bio-data of the customers and collects the customers’ choice lists as well as evaluate them for understanding the real behavior of the customers. It will help to develop the relationship marketing in business. The firms can use various technologies as well as software for collecting the data and information. Kotler et al. (2014) said relationship marketing supports a business to understand the changing needs and expectation of consumers that, in turn, supports the businesses to improve its service and product quality. Payne (2017) said that relationship marketing is used by the firms for understanding the choice, needs and demands for producing the ultimate goods as well as increasing the number of customers by fulfilling the demand of the customers (Morgan, 2016). In this process of collecting information from the customers, firms are using various data and data warehouses. Sharp (2015) defined the data warehouse as the tool of taking decision making of the firm. The management body of a firm evaluates the data warehouse to take better decision to form better relationship with customers. 
[bookmark: _Toc510408532][bookmark: _Toc467738247]2.1.4 Advantages and disadvantages of relationship marketing 

Kotler et al. (2014) stated that relationship marketing contributes a lot in developing stronger relationship with the target and potential customers of a business and to make them loyal towards the brand. Morgan (2016) stated that relationship marketing is the process of marketing that help to collect data and information from the potential and existing customers of a firm. The firm can also understand the expectation of the potential and existing customers that helps the business to improve their service quality, product quality and take necessary initiatives for the business.  Sharp (2015) said relationship marketing assists a business to evaluate the customers’ buyer behavior and preference that helps to attract the customers in an efficient way by the firm. Richards and Jones (2015) stated that the firm can increase customer base and product and service quality through effective implementation of relationship marketing. Effective implementation of relationship marketing helps to ensure the social service, confidence and special service of the customers (Murphy, 2017). It also helps to take better decision about the social service, confidence and special service of the customers (Cavallone, 2017).

[bookmark: _Toc406933214][bookmark: _Toc467738245][bookmark: _Toc510408533][bookmark: _Toc4636079]However; despite the advantages, disadvantages are also included in the relationship marketing.  The relationship marketing can hamper the regular process of marketing activities; it has uncertainty that create bad relationship with the customers (Payne, 2017).  Relationship marketing is a costly and time consuming method and it requires more skillful marketing managers.  It also sometimes negatively affects the firm’s assets (Foss and Stone, 2015). In addition, the sudden rising demands can’t be filled by the firm that negatively affects the satisfaction of the customers (Cottrell, 2016).  Sometimes, relationship marketing requires maintaining good relationship with owners and other third parties of the firm that is a very difficult task (Bruhn, 2015). 
[bookmark: _Toc7975767]2.2 Relationship marketing practices in Tesco 
[bookmark: _Toc406933215]2.2.1 Tesco’s current relationship marketing practice 

Rowley (2018) stated that relationship marketing is the marketing process by which firm can create a strong profitable relationship with the customers. Short period relationship is not considered in the relationship marketing. Only long term relationship is considered in the relationship marketing. In this competition age, most of the business organizations are followed the relationship marketing for creating a profitable relationship with the customers (Gorton et al., 2013). In Tesco PLC, the management body is applied relationship marketing for creating a profitable relationship with the customers. Tesco has established its brand image in the UK market very strongly by creating a profitable relationship with the customers (Tesco Annual Report, 2018). Tesco has collected the bio-data of the customers and evaluate the choice of the customers for producing the expected goods and make the customers loyal.  To exist in the market more successively; Tesco has taken various strategies for improving the relationship marketing (Mollah, 2014).  
According Mollah (2014), Tesco collects the information of the customers and lists the customers’ name in the computer. Gorton et al. (2013) said Tesco performs a survey for getting feedback from the consumers about the products and services. According to Icmrindia (2018), Tesco takes various suggestions from the customers regarding the products quality and price. Tesco also uses data warehouse to record the information about the customers. Tesco also provides quick responses to the customers’   problems. Academized (2016) said that Tesco has introduced these techniques effectively and efficiently in the UK market. Tesco has accomplished a contract with Dunn Humby for getting information about the all potential customers to know about the demand of the customers (Tesco Annual Report, 2018).
Dunn Humby is the third party who helps Tesco to provide information about the all potential customers to know about the demand of the customers.  They give various suggestions to Tesco for improving relationship marketing to make the customers loyal. Academized (2016) suggested that Tesco should open a complaint desk at which customers can give their complaints. Secondly, Tesco should arrange adequate training to the employees to give feedback of the problems quickly and accurately. Rowley (2018) stated that Tesco should introduce online and digital marketing services to the customers for attracting more potential customers. Ecommerce Digest (2019) mentioned that the pricing strategy also affects the loyalty of the customers. For this reason; Tesco should set a competitive price of the goods and services for increasing loyalty of the customers. 
Tesco Annual Report (2018) revealed that Tesco is the 3rd largest retail company in UK market. For this reason; they are very much aware about the customers’ satisfaction and loyalty. They already have established their business activities not only in domestic regions but also in international regions (Gorton et al., 2013). Tesco already has introduced online shopping services for the customers to attract them and make them satisfied and loyal. Tesco also has used easy delivery and payment system for the customers to attract them and make them satisfied and loyal (Tesco Annual Report, 2018). Mollah (2014) said Tesco has used various advertising systems for improving the brand awareness of the consumers.  They have used leaflets for sharing the information about the products and services of them to the potential customers (Academized, 2016). In addition, Tesco has arranged various campaigns for improving the brand awareness of the consumers and attracting the customers and retaining them as loyal customers. Tesco has introduced different kind of stores including Tesco extra, Tesco metro, and Tesco express (Rowley, 2018).  
[bookmark: _Toc406933216]2.2.2 Significance of relationship marketing in Tesco business 

According to Egan (2017), relationship marketing is the marketing process by which firm can create a strong profitable relationship with the customers. Due to the several advantages of relationship marketing, Tesco has implemented relationship marketing as their business function.  The enlargement of customer loyalty is the basic and prime objective of implementing relationship marketing as their business function (Tesco Annual Report, 2018).  Tesco relationship marketing (Tesco Clubcard) helps it to build up stronger relationship with its existing customers and attract new and potential customers. Tesco can also understand the expectation of the potential and existing customers by using relationship marketing (Rowley, 2018). It helps the Tesco to evaluate the customers’ buyer behavior and preference by which they can produce products and services according to the expectation of the customers (Ecommerce Digest, 2019).  Tesco can also increase its product quality, service quality through effective implementation of relationship marketing (Icmrindia, 2018). Relationship marketing helps the Tesco to ensure the social service, confidence and special service of the customers (Mollah, 2014). Tesco will take better decision about the social service, confidence and special service of the customers through effective implementation of relationship marketing. Tesco also improves the employee performance and creates a strong profitable relationship among the employees and customers for a long time that affects the customers’ loyalty directly (Academized, 2016). 
2.2.3 Impact of Tesco relationship marketing on its business performance  

According to Tesco Annual Report (2018), when Tesco has implemented relationship marketing as their business function, they get various benefits from it. Firstly; the amount of sale of Tesco has increased 53% than before. By implementing online shopping service, Tesco has performed 500,000 transactions over a week. The amount of income of Tesco is approximately £2 billion (Tesco Annual Report, 2018). Mollah (2014) said Tesco can reach the all potential customers through implementing better communication channel with the staffs and customers. Academized (2016) said the marketing and pricing strategies of Tesco are very much improved by the effective use of relationship marketing. Tesco also has able to arrange various campaigns for the customers that improve the brand image of Tesco in the UK market (Rowley, 2018). Tesco also launched the club card for the customers by the effective use of relationship marketing.  The profitability, liquidity, brand image, and market position all are improved by the effective use of relationship marketing.  Therefore the importance of relationship marketing can’t be ignored (Icmrindia, 2018).
[bookmark: _Toc467738243][bookmark: _Toc510408534][bookmark: _Toc4636080][bookmark: _Toc7975768]2.3 Customer loyalty 
2.3.1 Concept of customer loyalty

Cavallone (2017) stated that Customer loyalty means the purchasing process of consumers from same brand again and again. Kotler et al. (2014) defined that customer loyalty is happed when a consumer buys good form a specific firm for a long time.  Daffy (2016) customer loyalty is defined as the positive feelings of the customers by which they are buying goods and services form the same company repeatedly. For the business firms, firstly they try to increase the number of customers and secondly they try to retain them as loyal and true friends of the firm. When a firm is able to make the customers loyal and true friends for a long period, the firm can able to retain the customers for a long time that situation is called customer loyalty (Kotler et al., 2014).  Loyal customers never switch off the purchase from the firm and they also share their positive feeling with the other potential customers. Due to their sharing positive feelings with other customers, the number of customers of the firm will be increased. Solomon et al. (2012) said customer loyalty has direct impact on the firm success. According to Bernazzani (2018), the satisfaction level of loyal customers is more than the other transactional customers.  Hartley and Hayes (2016) stated that customer loyalty is affected by various factors that include process of conducting business, pricing strategy, quality of customers’ services and quality of products and services, payment system, store area, and parking space. According to Griffin (2015), in UK, Nectar card is introduced by Sainsbury and Club card is introduced by Tesco for increasing of their customer loyalty. Tesco Annual Report (2018) revealed that Club card includes various benefits for the customers such as discount facility, bonus facility and other facilities. On the other hand;   Nectar Card also includes same benefits to the customers (Sainsbury Annual Report, 2018). Fullerton (2017) said that customer loyalty not only affects the firm profitability but also success of the firm. Smith (2015) said that customer loyalty affects the firm performance positively but customer dissatisfaction affects the firm performance negatively. Therefore, every firm concentrates on the factors of customers’ satisfaction to increase the customers’ loyalty. 
[bookmark: _Toc510408535]2.3.2 Loyalty framework

Solomon et al. (2012) suggested the three loyalty framework that includes cognitive, attitudinal, and behavioral loyalty. The following diagram represents the loyalty framework: 
[image: ]
           



[bookmark: _Toc510384888]

Figure: Tri-dimensional approach to brand loyalty              Source: Solomon et al. (2012)

[bookmark: _Toc510408536][bookmark: _Toc4636081]Solomon et al. (2012) said that Affected loyalty can be included the positive beliefs of the customers on the specific goods and service of a company or brand. The key reason of affected loyalty of the customer is the higher satisfaction level on the goods and services. Griffin (2015) said that behavioral loyalty can be defined as the behavior of the customers to purchase specific products for a long period of time (Daffy, 2016). The key cause of behavioral loyalty is the laziness of the customers to search another good product.  Hayes (2016) said that Cognitive loyalty is represented the personality of the customers at the time of purchasing. It is very difficult to identify the cognitive loyalty of the customers because it is uncertain and depends on immediate situation (Cavallone, 2017). 
2.3.3 E-customer loyalty 

An effective customer loyalty framework that is called by “e-customer loyalty” is developed by Gilligan and Wilson (2013) that focuses on five key drivers. These five drivers are figured out in the diagram below: 
[image: ]
[bookmark: _Toc510384889]Figure: E-customer loyalty framework		Source: (Gilligan and Wilson, 2013) 
Gilligan and Wilson (2013) mentioned that online marketing posses the five steps for achieving the success of the fir. These five aspects are website and technological development, offering of great customer service, building brand image, ensuring trust and security, and customer propositions. 
[bookmark: _Toc467738244][bookmark: _Toc510408537][bookmark: _Toc4636082][bookmark: _Toc7975769]2.4 Impact of relationship marketing on customer loyalty in UK retail sector 

Solomen et al. (2012) stated that customer loyalty is much important factor for the firm to gain success in the market.  The increased customer loyalty affects the firm positively and helps to increase the number of customers, profitability and liquidity. Customer loyalty largely depends on the effective implication of relationship marketing.  According to Cavallone (2017), Customer loyalty is affected by various factors that include process of conducting business, pricing strategy, quality of customers’ services and quality of products and services, payment system, store area, and parking space etc. Griffin (2015)  said relationship marketing helps to ensure the better approach of conducting business, better pricing strategy, quality of products and services, payment system and feedback to the customers’ problems.  Hayes (2016) stated that the better process of relationship marketing helps to enhance the brand image in the market that also directly affects the customers’ satisfaction and loyalty. These promote customers to repeat purchases of products. Sharp, (2015) disclosed that the efficient relationship marketing is not only increasing the loyalty of the consumers but also reducing the overall cost of the firm. 
[bookmark: _Toc406933219][bookmark: _Toc467738249][bookmark: _Toc510408539][bookmark: _Toc4636083]According to Foss and Stone (2015), in UK, the number of retail industry is increasing day by day. Most of the retail businesses have more loyal customers. The competition level of UK market is also increasing day by day. In this situation, every firm needs to maintain proper relationship with the customers’ thorough effective implementation of relationship marketing (Kotler et al., 2014). The business firms need to want the demand of the consumers and try to fulfill the demand with a reasonable price. Tesco and Sainsbury are the two largest retail firms in UK those are able to attain the more and more loyal customers form the market (Tesco Annual Report, 2018). These companies also need the relationship marketing to attract the potential customers and existing customers for making them loyal customers. 
[bookmark: _Toc7975770]2.5 Research gap 

Cultivating loyal customer is frequently argued is one of the key drivers of a business long-term success. This is because increasing customer loyalty has been a crucial challenge for retailers in the globalize and high competitive marketplace (Laith, 2016). Additionally, real realisation of the business is that attracting new customers are far more expensive than retaining and making loyal of existing customers (Leanne et al., 2017). One of the suggested ways of increasing customer loyalty is through building up stronger relationship between customers and marketers (Mollah, 2014). However, the surprising issue is that despite the growing body of literature on the factors of relationship marketing, very little empirical researches have been done on the impact of relationship marketing on customer loyalty in the retailing context, particularly in the UK retail sector (Laith, 2016). Therefore, this study aims to address this gap by critically reviews the literatures, theories and models developed overtime on the implementation of relationship marketing and its impact on the customer loyalty in term of UK retail sector. This study deeply investigates into the imperial researches done by experts and practitioners over time on the impact of relationship marketing on customer loyalty, and then provides suggestions for the retailers on how they can build up stronger relationship with their customers to increase customer loyalty.  
[bookmark: _Toc7975771]2.5 Conclusion 

[bookmark: _Toc507290910]The finding of this literature review shows that the retail industry in UK including Tesco uses different relationship marketing tools to make the customers loyal. They apply different procedures to implement the better approach of relationship marketing. The finding shows the key characteristics of relationship marketing on the basis of their firm. The UK retailers are using necessary tools for implementing the relationship marketing. They have set up their mission and vision and find the process of obtaining the mission and vision. The firms have been trying to identify the potential customers as well as the expectations of the potential customers.  They have also trying to find out the information about the consumers preference, buyer behaviors and others. They have made decision on the basis of available information to make better relationship with customers by using effective implementation of relationship marketing.   
[bookmark: _Toc510389592][bookmark: _Toc510408544][bookmark: _Toc4636084][bookmark: _Toc7975772][bookmark: _Toc467738252][bookmark: _Toc507185443][bookmark: _Toc507290911][bookmark: _Toc510389593][bookmark: _Toc510408545][bookmark: _Toc4636086]3.0 Methodology 
[bookmark: _Toc4636085][bookmark: _Toc7975773]3.1 Introduction 

Singh (2017) stated that Research methodology is defined as the procedures and methods of preparing research that is normally based on scientific and systematic factors. Research methodology is the process of data collection for preparing the research work successively. Saunders et al. (2014) mentioned that the research methodology is the most important part of the research and the validity as well as acceptability of the research largely depends on the appropriate methodology of the research.  In this section, the researcher describes the methods of the research. 
[bookmark: _Toc7975774]3.2 Research Philosophies 

Singh (2017) said that research philosophy indicates the philosophical concept that used to prepare the effective and valid research. Research philosophy is considered as the model of the research that helps to prepare an effective research. Researcher philosophy can be divided into several categories including positivism philosophy, realism philosophy, interpretivism philosophy, pragmatism philosophy, and also epistemology philosophical issues, ontology philosophical issues and axiology philosophical issues of the research (Saunders et al., 2014).  
Epistemological issues in this research 
Kothari (2015) stated that in case of business research, epistemological issues are considered as the basic components of the research. Epistemology is defined as the philosophical study of the nature, origin, and limits of human knowledge. The term is referred as the theory of knowledge. Basically; epistemology is the opposite concept of ontology and describe the true factors (Singh, 2017). Epistemological issues consist of various sources of knowledge including intuitive knowledge, authoritarian knowledge, logical knowledge and empirical knowledge.  Epistemological issues help the researchers to identify the exact research philosophy of the research (Kothari, 2015). For example, if one only accepts the observable result on the basis of data and facts as knowledge, positivism philosophy is accepted (Saunders et al. 2014). On the other hand; if one considers subjective and non-quantifiable data as knowledge, interpretivism research philosophy is accepted by the researcher (Kumar, 2017). As this literature reviews mainly focuses on the qualitative data, the epistemological views of the researcher focuses on empirical knowledge, authoritarian knowledge, intuitive knowledge and logical knowledge developed by different experts, practitioners, and researchers in their previous studies. 
 


Ontological issues in this research
Kumar (2017) that ontology is defined as the philosophy of the research that is based on the science. It is concerned with nature of reality. According to ontology, objectivism and subjectivism are considered as the two vital issues of the research (Saunders et al., 2014). This literature reviews identify the impact of relationship marketing on consumer loyalty (Kothari, 2015). This means the ontological view of the researcher is subjective in this literature reviews. By applying the belief of subjective ontology, the researcher has reflected the interpretation of the fact of relationship marketing and its impact on the customer loyalty. 
 Axiological issues in this research

Walliman (2016) stated that axiological is defined as the process of solving axiological problems of science. It includes the problems of social, moral, and cultural value of scientific research as well as its outcome (Willem, 2016). Axiology is considered as the most important branch of philosophy that shows the judgements the value of the research.  Axiology indicates the prime aim of the research (Saunders et al., 2014). The prime of this literature review is to identify the impact of relationship marketing on consumer loyalty. Thus, axiology in this literature review focuses on what the researcher value in the research. This means it focuses on how the researcher conducts research and what the researchers’ value in the research finding. In other word, the researcher in this literature review was value bound being part of research, rather than not be separated. 
The data and information is one philosophy is different from other philosophy of the research (Kumar, 2017). 
Positivism philosophy 
Singh (2017) stated that the positivism philosophy indicates philosophy that depends on the natural issues of factors.  This philosophy helps to identify the null and alternative hypotheses that are required for the research study. This social philosophy helps to evaluate the reality on the basis of natural data and information (Kumar, 2017).


Realism Philosophy 

Kothari (2015) said the realism philosophy is defined as the scientific philosophy of the research. This philosophy is created on the basis of fact and reality that already solved scientifically. In this philosophy; the research uses only scientifically proved data and information not the predicted data (Singh, 2017). This research philosophy is considered as the opposite concept of idealism philosophy. 
Interpretivism philosophy 
Walliman (2016) stated that interpretivism philosophy is the philosophy that finds the gap between human and the social factors. In this philosophy, the researcher collects data that related with the human issues. Saunders et al. (2014) also mentioned that the researcher uses a specific method for collecting data in this philosophy.
Pragmatism philosophy 

According to Willem (2016), pragmatism philosophy is the best method of conducting research because it uses not only the qualitative data but also quantitative data. According to Kothari (2015), pragmatism philosophy affects the research work in an effective way.  
The philosophy used in this literature review  

In this research work, the main objective is to identify the impact of relationship marketing on customer loyalty in UK. Therefore, the researcher needs to collect information from human factors for conducting the research (Kothari, 2015). For this reason, the researcher uses interpretivism philosophy for this research (Kumar, 2017). On the other hand; the researcher needs to collect information not only from qualitative sources but also quantitative sources. For this reason; by the recommendation of Saunders et al. (2014), the researcher has to apply the pragmatism philosophy because it uses not only the qualitative data but also quantitative data. The researcher collects data from the customers of Tesco and arranges an interview of the management body. 
[bookmark: _Toc7975775]3.3 Research Design 

According to Singh (2017), research design is included the research approach or framework of the research.  It can be divided into three categories including exploratory, descriptive and explanatory research design (Kothari, 2015). In the following; the research designs are described: 

Exploratory 

Kumar (2017) suggested that exploratory research design describes the problems of the research through the exploration of research tools, aim and objectives. This design of the research is very much suitable if the researcher does not have adequate information and knowledge about the subject matter of the research (Walliman, 2016). 
Descriptive

According to Walliman (2016), descriptive research design indicates the design by which researcher can describe the outcome of the research in an efficient manner. This type of design is useful when the researchers have adequate information and knowledge about the subject matter of the research (Singh, 2017).
Explanatory 

Willem (2016) mentioned that explanatory research design indicates the design by which researcher can explains the outcome of the research in an efficient manner. It includes analytical researches that have two variables in which one variable is affected by others (Kumar, 2017). 

Research designed applied in this study 
In this research work, the main objective is to identify the impact of relationship marketing on customer loyalty in UK. The researcher has adequate knowledge about the research topic. For this reason; by the recommendation of Walliman (2016), the researcher has to apply the descriptive research design to prepare the research. 


[bookmark: _Toc7975776]3.4 Research Approach  

Walliman (2016) stated that research approach is the method of analysis of the research on the basis of available data.  The approach of research can be divided into two categories including deductive and inductive approach (Singh, 2017). 
Deductive approach

[image: ]Kothari (2015) suggested that the process of deductive research approach includes the development of theory, then development of hypothesis and observation of the research hypothesis by collecting data and finally confirmation about the research outcome to take final decision (Walliman, 2016).                             
Inductive approach

[image: ]Singh (2017) said Inductive approach summarizes the research data by developing pattern and tentative hypothesis.  Normally, this approach is prepared the research study on the basis of primary data as well as qualitative data (Kothari, 2015). 
Research approach used in this literature  

This paper aims to critically review the impact of relationship marketing on customer loyalty in the UK retail sector (Kumar, 2017). Therefore, the researcher requires collecting primary and qualitative data. Saunders et al. (2014) mentioned that inductive approach uses the data from the interview and survey and this approach is prepared the research study on the basis of primary data as well as qualitative data. Therefore, inductive approach is appropriate for this research. 
[bookmark: _Toc7975777]3.5 Data collection methods 

Kothari (2015) said that data collection methods also affect the validity and reliability of the research study. Data can be collected in two broad ways. One is known as qualitative method and another is known as quantitative method.  Singh (2017) stated that qualitative method of data collection is indicated the theoretical data collection. It is not presented in the statistical method. On the contrary; Kumar (2017) mentioned quantitative data collection method indicates the mathematical expression of data that can be collected from the respondents through questionnaire. In this research, the researcher has used the combination of qualitative method and quantitative method for collecting data. The researcher collects data from the customers of Tesco and arranges an interview of the management body.
[bookmark: _Toc467738260][bookmark: _Toc507185451][bookmark: _Toc507290925][bookmark: _Toc510389601][bookmark: _Toc510408553][bookmark: _Toc4636090][bookmark: _Toc7975778]3.6 Ethical issues

[bookmark: _Toc406933229][bookmark: _Toc467738261][bookmark: _Toc507185452][bookmark: _Toc507290926][bookmark: _Toc467738262][bookmark: _Toc507185453][bookmark: _Toc507290927][bookmark: _Toc510389603][bookmark: _Toc510408555]Butler (2012) stated that ethical issues are not only important for the researcher but also important for the stakeholders of the research. The researcher must know about the rules and regulations of ethical codes of the research study and maintain the rules and regulations of ethical codes of the research (Kumar, 2017). The researcher fairly collects the relevant data from the reliable sources and takes the approval of central authority of the research.  The researcher should avoid conflict subject to conduct the research. The researcher always choose a good team for collecting a research work and maintain the privacy of all confidential information (Singh, 2017). The researcher must ensure that the respondents of the research questionnaire in a voluntary approach not compulsory. The researcher also does not force the respondents to answer the question of the questionnaire (Reamer, 2011). In this literature review, the UK code and principles of research has been strongly maintained by the researcher. The researcher also maintains the proper guidelines of the research work and accepts the appropriate method of research. The researcher also is free from all kinds of subjective and objective bias at the time of preparing research.  
[bookmark: _Toc4636091][bookmark: _Toc7975779]3.7 Research Reliability and Validity

[bookmark: _Toc466498893][bookmark: _Toc467738263][bookmark: _Toc507185454][bookmark: _Toc507290928]Kumar (2017) stated that research reliability depends on the outcome of the research. Research reliability is defined as the consistency of the research outcome. The reliability of research largely depends on the reliable data and reliable of sources of data. The appropriate sample size also affects the research reliability. The researcher should apply the exact values not the prediction values for maintaining the reliability of the research.   (Saunders et al, 2014). Kothari (2015) stated that not only the research reliability is important but the research validity is another important factor of the research.  Research validity depends on the truthfulness of information that given by the participants of the questionnaire (Singh, 2017). Criterion-related validity is an important validity of the research. To make the research valid, the researcher should collect valid data and information (Walliman, 2016). In this research, the researcher has tried to maintain the validity of the research and followed the all rules and regulations for maintaining the reliability of the research.  
[bookmark: _Toc4636092][bookmark: _Toc7975780]3.8 Conclusion 

In this research, the researcher has applied the combination of research philosophy that includes pragmatism and interprevetism.  In case of research design; the researcher has applied the descriptive research design. The researcher has applied the combination of qualitative and quantitative approach of research for collecting the primary data of the research and conducting the research successfully.  Literature review, books, and journals are applied by the researcher for collecting secondary information for the research. 
[bookmark: _Toc510389610][bookmark: _Toc510408565][bookmark: _Toc4636093][bookmark: _Toc7975781]4.0 Conclusion 

This paper has critically reviewed the impact of relationship marketing on customer loyalty in the UK retail sector. The finding of this paper said relationship marketing is the process of building up stronger relationship among businesses and their customers. The objective of relationship marketing is to attract the potential and existing customers and make them loyal for a long period of time. Customer loyalty is defined as the positive feelings of the customers by which they are buying goods and services form the same company repeatedly.  It has found that the relationship marketing and customer loyalty depends on the nature and size of firm, process of conducting business, pricing strategy, quality of customers’ services and quality of products and services, payment system, store area, and parking space etc. It has also found that Tesco can understand the expectation of the potential and existing customers and produces products and services according to the expectation of the customer. Tesco can also increase its strategies including product and services through effective implementation of relationship marketing. Therefore, relationship marketing has great impact on the customer loyalty in the UK market. 
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