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The use of customer loyalty schemes within a supermarket is not a new concept, however, the increasing number of available supermarkets which offer greater convenience and lower prices in a crowded market is negatively impacting the loyalty of customers towards Tesco. This dissertation has critically analysed the impact of the Clubcard loyalty scheme provided by Tesco to understand how it impacts the loyalty of its customers towards Tesco. The researcher conducted an extensive literature review to understand the factors impacting customer loyalty towards a supermarket to understand the different factors which play a role in a customer’s decision to remain loyal to a specific supermarket as well as understanding how loyalty schemes impact the overall loyalty of customers towards a supermarket. The literature review findings indicated the need for further research into the impact of customer loyalty schemes within a supermarket setting and the findings within the available literature were utilised by the researcher to produce a questionnaire that would aid in the understanding of the research. An online questionnaire was produced and distributed via the researcher’s social media channels in order to collect a substantial data set which could be utilised within statistical testing for the analysis of the collected data. 101 participants participated in the research and the main findings from the data collected indicated that there was a significant link between being a Clubcard member and choosing to shop at a Tesco supermarket. Furthermore, the findings also indicated that the Clubcard loyalty scheme helps to increase the loyalty of customers to Tesco through the increased sense of value that Clubcard participants feel from being a Clubcard member. However, despite this, the findings also indicate that the Clubcard fails to increase the overall satisfaction of customers as well as failing to encourage customers to remain loyal to Tesco if there is a more convenient option for them.
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[bookmark: _Toc71034583]Chapter 1 – Introduction
[bookmark: _Toc71034584]1.1 Introduction
This dissertation seeks to understand the impact supermarket loyalty schemes have on the overall loyalty of those who participate, using the Tesco Clubcard loyalty scheme as a focus for the research. The Tesco Clubcard loyalty scheme currently has an estimated 16.5 million users (Howarth, 2021) and is considered one of the most successful supermarket loyalty schemes within the United Kingdom, therefore, it was considered the best option for the researcher when choosing a supermarket loyalty scheme for the focus of this particular dissertation.
This dissertation will critically analyse how the Clubcard scheme within Tesco plays a role in the loyalty of its customers and whether or not it has an impact on where they choose to shop. The dissertation will analyse a range of different factors that could impact the loyalty of customers as well as investigating whether or not loyalty schemes play a role in the loyalty of customers. Finally, the dissertation will seek to understand whether or not loyalty schemes such as the Clubcard are still effective at retaining customer loyalty when operating in the current retail environment.
[bookmark: _Toc71034585]1.2 Rationale & Background
Customer loyalties towards supermarkets are changing, customers are now on the hunt for supermarkets that offer them the best value for money as well as the most convenient shopping experience (Statista, 2020). Despite revolutionising customer loyalty schemes within supermarkets with the launch of their Clubcard loyalty scheme, as well as launching new initiatives to keep the Clubcard scheme current as well as enticing Clubcard customers with exclusive deals (Tesco, 2020), the loyalty of Clubcard users is being questioned. 
Loyalty schemes within supermarkets are not a new concept, with Tesco launching the Clubcard loyalty scheme in 1995 (Tesco, 2021). Loyalty schemes are considered an immense marketing tool that when used strategically can benefit almost any organisation that faces a business environment in which substantial competitive pressures are a factor in the running of the business (Srivastava and Rai, 2018). Within a year of the launch of the Clubcard which cost Tesco nearly £10 million, customers were spending 28% more in Tesco stores and 16% less than their closest rival at the time, Sainsbury's (Westbrook, 2018). Nastasoi and Vanderbosh (2018), found that the use of a loyalty scheme by a supermarket helps to increase the differentiation between brands for consumers which in turn allows for the business to sustain a competitive advantage against its competitors. However, the impact on customer loyalty is now being questioned as the environment in which supermarkets operate is becoming more crowded with an ever-increasing number of competitors resulting in customers having less loyalty to one particular supermarket (Chahal, 2017). Customer loyalty towards a particular supermarket has changed with a 2017 study finding that nearly 40% of people would not consider themselves as negatively impacted if their usual supermarket closed due to the ease of shopping in another available supermarket (ibid). 
The shift in customer loyalty to supermarkets which offer better value for money and a more convenient experience is negatively impacting Tesco as their market share continues to gradually decline while the market share of their discount retailer competitors continue to grow in the crowded market in which supermarkets operate (Statista, 2020). A possible cause of this problem is the economic uncertainty being faced by many within the UK as well as the growing inflation which has a detrimental impact on the prices of products within supermarkets. This dissertation will utilise research amongst Clubcard users in the attempt to add knowledge and to allow for a deeper understanding into the factors that impact customer loyalty towards a supermarket as well as a deeper understanding of how the Tesco Clubcard impacts the loyalty of those customers who partake in the scheme.


[bookmark: _Toc71034586]1.3 Aim & Objectives
Dissertation Aim
This dissertation aims to critically analyse the impact that the Tesco Clubcard has on the loyalty of those who participate in the scheme and their loyalty towards Tesco.
Dissertation Objectives
· To conduct an extensive literature review that will discuss the key literature and theories produced by credible authors who have discussed and analysed the changes in consumers behaviour and the different factors that impact customer loyalty towards a supermarket.
· 
· To undertake primary research through the use of a survey aimed towards those who possess a Clubcard.

· [bookmark: _Hlk70029446]To better understand through the use of statistical testing and analysis, the extent to which the Clubcard plays a role in the loyalty of consumers when choosing a supermarket.

· [bookmark: _Hlk70030536]To make recommendations based on the findings of the dissertation that will allow Tesco to better understand the impact their loyalty scheme has on the loyalty of those who participate in the scheme.
[bookmark: _Toc71034587]1.4 Structure
In order to complete the dissertation and to achieve the aim and objectives set out by the researcher, the dissertation will consist of five chapters. The chapters are as follows, chapter one, introduction, chapter two, literature review, chapter three, methodology, chapter four, data analysis and finally chapter five, discussion.
Chapter two will analyse a wide range of literature including journal articles and textbooks that have discussed loyalty schemes and the different factors which impact a customer’s loyalty towards a supermarket. This chapter will also analyse a range of similar studies available to the researcher to understand where there is a gap in the available literature to allow for this dissertation to add further knowledge and to allow for a deeper understanding of the impact that loyalty schemes and in particular the Tesco Clubcard, have on customer loyalty.
Chapter three will outline the design of the research and the methodology that was utilised to conduct successful primary research. Chapter three will allow for the researcher to conduct successful research and to answer any questions that were raised as a result of the literature review in the previous chapter. Furthermore, chapter three will also discuss the ethical considerations and the limitations faced by the researcher throughout the research process.
Chapter four will utilise the primary data collected from the research and will use SPSS software in order to statistically test the data set to produce meaningful data that will help with the understanding of how the Clubcard loyalty scheme impacts customer loyalty.
Chapter five will discuss the completion of the aim and objectives of the research and where each of the objectives was achieved within the dissertation. Finally, the chapter will discuss the main findings of the dissertation and will provide recommendations based on those findings.
[bookmark: _Toc71034588]1.5 Chapter Summary
To summarise, this chapter has discussed the need for this dissertation by providing a rationale and a background into the problems that are being faced by Tesco regarding the loyalty of their customers. Furthermore, this chapter has outlined the aim and objectives that this dissertation hopes to achieve as well as setting out the structure of the dissertation including a summary of each chapter.
The following chapter will perform a literature review and will review a wide range of different literature from journal articles and textbooks to gain a deeper understanding of the factors that impact customer loyalty towards a supermarket as well as allowing the researcher to understand where there is a gap in the available literature that requires further research.
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[bookmark: _Toc71034590]2.1 Chapter Introduction
The previous chapter has introduced this dissertation and has discussed the reasoning behind why the topic is appropriate and relevant for this dissertation. The previous chapter also outlined the aim and objectives that this dissertation will achieve.
This chapter seeks to explore and review the vast amount of literature that has been made available regarding the different factors that have an impact on a customer’s loyalty towards a supermarket and how consumer behaviours have changed regarding shopping habits within a supermarket setting.
This literature review will analyse a range of literature that was made available to the researcher through the use of a wide range of scholarly sources including articles, textbooks and academic journals that have been made available to the researcher via sources including Google Scholar as well as the UWTSD online library. Furthermore, the literature review will analyse a selection of theoretical frameworks as well as concepts that will be used to aid in the understanding of some of the factors discussed.
Finally, this literature review will establish any gaps within the available literature to understand which areas require the most amount of further research moving forward to allow for the research to add further knowledge into the factors that impact a customer’s loyalty towards a supermarket as well as understanding and adding further knowledge to understand how the Clubcard impacts the loyalty of customers to Tesco.
The literature review will achieve the first objective of this dissertation:
· To conduct an extensive literature review that will discuss the key literature and theories produced by credible authors who have discussed and analysed the changes in consumers behaviour and the different factors that impact customer loyalty towards a supermarket.
[bookmark: _Toc71034591]2.2 Brand Loyalty
Brand loyalty has in the past, been considered as a customer’s continuous decision to purchase from a brand as well as their continued decision to purchase from the brand in the future (Chaudhuri and Holbrook, 2001). More recent definitions have described brand loyalty as the measurement of a customer’s unwillingness to purchase from another brand or a competing service (Doyle, 2016). Brand loyalty is characterised by higher levels of customer satisfaction as well as the continued purchase of goods by customers who are loyal towards the brand over a continued period (ibid). 
There has been a range of different variables found within literature that discusses the different factors that contribute to a customer’s loyalty towards a supermarket with Gobiraj et.al (2010) analysing nine different key factors that they considered to play a role in the loyalty of customers towards supermarkets within the United Kingdom including the promotions and value of products as well as the innovation and management of the brand. A Similar study found that there is a range of variables that have an impact on the loyalty of customers within a supermarket setting including, customer commitment, customer present value, customers satisfaction, service quality, customer trust, and finally the customers experience with the brand (Araceli et.al, 2016 cited in Nisa, 2016).
Brand loyalty is said to develop through a series of different stages before the consumer becomes truly loyal to an organisation (Bowen and Shiang-Lih, 2015). Walker (2020), created the ‘Loyalty Matrix’ framework which can be seen in Appendix A. The loyalty matrix was created to allow organisations to measure customer loyalty as well as the stability of their customer base. The model understands customer loyalty towards a brand as having two dimensions that help in the understanding of customer loyalty. John and Lyimo (2019), discuss how the model splits customers into four segments based on their behaviour towards a brand. These four segments then make up two different dimensions as discussed by Walker (2020). The two dimensions as discussed within the model are the customers’ behaviour along with the attitudes which support such behaviour (ibid). The loyalty matrix model, when used from the perspective of a business allows for the increased understanding of what motivates the behaviour and loyalty of its customers (ibid). 
[bookmark: _Toc71034592]2.3 Customer Commitment and Loyalty Schemes
The first factor that has been argued to impact customer loyalty and one of the variables that have been discussed by Araceli et al., (2016) cited in (Nisa, 2016) is customer commitment and how loyalty schemes impact a customer’s commitment to a supermarket. Muganda et al. (2014) argue that loyalty schemes are an important and effective factor that impacts the loyalty of customers within a supermarket setting with a study by Buckingham (2018) finding that a customer’s commitment towards a supermarket could be impacted based on the loyalty scheme provided as 85% of shopper would be more inclined to shop in a supermarket that offered them a loyalty scheme, whereas the same study found that 27% of shoppers would avoid a supermarket altogether if a loyalty scheme was not available to them. Nandal et al. (2020), describe loyalty schemes as the way in which supermarkets give back to consumers who are users of their brand to ensure the overall faithfulness of the consumers towards their brand in the future. Similarly, Srivastava and Rai (2018) mention that loyalty schemes allow organisations to provide benefits for customers who are repeat users of their business through the use of a loyalty scheme with McMullan and Gilmore (2008), indicating that a loyalty scheme determines the choices which are made by an organisation to attract customers through giving the customers an incentive of gaining a reward in return for being a loyal customer to a particular organisation. A report analysing customer loyalty produced by AIMIA (2015), found that organisations that offer customers unique offers which are customised towards their previous shopping behaviours are more likely to retain the loyalty and commitment of the customer towards their brand. Similarly, this was again mentioned in the same study by Buckingham (2018) when it is argued that loyalty schemes heavily influence the different decisions of the consumers when they are targeted with benefits and offers which are aimed towards their previous purchasing behaviours. 
There is a range of different loyalty schemes offered to consumers in an attempt to increase customer commitment and loyalty towards a brand as discussed by Nandal et al. (2020) which can be seen in Appendix B.
[bookmark: _Toc71034593]2.4 Consumer Behaviour
The second factor that has been understood to have an impact on consumer loyalty is the changes in consumer behaviour (Brun et al., 2017). Consumer behaviour has been understood as the way that consumers choose to purchase and use goods and services that are available to them and how different external factors including the marketing and pricing of products impact the way in which a consumer reacts to the product or the organisation in which it is available (East et al., 2017). Similarly, it has been argued that consumer behaviour is related to the psychology of the way that consumers think, feel, reason, and select between a range of products and services that are made available to them when they are making decisions about where they shop and what they purchase (Perner, 2018).
Consumer behaviour towards supermarket shopping and the loyalty of consumers towards a particular store has changed. The wide range of choices available to consumers encourages consumers to plan and evaluate their different choices available to them before they make a final decision on where to shop (Bellini et al., 2020). Nageswari (2019), mentions how technological advancements have resulted in technological interference at each stage of the consumer buying decision-making process, indicating that shoppers are now more likely to check the range of alternatives that are available to themselves online, before deciding on where they shop, thus having an impact on their loyalty to a particular supermarket.
The Engel, Kollat and Blackwell model (EKB) originally developed in 1978 which can be seen as Appendix C is a theoretical framework that was developed to allow for a deeper knowledge and better understanding of the theory of consumer behaviour. Schiffman and Kanuk (2008), argue that the EKB is one of the most efficient, most effective, and most important models in the understanding of consumer behaviour. Engel et al. (1978) describe consumer behaviour as a decision-making process in which five key stages are utilised, the five stages are problem recognition, need recognition, information search, evaluation of alternatives and choice. 
The EKB when utilised within a supermarket setting can be argued to allow for supermarkets to get a better understanding of their consumers, which in turn allows for techniques and tactics to be used to retain loyal customers. Kotler (2012) argued the importance of organisations understanding the different behaviours of their consumers including their buying, consumption, and disposal behaviours, in order to provide an environment in which is sought after by the consumers. Furthermore, further research conducted by Hansen, Jensen and Solgaard (2011), corresponds with that of Kotler when it indicated that the marketing decisions made by an organisation have an impact on the different behaviours of the consumers, therefore indicating that the decisions made by supermarkets to understand their consumers in order to provide a suitable environment has an impact on the overall behaviour of consumers including their loyalty.
[bookmark: _Toc71034594]2.5 Price and Perceived Value
As far as loyalty is concerned, the price of products and the perceived value that a consumer feels has been argued to be another of the factors that have an impact on a customer’s loyalty towards a supermarket (Gobiraj et.al (2010); Nisa (2019). It has been previously argued by Chapman (2014), that following the event of the 2008 United Kingdom recession, customers habits and consumer behaviour regarding shopping changed, with customers now being more reliant on offers, rewards and cheaper prices that are offered by some supermarkets. Loyalty schemes allow for customers to feel an increased sense of value from the supermarket in which it is offered (Hupfeld and Speed 2017) as well as findings by Ramanathan et al. (2017) which found that customised promotions increase the customers' overall sense of value and connection to the brand in which the scheme is offered, therefore indicating the prices and perceived value of shopping at a particular supermarket impact a customer’s loyalty. This was again argued in a study conducted by Rather (2017), who found that the perceived value that customers feel from a supermarket impacts their decision to remain loyal to a particular supermarket.
However, the prices and perceived loyalty that a customer feels towards a supermarket is not only made available through the offering of a loyalty card, with the prices of products having an increasing impact on customer loyalty with Khadka and Maharajan (2017) finding that customers purchase goods and shop at supermarkets based on their expectations of the prices of the products. Customers are always on the lookout to have the best shopping experience with the most efficient service at the most reasonable and affordable prices to themselves (Cakici et al. 2019). Therefore, customers measure their overall experience with a supermarket by evaluating what they get in return for the amount of money they are spending (Wantara and Tambrin, 2019) and it has been found that discount retailers within the UK such as Lidl and Aldi have gained a substantial amount of the market share from the big four retailers as the no-frills service and the cheaper products available to customers has caused a generational shift within the shopping behaviours of customers (Shadbolt, 2015), thus impacting customers decisions on where to shop and their loyalty to a particular supermarket.
[bookmark: _Toc71034595]2.6 Customer Convenience
In addition to the prices of products and the perceived value of shopping at a particular store, another significant factor that has been argued to have an impact on consumer behaviour and a customer’s loyalty towards a supermarket is the convenience provided to the customer from the supermarket including how the location of the store plays a role in its convenience for customers as argued by Wright (2020), who found that shoppers are choosing to shop in the most convenient outlets for themselves. Correspondingly, Roy et al. (2020), discuss how consumers are now more likely to be engaged with supermarkets that provide them with the greatest amount of convenience and recent data provided by Tesco indicates that there is an increased demand for express stores within the UK, with 50 new Tesco express stores opening within the first quarter of 2020 alone (Wells, 2020). Furthermore, an article by Shadbolt (2015) indicates that supermarkets such as Lidl and Aldi provide the greatest environment for shoppers who choose to shop in a store due to its convenience, however, despite this Walker and Altman (2020), found that customers who choose where to shop based on convenience are less likely to have a strong loyalty towards one particular supermarket and are more likely to shop where they consider to be the most convenient for them at the time.
As well as the location of the store and the convenience this plays for the consumer, customers need to consider their shopping trip as satisfying for it to be considered as convenient (Reimers and Chao, 2014). Similarly, Khadka and Maharjan (2017) argued that customers who are satisfied with their overall experience with an organisation are more likely to remain loyal to that particular organisation. Thus, it has been argued by Muganda et al. (2014) and Nguyen et al. (2020) that to ensure that a customer remains loyal to a supermarket, ensuring their satisfaction through increased convenience is of paramount importance to ensure they remain loyal within the current competitive business environment that supermarkets are facing.
[bookmark: _Toc71034596]2.7 Chapter Summary
This chapter has achieved the first objective of this dissertation:
· To conduct an extensive literature review that will discuss the key literature and theories produced by credible authors who have discussed and analysed the changes in consumers behaviour and the different factors that impact customer loyalty towards a supermarket.
In summary, this literature review has analysed a range of scholarly literature including journal articles, textbooks and reports that were available to the researcher via sources including the UWTSD online library and Google Scholar. The sources allowed for a deeper understanding and a better knowledge of the key factors that impact a customer’s loyalty towards a supermarket. The literature review has also analysed concepts and frameworks which were developed to allow for a deeper understanding of some of the key factors discussed.
The literature analysed indicates the need for further research into the different factors that impact a customer’s loyalty towards a supermarket as well as allowing for the influence of loyalty schemes to be better understood.
The following chapter will consider the research methodology utilised by the researcher to successfully conduct primary research to aid in the completion of this dissertation. The following chapter will also discuss the limitations encountered by the researcher as well as the ethical considerations taken into account when conducting the research.
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[bookmark: _Toc71034598]3.1 Chapter Introduction
The previous chapter discussed and analysed the literature available to the researcher to allow for the understanding of the different factors that have an impact on the loyalty of customers towards a supermarket. This chapter will analyse the research design and methodology implemented by the researcher to complete the proposed research.
This chapter will discuss the structure of the research conducted through the implementation of the ‘Research Onion’ model developed by Saunders et al. (2019). The chapter will analyse each stage of the model and will utilise academic sources to justify why each stage was chosen for the research for this particular dissertation. Finally, the chapter will discuss the limitations encountered by the researcher as well as the ethical considerations taken into account to ensure the success of the research.
This chapter will achieve the second objective of this dissertation:
· To undertake primary research through the use of a survey aimed towards those who possess a Clubcard.
[bookmark: _Toc71034599]3.2 Research Onion
To ensure successful and meaningful research, the researcher utilised the ‘Research Onion’ model as developed by Saunders et al. (2019) which outlines six stages that are required to be utilised when conducting research. Muranganwa (2016), states that the use of the research onion model ensures an appropriate research design as well as Raithatha (2017) discussing how the utilisation of the model allows for a suitable methodology for the research to be created to ensure the overall success of the research.
The stages of the model are as follows, Philosophies, Approaches, Strategies, Choices, Time Horizons, and Techniques and Procedures (Saunders et al. 2019). Figure 3.1 outlines the pathway followed by the researcher to conduct successful research.
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[bookmark: _Toc70878342]Figure 3.1 The Research Onion (Saunders et al. 2019).
[bookmark: _Toc71034600]3.2.1 Research Philosophy
The research philosophies are the first layer of the Research Onion model. Saunders et al. (2009) state that the philosophy which is utilised within the research will underpin the research strategy as well as the methods used within the research. Figure 3.1 indicates that ten possible philosophies can be utilised by the researcher when conducting research. The philosophical approach that this dissertation utilised was the positivism approach. According to Buchanan (2018), the positivism philosophy approach to research depends on the observations that lead to results from scientific analysis. As the research utilised the positivism philosophy, the research approach which is argued to complement this philosophy is the deductive approach (Crowther and Lancaster, 2008).
[bookmark: _Toc71034601]3.2.2 Research Approaches
As previously stated, the approach used for this research was the deductive approach. The deductive research approach allows for theory to be applied to a hypothesis and allows for that theory to be tested against existing theory (Wilson, 2010). Saunders et.al (2019), argue that the deductive research approach is seen as a more scientific approach as it allows for theory to be rigorously tested. Using this approach alongside the positivism philosophical approach is the most appropriate for this particular research as the researcher established a hypothesis before conducting the research.
[bookmark: _Toc71034602]3.2.3 Research Strategies
The data collection method adopted to ensure the successful completion of the aim and objectives of this dissertation was a survey in the form of a questionnaire. Questionnaires are a data collection method that allows for the collection of primary data (Harland, 2020) and according to Patten (2017), the use of a questionnaire allows for the most efficient collection of such data. The questionnaire was created using Google Forms and posted on the researchers' Facebook to allow for the collection of a substantial data set that could be later utilised for statistical testing to aid the research. Online surveys distributed through social media allows for the researcher to gather a large data set in an efficient and timely manner (Wright, 2017). Furthermore, the use of online surveys allow for easy access to participants as well as allowing the participant to remain anonymous at all times during their participation (Ball, 2019). For these reasons, online surveys were considered the most appropriate and beneficial strategy for data collection.
[bookmark: _Toc71034603]3.2.4 Research Choices
The selected research choice was the mono method. The mono method approach was the most suitable research choice as the researcher only utilised one method of data collection alongside one corresponding data analysis method (Saunders et al. 2019). A questionnaire was used to gather a primary quantitative dataset. The dataset collected was transformed into numerical form using statistical software in order for statistical tests to be conducted using quantitative data analysis techniques. The statistical testing allowed the raw data collected to be turned into meaningful data which could aid in the understanding of the responses collected as well as providing a better understanding of the research (BRM, 2021).

[bookmark: _Toc71034604]3.2.5 Time Horizons
The researcher had a limited time scale to complete the research, therefore, it was required that a cross-sectional time horizon was chosen. The use of the cross-sectional time horizon allows the researcher to collect data over one short period as appose to collecting data over a longer period (Sedgwick, 2014). As the data collection was conducted over four weeks during March 2021, the cross-sectional time horizon was the most appropriate.
To ensure that all tasks which were required for the research were completed on time, the researcher created and used a Gantt Chart. Geraldi and Lechter (2012), found that the use of a Gantt Chart allows for the practical and efficient way to plan activities and their intended durations to aid within the strategic planning of any project. The Gantt Chart created and utilised by the researcher can be seen as Appendix D.
[bookmark: _Toc71034605]3.2.6 Techniques and Procedures
[bookmark: _Toc71034606]3.2.6.1 Data Collection
As previously mentioned, the researcher used the mono method approach to collect quantitative data for the research and the method chosen was surveys in the form of a questionnaire. Questionnaires are considered the main tool used for data collection within quantitative research (Lavrakas, 2011). Questionnaires allow for a standardised set of questions to be asked to participants to gather data for specific questions (ibid). Questionnaires allow the researcher to analyse and compare the responses that were provided in order to have a deeper understanding and to help in the research (Ghauri et.al., 2020; Nardi, 2018).
[bookmark: _Toc71034607]3.2.6.2 Questionnaire Design
Kotler et al. (2020) discuss how questionnaires allow for great flexibility as they allow the researcher to ask both open and closed-ended questions to gather a substantial and effective data set. Brace (2018) argues that questionnaires are only effective if the questions asked to the participants are relevant as the responses from participants are only as good as the questions which are asked. To ensure the questions were relevant and effective at providing a data set that could be utilised by the researcher for analysis, the questionnaire was drafted upon the analysis of the literature review in the previous chapter. Table 3.1 below displays the questionnaire matrix that was produced by the researcher which demonstrates each question asked as well as their link to the literature discussed in the previous chapter.
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[bookmark: _Toc70680059][bookmark: _Toc70878330]Table 3.1  Questionnaire Literature Review Matrix.
[bookmark: _Toc71034608]3.2.6.3 Data Analysis
The researcher used statistical software to analyse the responses that were gathered from the participants of the questionnaire. As the majority of the questions asked to the participants utilised a Likert scale which enabled the researcher to easily convert answers into numbers, SPSS software which allows for advanced statistical analysis for quantitative data (IBM, 2020) was used to ensure the most significant findings were outlined.
[bookmark: _Toc71034609]3.3 Sample
The researcher used a non-probability sample also known as a convenience sample to collect a data set for the research. A convenience sample allowed the researcher to collect data from those who were most convenient and most easily accessible to the researcher for data collection (Etikan, 2016). As the data was collected using the most convenient participants available to the researcher via social media channels this was considered a convenience sample (Dudovskiy, 2016).
[bookmark: _Toc71034610]3.4 Reliability and Validity
[bookmark: _Toc71034611]3.4.1 Reliability
The reliability of the research is an important factor that can be measured based on whether or not the results would be the same if the research was conducted on repeated occasions using the same research methods (Dudovskiy, 2016). Research reliability is seen as how reliable the chosen methods are at producing stable and consistent results (ibid).
[bookmark: _Toc71034612]3.4.2 Validity
Validity is a fundamental concept regarding the credibility of any research (Maxwell cited in Wyse et al. 2017). Validity has been defined as the extent to which the research accurately measures the concept in question (Heale and Twycross, 2015). The use of a well-designed questionnaire and the assurance of anonymity which increase the likelihood of honest responses from those who participate in the research (Murdoch et al. 2014) ensure the validity of the study.
[bookmark: _Toc71034613]3.4.3 Pilot Study
A pilot study was conducted before the distribution of the questionnaire to participants. By asking a small group of participants before distributing the questionnaire to a larger participant group, pilot studies allow for the feasibility of the research questions to be assessed as well as allowing for questions to be adapted if needed (Morin, 2013). The pilot study conducted was essential as it allowed for the understanding of the quality and efficiency of the questions asked within the questionnaire which allowed the researcher to ensure the highest quality and most relevant data could be collected (In, 2017).
[bookmark: _Toc71034614]3.5 Ethical Considerations
Before any data collection, ethical considerations for the research needed to be examined to ensure the participants and the researcher were protected at all times during the research process. Considering the ethical implications that could arise as a result of the research, the researcher was able to ensure that all steps were in place to ensure the protection for all involved against any potential risks that could arise as a result of their participation. The anonymity of the participants and the safe storage of collected data was ensured at all times to eliminate any potential risk of data misuse as well as ensuring that each participant gave full consent to be included in the research (Bryman & Bell, 2007).
The research was conducted upon approval by the ethics committee at UWTSD. A complete ethical assessment can be seen in Appendix E.
[bookmark: _Toc71034615]3.6 Chapter Summary
This chapter has achieved the second objective of this dissertation:
· To undertake primary research through the use of a survey aimed towards those who possess a Clubcard.
In summary, this chapter has identified and outlined the stages of the research design and methodology that was utilised for the successful data collection for this dissertation. This chapter has discussed and analysed each of the layers of the Research Onion and discussed the pathway followed to ensure successful research. This chapter has also identified the ethical considerations and limitations faced by the researcher while conducting the research.
The following chapter will utilise IBMs SPSS software to analyse and produce statistical data and findings from the primary data set collected from those who participated in the questionnaire.















[bookmark: _Toc71034616]Chapter 4 – Analysis
[bookmark: _Toc71034617]4.1 Chapter Introduction
The previous chapter has discussed the research design and methodology that was utilised for the primary research for this dissertation. 
This chapter will achieve the third objective of this dissertation:
· To better understand through the use of statistical testing and analysis, the extent to which the Clubcard plays a role in the loyalty of consumers when choosing a supermarket.
This chapter will analyse the data collected from the one hundred and one participants who participated within the researcher’s questionnaire and will utilise a range of statistical methods using SPSS software to gain a better understanding of the data collected to aid in the understanding of the impact of the Tesco Clubcard on customer loyalty towards Tesco.
The chapter will use the following hypothesis when conducting tests:
H1- The Clubcard loyalty scheme has an impact on the loyalty of customers towards Tesco
H0- The Clubcard loyalty scheme does not have an impact on the loyalty of customers towards Tesco
[bookmark: _Toc71034618]4.2 Data Analysis
To analyse the data set collected to be able to better understand the responses of the participants, the researcher had to ensure that the data set was suitable for the SPSS software that was being used for the analysis of the data set. The researcher ensured that the data set was error-free to ensure it was suitable for the analysis. It was important to ensure that the data set was prepared correctly before the data analysis began to ensure the trustworthiness and meaningfulness of the analysis (Sheard, 2018). As well as this, before conducting the data analysis the researcher needed to code some of the responses that were collected to successfully analyse the data using the SPSS software. The codes utilised for each of the responses can be seen in Appendix F.
[bookmark: _Toc71034619]4.3 Demographics
The researcher used a range of demographic questions at the beginning of the questionnaire as this allowed for the researcher to have a clear understanding of the participants who took part in the questionnaire without the need for any personal information to be collected. As well as this, the demographic information collected could be utilised by the researcher to understand if demographics including the age or gender of the participants could impact the shopping habits and loyalties to a supermarket.
The researcher collected data from one hundred and one participants via their Facebook social media account and therefore, there is a chance that some of the data collected could be influenced by the researcher’s social media friendships, however, to try and avoid this, the researcher joined and utilised a range of private pages and groups on Facebook to ensure the data set was collected from a wide range of participants.
[bookmark: _Toc71034620]4.3.1 Participants Gender
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[bookmark: _Toc69134774][bookmark: _Toc70878343]Figure 4.1 Participant’s Gender.
Figure 4.1 displays the frequency of the genders which were specified by those who participated in the research. The researcher gave a wide range of options for participants to ensure that all genders were considered, however, those who participated within the research only identified as male or female. The figure clearly shows that there was an increased number of female participants who participated in the research. As previously stated, this could be due to the social media friendships of the researcher, however, it could also be due to the nature of the research topic as it could be considered to be of more interest to female participants.
[bookmark: _Toc71034621]4.3.2 Participants Age
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[bookmark: _Toc69134775][bookmark: _Toc70878344]Figure 4.2 Participant’s Age.
Figure 4.2 displays a bar chart that shows the age of each participant. The bar chart clearly shows that the majority of participants were aged between 18-25. Again this could be due to the social media friendships of the researcher. However the bar chart also clearly shows that the remaining responses are spread out over the remaining age ranges and therefore the ages of the participants can be utilised by the researcher to conduct further analysis to understand how the participants’ age plays a role in their use of the Clubcard as well as their loyalty to a supermarket. To sustain more statistically accurate results, for some of the analysis, the researcher decided to separate the ages of participants into two age groups, under 45 and over 45 as seen in figure 4.3 below.
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[bookmark: _Toc69134776][bookmark: _Toc70878345]Figure 4.3 Participant’s Age groups.
[bookmark: _Toc71034622]4.3.3 Greatest Benefit of the Clubcard
Question 8 asked the participants what they believed was the greatest benefit to them of being part of the Clubcard loyalty scheme. This question allowed for the researcher to have a clear understanding of how the Clubcard is utilised by the participants and what factors may be a common theme throughout the responses received. The data collected for this question was analysed in a word cloud as seen in figure 4.4 below.
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[bookmark: _Toc69134777][bookmark: _Toc70878346]Figure 4.4 Greatest benefit word cloud.
The word cloud clearly shows that the vouchers provided as a result of utilising the Clubcard are considered as the greatest benefit to those who participate in the scheme. These findings correlate with those of Chapman (2014) as previously discussed in chapter two, who argued that customers are now more reliant on offers and rewards which are offered by supermarkets in the way of a loyalty scheme.
[bookmark: _Toc71034623]4.4 Clubcard & Encouragement to shop at Tesco
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Table 4.1 Age & Clubcard encouragement Crosstabulation
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[bookmark: _Toc70878331]Table 4.2 Age & Clubcard encouragement Chi-square.
Question 9 of the questionnaire asked the participants whether or not the Clubcard loyalty scheme encourages them to shop at Tesco. The crosstabulation as seen in Table 4.1 above utilised the participates ages to understand if the age of the participant impacts how the Clubcard encourages them to shop. This was a useful analysis to aid in the understanding of the data collected as it will aid in the understanding of how the Clubcard impacts customer loyalty.
The crosstabulation analysis found that 66 of the 101 participants either strongly agreed or agreed that the Clubcard loyalty scheme provided by Tesco encouraged them to shop at the supermarket, with only 13 of the participants disagreeing or strongly disagreeing with the same statement. These findings correspond with the findings of Buckingham (2018) who found that 85% of shoppers are more inclined to shop in a supermarket that offers them a loyalty scheme.
A further crosstabulation and chi-square analysis were conducted to understand how the Clubcard encourages and influences the decisions of customers on where they shop as seen in table 4.3 and 4.4 below.
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[bookmark: _Toc70878332]Table 4.3 Frequent Supermarkets and Clubcard encouragement Crosstabulation.
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[bookmark: _Toc70878333]Table 4.4 Frequent supermarkets and Clubcard encouragement Chi-Square.
The chi-square analysis conducted in table 4.4 indicates that there is a significant link between the encouragement provided by the utilisation of the Clubcard and where the participants chose to shop. This once again corresponds with the findings by Buckingham (2018) which have been previously discussed in chapter two.
[bookmark: _Toc71034624]4.5 Clubcard & Perceived Value
[image: ]
[bookmark: _Toc70878334]Table 4.5 Clubcard encouragement & Increased Value Correlation.
Table 4.5 above indicates that there is a statistically significant correlation between how the Clubcard scheme encourages customers to shop at Tesco and how the Clubcard impacts the perceived value of shopping at Tesco. This was an important statistical test as it allowed for the researcher to build a deeper understanding of how the Clubcard impacts customer loyalty and therefore the findings allow for the null hypothesis to be rejected. The findings correlate with those of Hupfeld and Speed (2017) who argued that the use of a loyalty scheme in a supermarket setting not only encourages customer loyalty but also increases the customers' perceived value in the supermarket in which the scheme is offered.

[image: ]
[bookmark: _Toc70878335]Table 4.6 Age and price encouragement Crosstabulation.
Further statistical testing as seen in the crosstabulation above found that the prices of products within a supermarket have an impact on where the participants chose to shop. The crosstabulation found that 78 of the 99 participants who answered the question either agreed or strongly agreed that they were encouraged where to shop based on the prices of the products available to them. These findings correlate with those of Khadka and Maharajan (2017) as previously discussed in chapter two when they discussed how customers choose a supermarket based on their expectations of the prices of the products. Therefore this indicates that the increased perceived value that customers feel from the use of the Clubcard as mentioned earlier in table 4.5 helps to ensure that the participants remain loyal to Tesco as they are getting a better value from shopping at Tesco as appose to visiting other supermarkets and therefore can be argued to increase the loyalty of customers and in turn once again allows for the null hypothesis to be rejected.
[bookmark: _Toc71034625]4.6 Clubcard & Convenience
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[bookmark: _Toc70878336]Table 4.7 Age & convenience encouragement crosstabulation.
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[bookmark: _Toc70878337]Table 4.8 Age & convenience encouragement Chi-Square.
The researcher conducted a chi-square analysis to understand if the Clubcard plays a significant role in the loyalty of customers to Tesco even if it is less convenient for them to visit a Tesco supermarket. This allowed the researcher to understand to which extent the Clubcard plays a role in the overall loyalty of its users to Tesco. The analysis found that there was no statistically significant link between the participants and how the Clubcard encourages them to shop at Tesco even if it is less convenient for them to do so. These findings indicate that the participants are more likely to shop in a supermarket that offers them the greatest amount of convenience and therefore indicate that the Clubcard does not play a significant role in the loyalty of customers when there is a more convenient option available to them. Similar findings were discussed in chapter two by Wright (2020) and Roy et al. (2020) who discussed how customers are more likely to be engaged with supermarkets that provide them with the greatest amount of convenience. Furthermore, the findings also indicate that the participants are less likely to have a strong loyalty to a particular supermarket as they shop in supermarkets that are most convenient for them to do so at that particular moment. This was again discussed by Walker and Altman (2020) When they discussed that customers who choose where to shop based on convenience are less likely to have a strong loyalty to a particular supermarket.
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[bookmark: _Toc70878338]Table 4.9 Frequency table encouragement & convenience.
Further analysis and the use of a frequency table seen in table 4.9 above further solidified the findings as there is a significant number of participants who either strongly agreed or agreed that they are encouraged to shop in a supermarket that offered them the greatest amount of convenience.
[bookmark: _Toc71034626]4.7 Clubcard & Customer Satisfaction
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[bookmark: _Toc70878339]Table 4.10 Age & satisfaction Crosstabulation.
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[bookmark: _Toc70878340][bookmark: _Toc69134752]Table 4.11 Age & satisfaction Chi-square.
The researcher conducted further chi-square analysis to understand the impact that the Clubcard has on the overall satisfaction that is felt by the participants when shopping. This test was important to understand how the satisfaction that is felt by the participants when they use their Clubcard impacts their loyalty towards Tesco as it was previously mentioned by Khadka and Maharajan (2017) that the satisfaction of customers plays an important role in their continued loyalty to the organisation. The chi-square analysis conducted as seen in table 4.11 above indicated no statistical significance between the participants and their Clubcard impacting the satisfaction of their shopping trip. Therefore, in this case, the findings reject the alternate hypothesis as the satisfaction of the participants were not impacted by the use of the Clubcard then in this instance it can be argued that because of this, the Clubcard has no impact on the loyalty of its users towards Tesco.
[bookmark: _Toc71034627]4.9 Chapter Summary
This chapter has achieved the third objective of this dissertation:
· To better understand through the use of statistical testing and analysis, the extent to which the Clubcard plays a role in the loyalty of consumers when choosing a supermarket.
To summarise, this chapter has successfully utilised the primary data which was collected by the researcher from the participants who took part in the questionnaire which was earlier produced by the researcher. The data set collected was utilised to produce statistical results using SPSS which helped to better understand how the Clubcard loyalty scheme provided by Tesco has an impact on the loyalty of those who partake in the scheme.
The final chapter will discuss the findings of this dissertation as well as discussing the limitations and their implications on the research. Furthermore, the final chapter will achieve the final objective of this dissertation through the formation of recommendations based on the overall findings of the research as well as discussing where each of the dissertation objectives was achieved.


[bookmark: _Toc71034628]Chapter 5 – Discussion
[bookmark: _Toc71034629]5.1 Chapter Introduction
The previous chapter has analysed and discussed the data set collected from the primary research that was conducted by the researcher for this dissertation. This chapter is going to discuss the achievement of the dissertation aim and objectives followed by a discussion of the main findings which were outlined within the analysis of the data collected. Furthermore, the chapter will also provide recommendations based on those findings.
This chapter will achieve the fourth and final objective of this dissertation:
· To make recommendations based on the findings of the dissertation that will allow Tesco to better understand the impact their loyalty scheme has on the loyalty of those who participate in the scheme.
[bookmark: _Toc71034630]5.2 Achievement of Objectives
This dissertation has accomplished the aim and objectives that were established in chapter one:
1- To conduct an extensive literature review that will discuss the key literature and theories produced by credible authors who have discussed and analysed the changes in consumers behaviour and the different factors that impact customer loyalty towards a supermarket.
The first objective was accomplished within chapter two of this dissertation where a thorough and extensive review of the available literature surrounding loyalty schemes and the factors which impact customer loyalty towards a supermarket were reviewed.
2- To undertake primary research through the use of a survey aimed towards those who possess a Clubcard.
The second objective of this dissertation was achieved in chapter three where the primary research for the dissertation was outlined and a suitable survey was created utilising the literature discussed in chapter two to create a meaningful questionnaire that could aid in the understanding of the dissertation question.
3- To better understand through the use of statistical testing and analysis, the extent to which the Clubcard plays a role in the loyalty of consumers when choosing a supermarket.
The third objective of this dissertation was accomplished within chapter four when the primary data set collected from participants of the researcher’s questionnaire was statistically tested using SPSS software to produce meaningful data that allowed for a deeper understanding of the research question.
4- To make recommendations based on the findings of the dissertation that will allow Tesco to better understand the impact their loyalty scheme has on the loyalty of those who participate in the scheme.
The fourth and final objective of this dissertation was achieved within chapter five. This objective was achieved when the researcher produced a set of recommendations that were based on the findings of this dissertation that allowed for a deeper understanding of how the Clubcard loyalty scheme provided by Tesco impacts the loyalty of its users to the supermarket.
[bookmark: _Toc71034631]5.3 Main Findings
The main findings of this dissertation correspond with much of the literature that had been previously discussed within the literature review in chapter two. The main findings of this dissertation were discovered within chapter four when the data set collected was tested and statistically analysed. The main findings indicate there is a significant link between being a Clubcard participant and choosing to shop at a Tesco supermarket. The findings also indicate that the Clubcard helps to increase customer loyalty through the increased sense of value that those who participate in the scheme feel that they are getting by being a Clubcard member. However, despite this, the main findings found within chapter four also outlined the fact that the Clubcard fails to increase the satisfaction of the customer as well as failing to encourage customers to remain loyal to Tesco if there is a more easily accessible and more convenient supermarket available for them to visit.
[bookmark: _Toc71034632]5.4 Limitations
This dissertation encountered some limitations throughout the research process. One of the limitations encountered and a limitation that has been recognised within chapter four was how the data collection was conducted. As previously mentioned the researcher utilised their Facebook social media platform to gather the primary data. This presented a potential limitation regarding the participants of the research as the participates could have been limited by the social media friendships of the researcher.
Another limitation that was encountered was the time scale in which the research was conducted. As there was a limited amount of time to conduct the research it is possible that the number of participants who took part in the survey was less than what would be possible if the research had been conducted over a longer period. Furthermore, as the research was conducted in a period in which COVID-19 restrictions were present within the UK, it is possible that as many people had to shop online for their groceries that this could have impacted their responses to some of the questions which were asked.
[bookmark: _Toc71034633]5.5 Further Research
This dissertation has opportunities to be completed again at a later date to conduct further research into the Clubcard loyalty scheme and how this impacts the customers and their loyalty towards Tesco. The dissertation if completed again in the future could utilise a longer time scale to collect a larger data set as well as the data collection being conducted at a time where there are no COVID-19 restrictions which could impact the shopping behaviours of the participants and therefore allow for a greater understanding into the impact that the Clubcard has on customer loyalty. Furthermore, as the findings of this dissertation imply that the Clubcard only increases the loyalty and retention of customers in certain circumstances, then these circumstances could be observed in more detail to have a greater understanding of the factors that impact the customers' loyalty.
[bookmark: _Toc71034634]5.6 Conclusion
To conclude, this dissertation has successfully achieved its aim which was to critically analyse the impact that the Tesco Clubcard has on the loyalty of those who participate in the scheme and their loyalty towards Tesco. As well as this, this dissertation has also achieved each of its objectives that were set out to achieve the overall dissertation aim.
This dissertation has allowed the researcher to gain a deeper knowledge and better understanding of supermarket loyalty schemes and how these have an impact on the loyalty of those who participate in them. The findings of this dissertation indicate that despite the Clubcard loyalty scheme revolutionising loyalty schemes within a supermarket setting, in the current day, the scheme is only effective at retaining customer loyalty under certain circumstances. The dissertation found that the Clubcard loyalty scheme is effective in retaining the loyalty of customers in circumstances that allow the participant to feel an increased sense of value from the utilisation of their Clubcard, however, the dissertation findings also indicate that the Clubcard fails to impact the loyalty and retention of customers in circumstances where a more easily accessible or more convenient supermarket is available to them.
[bookmark: _Toc71034635]5.7 Recommendations
The following recommendations are being made based on the findings of this dissertation:
· Ensure the maximisation of convenience for Clubcard customers to ensure customer retention and increased customer loyalty towards Tesco.

· Ensure the continued maximisation of increased value through the continued offering of vouchers to Clubcard users to allow for the continued increased sense of value that Clubcard participants feel from the utilisation of their Clubcard to ensure increased customer loyalty.
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Appendix A - Walkers Loyalty Matrix
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Appendix B – List of Loyalty Schemes (Nandal et al. 2020)
1. Frequency Loyalty Reward Program
2. Earn Points to get Rewards Program
3. Cash Back Loyalty Program
4. Points Program
5. Spend Program
6. Tiered Program
7. Paid Program – VIP Members Club
8. Value Based Program
9. Partnered Program
10. Game Program
11. Hybrid Loyalty Program













Appendix C – Engel Kollat Blackwell Model (1978)
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Appendix D – Gantt Chart
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Appendix E – UWTSD Ethics Form
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Appendix F – SPSS Codes
	Participant Response
	Code

	Male
	1

	Female
	2

	18-25
	1

	26-34
	2

	35-44
	3

	45-54
	4

	55-64
	5

	65+
	6

	Strongly Agree
	1

	Agree
	2

	Neutral
	3

	Disagree
	4

	Strongly Disagree
	5










Appendix G – Questionnaire Raw Data
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Question 8
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Question 17.1
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Appendix H – Further Tests which were considered insignificant to Chapter 4
Frequency Table of most frequently used supermarket by participant.
[image: ]

Crosstabulation & Chi-Square analysis for Q9 + Q10
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Crosstabulation for Q3 + Q4
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Crosstabulation & Chi-Square analysis for Q9 + Q12
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Question 22 Wordcloud
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Crosstabulation & Chi-Square analysis for Q1 + Q9
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Pearson Correlation for Q2 + Q15
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Pearson Correlation for Q14 + Q15
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