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Absract
The overall aim of this research is to evaluate the change within the Tesco Clubcard loyalty scheme, with a specific view on customer loyalty through out UK supermarkets. The research includes primary research in order to identify current opinions from customers about their thoughts towards the changes to the loyalty scheme. Secondary research is also included which considers the current views about the Tesco Clubcard loyalty scheme. 

The research carried out in this study, follows the interpretivism approach as it involves the Tesco Clubcard customers and also Tesco Extra staff. This making it highly likely that the results of the research are based upon perceptions of the respondents
The primary research that was conducted as part of this study is based upon a sample of customers who shop at Tesco. This meaning that a purposive sampling technique was used. 
A paper-based questionnaire was given out in the Tesco Extra Llanelli store. This took place over a week. In addition to this, the questionnaire was implemented into an online version in order to seek the aspired sample size. An interview was also conducted with a Tesco store manager 

The findings of the primary research support the findings of the previous research as well as the content of the new articles available. The primary research identifies that consumers shop around different supermarkets, with most consumers shopping at Tesco, as they feel they have a sense of loyalty towards the store, as Tesco offer points during every transaction, which no other supermarket offer. Majority of the sample of the primary research hold a loyalty card within the Tesco Clubcard scheme, with the reason that they shop at Tesco in order to gain Clubcard points, and due to the fact that the store offers the best value for money.  

The research also indicates that the majority of the respondents felt strongly that the Tesco Clubcard scheme has changed in recent years, these changes varying but the most obvious changes being the cut of the double up in May 2016 & the re-launch of the Tesco Clubcard and contactlesss card which was launched in 2017. 
The research ends asking respondents to rate the Tesco Clubcard shceme overall, with majority of respondents rating the scheme at the highest end of the spectrum, being a 5. 

Having discussed all appropriate theories, concepts, news articles and relevant sources, and analyzing the results of the primary research conducted as a part of the study, conclusions are presented at the end of the study, along with recommendations which will be suitable for further research based on the change within the Tesco Clubcard scheme.
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[bookmark: _Toc35851585][bookmark: _Ref177443900][bookmark: _Toc531320691] - Introduction
This dissertation research project has been designed to provide an evaluation of the change within the Tesco Clubcard, with a specific view on customer loyalty within the UK supermarkets. 

1.1 An Introduction to Tesco
Tesco PLC is one of the largest food and grocery retailers in the UK. It also retails non-food products. The company operates in Europe and Asia. Its headquarters are in Hertfordshire, the UK. (Market Line 2017)
To maintain their competitive advantage, it has been innovative in the marketing strategies it has used – one being the introduction of a loyalty Clubcard scheme. This dissertation looks at how this has evolved and assess how successful this evolution and change has been. 
The recent proposed merger between Asda And Sainsbury’s show how competitive this market continues to be. (Simpson, 2018) Richard Lim, from economics research consultancy Retail Economics, said the merger would be a "game changer in the UK grocery market of epic proportions".
He also states that "The potential tie-up would see the combined business take Tesco head-on," he added.


1.2 An introduction to the Tesco Clubcard Loyalty Scheme 
The Tesco Clubcard was launched in 1995 and attracted nearly 5 million customers in the first year. With the introduction of the Tesco Clubcard, Tesco overtook Sainsbury’s market share. The scheme was a major investment for Tesco, costing the company around £10 million to set-up with the vouchers and discounts offered to Clubcard members accounting for 1% of Tesco’s income. (Palmer, et al., 2006). 
A study by Empathy Research has found that Tesco's Clubcard is the most popular supermarket loyalty programme, with more than eight out of ten (87%) respondents. (Tesco's Clubcard Leads the Way in Loyalty Race' 2015)
There are many ways for customers to collect Clubcard points, for example either using Tesco mobile, the use of the Tesco credit card, and each time customers use their Clubcard in store.  In 2012 Tesco Bank extended its range of services to cover mortgages. Tesco Clubcard holders can gain extra rewards when they take out a mortgage with the offer of Clubcard points following each repayment they make. In 2010 a new Clubcard was launched in the UK, which gave customers a new way to swipe their card in store.  (Tesco plc, 2017).  Most recent figures show there are currently around 38 million Clubcard members globally (Tesco, 2015) with around 16.5 million of them being UK members (Christie, 2013). 
(Ruddick, 2014) claims that Clubcard was one of the most important innovations of the 20th century. It's nationwide launch in 1995 was the foundation of Tesco's rise to become dominant retailer in the UK and one of the biggest in the world.



1.3 The change within The Tesco Loyalty Scheme 
One of the biggest changes is to the card it-self, which has now become contactless. Tesco have now also launched a smart phone app, making it easy for customers to sign up though the app, and show available vouchers in store rather than having to use the old-fashioned way, which used to be having the vouchers sent through the post. 
Another change the Clubcard has seen, is being partners with major restaurants, hotels and Uber. This is a major change to all customers as they can swap their points to vouchers worth up to four times the value to spend at largest chains. 
Last week, the UK's biggest supermarket started rolling out an updated version of its Clubcard, which now includes a contactless feature so shoppers just tap at the checkout to add their points. It has also linked new partnerships with the likes of Uber. This means for every 50 Clubcard points - equivalent to a £50 shop - accumulated, shoppers can now opt to exchange them for £1.50 of Uber credit (T, Hobbs, 2017)
With hotels it’s possible to get three times the value of customer’s points – leaving the customer to pay the remainder of the balance at the same rate as every other customer would. The same goes for Uber, as it’s possible to get three times the value of points towards a taxi journey.

Another change that the Clubcard has seen, is being able to exchange points with partners in denominations of 50p rather than only £2.50. This being very handy to all customers, as it stops any remainders of any vouchers going to waste. 
Recently, customers have also seen a change within the Clubcard as the ‘double up’ known as the Clubcard boost system has stopped. This stopped back in May 2016. This was an opportunity for customers to exchange vouchers in denominations of £2.50. Only certain departments were available on the Tesco Boost, the majority covering the non-food and electrical departments. As this came to a stop in 2016, customers have been receiving more ‘double points’ and ‘triple points’ vouchers which are available to spend in store, in replacement of the boost system. 



1.4 Rationale 
The reasoning behind this research is to identify whether the change in the Tesco Clubcard is relevant in the current business environment and, whether consumer buying behavior habits have changed, and if consumers like to keep their weekly shop to one company, or if they like to shop around for better deals, regardless if they have a loyalty card or not. 
The topic has been chosen due to the researcher’s personal interest with the Tesco Clubcard loyalty scheme. This interest stems from the researcher being employed by Tesco, and seeing customer perceptions of the Clubcard scheme. Through the study of the researcher’s marketing modules in first year of university which focused on Tesco as on organization, this has helped the researcher maintain personal interest within Tesco.  

1.5 Research Aims and Objectives 
1.5.1Research Aims
The aim of this research is to critically evaluate the reason for the change in the Tesco Clubcard loyalty scheme within the current business environment. The main aim is to identify customer’s opinion on the change within Tesco Clubcard scheme. A critical part will be to get feedback from customers.  This will be done by carrying out primary research, as well as secondary research through the use of the organization. 


1.5.2 Research Objectives 
The objectives can be summarized as follows:
1. To evaluate change within the Tesco Clubcard loyalty scheme 
2. To critically evaluate the existing secondary research that is available based on loyalty programmes, focusing mainly on the Tesco Clubcard. 
3. Using primary research critically evaluate customers and managers views with regards to the Tesco Clubcard loyalty programme
4. Synthesis of secondary and primary research to provide conclusions and recommendations for the future of the loyalty card and future research based on the topic.


1.6 Structure of the Research Paper
Following the content of the research aims and objective, the study will progress through the following chapters: -

Chapter 1 – The Introduction. This will provide an introduction to the study, specifying the aims and objectives and the reason for choosing the field of study.

Chapter 2 – The literature review. This will provide an introduction to the Tesco Loyalty scheme, and its recent changes. 

Chapter 3 – The Research Methodology. This chapter will give an insight into research methods that will be approached in order to complete the study. In addition to this, there will be a discussion as to what method will be used to collect findings for primary research purposes. 

Chapter 4 – Data analysis. This chapter will outline findings of the primary research that will be carried out, justifying if there has been a correlation between what the researcher will find out, and what will have been previously mentioned in chapter 2. 

Chapter 5 – Conclusions and recommendations. The final chapter will present the main conclusions that will be based on the research carried out. In addition to this, the recommendations provided will be in respect of the study, with what area’s the author feels could require further attention in further studies/development within the field.  




Jessica Kate Hopkins (p145402)

1



 - Literature review
The overall aim of the research is to identify the current state of change within the Tesco Clubcard loyalty scheme, looking at different aspects of customer loyalty to identify what Tesco have done in order to attract customers, to their £500m loyalty scheme.
Therefore, the aim of this chapter is for the researcher to provide an in-depth review of literature that relates to the Tesco Clubcard.

To meet to overall aim, the following objectives will also need to be met, these are to:
1. To evaluate change within the Tesco Clubcard loyalty scheme 
2. To critically evaluate the existing secondary research that is available based on loyalty programmes, focusing mainly on the Tesco Clubcard. 
3. Using primary research critically evaluate customers and managers views with regards to the Tesco Clubcard loyalty programme
4. Synthesis of secondary and primary research to provide conclusions and recommendations for the future of the loyalty card and future research based on the topic.


Highlighting the objectives, chapter 2 will primarily focus on objective 1 – to evaluate the reasons for the change within the Tesco Clubcard loyalty scheme. In addition to this elements, of objective 2 will be targeted – in attempt to identify the current research which is based on loyalty schemes, with the main focus on the Tesco Clubcard.

There will be great consideration with the content that will be provided within this chapter, mainly focusing on the marketing aspects and perspectives, of loyalty schemes.

The research included will be taken from a wide range of sources ranging from online articles, journal articles, and professional publications obtained in the campus library. Ensuring that all research will be correctly referenced, including in text citations, including where the information was originally sourced from.




[bookmark: _Toc74557537][bookmark: _Toc74624100]2.1 The concept of marketing can be defined as:
According to the American Marketing Association 'marketing is an organizational function and set of processes for creating, communicating and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders'.
The World Marketing Association defines marketing as 'the core business philosophy that directs the processes of identifying and fulfilling the needs of individuals and organizations through exchanges which create superior value for all parties'.  (Russell, 2010)
And finally, the UK'S Chartered Institute Of Marketing says that 'marketing is the management process for identifying, anticipating, and satisfying consumer requirements profitably'.
A common concept of these marketing definitions are, the ability to discover consumers wants and needs, whilst also making a profit. These definitions could suggest that marketing adds to a number of different processes when companies are offering and selling their products and services to their customers.  (Russell, 2010)

[bookmark: _Toc177379670]2.2 Relationship marketing
(Doyle, 2011) states that simply, relationship marketing can be described as, the process of meeting customers' needs on a continuous and repeating basis by developing a long-term, one to one relationship with individual customers. Relationship marketing is more prevalent in services businesses than in product businesses. The philosophy of relationship marketing recognizes that keeping existing customers happy, loyal, and satisfied ensures repeat business and is much cheaper than obtaining new customers. It is an approach that takes the long-term profit potential of an existing customer relationship into account. There is maximum emphasis on customer commitment, contact, keeping promises, and building trust.
(Egan, 2011) page 16, said that relationship marketing has been a topic of serious discussion among academics and marketing practitioners for the best part of 20 years. It was, however during the last decade of the twentieth century that relational strategies gained a wider following and that debate on RM began to dominate the marketing agenda. During this period RM was probably the major trend in marketing and certainly the major (and arguably the most controversial) talking point in business. In addition to the above definitions of relationship marketing, (Das 2009) added that it can be defined in different ways like customer satisfaction, how to retain customer, and make them loyal, and all the ways which can be lined to the developing trust, commitment, cooperation, close communication and relationship quality.
These definitions suggest that the concept of relationship marketing, is to create and manage, trusting long-term relationships with customers. Given that every definition is different to each other the core function is to provide a service of high quality, resulting in a long term relationship between both customer and the organization itself.

[bookmark: _Toc177379671]2.2.1 Requirements of relationship marketing
Relationship marketing is based upon 4 major concepts. These basics aspects of relationship marketing are discussed below: -

Trust: the first aspect of relationship marketing is trust, which has been given more attention by different authors. (Morgan and Hunt, 1994. Buttle 1996).
Commitment : commitment is considered as a compliment in buyer seller relationships. (Moorman et al 1993).
Communication: communication is a vital part within relationship marketing. In relationship marketing communication refers to keeping in contact with valued customers; giving timely and accurate information regarding products and services.
Promise fulfilment : (Gronroos 1994) strongly empahizes the fullfilling promises for the strong relationship with customers. The organisation attracts loyal customers by fullfulling promises.

2.2.2 Relationship marketing in the retail context
To attract and retain customer and implementation of relationship marketing is necessary for the retailers. Retailers can achieve sustainable competitive advantages by developing relationships with customer (Christopher et al. 1991)

In the dynamic environment, the customers are more dependent on retailer, eventually implementation of relationship marketing is difficult, but is highly necessary. (Benapudi and Berry, 2000).



2.3 Competitive advantage
Competitive advantage cannot be understood by looking at a firm as a whole. It stems from the many discrete activities a firm performs in designing, producing, marketing, delivering, and supporting its products. Each of these activities can contribute to a firms relative cost position and create a basis for differentiation.  (Porter, 2004)
Can a competitive advantage create loyalty?
The notions of competitive advantage and marketing strategy are intrinsically linked. Competitive advantage is the process of identifying a fundamental and sustainable basis from which to compete. Ultimately marketing strategy aims to deliver this advantage in the market place. (Drummond, Ensor and Ashford, 2005) page 144.
Through the use of implementing a loyalty scheme, the organization would gain a competitive advantage by using data which can be obtained from customers in order to prepare for future promotions. In addition to this, the organization could then create an image of what their customers like to purchase, where they buy these products, and why they products.


2.4 Loyalty schemes
What is loyalty? 'Loyalty, in day-to-day life, implies an unselfish belief in institutions, or unswerving fidelity in marriage, or emotional commitment to friends. Loyalty also suggests monogamy: one choice above all others.
Retail loyalty isn't like that. There isn't a customer alive who will consider using one shop for every need. When retailers look at winning and keeping the loyalty of their customers they are looking to achieve a little extra goodwill, a slight margin of preference, an incremental shift in buying behavior. This can add up to a massive contribution to the financial success of the business.  (Humby, Hunt and Phillips, 2009, page 9).
Loyalty schemes are common in consumer marketing. Most are operationalized through a reward system. Loyalty scheme members accrue ‘points’, normally based on dimensions of the volume, value and frequency of spend. The member ‘redeems’ the points collected and thus obtains various ‘rewards’, e.g. free flights, cash-back, money off or gifts. (Smith and Sparks, 2009)
Kumar and Shah (2004, p. 328) note that ‘The rewards associated with loyalty programs provide a means to establish reciprocity between the customer and the company. That is rewards may generate a feeling of obligatory response from the customer in the form of more business which in turn may lead to more rewards offered from the company and so on.’
Loyalty schemes are just one of many competitive initiatives used by retailers to supplement the traditional weapons of brand, customer service, price, merchandise range, product promotions and location. (Stone et al., 2003)

2.4.1 Customer loyalty
Customer loyalty could be termed a “customer's commitment to do business with a particular organization, purchasing their goods and services repeatedly, and recommending the services and products to friends and associates” (McIlroy and Barnett, 2000, p. 348).
Present market environment is more competitive than before and consumer are becoming much more demanding than ever. In the current business context, creating and retaining loyal customers is the most crucial part of the organization. Generally, loyalty means unselfishness relay on any institution but in super market perspective, customer loyalty is different. (Humby, et al. 2003).
(Harridge-March 2008) supports the fact that customer loyalty is based upon many factors within the retail sector. Stated that customer loyalty is ‘’The consumer consistence relay on particular brand, services, store and perticular products’’.

Essentially customer loyalty has two dimensions: -
Behavioral loyalty refers to the re-purchase of goods or services from the same brand. Behavioral loyalty refers to the more purchase frequenency and possibilty a particular brand; it it also the measure of brand loyalty. (Brody and Cunningham, 1968).
Customer loyalty consequently tunred into attitudinal measurement tools.  (Jones and Sasser, 1995). attitiunal behaviour has more emphasis on individual feelings which tend to particular products or services. (Fouriner and Yao 1997). In a greater view, attitudnal loyalty is the customers preference to products and services that organizations offer rather than the re-purchase of goods or service due to loyalty factors.


2.4.2 Managing loyalty
Marketing – acting alone – cannot create sustainable loyalty. Customers remain loyal, not because of promotions and marketing programs, but because of the value they receive. Value is driven by a full array of features, such as product quality, services, sales support, and availability. The sales force controls customers acquisition, manufacturing is responsible for quality, the services department manages direct interactions with the customer, and so forth.

Marketing’s job is to ensure that the efforts of each department’s are coordinated into effective delivery of a unique value proposition, which will provide superior value and this, earn customer loyalty. (Payne, 2003)



2.4.3 How loyalty schemes create value for customers
Defenders of loyalty schemes argue that they create a positive result in six ways:
1 – More purchases more often.

2 – Loyalty programmes give the ability to mass customize marketing communications: to identify and talk to individual customers on a massive scale. Over the past decade or more there has been much talk of one-to-one marketing. For retailers, particularly super markets running a loyalty programme.

3- The asset value of the data. The transactional information produced by a loyalty scheme is enormously valuable if it is analysed and used well.

4 – Loyalty programmes let companies track trends. Large organizations are particularly vulnerable to changes in taste or behavior: it is difficult to change overnight.
5 – Loyalty programmes minimize waste. Conventional sales promotions are pretty indiscriminate, offering discounts or dreams to every customer, whether the offer is relevant or not. Most direct mail is inadequately targeted, so only the minorities are expected to respond. In-store price promotions are available to everyone whether they are regular buyers of the brand or have never tried it before, so brands often expensively subsidize established behavior. With the insight gained through a long-term loyalty programme, marketers can target offer better than before.

6 – Loyalty programmes help promote trust. For example. The success of Tesco Personal Finance (TPF) and Sainsbury’s Bank – suggest the unlikely fact that grocers may be winning the trust war. And when a supermarket makes the effort to  connect with customers in a more personal way, gets to know more about what each customer wants or dislikes, and cares about providing it for them, then that generally gives them more right to provide other services, and earn more of their loyalty and respect. (Humby, Hunt and Phillips, 2009 page 11)

2.5 A brief history of Tesco
Tesco started life in 1919 when Jack Cohen started selling surplus groceries from a stall in the East End of London. Mr Cohen made a profit of £1 from sales of £4 on his first day.
The Tesco brand first appeared five years later in 1924 when he bought a shipment of tea from a Mr T. E Stockwell. The initials and letters were combined to form Tes-co and in 1929 Mr Cohen opened the flagship Tesco store in Burnt Oak, North London.
The brand continued its rise in the 1930s when Mr Cohen built a headquaters and warehouse in North London, and in 1932 Tesco became a private limited company. In 1947 Tesco Stores (Holdings) Ltd floated on the stock exchange with a share price of 25p.
In the 1990s Tesco continued to tighten its grip on the UK with more store openings and an aggressive marketing campaign in an attempt to overtake Sainsbury's as the UK's leading grocer.
In 1992, the company launched is slogan 'every little helps', followed by the Tesco Value range in 1993. This was followed by the launch of the Tesco Clubcard scheme in 1995, helping Tesco to overtake rival Sainsbury's as the UK's largest food retailer.(Clark and Ping Chan, 2014)





2.6 The Tesco Clubcard loyalty scheme
Tesco being the UK’s biggest grocery retailer, has gained a lot of attention to its loyalty program, the Tesco Clubcard scheme.
Tesco.com is the largest grocery e-tailer in the world, and since the late 1990’s it has made an operating profit. It has delivered to more than 1 million homes, rents out 200’000 DVD’s a month and in 2004 made sales of £700 million. Yet the chief executive of Tesco, Sir Terry Leahy, attributes much of the credit for this internet success story of the Clubcard. ‘We could have not created the dot-com business without the data from the loyalty card,’ he says. .  (Humby, Hunt and Phillips, 2009). Page 4.

Tesco designed Clubcard not just to show customer loyalty to customer, but more important, to recognize Tesco’s loyalty to its customers. (Humby, Hunt and Phillips, 2009).  Page 5.

Humby et al (2003) said that Clubcard is not just use for making loyalty to the business, but that it’s also a way of making relation with customers by ‘’every little’ helps, which is more popular then ever. With the total members of the Clubcard scheme totaling 15 million holders.
Introduced in 1995, it offers customers one point for every £1 spent in store. Every point earned equates to 1p worth of vouchers, so 500 points will be exchanged for a £5 voucher. You can use this either to get money off your next Tesco shop or – possibly more profitably – in one of Tesco’s participating restaurants, pubs or attractions. At Ask, for example, you can exchange your £5 voucher for £20 worth of Ask vouchers, effectively taking £20 off your bill.
Tesco's Clubcard was introduced in 1995 and is currently used by more than 16.5 million customers. (The Telegraph, 2013)


2.7 The Re-launch of the Clubcard scheme
The Clubcard relaunch follows significant changes to Tesco’s loyalty scheme strategy that came into place in April last year, when it replaced Clubcard boost even with more regular promotions including double points on the card.
Millions of Tesco credit card holders will see their cash earnings halved overnight as a result of new European laws that have forced several high street lenders to withdraw cashback deals. Currently 2.8m people can save "Clubcard points" by using a Tesco credit card for daily spending, which can be redeemed in-store or at some restaurants and businesses.
But from November, Tesco Bank will halve earnings on shopping outside its own supermarket, which pays 1p for every £4 spent. In a statement Tesco Bank said the cull was "disappointing" but that it was a necessary result of an EU cap on the amount card providers earn from shops.
Tesco's 700,000 World MasterCard holders will be the first group of customers to see perks shrink, from November 1. The remaining 2.1m Clubcard Credit Card customers will see earnings shrink from December 1.
One point is worth a penny, so in order to earn £1 on spending outside Tesco, a shopper will need to spend £800 instead of £400 as before.
Earnings on spending in Tesco will remain unchanged. Customers with a Tesco World MasterCard, withdrawn from sale in 2006, will still earn 1p per £2 in-store, with all other cardholders earning 1p per £4.
Credit card issuers earn £14, on average, per year, from each credit card customer, according to calculations by financial consultants Simon Kucher and Partners. The changes have cut this to just under £10, the firm said.
"We use that income to fund the Clubcard benefits we give back to our customers," a Tesco Bank spokesman said. "As a result, we’ve had to make some changes to the amount of points our customers earn.
"We are disappointed that the industry changes have resulted in the need to reduce the Clubcard earn rate on our cards when they are used outside of Tesco’’.  (The Telegraph, 2015)

In 2017, Tesco relaunched its famous Clubcard, with a whole new look including the technology of a contactless card. ‘’which it claims will save customers time at the checkouts and enable the, to get more from the loyalty scheme’’. (Quinn, 2017)
What Tesco’s clubcard changes tell us about the future of loyalty?
Tesco’s decision to change the way its Clubcard holders are rewarded has finally laid bare a schism between retailers and shoppers that has been slowly festering under the surface for some time.
There are deep discrepancies between the way supermarkets think their customers want to be rewarded for showing loyalty, and the rewards that shoppers actually want to see.
Tesco’s decision to freshen up Clubcard makes sense. Increasingly, retailers are coming to terms with a need to reconsider whether their current loyalty schemes are truly fit for purpose, in an age where shopper promiscuity is at an all-time high.( Roberts, 2018)




2.8 Other loyalty schemes within the UK supermarket sector 
[bookmark: _Hlk507595730]The nation loves loyalty card schemes, with over 90 per cent of the population having at least one in their wallet.  (The Sun, 2018)

2.8.1 Morrisons more card – Under Match & More,Morrisons price-matched your grocery shop with a comparable one done at Tesco, Sainsbury’s, Asda, Aldi and Lidl. The difference was awarded in points – 10 points for every 1p where Morrisons was more expensive than its rivals. The points were available on shops costing more than £15.Every point was worth 0.1p, and once you had earned 5,000 you received a £5 voucher, valid to use in Morrisons within a year.
Under the new scheme – still to be officially named but being introduced on Monday 2 November – the scheme will no longer match other supermarkets’ prices. Instead, customers will get five points for every £1 they spend, but on a minimum shop of £1. Again, once they reach 5,000 points they will receive a £5 voucher. This means that shoppers have to spend a whopping £1,000 to get a £5 voucher. (The Guardian, 2015)

2.8.2 Sainsbury’s Nectar Card
Sainsbury’s offers a similar loyalty scheme, launched in 1996 after then chairman David Sainsbury realized the effect the Clubcard had on Tesco’s sales. Sainsbury’s Nectar card, used by 19 million customers, gives two points for every £1 spent in store. But each point is worth only half a penny, so 500 nectar points can be exchanged for £2.50. These points can be redeemed in one of Sainsbury’s participating retailers, including Argos, or Vue cinemas. If you have 500 points you can get £2.50 off the next film you see at Vue if you so choose. (The Telegraph, 2013)
Currently Nectar cardholders can collect points from 451 brands, which are available to browse using the Nectar website. Of course you can earn points from shopping in Sainsbury’s stores, but there are a whole range of places you can rack up your amount from well-known food brands, travel companies, fashion outlets and entertainment companies.
(The Sun, 2018)


2.8.3 ASDA
The CEO of Asda, Andy Bond (2009) said that ‘’you cannot buy loyalty with plastics point’’. This simply means Asda does not believe in implementing a loyalty scheme, in order to retain loyal customers. He also mentioned that a loyalty card in like conditional selling and only rewarded customers from there, but he believes that Asda can reward customers by offering lowest prices every day. The CEO of Asda said that the ambition of Asda is to involve customers in every step of business which helps to make decisions.

‘When the Nectar Loyalty programme was launched in the UK BY Air Miles inventor Keith Mills in September 2002. Backed by Sainbury’s, BP, Debenhams, and Barclaycard, among others, the third in the UK’s ‘big three’ supermarkets was unconvinced. Asda a long-time opponent of loyalty programmes, responded by commissioning a public opinion survey from NOP. It stated that 93 percent of shoppers would prefer lower prices to loyalty cards. (Humby, Hunt and Phillips, 2009).  Page 9.


Conclusions
Considering the information above, it could be argued that Loyalty schemes can be a way of saying ‘thank you’ to customers for shopping within their store.  (Oliver 1997 p392) has given an acceptible defintion regarding customer loyalty. he sated that customer loyalty is ‘’deeply held commitment to re-buy or re-patronize a preffered product or services consistently in the future’’. With Tesco offering their customers a chance to spend their vouchers with third parties, including well-known brand such as Uber and Hotels.com this had an added value affect to their customers, as a reward for their loyalty.
Tesco have a reputation for innovation in relation to both to the use of technology, and approaches to delivering customer value.

Barnes (1994) states a different aspect to loyalty. He stated that ‘’re-purchase or re-prioritize does not make the customer loyal’’. 
15


Research methods
This section of the research paper will provide a detailed discussion relating to the various methods that will/have been used to conduct the research, as well as how these methods have been implemented.

The variety of methods that will be used, are an aid to help to achieve the aims of the research. When the aim of the research is to identify the change within the Tesco Clubcard loyalty scheme. Looking at different aspects of marketing to help identify the change.

This chapter will outline the research methods that will be used in order to meet the objectives of the research. Therefore, this chapter will indicate how the researcher plans to collect data to support the study, how the researcher plans to generate the study, and how the data from the research will be analyzed. 

Research Aims and Objectives 
The main purpose of this research is to evaluate the change of the Tesco Clubcard, and its use to its customers, in the current business environment. The objectives of this research are:
1. To evaluate change within the Tesco Clubcard loyalty scheme 
2. To critically evaluate the existing secondary research that is available based on loyalty programmes, focusing mainly on the Tesco Clubcard. 
3. Using primary research critically evaluate customers and managers views with regards to the Tesco Clubcard loyalty programme
4. Synthesis of secondary and primary research to provide conclusions and recommendations for the future of the loyalty card and future research based on the topic.







3.2 Definition of research
In the management Research Handbook, Roger Bennet (1991:68) defines research as ‘a systematic, careful inquiry or examination to discover new information or relationships and to expand/verify existing knowledge for some specified purpose’. (Veal and Ticehurst, 2005 page 3)


According to Saunders et al (2007 page 5) research can be defined as ‘something that people undertake in order to find things out in a systematic way, thereby increasing their knowledge. Two phrases are important in this definition: ‘systematic research that suggests that research is based on logical relationships and not just beliefs (Ghauri and Gronhaug, 2005). As part of this, research will involve an explanation of the methods used to collect data, will argue why the results obtained are meaningful, and will explain limitations that are associated with them’.
Marketing research can be defined as ‘Marketing research involves the collection of information using a wide range of sources and techniques. information may be acquired from published sources, observing behaviours or through direct communication with the people being researched’ (Wilson, 2011 page 4 )

This research process can be displayed through the method of a diagram. Known as the ‘Research Onion’. Developed by Saunders at el, 2007. When undertaking a research project, it is important to understand all different stages, methods and levels of the project. Figure 1 demonstrates this below: - 
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Figure 1


(Saunders, Lewis and Thornhill, 2012) describe the Research Onion as 'a way of depicting the issue underlying your choice of data collection method, or methods and peeled away the outer two layers - research philosophies and research approaches.

3.3 The Research Paradigm 
According to TerreBlanche and Durrheim (1999) the research process has three major dimensions: ontology, epistemology, and methodology. A research paradigm is an all-encompassing system of interrelated practice and thinking that define the nature of enquiry along these three dimensions. 
This definition suggests that the research paradigm can be used when planning and executing research. (Denscombe, 2011 page 3) suggests that ‘At any stage of enquiry, researchers need to take decisions, make judgements and use discretion in order to successfully complete a project’
According to Sunders at al, (2009), the strategy and methods chosen during research depends on what the researcher wants to find out. The primary research for this research project involved respondents who were members of the Tesco Clubcard scheme, completing a questionnaire regarding the change within the Tesco Clubcard scheme. Based upon this, the perceptions of the respondents will reflect how they answer to the questionnaire. 

3.4 Research methods/approach
(Denscombe, 2011 page 4) suggest that ‘Research methods are the tools for data collection’. For the purpose of this research, a questionnaire was designed, allowing the research to be conducted at the Tesco Extra Store Llanelli, as well as an online version of the questionnaire. When planning the questionnaire, considerations were made with regards to the benefits and limitations of conducting a paper based survey.
An appropriate and relevant approach is an essential aspect and a crucial factor when conducting research. (Saunders et al 2009) states that ‘’an appropriate research approach renders a crucial role in terms of keeping the focus of the study being undertaken on findings.

3.5 Sampling
The sampling process is an essential factor when conducting research. Sampling can be defined as ‘’ A part of a subset of a population taken to be representative of the population as a whole''.  (Housden, 2010, p.186). 
The sampling method can suggest that sampling methods can be grouped under two headings, probability and non-probability sampling. (Wilson, 2011, page 199).
While choosing the sampling method the researcher decided to conduct a non porbability sampling method, for the questionnaire disturbited to Tesco customers, and also to conduct an interview with a manager from a Tesco store. 
For the main purpose of this research, the majority of the population consisted of Tesco Clubcard members, and other members of the public shopping in Tesco Extra Llanelli. For this reason, a sampling method technique will be used. Convenience sampling is known as ‘’Based on the convenience of the researcher. It may be that the section is made in the street, in the office or from a database. As long as the sample fits with population as a whole, it is legitimate’’. (Housden, 2010, p.186).

3.6 Non-probability sampling methods
These comprise samples where a subjective procedure of selection is used, resulting in the probability of selection for each member of the population of interest being unknown. A large proportion of marketing research studies use non-probability sampling methods as they can be executed more quickly and easily than probability samples.  (Wilson, 2011, page 200)


3.7 Questionnaire design 
In survey research, a questionnaire is the research instrument designed to generate the data necessary for accomplishing a project's research objectives. It will standardize the wording and sequence of questions in order that each respondent is asked to provide information in exactly the same manner. (Wilson, 2011, page 162). 

The questionnaire for this research consisted of 14 questions, ranging from demographic questions, then going onto questions specific to the Tesco Clubcard, and the shopping habits of respondents of the questionnaire. The primary research for this project was conducted in March 2018, at the Tesco Extra store based in Llanelli. Alongside the paper based questionnaire, the researcher supplemented the research with an online version of the questionnaire in order to reach the required number of respondents for the research. This questionnaire was uploaded onto Google Docs, in a survey form. 

The researcher wrote the questions in a way that was clear, concise, and easy to interpret, whilst also having a full understanding of the questions which were set out.
All respondents of the questionnaire were fully ensured that the survey was anonymous, and would remain anonymous throughout the research. 

The questionnaire was designed to incorporate both open, and closed questions, with the aim of gathering quantitative and qualitative questions. According to (Veal and Ticehurst, 2005), questionnaire-based surveys are the most commonly used approach in managerial research. They come in a variety of forms. A further feature of questionnaire-based surveys is that they depend on respondents’ own accounts of their behavior, attitudes and intentions. (Veal and Ticehurst, 2005. page 25) state that ‘much business research involves the collection, analysis and presentation of statistical information

 ‘’A questionnaire is the method of gathering particular information about research objective’’ Saunders et al. (2009, P, 263). The gathering of primary and secondary data have both been equally important within this research. For the collection of primary data, a questionnaire was designed. 
 (Veal and Ticehurst, 2005 page 15), state that, ‘’when designing questionnaires it is important to take it slowly and carefully, and also why the research is being done’’



3.7.1 Advantages of questionnaires
Completing a questionnaire online or paper based brings many advantages to the researcher. 
A fully electronic survey involves the respondent logging into a specific Internet safe site and completing the questionnaire online. This has the advantage to the researcher that the data are delivered in an electronic form, and can be instantly analyzed using appropriate software. 
Questionnaire surveys are an ideal mean in order to provide quantified information. Organizations such as Tesco rely on quantified information in order to make decisions. 
Another advantage of distributing questionnaires to respondents would be that they are an effective mean of gathering a wide range of complex information, based upon individual’s responses, regarding organizations. 

3.7.2. Disadvantage’s of questionnaires
The disadvantage of completing a questionnaire online would be that it requires access to the Internet, and while the sending of reminders is cheap, the problem of low response may still be a problem for some surveys. 

Questionnaire surveys usually involve only a proportion of the sample, of the population that the researcher is interested in. (Veal and Ticehurst, 2005 page 143) state that questionnaire surveys rely on information from respondents – self reported data, which rely on what respondents say depends on their own powers of recall. There has been very little research on the validity of accuracy of questionnaire data, but some research has suggested that respondents tend to exaggerate some things and downplay others. 

Another disadvantage of distributing a questionnaire would be that they usually require a substantial number of subjects, regarding either the organization it self or the people within the organization. This together, along with how complex questionnaires can be, suggests that computers are universally used in order to analyze the results of the questionnaires.

3.8 Conducting a pilot study 
Once the researcher carried out and completed the first design of the questionnaire, a pilot study took place. This involved the study being released to friends and family to gather responses, asking them to read and complete the survey, with the intention of gathering possible issues regarding the survey.
This enabled the researcher to identify any possible issues regarding the survey, before the re visited and completed survey was handed out. 



3.9  Reliability and Validity
Reliability refers that the inquiry of the research procedure and operation can be rehash by other researchers which will get similar result or findings. (Reige, 2003).
Validity refers to establish the appropriate research result were used from theoretical discussion. (Reige, 2003). Within this study, primary and secondary data sources were carefully considered in order to analyze data. The research questions, along with the research questionnaire, were developed through the review of relevant literature. In regards to the information above, the reliability for the research could have been analyzed further by conducting the same research in other Tesco store to see if the results of the research would be of the same sense and nature, in order to make the research more reliable. However, as the time was limited to conduct the research, the researcher was unable to conduct the research within another store. 
In regards to the validity of the research, the researcher took into consideration all aspects when conducting the research, such as respondents being able to fully understand all questions asked during the questionnaire and interview, in order for them to deliver an answer. Throughout the research process the researcher remained un-biased to ensure that the research conducted was fair. 
An ethical approval form was submitted to the University to ensure that all questions of the study were within the guidelines. The ethical approval form ended with a statement, to ensure that all respondents remained anonymous. 

3.10 Limitations of the Research
A main limitation of the research was time, the researcher had a week to conduct the primary research, with a time scale of one week. The researcher gathered 72 responses from conducting the primary research based in the Tesco Extra store in Llanelli, along with 28 responses from the survey which was distributed on Google Docs. 
Another limitation the researcher faced was the sample of the respondents. 72/100 respondents were all from the Tesco Extra store in llanelli. If the researcher travelled further afield to gather responses, its possible that the results could have been improved. 

3. 11 Data Analysis 
Whilst conducting the primary research, the questionnaire was printed in order for respondents to answer to. the primary research was conducted in a Tesco store, based in Llanell, in order to gather customers views regarding the change within the Clubcard scheme. An online survey was also designed in order to reach the survey sample, the survey was implemented through Google Docs in a survey form along with a link which was published through social media platforms. 
All questionnaire responses which respondents answered to offline, through the paper based version were thoroughly analyzed and the results were executed through a computer programme. Results from the primary research allowed the research to gather the data into qualitative and quantitative forms, allowing the researcher to illustrate the answer into graphs. 
3.12 End of chapter discussion 
This chapter has identified the research methods that the researcher will implement in order to conduct the online survey and reach the aim of the research.

There has been discussion as to a form of primary research – (online survey) and the distribution involved before the online survey takes place. 
Through carrying out these steps, it will help generate accurate data, through making the questionnaire easy to understand and process, which will enable all respondents to participate in the survey


[bookmark: _Toc42868202]Chapter 4 -Analysis of Results 
This section of the research demonstrate the results of the primary research carried out, which was collected from a sample of 100 Tesco customers. 

The survey was split into three parts: - 
· The first section gathered personal information from customers
· The second section gathered background information of customers
· The third section included sections around why customers decided to shop at Tesco, what customers thought of the Clubcard, and the change of the Clubcard scheme. 
With regards to the amount of responses obtained for the research, a total of 100 respondents cooperated with the survey. For the purpose of this study a blank copy of the both paper-based and online questionnaires, as well as a covering letter given to respondents completing the offline survey is to be seen in Appendix 1 to 3.

Based on the aim and objectives of the study, Chapter 4 will provide an analysis of the data that has been collected and compare it to the literature discussed in chapter 2, to identify if there is any correlation between the two. 
























4.1 Personal information of the respondents 
As this research uses the purposive sampling method and was looking into a specific community of people, it was vital to understand the makeup of the community. Questions 1 and 2, were specific to gender, and age. 

A report published by National assembly for Wales (2010) which states that Llanelli’s population consisted of 78.300 thousand people, which consist of 48.2% male, and 51.8% female in mid-2007-2010.  (Assembly Wales, 2018). As a result of this, the gender of those who took part within the study is more likely to consist of female than male respondents. Figure 2 below demonstrates that 57% of the sample consist of female, compared to the 43% of males. 


















Figure 2: Graph of Results for Question 1

Within the report, The National Assembly of Wales claims that the age ranges from 0- retirement age. Which consist of 19.2% between the age of 0-16, 58.3% between the working age, and 22.5% within the retirement age. (Assembly Wales, 2018).
Figure 3, below demonstrates that within the sample the most commonly age category of respondents were those aged between 18-25.
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Figure 3: Graph of Results for Question 2

As it’s clear to see from this graph above, the age group 18-25 was the most popular with 27% of the sample. The second highest percentage would be the 45-55 age category. The lowest percentage of the sample would be the 65+ category with only 5% of the sample. 






















4.2 Consumer’s shopping habits 
The researcher added the question to the survey asking respondents if they were a member of a loyalty card scheme within the retail sector. Figure 4 below demonstrates that over 71% were members of a loyalty card scheme. 

















Figure 4: Graph of Results for Question 3

Within this question the researcher also asked to state what retail store the respondents held a loyalty card within. The majority of the respondents answered this question with the answer of 52% of the sample having a Tesco Clubcard. 32% of the sample holding a Morrisons Match and More card, and 16%of the sample holding a Boots advantage card.

















. 
Figure 5: Graph Of Results for Question 4


The results shown in figure 5, identifies that ‘Value for Money’ and ‘Sense of Loyalty’ are the two highest results of this question within the survey. This question follows on from The Tesco Clubcard scheme 

As this research was based upon the change within Tesco Clubcard, the researcher formulated a number of questions specifically related to the Tesco Clubcard, in order to explore the views of sample. When asked if they were a member of the Tesco Clubcard scheme, 65% stated yes, compared to the 35% which stated no. 














Figure 6: Graph of Results for Question 5 

















Figure 7: Graph of Results for Question 6 

Again this question was specifically regarding the Tesco Clubcard. Respondents had to answer from 1 lowest to 5 highest how satisfied they were with the Tesco Clubcard scheme. The results demonstrate that 13% of the respondents answered to the lowest which was 1. Compared to 29% of the respondents who answered to 5 which was the highest level of satisfaction. 




















Figure 8: Graph Of Results For Question 7
After gathering the results of those who were Clubcard members or not, the researcher wanted a further insight into if those Clubcard members felt a sense of loyalty towards Tesco

This question again specifically relating to the Tesco Clubcard, asked respondents if they felt a sense of loyalty towards Tesco? And if so, please state why. 61% of respondents answered to yes – with a majority reasoning their answer with: - 
Other rival supermarkets such as Asda to not offer a loyalty scheme programme other than promising ‘everyday low prices’  
Discount supermarkets also not offering no loyalty scheme – other than their low prices
Having many 24/7 hour stores, this makes shopping a convenience
Tesco offering a ‘click and collect’ service which other stores do not offer
High level of customer service 

39% of the respondents demonstrated that they didn’t feel a sense of loyalty towards Tesco, again with the majority reasoning their answer with:-
With the rise of the discount stores such as Aldi/Lidl who offer no loyalty scheme other than their promise of low prices
Many supermarket retailer to choose from so no sense of loyalty considered to any supermarket. 




Figure 9: Graph Of Results For Question 8

As a part of this research, the researcher wanted to have a clear understanding and gain further insight into if the respondents shopped ay Tesco, only to gain Clubcard points. 65% of respondents answered yes – compared to the 35% of respondents who answered no. 













Figure 10: Graph of Result for question 9 


As shown in figure 10, 59% of respondents agreed that through the use of well-known third parties such as Uber and Hotels.com that this, stimulates their Clubcard use. A comment box was left below this question and responses were left such as:
Tesco is the only retailer that offer any rewards with third parties this is why I shop here.
Through my clubcard use, I’m able to triple my points with some of the third parties such as Pizza Express – it’s nice to see a reward for my decision to shop at Tesco 































Figure 11: Graph of Results for question 10

This question was asked in order to for the researcher to understand if the respondents had gained any benefits due to the Tesco Clubcard. 61% of respondents answered yes, compared to the 39% of respondents who answered no. Respondents were also required to state which benefits they had benefited from, answers ranged from:-
Cheaper meals at restaurants such as Café Rouge, and Prezzo
Travel perks, such as turning £2.50 worth of vouchers into 625 towards Virgin Atlantic Flying club
Turning every £5 into £15 with Hotels.com
Turning vouchers into savings with SpaFinder Wellness 365. 
















4.3 The change within the Tesco Clubcard scheme - 


















Figure 12: Graph of results for Question 11 

The researcher wanted to gain a further insight into how strongly the respondents felt that the Tesco Clubcard has changed in recent years/ 
As its clear to see from this question from the survey, 28% answered to strongly agree, 35% answered to somewhat agree, 11% answered to neither agree or disagree, 20% answered to somewhat disagree, and 6% answered to strongly disagree. 































Figure 13:Graph of results for Question 12

The researcher asked respondents what changes have come to their attention regarding the Tesco Clubcard scheme, the highest results of this question were ‘the re-launch of the Tesco – Clubcard scheme in 2017’ which represented 20% of the sample, and 'the cut of the double up event in may 2016’ which again represented 20% of the sample. 8% of the sample voted that they had not noticed any change within the clubcard. 





























Figure 14: Graph of results for question13

As it’s clear to see from this graph, 62% of the sample answered that they would not like to see the clubcard improved, respondents were required to explain their answer. A majority of the responses conisstes of ‘’no other aspects to be improved of the Clubcard’’   ‘’The contactless fob feature is the biggest improvement yet’’. 38% of the sample voted that they would like to see the clubcard improved, their answers consisted of ‘’more tailored clubcard vouchers- instead of generic ones posted to all members’’. 


















Figure 15: Graph of Results for question 14
The researcher wanted to understand how clubcard members would rate the clubcard scheme overall. 38% of the sample voted very good, 20% voted good, 18% voted ok, 16% rated it poor, and 8% rated it very poor. From the pie chart, it’s clear to see that a majority of the sample vote that the clubcard loyalty scheme is either very good or good. 



4.4 Interview with Tesco Manager 
The researcher conducted an interview with a Tesco Manager in March 2018 in order to gain a further insight into Tesco Clubcard, and to ask specific questions regarding the change within the Tesco Clubcard scheme. A full version of all questions asked, and the response gathered can be seen in appendix A. 

The researcher asked generic questions regarding the Clubcard scheme.

The researcher asked the manager ‘’Do you think that the loyalty card is the main reasons customers shop at Tesco? If not, what other reasons are important?

The manager responded by saying that he felt strongly that customers shopped in Tesco in order to gain Clubcard points, as 83% of all transactions were used with a Clubcard. He also stated that the management team hold a meeting every month in order to monitor sales, and discuss the Clubcard percentage. 
The Manager did state that there are other reasons why customers shop at Tesco, such as the ‘double and triple’ events in store which are held. 

The researcher asked ‘’what are the benefits of the Clubcard to Customers?’’.  The manager responded by saying customers can enjoy perks for everyday life, all year round, along with the Christmas savers, which enable customer to save all Clubcard points up until the big Christmas shop. Customers also benefit from the scheme from receiving vouchers every 3 months, along with collecting points with Tesco Bank and Tesco insurance, which is desirable and attractive to our customers. 
‘’for Tesco?. The manager responded by saying that Tesco’s partnership with Dunhumby is a benefit to Tesco – as they are the global leader within customer service – which allows Tesco to gather data on all Clubcard users.

The researcher then asked questions which focused around the change within the Tesco Clubcard – and if these changes have worked well for Tesco. 

Another question the researcher asked the manager was ‘’what changes have there been to the Tesco Clubcard in recent years – in your opinion have they worked well?’’. The manager responded by saying the most recent changes to the Clubard would be the contactless feature, he said that this change was the next step for the company in order to keep up with technology. – he said that this feature has worked well for the company as it reduces time at the checkouts for staff and for customers, and makes the shopping experience simple. 
The manager also stated that another change within the Clubcard scheme would be its partnership with well-known third parties such as Uber, he said that as technology advances he would like to think that Tesco keeps up with it. In his opinion, the partnership with well-known brands has worked well as 71% of Clubcard members have benefited through the use of it.
The manager also stated that another major change to the Clubcard scheme would be the ‘Tesco+’ App and the Tesco ‘PayQuick’ App. Through having these app’s payment methods and the Club card are all registered in one place making it much more convenient for the customers. 

An estimation of the Clubcard scheme costs around £500m a year. The researcher asked the question to the manager, ‘’would you like to see the scheme discontinued or for the scheme to remain the same?. The manager responded by saying that ‘’Clubcard formed the Tesco of today, and that customers felt a sense of loyalty to Tesco through the Clubcard scheme. So it should remain, and that are no future plans what so ever to see it go. 

The researcher also wanted to know more about the ‘double and triple up’ events in store. Therefor the question was asked to the manager, ‘’would you like to see the return popular events which have been cut return to store?’’. The manager answered by saying yes – as management monitor coupon usage in store to see exactly how many of our customers use them. Tesco offer ‘double/triple’ events in order to attract our loyal customers to store. 

The researcher also wanted to know if there was any direct information to access regarding the Clubcard scheme that would be available to access – the manager answered by saying no – as all information is confidential and only senior team management are able to access this type of information in store. 

The Tesco manager demonstrated his thoughts towards the questions the researcher asked, with some in-depth questions. He demonstrated the main changes that the Tesco Clubcard has seen – and stated that customers shop a Tesco as they feel a sense of loyalty towards the store. 





Chapter 5  - Conclusions and Recommendations 

The research was conducted in order to evaluate the change within the Tesco Clubcard scheme, with a specific view on customer loyalty within UK supermarkets. This chapter summarizes the overall findings of the research, along with a conclusion for the question in research. The chapter finishes with recommendations for future research based upon the topic. 

The aim of this research was to identify the change within the Tesco Clubcard scheme, looking at different types of relationship marketing to identify what Tesco as a retail giant has done in order to attract customers. In order to achieve this general aim of the research, specific objectives to the research were set. These were to;

1. To evaluate change within the Tesco Clubcard loyalty scheme 
2. To critically evaluate the existing secondary research that is available based on loyalty programmes, focusing mainly on the Tesco Clubcard. 
3. Using primary research critically evaluate customers and managers views with regards to the Tesco Clubcard loyalty programme
4. Synthesis of secondary and primary research to provide conclusions and recommendations for the future of the loyalty card and future research based on the topic.

Based on these objectives, this final chapter will concise of the findings of the research which was conducted, in order to provide conclusions. In addition to this, recommendations will be included with regard to future developments within the area of study. 
















5.1 Conclusions:
Having identified and understanding the basis and requirements of relationship marketing, and understanding how loyalty schemes can create a competitive advantage for organizations within UK supermarkets, and examining previous research based upon topics specifically relating to the Tesco clubcard scheme, the researcher has conducted an extensive literature review, thereby the researcher was able to  achieve an objective which was to ‘To critically evaluate the existing secondary research that is available based on loyalty programmes, focusing mainly on the Tesco Clubcard’.


Having considered the information provided in chapter 2, the researcher has had a further understanding into customer loyalty, and managing loyalty. 

By designing and conducting primary research in the form of a questionnaire and interview, the researcher was able to achieve another objective, which was to ‘’Using primary research critically evaluate customers and managers views with regards to the Tesco Clubcard loyalty programme. 

By conducting primary research, the researcher was able to achieve the first objective which was to, ‘’ To evaluate the reasons for of the change within the Tesco Clubcard loyalty scheme’’. The researcher also achieved this goal by conducting an interview with a Tesco store manager in order to identify and gather his thoughts towards the Clubcard and if the changes have been beneficial towards the store and customers. 

35% of the sample highlighted that they ‘’somewhat agree’’ that the Tesco Clubcard has changed in recent years, along with 28% of the sample which voted that they ‘’strongly agree’’ that the scheme has changed in recent years. Only 6% of the sample voted that they ‘’strongly disagree’’ that the scheme has changed. 

The primary research also highlighted the most changes to the clubcard which have come to the respondent’s attention. 20% of the sample 

By designing and carrying out primary research, the researcher identified interesting customer thoughts towards the Clubcard scheme. More than half of the sample identified that they were a member of the Tesco Clubcard scheme – 52% in total. 32% were members of the Morrisons Match and More scheme, and 16% were members of the Boots advantage scheme. 
The survey also highlighted that t31% of the sample decided that the factor ‘value for money’ best represented why customers choose to shop at supermarkets, along with 25% highlighting that ‘sense of loyalty’ attracted them to shop at Supermarkets. 

By conducting an interview with a Tesco manager, he highlighted the changes that the Clubcard has seen in recent years – and also stated if the thought that these changes have worked well for Tesco.

The result of question 13 of the primary research suggest that 62% of the sample would not like to see the Tesco Clubcard scheme change compared to the 38% of the sample which voted for it to change. 

Therefore, loyalty schemes such as the Tesco Clubcard scheme which provide customers with many benefits – along with vouchers every 3 months, benefits with many well-known third parties, and events in store such as the ‘Double/triple/ points reward the customers and that’s why they feel a sense of loyalty towards the store, and that’s why some customers shop at Tesco, just in order to receive Clubcard points. Customers and staff members of Tesco have seen a change within the scheme in recent years and that add’s to one of the reasons why they continue to shop at Tesco. 



5.2 Recommendations
In order to achieve the final objective of the research, the researcher will now ‘’Synthesis of secondary and primary research to provide conclusions and recommendations for the future of the loyalty card and future research based on the topic.’’

As identified in this research, a limitation to the researcher was faced with two main constraints. One being time, and the other being money. The research was conducted by a single student, who only had limited time, therefor the research only contained a small sample of Tesco Clubcard shoppers. 
Based upon this information, a recommendation for future research would be to sample more of the Tesco Clubcard members in order to gain a wider scope of responses. This could be done by visiting different Tesco stores and sampling a greater amount of customers, in order to receive more views of customers. 
Should further research to be conducted on this topic, a recommendation would be to visit larger stores within larger cities in order to be able to interview a ‘Clubcard regional manager’’. With having this opportunity, more devised questions specific to the Clubcard could be asked – therefor leaving the researcher with a bigger scope of answers. 





5.2.2 Recommendations for the future development of the Tesco Clubcard

Having carried out the research, the researcher identified that to improve on the researcher, an interview with a ‘Clubcard regional manager’ should be conducted. 
It is recommended that Tesco look into retrieving old events, and bringing them back into store available for customers to use, for example the ‘Double Up’.  By offering more events of the type more customers would benefit from these events, and it would be a starting point for Tesco to develop further offers. 

With Tesco changing their Clubcard scheme, and these changes being relevant in today’s business environment it attracts more customers in store, and hopefully attracts new customers which aren’t currently members of the scheme.  





























Tesco Clubcard interview questions for Jon Swain 21/03/2018

Are you a member to the Tesco Clubcard scheme?
Yes, and I have been since I started my career In Tesco in 2003.

If so, how long have you been a member?
After I passed my 6-month probation in the first year of my career. So this year would be my 15th year as a Clubcard member. 

Do you think that the loyalty card is the main reason customers shop at Tesco? If not, what other reasons are as important?
I do strongly believe that customers decide to shop at Tesco in order to gain Clubcard points, as 83% of last months transactions where used with a Clubcard. Every month, the management team hold a meeting regarding sales over the month, and we always discuss Clubcard percentage during transactions, as this then gives us an insight to how many customers use their Clubcard per transaction.

Obviously that are other reasons, as well as using the Clubcard. I do believe that our ‘double and triple’ points event attract our Clubcard members in store. Last month, 7478 vouchers of this kind were used.
Other reasons why customers shop at our store – would be its convenience – we have a car park which caters for everyone, we have disabled and child friendly parking – we have banks outside – we’re located in the centre of the retail park. 

Can you score from 1 lowest, to 5 highest how satisfied you are with the Tesco Clubcard scheme? – please explain why.
As management, I would have to score the scheme a 5. Reasons being its simplicity. During every shop in Tesco, its almost second nature to me to use my Clubcard during each transaction. Especially whilst using the Tesco+ app, which registers my Clubcard and payment method. Which means I don’t have to physically have the Clubcard with me to gain points. I would also have to score the scheme a 5 because of the benefits I receive from the Clubcard – I receive vouchers regular, which I can either use in store or online – and I can also use them to book Hotels which I often do. 
Unlike any other loyalty scheme within UK supermarkets – I feel as if the Clubcard scheme is tailored to me. I get to choose how I spend my vouchers and rewards. 

Would the use of exclusive deals and offers from Tesco third parties and well-known companies, such as Uber and Hotels.com encourage your Tesco Clubcard use?
Personally, I think through having the third party deals it attracts all customers. As it’s a factor which other supermarkets don’t offer. I think it creates a competitive advantage for Tesco. 
An example being one of our main competitors Asda, do not have a loyalty scheme – they offer no benefits to their customers apart from their slogan ‘’Everyday low prices’’. Personally through not offering any rewards I choose not to shop at Asda.  

What are the benefits of the Clubcard for customers?
There are many benefits of the Clubcard scheme to its members,
one being sent vouchers every 3 months, based on the number of points the customer has collected. These vouchers can be spent in store or online on every department. Clubcard vouchers can also be used with our third parties, giving the customers to have up to 3 times the original voucher value. 

Customers can enjoy these perks for everyday life, all year round. 
Our Christmas savers is a perk for customers to save up Clubcard points until the big Christmas shop, enabling customers to earn a Christmas bonus to.

Clubcard members also receive coupons from the scheme, this is a way of saying ‘thank you’ for being a member. These coupons vary each time they are sent out. A few examples saving coupons, such as 50p of Hovis bread, £1.50 off Kellogs cereals

Through the use of Tesco Bank and Tesco Insurance, customers are able to gain Clubcard points, which is desirable and attractive to customers. 
A great benefit for Clubcard members in store would be the ‘Scan As You Shop’ feature, which is for the use of customers who have a Clubcard – it allows customers to scan all items as they shop, rather than having to shop, take items to the checkout and then pack.

The great thing about the Clubcard is, it doesn’t matter how much a customer uses their card, and spends in store anyone with a Clubcard can benefit from these perks. 

For Tesco? 
Our partnership with Dunnhumby is a benefit to Tesco – Dunnhumby being the global leader within customer service data allows Tesco to gather data on all Clubcard users. It gathers information upon customer spending trends, Clubcard use in order for Tesco to uncover and apply customer insight to create a personalised retail experience, based on:-

· customer behaviour
· stock up the right products
· optimise prices
· run/offer promotions 
· offer personalized offers 


What are the drawbacks and costs?
An estimate of the cost of running Clubcard is about £500 million. 

A drawback of the Clubcard scheme would be its backlash following the change within the card. As most customers had no indication of the change – until the news was announced. 
The Clubcard scheme was simplified in 2017 – making it easier for customers. Although the initial outcome was not positive.  Tesco received a lot of negative press for this. 

Another drawback of the Clubcard would be cut in the number of points when fuelling with Tesco. customers were eligible to save 20p a litre for every £50 they spent in store. Now, customers are only able to collect half a point per pound they spend on fuel. The reason behind this Is that as a company, we wanted to concentrate on price wars with the competitors. 
Another drawback would be – the unfortunate luck of our customers who like to save their vouchers in order to use them for big events such as the ‘Double Up’. Having to cut the ‘double up’ event this saw a lot of our customers disappointed. This is why we have worked hard as a company to re-launch our Clubcard – to re-gain our customers trust and to build that relationship back up again. 
Ultimately, our main focus as a company is to build relationships with our loyal customers – and to reward them for their loyalty. 

Do you feel that the Clubcard scheme adds value for Tesco customers?
Definitely. Through receiving perks from the Clubcard scheme – it definitely adds value to our loyal customers. 

An estimation of the Clubcard scheme costs around £500m a year to run, would you like to see the scheme discontinued or for the scheme to remain? 
I feel as if the Clubcard formed the Tesco of today. Our customers feel a sense of loyalty to Tesco through having the Clubcard scheme – so it should remain. I don’t see any plans for future to scrap the scheme – it would be totally foolish for it to be discontinued as it’s just been re-launched as of 2017.


What changes have there been to the Tesco Clubcard in recent years? – in your opinion have they worked well?
The most recent changes to the Clubcard would be the contactless feature. I think as a company, this was the next step of progress, as many bank cards are now contactless – making the shopping experience simplistic. 
I do believe that the contactless feature on the Clubcard has worked well – as it reduces time at the checkout for staff and customers – and again, it makes the shopping experience simple.

Another major change within the Clubcard, would be its partnership with well-known third parties. A recent headline in the news would be its partnership with Uber. As technology advances, I would like to think that so does the Clubcard. I would like to think that our partnership works well, as 71% of Clubcard members have benefited through the use of third parties from their Clubcard membership. 

Another major change to the Clubcard would be the launch of the ‘Tesco+’ app and the ‘PayQuick’ app. Through having these apps, payment methods and the Clubcard are all registered in one place. In January of this year, customers were able to collect extra points for every £4 they spent in store whilst using the apps. As a store, having the use of these apps has worked really well for us – as it eliminates the time at the checkout – and makes it much more convenient for customers. All staff members were encouraged to download the Apps in order to recommend to customers. 


Being the store manager, how would you change the Clubcard scheme?
It would be a lie if I described the Clubcard scheme as ‘absolutely perfect’. Of-course I see some flaws, and aspects I would like to change. A popular factor id like to change – would be the return of the ‘Double Up’ event. This was a massive event for both Tesco – and our customers. I feel as if, this event was to return – our profits would be higher – and our customers would be satisfied. 
Another change I would like to see within the Clubcard scheme would be to have even greater benefits for our customers. I feel passionate about our customers and the benefits they receive. So if Clubcard would think about to strengthen their rewards – our customers would yet again, be more satisfied. 
A major change I would like to see within the Clubcard would to offer staff more benefits. As it stands staff discount is currently 10%. With double discount events 3 times a year. This is a competitive base for our staff, but I would like to see staff discount at a higher rare – and this would be down to Clubcard. 


Would you like to see the return of the popular ‘double up’ scheme for Tesco Clubcard holders which finished in May 2016?
The ‘double up’ scheme was very, very popular with our customers. It gave them a chance, to double their vouchers across most departments. This event ran 2/3 times a year. Profits during ‘double up’ events were always high, and always exceeded our expectations. 
Unfortunately, Tesco head staff decided to scrap this event although it was an unpopular decision within the store. 
I would definitely love to see this event return – even if it only ran once a year. I think our customers would love to see the event return also. Many of our customers would save their entire vouchers just for the double up event. 


Would you agree that more double/triple points events are in place due to the cut of the ‘double up’ event?
Yes – I would say so. 
Management do monitor how many of these double/triple coupons get used every month. 
Tesco hold these events regular in order to attract our loyal customers- and to keep our loyal customers satisfied. 


Is there any further info I can access regarding the Clubcard scheme, such an online information?
Unfortunately, information based upon Clubcard use is confidential and only senior management with Tesco, are able to access this. Although information such as how many users and such is available online. 
There is no book – records – or anything stored internally. 
A book I would recommend to gain knowledge on Tesco and the Clubcard scheme would be ‘Scoring Points’ by Clive Humby. 
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Dear participant,
My name is Jessica Hopkins and I am in my third year of study and the Swansea Business School.
I would like to ask you to participate in my research project. The results of the project will help form my primary research which will go towards my dissertation research.
Attached to this letter, is a questionnaire developed by me, which asses the views of customers towards the change within the Tesco Clubcard scheme. I strongly believe that with having your opinion, will be extremely helpful to me. 
Through having a further understanding of your views towards the Tesco Clubcard scheme, it will assist me in understanding how consumers feel towards loyalty schemes.
During the whole process, all responses will remain fully confidential, and at no time will any participant be asked to disclose any personal information. Information is stored securely. Therefore, this gives you the chance to fully express your views. 
The questionnaire process will not take much of your time, and should only take around 15 minutes to complete. There is no time limit. Your feedback is incredibly important to have, therefore we respect that your time is valued. 
If you wish, after all respondents have answered the questionnaire I could provide a copy of all findings.
Thank you in advance for taking time to assist me in this research project. 


Yours faithfully
Jessica Hopkins. 

Appendix B – Blank Copy Of Questionnaire 
Questionnaire 
Dear Sir/Madam, I am writing a dissertation as part of my final year of study at university. The topic of the study is the change within the Tesco Clubcard, and its relevance to its customers. To main purpose of the research is to gather the thoughts of customers and colleagues, regarding the change of the Clubcard. I would be grateful if you could complete this questionnaire. Throughout the whole process, all responses will remain fully confidential. Thank you for your co-operation. 

1. Section 1 – personal information Please select your gender
Male 
Female 
Prefer not to say 




2. What age category do you fit in 
18-25     26-35    36-45    46-55    56-64    65+





3. Section 2 – background information Do you hold a loyalty card in a retail store please state which one 


4. Which factor best represents your interest upon which supermarket to shop in 
Value for money
Sense of loyalty
Staff discount
Quality
Range of products
Freshness
Availability
Store location 

5. Section 3 – Shopping at Tesco  - Do you hold a Tesco Clubcard?
Yes 
No 



6. Can you score from 1 lowest, to 5 highest how satisfied are you with the Tesco Clubcard?
1                   2                    3                   4                      5 




7. If you are a Clubcard holder, do you feel a sense of loyalty towards Tesco? If so please state why 



8. Do you shop at Tesco, compared to other supermarkets just in order to gain Clubcard points?


9. Through the partnership with well-known third parties, such as Uber, Hotels.com, Alton Towers, Zizzi, would this encourage your Clubcard use?

   


10. Have you gained any benefits, since joining the Clubcard scheme? If so please state what benefits





Section 4 – the change within the Tesco Clubcard

11. How strongly do you feel that the Tesco Clubcard scheme has changed in recent years?
Strongly agree
Somewhat agree
Neither agree or disagree
Somewhat disagree
Strongly disagree

12. What changes have come to your attention regarding the Tesco Clubcard scheme?

 
1. Double/triple points events more often
2. The cut of the ‘double up’ event – May 2016
3. A cut in the number of points when purchasing fuel 
4. Re-launch of the Clubcard + Contactless card since 2017
5. Better opportunities with well-known Tesco Partners such as Uber, and hotels.com
6. Simplifying rewards – 3 times the value of their vouchers with over 100 Clubcard Reward Partners
7. No change notices
8. Tesco pay+ app
9. Scan as you shop instore


13. Would you like to see the Tesco Clubcard to be improved? Please explain your answer


14. Overall how would you rate the Tesco Clubcard scheme?

1                   2                    3                   4                      5 


Gender Of Respondents (%)
Male	Female 	43	57	


Age Range of Respondents (%)

18-25	26-35	36-45	45-55	56-64	65+	27	16	21	22	9	5	

Do You Hold A Loyalty Card In A Retail store? (%)

Yes	No	71	29	


Which Factor Best Represents Your Interest Upon Which Supermarket You Shop at? (%) 


Value for money	Sense of Loyalty	Staff discount	Quality 	Range of products	Freshness	Availabilty	Store location	
Value for money	Sense of Loyalty	Staff discount	Quality 	Range of products	Freshness	Availabilty	Store location	31	25	11	12	5	4	6	6	


Are You A Member of The Tesco Clubcard Scheme? (%)


yes	no	65	35	

Can You Score From 1 Lowest to 5 highest How Satisfied You Are With The Tesco Clubcard Scheme? (%)
1	2	3	4	5	13	15	21	22	29	


If You Are A Clubcard Holder, Do You Feel A Sense Of Loyalty Towards Tesco? (%)

yes	no	61	39	


Do You Shop At Tesco In Order To Gain Clubcard Points? (%)

yes	no	64	35	


Through the partnership with well know third parties - would this encourage your Clubcard use? (%) 

Yes	No	59	41	


Have You Gained Any Benefits Due To The Tesco Clubcard? (%)

yes	no	61	39	

How Strongly Do You Feel That The Tesco Clubcard Has Changed in Recent Years? (%)

strongly agree	somewhat agree	neither agree or disagree	somewhat disagree	strongly disagree	
strongly agree	somewhat agree	neither agree or disagree	somewhat disagree	strongly disagree	
strongly agree	somewhat agree	neither agree or disagree	somewhat disagree	strongly disagree	28	35	11	20	6	


What changes have come to your attention regarding the Tesco Clubcard loyalty scheme?
The cut of the double up - May 2016	Double/triple events more often	Re-launch of the Tesco Clubcard - 2017	better opportunities and simplfying results 	no change noticed	Tesco Pay+ app	Scan as you shop instore 	20	15	20	16	8	10	11	


Would you like to see the  Tesco Clubcard to improved? Please explain your answer

yes	no	38	62	


Overall, how would you rate the Tesco Clubcard Loyalty scheme? 

very good	good	ok	poor	very poor	38	20	18	16	8	
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