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[bookmark: _Toc241161924]Abstract 
In the UK grocery retail industry, data-driven personalisation has revolutionised how retailers treat customers, with a focus on developing more effective customer loyalty programmes. Supermarkets increasingly use loyalty programmes, customer analytics, and digital platforms to offer individual discounts, recommendations, and rewards. Although personalised offers are one way to engage customers, it remains unclear whether they build genuine customer loyalty. This study examines the role of offer personalisation in customer loyalty in the UK grocery retail sector, while exploring the mediating role of offer personalisation relevance, personalised offer values, perceived fairness, and customer trust in customer satisfaction and customer loyalty outcomes.
The research is qualitative secondary research using comparative case study analysis. The study analyses five large UK grocery stores (Tesco Clubcard, Sainsbury's Nectar, Lidl Plus, Morrisons More, and Asda Rewards) using publicly available secondary data, including company reports, industry reports, regulatory documents, and academic literature. The research follows an inductive approach, drawing on an interpretivist philosophy and existing theories to develop patterns from the case evidence. The study is theoretically informed by Commitment–Trust Theory of Relationship Marketing and Oliver’s Customer Loyalty Model.
Results show that personalised offers can build customer engagement and lead to customer loyalty, as long as they are seen as relevant, valuable, and fairly implemented. But personalisation does not always lead to loyalty. The case analysis shows that personalised rewards can have a more direct effect on behavioural responses, like buying behaviour and programme participation, than on deeper attitudinal loyalty. These conditions of customer trust and perceived equity are identified as key conditions, as customers assess the value of what they get but also how it is gathered, utilised, and interpreted in customised offers. Moreover, customer satisfaction appears to be a significant intervening variable between positive perceptions of personalisation and potential customer outcomes such as loyalty.
The study builds on the existing literature by combining personalised offer relevance, perceived reward value, perceived fairness, customer trust, and customer satisfaction in one conceptual framework, and applying it specifically to grocery retail in the UK. It takes the concept of relationship marketing further by showing that, beyond being a result of successful loyalty campaigns, trust is also a precondition that allows customers to embrace personalisation. Managerially, the research suggests that retailers should focus more on providing meaningful and transparent personalisation, and less on discounts. Retailers must balance creating customer value with being fair, transparent, and responsible in using data for loyalty strategies.
The study concludes that personalised offers are an opportunity to strengthen customers' relationship with the retailer, but whether they are perceived as relevant, valuable, and legitimate in today's increasingly competitive grocery retail landscape remains to be seen.















Table of Contents
Acknowledgment	2
AI Acknowledgements	3
Declaration	4
Abstract	5
Chapter 1: Introduction and Rationale	11
1.1 Research Background	11
1.2 Research Rationale	12
1.2.1 Theoretical Justification	12
1.2.2 Practical Contribution	13
1.2.3 Research Contribution & Motivation	13
1.4 Research Aim, Objectives and Questions	15
Chapter 2: Literature Review	16
2.1 Introduction	16
2.2 Thematic Review of the Literature	16
2.2.1 Personalised Offers and Loyalty Programmes in Grocery Retailing	16
2.2.2 Personalised Offer Relevance and Customer Support	18
2.2.3 Perceived Reward Value	18
2.2.4 Perceived Fairness of Loyalty and Personalised Pricing	19
2.2.5 Customer Trust & Data Driven Personalisiation	20
2.3 Theoretical Foundation and Contribution	20
2.3.1 Commitment–Trust Theory of Relationship Marketing	20
2.3.2 Oliver's Customer Loyalty Model	21
2.3.3 Theoretical Contributions	22
2.4 Conceptual Framework and Development of Relationships	22
2.4.1 Personalised Offer Relevance and Customer Loyalty	22
2.4.2 Perceived Reward Value and Customer Satisfaction	22
2.4.3 Perceived Fairness and Customer Satisfaction	23
2.4.4 Customer Trust and Customer Satisfaction	23
2.4.5 Theoretical Framework 	24
2.5 Research Gap	25
2.6 Chapter Summary	27
Chapter 3: Research Methodology	35
3.1 Introduction	35
3.2 Research Philosophy, Approach and Design	36
3.2.1 Research Philosophy	36
3.2.2 Research Approach	36
3.2.3 Research Design	37
3.3 Research Strategy and Justification	37
3.4 Case Selection and Sampling Strategy	38
3.5 Data Sources and Data Collection	41
3.6 Data Analysis Approach	42
3.7 Research Quality and Rigour	44
3.8 Ethical Considerations	44
3.9 Chapter Summary	45
Chapter 4: Findings	46
4.1 Introduction	46
4.2 Case Study 1: Tesco Clubcard	46
4.2.1 Background	46
4.2.2 Challenges/Opportunity	47
4.2.3 Approach and Implementation	47
4.2.4 Outcomes and Results	47
4.3 Case Study 2: Sainsbury's Nectar	49
4.3.1 Background	49
4.3.2 Challenges/Opportunity	49
4.3.3 Approach and Implementation	49
4.3.4 Outcomes and Results	50
4.4 Case Study 3: Lidl Plus	51
4.4.1 Background	51
4.4.2 Challenges/Opportunity	51
4.4.3 Approach and Implementation	51
4.4.4 Outcome and Results	51
4.5 Case Study 4: Morrisons More	52
4.5.1 Background	52
4.5.2 Challenges/Opportunity	53
4.5.3 Approach and Implementation	53
4.5.4 Outcomes and Results	53
4.6 Case Study 5: ASDA Rewards	54
4.6.1 Introduction	54
4.6.2 Challenges/Opportunity	54
4.6.3 Approach and Implementation	54
4.6.4 Outcomes and Results	55
4.7 Summary of Cross Case Analysis	55
4.7.1 Recurring Triggers Across Cases	55
4.7.2 Common Response Patterns	55
4.7.3 Major Differences Between the Five Cases	55
4.7.4 Emerging Relationship Between Execution and Results	56
4.8 Chapter Summary	56
Chapter 5: Discussion and Analysis	57
5.1 Purpose and Positioning	57
5.2 Analytical Framework and Logic	57
5.3 Cross-Case Synthesis: Comparison and Contrasts with Literature	58
5.3.1 Customer Offer Relevance and Customer Engagement	58
5.3.2 Perceived Reward Value and Loyalty	59
5.3.3 Perceived Fairness, Transparency and Consumer Trust	60
5.3.4 Customer Satisfaction and Loyalty Formation	61
5.3.5 Digital Capability and Contextual Differences	62
5.4 Integration to the Conceptual Model and Poirpositions	63
5.5 Robustness Considerations	64
5.6 Practical Synthesis	64
5.7 Chapter Summary	65
Chapter 6: Conclusion	66
6.1 Introduction	66
6.2 Brief Summary of Key Findings	66
6.3 Theoretical Implications	67
6.3.1 Extending the Commitment Trust Perspective	67
6.3.2 Refining the Value-Loyalty Relationship	68
6.3.3 Integrative Refinement of Conceptual Model	68
6.4 Managerial Implications	69
6.4.1 Ensuring Relevance as the Primary Objective	69
6.4.2. Moving Beyond Discount Dependency	69
6.4.3 Building Strategic Capabilities of Fairness and Transparency	69
6.4.4 Integrating Loyalty Data throughout the Customer Journey	70
6.5 Limitations and Directions for Future Research	70
6.6 Closing Statement	71
References	72

List of Tables
Table 1: Table of Summary of Literature:  Critical Literature Synthesis of Personalisation and Customer Loyalty	28
Table 2: Selected Case Studies for Rationale	41

List of Figures
Figure 1:Theoretical Framework	25
Figure 2: Research Onion (Saunders et al., 2023)	36
Figure 3: Tesco sales revenue (TRADING ECONOMICS, 2026)	49
Figure 4: Sainsbury’s market share in the last 10 years (Investing.com, 2026)	51
Figure 5: UK grocery brand market share (Volpe, 2025)	53







[bookmark: _Toc234458694][bookmark: _Toc241161925]Chapter 1: Introduction and Rationale
[bookmark: _Toc234458695][bookmark: _Toc241161926]1.1 Research Background 
The UK grocery retail sector is one of the most competitive, data-intensive and low-margin segments in the retail economy, with strong price competition and evolving consumer demands. Customer retention is more valuable than gaining new customers, as marketing and promotion costs rise in this saturated market, with supermarket chains like Tesco, Sainsbury's, Asda, Morrisons, Aldi and Lidl present. Loyalty schemes like Tesco Clubcard, Sainsbury's Nectar, Lidl Plus, and Morrisons More are now central to supermarkets' strategies to drive repeat purchases and build loyalty. According to CMA (2024b), 97% of UK shoppers are members of one or more supermarket loyalty schemes, and it is becoming commonplace in the UK to buy and pay for products at loyalty discounts. Casaca and Miguel (2024) stated that personalisation is the use of information about the customer, including previous purchases, shopping habits, and product preferences. Studies indicate that the adoption of personalisation can have a positive impact on loyalty, but not always directly, because it can enhance satisfaction and trust (Coelho and Henseler, 2012; Lindecrantz, Gi and Zerbi, 2020).
Supermarkets can interact directly with consumers through personalised vouchers, targeted notifications, and product recommendations enabled by mobile applications and digital loyalty cards.  Yet, the challenges for management in making personalised offers a reality remain formidable. Some customers may feel it is unfair to see different prices for the same product when special offers are made at different price levels (Haws and Bearden, 2006). So, for retailers, the challenge is balancing the benefits of data-driven personalisation with transparency, fairness, and trust to support long-term customer relationships.

[bookmark: _Toc234458696][bookmark: _Toc241161927]1.2 Research Rationale 
[bookmark: _Toc234458697][bookmark: _Toc241161928]1.2.1 Theoretical Justification
As per the previous marketing research, customer loyalty is not only about repeat purchase behaviour, but its perception also involves the attitudinal aspects of the consumer's emotional and cognitive level of commitment where customer experience and customer satisfaction can also affect loyalty and repurchase intentions (Chatzoglou et al., 2022; Damaschi, Aboueldahab and D’Addario, 2025). Oliver's loyalty model describes loyalty as a linear progression from cognitive loyalty to affective loyalty, conative loyalty, and finally action loyalty (Yaqub et al., 2023). Another theory in relationship marketing is that trust and commitment are important for LTC relationships because customers are more likely to remain with firms that they deem reliable and just (Hidayat and Idrus, 2023). Regarding the effect of loyalty schemes on buying behaviour, in loyalty programme research, there is evidence that over time loyalty schemes can stimulate buying behaviour, but this effect is different for customer segments, industries and programme designs (Dorotic, Bijmolt and Verhoef, 2012; Tripathi and Jaiswal, 2023). Customer satisfaction is also strongly associated with repeat purchase and loyalty, indicating that loyalty programmes are more effective when customers view them as valuable and offer a positive experience (Stathopoulou and Balabanis, 2016). 
However, other studies indicate that personalisation can lead to greater relevance and customer responses to communication, while also causing privacy concerns, feelings of vulnerability, and resistance when data collection is unclear (Aguirre et al., 2015; Vishwakarma et al., 2025). Likewise, loyalty program research shows that rewards can drive repeat purchases, but different customers respond to different reward designs (Dorotic, Bijmolt and Verhoef, 2012). Despite this, previous research has identified personalisation, reward value, fairness, trust, and satisfaction as important factors, but little research explores the combined effect of these factors on customer loyalty. This research gap is the lack of understanding of how the interaction among the three determinants of personalised offer relevance, perceived reward value, perceived fairness, and customer trust affects customer loyalty in the UK grocery retail sector, and how customer satisfaction fits within these relationships. Although there are a number of existing studies that provide foundations for loyalty, relationship marketing and personalisation, many of the previous studies are related to general retail, online advertising, fashion retail, or e-commerce, but not UK supermarkets (Bleier and Eisenbeiss, 2015; Vishwakarma et al., 2025; Priester, Robbert and Roth, 2020). Thus, this study also contributes to the literature on customer satisfaction as a mediating variable between perceptions of personalised loyalty offers and customer loyalty, as well as on customer loyalty and relationship marketing.
[bookmark: _Toc234458698][bookmark: _Toc241161929]1.2.2 Practical Contribution 
This research also has practical and managerial significance, as supermarket loyalty schemes have become a key element of competition in the UK supermarket sector. Supermarket managers are not just interested in whether personalised offers boost sales; they are also concerned about whether they foster long-term customer loyalty without compromising customer trust. It presents a management problem, as supermarkets have to gauge offers that look attractive and relevant but do not leave the impression that they are exploiting the non-members, or that there are price disparities 
According to McKinsey & Company (2023), personalisation can cut customer acquisition costs by up to 50%, boost revenue by 5% to 15%, and improve marketing ROI by 10% to 30%.. But if offers are irrelevant or seen as unfair and/or intrusive, supermarkets can lose trust and erode loyalty rather than reinforce it.  If a supermarket invests heavily in artificial intelligence-based loyalty systems, mobile apps, and data analysis without understanding customer perceptions, it may spend more on promotions without gaining real customer loyalty. They can also erode trust if customers see offers as unfair, hard to understand, or based on excessive use of personal data. 
[bookmark: _Toc234458699][bookmark: _Toc241161930]1.2.3 Research Contribution & Motivation 
Theoretically, this research builds on the Commitment-Trust Theory of Relationship Marketing, which shows that although trust can lead to loyalty, it is not the only factor needed in the data-driven retailing context. Rather, the study suggests that before customers become satisfied, they must first assess whether personalised offers are relevant, valuable and fair, and then become satisfied, thereby fostering loyalty. The research therefore builds on relationship marketing theory, customer loyalty theory, and recent personalisation literature (Bleier and Eisenbeiss, 2015).
The empirical contribution of this study is the emphasis placed on the grocery retail sector in the United Kingdom, where loyalty programmes are an important competitive tool. While many studies examine customer loyalty in retailing, banking, hospitality, and e-commerce, few empirical studies have examined the joint effects of personalised offer relevance, reward value, fairness, and trust in UK grocery supermarkets.
Supermarket managers continue to invest significant amounts of money in customer analytics, artificial intelligence, and customised loyalty initiatives to retain customers and boost long-term profitability. But research by Brohan (2025) and Gupta, Sharma, and Mathew (2025) has demonstrated that poor personalisation can lead to decreased customer loyalty, perceptions of inequity, and loss of trust. The results will help managers identify which factors most affect customer loyalty. In particular, this study will help retailers understand the role of offer relevance, perceived reward value, perceived fairness, and customer trust in customer satisfaction and loyalty. These insights can help design loyalty programmes that are more transparent, customer-centred, and effective, while improving marketing ROI and long-term customer relationships.
The study also has implications for policymakers and consumer protection authorities. Loyalty pricing for personalisation is becoming more prevalent in UK grocery retailing, and regulators need empirical evidence of consumer reactions to personalised pricing and the level of fairness and transparency achieved in retailing. The results could thus inform guidelines that promote responsible use of customer data, transparent communication about personalised discounts, and the fair application of loyalty pricing policies.
This study is original because it integrates the analysis of personalised offer relevance, perceived reward value, perceived fairness, trust, customer satisfaction, and customer loyalty within a unique conceptual model. This research combines these relationships, whereas most prior research has examined one determinant of loyalty at a time and/or focused on different retail sectors. The study integrates key concepts from relationship marketing with current challenges, such as personalisation through loyalty pricing, creating a theoretically enriched and practically relevant framework that enriches the body of knowledge on customer loyalty management.
[bookmark: _Toc234458700][bookmark: _Toc241161931]1.4 Research Aim, Objectives and Questions 
Research aim:
The aim of this study is to investigate the influence of offer personalisation on customer loyalty in the grocery retail industry in the UK.
Research objectives:
· To analyse how personalised offer relevance and perceived reward value influence customer engagement and loyalty within the UK grocery retail industry 
· To explore how perceived fairness, transparency, and customer trust shape customer responses to personalised offers and loyalty programmes in the UK grocery retail industry 
Research questions:
· How do personalised offer relevance, perceived reward value, perceived fairness and trust relate to customer loyalty outcomes, and what role does customer satisfaction play in this relationship?  



[bookmark: _Toc241161932]Chapter 2: Literature Review
[bookmark: _Toc241161933]2.1 Introduction 
This chapter reviews the literature on the effects of personalised offers on consumer loyalty in the UK grocery retailing sector. Customers' loyalty cards, mobile applications, transaction histories, and customer analytics are becoming common tools for grocery retailers to offer individually targeted discounts, product recommendations, and promotional rewards. But personalised offers do not always lead to true customer loyalty. Their effectiveness depends on how customers perceive the relevance and value of the offers, how the system is perceived as fair, and how much they trust the retailer. The review primarily targets peer-reviewed research on personalisation, loyalty programmes, data-driven retailing, pricing fairness, trust, satisfaction, and loyalty.
[bookmark: _Toc241161934]2.2 Thematic Review of the Literature 
[bookmark: _Toc241161935]2.2.1 Personalised Offers and Loyalty Programmes in Grocery Retailing
Personalised offers are promotions, recommendations, discounts, or rewards targeted to a specific customer based on information about their characteristics or past behaviour. Weidig, Weippert and Kuehnl (2024) argued that personalisation should be considered throughout the entire customer journey, not as a one-off promotional event. It depends on the type of touchpoint, the customer's position in the sales process, and the design of the personalised interaction.  Similarly, Wait (2022) clarified that many individualised grocery offers are delivered via loyalty programmes, which provide organisational infrastructure. Wait (2022) also asserted that they use concrete incentives like discounts, vouchers and points, and less tangible ones like recognition, convenience and personalised communications. The effectiveness of loyalty programmes can be judged beyond rewards, as Chen, Mandler and Meyer-Waarden (2021) found: outcomes depend on programme design, customer characteristics, market factors, and how loyalty is measured. 
A study by Belli et al. (2022) examined the results and found that loyalty programmes generally boost customer loyalty. However, this conclusion should be taken with a pinch of salt. The studies included in the report covered a range of industries, programme designs, and measures of loyalty, so an average positive effect does not mean any programme design guarantees success. Results derived from airlines and hospitality or specialist retail cannot be automatically transferred to grocery retail, where purchases are frequent, switching costs are low, and consumers can split their money between several competing supermarkets. Närvänen et al. (2020) similarly question traditional transaction-centric conceptions of retail loyalty by demonstrating that consumers have multiple understandings of retail loyalty, such as routine, freedom of choice, social belonging and personal commitment. Their research shows that the same purchasing behaviour can reflect very different psychological relationships: one buyer might visit the same supermarket repeatedly because of their attachment to the store, whilst another may go there because it is the quickest and easiest store to reach. Thus, repeat sales should not be equated with loyalty.  Filipe, Marques and Salgueiro (2017) found that the relationship between satisfaction and loyalty was more positive for those who participated in loyalty programmes. They also found that the supermarket format had direct and indirect effects on trust. Likewise, the results of the study by Ďaďo, Taborecka-Petrovicova and Rajić (2022) indicated that both attitudinal and behavioural loyalty were directly influenced by relationship satisfaction and relationship commitment, while trust had an indirect influence on loyalty via satisfaction and commitment.
CMA (2024b) reported that 76% of consumers said their primary shopping location did not change after the implementation of loyalty pricing, and identified an average of three supermarket loyalty schemes. The results indicate that loyalty pricing can foster loyalty behaviour without fostering exclusive patronage. Meyer-Waarden, Bruwer and Galan (2023) further support the distinction between participation in a loyalty programme and retailer loyalty. They found that perceived programme value resulted in programme engagement, which led to programme loyalty, brand loyalty and customer engagement. However, due to its cross-sectional survey design, it is unable to determine long-term behaviour changes, and its cross-sectional approach across three industries makes it difficult to separate the effects on the grocery sector. On the other hand, a study by Dlamini and Chinje (2019) found that loyalty programmes helped consumers repeat their purchases as a result of satisfaction, trust, and commitment, with satisfaction being the most effective mediator.
Selection effects can also be generated by loyalty programmes. The more customers like a supermarket, the greater the likelihood that they will sign up for the programme and redeem rewards (Leenheer et al., 2007).  Therefore, loyalty programmes can improve customer loyalty, but membership does not create 'exclusive loyalty'.
[bookmark: _Toc241161936]2.2.2 Personalised Offer Relevance and Customer Support
Leppäniemi, Karjaluoto and Saarijärvi (2017) explored willingness to share information among retail customers, and their structural models revealed that perceived value and satisfaction were correlated with willingness to share personal information, which led to increased intentions to be loyal and actual loyalty actions. They propose that sharing information does not have to be a privacy cost to consumers, because customers may be willing to share their information if they feel it creates value and satisfaction in the service they receive. However, it may be difficult to determine the causal direction.  If people have already been more positive about a retailer in their relationship, they might be more willing to share information, as warmth towards the retailer can decrease privacy concerns and boost information sharing (Aiello, et al., 2020). Moreover, Li, Yuan, and Tian (2023) discovered that transparency, privacy, security, and algorithmic fairness were required conditions for sustainable trust, as were interactive and algorithm-supported retail experiences that contributed to increased satisfaction. While grocery offers might be small and frequent, other ecommerce suggestions could be for items that are not purchased as often.
[bookmark: _Toc241161937]2.2.3 Perceived Reward Value
Perceived reward value is the customer's assessment of the rewards they receive from engaging in a loyalty program or a targeted offer (Mimouni-Chaabane and Volle, 2010). These benefits can be economic, such as reduced prices or vouchers, or non-economic, such as recognition, convenience, or reduced search effort. 
Meyer-Waarden, Bruwer, and Galan (2023) found that the perceived value of a loyalty program increases user engagement, leading to greater loyalty to the program and the brand as a whole. Their results indicate that rewards are not just about money and that they promote loyalty beyond monetary incentives. However, the direction of this relationship is not conclusively determined by the evidence because it is cross-sectional. In the grocery-retail context, similarly, Leppäniemi, Karjaluoto and Saarijärvi (2017) have shown that perceived value is tightly related to information-sharing willingness and satisfaction. When customers feel that data exchanges can offer benefits, they seem more willing to become involved in data-driven retail transactions. Harris and Khatami (2017), however, presented a different view, stating that satisfaction, commitment, loyalty, trust, perceived value, and quality all had a positive impact on positive word of mouth, but that commitment had the greatest impact and satisfaction the least. 
In sum, it indicates that the relationship between value and satisfaction is significant, as is the relationship between value and loyalty; however, reward value does not lead to lasting commitment.
[bookmark: _Toc241161938]2.2.4 Perceived Fairness of Loyalty and Personalised Pricing 
In personalised pricing, fairness perceptions shape the evaluations of differentiated pricing, especially when customers evaluate whether price gaps are warranted and clearly communicated (Hufnagel, Schwaiger and Weritz, 2022).
Hufnagel, Schwaiger and Weritz (2022) also claimed that perceptions of price fairness, such as perceived advantage or disadvantage to the individual, are an important factor in consumer reactions to personalised pricing.   However, Priester, Robbert and Roth  (2020) argued that personalised loyalty offers cannot be seen as the same as price discrimination for individuals. Most supermarket schemes provide a member price, rather than calculating each member's individual price. Thus, the results of personalised e-commerce pricing should be used with care when it comes to loyalty pricing. This, however, can yield a negative response when consumers realise others are willing to pay even less for the same product, as Richards, Liaukonyte and Streletskaya (2016) discovered. Their experimental findings show that, if a perceived price difference is unfavourable for the individual, it decreases the likelihood of buying the product, as does perceived unfairness. However, Hride, Ferdousi and Jasimuddin (2022) offer conflicting evidence regarding the mechanisms through which fairness leads to loyalty: they found that price fairness positively affected loyalty, satisfaction and trust, but the fairness–loyalty relationship was not mediated by satisfaction and trust. This means that when customers are treated fairly, they may react first to a particular aspect of the treatment before adjusting their overall satisfaction or trust. Thus, fairness may decide whether consumers see a tailored offer as appreciation or exploitation. 
[bookmark: _Toc241161939]2.2.5 Customer Trust & Data Driven Personalisiation 
Customer trust is their confidence that the retailer is trustworthy, reliable, competent and responsible in handling their information. Trust issues are not limited to the supermarket as a business; digital interactions, pricing models, and transactions are also at stake in personalised grocery retail. A study by Larsson and Haresamudram (2024) revealed that consumers' previous trust in data collection impacted the assessment of recommendation systems and targeted advertising. Hassan, Abdelraouf  and El-Shihy (2025), on the other hand, revealed that trust directly contributed to satisfaction and loyalty in an AI-supported e-commerce context, and personalisation enhanced the relationship between the three. The disparity could be due to the varying factors that constitute trust in a grocery store versus trust in AI-driven commerce, such as product quality, staff reliability, and operational trust, versus technology, recommendations, and data use. This relation is complicated by privacy as well. Studies indicate that the perceptions of privacy and security play a role in developing customer trust and satisfaction in digital environments. However, according to Alisa and Agus (2025), privacy and security were found to have the positive effect on satisfaction, and satisfaction had the most significant direct impact on repurchase intention, but personalisation itself had no significant direct impact. This illustrates that personalisation is not enough to have positive customer outcomes, it needs to be accompanied by trust building and positive customer experiences (Aguirre et al., 2015; Garbarino and Johnson, 1999).
In sum, these studies suggest that consumers may appreciate customised offers but are aware of the trade-offs of collecting data.
[bookmark: _Toc241161940]2.3 Theoretical Foundation and Contribution 
[bookmark: _Toc241161941]2.3.1 Commitment–Trust Theory of Relationship Marketing 
This theory suggests that trust and commitment, not short-term transactions, build long-term partnerships. Trust in retailing means the client believes a retailer is dependable, honest, and unlikely to abuse the connection, while commitment means the desire to sustain it. The current research examines whether personalised offers enhance grocery retailer-customer relationships rather than just generating immediate purchases (Morgan and Hunt, 1994; Badrinarayanan and Ramachandran, 2024). 
Retail scenarios demonstrate its relevance, and the role of trust is still not entirely agreed upon. Anıl Konuk (2022) found that trust leads to increased perceived value, loyalty intentions, and behaviour. However, Alagarsamy, Mehrolia and Singh (2021) found that convenience and structural ties did not directly impact trust or loyalty. Rather, financial, emotional and social connections affected relationship quality and the sense of community most strongly affected brand loyalty. Their findings indicate that trust is only one element of the relationship and can be insufficient if tailored offerings are not valuable or lack emotional linkage. Likewise, Mujianto et al. (2023) suggest that commitment and satisfaction had a positive direct influence on loyalty, whereas trust did not have the expected direct influence. Although this study did not consider supermarket consumers, it illustrates that trust does not necessarily translate into loyalty, even in the B2B context. It can vary by relationship type, the value of the benefits received from the relationship, and the presence of other relationship quality attributes.
[bookmark: _Toc241161942]2.3.2 Oliver's Customer Loyalty Model
This loyalty framework further explains how loyalty emerges. This paradigm has four phases: cognitive, affective, conative and action loyalty. Cognitive loyalty is based on rational assessments, such as believing one store offers better pricing or benefits (Kumar, Gupta and Kishor, 2016). This theory can be particularly useful because it helps separate genuine loyalty from repeat purchases. Personalised offers can build initial cognitive loyalty through perceived savings, but deeper loyalty may require satisfaction, trust, and pleasurable experiences. Oliver's loyalty model suggests that loyalty can be cognitive, affective, conative, and behavioural, but dissatisfaction, attractive competing alternatives, variety seeking, and promotional incentives can disrupt the progression toward stronger loyalty (Oliver, 1999). This is especially true in grocery retail, where consumers may have multiple loyalty-scheme memberships and regularly shop at multiple supermarkets, rather than staying loyal to one supermarket store (CMA, 2024b)
[bookmark: _Toc241161943]2.3.3 Theoretical Contributions 
The study does not present a completely new theory. It aims to bring relationship marketing, customer loyalty, and customer personalisation into the UK grocery retail environment. It brings together four different evaluations of personalised loyalty offers: relevance as an experiential benefit, reward value as an economic benefit, fairness as an ethical judgement and trust as a relational judgement. This integration adds richness to Commitment-Trust Theory by considering that trust is established as part of a larger evaluation of the usefulness of the offer, reward distribution, and data practices. It also links customer satisfaction to customer loyalty, showing how these evaluations may be reflected in loyalty. The study, however, is based on cross-sectional survey data, which can be used to determine statistical correlations, but not causal relationships over time that lead to loyalty. So, its theoretical impact should be presented as contextual testing and integration, instead of causal confirmation.
[bookmark: _Toc241161944]2.4 Conceptual Framework and Development of Relationships 
[bookmark: _Toc241161945]2.4.1 Personalised Offer Relevance and Customer Loyalty
Personalised offer relevance is the degree to which the customer thinks the offer is relevant to their preferences, previous purchases, and current needs (Oancea¸2021). Too much information can lead to information overload and impact consumers' online reactions (Lv and Liu, 2022), and more effective personalised content can be achieved when consumers believe it is relevant to their decision context (Tam and Ho, 2006). The effectiveness of personalisation depends on how and when personalised content is delivered (Bleier and Eisenbeiss, 2015). Additionally, consumers can have negative reactions if personalisation raises concerns about how their data has been gathered (Aguirre et al., 2015). The relationship is therefore positive but depends on the customer's acceptance of how it is created.
[bookmark: _Toc241161946]2.4.2 Perceived Reward Value and Customer Satisfaction 
Rewards are likely to contribute to satisfaction when customers feel the rewards are commensurate with their participation in a programme and the sharing of their data (Söderlund and Colliander, 2015). Reward-based programmes, however, do not guarantee long-term attitudinal loyalty, as the impact of such programmes is more likely to drive behavioural loyalty (Belli et al., 2022), and customers' purchasing behaviour can also be shaped by their journey and rewards of competing programmes (Khodakarami, Andrew Petersen and Venkatesan, 2024). Therefore, the framework does not presume that rewards automatically lead to long-term loyalty.
[bookmark: _Toc241161947]2.4.3 Perceived Fairness and Customer Satisfaction 
Söderlund and Colliander (2015) found that consumers evaluate loyalty program incentives differently depending on whether they view them as under-rewarding, equitable, or over-rewarding. However, customers may become dissatisfied if they feel the rewards or price are not fairly distributed, especially if they learn that peers are being treated better (Söderlund and Colliander, 2015; Richards, Liaukonyte and Streletskaya, 2016). However, prior research findings are not always consistent in demonstrating satisfaction's mediating role between fairness and loyalty (Hride, Ferdousi and Jasimuddin, 2022). When customers experience unfairness, they may cut back on their purchases or switch to another retailer (Pizzutti dos Santos and Basso, 2012). The proposed model thus does not assume that the mediated relationship is necessary.
[bookmark: _Toc241161948]2.4.4 Customer Trust and Customer Satisfaction
Trusted retailers are expected to improve customer satisfaction by reducing perceived risk and giving customers confidence that personalised offers are legitimate. Daud (2018) found that trust directly affected loyalty and indirectly through perceived usefulness and satisfaction. This study was conducted in telecommunications, not in a grocery store, so the findings must be interpreted with care. This relationship could be particularly significant in supermarket loyalty programs, where customer transaction information is provided repeatedly over a long period. However, satisfaction does not guarantee trust when offers are unimportant or poor (Garbarino and Johnson, 1999)




[bookmark: _Toc241161949]2.4.5 Theoretical Framework Personalised Offer Relevance 
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[bookmark: _Toc240449020]Figure 1:Theoretical Framework
The theoretical framework consists of four independent variables, namely: personalised offer relevance, perceived reward value, perceived fairness and customer trust, mediated by customer satisfaction and customer loyalty as the dependent variable. The framework was not directly taken from a single existing study, but was designed by combining the relationships found in the literature, and tailoring them to the setting of UK grocery loyalty programmes.
The inclusion of personalised offer relevance arose as relevant and timely offers can make customers feel understood, which can enhance their satisfaction and loyalty (Oancea, 2021). Perceived reward value was obtained from a study that revealed that when the reward value has an economic or non-economic impact on the customer, they become more satisfied and more involved with the brand (Leppäniemi, Karjaluoto and Saarijärvi, 2017; Meyer-Waarden, Bruwer and Galan, 2023). Perceived fairness was incorporated because clear and fair pricing can affect satisfaction, trust and loyalty, and unfair pricing differences can trigger negative responses from customers (Hufnagel, Schwaiger and Weritz, 2022; Hride, Ferdousi and Jasimuddin, 2022). Commitment–Trust Theory underpins customer trust, and previous research indicates that trust in the retailer and in its handling of customer data can positively affect satisfaction and loyalty (Hassan, Abdelraouf and El-Shihy, 2025). The framework thus ties the theoretical arguments presented in this chapter with the qualitative methodology presented in Chapter 3.
[bookmark: _Toc241161950]2.5 Research Gap
While significant insights exist on personalised offers, loyalty programmes, and customer relationship management, some questions remain unanswered. The first gap concerns the fragmentation of loyalty-determinant analysis. Much past research focuses on personalisation, perceived value, fairness, trust, satisfaction, and loyalty individually, rather than in a unified model. As such, there is a lack of understanding of the relative and combined effect these factors have on customer loyalty.  This study tackles this problem by integrating the concepts of personalised offer relevance, perceived value of the rewards, perceived fairness and customer trust in a single framework. 
A second gap is the lack of UK grocery-retail evidence. Most current evidence relates to e-commerce, telecom, banking, hospitality, or retail in general. Several important differences exist between these contexts and UK grocery retail: First, supermarket customers are very price- and convenience-sensitive. Another research gap is limited understanding of the satisfaction–loyalty mechanism. Some studies found evidence of a mediating effect of customer satisfaction between customers' assessment of retail experiences and their loyalty, while others did not. Other research has found mediation effects between customer satisfaction and customer loyalty outcomes. Muhammad Rozi and Supriyanto (2021) discovered how satisfaction relates to loyalty. However, the level and type of these connections can vary by context, customer characteristics, and what is being evaluated.
Another gap relates to the insufficient attention to customers' evaluation of personalised offers. Previous studies on grocery-loyalty programmes have focused on programme membership, service quality, repeat purchasing, and the overall effectiveness of the programme, while fewer studies have examined customers' evaluations of the relevance, value, and fairness of personalised offers (Chen et al., 2021). This study does not treat membership in a loyalty programme as loyalty, but instead focuses on perceptions of the offer's relevance, value, and fairness, along with trust. This research addresses this issue by focusing on supermarket loyalty programme users in the UK, including programmes such as Tesco Clubcard, Nectar, Lidl Plus, Morrisons More and Asda Rewards. It thus offers evidence for personalised offers and loyalty, specific to the UK grocery market.
Ambiguity also exists with respect to the role of trust as described in the literature. Existing studies are inconclusive about whether trust directly leads to loyalty or works in conjunction with satisfaction and other relationship assessments. It also differs in terms of the industry and technological context (Aguirre et al., 2015; Hassan, Abdelraouf and El-Shihy, 2025). The study thus explores whether the evidence suggests trust in addition to relevance, reward value and fairness in data-driven supermarket loyalty programmes explains customer satisfaction and customer loyalty.
Lastly, previous studies indicate that participation in the programme is seen as loyalty.. Previous studies suggest that customers can have multiple loyalty schemes at one time and that they can keep on switching between supermarkets. Repeat buying or programme membership is not necessarily an indication of true customer loyalty (Chhabra, 2017). This study avoids this problem by separating programme use from customer loyalty. The assessments of customer satisfaction and customer loyalty are conducted independently from the evaluation of personalised offers and enable a better understanding of the factors that lead to customer loyalty.
To sum up, these gaps highlight the need for an integrated research on the relationship between personalised offers and customer loyalty in the grocery retail sector in the UK. This study combines the relevance of the personalised offers, their perceived reward value, the perceived fairness of the offers, the customer's trust in the company, and customer satisfaction to gain a more holistic understanding of the mechanisms whereby personalised loyalty strategies can benefit customer relationships.


[bookmark: _Toc241161951]2.6 Chapter Summary
	Author(s) and Focus
	Research Design / Context
	Principal Findings
	Critical Evaluation

	Weidig, Weippert and Kuehnl (2024) – Personalisation and customer experience
	Conceptual synthesis of 293 articles, examining personalisation across different customer touchpoints and stages of the customer journey.
	Personalisation does not produce a uniform customer response. Its effects depend on where and how personalisation is implemented, with trust and privacy concerns influencing customer reactions. (Weidig, Weippert and Kuehnl, 2024)
	The study provides a strong conceptual foundation for treating personalisation as a customer-experience process rather than a single promotional activity. However, its broad scope means it cannot demonstrate whether personalised grocery offers directly produce loyalty in the UK.

	Belli et al. (2022) – Effectiveness of loyalty programmes
	Meta-analysis incorporating 429 effect sizes from research published between 1990 and 2020 across different programme designs and industries.
	Loyalty programmes generally have positive effects on customer loyalty, although behavioural loyalty appears easier to influence than attitudinal loyalty. Programme design, reward structure and industry context affect effectiveness. (Belli et al., 2022)
	The large evidence base gives greater confidence than an individual case study. Nevertheless, the aggregate findings do not demonstrate that a particular personalised supermarket offer produces long-term loyalty.

	Chen, Mandler and Meyer-Waarden (2021) – Development of loyalty-programme research
	Structured review of 131 articles, organised using a Theory–Context–Characteristics–Methodology framework.
	Loyalty-programme research has developed around several theoretical explanations, including status, inertia and relationship mechanisms. The authors identify technological change and competition between programmes as areas requiring greater research attention. (Chen, Mandler and Meyer-Waarden, 2021)
	This study is valuable for demonstrating that loyalty cannot be explained through a single theoretical lens. It supports the integrated approach of the present research, although it does not itself test the proposed relationships among relevance, value, fairness and trust.

	Närvänen et al. (2020) – Different meanings of customer loyalty
	Qualitative research involving 13 individual interviews and a subsequent focus group with retail customers in Finland.
	Customer loyalty was found to have multiple meanings, including habitual behaviour, deliberate choice, obligation and social belonging. (Närvänen et al., 2020)
	The study is particularly important because it challenges the assumption that repeated purchasing automatically indicates loyalty. Its qualitative depth is valuable, although recruiting self-identified loyal customers limits representation of disengaged consumers.

	Wait (2022) – Customer experiences of grocery loyalty cards
	Qualitative interviews with 10 purposively selected grocery loyalty-card holders in South Africa.
	Participants expressed uncertainty about programme benefits, and disengagement emerged when programme value or usefulness was unclear. (Wait, 2022)
	The research demonstrates that simply offering a loyalty card does not ensure meaningful participation. Its small sample and South African setting limit direct transferability to UK supermarkets, but the findings remain useful for understanding reward clarity and customer engagement.

	Filipe, Marques and Salgueiro (2017) – Grocery-store relationships and loyalty programmes
	Empirical research using manager interviews followed by surveys of two independent customer samples, analysed through structural equation modelling.
	Store format was associated with trust, while loyalty-programme membership strengthened the relationship between satisfaction and loyalty. (Filipe, Marques and Salgueiro, 2017)
	This is particularly relevant because it provides grocery-sector evidence linking satisfaction, trust and loyalty. However, membership differences alone cannot establish that the loyalty programme caused stronger loyalty because customers may select programmes associated with retailers they already prefer.

	Meyer-Waarden, Bruwer and Galan (2023) – Programme value and engagement
	Quantitative study involving 593 loyalty-programme members across grocery retail, department stores and airline programmes.
	Perceived programme value was positively associated with programme engagement, which was subsequently associated with programme and brand loyalty. (Meyer-Waarden, Bruwer and Galan, 2023)
	The research directly supports considering reward value as an important mechanism. However, overall programme value should not be treated as equivalent to the perceived value of an individual personalised offer, and the multi-industry sample limits grocery-specific conclusions.

	Leppäniemi, Karjaluoto and Saarijärvi (2017) – Customer value and information sharing
	Structural-equation analysis using 429 grocery customers and 895 DIY retail customers.
	Perceived value and satisfaction were associated with willingness to share information, which was connected with loyalty intentions and behaviour. Relationships differed between the grocery and DIY samples. (Leppäniemi, Karjaluoto and Saarijärvi, 2017)
	The study is useful for explaining the reciprocal nature of data-driven personalisation: customers may exchange information when they perceive sufficient value. Nevertheless, it does not directly establish that personalised discounts themselves generate loyalty.

	Aguirre et al. (2015) – Personalisation and privacy
	Field evidence and three experiments examining personalisation alongside different approaches to information collection.
	Covert information collection increased feelings of vulnerability and reduced responses to personalised advertising, whereas transparency and trust-building measures reduced these negative reactions. (Aguirre et al., 2015)
	The experimental design strengthens the evidence for a privacy–personalisation relationship. However, advertising response is not equivalent to enduring supermarket loyalty, and the study should not be used as evidence that satisfaction mediates loyalty.

	Richards, Liaukonyte and Streletskaya (2016) – Personalised pricing and fairness
	Consumer pricing experiments examining unequal prices and different forms of customer participation in price setting.
	Customer reactions to price differences depend partly on whether individuals perceive themselves as benefiting or being disadvantaged. (Richards, Liaukonyte and Streletskaya, 2016)
	The study supports the importance of perceived fairness but concerns negotiated and differentiated prices rather than supermarket loyalty pricing. Its findings therefore require contextual interpretation when applied to grocery loyalty schemes.

	Hufnagel, Schwaiger and Weritz (2022) – Consumer reactions to personalised prices
	Three online experiments investigating personalised prices that could favour or disadvantage customers.
	Personalised price discrimination generated adverse attitudinal and behavioural responses, with fairness perceptions helping to explain these reactions. (Hufnagel, Schwaiger and Weritz, 2022)
	This provides useful counterevidence to the assumption that a personalised price is automatically beneficial. However, individual price discrimination differs from common supermarket membership pricing, so the findings cannot be transferred without qualification.

	Hride, Ferdousi and Jasimuddin (2022) – Fairness, trust and satisfaction
	Questionnaire study of 171 Facebook-commerce users in Bangladesh, analysed using structural equation modelling.
	Perceived price fairness was positively related to satisfaction, trust and loyalty. However, satisfaction and trust did not mediate the fairness–loyalty relationship. (Hride, Ferdousi and Jasimuddin, 2022)
	This is valuable counterevidence because it demonstrates that positive relationships between variables do not necessarily establish mediation. The Facebook-commerce setting and relatively small sample limit direct application to established UK grocery programmes.

	Alagarsamy, Mehrolia and Singh (2021) – Relationship quality in online grocery retail
	Questionnaire study of 316 shoppers aged 20–35 across five Bangalore clusters, analysed using structural equation modelling.
	Relationship quality mediated the relationship between relational bonds and loyalty. Financial, empathy and social bonds contributed differently, while convenience and structural bonds did not directly influence trust or loyalty. (Alagarsamy, Mehrolia and Singh, 2021)
	The findings reinforce the argument that loyalty extends beyond monetary incentives. However, the restricted age group and single-city setting constrain generalisation, while relational bonds are broader than personalised offers.

	Hassan, Abdelraouf and El-Shihy (2025) – Personalisation, trust and satisfaction
	Online survey of 729 Egyptian users of AI recommendations, analysed through structural equation modelling.
	Trust was positively associated with satisfaction and loyalty, with satisfaction partially mediating the effect. The detailed results also reported negative moderation of the trust–satisfaction relationship, indicating that the relationship is more complex than a uniformly positive effect. (Hassan, Abdelraouf and El-Shihy, 2025)
	The study closely corresponds with the present research variables and supports a conditional interpretation of personalisation. Nevertheless, its AI-recommendation context and purposive online sample limit direct transfer to supermarket loyalty pricing.

	Alisa and Agus (2025) – Trust, satisfaction and repurchase
	Partial least squares structural-equation modelling involving 340 upper-middle-class Indonesian e-commerce consumers in the home-and-living sector.
	Satisfaction was identified as a major driver of repurchase intention, while perceived privacy and security contributed positively to satisfaction. Personalisation did not have a statistically significant effect in the reported model. (Alisa and Agus, 2025)
	The non-significant personalisation finding is particularly useful because it prevents the literature review from presenting only positive evidence. However, repurchase intention differs from customer loyalty, and the Indonesian e-commerce context limits direct application to UK grocery retail.



[bookmark: _Toc240449018]Table 1: Table of Summary of Literature:  Critical Literature Synthesis of Personalisation and Customer Loyalty 
The literature suggests that the most suitable foundation for this dissertation is the cross-relationship between the three variables of offer relevance, perceived value, fairness, and customer trust in the UK grocery retail environment. There is no evidence that personalisation always enhances loyalty, nor do studies appear to measure customer satisfaction as a mediator across all relationships. Results also underscore the need to differentiate between loyalty-programme participation, customer purchasing behaviour, and deeper attitudinal loyalty, as these outcomes may reflect different types of customer response. For the dissertation's secondary qualitative case-study design, these relationships serve as analytical themes for interpreting evidence across the five cases, not as variables that can be statistically tested for effect or mediation

[bookmark: _Toc238767123][bookmark: _Toc241161952]Chapter 3: Research Methodology
[bookmark: _Toc238767124][bookmark: _Toc241161953]3.1 Introduction 
This chapter explains and justifies the methodology used to discuss the effect of personalised offers on customer loyalty in the UK grocery retail industry. This study examines whether the personalisation of the offer in the form of relevance, perceived reward value, perceived fairness and customer trust is relevant in the explanation of customer loyalty and whether customer satisfaction may play a role between the personalisation of the offer and customer loyalty. These choices in this chapter, which relate to this requirement of analysis, are derived from what was discovered during the literature review: the empirically under-researched dimensions of the sector, namely an interpretivist philosophy, an inductive approach, and a qualitative thematic synthesis of secondary sources.
[image: ]
[bookmark: _Toc240449021]Figure 2: Research Onion (Saunders et al., 2023)

[bookmark: _Toc238767125][bookmark: _Toc241161954]3.2 Research Philosophy, Approach and Design 
[bookmark: _Toc238767126][bookmark: _Toc241161955]3.2.1 Research Philosophy 
This study uses an interpretivist philosophy because it aims to understand how personalised offers affect customer loyalty in the UK grocery retail sector and to explore the meaning, perception, strategy, and organisational practice of data-driven personalisation. Social and organisational reality is not objective, but the product of interaction between organisations, customers, technologies, and the broader market environment (Saunders et al., 2023), which is central to interpretivism. Interpretivism does not seek to discover universal causal relationships through numeric quantification, as positivist approaches do, but it acknowledges that developing customer loyalty is a complex process of relations (Lucarelli et al., 2024). 
The secondary-data interpretivist approach allows the researcher to analyse the existing literature through various lenses such as academic, retailer, industry, and regulatory. This is especially true because personalised loyalty programs exist in broader ecosystems that include technology vendors, retailers, consumers, and regulators. However, interpretivism also has drawbacks, as interpretation can be subjective and depend on the researcher's judgement; therefore, it must be transparent and systematic in its analytical procedures (Ryan, 2018).
[bookmark: _Toc238767127][bookmark: _Toc241161956]3.2.2 Research Approach 
The study uses an inductive approach, as it seeks to understand the role of personalised offers in customer loyalty by identifying patterns and themes emerging from the collected evidence, rather than testing a specific hypothesis. Saunders et al. (2023) state that inductive reasoning transitions from observation and empirical evidence to theory. 
The inductive approach enables the research to examine how personalisation strategies integrate into the wider loyalty strategies used by UK grocery retailers and how these strategies relate to one another (Kim, 2021). The study does not assume that personalisation automatically leads to customer loyalty; it questions whether evidence shows it helps, or whether it creates conflicts between commercial goals and customer expectations.
However, as per Laari (2025), if inductive research is not theory-based, it can become descriptive. Hence, it is not a study that examines the evidence in a completely unorganised manner.
[bookmark: _Toc238767128][bookmark: _Toc241161957]3.2.3 Research Design 
This dissertation is a qualitative secondary research study using case study analysis. The qualitative design is used because the study focuses on understanding strategic practice, organisational decision-making, and mechanisms of customer relationships, which are not statistical relationships to measure. According to Miller (2026), secondary research involves analysing data collected and published by other researchers, organisations, or institutions. Secondary evidence in this study includes peer-reviewed academic research, supermarket annual reports, information from supermarket loyalty programmes, regulatory documents, industry publications, and publicly available corporate communications (Cheong et al., 2023). 
[bookmark: _Toc238767129][bookmark: _Toc241161958]3.3 Research Strategy and Justification 
This research is qualitative secondary research that uses systematic analysis of documentary evidence. According to Wickham (2019), secondary research involves re-analysing and interpreting data previously collected, published, and made freely available by other researchers, organisations, and institutions. This approach suits this dissertation, which examines the impact of personalised offers on customer loyalty in the UK grocery retail sector by reviewing current knowledge, strategic practices, and documented evidence of customer-related impact.
Secondary research is appropriate for this research topic. Personalisation in groceries has multiple facets, including customer data analytics, artificial intelligence, loyalty programs, consumer perceptions, and retail strategy. These dimensions cannot be understood from single measurements alone; they are embedded in the wider technological, social, and organisational context. Secondary data can also provide access to a broader range of perspectives, such as academic research, industry reports, regulatory reports, retailer publications, and so on, which help provide a broader understanding of the phenomenon (Saunders et al., 2023)
One major benefit of secondary research is that it allows researchers to examine how personalised loyalty programmes have evolved (Yin, 2018). UK grocery retailers have implemented and progressively evolved loyalty programmes for several years; thus, existing documents provide valuable evidence of the strategic evolution, customer engagement practices, and challenges of data-driven personalisation. 
[bookmark: _Toc238767130][bookmark: _Toc241161959]3.4 Case Selection and Sampling Strategy
This research uses purposive sampling to identify cases that provide meaningful insights into the effect of personalised offers on customer loyalty in the UK grocery retail industry. Purposive case selection, in contrast to probability sampling, selects information-rich cases to develop a theoretical understanding and analytical generalisation . The cases used in this research were selected because they can shed light on the link between personalisation practices and customer loyalty outcomes in an organisational context, as the research investigates how personalised loyalty is designed, implemented, and experienced within organisations.
The case selection process is based on several criteria. First, relevance is a must-have, and selected companies should have an active loyalty programme that involves customer data, personalised promotions, targeted rewards, or a digital platform to influence purchasing (Yin, 2018). This means all cases align directly with the research goals related to offer relevance, perceived reward value, fairness, trust, satisfaction, and loyalty.
Secondly, there must be information richness. For selected cases, there must be adequate publicly available secondary sources of information, such as annual reports, company publications, information on loyalty programmes, industry reports and reputable business analysis (Viera, 2023). This criterion allows for a more in-depth analysis of the issues faced by the organisation, the strategies implemented, and their results, rather than an analysis limited to descriptions of loyalty initiatives.
Thirdly, case diversity facilitates comparative analysis (Yin, 2018). The chosen retailers span different levels of organisation, competitive landscapes, and retailer loyalty programme focus within the UK grocery market. Tesco Clubcard, Sainsbury's Nectar, Lidl Plus, Morrisons More, and Asda Rewards offer different approaches to programme design, digital ‘maturity' and customer engagement strategies. This variety can be used to assess if the same personalisation approaches yield similar results, or if results vary based on organisational capabilities and strategy.
Lastly, credibility and currency underpin case selection. Grocery retail personalisation cases draw on current developments in the grocery retail industry and include valid, secondary sources. The chosen cases therefore represent current trends retailers face, including competition, shifting consumer expectations, and the rise of data-driven marketing.
The selected cases are not necessarily statistically representative of all UK grocery retailers. Rather, through analytical generalisation, as argued by Yin (2018), patterns derived from the case analysis can help explain the conditions under which personalised offers affect customer loyalty. Case profiles and findings are provided in detail in Chapter 4. 
Selected Case Studies and Rationale for Selection 
	Case Study
	Loyalty Programme
	Rationale for Selection
	Key Characteristics

	Tesco
	Tesco Clubcard
	Selected because Tesco represents one of the most established and data-driven loyalty programmes in UK grocery retail. Clubcard provides a rich example of how customer transaction data are used to develop personalised offers and loyalty-based pricing strategies.
	UK’s largest supermarket retailer; long-established loyalty ecosystem; extensive use of customer analytics and personalised promotions.

	Sainsbury’s
	Nectar
	Selected because Sainsbury’s provides evidence of a major retailer using loyalty data to develop personalised rewards and digital customer engagement strategies. Nectar enables examination of personalised pricing and customer value creation.
	Major UK supermarket; established loyalty programme; integration of Nectar data across grocery and related retail services.

	Lidl
	Lidl Plus
	Selected because Lidl provides a contrasting case from traditional supermarket loyalty models. Its app-based loyalty approach demonstrates how a discount retailer uses digital personalisation while maintaining a low-price positioning.
	Discount supermarket model; digital-first loyalty application; focus on personalised coupons and customer engagement.

	Morrisons
	Morrisons More
	Selected because Morrisons illustrates the adoption of digital loyalty capabilities by a retailer operating under competitive pressure from both traditional supermarkets and discount retailers.
	Established UK supermarket; digital loyalty development; personalised rewards and customer communication through mobile platforms.

	Asda
	Asda Rewards
	Selected because Asda represents a recent transformation of loyalty strategy through a digital rewards model. The case provides insight into how retailers redesign loyalty programmes to increase customer engagement.
	Major UK supermarket; mobile-based rewards system; focus on digital engagement and personalised missions.


[bookmark: _Toc240041386][bookmark: _Toc240448533][bookmark: _Toc240449019]Table 2: Selected Case Studies for Rationale
Five instances were selected to illustrate differences in organisational size, maturity of the loyalty program, strategic positioning and digital competence. Tesco and Sainsbury's have more sophisticated data-driven loyalty ecosystems, while Lidl, Morrisons and Asda have different approaches to developing their digital loyalty and to engaging their consumers. This variation enables a cross-case analysis of the impact of organisational contexts on implementing personalised offers and outcomes (Yin, 2018).
[bookmark: _Toc238767131][bookmark: _Toc241161960]3.5 Data Sources and Data Collection 
The research uses multiple types of secondary data to create detailed case studies of personalised offer strategies in the UK grocery retail sector. Multiple secondary data sources are used because case study research assumes that complex organisational phenomena require rich, contextual evidence to understand (Yin, 2018). This study, however, does not necessarily treat secondary data sources as equally objective; they vary in how they are used, the confidence that can be placed in them, and potential biases.
The first are company annual reports, investor presentations and official strategic documents. Companies produce them formally, and they may include audited financial information, making them reliable sources for information on organisational strategy, digital investments, loyalty programme development, and performance indicators (Saunders et al., 2023). However, these documents are written mainly for shareholders and others outside the organisation and may highlight strategic successes but may not delve into implementation difficulties or failures.
The second group includes company websites, press releases, and public presentations. These sources offer direct insights into how retailers communicate personalised loyalty programs, including program features, customer benefits, and technological advancements. However, they can be affected by self-presentation bias, as organisations may present their initiatives in a positive light rather than highlighting areas where they fall short.
The third category comprises business press, trade magazines and industry reports. Retail publications and market analysis offer viewpoints separate from the firm and from those within it. They offer strong outside analysis of company strategies, but may not always provide detailed explanations of operations, and coverage may be shallow.
Academic journal articles and market research reports are in the fourth category. Academic literature provides theoretical foundations for concepts of personalisation, customer loyalty, trust, and satisfaction, while analyst reports provide industry benchmarks and market-level insights. However, aggregated industry reports may lack sufficient company-level detail, and academic literature may include studies from contexts other than grocery retail that require careful interpretation.
Data collection involved identifying suitable grocery stores in the UK and sourcing relevant evidence from publicly accessible sources, including company websites, academic databases, and industry and business publications. The sources were arranged into individual case studies and grouped under the headings of background, challenge, approach, and outcomes, in line with the analytical structure developed in the framework. This systematic organisation enhances transparency and supports replication of the research process (Yin, 2018).
[bookmark: _Toc238767132][bookmark: _Toc241161961]3.6 Data Analysis Approach 
For secondary data, the analysis follows the conceptual framework developed in Chapter 2. The framework offers analytical guidance by focusing on the relevance of the offers, the perceived value of the reward, perceived fairness, customer trust, customer satisfaction, and customer loyalty. However, the analysis uses abductive logic, in which existing theoretical frameworks provide a lens through which the cases are interpreted while also allowing new patterns and insights to emerge from the cases (Saunders et al., 2023). This approach is appropriate because some case study research moves between theory and empirical data to deepen understanding of the complexity of the phenomenon under study (Viera, 2023).
For each retailer case, the case analysis follows the structure laid out in chapter 4: background, challenge/opportunity, approach and implementation, outcomes. This ensures consistency across cases and highlights differences in strategic context and implementation approaches. Using a pre-defined structure reduces description and promotes analytical interpretation of how and why personalised offers affect customer loyalty.
First, the retailers are analysed individually. A range of company documents, industry publications, and academic research is collated to provide a consistent story for each case. This process enables the research to explore the mechanisms of the personalised offer development and implementation. To enhance credibility and mitigate reliance on potentially biased organisational narratives, the study uses source triangulation by comparing information from multiple sources (Yin, 2018).
After individual case analysis, the study conducts cross-case analysis to identify similarities, differences, and contextual factors affecting outcomes. Cragun et al (2015) assert that cross-case comparison can be beneficial because it allows the researcher to identify themes and build more robust theories from qualitative data. As a result, cases are compared based on strategic triggers, implementation strategies, customer value creation, trust and fairness aspects, and outcomes of customer loyalty.
[bookmark: _Toc238767133]This cross-case synthesis provides the basis for interpreting the findings in Chapter 5 in light of existing literature and theory. The analysis is not intended to provide statistical generalisation but to gain analytical insights into the conditions that make personalised offers possible and contribute to the development of customer loyalty in the grocery retail context (Yin, 2018).



[bookmark: _Toc241161962]3.7 Research Quality and Rigour 
Quality and rigour are crucial in a qualitative secondary study, as the results are built by selecting, interpreting, and synthesising previous work (Johnson, Adkins  and Chauvin¸2020)
Data triangulation increases data credibility. The research draws on multiple sources, including academic papers, corporate documents, industry reports, and regulatory documents. This will minimise the risk of a biased or incomplete interpretation.
Transparency in the research process, such as documentation of the analytical decisions, helps towards dependability in qualitative research (Nowell et al., 2017). The study clearly outlines its source selection, analytical process, and theme development.
Confirmability is addressed by ensuring interpretations are based on available evidence, not assumptions. Themes are built from patterns in the data and conclusions are substantiated with suitable academic and organisational evidence.
Transferability is not a statistical generalisation in qualitative research. This study does not claim that the results apply to all grocery shoppers in the UK; instead, it offers analytical insights into how personalised offers work in grocery retail. A detailed explanation of the research context helps readers judge the results' relevance to other settings.
[bookmark: _Toc238767134][bookmark: _Toc241161963]3.8 Ethical Considerations
Ethical principles matter here, as in all research; even though this research does not include direct contact with human participants, it is still important to analyse secondary data. All information used in this dissertation has been sourced from publicly published sources, such as academic publications, organisational reports, regulatory documents and industry research. First, sources must be represented accurately. Appropriate referencing of all sources is required to recognise the original authors and to avoid plagiarism. The research avoids selective use of evidence and aims for a balanced interpretation, considering both positive and negative views on personalised loyalty strategies. The second is issues of research integrity. Company publications may include promotional statements; research questions the statements made within them. Evidence from Sanajari et al. (2014) shows that the study analyses these publications in context and notes potential commercial motivations behind the communications. Another factor is organisational sensitivity. The findings focus on strategic practices and industry implications, not specific organisations. Lastly, the research follows institutional ethical standards for the responsible use of secondary information. Because no personal data is collected or processed, confidentiality and informed consent risks are minimal (Taquette and Borges da Matta Souza¸2022)
[bookmark: _Toc238767135][bookmark: _Toc241161964]3.9 Chapter Summary 
[bookmark: _Toc238767136]This chapter sets out the methodological approach used to examine the effect of personalised offers on customer loyalty in the UK grocery retail industry. The research uses an interpretivist philosophy and an inductive approach, aiming to understand how retailers create and implement personalised loyalty strategies within their market and organisational environments. The study uses qualitative secondary research and case study analysis, drawing on academic literature, company publications, company reports, industry reports, regulatory documents, and other publicly available sources. The chapter describes how the study selected and analysed secondary data through individual case studies and cross-case comparisons. The analysis examines how personalised offer relevance, perceived reward value, perceived fairness, customer trust, satisfaction, and customer loyalty outcomes vary across grocery retailers. Source evaluation, triangulation, transparency, and ethical use of publicly available information are important methods that support research quality. The findings are presented in selected case studies of UK grocery retailers, and the next chapter compares their personalised offer strategies and results.


[bookmark: _Toc241161965]Chapter 4: Findings 
[bookmark: _Toc241161966]4.1 Introduction 
The secondary data analysis is structured as a series of case studies on the UK grocery retail sector, using a range of personalised offer strategies. This chapter illustrates how loyalty programmes, customer information, and digitalisation support the creation of personalised offers and strengthen customer relationships for key supermarket retailers. The findings are based on secondary sources, including public sources such as company annual reports, official publications, industry reports, and reputable business sources. The chapter explores three leading UK grocery retailers: Tesco, Sainsbury's, and Lidl. These companies were chosen to show how different methods of loyalty personalisation are implemented and because they have a history of providing customer analytics tools for their data personalisation programmes, whether on the app, online, or via a more traditional loyalty card. The company background section of each case study describes the company's background. The strategic challenge or opportunity section of each case study summarises the challenge or opportunity that the company faced. The cases illustrate the use of personalised offers and set the base for the cross-case analysis and discussion in future chapters.
[bookmark: _Toc241161967]4.2 Case Study 1: Tesco Clubcard
[bookmark: _Toc241161968]4.2.1 Background 
Tesco is the UK's biggest supermarket, and also has a strong presence in all grocery retail, web retail, monetary services and convenience formats. Its loyalty scheme, Clubcard, introduced in 1995, has become a major part of Tesco's customer relationship strategy. The programme allows Tesco to gather purchase data and offer personalised discounts, suggestions, and rewards through digital platforms (Muldoon, 2025). Willing (2026) states that Tesco has provided a service to 24 million homes via its loyalty programs, including Clubcard, which it said is a significant capability for understanding customer behaviour and enhancing the customer shopping experience.

[bookmark: _Toc241161969]4.2.2 Challenges/Opportunity
Tesco's grocery sector is highly competitive, with intense competition from discount retailers like Aldi and Lidl. The challenge for the company was to keep customers loyal and meet growing consumer sensitivity towards value and affordability of the household. Traditional mass promotions offered limited differentiation and were essentially the same for all customers (Tesco, 2026) Tesco saw an opportunity to leverage customer information to offer customers more personalised rewards and better relationships with customers. The challenge was to ensure the personalisation provided customer value and that customers trusted how their data was used.
[bookmark: _Toc241161970]4.2.3 Approach and Implementation 
Clubcard evolved into a data-driven loyalty program, targeting purchases based on customer buying history and insights. According to Carroll (2023), the launch of Clubcard Prices enabled club members to get special discounts on certain items, seamlessly adding loyalty rewards to the purchasing process. Customers no longer receive generic promotional communications, but tailored offers based on their buying habits through the Tesco Clubcard app. The company also expanded its use of digital technologies, leveraging loyalty information, online grocery services, and customer analytics (Tesco, 2026). Tesco's annual reports note data and personalisation as key factors in its efforts to enhance customer experience and engagement. The retailer has also worked to deliver value by offering personalised pricing, especially when inflation is a concern, as it has shifted its focus to affordability for consumers. But Tesco's strategy has also had to consider fairness to customers alongside commercial goals. Personalised loyalty pricing can also generate extra value for members, and it can raise questions about the differences between loyalty members and non-members. Hence, transparency and communication are important elements of Tesco's loyalty strategy.
[bookmark: _Toc241161971]4.2.4 Outcomes and Results
Overall, Tesco's Clubcard strategy has increased customer engagement and helped it become the UK's top supermarket retailer. In 2025/26, Tesco sales reached over £66.59 billion reflecting the scale of its operation(LSE, 2026).  


[image: ]
[bookmark: _Toc240449022]Figure 3: Tesco sales revenue (TRADING ECONOMICS, 2026)
In addition, Tesco expanded its loyalty-driven offerings, with more than 10,000 Clubcard Prices and 3,000 Everyday Low Price products (Fibre2fashion, 2026). Personalised offers are key to retaining customers, with Clubcard Prices and digital loyalty offerings continuing to grow. However, the results suggest that personalisation exists within a broader context of other factors, such as price competitiveness, convenience, and trust.


[bookmark: _Toc241161972]4.3 Case Study 2: Sainsbury's Nectar
[bookmark: _Toc241161973]4.3.1 Background
Sainsbury's is the UK's top grocery store with supermarkets, convenience stores, grocery delivery services and financial services. Sainsbury's' Nectar loyalty initiative, which was launched in 2002, was fully owned by Sainsbury's in 2018 and is now a key part of the customer engagement strategy. Sainsbury's delivers personalised discounts and rewards through Nectar Prices and the Nectar app, which leverage customers' purchasing data (Roberts, 2024). 
[bookmark: _Toc241161974]4.3.2 Challenges/Opportunity
Sainsbury's has been under growing pressure from conventional supermarkets, as well as price-based supermarkets like discount stores Aldi and Lidl, which continue to grow their market share. Sainsbury's challenge was to win back customers without simply cutting prices. The company saw that it could use Nectar data to understand customer shopping habits better and make more relevant offers. But whether personalised rewards were effective depended on whether customers saw the offer as a valuable reward rather than another marketing device.
[bookmark: _Toc241161975]4.3.3 Approach and Implementation 
In response, Sainsbury's created a more personalised digital loyalty platform called Nectar. A key development is the launch of Nectar Prices in 2022, which lets customers enjoy discounted prices on specific items at the point of sale using their Nectar card and/or the Nectar app. According to Corbin (2023), Nectar Prices are not based on points; they directly link loyalty membership to checkout rewards. The Nectar app uses customer transaction information to offer tailored recommendations based on shopping history (Webb, 2024). Sainsbury's has framed this as a way to enhance the customer experience by making offers more relevant and less reliant on generic, non-targeted discounts. The company has also rolled out Nectar loyalty data to provide more personalised offers based on customers’ purchasing behaviour (Sainsbury's, 2025). However, it can also pose strategic problems. Retailers can use personalised loyalty pricing to drive engagement and participation, but they must be transparent to avoid perceptions that they are giving different customers disparate value.
[bookmark: _Toc241161976]4.3.4 Outcomes and Results
Sainsbury's has seen more customer engagement after developing Nectar Prices and its broader customer loyalty plan. Sainsbury plc's grocery sales increased by 5.2%, highlighting continued growth within its core supermarket operations (Directors Talk, 2026). Sainsbury's reported that more than 18 million people are Nectar members, making it one of the UK's biggest loyalty initiatives (Roberts, 2024). Sainsbury's made major progress in FY25/26 in volume market share, with figures back to 12.9% for the first time in 10 years. The company has been profitable for six quarters in a row, which has been the success of the "food first" strategy.
[image: ]
[bookmark: _Toc240449023]Figure 4: Sainsbury’s market share in the last 10 years (Investing.com, 2026)


[bookmark: _Toc241161977]4.4 Case Study 3: Lidl Plus 
[bookmark: _Toc241161978]4.4.1 Background
Lidl GB, a part of the Schwarz Group, is one of the largest low-cost grocery chains in the UK. Unlike other supermarket loyalty programs, Lidl has historically competed primarily via a low-price business model rather than reward-based membership. Lidl Plus, a digital loyalty program with digital receipts, customised discounts, promotional prizes, and customer data collection, was introduced in the UK in 2020. With this project, Lidl aims to maintain its image as a low-cost supermarket while strengthening customer connections.
[bookmark: _Toc241161979]4.4.2 Challenges/Opportunity
Lidl's rapid growth and Aldi's expansion put greater pressure on traditional supermarkets, but Lidl also needed to increase customer participation without abandoning its low-cost business model. Discount businesses used to rely more on price competitiveness than on careful customer service. Lidl Plus makes it feasible to collect customer information, increase online interaction, and provide targeted incentives. The challenge, however, was ensuring that personalisation added value without complicating processes or undermining Lidl's clear value proposition.
[bookmark: _Toc241161980]4.4.3 Approach and Implementation 
Lidl introduced Lidl Plus as a mobile-focused loyalty program instead of a conventional points system. Customers use a smartphone app for digital coupons, rewards, and personalised offers. This approach enables Lidl to collect transaction data and gain insights into customer shopping habits while staying true to its promise of low prices.
The company has introduced Lidl Plus in its international markets, making the app a key connection between customers and stores. Lidl in the UK has introduced an app that offers customers special discounts and extra perks. This strategy differs from Tesco Clubcard and Nectar because Lidl focuses on everyday low prices rather than personalised pricing as its key benefit, while also offering extra digital rewards.
[bookmark: _Toc241161981]4.4.4 Outcome and Results 
Lidl Plus has enhanced Lidl's digital interaction and given it a tool for direct interaction with consumers. Lidl continues to grow its business in the UK, with over 1,000 stores in the UK in 2024, and remains a significant discount supermarket competitor (Lidl, 2026). Internationally, Lidl reported that its Lidl Plus platform has more than 120 million registered users in 30+ countries.  As per a report by Bathgate (2026), more than 60% (3 in 5) of UK households shop at Lidl. Aldi remained fourth in the UK grocery market, increasing its expenditure share from 11.1% in 2024Q3 to 11.2% in 2025Q3 (Volpe, 2025)
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[bookmark: _Toc240449024]Figure 5: UK grocery brand market share (Volpe, 2025)

[bookmark: _Toc241161982]4.5 Case Study 4: Morrisons More 
[bookmark: _Toc241161983]4.5.1 Background 
Morrisons is a UK-based supermarket chain with supermarkets, convenience stores, and online grocery stores. The company launched a new Morrisons More loyalty programme that replaces its earlier Match & More loyalty package and is digital-based (Smithers, 2015). The programme tailors offers for customers and creates digital coupons and rewards via the Morrisons More app. Through the programme, Morrisons has successfully incorporated it into its customer engagement strategy in an increasingly data-driven grocery market (Das, 2025).
[bookmark: _Toc241161984]4.5.2 Challenges/Opportunity
Morrisons' operating environment has been highly competitive, as it has faced rivals such as larger grocery stores like Tesco and Sainsbury's, which have built sophisticated loyalty programs, and discount chain retailers that have put more pressure on price and value perception. Morrisons' challenge was to boost customer retention and engagement through its digital channel while standing out from competitors. The More programme created an opportunity to collect customer insights and provide more relevant promotions (Das, 2025). But Morrisons had to ensure the customer rewards had real substance, rather than making customers more reliant on promotions.
[bookmark: _Toc241161985]4.5.3 Approach and Implementation 
Morrisons More is a loyalty digital platform created by Morrisons based on offers tailored to each customer. The mobile app offers customers digital coupons, tailored rewards and promotions based on their buying habits. This approach lets Morrisons shift from blanket promotions to more targeted communication.
The retailer has also integrated loyalty activity into its overall digital strategy, including online grocery services and customer relationship management. By customising offers in response to customers' growing expectations, especially when food price inflation is high, the supermarket can better meet these expectations and satisfy demand for value for money.
[bookmark: _Toc241161986]4.5.4 Outcomes and Results 
As per IGD (2025), More Card sales accounted for a higher percentage of Morrisons' reported sales, up from 68% in the reported periods to 76%, and then to 78%. Morrisons More has improved the company's ability to connect with customers online and provide personalised rewards. The program helps Morrisons improve customer relationships through data-focused marketing.

[bookmark: _Toc241161987]4.6 Case Study 5: ASDA Rewards 
[bookmark: _Toc241161988]4.6.1 Introduction 
Asda is one of the UK's biggest supermarket, convenience and online grocery retailers. In 2022, Asda launched the Rewards programme, bringing a digital loyalty programme to its customers that offers them “cashback” style rewards (Jefferson, 2022). The programme lets customers earn “pounds not points” by spending money, completing missions, and interacting with selected products. The initiative is Asda's bid to update customer engagement by leveraging a mobile loyalty ecosystem.
[bookmark: _Toc241161989]4.6.2 Challenges/Opportunity
Discount stores Aldi and Lidl, as well as the established loyalty schemes Tesco Clubcard and Nectar, were beginning to compete with Asda. The challenge was to develop a loyalty proposition that drove customer engagement and helped Asda stand out from the competition. Asda had an opportunity to implement a simpler, more instant reward system, as most grocery stores already used point-based systems. But the company had to prove it was building enough loyal customers, not just customers doing “promotional” things.
[bookmark: _Toc241161990]4.6.3 Approach and Implementation 
To launch Asda Rewards, a new digital-first loyalty scheme with direct rewards. Customers earn money - not points- in a virtual ‘Cashpot' that can be redeemed for purchases from stores or online (Wilderness, 2026). The programme also offers personalised missions that encourage customers to buy certain products or categories and create opportunities for specific customer engagement.
The programme has helped the company boost customer engagement with its digital channels and better understand shopping habits (ASDA, 2023). This method is part of a larger trend in grocery stores integrating loyalty with the analytics tools they offer.
This tactic contrasts with Tesco and Sainsbury's, which prioritise personalised pricing, with greater emphasis on reward build-up and gamification. However, the same question arises: whether financial incentives drive long-term emotional loyalty or only short-term purchases.
[bookmark: _Toc241161991]4.6.4 Outcomes and Results 
Two years after its launch nationwide, Asda Rewards grew to about 6 million active users (Eagle Eye, 2026). The loyalty platform quickly grew to represent more than half (52%) of all sales transactions across Asda's stores and online channels. Since the launch, Asda Rewards has seen widespread adoption from customers and has been an integral component of Asda's digital loyalty strategy (Jefferson, 2022).
[bookmark: _Toc241161992]4.7 Summary of Cross Case Analysis 
[bookmark: _Toc241161993]4.7.1 Recurring Triggers Across Cases 
Whether at Tesco, Sainsbury's, Lidl, Morrisons or Asda, high levels of grocery competition, evolving customer values and convenience and the need for digital customer engagement were all common factors. The cases show that loyalty programmes were created not just for rewards, but also to improve customer data capabilities and address changing shopping behaviours. However, personalisation appears to have been implemented alongside broader competitive pressures, not as a standalone approach. 
[bookmark: _Toc241161994]4.7.2 Common Response Patterns
Loyalty programs paired with mobile apps, customer information, and rewards were common responses. Tesco and Sainsbury's created personalised pricing offers, while Lidl, Morrisons, and Asda increasingly leveraged digital platforms to provide customers with coupons, rewards, and communications. As such, implementation was not a stand-alone promotional action, but a process of technological development and a shift in customer engagement.
[bookmark: _Toc241161995]4.7.3 Major Differences Between the Five Cases
The cases varied in programme maturity, how the programme was positioned, and the clarity of reported outcomes. Compared with the other major supermarket chains, Tesco and Sainsbury's offered fairly comprehensive evidence of data-driven loyalty activity, while programme-level evidence was not as readily available for the other three chains (Lidl, Morrisons and Asda).
[bookmark: _Toc241161996]4.7.4 Emerging Relationship Between Execution and Results 
The cases suggest that better digital integration and customer engagement is linked to more tangible results. But when retailers report fewer programme-specific KPIs, the impact of personalisation on long-term loyalty is not as clear.
[bookmark: _Toc241161997]4.8 Chapter Summary 
The chapter included five case studies of personalised loyalty strategies in the UK grocery retailing market: Tesco Clubcard, Sainsbury's Nectar, Lidl Plus, Morrisons More and Asda Rewards. The results show a widespread shift from traditional loyalty to digitally facilitated programmes based on customer data, personalisation, and mobile engagement. However, the two strategies are somewhat different: Tesco and Sainsbury's have created more mature personalised pricing offers, while Lidl, Morrisons and Asda are more focused on rewards through the app and engage customers. An important caveat arises from the evidence as well: data which are publicly available do not always distinguish the impact of individual loyalty programmes from long-term customer loyalty. The results of these findings are used as the empirical foundation in comparing the cross-case evidence with the literature and conceptual framework in Chapter 5.


[bookmark: _Toc241161998]Chapter 5: Discussion and Analysis 
[bookmark: _Toc241161999]5.1 Purpose and Positioning 
In this chapter, the results of the case studies in Chapter 4 are critically interpreted in the light of the literature and the conceptual framework that was developed in Chapter 2. The aim is not to present the findings from the individual companies:Tesco, Sainsbury's, Lidl, Morrisons and Asda  again, but to draw the threads together from the evidence and make a judgment about the effect of personalised offers on customer loyalty in UK grocery retail. Analysis thus examines the overlap with existing work, the differences, and the possible contextual factors to explain those differences.
Overall, the results confirm the argument presented in Chapter 2 that personalisation does not generate loyalty per se. Instead, it seems to rely on customers' perceived relevance and value of offers, and their belief in the fairness and data practices that support them. This understanding aligns with literature highlighting a relationship between relevance, perceived value, fairness, trust, and satisfaction in customer reactions to personalised retailing (Bleier and Eisenbeiss, 2015; Meyer-Waarden, Bruwer and Galan, 2023; Hufnagel, Schwaiger and Weritz, 2022).
Meanwhile, the five cases highlight an interesting qualification. Evidence of customer engagement, programme participation, and purchasing behaviour is usually the most direct, while evidence of lasting attitudinal loyalty is much less direct. This distinction matters because earlier studies also caution against associating loyalty-programme membership or repeat purchases with actual loyalty to the retailer (Närvänen et al., 2020; Chen, Evanschitzky and Blut, 2026). Hence, personalisation is not an adequate account of loyalty in itself, but rather a possible means of enhancing loyalty.
[bookmark: _Toc241162000]5.2 Analytical Framework and Logic 
The analysis takes into account the Commitment–Trust Theory of Relationship Marketing, Oliver's Customer Loyalty Model and the conceptual framework developed in Chapter 2, mainly. The conceptual model suggests that personalised offer relevance, perceived reward value, perceived fairness, and customer trust influence customer loyalty through both direct and indirect links with customer satisfaction. This provides a framework for understanding the five cases, as retailers differ in how they use customer data in offers, rewards, and digital experiences.
Commitment–Trust Theory is relevant to the dimension of trust. The relationship-marketing approach focuses on the importance of trust and commitment in sustaining a long-term effective relationship. The cases in the present, however, indicative of the ways in which trust can not be thought of separately from value and relevance. A customer could have a positive image of a supermarket and change to another outlet because of competitive pricing or convenient deals. However, a repeat purchase does not necessarily mean a higher level of loyalty, as customers may repeat purchases because of situational reasons, convenience or an economic benefit other than a true commitment of their attitude (Dick and Basu, 1994; Oliver, 1999).
The conceptual framework offers initial analytical categories, but the cases are also looked at for patterns that might change the proposed relationships. This aligns with the methodology used in Chapter 3, where theory is used to interpret, while evidence from individual cases may add to and/or explain the theory. The following five aspects focus the discussion: offer relevance and engagement; reward value and loyalty; fairness and trust; satisfaction and loyalty formation; and digital capability and organisational context.
[bookmark: _Toc241162001]5.3 Cross-Case Synthesis: Comparison and Contrasts with Literature 
[bookmark: _Toc241162002]5.3.1 Customer Offer Relevance and Customer Engagement 
The literature generally accepts that value is added to personalisation when customers perceive communications and offers as relevant to their needs, previous shopping habits, and preferences. However, when consumers feel the communication is relevant and trust conditions are favourable, personalisation can boost advertising effectiveness, as demonstrated by Bleier and Eisenbeiss (2015). Likewise, Oancea (2021) highlighted perceived relevance instead of personalisation technology. This difference matters because even sophisticated technology does not necessarily mean customers receive useful offers.
The five cases broadly support this. Examples of how transaction and loyalty information can be leveraged to give targeted offers and loyalty prices are obvious with Tesco and Sainsbury's. Lidl Plus, Morrisons More and Asda Rewards are also digital platforms that offer customers coupons, rewards and personalised interactions. This strategic pivot is the same across cases, from one-to-one mass promotions to customer engagement that leverages data.
The cases, however, call into question the notion that increased personalisation equates to increased loyalty. Personalised offers can entice interaction with an app or a specific purchase without changing the customer's underlying preference for the retailer. This distinction follows Närvänen et al. (2020), who show that repeated retail purchases can mean different things, such as routine, convenience, and genuine commitment. Therefore, the case evidence suggests a stronger correlation between personalisation and engagement than between personalisation and long-term loyalty. 
Personalisation hinges on the quality and the interpretation of customer data. An offer based on historical purchasing behaviour can reveal a customer's purchase history, not what they need now. Therefore, personalisation seems most beneficial when it turns data into timely, relevant offers, not when it relies on data-driven targeting alone.
[bookmark: _Toc241162003]5.3.2 Perceived Reward Value and Loyalty 
The second relationship is to perceived reward value. Studies also show that economic and non-economic benefits can enhance participation in loyalty programs. Meyer-Waarden, Bruwer and Galan (2023) concluded that perceived programme value leads to engagement and programme- and brand-related outcomes. Perceived value is also related to satisfaction and willingness to share information, as in Leppäniemi, Karjaluoto and Saarijärvi (2017). The results indicate that if a customer receives a highly valuable benefit, they may accept exchanging their personal information.
Overall, the evidence supports this argument. Tesco Clubcard Prices and Nectar Prices offer instant value, and Lidl Plus and Asda Rewards offer rewards and digital coupons for added value. Morrisons More also capitalises on personalised rewards to enhance customer engagement. The common denominator is that personalisation is linked to clear customer value, not just technology.
However, the value–loyalty relationship has a serious drawback, as seen in these cases. Rewards can motivate customers to change their short-term buying habits, but they do not necessarily lead to lasting commitment. This concern is shared by  Meyer-Waarden, Bruwer and Galan (2023), who indicate that the value of a loyalty programme does not necessarily translate directly into loyalty behaviour among customers. With so much competition in the grocery market, a customer can utilise their Clubcard Prices today, Nectar Prices tomorrow, and Lidl Plus on another shopping trip. Reward value as a basis for exclusive loyalty is less likely to be present in grocery retail than in other forms of retailing, because the switching costs are low.
There is also evidence that reward value is relative. A small discount on a product people often buy might sound more valuable than a big discount on a product people do not buy. Therefore, reward value and offer relevance are correlated. This modifies the conceptual model by proposing that, rather than being separate dimensions, relevance can influence how customers interpret reward value.
These cases allow for a conditional relationship between rewards and loyalty: rewards are more likely to benefit loyalty if they are relevant, meaningful, and part of a positive overall shopping experience. Discounts, on the other hand, can lead to price-seeking behaviour if relied on too heavily, which is not suitable. Reward value can increase interest and repurchase, whereas linking it to the broader relationship and making it relevant to the customer is more likely to build brand loyalty.
[bookmark: _Toc241162004]5.3.3 Perceived Fairness, Transparency and Consumer Trust 
Fairness and trust are essential components in a value-based approach to personalisation. The literature indicates that consumers evaluate not only the benefits they receive but also whether the process feels fair. Hufnagel, Schwaiger, and Weritz (2022) point out that how consumers view price fairness significantly affects their responses to personalised pricing. Hride, Ferdousi, and Jasimuddin (2022) discover that price fairness is associated with higher satisfaction, trust, and loyalty. Aguirre et al. (2015) note that personalisation may cause privacy concerns and feelings of vulnerability when consumers perceive data collection as intrusive.
The Chapter 4 cases illustrate this tension in a straightforward manner. Tesco and Sainsbury’s have introduced loyalty prices for everyday grocery shopping, highlighting personalisation during the purchase process. This clarifies the benefit while also emphasising the distinctions between members and non-members. The CMA's recent examination of loyalty pricing is significant as it highlights that consumer concerns extend beyond merely having a discount; perceptions of price value and the fairness of loyalty pricing are also crucial factors (CMA, 2024b).
Trust serves a purpose beyond being merely an ethical concern. It is necessary for using customer data effectively. If customers trust that their data is handled responsibly, sharing information for personalised benefits can appear reasonable. If using the same data feels excessive, confusing, or exploitative, personalisation could damage the relationship rather than enhance it.
The cases show differences in how they present evidence. Tesco and Sainsbury’s offer plenty of information about their loyalty programs, whereas Lidl, Morrisons, and Asda share fewer specific details about how their programs perform. This does not imply that the latter programs are any less effective. It highlights the importance of being cautious about effectiveness claims when organisations present information differently.
The evidence enhances the theory by establishing fairness and trust as essential components for continuous personalisation. While relevance and reward can attract engagement, fair processes and information are essential in deciding whether customers continue to participate. 
[bookmark: _Toc241162005]5.3.4 Customer Satisfaction and Loyalty Formation 
The conceptual approach assumes that, between the perception of personalised offers and loyalty, customer satisfaction can act as a mediating variable. Cross-case evidence and the literature support this proposition. For instance, Dlamini and Chinje (2019) say that satisfaction is a significant factor of the influence of loyalty programmes on repeat purchases and Daud et al. (2018) suggest there are indirect and direct relationships between trust, usefulness, satisfaction and loyalty.
The five cases suggest that satisfaction is better understood as an intermediate evaluation rather than as being an automatic result of personalisation. Rather, a relevant offer might increase perceived usefulness, a valuable reward might increase perceived benefit, and fair treatment might reduce dissatisfaction. These assessments may be part of a positive shopping experience. But contentment is not enough to stop switching if there is a better offer from another supermarket, one that offers greater convenience, rewards or prices.
This result is in line with the concept of different stages of loyalty development as proposed by Oliver (1999). While an economic or cognitive assessment may provide a first-cut guide to preference, it cannot capture the affect and behavioural preferences required for loyalty. In the grocery retail sector, customers may be loyal to multiple supermarkets, as it is easier to switch between them than in industries with high switching costs.
The evidence thus indicates that satisfaction can be a mechanism, but not a mediator, in all cases. The connection seems to be dependent on the overall customer experience and competition. This is also why evidence of successful personalised promotions should not be seen as evidence of long-term loyalty. Positive feedback from personalised offers can lead to increased loyalty, especially when a customer is satisfied, but competition can disrupt it.
[bookmark: _Toc241162006]5.3.5 Digital Capability and Contextual Differences
The last cross-case question is related to organisational capability. The five retailers have different loyalty schemes, so it is not possible to gauge the extent of personalisation without considering digital maturity and business model. Tesco and Sainsbury's are relatively well-established loyalty programs, offering a mix of transactional data, mobile apps and personalised pricing. Lidl's is more akin to a discount retail proposition, with engagement via app, whereas Morrisons and Asda have built their own digital reward systems.
This variation contributes to the view that personalisation should be seen as an organisation's capacity, not just a marketing tool. As retailers rely on advanced analytics to improve targeting, they also need integrated data, digital interfaces, and the right reward and governance structures. Research in data-driven marketing also suggests that data usefulness depends on an organisation's ability to turn data into actionable customer experiences.
The cases also highlight market context. Personalised rewards may have more impact in the grocery retail sector, where they influence immediate price sensitivity, but price sensitivity can also drive switching between retailers. Thus the competitive situation simultaneously enhances the interest in personalisation and restricts its potential to develop exclusive loyalty.
The evidence also underscores a methodological point: companies can demonstrate outcomes more easily when they report them publicly than when they do not. This makes Tesco and Sainsbury’s easier to assess than Lidl, Morrisons and Asda, but partly because of disclosure rather than performance. Cross-case conclusions should therefore distinguish between observed effectiveness and observable evidence of effectiveness. Digital capability is a means to personalisation, but its impact on loyalty depends on the business model, competitive environment, data capability, and the credibility of publicly visible evidence.
[bookmark: _Toc241162007]5.4 Integration to the Conceptual Model and Poirpositions
The cross-case findings support the conceptual model developed in Chapter 2, but they also suggest that the proposed relationships should be treated as conditional, not linear. The evidence supports the proposition that personalised relevance, perceived reward value, perceived fairness, and customer trust may lead to desirable customer reactions. But the cases do not show that these factors, taken separately and automatically create long-term customer loyalty. Relevance in personalised offers seems to affect customer engagement in two ways: first, it makes something more useful for the people who receive it, and second, it makes them feel more engaged in the promotion. But the evidence indicates that relevance is a prerequisite but not a sufficient basis for loyalty. Second, perceived reward value is strongly linked to immediate customer benefits and purchase incentives, and it can only produce long-lasting loyalty as long as supermarkets offer other incentives. Third, fairness and trust seem to be critical boundary conditions. Personalisation is more likely to foster a positive relationship if customers feel that pricing and data use are understandable and fair. Lastly, customer satisfaction seems to offer a potential mechanism for how positive evaluations might lead to loyalty, but the case evidence does not provide a mediation.
So, when personalised offers are relevant, useful to their recipients, fairly executed and trusted, they are most likely to contribute to building loyalty. If one of these conditions is missing, the personalisation may lead to engagement but not to greater loyalty.
[bookmark: _Toc241162008]5.5 Robustness Considerations 
The findings are subject to several limitations. Firstly, only secondary research sources have been used, which can include publication and attribution bias. Successful loyalty programs are more likely to be highlighted in company annual reports and press releases than less successful programs are, or even negative customer responses. Findings about reported improvements should therefore not be taken as evidence of causal effectiveness. Second, comparability is complicated because the 5 retailers disclose different information. Tesco and Sainsbury's provide fairly comprehensive details on their loyalty programmes, while publicly available programme-specific KPIs for Lidl Plus, Morrisons More and Asda Rewards are more limited. The lack of an outcome report should not therefore be viewed as an indicator of a programme's failure. These restrictions can be alleviated, but not completely removed, using triangulation. If companies' claims conflict with evidence from regulators, industry reporting, or academic research, then more weight can be given to the industry claims. Triangulation across multiple sources enhances the credibility of the case study, according to Yin (2018), because it lessens reliance on any one source. However, the results should be taken with a grain of analytical salt rather than as statistically representative.
[bookmark: _Toc241162009]5.6 Practical Synthesis 
Based on the cross-case evidence, four practical implications emerge for UK grocery retailers. Based on the cross-case evidence, four practical implications emerge for UK grocery retailers. Personalisation must be more about relevance than technology. Retailers should determine whether targeted offers align with customers' needs at that moment, or whether they are simply more personalised communication. Perceived usefulness and satisfaction are likely to be higher when the offer is relevant. Secondly, rewards should have immediate value as well as relationship value. The cases suggest that discounts can drive purchases, but too much of a good thing can change customers' purchasing habits. Retailers must therefore create a synergy of financial value plus convenience, and recognition plus personalised experiences. Third, retailers should recognise fairness and transparency as commercial needs, not merely compliance needs. Loyalty pricing can create value for members, but unexplained differences between customers can lead to perceptions of unfairness. Clear communication about eligibility, pricing, and how customer information is used can then maintain trust and continued participation. Fourth, retailers need to take a multi-faceted approach to assessing loyalty programmes, not just transaction growth. Helpful metrics include offer redemption, digital engagement, customer retention, satisfaction, and repeat purchases. So, retailers should view personalisation as a relationship marketing capability, not just a promotional tool. 
[bookmark: _Toc241162010]5.7 Chapter Summary 
The five case studies were critically analysed with respect to literature and conceptual framework developed in chapter 2. The analysis suggests the argument that relevance, reward value, fairness and trust are contributing factors to the response of the customer is valid and has been shown to be conditional. Although Personalised offers can lead to high engagement and offer instant economic return, this is not a direct correlation to customer loyalty. The cross case evidence clearly reinforces the relevance, fairness and trust of the issues. Rewards seem to be more effective when they have a substance - when they match customer needs, and fairness and transparency of the data used plays a role in the perception of personalisation as a legitimate form of data use. These positive ratings can lead to customer loyalty, but competitive switching and competing value propositions can get in the way. The conceptual model is hence developed from a fairly linear relationship to a conditional process in which customer value, satisfaction, trust and fairness are linked to competitive and organisational conditions. The chapter also found limitations due to secondary-data bias and company disclosure issues. Chapter 6 uses the results to develop the study's theoretical and managerial implications.


[bookmark: _Toc241162011]Chapter 6: Conclusion 
[bookmark: _Toc241162012]6.1 Introduction 
This chapter summarises the key findings, theoretical contribution, managerial implications, limitations and future research opportunities for this study. This study used qualitative secondary data analysis of 5 UK grocery retailers (Tesco, Sainsbury's, Lidl, Morrisons, Asda), to analyse the relationship between personalised offers and customer loyalty in the grocery retail market. Rather than treating personalisation as a natural path to loyalty, the research explored the circumstances under which personalised offers can deliver real customer value and improve the retailer-customer relationship. Chapter 4 provided the empirical findings based on the five cases, and Chapter 5 critically analysed the findings from the five cases with reference to the literature and the conceptual framework. The overall message is that personalisation helps to build customer loyalty, but only if it makes sense within a customer-fair/ trusting relationship. Rewards and special deals can help promote engagement and sales, but they are not enough to ensure long-term loyalty. Hence, the effect of personalisation depends on relevance, perceived value, satisfaction, trust, fairness, and overall competition.
[bookmark: _Toc241162013]6.2 Brief Summary of Key Findings
Personalisation is not enough; relevance matters more. In all cases, personalised offers were most significant when customer information was translated into offers relevant to shopping needs. Personalisation thus creates value not just through techno-sophistication but through usefulness. Rewards create engagement more easily than loyalty. Financial incentives and digital rewards such as Tesco Clubcard Prices, Nectar Prices, Lidl Plus and Morrisons More and Asda Rewards are evidence of the power of financial incentives to increase buying and programme participation. But the evidence does not support the assumption that repeat purchases or participation reflect ongoing attitudinal loyalty. The success for personalisation depends on trust and fairness. Personalised pricing and data-driven offers create value exchange between retailer and customer; however, customers must believe that their data is being used in a valuable way and that different offers are legitimate. This supports the relevance of trust and perceived fairness, as shown in research on relationship marketing (Hufnagel, Schwaiger and Weritz, 2022). The strength of the relationship depends on the context. Competitive intensity, digital capability, and low switching costs limit the level of personalisation that can achieve exclusive loyalty. Therefore, personalisation should be seen as part of a broader customer value proposition, not a replacement for competitive pricing, convenience, and service.
[bookmark: _Toc241162014]6.3 Theoretical Implications 
[bookmark: _Toc241162015]6.3.1 Extending the Commitment Trust Perspective
The first theoretical contribution highlights the importance of trust in personalised retailing relationships. Commitment–Trust Theory states that relationship marketing success is based on two things: customers are willing to keep doing business with the exchange partner if he or she is trustworthy and treats the customer with honour and integrity (Badrinarayanan and Ramachandran, 2024). The results support this claim and refine our understanding of data-driven grocery retail.
The 5 cases show that trust is not the result of a good loyalty programme alone. Retailers rely heavily on transactional data to decide what offers to extend to individual shoppers. This is essentially a trade-off; Customers give up behaviour in exchange for more relevant or better financial benefits from the retailer. Personalisation can improve the relationship where the exchange is seen as transparent and mutually beneficial. The same process can reduce trust when customers feel they are being monitored too much, treated unfairly, or when data is used in an unclear way. 
This goes beyond the traditional customer-to-trust-to-personalisation relationship-marketing metric and places trust somewhere between the customer and the response to personalisation. This interpretation aligns with Aguirre et al. (2015), who find that personalisation can become less effective when it raises privacy concerns, and with Hufnagel, Schwaiger and Weritz (2022), who argue that fairness matters in personalised pricing contexts.


[bookmark: _Toc241162016]6.3.2 Refining the Value-Loyalty Relationship
The second contribution is to the perceived reward value. Most of the existing literature on loyalty programmes acknowledges that providing rewards can contribute to programme engagement and enhance customer value (Meyer-Waarden, Bruwer and Galan, 2023). The cases confirm this relationship, especially when the retailers offer immediate and clear benefits.
But the results run counter to a more firm belief that the value of the reward will correspond with the value of the loyalty. The supermarket shoppers can use multiple loyalty programs at once, and they can easily compare supermarkets for their best prices. A customer might therefore appreciate a discount on their purchases with Tesco Clubcard without being a loyal Tesco customer.
Theoretically, this distinction matters. Research indicates that reward value relates more to behavioural engagement than to attitudinal loyalty. Price can affect what customers buy and where they go on a single shopping trip, but more positive experiences build greater loyalty that ultimately can lead to more loyalty.
The Oliver loyalty framework can help explain this. The stages of loyalty progress from the cognitive through the affective, to the conative, and finally to behavioural. The case evidence suggests that while a retailer's offer can be enhanced by personalising rewards, satisfaction and continued positive experiences are required to move the loyalty relationship to a higher level. Therefore, this contribution is not intended to oppose the value-loyalty connection, but to refine it.
[bookmark: _Toc241162017]6.3.3 Integrative Refinement of Conceptual Model 
This theoretical contribution integrates these relationships into a more complex conceptual sequence. In an original framework, the constructs related to personalisation were regarded as significant influences on loyalty. The results indicate that these relationships should be interpreted as connected stages. 
This refinement adds to the literature because it moves away from the assumption that better personalisation leads to better loyalty. Rather, it points to a conditional value–trust mechanism. Personalisation provides an opportunity to build loyalty but only customers can decide whether it is a real opportunity.
This interpretation is most generalisable in highly competitive retail settings with loyalty programmes digitally linked to the shopping experience, where consumers have several options. It must be used more carefully in industries with higher switching costs, less competition, and fundamentally different types of customer relationships.
[bookmark: _Toc241162018]6.4 Managerial Implications 
[bookmark: _Toc241162019]6.4.1 Ensuring Relevance as the Primary Objective
Retailers now need to consider how they can use personalisation to tailor offers to individual customers, rather than trying to add as many as possible. Where possible, merge transaction history with contextual information to ensure offers reflect more recent preferences rather than historical ones. Managers should track redemption rates, incremental purchases, repeat engagement and customer satisfaction, not the number of customised offers sent. If a lot of communication is exchanged with low redemption and/or low satisfaction, it indicates that personalisation is not adding value.
[bookmark: _Toc241162020]6.4.2. Moving Beyond Discount Dependency
While the cases demonstrate the instant gratification of monetary incentives, too much focus on discounts can lead to transactional, not relational loyalty. Retailers should, therefore, package personalised price benefits with recognition, convenience, tailored recommendations and other experiential benefits. The goal should be to make the customer feel that the retailer understands his or her needs, not just what he or she is likely to purchase.
[bookmark: _Toc241162021]6.4.3 Building Strategic Capabilities of Fairness and Transparency
Managers should clearly explain the rationale for specific offers and how loyalty pricing works. This is becoming a more important consideration, because personalised pricing is becoming the norm in the grocery sector. Retailers should keep track of complaints, customer trust measures, opt-outs, privacy considerations, and the customer satisfaction gap between loyalty and non-loyalty customers. 
[bookmark: _Toc241162022]6.4.4 Integrating Loyalty Data throughout the Customer Journey
The five cases demonstrate the increasing importance of mobile applications and digital loyalty platforms. But gathering additional data is not enough. Retailers need integrated systems that turn data into actionable customer experiences.  Investing should be on data quality, system integration, analytics capability and employee capability, and not just app functionality. Key performance indicators are: programme usage, offer redemption, digital engagement, customer retention and satisfaction.
[bookmark: _Toc241162023]6.5 Limitations and Directions for Future Research 
This study has a couple of drawbacks. Firstly, it is a secondary analysis, which is dependent on the availability and quality of secondary sources of evidence that have been published. Company reports/promotional materials may highlight successful outcomes, leading to publication bias and/or attribution bias. Some retailers do not have any specific KPIs either, so it is not possible to make a direct comparison between cases. The study is also limited to the UK grocery market. As a result, the findings are likely to be strongly dependent on the nature of this market – high competition, high turnover and low switching costs. They must not be taken for granted to apply to other industries. Moreover, the case-study approach does not allow for definitive causal relationships to be determined. For instance, if sales improve after launching a personalised loyalty program, it is impossible to conclude that this is due to the personalisation; pricing, inflation, expansion of stores, economic conditions and other marketing efforts can have an impact on the sales performance.
Longitudinal and mixed-methods research should be explored in future research to overcome these limitations. It would be interesting to investigate whether personalised offers lead to permanent or temporary effects on sales behaviour in panel data. Field experiments can also control for the customer characteristics and compare personalised and non-personalised offers, enabling more powerful causal inferences. Additionally, qualitative interviews could explore what fairness, trust, and value mean in the context of personalised pricing. Further research is also needed to determine if the refined model is different for different demographic groups, different retail outlets, and different countries. In particular, researchers could gain insight by studying how supermarket stores compare with online-only stores in terms of the strength of the personalisation-loyalty link resulting from greater digital integration.
[bookmark: _Toc241162024]6.6 Closing Statement 
This study shows that personalised offers can no longer be considered a sure means to customer loyalty and are not just a short-term tool for promotion. It is their ability to link customer data to the value that is relevant to them, without compromising fairness, trust or the overall experience. The core of the research thus is a new conditional approach to personalisation: when personalised offers are seen as relevant, valuable and legitimate for customers and when the retailer has the digital tools to implement them well, these efforts can deepen customer loyalty. Managers will learn that it is not more personalisation that is the aim; it is better personalisation that customers know and care about.
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