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In the highly competitive UK retail grocery market, retailers are continually seeking ways in which to retain customers and increase repeat purchases. Tesco Clubcard is one of the most extensive loyalty schemes: it claims to have more than 23 million card users in UK households and a nationwide penetration of more than 80% (Skeldon, 2025). Through personalised rewards, targeted discounts, and rich consumer data, Clubcard has evolved from a mere points-based system into a platform that drives behavioural change and engagement (Carroll, 2023). Despite extensive adoption, there is still a critical need to understand better the effect of such a programme on repeat purchase behaviour in the academic and practical literature, i.e., the number of times individual customers return to purchase from Tesco relative to joining the scheme. Existing literature tends to focus on loyalty programmes in general or customer perceptions rather than quantifiable behavioural outcomes. For example, Turner and Wilson (2006) found a moderate positive relationship between Clubcard ownership and store loyalty (r = 0.388, p = 0.01). The secondary quantitative analysis of repeat purchases at scale remains low.
The aim of this study is therefore to analyse the impact of Tesco's Clubcard loyalty programme and customer repeat purchase behaviour using secondary quantitative data. 
To achieve this aim, the objectives are: 
(1) To determine some of the significant factors of a loyalty programme that can affect customer retention and repeat purchase.
(2) To measure the relationship between Clubcard participation and frequency of repeat purchase.
(3) To study the variation in various customer segments.
(4) To interpret the findings using the established consumer-behaviour and loyalty theory. 
The central research question is: “What is the impact of Tesco’s Clubcard loyalty programme on customer repeat purchase behaviour?”
This study will examine publicly available Tesco reports, industry datasets, and academic results. It will attempt to make manual statements about behaviour patterns in the data to provide value from a strategic perspective for Tesco and from a theoretical perspective for the study of loyalty programmes.
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Scope and Theoretical Foundations
Retailers have widely used loyalty programmes (LPs) to encourage repeat purchases and build customer relationships. A systematic review spanning three decades of LP research reveals that LPs are practical marketing tools. According to Chen et al. (2021), the literature is fragmented in its approach to connecting design features to behavioural outcomes, i.e., repeat purchase. Theoretically, customer loyalty can be viewed from the perspectives of relationship marketing (i.e., commitment-trust) and behavioural loyalty (i.e., actual repeat purchases) versus attitudinal loyalty (i.e., intention, preference). By studying in detail the repeat purchase behaviour of a sample of Tesco Clubcard customers, the research aligns with the behavioural loyalty paradigm rather than pure intention or attitude. This convergence makes observables such as purchase frequency and share of wallet the key metrics, not just membership or satisfaction scores.
Loyalty Programme Design & Behavioural Outcomes
A significant topic that has attracted attention in the literature is the influence of the different design aspects of loyalty schemes, points accrual, reward redemption, personalisation, and tiered benefits on customer behaviour. Yawson and Yamoah (2022) explain that an ideal loyalty programme should have a robust analytics system and the ability to perform data-driven personalisation, which makes Tesco's Clubcard a "gold standard" loyalty programme. One of the authors' chapters highlights the importance of Tesco's analytical department in using purchase history and segmentation to deepen understanding.
In an industry commentary, Briggs (2025) notes that retailers are facing increasing pressures to offer powerful 1:1 personalisation to ensure programme relevance and that "loyalty isn't broken, but it does have to change." These design and technology aspects are thus seen as critical to influencing repeat purchase behaviour, indicating that a purely membership-based approach would not have offered sufficient engagement and reward for activities and behaviours; the programme has to go further.
Empirical Evidence on Tesco’s Clubcard & Loyalty
There are empirical studies of the Tesco Clubcard scheme, but they are at least limited in reach and scale. For example, Turner and Wilson (2006) conducted a purely quantitative study using data from 60 respondents at one Tesco Metro store. They found a moderate positive relationship (r = 0.388, p = 0.01) between possessing a Clubcard and loyalty to the store. Its small sample size limits this study, and it uses a broad measure of allegiance rather than actually measuring repeat purchase behaviour over time. The gap here is noticeable: there is limited large-scale secondary quantitative evidence linking Clubcard membership/reward engagement with the actual frequency of repeat purchases or retention measures within customer segments.
Contextual & Market-Dynamics Considerations
In addition to designing and directing empirical data collection, studies emphasise contextual factors that influence the performance of loyalty programmes. According to Tesco Bank (2022), the corporate report from Tesco plc states that one must understand changes in consumer sentiment, such as those during periods of rising living costs, to gauge loyalty. The report shows that loyalty points and programme values do convey a message of value to consumers in times of economic stress and influence where they choose to spend. Briggs (2025) suggested that, in retail, there is an issue of "programme homogenisation", in which loyalty programmes are becoming more homogeneous, potentially reducing programme differentiation and, consequently, harming programme performance. All these contextual factors suggest that repeat purchase may not only be a function of programme aspects but of exogenous economic factors and market competitiveness, which must be taken into consideration in the analysis.
Gaps and Justification for the Current Study
Whilst this article attests that loyalty programmes can reinforce repeat purchase behaviour, several critical gaps remain. First, much research (e.g., Turner and Wilson) is based on small samples of primary data rather than large-scale secondary data on actual purchase behaviour. Second, few studies attempt to segment customers and determine what drives repeat purchase within each customer segment, including age category, shopping patterns, or spending categories. Third, there is scarce evidence on how modern digital additions, such as personalisation and gamification in schemes like Clubcard, influence behavioural loyalty rather than merely membership engagement. Yawson and Yamoah (2022) refer to Tesco's Clubcard analytics service but only measure behavioural change in repeat purchases. This instrumental study constitutes an essential contribution to research by employing secondary quantitative data to measure the impact of Clubcard on repeat purchasing behaviour across segments. It adds to the theory of relationship marketing and behavioural loyalty, as well as to previous empirical research. It is extended to outcomes (purchase frequency) while examining segmentation differences and offers both applied guidance for Tesco and a theoretical background for loyalty programme research.
In conclusion, loyalty programmes - a central mechanism in retail marketing - continue to drive repeat purchase behaviour; yet, the literature is mixed regarding robust behavioural measurement. The Tesco Clubcard case has been widely covered in industry commentary and small-scale academic studies, but less so in large-scale behavioural studies. Having assigned programme design qualities, contextual market issues and segmentation analysis, the foundations are laid for a meaningful exploration of the link between Clubcard membership and repeat purchase behaviour. This review provides the rationale and the gaps and presents the relevance of the proposed study.
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Research Approach and Justification
The research uses a quantitative research method and secondary data analysis. The focus is to quantify and describe the relationships between the Tesco Clubcard loyalty programme and customer repeat purchase behaviour, using numerical data from credible existing sources. Quantitative research is suitable because it allows the researcher to establish measurable relationships and trends using numerical indicators such as customer purchase frequency, membership level, and customer retention rate (Davies and Hughes, 2014). Secondary quantitative analysis is efficient and reliable when time, cost, and access to respondents are limited (Haaker and Bloom, 2023). Rather than gathering new data, this research will examine pre-existing datasets and reports to identify statistically observable patterns in a manner as academically rigorous as possible and as practical as possible.
Data Collection and Sources
The study will only use secondary and publicly available information from verified and reputable sources:
1. Tesco plc Annual Reports (2020-2024) to get figures on Clubcard membership, customer engagement and sales performance.
2. Industry market research from Statista and Kantar Retail - containing statistics on frequency of UK grocery shopping, participation in loyalty schemes, and repeat purchase rates.

3. Academic and professional literature relating to loyalty programmes and consumer behaviour (e.g. Turner and Wilson, 2006; Yawson and Yamoah, 2022).
All quantitative figures, such as percentages and customer segments, will be collected and manually organised into tables for comparison or pattern identification. Manual tabulation ensures simplicity and openness, offering an easy, effective way to present data without complex software such as SPSS. Each table will display totals, averages, and proportional relationships pertinent to loyalty membership and purchase frequency.
Variables, Sampling and Analysis
The independent variable in the research is Tesco Clubcard membership, and the dependent variable is repeat purchase frequency. Where possible, control variables such as age, spending level, and number of customer visits will be included. Because the research uses secondary data, the scope of possible datasets and reports is a factor in identifying the sample, rather than in finding new participants.
Data analysis will be performed manually using simple descriptive and comparative methods. For example, frequency tables will be used to show the different repeat purchase rates among Clubcard and non-Clubcard customers. Simple comparisons in terms of percentage and ratios will be necessary to determine the degree to which Clubcard participation is related to customer loyalty. This aligns with suggestions for simple statistical interpretation of small or pre-aggregated datasets (Wienclaw, 2021). Findings will be summarised in narrative form, supported by the tables, making the results accessible and visually transparent.
Ethical Considerations and Limitations
Because the research is based entirely on publicly available secondary data, there are few ethical risks. No personal and identifiable pieces of data will be used. The key ethical requirements include correct citation, interpretation and acknowledgement of sources of data.
Potential restrictions include limited access to Tesco’s proprietary transactional data, inconsistent content across external datasets, and the inability to infer causality. It is interesting to me that, as Haaker and Bloom (2023) have noted, all such limitations are standard for secondary analyses like the one we have described and can be avoided by judicious data selection and transparent reporting. Notwithstanding these challenges, the handmade, table-based quantitative approach is a valid and pragmatic method for assessing Clubcard's impact on repeat purchases.
Last but not least, this method offers a transparent, organised, and ethical mechanism for investigating the impact of the Tesco Clubcard customer loyalty card on repeat purchase performance. It provides transparency, simplicity, and accuracy for secondary-level quantitative data, enabling manual tabulation. While the limitations of publicly available data limit this work, it is both theoretically and empirically sound. It lays a good foundation for achieving the research objectives and generating actionable insights in the academic field and retail practice.
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The general objective is to assess the effect of loyal customers' behaviour on repeat buying in the Tesco Clubcard loyalty program, using secondary quantitative data. Based on academic research and current industry understanding to date, Clubcard membership will have a positive, measured impact on repeat purchases. One of the first empirical studies found that Clubcard ownership was significantly positively related to store loyalty and repeat patronage (Turner and Wilson, 2006).
In addition, Skeldon (2025) showed that customers who receive personalised, digital, and voucher offers are more likely to return more often and are willing to spend more each time. This aligns with the general marketing literature, which finds that effective loyalty schemes are associated with increased purchase frequency and greater brand attachment due to their value and benefits.
It is predicted that re-buy rates will be higher among Clubcard members than non-members, and especially among active offer redeemers. Younger, digitally engaged consumers will generally be the ones to have a stronger reaction to Tesco's app and digital engagement strategy.
Overall, the findings should help determine whether Tesco's Clubcard has a significant effect on customer behavioural loyalty and retention, providing helpful insights into optimal loyalty programme design within the UK retail industry.
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Some limitations in the research could affect the results and interpretations. In addition, the study is based solely on secondary data, and as a result, there is no direct control over how the original data were collected and classified. In addition, certain variables may not be available in every dataset, such as customer demographics or transactional details, which may limit the level of analysis. Tesco does not officially publish internal data; therefore, it was forced to use numbers and industry summaries that are published in the public sphere. Additionally, when all analysis is performed manually using tables, the benefits of complex statistical analysis cannot be realised, thereby impeding precision in most cases. The limited time for the comparison makes it impossible to compare all retailers in a more general way.
Although academic legitimacy will be achieved despite such shortcomings, this will be achieved by keeping data selection and implementation transparent; the study is still helpful as it gives specific empirical evidence on the effects of Clubcard on repeat purchase behaviour.
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The dissertation project will consist of 16 weeks and six phases to define the timeline for delivering the outcomes. The topic will be chosen, the proposals will be read, and an initial reading of the study will be done in the first two weeks. Weeks 3-6 will be devoted to reading the literature closely and selecting suitable secondary sources. In Weeks 7-10, we will perform data analysis, organising the data manually in tables ideal for quantitative analysis. The approach and anticipated results of the investigation are detailed above and are further developed in weeks 11-13. Editing, proofreading, and research occur between the 14th and 15th weeks to revise content that the person does not understand, thereby avoiding academic fallacies. And then, in 16, would write up the entire project.
Now, instead of the unstructured sequence above, a periodic and constant window for a timely research implementation.
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The dissertation proposal aims to put forward a defensible Programme of Work (PoW) for investigating customers' repeat purchase behaviour in the Tesco Clubcard Loyalty Programme. Drawing on provable secondary data and an established theoretical basis for customer loyalty, the empirical research is conducted. Based on what is known and already reported in the market, this correlation will be observed in a measurable set.
Behavioural Loyalty offers a valuable aid in further interpreting the effects of Tesco Clubcard's behavioural loyalty strategy. The survey will become viable to work on by facilitating the proposed analytical method, even through a table-based manual approach, which is lazy by nature, and thus clearer, and in a technical manner. 
The implications of these findings are academic, in that they add to the body of knowledge concerning loyalty schemes, and managerial, because they provide Tesco and other retailers with a message about customer retention. Overall, it is a focused, ethical, and viable data mining task for showing loyalty trends. Provides an excellent launching point for additional business editing or applications.
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