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1.1 Background of the Study
Digital technology has emerged as a foundation component for every industry, and the retail sector in particular has faced a range of transformations and challenges as a result of technology integration. Different factors associated with digital technology have resulted in reshaping and redesigning a range of retail factors, including the changes in customer behaviour and purchasing power, followed by rising omnichannel and e-commerce, as well as hyper-personalisation, and the changes have further accelerated since the pandemic (McKinsey 2025). Another report highlights that the integration of data analytics and emerging digital technology has resulted in moving beyond the traditional marketing approaches that used a unified targeting strategy and focusing on the development of individualised and tailored marketing programs, where there is consideration towards the preferences and choices of every customer, resulting in personalised initiatives. The research will focus on the case study of Tesco, which is the largest retail chain in the UK, as well as having operations globally with a diverse portfolio of offerings ranging from groceries to household products (Tesco 2025). The researcher will seek to evaluate the range of personalised marketing strategies, such as the reward programs of Tesco, like the Tesco Clubcard in order to understand their implications towards customer satisfaction as well as their loyalty towards the brand. 

[bookmark: _5gtrqdyfl5pj][bookmark: _Toc215869798][bookmark: _Toc216800557]1.2 Problem Statement
In the study undertaken by Tyrväinen et al. (2020), it was highlighted that existing literature has briefly addressed the area of relevance of creating an omnichannel customer journey and its value for customers in driving satisfaction alongside a positive link with firm performance. Hence, there is a lack of adequate comprehensive coverage towards personalised marketing. Tyrväinen et al. (2020), also highlighted the absence of adequate empirical evidence on returns of investment associated with personalised marketing. Rane et al. (2023), further added that a proper understanding of different personalised marketing within customer management by navigating through the extensive datasets and trends is integral for the success of marketing programs. Hence, the absence of empirical evidence reduces the ability of retail marketers to effectively integrate them or keep them as a key component in their current campaigns.
[bookmark: _4ntskkg91q4f][bookmark: _Toc215869799]


[bookmark: _Toc216800558]1.3 Proposed Research Aim
The aim of the following study is to evaluate the implications of personalised marketing on the components of customer satisfaction and brand loyalty within the retail sector, particularly considering the case study of Tesco PLC.

[bookmark: _fytnlyu2nzj][bookmark: _Toc215869800][bookmark: _Toc216800559]1.4 Proposed Research Objectives
The key objectives associated with the following research are:
RO1. To analyse the existing trends and practices within the area of personalised marketing used by retail brands like Tesco Plc.
RO2. To evaluate the customer perceptions regarding personalised marketing of Tesco in terms of their engagement, satisfaction and perceived relevance.
RO3. To analyse the implications of personalised marketing in bringing brand loyalty among the customers of Tesco.

[bookmark: _a1rl2bqo6yf0][bookmark: _Toc215869801][bookmark: _Toc216800560]1.5 Proposed Research Questions
The questions to be addressed within the research are:
RQ1. What are the existing trends and practices within the area of personalised marketing used by retail brands like Tesco Plc?
RQ2. What are the customer perceptions regarding personalised marketing of Tesco in terms of their engagement, satisfaction, as well as perceived relevance?
RQ3. What are the implications of personalised marketing in bringing brand loyalty among the customers of Tesco?

[bookmark: _um6o1q3tfhui][bookmark: _Toc215869802][bookmark: _Toc216800561]1.6 Significance of the Study
Considering the studies of Ifekanandu et al. (2023) and Onibokun et al. (2023), it has been evident that personalisation of marketing by evaluation of the customer data is essential, particular for targeting customer preferences and choices, resulting in increasing their relevance in the present day for retail brands like Tesco. Within that aspect, the study will have a key role towards improving the foundational knowledge of retail managers and marketing strategists regarding different strategies for personalisation, in order to enhance their ability of making informed decisions. The study will be valuable in terms of improving managers knowledge of personalisation and its integration by highlighting the personalised marketing strategies being used by Tesco to improve their practical knowledge regarding maximisation of customer satisfaction as well as bring better brand loyalty. While considering academic contribution, the study will hold significance in terms of being a guidance for the future researchers regarding customer-centric marketing within the retail sector. 

[bookmark: _quzpnrg497rj][bookmark: _Toc215869803][bookmark: _Toc216800562]1.7 Purpose of the Study
The key purpose of the researcher within this study is the investigation as well as clarification of the relevance of personalised marketing by outlining its role towards customer satisfaction and the ways in which it drives brand loyalty. The use of Tesco as a reference point will be further relevant in developing empirical evidence regarding the existing performance outcomes from personalised marketing.

[bookmark: _cc1bxjl9bbd][bookmark: _Toc215869804][bookmark: _Toc216800563]1.8 Rationale
The rationale for undertaking this study is to primarily address the gap in existing literature that lacks empirical evidence on personalised marketing and its effectiveness, alongside the lack of case study focus on major organisations like Tesco. It further includes the practical relevance of the study, where marketing strategists will get additional knowledge from the case of Tesco, which operates across multiple markets and a diverse customer base. 

[bookmark: _35ekbipbbh78][bookmark: _Toc215869805][bookmark: _Toc216800564]1.9 Structure of Dissertation
The dissertation will initially begin with an introduction chapter that will highlight aims and objectives alongside the issue being addressed through the study. It will be accompanied by a review of existing studies addressing the key components and variables associated with the research. The next chapter will include an overview of the choices of methods and the rationale behind them. It will be followed by highlighting the research findings in the fourth chapter and the outcomes of the study in the last chapter of the dissertation. 

[bookmark: _5d2gqs6fi0nt][bookmark: _Toc215869806][bookmark: _Toc216800565]Chapter 2: Literature Review

[bookmark: _mwdf9qdb3tmj][bookmark: _Toc215869807][bookmark: _Toc216800566]2.1 Conceptual Definitions
The primary construct within the following study is that of customer satisfaction, which has been defined by Hasfar et al. (2020), as the quality of service being delivered to the customers in order to address their needs and expectations from the brand. Another study by Ratnasari et al. (2020), defined customer satisfaction as the outcomes of the overall customer journey, including the purchase and the utilisation of the offerings. 
Another key construct is that of brand loyalty, which has been defined by Górska-Warsewicz and Kulykovets (2020), as the positively directed emotions and behavioural response for any brand that drives them to repurchase the product or stay with the brand for other products as well. It was further defined by Bernarto et al. (2020), as the extent of closeness felt by customers towards specific brands. 
The independent construct in this study is that of personalisation marketing, which is defined as the use of different marketing and communication strategies where the company interacts with the consumer using customer data and insights, as well as market trends, for effectively addressing the customer demands (Strycharz and Duivenvoorde 2021).  

[bookmark: _z5crkb3mg0z4][bookmark: _Toc215869808][bookmark: _Toc216800567]2.2 Theoretical Literature
One of the key theories within this aspect is that of the Expectation‑Disconfirmation Theory, which can be considered as one of the foundational theoretical frameworks relating to customer satisfaction. Hien et al. (2024), highlighted the Expectation‑Disconfirmation Theory as the foundational framework within consumer behaviour, involving a set of five key constructs that are confirmation, satisfaction, performance, expectations and customer repurchase intentions. The theory assumes that the performance of the product or service, combined with the expectations of the customers, determines their satisfaction levels. 
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Impact of Personalised Marketing on Customer Satisfaction
Ballı (2024) and Onibokun et al. (2023) undertook studies within the area of personalisation and their role towards customer satisfaction, where it was found that the use of personalisation strategies in terms of product personalisation or service. The studies also had similar findings in terms of outlining that overall customer experience is enhanced by the use of personalisation since it makes the customer feel their preferences are valued by the brand, resulting in increasing their engagement alongside the probability of repeat purchases. In addition to that, Maghembe and Magasi (2024), highlighted the positive customer perception regarding customisation and personalised marketing, within which it was found that it leads to driving value to the customers, which is a key source of engagement. However, Khattak and Mehadhi (2024) highlighted the aspect of privacy concern to be reducing the effectiveness of personalised marketing, considering the lack of understanding of the customers regarding the data privacy policies. 


Impact of Personalised Marketing on Brand Loyalty
Ahmed et al. (2025), highlighted that brand loyalty is another key area of impact associated with the aspect of personalised marketing since it leads to the implementation of strategies that are directly linked to the interest areas and preferences of the customers, leading to the acknowledgement of their needs, which is likely to bring repeat purchases. Similar findings emerged in another study undertaken by Song (2024), which highlighted the role of personalised experience marketing that has been focusing on creating immersive customer experiences by particularly targeting the Gen Z of customers, which leads to increasing their inclination to the brand, and enhances their loyalty. However, another study had a contrasting set of findings within which it was highlighted that despite personalised programs and initiatives boosting the loyalty of customers in the short term, it also leads to temporary reduction within the engagement levels for the customers after the ending of the personalised campaign or discounts known to be effort balancing which reduces effectiveness of such programs in the long run (Nishio and Hoshino 2024). 

[bookmark: _6mchve5cpadh][bookmark: _Toc215869810][bookmark: _Toc216800569]Chapter 3: Research Methods and Methodology

[bookmark: _ohpp3zr8m1pb][bookmark: _Toc215869811][bookmark: _Toc216800570]3.1 Research Philosophy
The study will be using a positivist philosophy that focuses on the evaluation of the causal relationship existing between personalisation and the elements of customer behaviour and brand loyalty. Positivism focuses on considering reality to be objective and observable differently by different individuals, which also leads to knowledge creation. The reason for using positivism is that it will allow the researcher to identify a range of patterns in terms of customer satisfaction and loyalty towards retail brands, driven by personalisation strategies within their marketing (Park et al. 2020).
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The researcher will be using a deductive approach within the following study, where the focus will be on the evaluation of the existing theories and conceptual knowledge in order to identify their credibility and relevance within the present business landscape, alongside providing further improvement within the existing theories based on collected data. One of the key benefits associated with the use of the deductive approach is the alignment that it has with the choice of positivist philosophy, followed by being effective in the evaluation of quantitative data that will be further used for measuring the relevance and credibility of the existing theories.
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For bringing out more reliable and credible conclusions from the following research, the researcher will be focusing on the use of quantitative methods in the following study, which involves the collection and utilisation of statistical and numerical data, followed by the application of statistical method of analysing the hypothesis while also evaluating the relationship between multiple variables associated with the study (Song 2023). The use of quantitative research methods brings scope for consideration of a larger set of perspectives through a bigger sample, alongside evaluating the relevance of the existing theories across different business contexts.
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[bookmark: _Toc216800573]3.4 Research Strategy
The research strategy will focus on the use of a survey-based design where the researcher will focus on evaluating the relation between the independent and the dependent variables by using numerical data that will be collected through a structured survey. It will allow the collection of data from a larger sample, resulting in better generalisability of the outcomes.

[bookmark: _tm6fr650vd63][bookmark: _Toc215869815][bookmark: _Toc216800574]3.5 Sampling Methods
The sampling method to be used within the following study is that of a probability sampling method, where the key aim is the generalisability of the outcomes from the study. The use of simple random sampling in the current study will allow the researcher to reduce bias as the sample will be recruited randomly from the overall population of customers of Tesco. The sample for the following survey will consist of a total of 50 customers of Tesco from within the UK.
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The research will focus on the use of primary data collection, where the focus is on the collection of data in real time in order to get more accurate responses and insights regarding the topic. The primary data collection method to be used for the following study will consist of a structured survey that will include a range of 10 closed-ended questions, and the data will be collected using a Likert Scale that will allow a greater level of convenience for the measurement of the customer perceptions regarding personalised marketing. The survey will be conducted online through the use of online forms.

[bookmark: _7soezfna9hdh][bookmark: _Toc215869817]

[bookmark: _Toc216800576]3.7 Data Analysis
[bookmark: _s3j2zs7z7ydq][bookmark: _Toc215869818]The researcher will be using statistical techniques for data analysis, which will include descriptive statistics for summarising the demographic data as well as shopping behaviour along sites central tendencies such as mean, median and mode for the key variables like customer satisfaction and brand loyalty. In addition to that, regression analysis will also be used across certain circumstances, which include the valuation of the implications of personalised marketing towards satisfaction of the customers, and the SPSS software will be used for further evaluation of the predictions.

[bookmark: _Toc216800577]3.8 Time Horizon
	Activity
	Week 1 - Week 2
	Week 3 - Week 4
	Week 5 - Week 7
	Week 8 - Week 9
	Week 10 - Week 11
	Week 11 - Week 12

	Developing the research topic
	
	
	
	
	
	

	Shaping the objectives and questions
	
	
	
	
	
	

	Framing the research proposal
	
	
	
	
	
	

	Carrying out the literature review 
	
	
	
	
	
	

	Choosing the sample and recruiting them for the study
	
	
	
	
	
	

	Undertaking the survey
	
	
	
	
	
	

	Interpreting and analysing the primary data
	
	
	
	
	
	

	Drawing conclusions
	
	
	
	
	
	

	Final draft
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The aspect of informed consent is the primary ethical consideration of the following study, where the focus of the researcher will be towards taking consent from the participants before undertaking the survey or using the responses of the participants for shaping the research. The consent will be taken through Google Forms, where all the essential details regarding the research will be highlighted, alongside providing an overview of the rights of the participants. Another aspect of ethical consideration will be the anonymity and confidentiality, where the researcher will focus on avoiding the use of names of any participant, alongside maintaining confidentiality regarding their personal data. The data will be further stored in encrypted and password-protected devices to avoid any data breach.


[bookmark: _ev5f2aupjm2n][bookmark: _Toc215869820][bookmark: _Toc216800579]References

Ahmed, S.M.M., Owais, M., Raza, M., Nadeem, Q. and Ahmed, B., 2025. The Impact of AI-Driven Personalization on Consumer Engagement and Brand Loyalty. Qlantic Journal of Social Sciences, 6(1), pp.311-323.
Ballı, A., 2024. The effect of product personalization on consumer purchasing intention, customer satisfaction, brand loyalty and artificial intelligence applications with machine learning. Fiscaoeconomia, 8(3), pp.1240-1263.
Bernarto, I., Berlianto, M.P., Meilani, Y.F.C.P., Masman, R.R. and Suryawan, I.N., 2020. The influence of brand awareness, brand image, and brand trust on brand loyalty. Jurnal Manajemen, 24(3), pp.412-426.
Górska-Warsewicz, H. and Kulykovets, O., 2020. Hotel brand loyalty—A systematic literature review. Sustainability, 12(12), p.4810.
Hasfar, M., Militina, T. and Achmad, G.N., 2020. Effect of customer value and customer experience on customer satisfaction and loyalty PT meratus samarinda. International Journal of Economics, Business and Accounting Research (IJEBAR), 4(01).
Hien, N.N., Long, N.T., Liem, V.T. and Luu, D.X., 2024. Customer responses to airline service failure: Perspectives from expectation disconfirmation theory. Sage Open, 14(2), p.21582440241248334.
Ifekanandu, C.C., Anene, J.N., Iloka, C.B. and Ewuzie, C.O., 2023. Influence of artificial intelligence (AI) on customer experience and loyalty: Mediating role of personalization. Journal of Data Acquisition and Processing, 38(3), p.1936.
Maghembe, M. and Magasi, C., 2024. The Role of Customer Perceived Value, Brand Trust and Service Personalization in Shaping Customer Loyalty. International Journal of Management, Accounting & Economics, 11(9).
McKinsey 2025. The tech transformation imperative in retail | McKinsey. [online] www.mckinsey.com. Available at: https://www.mckinsey.com/industries/retail/our-insights/the-tech-transformation-imperative-in-retail#/ [Accessed 5 Dec. 2025].
Motlani, S., Choudhary, S. and Jain, R., 2025. Customization and Personalization: Driving Engagement and Loyalty in the Digital Marketplace. International Journal of Advances in Business and Management Research (IJABMR), 2(4), pp.42-53.
Nishio, K. and Hoshino, T., 2024. Quantifying the short-and long-term effects of promotional incentives in a loyalty program: Evidence from birthday rewards in a large retail company. Journal of Retailing and Consumer Services, 81, p.103957.
Onibokun, T., Ejibenam, A., Ekeocha, P.C., Oladeji, K.D. and Halliday, N., 2023. The impact of Personalization on Customer Satisfaction. Journal of Frontiers in Multidisciplinary Research, 4(1), pp.333-341.
Onibokun, T., Ejibenam, A., Ekeocha, P.C., Oladeji, K.D. and Halliday, N., 2023. The impact of Personalization on Customer Satisfaction. Journal of Frontiers in Multidisciplinary Research, 4(1), pp.333-341.
Park, Y.S., Konge, L. and Artino Jr, A.R., 2020. The positivism paradigm of research. Academic medicine, 95(5), pp.690-694.
Rane, N., Choudhary, S. and Rane, J., 2023. Hyper-personalization for enhancing customer loyalty and satisfaction in Customer Relationship Management (CRM) systems. Available at SSRN 4641044.
Ratnasari, R.T., Gunawan, S., Septiarini, D.F., Rusmita, S.A. and Kirana, K.C., 2020. Customer satisfaction between perceptions of environment destination brand and behavioural intention. International Journal of Innovation, Creativity and Change, 10(12), pp.472-487.
Song, Y.R., 2023. Optimization of quantitative research methods in social sciences in the era of big data. Acta Informatica Malaysia, 7(2), pp.92-96.
Song, Z., 2024. A study on the impact of personalized experience marketing on brand loyalty among Generation Z. resonance, 5(6).
Strycharz, J. and Duivenvoorde, B.B., 2021. The exploitation of vulnerability through personalised marketing communication: are consumers protected?. Internet Policy Review, 10(4), pp.1-27.
Tesco 2025. About Us. [online] Tesco PLC. Available at: https://www.tescoplc.com/about [Accessed 5 Dec. 2025].
Tyrväinen, O., Karjaluoto, H. and Saarijärvi, H., 2020. Personalization and hedonic motivation in creating customer experiences and loyalty in omnichannel retail. Journal of retailing and consumer services, 57, p.102233.


image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




