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Chapter 1 – Introduction
    1.1 The History of Pubs
The term “public house” was first used in the 17th century, which was then shorted to a “pub”. Taverns, alehouses and inns had existed for centuries, but the concept of a “pub”, where customers could drink, watch spectacles (such as cock fights) and carry out local business was new. In the 1700s they were booming and sprung up all over the country. In 1830 The Beer Act was introduced, allowing home owners to brew and sell their own beer, therefore setting up their own pubs. This resulted in up to 30,000 “beer houses” opening, which appears to look like the modern pub. In 1869, licensing restrictions were brought in by the Wine and Beer House Act, and the number of pubs across the country fell as landlords could no longer make a profit. The Government attempted the reduce the number of pubs in the UK and in 1904 a new law enabled authorities to forcibly shut down establishments in exchange for compensation. This resulted in 10% of the country’s pubs shutting down within a decade (Collins, 2011). 
    1.2 An Introduction to Loyalty Schemes
In the 1700s, American retailers began to give customers copper tokens with purchases that could later be redeemed for products on future purchases. Throughout the 19th century this customer retention strategy remained popular, however to make this strategy less expensive, in 1891 began the transition from tokens to stamps. Stamp collection programs lead the loyalty schemes in the 1900s, retailers and brands began to introduce their own way of engaging customers. Card based loyalty programs gained popularity in the 1990s, retailers were looking to implement in-store loyalty that was easier to monitor than the collection of stamps. Loyalty schemes today can be implemented by any company, it is no longer a benefit for only the larger companies. Many companies are implementing loyalty schemes that are online and on mobile via apps (Gold, 2017).
    1.3 Rationale
The rationalisation behind this research is to identify whether pubs would benefit from implementing a loyalty scheme. The researcher works in a locally owned pub and would like to understand the benefits that could be gained by implementing a loyalty scheme. There is a considerable amount of research written about loyalty schemes and how they can benefit companies. The researcher will also be carrying out primary research to gather views of customers with regards to their thoughts on local pubs and loyalty schemes, and if a scheme was implemented would their views change in the current economic climate.
    1.4 Research Aims and Objectives
        1.4.1 Research Aim
The aim of this research is to evaluate whether pubs will benefit from implementing a loyalty scheme in the current business environment.
        1.4.2 Research Objectives
The objectives of this research are:
1. To identify and analyse the significance of Customer Relationship Management (CRM) in an organisation.
2. To evaluate the importance of loyalty schemes to an organisations success.
3. To evaluate the relevance of a loyalty scheme in pubs as consumer habits change.
4. To make appropriate recommendations for future research on this topic.

























2. Chapter 2 – Literature Review
    2.1 The Concept of Marketing
        The Chartered Institute of Marketing (CIM) defines marketing as “the management process responsible for identifying, anticipating and satisfying customer requirements profitability” (CIM, 2016, p. 3). This suggests that there are many processes within marketing that a business should consider. 
To market effectively an aspect to consider would be building relationships with customers Relationship marketing is now being used, and this is an ‘approach that stresses the importance of developing relationships with customers which last longer than the usual short-term’. If a company develops good relationships with its customers, then they are likely to develop a favourable view of the company and buy its products over the long-term (Hall & Lieberman, 2008).
There are a variety of reasons to use good marketing, firstly to satisfy customers. If a company does not satisfy customer needs then customers will not return to that company as they were not fulfilled the first time. First impressions are important for customers to gain a good perception of the organisation with the first interaction. A company that has its main concern with fulfilling customer needs and wants is likely to have effective marketing. Marketing helps with understanding what customers require, their needs and wants. It is essential for any organisation to understand what their customers require, this is usually why market research is utilised. Marketing also helps with anticipating what customers require. Ideally companies will be able to predict what customers want before they truly want it. This can be easier for organisations within the supermarket industry, for example, pumpkins will become popular around Halloween and turkeys around Christmas. It can be much more problematic for clothing retailers as it is difficult to predict ever changing fashions. To be able to compete effectively within an industry marketing is vital. If a product or service is being supplied by numerous companies, then all those companies are competing for the customer to purchase from them. Being able to market effectively can increase the company’s likelihood of success. Finally, and likely most importantly, being profitable is the main purpose for any business. Marketing can help increase profits dramatically, because if a company understands its customer then they know what they want and can predict what they may need. Profit is essential for survival and if a business does not make a profit then they will cease to operate (Hall, et al., 2008). 
There are different options available to a company when they are considering marketing. The first example is product orientation. This is when a company concentrates on the production process and making a high-quality product. Product orientation pays less attention to the customer directly but assumes what they want. The company will then produce the product they think is desired by customers. The problem with this method is that the company is assuming and does not know for certain that the customer will want their product. A different approach would be market orientation, this is where the company is concerned with developing relationships with its customers and concentrates on their needs and wants (Hall, et al., 2008). This means segmenting customers into categories based on their needs and wants. Blythe suggests segmenting the market enables a business to offer differentiated products to different customer groups that will satisfy each of the customer requirements (Blythe, 2014).
    2.2 History of Loyalty Schemes
Loyalty schemes date back to the 18th century, when shop owners provided customers with copper tokens to use on future purchases. In the 19th century, stores changed from tokens to stamps. Stamp loyalty schemes eventually dissipated and loyalty strategies focused on rewarding consumers for showing up repeatedly (Gold, 2017). In the late 20th century, American Airlines helped establish this loyalty strategy by offering a frequent flier program, that promised free flights and better treatment while flying. This eventually spread to virtually any type of business (Gold, 2017).
    2.3 Difference between Loyalty Cards and Membership Cards
Many pubs and bars offer membership cards, one of the larger chains that offers a membership card is Revolution. To become a member it costs £3 and all members receive membership prices and offers, for example, 2-4-1 cocktails and 25% off food. They also offer members deals on alcoholic beverages such as Magners, Heineken and sharing pitchers, however to receive these discounts and deals a membership card must be shown to staff for every purchase. In Llwchwr Workmen’s Club, or “The Bug” as it is known locally, in Gorseinon they offer a similar membership card. They offer the membership at a cost of £3 per year. All members receive a membership card which must be presented with every purchase to receive the discount.
The fundamental difference between a membership card and a loyalty card are with a membership card the customer gets a reward with every purchase, such as a small discount. With a loyalty card the customers accrue points and once they have been collected the customer is able to exchange them for goods or services.
The problem with membership cards is that a customer can purchase one and multiple people can use that one card to receive membership benefits, without paying to become a member. This can impact pubs and bars immensely as they are losing out on higher profits.
A membership card and loyalty card are different in many ways. A loyalty card that is commonly used is the Boots advantage card. For every purchase the advantage card must be shown to receive points, when enough points are accrued the customer can purchase a product at no cost. For example, if a customer wants to redeem an item for £1.99 then they must have 199 points. To get the points the customer must spend money and for every £1 the customer spends 1 point is received. Boots will also send exclusive deals relevant to specific customers so that they are more likely to go back and spend more.
This would be a more reliable approach for pubs and bars as the loyalty card would encourage each specific customer to bring and use their card as they will receive all points earned, and eventually be able to purchase an item at cost.
    2.4 Loyalty Schemes 
Loyalty schemes were created to reward loyal customers and keep them coming back to stores. Customers collect points when they make a purchase, that they can use as a discount when they purchase again (Cox, 2016). Loyalty suggests monogamy, which means one choice above all others. According to Kotler brand loyalty is built upon a company meeting or exceeding customer expectations (Kotler, 2012). Loyalty schemes can create value for the customer and the company in many ways. When a loyalty scheme is in place customers are likely to make more purchases more often. Loyalty schemes also help the company track trends, as the data is collected they are able to establish any changes happening, what is popular and what is not. Knowing what is popular can be very important for a smaller pub or bar. For example, if they can see one drink is not selling well they may decide to change it and bring in something new to see if it will sell better.
There are however some disadvantages to having a loyalty scheme. Many customers are now aware that a loyalty card is just a way of persuading them to come back. Some may not sign up for it as they know the company is collecting data about them. It has been reported that customer would rather low prices and 55% of customer said they believed the prices had increased to pay for the loyalty scheme. It is difficult for smaller business to launch loyalty schemes due to the cost. This can be a huge drawback for a small to medium sized business, as they may not be able to raise finance to create a loyalty scheme but also may not have the resources to maintain it (Humby, et al., 2007). 
        2.4.1. The Psychology of Loyalty Schemes
David Feldman, a travel loyalty and reward program expert stated that loyalty programs can do many things, such as preventing customers from switching to competitors. They provide insight into consumer preferences, they drive incremental spend and increased demand. Three key goals that loyalty schemes hope to achieve is to increase frequency, increase spend and increase affinity (Feldman, 2016).
Reinforcement is a key concept for loyalty schemes. B. F. Skinner developed the concept of operant conditioning. The basic idea of this concept is that behaviour that is followed by a reward is more likely to occur. On the other hand, removing the reward and benefits will result in decreased loyalty as customers will no longer be performing the behaviour as no reward will follow. Skinner defined this process as “extinction”, when the desired behaviour is no longer being reinforced, the behaviour will eventually stop occurring (Feldman, 2016). 
However, rewarding behaviour too often can result in excessive marketing costs. Conversely, not rewarding often enough will result in customers failing to engage. Xavier Dreze, Professor of Marketing at Wharton and UCLA stated that “the reward needs to come often enough to that there is reinforcement. At the same time, it cannot be too close. Then it would not be meaningful” (Feldman, 2016).
This suggests that loyalty should be rewarded as it can carry benefits, however if customers are being rewarded too often it could cause decreased loyalty due to it becoming meaningless and costs may become too high resulting in unnecessary marketing costs.
        2.4.2 Personalisation 
Personalisation can help create value for customers, it can differentiate one company from another. With a loyalty scheme and CRM customers provide businesses data with every purchase and interaction. Research has found that customers have no issue sharing their data with companies, however they expect something in return. Research showed that 88% of UK respondents stated that retailers could use their data for marketing purposes and use that data towards their loyalty scheme system (Hogg, 2017). Customers like to see a company listening to what they want.
    2.5 Competitive Advantage
Competitive advantage is “an advantage which a business has that enables it to perform better than its rivals in the market” (Hall, et al., 2008, p. 753). 
Porter stated that ‘competitive advantage is at the heart of a firm’s performance in competitive markets’ (Porter, 2008). This indicates that it is essential for a company to gain competitive advantage to be successful and profitable. Creating competitive advantage is when a company offers lower prices than competitors for the same benefits or offers unique benefits for a higher price (Porter, 2008). There are two types of competitive advantage: cost leadership and differentiation.
Cost leadership is when a company sets out to have the lowest cost within an industry. The company should serve many industry sectors and may operate within associated industries. Low cost companies usually sell standard products or provide standard services (Porter, 2008).
Differentiation is when a company offers unique products for a higher price in an industry. Being unique can be interpreted in different ways. The product itself could be unique, the way in which it’s sold, or the marketing method used. The company will be successful if they price premium exceeds the costs incurred to make the product or service unique (Porter, 2008).
    2.6 Customer Relationship Management
“Customer Relationship Management (CRM) is the core business strategy that integrates internal processes and functions, and external networks, to create and deliver value to targeted customers at a profit. It is grounded on high quality customer-related data and enabled by information technology” (Buttle & Maklan, 2015, p. 16). 
From this definition it suggests that there are many processes, internal and external, within CRM. Implementing CRM can give the organisation a further edge over competition within a market.
Customer retention is sometimes underestimated and should be prioritised over customer acquisition. Many companies value new customers over existing customers. Only 30% of companies say they are ‘very committed’ to relationship market, while 22% state they do not do any relationship marketing. (Brynley-Jones, 2014). 
Having CRM in place can help with retention of customers and therefore increases the loyalty from customers. Having CRM and a loyalty scheme in place will ensure customers want to stay loyal as they would be benefitting as well as the company. 
    2.7 Porters Five Forces
[image: ]The ‘Five Forces’ model was created in 1979 by Michael Porter and was published in the Harvard Business Review. It is used to analyse the competitive structure of an industry. It helps understand numerous contributors that can affect a company. The five aspects of this model are: customer bargaining power, supplier bargaining power, the threat of substitute products, the threat of new entrants and industry competition. The first four elements operate individually from each other whilst intensifying the rivalry within the industry. 
Figure 1 – Porters Five Forces (Porter, 2008)
Customer Bargaining Power
Customers want to receive the lowest price, just as suppliers want to charge a maximum. If customers have significant market power, then they can fight for lower prices. This bargaining power of customers leads to price wars within an industry where all organisations are competing to win the customer.
Supplier Bargaining Power
Suppliers want to maximise profit, the more power a supplier has over its customers, the higher prices they can charge. Being able to limit the power of its suppliers can help improve the competitive position of a business. Suppliers hope they will get paid more whilst delivering less. Large suppliers of goods and services want to use their bargaining power to force customers to agree to terms that are more favourable for suppliers.
Threat of Substitute Products
If a company is making a product with few or no substitutes then they may be able to charge higher prices. However, if it is possible to have many substitutes then it will be more competitive, and prices will be driven down to be able to compete effectively. A substitute is a product that meets the same basic needs as those offered by the business. Companies in other industries can sometimes be a threat of substitution. If a company is making a unique product they can apply for a patent, this will help reduce the number of substitute products that could threaten the company. 
Threat of New Entrants
If it is easy for other companies to enter the market, then existing companies are constantly under threat. Businesses within the industry can avoid this by establishing barriers to entry, making it more problematic and strenuous for new businesses to enter the industry. Barriers to entry are factors which make it difficult or impossible for businesses to enter a market and compete with existing producers (Hall, et al., 2008). 
Industry Rivalry
The level of rivalry within an industry with existing companies will also affect prices. There are many other aspects that contribute to industry rivalry, such as industry growth, value added, brand identity, diversity of competitors and exit barriers (Hall, et al., 2008). Other factors that can affect rivalry is price promotions and discounts, introduction of new products or services, marketing and advertising campaigns and developments in customer service (Porter, 2008).
        2.7.1 Apply Porter’s ‘Five Forces’ Framework to the Pub/Bar Industry
Porter’s ‘Five Forces’ framework can be applied to the pub/bar segment of the retail industry. There are several major organisations that dominate this sector. JD Wetherspoons, Mitchells and Butlers, Hungry Horse, Sizzling Pubs and Brewer and Fayre are some of the top companies within this industry. Even though JD Wetherspoons is the largest, the others still have high market share, with top rivals being Mitchells and Butlers (Black, 2016). It could be argued that the industry is an oligopoly as there are a few firms dominating the market (Hall & Lieberman, 2008). Most companies within the UK operate under this type of competition (Hall, et al., 2008). 
Following the recession during 2008 and 2009 more people were going out less and drinking in the house more. In an article written for the Financial Times it stated that “Young people aren’t drinking less alcohol – they are changing their drinking habits to the detriment of pubs” (Thompson, 2012). 


    2.8 MasterCard’s ‘Ice’ Points
At the end of 2017 a loyalty scheme came to market with MasterCard. It uses ‘Ice’ points to reward customers for spending in popular pubs, such as Harvester and The Toby Carvery. However, it costs customers hundreds of pounds before they receive a beer free (Goodman, 2017). Customers can gain ‘ice’ points when shopping in retail stores such as M&S and John Lewis, there are also pubs all around the UK where customers can collect points (Whitcombe, 2017). 
        2.8.1 How Loyalty Cards Can Work for Pubs
Having a loyalty scheme within a business can bring repeat custom and encourage higher spending, it also helps create a customer database. This database makes it easy to get direct contact with the customer, through direct mail, emails and text messages. A company can decide how they want their loyalty scheme to work. Rewarding customers can be done in many ways, for example, rewarding customers by how much they buy or spend, how often they visit, or could even be how many friends they recommend. Having a loyalty scheme does not mean it has to be a complex data driven scheme, like the large supermarkets for example (Mellows, 2011).
“Loyalty comes from listening to customers and finding out what they want to make them feel like part of the business” (Mellows, 2011). Successful loyalty schemes usually target a small group of customers. Here are three examples of a successful loyalty scheme: 
1. Orchid Group
This organisation runs several schemes: Diamond Club for over 50s, Our Family at family dining houses, and U Love It which is a privilege card aimed at young people.
2. JD Wetherspoons
The largest pub chain in the UK, they offer a stamp card for coffee.
3. Beds and Bars
This organisation runs its Belushi’s VIP loyalty card across Europe. “It has been one of the most successful campaigns in the history of the company” said spokesman Robert Savage. He added “thanks to an excellent data-capture scheme and a target email strategy, the number of customers signing up for the scheme and returning to Belushi’s bars across Europe has broken all previous records” (Mellows, 2011). 
    2.9 Consumer Behaviour
“Consumer behaviour is the activities people undertake when obtaining, consuming and disposing of products and services” (Blackwell, et al., 2001).
The process of obtaining a product or service suggests all the activities that lead up to making a purchase. This could consist of examining information about the product or service and assessing further substitutes. Consuming the product or service would suggest the consumer using that product or service and disposing would suggest the consumer getting rid of the product after using it or finishing using the service.
Another definition is “the actions and decision processes of people who purchase goods and services for personal consumption” (Bennett, 1995).
This supports the definition by Blackwell as it also discusses that consumers go through processes before purchasing a specific product or service.
      
        2.9.1 Influences on Consumer Behaviour
Technology has come a long way in recent years and having an online presence can severely impact how successful a business can be. Customers can analyse information online and decide where they would like to spend their money without needing to leave their home. 
Although online and social media advertising has increased dramatically in recent years it may not be the best option as many people now use ad blocks. Therefore, money spent investing in online advertising may not be providing value as target customers may not see them.
Nowadays, customers want to receive a good experience, if they do not receive a consistently valuable experience they are unlikely to return to that business. Creating a good atmosphere can differentiate companies from each other, this can help create brand loyalty.
        2.9.2 Brand Loyalty
Brand loyalty is defined as ‘the extent to which customers of a brand repeat purchase of that brand rather than others’ (Hall, et al., 2008, p. 90). If a brand has a unique selling point (USP) then it shows customers that they are offering something other companies are not, this can help increase brand loyalty. 
Customer loyalty is decreasing and there are a few reasons for this. Firstly, customer expectations are increasing. Secondly, loyalty schemes are not targeted at the right customer and companies are missing out due to this. Next, technology allows customers to compare prices and decided where they wish to spend their money. Lastly, companies targeting the wrong customer, customers are likely to be disloyal if they are being targeted for a product or service they are not interested in (Belleghem, 2013). 
‘Modern consumers expect companies to act properly. This means treating customers well, treating employees well and doing good for society’ (Belleghem, 2013). This suggests Corporate Social Responsibility (CSR) is becoming increasing important for companies to be successful and profitable.
        2.9.3 Corporate Social Responsibility
CSR is becoming more important for companies, being environmentally friendly, treating employees correctly and being helpful to customers is essential for businesses nowadays. 
Treating employees well may include pensions, healthcare benefits, trade union representation, training and education, paying above the minimum wage and equal opportunities. 
The community in which the business operates could also help the company with CSR as they could contribute to local charities, having a good impact within the local community and helping with local issues.
Being ethical is one of the fastest growing issues for companies. Many customers want to know if products are ethically sourced. Customers are willing to pay more for a product or service if they know it is ethical.
    2.10 Changes in Consumer Buying Behaviour
‘The global economic crisis has determined many changes in the new consumer. They are more economical, more responsible and more demanding’. New customer forces want more original, innovative and distinctive products rather than mass produced products and services (Voinea & Filip, 2011). Consumers are prepared to continue to provide data and information to companies but only if they receive valuable products or services in return (Conlon, 2016). This suggests that consumers are becoming more demanding and can research more about products and services, making it harder to compete.
        2.10.1 Younger Generation and Camra
Pubs are suffering as more young people are drinking at home. Taken from an article written for the financial times it found that ‘the percentage of 18 to 24-year-olds visiting the pub at least once a week has fallen from 38% to 16% over the past seven years. More than 8,000 pubs closed nationally in that time’ (Thompson, 2012). 
Camra are an organisation that are “campaigning for real ale, pubs and drinkers’ rights since 1971”. The aim for this organisation is to secure a better future for the industry for generations to come. They have pressurised the government in to changing the law to protect pubs from closure. Camra is insisting that the government ends the beer-duty escalator, where taxes on beer rise a certain amount above inflation each year (Thompson, 2012).
More young people are going to bars and clubs rather than pubs. Stated in the article, Harry Greene said “it is too expensive”. Therefore, Camra’s work to try and reduce taxes for pubs could have a severe impact on pubs and will help keep more pubs operating. 
According to Camra ‘the UK pays nearly 40% of all beer duty in the EU but only consumes around 12% of the beer’. The UK beer duty is unreasonably high compared to other nations in Europe. In 2017 the Chancellor announced that the beer duty would see an inflationary rise of 3.9%, the first rise in duty in five years, meaning an additional 2p of duty per pint of beer. From 2008-2012 the Beer Duty Escalator rose by 2% above inflation each year (Camra, 2017).
    2.11 Loyalty Schemes and Added Value
Loyalty schemes reward customers for purchases over time. Most organisations that operate using a loyalty scheme have loyalty cards. These are cards issued to consumers by a company to facilitate the management and control of the scheme. There are other ways in which a company can operate a loyalty scheme without having to invest too much capital into the programme. For example, coupons, a smaller company could print a coupon in the local newspaper, or they could have saving stamps, where a customer is given a card and each time they purchase they get a stamp, once the card is full of stamps they receive a product or service for free (Egan, 2007). These methods would be less costly and could help bring local custom into smaller organisations. Loyalty schemes can add value for customers and it is essential to be successful.
Businesses are always looking to gain a competitive advantage and adding value for customers can help facilitate this. To be able to add value for customers, the company must be able to understand what value to certain customers would be (Dunn, 2016). What one customer perceives as value another will not. Therefore, it is crucial that companies understand what each customer wants. 





Chapter 3 – Research Methodology
    3.1 Aims and Objectives
The aim of this research is to evaluate whether pubs will benefit from implementing a loyalty scheme in the current business environment. The main objectives of this research are:
1. To identify and analyse the significance of Customer Relationship Management (CRM) in an organisation.
2. To evaluate the importance of loyalty schemes to an organisations success.
3. To evaluate the relevance of a loyalty scheme in pubs as consumer habits change.
4. [bookmark: _Hlk512855684]To make appropriate recommendations for future research on this topic.
“Research is an intensive and purposeful search for knowledge and understanding” (Kumar, 2008, p. 1). Research is an investigation into a subject or specific field of knowledge, it is a systematic inquiry. Research is undertaken to establish facts or principles. The Dictionary defines research as “the systematic investigation into a study of materials and sources in order to establish facts and reach new conclusions” (Stevenson, 2010, p. 1510). From these definitions it is suggested that there are many processes when carrying out research. It should be intensive and serve a purpose and once the research is carried out a conclusion should be made.
    3.2 The Research Paradigm
The research paradigm is “a perspective about research held by a community of researchers that is based on a set of shared assumptions, concepts, values and practices” (Johnson & Christensen, 2012). Kuhn (2012) defines a research paradigm as “the set of common beliefs and agreements shared between scientists about how problems should be understood and addressed”. From these definitions it is suggested that there are ways in which research should be carried out. It is suggested that when aiming to carry out research, the individuals goal is to develop their knowledge in a specific area (Saunders, et al., 2009).
There are two types of research paradigm, positivism and interpretivism. Positivism is the exploration of social reality based on philosophical ideas, this includes observation and reason as means of understanding human behaviour (Dash, 2005). “Interpretivism focuses on exploring the complexity of social phenomena with a view to gaining interpretive understanding” (Collis & Hussey, 2014, p. 45).
Depending on what the researcher wants to find out will determine what methods or strategies are chosen during the research (Saunders, et al., 2009). The primary research for this dissertation involved local people completing a questionnaire. Therefore, it is likely that the results are based on the perceptions of each person, within the parameters of the questionnaire.
Considering this, it suggests the research will follow the interpretivism approach. This approach usually uses small samples and produces subjective and quantitate data. It also tends to provide results with low reliability, however provides high validity and allows results to be generalised for several settings (Collis & Hussey, 2014).
    3.3 The Research Onion
The research onion was developed by Saunders et al (2009), it covers the stages that must be included when developing a research strategy. An effective research methodology can be reached effectively as each layer of the onion describes a more detailed stage throughout the research process (Saunders, et al., 2009). The approach that the researcher has chosen to take is interpretivism, this focuses on exploring the complexity of social phenomena with a view to gaining interpretive understanding” (Collis & Hussey, 2014). This suggests that interpretivism is interpreting data that has been collected from a social aspect. From this philosophy, the use of the interpretivism approach usually has a small sample size. 
The research strategy that will be used is a survey, this will be justified later in the chapter. The next layer indicates whether the research is going to be qualitative, quantitative or a mixture of both. The researcher will be using the mono method as only quantitative data will be collected.
A cross-sectional timeframe will be used for this research as numerous characteristics will be looked at, for example age and gender.
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Figure 2 – The Research Onion (Saunders, et al., 2009)
    3.4 Research Methods
There are many methods that can be used for collecting data when carrying out research. Surveys, interviews, case studies, observation and experimentation are some examples (Lancaster, 2007). For the purposes of this research, a questionnaire was designed, allowing research to be conducting in and around a local pub. Before deciding on a questionnaire, considerations were made with regards to the strengths and weaknesses of using a paper-bases survey and other research methods that could have been used.
One advantage of using a paper-based survey for data collection is that participants may be willing to take more time to consider their responses and the researcher can target specific participants that may have an interest in the topic being researched. However, printing 100 copies of a questionnaire can become costly and some participants may not have the time to spare to complete the survey. Also, if a questionnaire is poorly designed it may not obtain the results the researcher intended (Hall, et al., 2008). Also, paper-based surveys can take a long time to complete and it can take a long time to organise before and analyse the data after (Wright, 2005). 
An effective way of using a survey is online, using a questionnaire designing website called Survey Monkey. There are many advantages to using an online survey, for example, the survey can be completed 24 hours a day, therefore participants can complete it in their own time (Conway, 2004). It is less costly as no printing needs to be done as it is all online. Another benefit is that participants are more likely to be honest with their views, whereas a paper-based survey participant may feel pressure from the researcher to answer a certain way (Brace, 2008). However, the main disadvantage is that internet access is necessary for participants to complete it and some may not have the computer expertise required to complete the survey (Conway, 2004).
The most popular way of collecting qualitative data is interviews and focus groups. An interviews purpose is to explore beliefs, views and experiences of an individual on a specific topic. Focus groups use group dynamics to generate qualitative data (Gill, et al., 2008). There are many benefits to using qualitative data, however for this research quantitative data will be best to collect as it will take less time and will gain views of a number of people not just the views of 1 person or a small group of people.
Therefore, after considering numerous methods of research a paper-based survey will be best as the researcher will be able to target specific participants that may have an interest in the topic being researched, and even though there are a few drawbacks a paper-based survey makes the most sense. In addition, if the number of participants is not reached in one pub in Gorseinon, then another pub within the same area will be added to ensure the 100 respondents is reached.
    3.5 Sampling
“A sample is a selection of part of the population” (Hall, et al., 2008, p. 59). For research to be effective the sample should be representative of the population. The sample used for this research will be participants in and around a local pub, this is a purposive sampling technique. Purposive sampling uses participants strategically, therefore those sampled are relevant to the research questions (Bryman, 2016). 
‘A sample size of between 50 and 100 should ensure that the results are sufficiently reliable for the majority of purposes’ according to a report published by the National Audit Office (2001). Therefore, an intended sample of 100 participants will be used. The researcher feels 100 responses should be sufficient to gain an insight into the thoughts of customers and local people within the area and their thoughts on a loyalty scheme within their local pubs. 
    3.6 Questionnaire Design
There are a total number of 17 questions in this questionnaire that range from demographic questions to questions specific to loyalty schemes and respondents’ thoughts on visiting their local pubs. The questions were written in a way to ensure they were understandable and comprehensible so that respondents could easily comprehend them and answer all questions. All participants of the survey will remain anonymous and precautions were taken to ensure this. 
This questionnaire includes open-ended and close-ended questions to gather a range of responses. Having both open and closed questions allows quantitate and qualitative data to be gathered. Open-ended questions allow participants to express their thoughts and feelings, whereas close-ended questions have specific responses, such as yes or no (Thomas, et al., 2015).
Another type of question that will be included in the questionnaire will be based on the Likert Scale. The response categories will include ‘strongly agree, agree, neither agree nor disagree, disagree and strongly disagree’. Participants will choose what statement they agree with most depending on the question being asked. According to Babbie (2010) the Likert Scale questions offer improved levels of measurement by using several categories for responses.
    3.7 Conducting a Pilot Study
Maxwell (2005) stated that a pilot study can focus precisely on one’s own concerns and theories. It can also be used to help ensure that the questionnaire meets the needs to the research (Oppenheim, 2000). In addition, by conducting a pilot study, the researcher can understand the average amount of time taken to complete a questionnaire. This can help the researcher when conducting the study so that the respondents have an idea of how much time completing the questionnaire is likely to take (Thomas, et al., 2015).
Once the researcher had completed the first draft of the questionnaire, a pilot study was conducted. This included distributing the questionnaire to several close family and friends, asking each to complete and highlight any issues they realised while answering each question. By doing this, it helped the researcher understand any mistakes made within the questionnaire and eliminate them before carrying out the full-scale study.
    3.8 Distributing the Questionnaire
The primary research for this dissertation was carried out in a local pub in Gorseinon, called Llwchwr Working Men’s Club, also known as The Bug. It was carried out the week commencing March 5th, 2018. Once the week was completed, the number of respondents did not reach the 100 target, so the paper-based survey will be supplemented with the addition of another location to reach the target sample size. On the week commencing March 12th, a second location was visited which was a different pub within the same area to gain the remaining respondents. 
    3.9 Reliability and Validity
“Reliability is the ability of an instrument to measure the attributes of the variable or construct consistently. Validity is the extent to which an instrument measures the attributes of a concept accurately” (LoBiondo-Wood & Haber, 2014, p. 276).
Bryman (2012) stated that when establishing the quality of research, reliability and validity are key factors. In addition, it was suggested by Wood and Kerr (2011) that anyone conducting research should carefully consider the way in which data is collected to ensure it is valid, that the data is relevant and usable, reliable and that the data is consistent.
After considering the above, the reliability of the research conducted could have been tested by conducting the same study in a different pub in another location in the UK. If the results were repeated in the second study and correlated with the results from the first study, then the research would be reliable. However, as there was a limited amount of time, a second study was not able to be carried out.
Regarding validity, care was taken to ensure the survey did not include any questions that would lead the respondents to a specific answer or direction. In addition, the researcher remained impartial and unbiased whilst conducting the study. Furthermore, the researcher ensured that all questions were understood fully to guarantee a strong answer. Lastly, an ethical approval form was submitted to the university to ensure the questions in the study were ethical, as the form stated that the respondent’s participation would remain anonymous.

    3.10 Limitations
The first and main limitation of this study was time, as the researcher had only one week to conduct the research. Therefore, only 51 responses were received and to gain the further 49 a second location was added, the second location was a different pub in the same area. After the final 49 responses were completed, all 100 of the targeted sample have been received and within the time available. If there was more time available to the researcher, then further research could have been conducted in several locations within a larger area, not just Gorseinon or for a longer period, this would have resulted in a larger number of respondents being reached.
Another limitation was the location sample, as the research was only conducted in two pubs in Gorseinon, therefore the respondents were all from the same area. If it had been possible to conduct the research in numerous locations around the country, then the research would have reflected a wider range of views from individuals. Also, the reliability and validity of the results would have been improved.
    3.11 Data Analysis
A questionnaire was designed and printed to be able to conduct research in a pub local to Gorseinon, this was created during the primary research stage. Further questionnaires were produced and the remaining participants were gathered from a different location.
All paper-based questionnaires that were completed were analysed and input into the computer software Excel. Furthermore, the additional respondents from the second location were added and the primary research that was gathered was compiled into qualitative and quantitative data, therefore allowing graphs and charts to be created to help illustrate the results.















Chapter 4 – Analysis of Results
This section covers the results from the primary research. This survey was split into three sections:
1. Section 1 gathered personal information, such as gender and age.
2. Section 2 gathered background information, such as visiting habits and what is important to them
3. Section 3 gathered information about loyalty schemes, and how customers would feel about a pub implementing one.
A blank copy of the paper-based survey is provided in the appendices, under appendix 1.
    4.1 Personal Information
Question 1: Gender
The population of Gorseinon is estimated to be 16,714 people, of that 50.7% are male and 49.3% are female (CityPopulation, 2016). A study found that within the UK men drink on average 18.7 units a week, while women drink 9 units a week (BBC, 2008). As the first part of this survey was carried out in and around a local pub it is slightly more likely that the respondents will be men as they are more likely to drink. Another article stated that pubs are male-dominated (Hickman, 2008), which suggests more respondents will be male. Therefore, it is more likely that the study will consist of more male respondents than female. In figure 1 it shows that 58% of the sample included were male while 42% were female.










Figure 3: Graph of Results for Question 1
Question 2: Age
It has been reported that the largest range of the population in Gorseinon are in the age range from 18-64 years, with nearly 10,000 people fitting into this category (CityPopulation, 2016). The graph (figure 2) below shows that the most commonly occurring age range is 22-60, with 78% of the respondents fitting within those age ranges. 










Figure 4: Graph of Results for Question 2
4.2 Background Information
Question 3: Do you visit a pub in your local area?
A study by Camra found that 27 pubs were closing each week in 2016 due to decreasing demand after increased taxes made the price of beer higher (Smithers, 2016). Therefore, the researcher wanted to understand if people are still visiting their local pubs as so many have closed down in the past decade. However, as this research was carried out in and around a local pub the respondents are likely to visit on. As figure 3 shows only a quarter of people do not attend any pub in their local area, whereas the remaining three quarters attend. 










Figure 5: Graph of Results for Question 3
Question 4: Are they locally owned or a larger chain?
The researcher wanted to understand if larger companies are growing whilst smaller companies are closing as that is what research has shown. In figure 4, it shows that more respondents attend larger chains of pubs rather than locally owned pubs. According to Willem van Lynden, he states that over 40% of the 48,000 pubs in the UK are independently owned (Lynden, 2015). Larger chains do dominate the market and the largest chain in the UK is JD Wetherspoons. In an article written for the Telegraph it stated that “Wetherspoons enjoy sale lift despite rising costs” (Gerrard, 2017). In addition, the share prices in 2017 were up nearly 10% (Denton, 2017). It is clear that the large chains are not suffering like many pubs have done in recent years. Even with higher prices they seem to be growing and making more sales and profit. However, according to an article written for the Independent it stated that “small pubs are growing twice as fast as big pub chains”. The annual turnover of small to medium sized pubs increased by a third from 2010-2015 (Rodionova, 2016). 










Figure 6: Graph for Results for Question 4
Question 5: Why do you visit?
The researcher wanted to understand what influences people to visit certain pubs. There are numerous possibilities, and most of the answers fit into Customer Relationship Management (CRM), as a company builds a relationship with their customers. Options such as good value for money, friendly staff, location and socialising all help build CRM. In figure 6 it shows the main reasons why people visit a pubs. The top reasons are the location, value for money and socialising with others. In an article written for the Telegraph it stated “Just over 40 per cent of the men questioned for the survey said conversation was the main reason for going to their local, followed by relaxation and the chance to enjoy a friendly atmosphere” (Telegraph, 2001). Location is one of the main reasons people visit a pub according to this study. To support this an article stated that one in three consumers told Mintel they felt it important to have a pub nearby (Britten, 2010). Another aspect that is important according to research is welcoming staff with 85%, beer gardens with 70% and food being served with 59%. Furthermore, according to this study, 65% of respondents agreed that friendly bar staff is one reason why they visit, while less than half (45%) stated they visit due to food being served. 










Figure 7: Graph of Results for Question 5
Question 6: When deciding on which pub to visit what is most important to you?
In an article written for the Telegraph by Nick Britten claims that “a survey by the food market analysts Mintel claimed that 72% of people go to the pub to eat, rather than 63% who go to drink” (Britten, 2010). Therefore, food is becoming more important to consumers, people no longer wish to visit pubs for just a drink. JD Wetherspoons has thrived on serving cheap pub food and cheap drinks. However, only 25% of the respondents in this study stated that they view food as an important aspect when deciding on which pub to visit. 50% stated they like to visit a pub to enjoy a pint after work, 65% stated they visit to get out of the house and 70% stated they visit to socialise with others. This suggests that people visit a pub to enjoy and socialise, people visit pubs to relieve stress and to relax, this is likely why 75% of respondents stated that having friendly bar staff and atmosphere is important to them.










Figure 8: Graph of Results for Question 6

Question 7: How often do you typically visit?
Less people are visiting pubs according to recent studies, however, figure 7 shows that people are mostly visiting pubs either daily, a few days a week or on the weekends. This means that the 75% of people that are visiting a pub, are visiting at least once a week. According to an article, ‘pub visits fall but customer spend per visit on the rise’ (Wingett, 2017). This suggests that people are visiting pubs less often but are spending more and likely spending more time there per visit. This may suggest that people are only visiting the pub on weekends or bank holidays, therefore they are only visiting a few times a month but spending more money and time there. From the study it shows that respondents typically visited a few times a week, this is likely due to the selection of respondents, as around half participated due to being in or around a pub.











Figure 9: Graph of Results for Question 7
Question 8: How much money do you typically spend when you visit? Has it increased or decreased or stayed the same from what you used to spend?
In addition to question 7, it has been found that people are typically spending more per visit. Suggested in figures 8 and 9, it shows that respondents are spending more than what they used to, this is likely because of increased prices due to increased tax. This study found that half of respondents are usually spending between £26 to £75 per visit. 15% are spending between £0 and £25, and 35% spending between £76-£100 and above. Over 90% of respondents stated that they now spend more than they previously used to spend. With the remaining stating their spending has stayed the same, none of the respondents stated they now spend less than what they used too. 










Figure 10: Graph of Results for Question 8 Part A










Figure 11: Graph of Results for Question 8 Part B
4.3 Loyalty Schemes
Question 9: Do you know any pubs that offer a loyalty scheme?
Shown in figure 10, 27% of respondents stated they did not know of any pub that offers a loyalty scheme, whereas the remaining majority of 73% stated that they did. JD Wetherspoons was the most popular loyalty scheme that the respondents were aware of, as most of the respondents that stated they knew JD Wetherspoons offer a coffee collector card, where stamps are collected and once buying five coffees customers receive a sixth for free (Mellows, 2011).










Figure 12: Graph of Results for Question 9
Question 10: Would a good loyalty scheme entice you to visit a pub more often?
An article stated that “customers love the idea of getting rewarded – it makes them feel appreciated and that they are saving money” (SOL, 2015). In addition, according to Elaine Simon in an article written for Hotel Management, it states that 81% of consumers are more likely to continue doing business with brands that offer loyalty programs. 75% of consumers say loyalty programs are part of their relationship with businesses. 73% of loyalty program users are more likely to recommend brands with good loyalty programs (Simon, 2017). Therefore, a good loyalty scheme could help pubs severely and according to this study over 80% stated that a good loyalty scheme would entice them to visit more. This suggests that if a loyalty scheme is done right and is suitable for the business it can be effective and help the business become more successful. In figure 11, it shows that over 80% of respondents would visit a pub more often if a good loyalty scheme was offered.










Figure 13: Graph of Results for Question 10

Question 11: What type of loyalty scheme would entice you to visit more often?
The researcher wanted to understand the ideal method of implementing a loyalty scheme, as discussed in Chapter 2, loyalty schemes started with tokens and progressed to stamps, however stamps have lost popularity as technology has increased and customers are using apps and the internet more often to find the best deals. Almost half of the respondents stated that it did not matter to them the form of the loyalty scheme. Ideal loyalty schemes for pubs should include: keep joining forms simple, ensure any information they need to remember is actually memorable, completing a “customer experience survey” to gain points and ensure any vouchers or offers are easy to show to staff that the customer is eligible for a reward (HowToRunAPub, 2017). Therefore, if the loyalty scheme is reasonable and appropriate customers are willing to accept a loyalty scheme in any form.










Figure 14: Graph of Results for Question 11
Question 12: If you were part of a loyalty scheme, would you rather personalised offers or general offers sent to you via mail/email/messages?
Personalisation has been emphasised as a key priority for many businesses (Chahal, 2015). As stated in Chapter 2, customers like a company that listens to what they want, and personalised offers can help show customers that a company is listening and understanding. Huge supermarket brand Tesco and Boots advantage card are key examples of loyalty schemes that offer personalised offers. Boots’ company director of digital and loyalty stated that “you don’t want to annoy people and make them think that you don’t understand them and don’t know them, you’ve got to be able to respond to somebody’s behaviour (Baldwin, 2016). This suggests that personalisation can be key as customers want you to understand them and to value them. Furthermore, an example of a company that offers generalised offers is bar chain Revolution, they offer 25% off food, two for one cocktails and deals on different beverages (Revolution, 2018). Over half of the respondents stated they would like to receive personalised offers, this is likely as they wish to feel valued by a company. 24% of respondents stated that the type of offer they received did not matter to them, and the remaining 20% stated they would prefer general offers.










Figure 15: Graph of Results for Question 12
Question 13: “Loyalty schemes add value for customers” How strongly do you agree/disagree with this statement?
Over three quarters stated they strongly agree with this statement, with the remaining stating that they agree. Therefore, all respondents agree with this statement. “Well-executed programs can increase traffic by 50% and boost spending by as much as 30%, according to The Boston Consulting Group (BCG)” (Niehaus, 2015). 










Figure 16: Graph of Results for Question 13
Question 14: “I visit my local pub less often than I used to” How strongly do you agree/disagree with this statement?
According to an article written for the Daily Mail, it states that “men give up on the pub. Beer drinking drops by a quarter in just five years as men stay at home” (Poulter, 2011). However nearly half of the respondents disagree with this statement, with 11% strongly disagreeing. Over a third stated they neither agree nor disagree, and only 6% stated that they agree with this statement. The majority likely disagree with this statement as half of the respondents were either in or around their local pub. This could possibly be due to CRM, which helps build a company’s relationship with its customers. Implementing a loyalty scheme may increase the likelihood of customers visiting due to feeling valued.










Figure 17: Graph of Results for Question 14
Question 15: In recent years pub closures have increased, in 2016 around 27 pubs were closing in the UK each week. Have any of the pubs you have attended in previously closed in recent years?
The researcher wanted to understand if the participants have experienced any pubs closing down in their local area. In figure 16, it shows that most of the respondents stated that they know of no pubs that they have visited in previous years have recently closed. The remaining 41% stated they do know of pubs that they have visited have ceased operations in recent years. Even though studies show that in previous years 27 pubs were closing each week (Hickman, 2008). This could be due to companies building relationship with customers and making them feel appreciated.










Figure 18: Graph of Results for Question 15
Question 16: Why do you think so many pubs are closing?
Reasons stated in an article include rising rent, rates, fuel, property, taxation, lower disposable income, the smoking ban, the trend towards wine drinking, and fierce competition from off-licences, newsagents and supermarkets (Hickman, 2008). Most respondents stated that they feel it is likely due to increased drinking at home, due to increased prices in pubs and supermarkets offering cheap beer and spirits. Another reason respondents feel has impacted the demise of the pub is the younger generation not visiting, “a study of the drinking habits of 18 to 24-year olds by real ale campaign group Camra shows the number visiting pubs at least once a week has fallen from 38% to 16% in the past seven years” (Newsbeat, 2012). Many pubs may be closing could be due to them having a negative relationship with their customers, although no respondents gave this answer. Building a positive relationship with customers can prove to be beneficial and could improve the success of a company. A loyalty scheme can help with collecting data and using it to make the customers feel valued.










Figure 19: Graph of Results for Question 16
Question 17: What would your local pub have to do for you to visit more often?
“Attitudes towards pubs are changing” (Hill, 2016). This statement suggests that people have different needs and wants from what they did a few years ago. An article found that welcoming staff is the most important feature of a pub or bar. In addition, almost three quarters of customers want to be offered new and unusual soft drinks and two thirds want to see more low-sugar options (Hill, 2016). This study showed that respondents would appreciate a loyalty scheme, and they feel they would visit more often if one was introduced. Respondents also feel putting on more events, such as having bands play or charity events would make them visit more. However, under a third stated they feel a better selection of drinks would increase their visiting.













Figure 20: Graph of Results for Question 17




















[bookmark: _Hlk513809303]Chapter 5 – Conclusion and Recommendations
This study was conducted to evaluate if smaller pubs would benefit from implementing a loyalty scheme. This chapter summarises the overall findings of the research, reaching a conclusion for the research question. It also includes recommendations for the future research of the topic and recommendations for smaller or locally owned pubs on the benefits of implementing a loyalty scheme. 
    5.1 Conclusion
One of the aims and objectives set by the researcher was ‘to identify and analyse the significance of CRM in an organisation.’ This has been achieved by conducting an extensive literature review, which included marketing theories such as CRM and Porter’s Five Forces framework. These marketing theories have evaluated the effects of CRM and loyalty schemes on customers.
CRM uses high quality customer-related data enabled by information technology and loyalty schemes collect data on customers with each interaction and purchase. These two strategies can collect data then use that data to build relationships with customers. Loyalty schemes can help create a competitive advantage by separating themselves from competitors, this in turn can help an organisation become more successful. From this a business should be able to devise marketing strategies and promotions based on what customers want and when they want it.
Loyalty schemes have been around since the 17th century and have developed over time. There is psychology behind loyalty schemes that has been used to ensure customers feel valued. This can help a company’s success, this relates to the second objective which was ‘to evaluate the importance of loyalty schemes to an organisations success.’ 
The psychology of a loyalty scheme is essential to its success, as Xavier Dreze, Professor of Marketing at Wharton and UCLA stated that “the reward needs to come often enough to that there is reinforcement. At the same time, it cannot be too close. Then it would not be meaningful” (Feldman, 2016). Ensuring customers feel that they have meaning in a company is important, offering all customers the same thing and offering it too often shows customers that they are not valued or special. Being able to personalise a customer experience can differentiate one company from another and this can attract more customers as it makes them feel valued. 
Consumer behaviour has always changed, but in the past decade it has changed dramatically, one reason could be due to the recession in 2009. People are now being more cautious with their spending even almost 10 years later. It is essential ‘to evaluate the relevance of a loyalty scheme in pubs as consumer habits change.’ 
There are many influences on consumer behaviour. One of the main influences is technology, it is rapidly changing and it can make it easier for customers to analyse information online before making a purchase. Brand loyalty is decreasing for many reasons and this makes it difficult for companies to target customers and understand what they want as customers are becoming less consistent in what they purchase and from what brand. Another large contributor to the demise of the pub is that the younger generation no longer visit, ‘the percentage of 18 to 24-year-olds visiting the pub at least once a week has fallen from 38% to 16% over the past seven years (Thompson, 2012). This is contributing to the closure of pubs and CRM and a loyalty scheme could help encourage this generation to visit more often. 

    5.2 Recommendations 
To complete the final objective of this research, the researcher will now ‘make appropriate recommendations for future research on this topic’ and a recommendation for any pub that wishes to implement a loyalty scheme in the future. The recommendations will be separated into two categories: recommendations for future research on the topic and recommendations for the possible development of a loyalty scheme in a small/locally owned pub.
        5.2.1 Recommendations for Future Research on the Topic 
In section 3.9, it stated that the main limitation of this study was time and location. As the research was being carried out by one university student with limited time and ability to travel to multiple locations over the country, the research participants consisted of a small sample of customers from one pub.
Therefore, the first recommendation for future research on the topic would be to carry out the research over a number of weeks, not just one. This will help to gain more participants and therefore gather a wider view of how respondents feel.
In addition, the research should be conducted on a larger scale, by visiting multiple locations around the country to get a complete understanding of different customers views. This would then provide more data which could be analysed in depth to get a fuller understanding and would also present a broader range of views of customers as the study would be in a variety of different locations within the UK.
The second recommendation would be to conduct an interview, possibly with the owner of a small pub that has implemented a loyalty scheme. As this would provide more information as to why it is beneficial for smaller pubs to implement a loyalty scheme or why they should not implement a loyalty scheme. The results of the interview could then be compared to the results from the survey, to identify any similarities and differences in opinions in regards to an owner and its customers and its effectiveness in attracting and retaining loyal customers.
        5.2.2 Recommendations for the Possible Development of a Loyalty Scheme in a Pub 
Having carried out this research, the researcher has derived the following recommendation for the possible implementation of a loyalty scheme in a pub. In order to ensure success of a loyalty scheme it is recommended that the offers are exclusive and personalised to what customers wants. A personalised loyalty scheme could help differentiate from competitors. 
Paying close attention to the psychology of loyalty schemes is fundamental in ensuring a company is making its customers feel special. There is research behind the psychology that shows customers promotions must be reinforced to make them feel valued, but too much will cause the opposite effect. Also, too much reinforcement could be unnecessarily costly to the company.
Using technology to their advantage should also be implemented alongside a loyalty scheme, having exclusive offers sent to customers phones is a fast and easy way to having customers remember who the company is and what they are offering them. This is a key aspect if a company wants to connect with the younger generation.
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Chapter 7 – Appendices 
    7.1 Appendix 1 – Blank Copy of Paper-Based Questionnaire

Before you begin the questionnaire, please tick the following boxes to confirm that you are happy to take part in the survey and understand the terms on which you are providing information.
i. I agree that I have:
	Read the information provided on the first page
	

	Received satisfactory information regarding the research
	



ii. I understand that:
	I am free to withdraw from the study at any time if I wish and if I choose to do this there will be no further contact from the researcher
	

	Any personal information I provide will be treated as strictly confidential
	

	I can refuse to answer any of the questions
	

	Confidentiality and anonymity will be maintained, and it will not be possible to identify me from any publications
	















[image: ]Questionnaire
Dear Sir/Madam,
I am writing a dissertation as part of my final year in University. The topic of study is if loyalty cards can benefit local pubs. The aim of this research is to identify the thoughts of people on loyalty schemes, and whether it will affect their visiting habits. I would be grateful if you would assist me by completing this questionnaire, which I have had permission to distribute. Your responses will remain completely confidential. Thank you in advance for your co-operation.
Section 1 – Personal Information
1. Please tick your gender
	Male
	

	Female
	

	Prefer not to say
	



2. Please tick your age category
	18-21
	
	51-60
	

	22-30
	
	61-70
	

	31-40
	
	71+
	

	41-50
	
	Prefer not to say
	



Section 2 – Background Information
3. Do you attend any pubs in your local area?
	Yes
	

	No
	

	Prefer not to say
	



4. If yes, are they locally owned or a larger chain (for example, JD Wetherspoons/Hungry Horse/Brewer and Fayre)?
	Locally owned
	

	Larger chain
	



5. [image: ]Why do you visit? Please select ALL that apply
	Good value for money
	

	Friendly bar staff and atmosphere
	

	Deals and offers
	

	Location
	

	Quality of experience/service
	



6. When deciding on which pub to visit what is most important to you? Please select ALL that apply
	Good value for money
	

	Friendly bar staff and atmosphere
	

	Deals and offers
	

	Location
	

	Quality of experience/service
	

	Reviews / people’s options
	

	Ability to have food
	



7. How often do you typically visit?
	Monday
	
	Friday
	

	Tuesday
	
	Saturday
	

	Wednesday
	
	Sunday
	

	Thursday
	
	Never
	



8. A. How much do you typically spend?
	9am-12pm
	
	6pm-9pm
	

	12pm-3pm
	
	9pm-12am
	

	3pm-6pm
	
	Never
	



           B. Has it increased/decreased/stayed the same from what you used to spend?
	Under an hour
	
	4-6 hours
	

	1-2 hours
	
	More than 6 hours
	

	2-4 hours
	
	Never 
	



[image: ]Section 3 – Loyalty Schemes
9. Do you know any pubs that offer a loyalty scheme?
	Yes
	

	No
	

	Prefer not to say
	


If yes, which ones? ________________________________________________
10. Would a good loyalty scheme entice you to visit a pub more often?
	Yes
	

	No
	

	Prefer not to say
	



11. What type of loyalty scheme would entice you to visit more often?
	Loyalty card: points are added to your loyalty card every time you spend money in the pub, once enough points are built up over time you will be able to get a drink for free
	

	Membership card: discount on every purchase
	

	Stamp card: for example, when purchasing a pint of beer, a stamp would be added to a card, after receiving all stamps a free pint of beer can be received
	

	Does not matter
	



12.  If you were part of a loyalty scheme, would you like personal offers or generalised offers send to you via mail/email/messages?
	Yes
	

	No
	

	Prefer not to say
	



13.  “Loyalty schemes add value for customers”
How strongly do you agree/disagree with this statement?
	Strongly Agree
	Agree
	Neither Agree nor Disagree
	Disagree
	Strongly Disagree

	

	
	
	
	


[image: ]
14.  “I visit my local pub less often than I used too”
How strongly do you agree/disagree with this statement?
	Strongly Agree
	Agree
	Neither Agree nor Disagree
	Disagree
	Strongly Disagree

	

	
	
	
	



15.  In recent years pub closures have increased, in 2016 around 27 pubs were closing in the UK each week. Have any of the pubs you have attended previously closed in recent years?
	Yes
	

	No
	

	Prefer not to say
	



16. Why do you think so many pubs are closing? Please select ALL that apply
	Charging higher prices
	

	Recession
	

	Increased drinking at home
	

	Younger generation prefer bars and clubs
	

	Other, please state ____________________________________________
	



17.  What would your local pubs have to do for you to visit more often?
	Offer lower prices
	

	Put on more events
	

	Introduce a loyalty scheme
	

	Offer a better experience	
	

	Other, please state ____________________________________________
	



Thank you for your co-operation



Appendix 2 – Ethics Form
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E3 FORM


	
APPLICATION FOR ETHICAL APPROVAL – BA level 

CAIS AM GYMERADWYAETH MOESEGOL – Lefel BA


	

	Mae'r ffurflen hon i'w chwblhau gan bob BA myfyrwyr. Rhaid i bob ffurflen gael ei ystyried gan diwtor y modiwl.
Dylai un copi o'r ffurflen yn cael ei roi ar y ffeiliau Gyfadran ac un copi cadw ar y ffeil myfyrwyr.
	This form is to be completed by all BA students conducting research, projects or productions. This form should be completed by the student. All forms must be considered by the Module tutor. A copy of the form must be kept centrally and on the student file.

	
ADRAN 1 – MANYLION MYFYRIWR		     
	
SECTION 1  -  STUDENT DETAILS


	Enw Llawn
Full Name 
	Sally May Miller

	

	Ysgol/Cyfadran/ 
School/Faculty
	School of Business
	Rhif Myfyriwr Student Number
	P146020

	

	Cydlynydd prosiect / Tiwtor 
Module Tutor/ Programme Co-ordinator
	Caroline Jawad
	Enw'r Gradd
Name of Degree
	Business Management

	
Teitl dangosol yr Traethawd Hir:
	
Indicative Title of Dissertation:

	Critical Analysis on the Benefits of Implementing a Loyalty Scheme in Smaller or Locally Owned Pubs



	ADRAN 2 – MANYLION CYFRANOGWYR / CYNULLEIDFA
	SECTION 2 - PARTICIPANT / AUDIENCE DETAILS



	Pwy yw’r cyfranogwyr arfaethedig?

	Who are the intended participants?
	Ydw / Yes
	Na / No 

	Myfyrwyr / staff Y Drindod Dewi Sant
	Students / staff of Trinity Saint David


	Yes
	

	Oedolion (dros oed 16 ac yn gymwys i gydsynio)
	Adults (over the age of 16 and competent to give consent)

	Yes
	

	Plant a phobl ifanc dan oed
	Children / legal minors

	
	No

	Cleifion neu gleientiaid gweithwyr proffesiynol	
	Patients or clients of professionals	


	
	No

	Rhywun sy’n cael ei gadw yn y ddalfa neu y mae’r llys wedi cymryd cyfrifoldeb amdano
	Anyone in custodial care or for whom the court has assumed responsibility

	
	No

	Aelod o unrhyw sefydliad lle mae’n bosibl bod angen i unigolyn arall hefyd gydsynio.
	A member of any organisation where another individual may also need to give consent.

	
	No

	Eraill:  Nodwch: / Others: please identify:



	

	Nifer, Oed a Ffynhonnell y Cyfranogwyr 
Rhowch fanylion yr demograffeg y cyfranogwyr / gynulleidfa.
	Participant / Audience Number and Age
Provide details of the demographics of the participants / audience.

	Nifer o Gyfranogwyr / yn y Gynulleidfa

	Participant/ Audience number
	100

	Grŵp oedran y Cyfranogwyr/y  Gynulleidfa

	Participant/ Audience age group
	18 and over





	ADRAN 3 – GWEITHGAREDD YMCHWIL

	SECTION 3 – RESEARCH ACTIVITY  



	1.
	Ydy’r prosiect yn cynnwys:
	Does the project include:
	Ydy / Yes
	Nac ydy/No 

	Defnyddio holiadur neu offeryn ymchwil tebyg 
	Use of questionnaire or similar research instrument 

	Yes
	

	Defnyddio prawf ysgrifenedig neu gyfrifiadurol 
	Use of written or computerised test


	
	No

	Cyfweliad (cysylltwch gwestiynau posibl) 
	Interview (attach provisional questions) 

	
	No

	Dyddiaduron
	Diaries

	
	No

	Arsylwi ar gyfranogwyr a hwythau'n ymwybodol o hynny
	Participant observation with their knowledge
	
	No

	Arsylwi ar gyfranogwyr a hwythau ddim yn ymwybodol o hynny
	Participant observation without their knowledge

	
	No

	Recordio fideo neu sain
	Video or audio-taping

	
	No

	Mynediad i wybodaeth bersonol neu gyfrinachol heb gydsyniad penodol y cyfranogwyr
	Access to personal or confidential information without the participants specific consent

	
	No

	Defnyddio unrhyw gwestiynau, ysgogiadau prawf, cyflwyniad y gallai rhai cyfranogwyr eu profi fel rhywbeth sy'n achosi niwed / tramgwydd corfforol, meddyliol neu emosiynol
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive

	
	No

	Cyflawni unrhyw weithredoedd allai achosi embaras neu effeithio ar hunan-barch 
	Performance of any acts which may cause embarrassment or affect self-esteem

	
	No

	Ymchwilio i gyfranogwyr sy’n ymwneud â gweithgareddau anghyfreithlon 
	Investigation of participants involved in illegal activities

	
	No

	Gweithdrefnau lle defnyddir twyll 
	Procedures that involve deception

	
	No

	Gweini unrhyw sylwedd, cyfrwng neu blasebo 
	Administration of any substance, agent or placebo

	
	No

	Dull arall o gasglu data neu fformat cyflwyno (esboniwch)
	Other method of data collection or presentation format (please explain)

	
	No



	  2. 
	Restru eich dull o gasglu data
	List your method of data collection:


	Questionnaire






	3.
	Risg Posibl:
(corfforol, seicolegol, cyfreithiol, cymdeithasol neu economaidd)
	Potential Risk: 
(physical, psychological, legal, social or economic)


	A oes unrhyw risg bosibl i:  
	Is there any potential risk to:
	Ydw / Yes
	Na / No

	A

	Cyfranogwyr?
	Participants?
	
	No

	B

	Ymchwilydd?
	Researcher?
	
	No

	C

	BrifYsgol/Cyfadran?
	University?
	
	No



	4.
	Rheoli Risg: 
Os oes, beth yw'r risg a sut y bydd yn cael ei reoli?
	Management of Risk:
If yes, what is the risk and how will it be managed?


	





	5.
	Os ydych yn delio â phlant a / neu oedolion agored i niwed, rhaid i chi gyflwyno eich tystysgrif DBS i'ch tiwtor goruchwylio i'w cymeradwyo cyn i unrhyw gysylltiad â cyfranogwyr hyn.
	If you are dealing with children and/ or vulnerable adults you must present your DBS certificate to your supervising tutor for approval before any contact with these participants.


	
	Ydw / Yes
	Na / No

	A

	Ydych chi wedi gwneud cais am dystysgrif DBS?
	Have you applied for a DBS certificate?            
	
	No

	B

	A yw eich tiwtor weld a'i gadarnhau eich tystysgrif DBS?
	Has your tutor seen and approved your DBS certificate? 
	
	No




	6.
	A fyddwch yn cael cydsyniad gwybodus ysgrifenedig gan eich cyfranogwyr?
	Will you obtain written informed consent from your participants?

	

	Ydw / Yes
	Na / No

	A

	Os na fyddwch, pam hynny?
	If no, why not?
	
	No

	B

	Os byddwch, sut byddwch yn sicrhau cydsyniad gwybodus?
	If yes, how will you secure informed consent?

	
	

	Rhowch eglurhad / Please explain:
Because it will be anonymous 


	Cynhwyswch gopi o’r ffurflen gydsynio os ydych yn defnyddio un.
	Please include a copy of the consent form if you are using one.

	
	
	
	
	
	




	ADRAN 4
	SECTION 4  

	CEFNOGWYD /APPROVED
	
	NIS CEFNOGWYD/ 
NOT SUPPORTED
	

	Datganiad
Mae'r wybodaeth a gynhwysir yma yn gywir, hyd eithaf fy ngwybodaeth a’m cred.   Rwyf wedi ceisio dynodi unrhyw risgiau a phroblemau sy’n gysylltiedig â’r prosiect / ymchwil neu gynhyrchiad ac rwyf yn cydnabod f’ymrwymiadau innau a hawliau’r cyfranogwyr. 
	Declaration 
The information contained herein is, to the best of my knowledge and belief, accurate.  I have attempted to identify any risks and issues related to the project/research or production and acknowledge my obligations and the rights of the participants.

	
	







	Llofnodau  
Dylai'r ffurflen hon gael ei chwblhau a'i llofnodi gan y myfyriwr a'r Cydlynydd y prosiect /Twitor 

	Signatures
This form should be completed and signed by the student and the Module tutor/Programme Co-ordinator.

	

	Myfyriwr / Student


	                                                                                 
	Dyddiad: / Date:

	
	
	

	Cydlynydd y prosiect /Twitor 
Project co-ordinator / Tutor

	
	                                                                                                                 Dyddiad: / Date:

	
	
	




[bookmark: _GoBack]
GENDER OF RESPONDENTS (%)

[VALUE]
[VALUE]

Male	Female	58	42	


Age Range of Respondents (%)


18-21	22-30	31-40	41-50	51-60	61-70	71+	6	26	14	20	18	10	6	

DO YOU VISIT A PUB IN YOUR LOCAL AREA?


Yes	No	75	25	


ARE THE PUBS YOU ATTEND LOCALLY OWNED OR LARGER CHAINS?


Locally Owned	Larger Chain	38	62	


WHY DO YOU VISIT?

Good value for money	Friendly bar staff and atmosphere	Deals and offers	Location	Quality of experience/service	Socialising with others	British tradition	To have a pint after work	Get out of the house	Sport	74	65	43	75	46	73	29	53	57	67	


WHEN DECIDING ON WHICH PUB TO VISIT WHAT IS MOST IMPORTANT TO YOU?

Good Value for Money	Friendly Bar Staff and Atmospere	Deals and Offers	Location	Quality of Experience	Socialising with Others	Food being served	Pint After Work	Get Out of the House	Sport	Beer gardens	46	75	56	67	27	70	34	50	65	62	25	


HOW OFTEN DO YOU VISIT?


Daily	A few days a week	Only on the weekends	Once a month	Once a year	Only on bank holidays	Never	20	28	27	6	4	4	11	

HOW MUCH DO YOU TYPICALLY SPEND?

£0-£25	£26-£50	£51-£75	£76-£100	£101+	15	30	20	17	18	


do you spend more, less or the same as you used to?


Spend more	Spend less	Spend the same	91	0	9	

do you know of any Pubs that offer a loyalty scheme?


Yes	No	73	27	

Would a good loyalty scheme entice you to visit a pub more often?


Yes	No	81	19	

WHAT TYPE OF LOYALTY SCHEME WOULD ENTICE YOU TO VISIT MORE OFTEN?

Loyalty card	Membership card	Stamp card	Does not matter	None	23	18	12	47	0	


would you rather personalised offers or general offers sent to you?


Personalised	General	Does not matter	56	20	24	

"Loyalty schemes add value for customers"


Strongly agree	Agree	Neither agree/disagree	Disagree	Strongly disagree	76	24	0	0	0	

"i visit my local pub less often than i used to"


Strongly agree	Agree	Neither agree/disagree	Disagree	Strongly disagree	0	6	34	49	11	

have any of the pubs you have previously attended closed down in recent years?


Yes	No	41	59	

WHY DO YOU THINK SO MANY PUBS ARE CLOSING?

Higher prices	Recession	Increased drinking at home	Younger generation not visiting 	Other	67	34	72	70	0	


WHAT WOULD YOUR LOCALLY PUB HAVE TO DO FOR YOU TO VISIT MORE OFTEN?

Offer lower prices	Introduce a loyalty scheme	Offer a better experience	Put on more events (bands etc.)	Employ better staff	Offer food	Offer a better selection of drinks	Other	56	78	65	72	67	35	32	0	
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understand numerous contrioutors that can affect s company. The five aspects of this mode! are: -

customer bargaining power, supplier bargaining power, the threat of substitute products, the threat
of new entrants and industry competition. The first four elements operate individually from each
other whilst intensifying the rivalry within the industry.
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