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Introduction and Business Problem
In the UK grocery retail market, customer retention has been a significant strategic challenge because these customers have more options and are more price-sensitive; access to other supermarkets is easier (Dorotic, 2019). The retail market is very competitive – customers can choose to shop at Tesco, Aldi, Lidl, Sainsbury’s, Asda, Morrisons or online grocery retailers (Tesco PLC, 2025). This is where it becomes crucial to keep customers: Loyal customers are more likely to make repeat purchases, and they are more likely to use additional services and to be profitable in the long term 
Tesco has heavily invested in its customer loyalty program, Clubcard and the Clubcard app (Yawson and Yamoah, 2022). The Clubcard Prices feature in Tesco's 2025 Annual Report revealed that some customers were able to save up to £392 annually through the Clubcard Prices feature, and the company also reported that 18 million people were using the Tesco app, highlighting the critical role of digital customer engagement in its business strategy (Tesco, 2025). At the end of 2024, Tesco's market share stood at 28.5%, and Clubcard pricing was a key reason for Tesco's competitive position against other supermarket chains, according to Reuters 
However, there is a business challenge: A loyalty programme by itself is not enough to ensure customer retention (Samadzadeh, 2024). However, many customers may be using Tesco Clubcard just for discounts and not to build any loyalty to the brand. However, others may still opt to visit discount supermarkets when the prices are lower (Azan and Karimah, 2022). This poses a real business challenge for Tesco: does its digital loyalty really help to enhance customer satisfaction, repeat purchasing and retention, or does it only drive short-term price-driven behaviour?


Research Aim, Objectives and Questions
Research Aim
This research aims to explore the effect of Tesco's digital loyalty programme on customer retention in the UK grocery retail sector.

Research Objectives
1. To examine customers’ perceptions of Tesco Clubcard and its digital loyalty features. 
2. To analyse the influence of personalised offers and Clubcard Prices on customer satisfaction. 
3. To evaluate the relationship between digital loyalty programme usage and repeat purchasing behaviour. 
4. To recommend ways Tesco can improve its digital loyalty strategy to strengthen customer retention. 

Research Questions
1. How do Tesco customers perceive the value of Tesco Clubcard and its digital features? 
2. How do personalised offers and Clubcard Prices influence customer satisfaction? 
3. What is the relationship between digital loyalty programme usage and repeat purchasing behaviour? 
4. What improvements could Tesco make to increase customer retention through its digital loyalty programme? 

Critical Literature Review
In marketing literature, customer loyalty is one of the most talked about concepts, as it is tied to repeat purchase and related to customer satisfaction and the performance of a business in the long term (Roy, 2024). Loyalty emerges when customers are committed and motivated to purchase a product or service from the brand even when other brands are available. This is particularly relevant in retail where customers make price, convenience, quality and service comparisons regularly. But loyalty programmed cannot always engender loyalty, as some customers enrol in these programmes primarily for monetary incentives (Azan and Karimah, 2022). 
The theory of Customer Relationship Management (CRM) is also applicable. CRM is all about building long-term customer relationships using information, communication and customisation (Yawson and Yamoah, 2022). One example of the advantages of CRM is Tesco Clubcard, where Tesco are able to store information about customers' purchases and then use this information to provide personal discounts, incentives and digital communication (Ziliani, 2025). CRM is most effective if used to sell more products, but also to use the customer data to enhance customer experience. 
Digital Loyalty Programs are transforming the way to retain customers (Hood et al., 2021). The traditional loyalty cards were primarily based on points for repeat purchases. Digital loyalty programmes, on the other hand, rely on mobile apps, personalised coupons, history of purchases, and offers in real time. Personalised loyalty programs are what many customers are looking for today, and they care about trust and privacy as well, as customers don't want to be surprised by how their personal data is being used. An opportunity and a risk for Tesco. 
The Technology Acceptance Model can clarify why customers use or do not use the digital app for Tesco (Iheoma et al., 2026). Perceived usefulness and perceived ease of use affect technology adoption. For customers, using the Clubcard App is more likely to save money, be easy to use and make shopping more convenient, in Tesco's case. Customers might use Clubcard less if they find the app confusing, slow, or not of much value to them
Previous studies also reveal the role of loyalty programs in retaining customers, albeit with varied effects. Membership in a loyalty programme can boost customer retention and value, particularly if they feel they are benefiting the longer they are part of the programme (Parashar, 2026). But the effectiveness of a loyalty programme is dependent on programme design, relevance of rewards and engagement of customers. That means that Tesco's success relies not only on the fact that customers have a Clubcard but also on whether the offers are meaningful and personalised to them (Iheoma et al., 2026).
There exists one significant gap in the literature where many studies discuss loyalty programmes in general and fewer studies discuss them specifically from the perspective of the customer in the UK grocery retail sector in the context of digital loyalty (Azan and Karimah, 2022). This study aims to fill this gap by studying Tesco customers' perceptions of Clubcard, customised offers, the use of their app and the frequency of their return visits. 

Research Methodology and Design
This study will employ a quantitative research method. The type of approach that is appropriate is quantitative because the study is trying to quantify customer perceptions, satisfaction, and repeat purchasing behaviour. When the researcher is interested in identifying patterns, relationships and trends among variables, quantitative research is useful (Walliman, 2021). 
The research will be of a case study nature, with Tesco UK being the case study, and will concentrate on shoppers of Tesco UK as well as those who use and know about the Tesco Clubcard in the UK. The case study technique is suitable as it enables the investigation of one organisation and the real business issue in context (Steleżuk and Wolanin, 2023). 

Data Collection Method
Main data will be gathered by using an online questionnaire. Google Forms/Microsoft Forms will be used to distribute the questionnaire (Nardi, 2018). This approach is appropriate, as it is low cost, easy to disseminate and convenient for gathering feedback from more customers over a relatively brief period. Closed-ended questions with a five-point Likert Scale will be included in the questionnaire, from strongly disagree to strongly agree (Lim, 2025).

The questionnaire will include sections on:
1. demographic information, such as age and shopping frequency; 
2. awareness and usage of Tesco Clubcard; 
3. perceptions of Clubcard Prices and personalised offers; 
4. ease of use of Tesco’s digital app; 
5. satisfaction and repeat purchasing intention. 

Sampling Strategy
The target audience will be Tesco customers aged 18+, in the UK. The proposed sample size will be 80 respondents. This is appropriate for a student research proposal and sufficient to detect simple patterns in customers' responses. Convenience sampling is to be used in the study as participants will be selected due to their availability (Sileyew, 2019). It could also employ purposive sampling, as the respondents should have experience of shopping at Tesco or using Tesco Clubcard.
There are some drawbacks to this method of convenience sampling because it may not be representative of all Tesco customers in the UK. But in small-scale academic study, having limited time and resources, it is practical (Da Costa and Schneider, 2016). 

Data Analysis
Descriptive statistics and simple correlation will be used to analyse the data. Descriptive statistics will indicate ranges, percentages, and mean scores for the customer perceptions of Clubcard, app usability, satisfaction and intention to repeat purchase (Taherdoost, 2021). The findings can be organised in charts and tables to present in a clear manner.
To investigate whether there is any correlation between the use of Clubcard and the customer's intention to remain loyal, the correlation analysis can be applied (Nardi, 2018). The study could consider things such as whether those customers who use Clubcard more often are also customers who reported repeat purchase behaviour. 

Reliability and Validity
Reliability will be supported by using clear and consistent questionnaire items. All respondents will have the same questions presented (Steleżuk and Wolanin, 2023). A small pilot test with 5 participants can be used before the main survey to test the understandability of the questions. Validity will be enhanced by framing the questions in such a way that they are clearly connected to the research aim, objectives and literature (Ajayi, 2023). For instance, questions that focus on perceived usefulness and ease of use will be related to the Technology Acceptance Model, and questions that focus on satisfaction and repeat purchasing will be related to the theories of loyalty and CRM.


Ethical Considerations
Ethical issues will be carefully considered. Participation will be voluntary, and the respondents will be informed about the purpose of the study before answering the questionnaire (Taherdoost, 2021). No personal identifying information will be collected. The respondents will be informed that they may go back and cancel their responses before answering. Data will only be used for academic purposes and will be stored securely. The study will not include any questions that will lead respondents to the wrong answer and will not try to force a positive or negative answer to Tesco (Ajayi, 2023).

Business Relevance and Practical Implications
The practical value of this research for Tesco is that customer retention is the key to a supermarket's competitiveness (Mason and Jarvis, 2023). Tesco could keep investing in personalised offers if the results indicate that they have a substantial impact on Clubcard Prices and repeat purchases. If the results reveal weaknesses, for example, in-app usability or personalisation, Tesco can enhance its digital loyalty strategy (Patel and Swamy, 2023).
The research can result in recommendations like better app design, more transparency of customers' data, more relevant personalised discounts, and better loyalty benefits than just discounts (Bhujel, 2026). Tesco also may be able to utilise the data to learn more about the various customer groups. Some customers, for instance, are younger and may prioritise convenience within the app, while others, such as older individuals, may prefer straightforward discounts and communication. (Paavola et al., 2024)
business problems and shows how research can aid in better decision-making (Bhujel, 2026).
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