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[bookmark: _Toc240835759]Abstract
This study focused upon analysing the impact of the Tesco Clubcard mobile application on customer satisfaction, online interactions, and loyalty in a UK grocery setting. Based on Expectation-Confirmation Theory and the study of app continuance, the analysis determines the role of such core app attributes as ease of use, perceived usefulness, personalised offers, rewards attractiveness, gamified features, push notifications, and perceived app performance. Descriptive statistics, correlation and multiple regression were used in the analysis of results from a quantitative survey conducted among 150 Clubcard app users. Descriptive results show an overall positive orientation towards usability, usefulness, relevance, rewards value, and overall experience and a more mixed attitude towards gamification and push-notification effectiveness. Correlation analysis indicates that both functional and value-based features of apps are positively correlated with satisfaction and other results related to loyalty. The results of the regression analysis show that perceived usefulness and rewards value can be considered the most powerful predictors of satisfaction, and the notifications and gamification exhibit less significant direct effects in the analysed model. The results indicate that the most effective components of the digital ecosystem of Tesco to promote sustained loyalty include trusted performance, sensible shopping value, and trusted, personalised savings as opposed to engagement tools. The study is an addition to retail app literature as it helps understand which digital loyalty drivers most significantly convert into satisfaction-based continuance and behavioural loyalty within a fully-developed and competitive grocery market.
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[bookmark: _Toc240835761]1. INTRODUCTION
The introduction chapter lays emphasis on presenting the background and focus of the study.  The chapter illustrates the rationale and importance of the research, while describing the problem, defining the aim and objectives, scope, and theoretical backgrounds that support the investigation of Tesco digital loyalty strategies and their role in customer retention.
[bookmark: _Toc240835762]1.1 Introduction
In recent times, customer loyalty in grocery retail sector has shifted its character from in-store relationships to a matter of data-driven and technology-enabled interactions. In this context, opportunities like personalisation of offers, monitoring of buying behaviour, and retention with the help of analytics are offered by mobile-based loyalty applications. The Tesco PLC Annual Report 2024 revealed that nowadays more than 80 percent of UK transactions are connected with its Clubcard loyalty app program, which supports 23 million households and over 11 million monthly active users of the app (Tesco PLC, 2024). This places Tesco as one of the leaders in the digital retail analytics and customer relationship management across the globe.
In terms of digital services, it has been found that trust and satisfaction are key determinants in customer retention and repeat purchases. Talwar et al. (2020) asserted that perceived risk during initial trust is reduced and post-adoption satisfaction is increased in mobile-payment systems. Poromatikul et al. (2020) claimed that perceived usefulness, reliability and ease of use lead to repeat intention in mobile-banking applications. These lessons are reflected on Tesco digital loyalty ecosystem, where retention is based on technological reliability and user trust.
In the Tesco marketing model, the customers become actively involved in the co-creation of loyalty. As Patel and Swamy (2023) observed, Tesco is dynamic in how it seeks feedback and evolves the services based on its customer responses to maintain engagement by making customers the partners of the company instead of a passive recipient. The perceived fairness and personalisation of Clubcard and the development of emotional attachment and brand trust to create long-term commitment were also confirmed by Azan and Karimah (2022).
This strategy is supported by operational capability. According to Meng (2024), one of the essential enablers of customer-focused implementation at Tesco is automation and real-time analytics with the help of Dunnhumby data integration. These systems enable micro-segmentation, predictive marketing and coordinated logistics that bring raw data to actionable insights and enhanced satisfaction. On a more general level, Hughes (2021) found that incentives based on Clubcard affect non-grocery consumer spending, including housing spending, which indicates that digital loyalty platforms can redefine more economic behaviours.
All in all, the literature represents Tesco as Clubcard both as a data-heavy infrastructure and a behavioural engine that binds trust, personalisation and operational accuracy to long-term customer relationships.
[bookmark: _Toc240835763]1.2 Research Context and Problem
Although it has been widely adopted, digital saturation and the ability to compete on a level playing field jeopardise the long-term differentiation of Tesco. Shoppers in the UK now have a number of retailer applications, which has eroded brand loyalty. It has been empirically indicated that sustainable advantage depends on post adoption continuance, as opposed to initial sign-up. Talwar et al. (2020) proved that the first-time use is based on trust, however, the repeat usage is based on ongoing satisfaction, whereas Poromatikul et al. (2020) established that continuance intention hinges on unchanging reliability and usefulness instead of novelty.
According to the reports provided by Tesco, the use is high, but the growth in active involvement is slowing down, which means that the effect of novelty could have reached its limits (Tesco PLC, 2024). Retention maintenance consequently means being constantly up to the task and avoiding experience burnout. Wolniak et al. (2024) noted that AI, augmentation reality, and self-scanning can increase efficiency, but can also undermine trust or usability among specific customers. Therefore, technological innovation does not necessarily mean satisfaction, and its success depends on its intelligent design, transparency, and value. In the case of Tesco, a loss of convenience or clarity in pricing will result in compromised trust even though the number of users is high.
Moreover, the equality of data-analytics among large retailers reduces differentiation. Hartfield (2024) suggested that the competitive ability to overcome data barriers has become the hallmark of competitive strength, due to its greater and greater influence on market advantage. Failure to create higher perceived value (in terms of the appropriate offers, fair pricing, and ethical data handling) by the ecosystem of Tesco means that this company may lose its strategic advantage. The issue at hand then is on whether digital loyalty is a viable retention tool in the event that technological convenience is unanimous among competitors.
[bookmark: _Toc240835764]1.3 Research Objectives
The aim of this study is to evaluate how Tesco’s Clubcard mobile application contributes to customer satisfaction and loyalty within the UK grocery sector.
The specific objectives are:
1. To evaluate the relationship between Tesco Clubcard app features and customer satisfaction
2. To assess the relationship between customer satisfaction, Clubcard app usage and customer loyalty
3. To measure customer perceptions of digital engagement tools such as gamification and push notifications
4. To identify the app features that make the strongest statistically significant contribution to customer satisfaction among Tesco Clubcard app users
[bookmark: _Toc240835765]1.4 Research Questions
1. How do Tesco Clubcard app features, such as ease of use, usefulness, personalisation and rewards, relate to customer satisfaction?
2. What is the relationship between customer satisfaction, Clubcard app usage and customer loyalty?
3. What are perceptions of customers regarding digital engagement tools such as gamification and push notifications in Tesco Clubcard app?
4. Which Clubcard app features make the strongest statistically significant contribution to customer satisfaction?
[bookmark: _Toc240835766]1.5 Justification
The significance of Tesco’s digital loyalty system in the macroeconomics perspective is especially important in cases where household spending power for groceries is being affected. In cases where food prices go up, the customers will be more aware of the value, discounts, and other benefits they will get through loyalty programs. Tesco’s Clubcard will thus be able to assist in retaining customers with customised offers and discounts that may enhance the value that they get in the loyalty program (Hughes, 2021). However, retention should not rely on discounts alone, since there are times when customers will discontinue using the loyalty program if the benefits offered to them are not relevant anymore or if competitors offer similar benefits. The success of the Clubcard app should thus be gauged based on its ability to offer customers value in addition to convenience and personalisation.
[bookmark: _Toc240835767]1.6 Scope
This study is entirely concerned with the UK operations and Tesco Clubcard mobile application as a customer retention strategy. Whereas the study of Singh et al. (2021) examined physical service quality in Malaysian hypermarkets, the current research question is based on the digital service quality, which includes the perceptions of usefulness, personalisation, trust, and satisfaction and loyalty intention. The results will also be received by conducting a quantitative survey of 150 active Clubcard-app users that will allow testing the relationship between these constructs statistically.
The research work is centered on the analysis of the use of the Tesco Clubcard mobile application for purposes of customer retention in the UK groceries industry. In the research study, the researcher has chosen to use the TAM-ECT integration approach to investigate how perceptions of technology and the post-adoptions experience affect customer satisfaction and loyalty. ECT serves as the main theoretical framework in the study since the theory explains how expectation confirmation and performance perception can impact satisfaction and continuation of use. Nonetheless, the study integrates some constructs from the Technology Acceptance Model (TAM) namely, perceived ease of use and usefulness. This is because TAM constructs can serve to explain how customers perceive the usefulness of the Clubcard application.
[bookmark: _Toc240835768]1.7 Limitations
This study has a number of limitations on its generalisability. The sample used of 150 is a limitation to the statistical power, and might not be a sample that represents the total population of UK Clubcard users. The cross-sectional format measures the perceptions at one point and longitudinal examination of variations in satisfaction or loyalty is not possible. The survey can be prone to common-method bias or social-desirability effects as it is a self-reported summary. Satisfaction might also be influenced by external variables (price inflation, competitor promotions, or disruption of the supply-chain) without depending on the quality of the app.
These limitations reflect those that have been recognised in the previous studies. According to Singh et al. (2021), SERVQUAL determines the areas of perception differences as opposed to quantifiable service performance, and Wolniak et al. (2024) pointed out that the technological measurements usually fail to consider user diversity and situational factors. The awareness of these limits will also make it clear that the results will be reflective of perceptual and not universal realities, which will lead to a more transparent interpretation of the findings in their operational and temporal conditions.
[bookmark: _Toc240835769]1.8 Structure of the thesis
Chapter 1: Introduction
Offers background, problem statement, research aim, objectives, questions, justification, scope and limitations.
Chapter 2: Literature Review
Thoughtfully reviews the scholarly concepts and empirical research, maps out the conceptual themes, gaps in the research, and the theoretical framework.
Chapter 3: Methodology
Outlines the philosophy of research (positivism), design (quantitative survey), sampling, questionnaire design, data collection, ethical issues, and analysis processes.
Chapter 4: Analysis and results of the data.
Presents will provide descriptive statistics, reliability tests, and correlation of variables after which results of the surveys will be interpreted.
Chapter 5: Discussion
Relates findings to the available literature, discusses theoretical and practical implications, and assesses how the results respond to the objectives of the researches.
Chapter 6: Conclusion and Recommendations.
Comments on the main findings, gives the recommendations to Tesco, highlights limitations, and suggests the further research.



[bookmark: _Toc240835770]2. LITERATURE REVIEW
The literature review chapter is aimed at critically analysing available theories and evidence to determine the conceptual background and research gap that represents the focus of the study. The review will lay emphasis on identifying and reviewing the current state of knowledge related to digital transformation and customer behaviour and loyalty in the retail sector, while identify gaps in the overall literature body. 
[bookmark: _Toc240835771]2.1 Overview
Online shopping is becoming more and more about follow-up than about first-mover. Mobile loyalty apps have transformed the transactional-based frequency loyalty to the digital long-term loyalty in the case of grocery markets. The Tesco Clubcard App demonstrates that retailers can use analytics, personalisation, and user-friendly design to keep millions of clients loyal and keep engaging with them (Tesco PLC, 2024).
As the Expectation-Confirmation Model (ECM) was found to be one of the foundations of the explanations of further technology use by Tam et al., the framework has become heavily utilised to examine the influence of expectation confirmation, perceived usefulness, and satisfaction on continuance intention in unison (Tam et al., 2020). Subsequent research indicated that these associations can be reinforced or undermined by contextual variables, such as trust, user adaptation, price sensitivity, and flow experience (Nguyen and Ha, 2021; Nguyen and Thi Dao, 2024; Susanto et al., 2023).
In this regard, the literature applicable to the case of Tesco falls into four overlapping strands: (1) theoretical developments in expectation-confirmation and continuance intention, (2) behavioural and trust-related construction in the use of mobile-apps, (3) service-quality and digital-transformation in retail operations, and (4) Tesco-specific results on loyalty, operations, and customer-data infrastructure.
[bookmark: _Toc240835772]2.2 Theoretical Evolution in Expectation-confirmation models
[bookmark: _Toc240835773]2.2.1 Evolution of the Model
[image: ]
Figure 1: Theoretical evolution
(Source: self-developed)
Expectation Confirmation Theory (ECT) is rooted in consumer-satisfaction studies, in which it is presumed that satisfaction is achieved when actual performance falls in line with or surpasses the pre- purchase expectations which results in post purchase loyalty or continuance intention (Bhattacherjee, 2001). Later Bhattacherjee re-conceived the model to the digital environment to create the Expectation-Confirmation Model (ECM) of Information Systems, in which the original expectation variable was replaced by post-adoption perceived usefulness. This change enabled the framework to describe the behaviour of users following the adoption of technology especially in the systems in which constant usage is the indicator of success and not initial acceptance (Bhattacherjee, 2001). The same logic was extended in later studies using Technology Acceptance Model (TAM), Task Technology Fit (TTF) and Self-Determination Theory (SDT) constructs to consider motivational, contextual and experiential factors of post adoption behaviour (Tam et al., 2020).
[bookmark: _Toc240835774]2.2.2 The Expectation Confirmation Model Extensions.
Because Tam et al. applied the ECM to mobile-app settings, the model has offered essential insights into the interactions of perceived enjoyment and habitual use with confirmation and satisfaction to determine outcomes on continuance intention (Tam et al., 2020). They found that their empirical model revealed that confirmation and satisfaction have the most significant direct effects on continued use and perceived usefulness mediates this effect, indicating that the judgments made by the users of reliability have a more significant impact on continuing engagement compared to design novelty.
Likewise, Nguyen and Ha proposed the user adaptation and trust as moderators in the mobile-shopping context, and through the structural-equation modelling, they found that adaptive behaviour, which is the skills of the consumer to match the functionality of the app, augmented the relationship between confirmation and satisfaction (Nguyen and Ha, 2021). The effect of satisfaction on continuance is also enhanced by trust, which shows that, emotional assurance increases cognitive confirmation effects.
Based on these results, Nguyen and Thi Dao (2024) combined flow experience and task-technology fit into a new model of m-commerce continuance and demonstrated that ease of interaction and intrinsic enjoyment have a joint positive effect on the satisfaction-continuance relationship. Their research suggests that the slight inconsistency in the services can hardly defuse satisfaction when the consumers feel like they are in a flawless integration between the personal objective and technological assistance (Nguyen and Thi Dao, 2024). All of these empirical advances indicate that continuance intention is a changing consequence of trust, flexibility, and experiential immersion, but not a fixed effect of met expectations.
Included in the theoretical developments applied to retail loyalty apps like Tesco Clubcard, these theoretical developments imply that retention of customers depends not on the motivational aspects of transactions but on the credibility, flexibility and engagement design of the platform. Put another way, the continuity to use arises when the personalisation, reliability, and informational transparency are constantly combined with confirming consumer anticipations (Tesco PLC, 2024).
[bookmark: _Toc240835775]2.2.3. Price Sensitivity and Post Adoption Adjustment 
ECM has been furthered to examine behaviour of the economy. Susanto et al. investigated m-commerce continuance and price sensitivity and found that satisfaction mediates the confirmation-continuance relationship but the latter relationship is weaker when price sensitivity is high (Susanto et al., 2023). Acutely price sensitive consumers need better performance assurance to be loyal. What it means is that any loyalty programmes such as Tesco Clubcard that relies on discounts need to balance emotional and experience value failure to which users will do away with it once the incentives have reduced.
Simultaneously, Rahi et al. integrated Self-Determination Theory (SDT) and ECM within the framework of internet banking and discovered that intrinsic motivation complies with confirmation and perceived usefulness in the description of continuance intention (Rahi et al., 2021). Autonomous and competent psychological fulfilment was a better predictor of loyalty compared to monetary rewards. Applying this to Tesco context, allowing the users to be in control of the data and giving them self-service options may bring more satisfaction than promotions on the price, further strengthening the loyalty by creating the sense of autonomy and trust.
[bookmark: _Toc240835776]2.3 Behavioural Constructs: Trust, Flow and Social Comparison.
[bookmark: _Toc240835777]2.3.1 The Role of Trust
One of the most conclusive antecedents of a post-adoption loyalty is trust. Nguyen and Dao revealed that instead of being a heightening factor of satisfaction, perceived trust also has a direct impact on continuance intention in mobile banking applications (Nguyen and Dao, 2024). When the users trust the integrity and safety of the data on the platform, then this trust is more important than convenience in estimating the long-term usage. On the same note, the researchers of Talwar et al. have determined that preliminary trust forms the basis of mobile-payment continuance, particularly high-risk financial transactions (Talwar et al., 2020).
Similarly, trust, in the case of Tesco’s digital retail ecosystems, is the basis of the relationship between the user and data infrastructure of the firm. Cybersecurity, transparency and responsible AI are a few of the building blocks of customer confidence discussed in the Tesco Annual Report 2024, which directly attributes digital trustworthiness to brand equity (Tesco PLC, 2024). Thus, the key tenets of trust in online banking, such as security, reliability and integrity, are exactly applicable to the level of consumer trust in data-driven loyalty at Tesco.
[bookmark: _Toc240835778]2.3.2 Flow Experience and Habitual Use.
Flow, which is a state of immersive psychological involvement has become an important moderator of digital loyalty studies. Nguyen and Thi Dao empirically demonstrated that flow boosts both perceived usefulness and enjoyment in parallel reinforcing satisfaction and continuance intention (Nguyen and Thi Dao, 2024). Recurring exposure then results in a habitual interaction wherein the further loading of such interaction is out of behavioural inertia and not conscious consideration.
To substantiate this idea, Chiu et al. introduced a hybrid of ECM and Investment Model to examine health-app continuance and discovered that user satisfaction is connected with investment size -time, effort, and emotional energy, to form long-term commitment (Chiu et al., 2021). On the same note, Gupta et al. applied ECT to smart-wearables and found out that social comparison positively affects perceived value and emotional attachment, promoting continuance intention (Gupta et al., 2021). Such results suggest that gamified experiences, competitive ratings, and belonging to the community can be used to strengthen the loyalty mechanisms. In connexion to Tesco, this can be replicated by incorporating gamification into the online space of Clubcard to create emotional attachment and habitual behaviour that is not purely utilitarian.
[bookmark: _Toc240835779]2.3.3 Generational behaviour and Technological Adaptation.
The reaction of the user to technology is influenced by generation trends and adaptability. Ngubelanga and Duffett conceptualised mobile-commerce satisfaction among the millennials, based on an extended Technology Acceptance Model (TAM) and discovered the core antecedents of perceived usefulness, ease of use, and value (Ngubelanga and Duffett, 2021). The intermediating role of ease of use between the technological characteristics and the satisfaction emphasises the ergonomic importance of interface design as used in the digital setting. Jain et al. further refined this view by proposing the Technology Continuance Theory (TCT), to find out that convenient, trustful, and hedonic motivation are all positive predictors of continuance intention in mobile shopping (Jain et al., 2022). Their results revealed that both utilitarian (efficiency) and hedonic (enjoyment) gratifications are required to be sustained.
Generational diversity, in the case of Tesco, influences patterns of engagement younger shoppers are more attracted to gamified convenience, but older customers are more concerned with reliability and transparency. These lessons highlight the idea that different user groups have different adaptation mechanisms that demand special communication, design interface needs and reward systems that ensure that satisfaction levels are maintained among various demographic groups.
[bookmark: _Toc240835780]2.4 Service Quality, Expectation, and Digital Satisfaction.
[bookmark: _Toc240835781]2.4.1 Service Quality in Retail Situations.
The operationalisation of service quality in the traditional retail research is based on the SERVQUAL model which includes the elements of tangibility, reliability, responsiveness, assurance, and empathy. Singh et al. used SERVQUAL to Tesco hypermarkets in Malaysia and established that all five dimensions have a significant effect on satisfaction, and reliability and assurance were strongest predictors (Singh et al., 2021). The way of consistent performance and staff competence were on the list of the most appreciated features by customers compared to the atmospheric and emotional aspects. These findings emphasise the fact that satisfaction is motivated by assurance and reliability, which are functional equivalents of trust, prior to the digital mediation process.
These aspects in digital retail translate to reliability of the system, responsiveness of the system, and assurance of data-security. Since human service interfaces become less necessary and self-service interfaces become more prevalent, perceived reliability substitutes empathy as a motivator of critical satisfaction. In the case of the Clubcard App of Tesco, functional reliability along with clear communication and quick resolution of any issue directly translates the satisfaction processes that are evident in the conventional service setting.
[bookmark: _Toc240835782]2.4.2 Gaps in Expectation and confirmation dynamics.
Confirmation, in ECM, is similar to SERVQUAL, in terms of expectation-perception gaps. Negative gaps where perceived performance is below the expectation show those areas where satisfaction can be low. Singh et al. (2021) noted that Tesco Malaysia has continued to show negative differences along the dimensions without improvement, which portrays that customer expectations are changing at a faster rate than service delivery development. In digital ecosystems, this inflation of expectation is exacerbated by the fact that the technological innovation keeps reshaping the understanding of what consumers consider as the normal quality of the services.
Wolniak et al. confirmed this assertion, indicating that self-scanning, AI, and augmented-reality systems enhance efficiency, but at the same time increase the pace at which expectations are made in terms of speed, accuracy, and personalisation (Wolniak et al., 2024). Satisfaction is hence temporary and dependent on the level of technological parity. In the case of Tesco, being highly invested in AI-based personalisation, the perception of modernity will be positively affected; however, the customer standards will also increase; their unmet expectations may consequently turn into acuter dissatisfaction (Tesco PLC, 2024). To maintain loyalty, there is a need to balance innovation and stability to avoid the problem known as expectation overshoot where the demands by consumers exceed the capability of the system.
[bookmark: _Toc240835783]2.5 Digital Transformation and Operational Infrastructure.
Grocery retail digital transformation entails the integration of customer front-end interfaces and back-end analytics and logistics platforms. Wolniak et al. summarised the new technologies included in-store scanners, AI recommendation engines, and augmented-reality navigation tools, concluding that all new technologies can be successful only with the help of interoperability and user trust (Wolniak et al., 2024). Retailers that can combine the reliability of operations with user- friendly front end experiences have the capacity to create the sense of convenience which has continued to be one of the antecedents of satisfaction.
This is the model of integration that can be found in Tesco infrastructure. It uses real time analytics to customise offers, forecast inventory requirements and strategize promotions with behavioural data through partnership with Dunnhumby (Tesco PLC, 2024). This system connects the experience of the customer directly to the operational agility, which proves that the digital loyalty is not provided solely through the design of marketing, but also through the technical implementation. Similar to world-betters, like the introduction of physical and digital touchpoints at Apple, the strategy of Tesco will improve the continuity in data analytics, consumer trust, and their satisfaction.
[image: Tesco Club Card or Sainsbury's Nectar: Which will save you the most money?  | This is Money]
Figure 2: club card prices of Tesco
(Source: The Sun., 2025)
A comparative analysis shows that the Tesco Clubcard is the cheapest overall price of a typical grocery basket at about £6.48 cheaper than regular Tesco prices and 9.50 cheaper than its equivalent at Sainsbury which shows the cost-based advantage and loyalty prospects of data-driven retail programmes in the UK market (The Sun, 2025). Tesco 2024 Annual Report notes that automation and real-time analytics of Dunnhumby have facilitated increased personalisation and improved supply-chain responsiveness with meaningful increases in Trust Index and Net Promoter Score growing by three and seven points respectively (Tesco PLC, 2024). These results underscore the fact that operational efficiency driven by data insight, becomes a visible customer loyalty enhancement.
Nevertheless, the issue of loyalty analytics creates an intricate ethical aspect. Customers are more likely to be willing to give their personal data when they feel that there is a fair and equal value exchange. The data on the research of digital-banking also indicate that the continuance intention is greatly influenced by the trust towards data processing since the transparent and safe management increases the level of satisfaction and usage frequency (Nguyen and Dao, 2024). The same premise is applied to the retail industry: intrusive targeting may compromise satisfaction irrespective of functional efficiency. Ethical AI practises and openly administered data is thus a compliance factor and a long-term customer trust strategy of Tesco (Tesco PLC, 2024).
Moreover, the price sensitivity has such a drastic impact in moderating the loyalty. Susanto et al. (2023) found out that highly price sensitive buyers do not have a strong continuance intention unless there is strongly confirmed performance expectation. In the dual-level pricing scheme at Tesco, members of the Clubcard obtain discounted prices, but long-term success can only be attained by whether the consumers are convinced that these differences are genuine offers and not over-inflated base prices. This balance of value impression, fairness, and trust ends up determining the sustainability of digital loyalty within the competitive grocery retailing.
[bookmark: _Toc240835784]2.6 Tesco-Specific Evidence and Market Background
[bookmark: _Toc240835785]2.6.1. Customer Behaviour Insights
The loyalty-card information of Tesco gives one of the most detailed behavioural datasets in retailing all over the world. These data were utilized by Rose et al. (2024) to investigate the influence of weather conditions on the purchasing pattern of the so-called click and collect, with the study discovering that the poor weather condition elevated the time of ordering online more frequently but decreased the number of impulse purchases. Their machine-learning model found temporal and regional variation and, therefore, validated the predictive value of loyalty analytics. This fact points to the ability of Tesco to convert data on behaviour to operational forecasting an ability that enhances customer satisfaction based on the ability to keep stock on hand and make reliable services.
[image: Tesco profit warning – how much was Clubcard responsible? | CustomerThink]
Figure 3: Tesco reward vs market share for club card
(Source: Sage, 2012)
The comparison demonstrates that during 2007-2011, as the value of the Tesco reward Clubcard grew, the market share of the company reduced, which shows that more significant investments in loyalty did not always guarantee equal returns on the retention (Sage, 2012). This trend indicates that other than financial rewards, loyalty effectiveness is based on the perceived relevance and experience of the programme. Hughes (2021) provided a more socio-economic explanation that the impact of Clubcard was not just on retail sales but on the activity in other related sectors like the local housing markets. According to his findings, Tesco loyalty ecosystem is a macro-economic tool, which influences the household spending and the behaviour of the community. Taken together, those lessons suggest that brand embeddedness is deeper than transactional loyalty in Tesco - it represents a complex system in which marketing, data, and socio-economic trust interrelate to create a sustained engagement between customers.
[bookmark: _Toc240835786]2.6.2 Crisis Management and Operation Resilience.
Digital infrastructure and data agility are becoming critical in terms of crisis resilience in retail operations. Winter et al. (2024) depicted that clearly, in their case study of Tesco performance during national crises, the company used its Loyalty database infrastructure to communicate effectively with customers, distribute food products and food stock sustainably. Throughout these times, the Clubcard system of Tesco stopped being a marketing tool and became an adaptability tool of strategy that maintained customer satisfaction and loyalty during high levels of uncertainty. These results support the thesis that digital loyalty programmes serve as marketing and logistical instruments and trust-building mechanisms.
Hartfield (2024), in his turn, has also noted that one of the primary entry obstacles in the UK food retail has become data-driven differentiation. According to the case study, the Tesco and other incumbent companies have proprietary data systems, which generate significant strategic value by generating unique information about consumer behaviour. This proves correct the idea that loyalty analytics are not a supportive marketing deliverable but a competitive resource foundation in the long run market place. Making use of predictive modelling and supply-chain synchronisation, Tesco uses its Clubcard data to guarantee inventory efficiency and strengthen the consistency of engagement. Analytics combined with the ability to operate therefore transforms loyalty into strategic capability with quantifiable resilience advantages.
[bookmark: _Toc240835787]2.6.3 Service and Digital Experience Incorporation.
The merging of the physical and digital service space is one of the characteristic elements of the hybrid operations in Tesco. The boundaries between the convenience of online and in-store retailer interaction have been erased by the introduction of self-service checkouts and mobile payment interfaces by the retailer. Singh et al. (2021) emphasised that assurance and reliability are the most common motivators of satisfaction in the traditional retail setting, and Wolniak et al. (2024) discovered that in the digital setting, user-friendliness and trialability take the first place. The omnichannel strategy of Tesco thus has to undertake a delicate balance between the two dimensions so that trust and comfort are always passed over touchpoints.
This composition is also a manifestation of the Expectation-Confirmation rationale: the perceived credibility of the channel delivery of services as the customer evolves by gaining more digital experience turns into the basis of satisfaction. The consistency of the interaction quality, be it through the app or the in-store interface, is what makes the perceived usefulness and reliability of the brand to be the same and, therefore, strengthens the behavioural loyalty.
[bookmark: _Toc240835788]2.7 Theoretical Framework
The theoretical model developed based on the literature review is a synthesis of the Expectation-Confirmation Model (ECM) developed along with the variables of trust, perceived usefulness, satisfaction, and continuance intention.
Expectation Confirmation is based on the relationship between the expected performance and actual performance. Satisfaction is improved by positive confirmation, where the personalisation of apps and reward delivery are above the expectations (Tam et al., 2020).
Perceived Usefulness is a measure that includes how the consumer perceives the capability of the app to enhance the convenience of shopping and financial efficiency (Ngubelanga and Duffett, 2021).
Trust serves as an antecedent and a moderator, which increases satisfaction and directly directly affects the continuance intention (Nguyen and Dao, 2024; Talwar et al., 2020).
Satisfaction is a cognitive appraisal that is transformed into behavioural loyalty but in an emotional state (Chiu et al., 2021).
Continuance Intention is the probability of the user to continue with the usage, which is reinforced with the presence of habitual behaviour and immersive interaction (Nguyen and Thi Dao, 2024).
The theoretical framework explicitly incorporates gamification, community belonging and push notifications as digital engagement constructs within the Tesco Clubcard app. Section 2.4.2 explains that gamified experiences, competitive features and a sense of community can strengthen emotional attachment and habitual app use. Gamification represents the use of interactive and reward-based features that encourage customers to engage with the app, while community belonging reflects the extent to which users feel connected to the wider Tesco loyalty environment.
The model can be supplemented with the price sensitivity (Susanto et al., 2023) and service reliability (Singh et al., 2021) as secondary moderators to consider the context and operational factors. Together, all these constructs present post-adoption loyalty as a multidimensional process whereby satisfaction is driven by confirmation, relationship stabilised through the trusting relationship and usage maintained through perceived value.
The framework places the confirmation of expectations in the middle of a network between the cognitive, affective, and behavioural parts. The perception and intention are mediated by satisfaction and the strength of the relationships is moderated by trust. The continuance behaviour is influenced by contextual moderators, such as price fairness, reliability, and digital ethics, and satisfaction, which are perceived usefulness, ease of use, and value. This combined framework is used in the case of the Tesco Clubcard; it can be seen that reliability of the technology, ethical data processing and perceived reciprocity are intertwined to maintain customer loyalty in an established digital retail channel.
[bookmark: _Toc240835789]2.8 Gaps in Literature
The current body of literature is overloaded with the continuance of mobile applications based on Expectation-Confirmation and Technology Acceptance theories, but there are gaps in the context of retail usage. There are very limited researches that measure the loyalty apps within the grocery markets with a specific focus on the influence of trust, data morals, and AI-based personalisation on satisfaction and retention. There is a lack of empirical studies on Tesco digital loyalty environment. The empirical evidence affirms the three pillars of digital loyalty, including trust, confirmation and habitual satisfaction across fields. Nevertheless, methodological diversity shows contextual peculiarities. Risk perception and data security are one of the primaries focuses of banking and payment studies (Talwar et al., 2020; Nguyen and Dao, 2024), and hedonic and utilitarian balance is one of the major areas of retail applications (Jain et al., 2022). The variability of the results indicates that the continuance intention is multi-causal where cognitive, affective and contextual fulfilment have to occur simultaneously.
More importantly, in the literature, there is a gap to be filled in terms of tension between technological innovation and expectation management. Digital transformation is constantly raising consumer standards in line with Wolniak et al. (2024) and it is therefore impossible to achieve perpetual satisfaction. This means that loyalty plans which only rely on the novelty of technology face the threat of becoming obsolete when innovations begin to spread. The long-term retention is therefore based on the stability of the trust and the sense of the fairness and not upon the cycles of innovation.
These theoretical insights are united in the ecosystem of Tesco. The corporate reports and empirical research on retail show that consumer satisfaction is supported by data analytics and automation and service reliability (Tesco PLC, 2024; Singh et al., 2021). However, with the decline of differentiation via discount, sustenance of loyalty depends upon emotional trust, ethical information utilisation, and personalised return-to, exactly the variables highlighted in protracted ECM models.
Lastly, the literature cautions as a whole on how adoption measures are being compared to loyalty outputs. The high enrolment rates can mask the poor levels of engagement when the level of satisfaction or trust reduces. This cannot be better explained by the argument that the psychological and experiential processes of post-adoption behaviour are better explicative in the sense of digital loyalty retention in adult retail markets.
[bookmark: _Toc240835790]2.9 Summary
The current literature body reviewed creates a consistent and dynamic concept of post-adoption loyalty in online retailing. The theoretical base is still based on expectation-confirmation, but when combined with the trust, motivation, and experiential constructs, the explanatory ability of this theory rises. When these models are considered in the context of the Clubcard app developed by Tesco, it is important to focus on the interactions between confirmation, perceived usefulness, and satisfaction in a highly digitised data-rich retail setting. The subsequent level of analysis thus sits in the empirical testing of those constructs in the consumer base of Tesco to ascertain which ones are most predictive of sustained loyalty behaviour.


[bookmark: _Toc240835791]3. RESEARCH METHODOLOGY
[bookmark: _Toc240835792]3.1 Introduction
This chapter is meant to discuss and justify the methodological decisions that were made in this study to investigate how Tesco Clubcard mobile app is influencing customer retention in the UK grocery market. The design is based on a systematic methodological reasoning, which conforms philosophical placement, research design, research strategies, sampling, data-collection processes, data-analytical methods, and ethical guidelines. All decisions would be based on literature on methodological rigour to be rigorous, transparent, and in line with the overall objectives of the study.
[bookmark: _Toc240835793]3.2 Research Onion
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Figure 4: Research onion
(Source: Saunders et al. 2007)
Saunders et al. interpreted the research onion as a model of methodically making decisions during methodology and the approach starts with philosophical underpinnings and becomes increasingly small to data-collection instruments and techniques of data analysis (Saunders et al., 2007). This stratified model facilitates consistency among epistemology, methodological design and execution. Adhering to this framework enhances the consistency within it as well as makes certain that the methodological decisions are logically tied down between ontology and the analytical output.
[bookmark: _Toc240835794]3.3 Philosophy of Research
This research philosophy assumes the positivism research philosophy that the reality can be measured, quantified and analysed based on empirical indicators. Positivism concomitant with the studies that are based on observable and measurable phenomena, which are usually operationalised by means of numerical data and structured tools. Positivism is based on the assumption that systematic measurement and statistical relationships allow the generalisability of knowledge, the argument that is strengthened by methodological conversations about the objective and replicability (Alharahsheh and Pius, 2020).
Another difference between positivism and interpretivism is that the former relies on hypothesis testing, detachment, and impartiality of the researcher compared to the latter, which focuses on interpretation and subjective meaning-making of the survey results (Pham, 2018). This philosophic position makes it possible to measure the relationships between the features of the apps, expectation confirmation, trust, satisfaction and continuance intention without making researcher interpretation an independent variable. According to Žukauskas et al., positivism advises empirical measurement with the use of probability as well as deduction and structured data (Žukauskas et al., 2018). Positivism would be the right epistemological basis to the study, as it will involve quantifying drivers of digital loyalty.
[bookmark: _Toc240835795]3.4 Research approach
The reason why the deductive method is taken is that it starts with the theory, develops theories and then tests these by use of empirical observations. Deduction is appropriate in studies that are based on pre-existing theoretical models, especially when one wants to understand the applicability of previously existing theory in a new setting (Woiceshyn and Daellenbach, 2018).
Such deductive strategies are orderly, systematic, and confirmatory and are appropriate to a study that aims at testing connections between variables reported in the literature, e.g., expectation confirmation, perceived usefulness, trust, satisfaction and continuance intention. According to Azungah, deduction is suitable when logical movement is toward the general to the specific one (Azungah, 2018). This paper adheres to this rule, as it uses the Expectation-Confirmation Model (ECM) and its variations to a particular scenario using Tesco Clubcard users.
Even though some of the researchers emphasize the difficulty of inductive and deductive reasoning separation in practice (Armat et al., 2018), Pearse depicted that deductive analysis is especially applicable when priori constructs are used to define the coding and measurement process (Pearse, 2019). The survey research method is therefore quite congruent with a deductive mode of inquiry due to the structured nature of the research.
[bookmark: _Toc240835796]3.5 Research Strategy: Quantitative Survey Strategy.
The quantitative survey strategy is selected due to the possibility of obtaining standardised data by a large sample and statistically analysing the relationship of the variables. Consumer research Surveys are a common tool in analysing attitudes, satisfaction, patterns associated with behaviour and retention. According to Ponto, surveys prove to be efficient in terms of self-reported perceptions and correlational tests across demographics (Ponto, 2015).
The plan is highly consistent with the positivism and deduction approaches, as it provides a numerical value of the relationship between Clubcard app features and customer retention results. The generalisability is also supported through the use of survey design but through proper sampling of the instrument and validity and reliability of the instrument used.
[bookmark: _Toc240835797]3.6 Data Collection Method
Survey Instrument
A structured online questionnaire was used to collect the data. It included closed-ended items measured on Likert scales to assess expectation confirmation, perceived usefulness, trust, satisfaction, continuance intention and price/value perceptions. This format was consistent with the quantitative design and enabled statistical analysis.
Online distribution, which involves LinkedIn, Facebook groups, and online forums of consumers, assisted in quick access to active Clubcard users. Through online surveys, geographical limits are minimized and the participants have the time to fill questionnaires at their own convenience. Taherdoost (2016) described that the validity of the survey was based on its clarity, structure, and measurement of the constructs that were in accordance with theoretical definitions. This is why all questions are based on the constructs that have been proved in researches about ECM.
Sampling Strategy
The study uses a non-probability purposive sampling strategy, as participants are selected based on their relevance to the research topic, specifically their active use of the Tesco Clubcard mobile application. The survey link is distributed through social media networks, UK-based customer forums and online consumer groups to access eligible Clubcard users. This sampling approach does not provide a statistically representative sample of the wider UK Tesco Clubcard population because participants are not selected through a probability-based sampling procedure. Therefore, the sample is evaluated in terms of its analytical validity and suitability for addressing the research objectives, rather than its representativeness of all Clubcard users. The target sample consists of 150 respondents who are aged 18 or above, live in the United Kingdom and use the Tesco Clubcard mobile application at least once a month (Rahi, 2017).
Recruitment and Inclusion Criteria.
Participants were recruited by posting the survey link through LinkedIn networks, UK-based customer forums and retail consumer groups. Eligible participants were required to:
· Be 18 years or older.
· Live in the United Kingdom.
· Redeem the Tesco Clubcard mobile application at least once a month.
· The exclusion criteria are non-users and non-UK persons.
[bookmark: _Toc240835798]3.7 Data Analysis Methods
The quantitative analysis is based on descriptive statistics, bivariate correlation analysis and multiple linear regression analysis. The online survey platform will be exported to spreadsheets where the data will be cleansed, coded, and structured.
Descriptive statistics were used to summarise demographic distributions and general trends associated with app usage, satisfaction and loyalty. Bivariate correlation analysis was used to examine the direction and strength of relationships among the principal app-feature, satisfaction and loyalty variables. These analyses were interpreted in relation to the deductive framework and the relationships proposed in ECM and associated models.
Standard multiple linear regression was conducted in SPSS to examine the unique contribution of Clubcard app features to customer satisfaction. Ease of use, perceived usefulness, personalisation, rewards value, gamification, push notifications and perceived app performance were entered simultaneously as predictors. Regression coefficients, significance levels, model fit and collinearity diagnostics were used to identify which features made statistically significant unique contributions to satisfaction. Mediation was not directly tested; therefore, relationships involving satisfaction and loyalty are interpreted as associations rather than evidence of an indirect causal effect.
[bookmark: _Toc240835799]3.8 Ethical Considerations
Ethical integrity was addressed through institutional research governance. Participants received information about the purpose of the study, the voluntary nature of participation and their right to withdraw without penalty. No personal identifiers were collected, supporting anonymity and confidentiality.
Participants provided informed consent before accessing the survey. Data were stored securely using password-protected university storage. The study did not involve deception and presented minimal risk to participants. These procedures were designed to support respect, autonomy, confidentiality and data protection.
[bookmark: _Toc240835800]3.9 Constraints of the Research
There are a number of limitations on the generalisability of findings. To begin with, the external generalisability is limited by purposive sampling as the sample might not accurately represent the demographics of the UK Clubcard users on the whole. Second, online surveys are prone to self-selection bias because more opinionated people or those more inclined towards digitization might be willing to take part. Third, the cross-sectional design also restricts the possibility of examining the changes over time, i.e. it is impossible to draw causation.
Moreover, self-reported perceptions can be biased due to a recall bias or the social desirability bias. Lastly, even though the theoretical framework is used to direct the analysis, the lack of longitudinal data limits the level of understanding behaviour change. In addition, the cross-sectional analysis did not directly test mediation, so intermediary relationships involving satisfaction cannot be established statistically from the present results.
[bookmark: _Toc240835801]3.10 Summary
This chapter justified the methodological decisions used to examine Tesco Clubcard app usage, customer satisfaction and loyalty. Guided by the research onion, the study adopted a positivist philosophy, deductive reasoning and a quantitative survey strategy. A purposive sample of 150 active Clubcard app users completed the online survey, and the data were analysed using descriptive statistics, bivariate correlations and standard multiple regression. Ethical considerations and methodological limitations were recognised to support transparency and rigour.


[bookmark: _Toc240835802]4.  DATA ANALYSIS
[bookmark: _Toc240835803]4.1 Introduction
The chapter reports and explains the empirical results of the survey of customers of Tesco Clubcard mobile app in the United Kingdom. The analysis aims at exploring the impact of expectation confirmation, perceived usefulness, trust, satisfaction, and other factors on continuance intention and loyalty to the digital loyalty ecosystem in Tesco among customers.
The chapter has been divided into four major sections. To begin with, the demographic profile and simple usage patterns of the sample are described and analysed graphically. Second, the findings of statistical analysis (SPSS-based procedures) are presented, such as reliability analysis, and correlation of the major constructs. Third, the results are interpreted providing a connexion between the results and the Expectation-Confirmation Model (ECM) and the broader literature covered in the last chapter. Lastly, the chapter ends with a brief wrap up, which sets the stage of discussion and conclusion during Chapter 5.
[bookmark: _Toc240835804]4.2 Graphical Analysis: Demographic Statistics
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Age Distribution of the Respondents.
Age structure is somewhat average and in the middle adult bands. Out of 150 respondents, 36.7 percent of the respondents are within 35-44 age group,29.3 percent are within the 25-34 age group which is two-thirds of the respondents. Another 18.7% are 18–24 and only 9.3% 45-54 and 6. Such a distribution means that the dataset is strongly skewed towards younger and middle-aged adults who tend to be more digital and familiar with mobile interfaces. The existing study on mobile financial and loyalty apps reveals that these groups tend to be early and heavy adopters as they indicate better technology adoption and use of digital services (Malik et al., 2025). The comparatively low sample size of older users indicates that the results will be most applicable to a tech-savvy group instead of the entire age range of Tesco customers, which has consequences on the extent to which any conclusions can be made on the applicability of the findings to a wider age group (Huma et al., 2024).

[image: Forms response chart. Question title: 2. What is your gender?. Number of responses: 150 responses.]
Gender Distribution
The gender distribution has been female majority with 47.3 percent of the respondents indicating that they are female, 38.7 percent are male, 8 percent are non-binary, and 6 percent do not identify. The fact that the non-binary and prefer not to say group is also a relatively large one means that the sample is fairly representative in terms of gender identity and this is valuable when it comes to studying how digital loyalty tools are viewed by diverse users. Research on mobile services indicates that the differences in gender with respect to satisfaction and continuance intention are apt to be mediated by involvement, perceived control and perceived value as opposed to gender per se (Hussain et al., 2025). 
[image: Forms response chart. Question title: 3. How frequently do you shop at Tesco compared with other grocery retailers?. Number of responses: 150 responses.]
Tesco Frequency of Shopping.
Responses on shopping frequency show that Tesco is visited relatively frequently by the majority of the participants; 34.7% of the respondents shop in Tesco 6-10 times a month, 26 percent shop there 1-5 times a month, and 15.3 percent shop there 11-15 times a month. A further 23.3% visit the shop less than once a month, 0.7% visit 1620 times per month and 0% visit over 21 times per month. Combined, over three-quarters of the sample shop at Tesco at least once monthly, with a minority quite frequently (once a week and more) doing so. This trend is in line with the context of consumption at high frequencies whereby loyalty programmes and mobile applications can generate recurring behavioural interaction (Santosa and Ruslim, 2024). 
[image: Forms response chart. Question title: 4. How likely are you to use the Tesco Clubcard app for purchasing from Tesco?. Number of responses: 150 responses.]
Tesco Clubcard App frequency of Use.
In terms of the Clubcard app, there is a high level of usage at 28.7% saying that they will use the app on every shopping trip and 28.7% indicating that they use it on the majority of shopping trips. 21.3% indicated that they use the app occasionally and 13.3% indicated that they use it rarely and 8% said that they never use the app despite them being shoppers. It implies that approximately 57.4 per cent. can be called heavy or frequent app users, with a little more than this fifth being those who are only sporadically active. The divide is reflected by the results of the mobile wallet and banking literature, where a segment of more engaged users would coexist with a bigger population which utilises digital instruments selectively and could still be served by the traditional ones (Malik et al., 2025; Santosa and Ruslim, 2024). 

[image: Forms response chart. Question title: 5. The Tesco Clubcard app is easy to use and navigate.. Number of responses: 150 responses.]
Perceived Ease of Use and Navigation.
In ease-of-use item, the responses are more positive even with marked ambivalence. It is only 1.3 percent strong disagree and 13.3 percent disagree that the Clubcard app is easy to use and navigate. The proportion of 35.3% neutral, 36.7% agree, and 13.3% strongly agree is very large. Differently put, approximately one-half of the sample (50 percent) is straightforwardly agreeable with the usability of the app, with over a third occupying the middle ground. This trend indicates that although there is no mass usability disaster, the interface is not necessarily one that is intuitively seamless to a large percentage of the users. It is a consistent finding of research on mobile services that ease of use and system quality are perceived central antecedents of satisfaction and continuance intention (Honglin et al., 2024; Huma et al., 2024). When this construct is characterised by high levels of neutrality, this is a bad sign: an application that is only acceptable, not actually effortless, will not produce the type of flow and habit that result in high levels of loyalty (Omran et al., 2025).

[image: Forms response chart. Question title: 6. I find the Tesco Clubcard app useful in managing my
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Perceived Usefulness in the Management of Groceries Shopping.
Clearer support of the perceived usefulness of the Clubcard app is observed with 3.3% strongly disagree and 10% disagreeing that the app is useful to grocery shopping management, with 32% of the respondents being neutral. Another 32 percent say that they agree and 22.7 percent strongly agree, which implies that 54.7 percent of the participants obviously say that they find a helpful functionality, either seeing offers, tracking expenditures or organising purchases. Mobile app literature in the financial and retail background shows that perceived usefulness is frequently the most powerful factor in creating satisfaction and loyalty due to its ability to capture the functional value as well as time conservation (Huma et al., 2024; Santosa and Ruslim, 2024). The fact that approximately one-third of respondents were in the neutral category, though, points to the fact that the value proposition of the app is not salient to all people, customer engagement and task-technology fit has been demonstrated to influence the extent to which users feel that features of the apps truly serve their purposes (Khattak et al., 2024; Hussain et al., 2025). This neutral part might be less inclined to further their involvement as time progresses.

[image: Forms response chart. Question title: 7. The app provides relevant and personalised offers
based on my shopping behaviour.. Number of responses: 150 responses.]
Inferred Personalisation and Relevance of Offers.
When posed the question of whether the app offers relevant and personalised offers, a mostly favourable yet once again mixed picture presents itself. The percentage of those who strongly disagree is only 1.3%, disagree is 10 percent and 35.3 percent show neutrality. In the meantime, there are 38 percent in agreement and 15.3 percent strongly agree (or 53.3 percent positively assess personalisation). Relevance of offers is at the core of both perceived fairness and perceived value in digital loyalty research and its lack is commonly attributed to promotional fatigue and reduced attention (Si et al., 2025). The percentage of those who still cannot choose (more than a third of the respondents) is evidence that most users might not find the offers as fully relevant to their needs. According to the prior work, successful personalisation implies not only the availability of data but also advanced analytics and the careful design of how the behavioural data can be transformed into relevant propositions (Khalufi et al., 2025; Khattak et al., 2024). The descriptive statistics are thus suggesting that personalisation at Tesco is successful to most but might not be yet fully capitalising on the Tesco data resources to a considerable percentage.
[image: Forms response chart. Question title: 8. The rewards and discounts offered through the
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Value of Rewards and Perceived Attractiveness.
The evaluation of rewards and discounts indicate a comparatively higher positive tilt. It is only 1.3 percent respondents who strongly disagree and 16 percent disagree that the Clubcard rewards are attractive and valuable with 23.3 percent being neutral. Conversely, 38% concur and 20.7% strongly concur, that is, almost 59 percent of the respondents have a clear perception of tangible value. This is in line with general evidence that well-constructed discounts and rewards are vital in enhancing loyalty in mobile apps especially in price-sensitive market (Malik et al., 2025; Santosa and Ruslim, 2024). Nevertheless, these total 17.3% directions of the outright disagreement show that there is possibly a non-trivial fraction of users who will believe that the price differentials are not generous and that rewards are not given in good faith, but as an attempt to control them. The point on churn indicates that customers who develop the perception that strategies based on gamification or discounts favour the company more than they do the customers, the loyalty performance worsens regardless of the reward systems being nominal (Si et al., 2025).
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Perceived involvement through Gamified Functions.
The aspect about gamified or interactive elements (e.g. points tracking, badges, challenges) is the one that has a relatively neutral position: 7.3% strongly disagree and 20.7% disagree that the app becomes more engaging with such features, 36.7% have neutral attitudes. The percentage that agrees and strongly agree is only 29.3 and 6 percent, therefore, less than 36 percent obviously find gamification interesting. This is particularly lower than the positive perception registered on usefulness and rewards. The empirical evidence of digital marketing offers a possibility that gamification will decrease the churn and enhance the emotional bond in the case when it is substantially combined with brand appeal and customer engagement (Si et al., 2025). The large neutral and negative scores in this case can be a hint that the existing gamified aspects of Tesco are not salient, poorly comprehended, or merely considered rewarding enough in comparison to the amount of effort invested. This backs up concerns according to which gamification should be well-planned, with its goals and rewards, to prevent the perception of gimmicks or irrelevance (Omran et al., 2025).

[image: Forms response chart. Question title: 10. Push notifications from the Tesco app are timely
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Perceptions of Push Notifications
A key aspect in online shopping is the perception of push notifications. A large percentage of 18 strongly disagree and 24 disagree with notifications being timely and encouraging revisits, that is, 42 percent expressly negative opinion, 36 percent are neutral and only 20.7 percent agree with 1.3 strongly agreeing. Therefore, less than a quarter of the respondents believe that notifications are productive, and almost two times more have an unfavourable opinion of them. The previous literature on the topic of mobile engagement emphasises that inappropriately delivered notifications or excessive frequency may cause irritation, perceived intrusion, and disengagement eventually (Huma et al., 2024). The analysis of mobile wallet and service application highlights that engagement and perceived control over the frequency of communication is an essential factor to keep satisfaction and loyalty (Malik et al., 2025; Hussain et al., 2025). 
[image: Forms response chart. Question title: 11. The app’s performance meets my expectations in
terms of speed, functionality, and reliability.. Number of responses: 150 responses.]
Perceived Performance: Speed, Functionality and Reliability
In item 11, 1.3% of the respondents strongly disagree, 7.3% disagree, 29.3% are indifferent, 44.7% agree and 17.3% strongly agree to the question that the performance of the Clubcard app is up to their expectation. Therefore, approximately 62% are either very satisfied with the speed of the app, its functionality and reliability, which agrees with findings on the key role of the technical quality as a determinant of mobile-service satisfaction and continuance intention (Honglin et al., 2024). The large neutral fraction indicates that performance is satisfactory but not striking to almost one-third of users, which is consistent with the research literature in which secondary system lags or even glitches undermine perceived quality despite its infrequent incidental failure (Huma et al., 2024).
[image: Forms response chart. Question title: 12. My overall experience with the Tesco Clubcard app
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Overall Satisfaction with the Tesco Clubcard App
On overall experience (item 12), 10% disagree that the app has been satisfactory and 22% are neutral whereas 34.7% agree and 33.3% strongly agree, which presents 68% with express satisfaction. This trend suggests that the application is widely popular but it still fails to convince almost a third of users. This partial satisfaction is imperative in the field of loyalty research since only highly satisfied users are likely to change their positive assessments into strong loyalty and advocacy behaviours (Santoso and Ruslim, 2024). The experience in mobile wallet and telecom settings indicates that a moderate level of satisfaction, coupled with a high degree of expectation, can be easily converted into churn in case of competitors providing a smoother or more rewarding experience (Malik et al., 2025; Hussain et al., 2025).

[image: Forms response chart. Question title: 13. I am more likely to shop at Tesco because of the
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Impact of Perceived Loyalty: More Shopping at Tesco.
Question 13 determines behavioural impact. It is only 0.7 percent that strongly do not agree and 6.7 percent disagree that they are more likely to shop at Tesco due to the benefits of Clubcard thus 26.7 percent are neutral. There is a considerable 40.7 per cent agree and 25.3 per cent strongly agree, thus approximately 66 per cent consider that the application is pushing them towards Tesco. This is consistent with the results that mobile rewards and convenience have the ability to change the store preference and reinforce behavioural loyalty when perceived to be useful and enjoyable (Huma et al., 2024; Si et al., 2025). One fifth of the neutral respondents, however, indicates that benefits can be perceived as additive, not conclusive to most shoppers, which is in line with the literature that loyalty apps tend to strengthen, but not necessarily form, preference toward a specific store (Omran et al., 2025).
[image: Forms response chart. Question title: 14. I intend to continue using the Tesco Clubcard app
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Continuance Intention
To use in the future (item 14), 1.3% strongly disagree and 6.7% disagree that they will still use the Clubcard app, 20% are neutral and the intentions to use it strongly are most common as 34.7% agreed and 37.3% strongly agreed. This is an approximate of 72 percent who expect to continue using the app, which aligns with expectation-confirmation and loyalty theory where satisfaction and perceived value drives continuance intention and quality of relationship in the long-term (Khattak et al., 2024; Khalufi et al., 2025). The 28 percent of neutral or negative answers indicate a strategic valuable segment whose usage cannot be presupposed and whose attitude towards notifications, gamification and personalisation can be a weak foundation of the further loyalty (Malik et al., 2025).
[bookmark: _Toc240835805]4.3 SPSS analysis
Frequency Table
	1. What is your age group?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18–24
	34
	20.5
	20.5
	20.5

	
	25–34
	49
	29.5
	29.5
	50.0

	
	35–44
	60
	36.1
	36.1
	86.1

	
	45–54
	14
	8.4
	8.4
	94.6

	
	55+
	9
	5.4
	5.4
	100.0

	
	Total
	150
	100.0
	100.0
	



	2. What is your gender?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Female
	80
	48.2
	48.2
	48.2

	
	Male
	65
	39.2
	39.2
	87.3

	
	Non-binary
	12
	7.2
	7.2
	94.6

	
	Prefer not to say
	9
	5.4
	5.4
	100.0

	
	Total
	150
	100.0
	100.0
	



	3. How frequently do you shop at Tesco compared with other grocery retailers?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1-5 times per month
	44
	26.5
	26.5
	26.5

	
	11-15 times per month
	27
	16.3
	16.3
	42.8

	
	16-20 times per month
	1
	.6
	.6
	43.4

	
	6-10 times per month
	57
	34.3
	34.3
	77.7

	
	Less than once per month
	37
	22.3
	22.3
	100.0

	
	Total
	150
	100.0
	100.0
	



	4. How likely are you to use the Tesco Clubcard app for purchasing from Tesco?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Always (every shopping trip)
	47
	28.3
	28.3
	28.3

	
	Frequently (most shopping trips)
	51
	30.7
	30.7
	59.0

	
	Never
	13
	7.8
	7.8
	66.9

	
	Occasionally (some shopping trips)
	34
	20.5
	20.5
	87.3

	
	Rarely (few shopping trips)
	21
	12.7
	12.7
	100.0

	
	Total
	150
	100.0
	100.0
	



Correlations
	
	ease_n
	useful_n
	personal_n
	rewards_n
	game_n
	notif_n
	performance_n
	satisf_n
	shopmore_n
	contint_n

	ease_n
	Pearson Correlation
	1
	.596**
	.522**
	.251**
	.326**
	.114
	.442**
	.478**
	.421**
	.487**

	
	Sig. (2-tailed)
	
	.000
	.000
	.004
	.000
	.182
	.000
	.000
	.000
	.000

	
	N
	165
	165
	165
	128
	154
	138
	132
	112
	163
	159

	useful_n
	Pearson Correlation
	.596**
	1
	.584**
	.188*
	.178*
	.053
	.332**
	.493**
	.439**
	.536**

	
	Sig. (2-tailed)
	.000
	
	.000
	.033
	.027
	.534
	.000
	.000
	.000
	.000

	
	N
	165
	165
	165
	128
	154
	138
	132
	112
	163
	159

	personal_n
	Pearson Correlation
	.522**
	.584**
	1
	.340**
	.239**
	.296**
	.366**
	.445**
	.419**
	.504**

	
	Sig. (2-tailed)
	.000
	.000
	
	.000
	.003
	.000
	.000
	.000
	.000
	.000

	
	N
	165
	165
	165
	128
	154
	138
	132
	112
	163
	159

	rewards_n
	Pearson Correlation
	.251**
	.188*
	.340**
	1
	.371**
	.261**
	.400**
	.494**
	.381**
	.359**

	
	Sig. (2-tailed)
	.004
	.033
	.000
	
	.000
	.007
	.000
	.000
	.000
	.000

	
	N
	128
	128
	128
	128
	121
	105
	110
	92
	126
	123

	game_n
	Pearson Correlation
	.326**
	.178*
	.239**
	.371**
	1
	.467**
	.229*
	.279**
	.299**
	.261**

	
	Sig. (2-tailed)
	.000
	.027
	.003
	.000
	
	.000
	.011
	.005
	.000
	.001

	
	N
	154
	154
	154
	121
	155
	134
	123
	102
	153
	150

	notif_n
	Pearson Correlation
	.114
	.053
	.296**
	.261**
	.467**
	1
	.081
	.109
	.080
	.163

	
	Sig. (2-tailed)
	.182
	.534
	.000
	.007
	.000
	
	.404
	.314
	.351
	.059

	
	N
	138
	138
	138
	105
	134
	138
	108
	88
	137
	135

	performance_n
	Pearson Correlation
	.442**
	.332**
	.366**
	.400**
	.229*
	.081
	1
	.444**
	.359**
	.482**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.011
	.404
	
	.000
	.000
	.000

	
	N
	132
	132
	132
	110
	123
	108
	133
	101
	130
	127

	satisf_n
	Pearson Correlation
	.478**
	.493**
	.445**
	.494**
	.279**
	.109
	.444**
	1
	.614**
	.575**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.005
	.314
	.000
	
	.000
	.000

	
	N
	112
	112
	112
	92
	102
	88
	101
	113
	110
	107

	shopmore_n
	Pearson Correlation
	.421**
	.439**
	.419**
	.381**
	.299**
	.080
	.359**
	.614**
	1
	.673**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000
	.351
	.000
	.000
	
	.000

	
	N
	163
	163
	163
	126
	153
	137
	130
	110
	163
	158

	contint_n
	Pearson Correlation
	.487**
	.536**
	.504**
	.359**
	.261**
	.163
	.482**
	.575**
	.673**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.001
	.059
	.000
	.000
	.000
	

	
	N
	159
	159
	159
	123
	150
	135
	127
	107
	158
	159

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).



Regression
	Variables Entered/Removeda

	Model
	Variables Entered
	Variables Removed
	Method

	1
	performance_n, notif_n, useful_n, game_n, personal_n, rewards_n, ease_nb
	.
	Enter

	a. Dependent Variable: satisf_n

	b. All requested variables entered.



	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.638a
	.407
	.336
	.47934
	.407
	5.694
	7
	58
	.000

	a. Predictors: (Constant), performance_n, notif_n, useful_n, game_n, personal_n, rewards_n, ease_n



	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	9.158
	7
	1.308
	5.694
	.000b

	
	Residual
	13.327
	58
	.230
	
	

	
	Total
	22.485
	65
	
	
	

	a. Dependent Variable: satisf_n

	b. Predictors: (Constant), performance_n, notif_n, useful_n, game_n, personal_n, rewards_n, ease_n




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	.645
	.511
	
	1.264
	.211
	
	

	
	ease_n
	.047
	.093
	.068
	.510
	.612
	.580
	1.723

	
	useful_n
	.233
	.085
	.363
	2.740
	.008
	.584
	1.714

	
	personal_n
	.040
	.095
	.054
	.425
	.672
	.629
	1.590

	
	rewards_n
	.236
	.094
	.307
	2.493
	.016
	.675
	1.482

	
	game_n
	.045
	.087
	.063
	.518
	.607
	.701
	1.427

	
	notif_n
	.022
	.084
	.031
	.265
	.792
	.753
	1.327

	
	performance_n
	.209
	.110
	.219
	1.908
	.061
	.779
	1.283

	a. Dependent Variable: satisf_n


The initial outputs of the SPSS give descriptive statistics of the sample (N = 150). The age distribution is biassed towards the working-age population, with 36.1 and 29.5% of the population belonging to 35 -44 and 25 -34 age groups, respectively, and only 5.4% of the population is aged 55 or above, which means that the dataset consists mainly of digitally active consumers, who tend to be more willing to use mobile services. The gender is comparatively equal but somewhat slightly female: 48.2% female, 39.2% male, 7.2% non-binary and 5.4% prefer not to say. The data about shopping frequency indicate that 34.3% of the people shop at Tesco 6-10 times a month and 26.5% shop 1-5 times a month, with only 22.3% shopping less than once in a month, which is a good combination of frequent and light shoppers. Regarding the use of app, 28.3% use the Clubcard app on every trip and 30.7% use the app frequently; 7.8% claim to never use the app. It means that most of the respondents are frequent app users, which is significant to study post-adoption behaviour.
Correlations Likert-scale key construct between each other were then determined based on bivariate correlation. Each of the core feature variables (ease of use, usefulness, personalisation, rewards, gamification, notifications, and performance) has a positive correlation with satisfaction although the strength is different. Most pronounced zero-order correlations with satisfaction are found with rewards (r = 0.494), perceived usefulness (r = 0.493), ease of use (r = 0.478), personalisation (r = 0.445) and performance (r = 0.444) and gamification has a less significant though significant association (r = 0.279). The notion of notification shows a small and insignificant relationship with satisfaction (r = 0.109, p > 0.05). Satisfaction is also related to shopping more at Tesco (r = 0.614) and continuance intention (r = 0.575) and these two loyalty measures are inter-related in a consistent manner (r = 0.673), which indicates a consistent loyalty construct.
The standard multiple regression was used to determine the key predictors of the satisfaction with the main independent variable being the satisfaction and all the seven feature variables were used as the independent variables at the same time. The model is statistically significant (F(7,58) = 5.694, p < 0.001) and has an ability to explain 40.7 percent of the variation in the level of satisfaction (R 2 = 0.407; adjusted R 2 = 0.336). The diagnostics of collinearity indicate that there is no severe multicollinearity since the tolerances are equal to 0.58-0.78 and the VIF measures 1.28-1.72. There are three predictors that are notable in the coefficients table. The largest standardised effect (0.363, p = 0.008) is perceived usefulness and then rewards value (0.307, p = 0.016). The performance of the app is also favourable and has a proximity to conventional significance (0.219, p = 0.061), but the remaining variables do not hold any significant value when ease of use, personalisation, gamification and notifications are considered. This trend indicates that, after removing the overlap of variables, the usefulness of the app and the appeal of the rewards are the most important sources of satisfaction.
Reliability and validity
Reliability and validity were considered in the design and interpretation of the study. Questionnaire items were aligned with established constructs in digital continuance and loyalty research, including perceived ease of use, usefulness, personalisation, rewards value, gamification, notification effectiveness, perceived performance, satisfaction and continuance intention. Face and content validity were supported by aligning the questionnaire items with the research objectives and theoretical framework. Where constructs were represented by single items, internal-consistency statistics such as Cronbach’s alpha were not applicable to those individual measures. This measurement approach should be considered when interpreting the strength and generalisability of the findings.
[bookmark: _Toc240835806]4.4 Interpretation of findings
The descriptive profile proves that Tesco Clubcard app is primarily adopted by rather young to middle-aged adults, which have been demonstrated to be at ease with mobile banking, wallet and branded apps (Santoso and Ruslim, 2024). This correlation leads to a belief that the sample can be used to assess the dynamics of digital loyalty in a mainstream grocery context. The large percentage of frequent app users also shows that the respondents are experienced enough to make evaluative judgments, which is essential in the analysis of continuance intention as opposed to initial adoption (Putri and Aprianingsih, 2024).
Patterns of correlation support the logic of expectations confirmation that underlies the theoretical base. Close ties between usefulness, rewards and satisfaction reflect comparable research in mobile financial and shopping applications in which the perceived usefulness value and economic gain are key to long-term user retention (Santoso and Ruslim, 2024; Dyatmika et al., 2025). The pronounced correlations between satisfaction and both the indicators of loyalty are in line with the models where satisfaction acts as an intermediary between digital experience and behavioural consequences, including repeat purchase and brand loyalty (Nanta et al., 2025).
The regression findings provide additional details revealing the features that are still relevant when taken into account. After the elimination of the overlapping variance, perceived usefulness and rewards become significant factors in predicting the satisfaction but performance has a secondary influence. This is consistent with the results that utilitarian profits and infrastructure level tend to prevail over aesthetic or hedonic features when forming app ratings, especially at high frequency transactional settings such as banking or payments (Alamsyah et al., 2025). The ease of use, personalisation and gamification are obviously appreciated at the bivariate level and in Tesco case but fail to influence the level of satisfaction independently compared with the feeling that the app saves time, money or efforts and can consistently deliver an attractive discount.
The comparatively low power of gamification and notification is worth mentioning regarding the literature that emphasises the digital touchpoints and engagement mechanics as avenues to more in-depth loyalty and brand affection within the app ecosystems (Tran et al., 2024; Nanta et al., 2025). One of the explanations is that in the case of grocery shoppers, game-like features are seen as secondary nice-to-have features that complement but are not able to fill gaps in usefulness or tangible reward value. A second option could be that the existing gamification and push notifications at Tesco are not differentiated or customised enough to be perceived as an engaging nature instead of intrusive, which has been identified in the general body of research on digital relationship management (Khattak et al., 2024).
The correlations between feature perceptions, satisfaction and both loyalty measures are consistent with the relationships proposed in recent app-loyalty literature, where satisfaction is often positioned between digital service quality and longer-term attachment (Santoso and Ruslim, 2024; Dyatmika et al., 2025). In the present study, however, mediation was not directly tested. The Tesco data show that users who evaluate the app as useful, rewarding and reliable also tend to report stronger satisfaction and loyalty intentions. This supports the view that branded apps can operate as strategic loyalty assets when they consistently generate value and convenience rather than functioning only as access points (Tran et al., 2024).
Strategically, the findings represent how vital data and online touchpoints should be viewed as a primary resource instead of a supplementary marketing instrument. In the context of data valuation, efforts have focused on the idea that the economic value of customer data is based on the performance of customer data in transforming into customer experience and profit-making activities (Coyle and Gamberi, 2024). The responsible use of the Clubcard data by Tesco in generating personalised but really useful offers will mean the difference between the massive data resource that the loyalty ecosystem incorporates into its system and creating competitive advantage. The significance of the quality of performance and infrastructure in the regression model also goes hand in hand with the fact that resilient digital back-end infrastructure is instrumental in the high-frequency service like smart payment and shopping apps (Alamsyah et al., 2025).
Lastly, the high behavioural loyalty indications resonate with wider literature that indicates that grocery store transaction data can indicate greater depths of household behaviour and even food access inequalities by space (Broadbridge et al., 2025). Even though the current analysis is on the level of individual level satisfaction and loyalty, the stability of associations between digital features, satisfaction and shopping intensities alludes to the societal level of the impact of large-scale retail data infrastructures.
[bookmark: _Toc240835807]4.5 Summary
Generally, the SPSS analysis illustrates that the Tesco Clubcard app is highly used by a comparatively young and digitally active customer segment with majority (respondents) saying that they often used the app whenever they shop at Tesco. Correlations indicate that the perceptions of usefulness, reward value, ease of use, personalisation and performance are all positively correlated with satisfaction which is associated with a strong correlation in turn with shopping more at Tesco and intending to use the app.
The results of multiple regression analysis show that perceived usefulness and rewards have the most significant unique effect on satisfaction when used together, with the performance of the app also added, and other features have supportive roles. These trends are generally in line with the current evidence-based findings on digital business and branded apps, where usefulness, trusted infrastructure and satisfaction are placed in the middle of the loyalty, engagement and brand attachment (Santosa and Ruslim, 2024; Dyatmika et al., 2025; Tran et al., 2024; Alamsyah et al., 2025).
The results thus confirm an image of Tesco Clubcard App as a data-driven loyalty programme whereby positive results are dependent on provision of tangible value and performance with gamified features and communications serving as supplements to the formation of satisfaction and loyalty rather than as determinants of such satisfaction and loyalty.


[bookmark: _Toc240835808]5. DISCUSSION
[bookmark: _Toc240835809]5.1 Introduction
In this discussion chapter, the findings of this study will be critically understood with regard to the four objectives mentioned. It bases it on the quantitative findings and locates them in the broader academic literature in the area of continuance intention, satisfaction, loyalty and gamification in mobile app ecosystems.
[bookmark: _Toc240835810]5.2 Findings of the discussion
[bookmark: _Toc240835811]5.2. 1 Relationship between Tesco Clubcard app features and customer satisfaction RO 1
The results provide an indication that customer satisfaction has a positive correlation with core Clubcard app features, especially ease of use, perceived usefulness, relevance of offer, and attractiveness of reward. This trend is consistent with the general branded app literature where satisfaction levels generally rise when there is high functional quality and trust perception that ensures a positive post-adoption value. A Malaysian study demonstrates that satisfaction and trust mediate the correlation between perceived app quality and continuance intention in branded mobile environment together (Seridaran et al., 2024).
The Tesco findings also support the studies of digital payments where perceived usefulness and enjoyment increases satisfaction and continuation interest (Amelia et al., 2024). Applied to a grocery situation, this would imply that satisfaction is also reinforced when the app makes the shopping experience easier, assists users to manage the savings, and provide distinctively personalised value other than generic promotions.
Gamification seems to be a factor that leads to satisfaction in cases where it promotes recognisable utility. Travel application studies reveal that gamified features can affect continuance intention because of the perceived enjoyment and usefulness, which suggests that fun is most effective in fostering loyalty when it co-exists with functional value (Kaur et al., 2025). The evidence of the Clubcard indicates the same rationale: interactive tools like the visibility of the points or progress-type incentives are valued when they can be converted to tangible discounts and do not interfere with the effectiveness of the shopping process.
The other probable enhancer of satisfaction is personalisation. The studies on AI-powered service quality indicate that there is a multidimensional relationship between trust, convenience, and customized experiences that enhance consumer satisfaction and engagement among Malaysian e-commerce consumers (Kanapathipillai et al., 2024). This justifies the conclusion that data-driven relevance of the offer related to the Clubcard can enhance the satisfaction in case the customers consider the value exchange as reasonable and worthwhile.
[bookmark: _Toc240835812]5.2.2 Relationship between satisfaction, app usage and loyalty – RO 2
The results indicate a clear association between customer satisfaction and loyalty outcomes. Higher satisfaction was correlated with stronger intention to continue using the Clubcard app and with shopping more at Tesco. These findings are consistent with continuance literature in which satisfaction is positioned as an important link between post-adoption experience and loyalty intentions. However, the present study did not directly test an indirect mediation effect, so the findings should be interpreted as evidence of association rather than statistical mediation.
The researches on brand commitment indicate that emotional involvement may be intensified with repeated contact and positive experiences in the apps, enhancing the satisfaction and prolonged loyalty (Amoroso and Ackaradejruangsri, 2024). This is supported by the evidence of hybrid models in payment apps, where satisfaction and trust have been shown to be the most potent outcomes of continuance intention, outdoing the impact of habit and performance expectancy (Kunja et al., 2024).
The mediating logic is also aligned with the long-term ECM studies in mobile banking, where the satisfaction is very much connected with the continuance intention in the presence of confirmation of expectations with AI features and security concerns influencing the post adoption appraisal (Rokhimah and Suhermin, 2024). In the case of Tesco, it suggests that loyalty should be developed as the customers use it again and again, with the feeling that application performance and rewards are genuinely working to live up to their expectation of quality and fairness.
The attitudinal effects of satisfaction can also be broader. According to the online music stream evidence, the wellbeing of users and their intentions to recommend the app may be improved with the help of satisfaction and continuance intention, meaning that social diffusion of loyalty may occur due to the positive post-adoption experience (Soaloon and Handayani, 2025). This helps prove the point that happy users of Clubcard will tend to recommend the app to others, which increases retention advantages.
[bookmark: _Toc240835813]5.2.3 Customer perceptions of gamification and push-notification engagement RO 3
The moderately positive perception of gamification and push notifications among the users is influenced by their relevance, association of value, and control of the users. The results suggest that gamified tools work best when users can well visualize the transformation of engagement into actual benefits of shopping. This is consistent with the studies that components of gamification enhance attitude and satisfaction in the case of a proper challenge-reward balance and its perceived significance as meaningful instead of superficial (Nugroho, 2024).
The data of travel apps also suggests that fun triggered by properly implemented gamified features can easily contribute to a continuance intention, yet only in the case the user experiences the parallel usefulness of functions (Kaur et al., 2025). In the case of Tesco, it would be recommended that interactive capabilities be structured around shopping missions, savings goals or individual value targets as opposed to generalised-game-like interaction.
A mixed pattern is observed with push notifications. Even though prompting can aid interaction, too many or misplaced prompts can lower perceived value. The findings of social commerce studies verify that the quality of information and its contextual relevance enhance satisfaction and usage, and disruptive messages may lead to poor user experience (Chong et al., 2024). The Tesco results thus, suggest the importance of notification personalisation and frequency control in the process of making sure that reminders complement but do not disrupt the customer experience.
[bookmark: _Toc240835814]5.2.4 Statistically significant predictors of customer satisfaction among Tesco app users – RO 4
The regression results show that perceived usefulness and rewards value made the strongest statistically significant unique contributions to customer satisfaction in the analysed model. Perceived app performance was positive but did not reach the conventional 0.05 significance threshold in the reported model. These findings are consistent with evidence from digital-service contexts in which functional value and dependable performance are closely related to favourable post-adoption evaluations.
The study of food-delivery apps has found performance expectancy and satisfaction to be significant predictors of their further usage, which supports the need to continually rely on reliable functionality as a factor in retention (Munday and Humbani, 2024). Equally, judging by Gen Z mobile shopping is evidence that point of continuance intention and enjoyment are major antecedents of use, and trust are strength of loyalty stability amidst competitive markets in the digital arena (Shetu, 2025). The Tesco outcomes seem alignable with this perception, which indicates that long-term utility and plausible reward value should be employed to prevent loyalty loss once shoppers possess the option of numerous retailer applications.
It is also found that when using branded-app and satisfaction, trust can be reinforced by continuance intention and thereby supported by a layered loyalty pathway as opposed to a unified factor (Seridaran et al., 2024). Along with this, convenience and personalisation are also important in strategy. In European e-retailing research, it was identified that convenience and personalisation enhance customer value and engagement, which enhances the repeat behaviours likelihood (Rodríguez-Ardura et al., 2025). It helps reinforce the meaning that the personalised offers and friction-reducing features of Clubcard help in generating loyalty not only due to novelty but also due to constant provision of meaningful, daily value.
[bookmark: _Toc240835815]5.3 Integration and critical interpretation (theoretical).
The overall results confirm the existence of the expectation-confirmation model (ECM) and the technology-continuance model, identification of satisfaction as the decisive post-adoption variable associated with perceived value, confirmation and loyalty. Nevertheless, the current research introduces a more sophisticated aspect since it combines gamification and AI personalisation as psychological and technological facilitators of satisfaction.
Importantly, the results can be extended to further insights on the research of loyalty formation, as they are not only in the context of functional performance, but also in the context of experience and relationship. The satisfaction in the Clubcard setting seems to be realised through the joint production of emotional pleasure, belief in data processing, and the belief in fair value delivery. Such layers of engagement can be related to hybrid frameworks of UTAUT2 and relational marketing constructs, in which the interaction of hedonic motivation and habit with satisfaction can forecast loyalty (Kunja et al., 2024).
In addition to this, the discussion also shows how transactional loyalty is being replaced by relational loyalty in mobile ecosystems. With the users developing a habitual trust in the platform the satisfaction will no longer be an effective response but a cognitive assessment that is reaffirmed by repeated positive experience. This development is essential in retail applications in which recurrent purchases generate data feedback loops that enhance the accuracy of personalisation the phenomenon that has been noticed in AI-enabled e-commerce settings (Kanapathipillai et al., 2024).
However, in spite of these strengths, causality is constrained due to the cross-sectional nature of both the present and the comparative studies. Longitudinal designs have been suggested by a number of authors to obtain dynamic behaviour on post adoption as time progresses, and particularly in cases where trust and satisfaction are affected by technological changes (Seridaran et al., 2024). Thus, although the present evidence is strong enough to prove that there is a mediating effect of satisfaction, long-term loyalty retention should be monitored in the future.
[bookmark: _Toc240835816]5.4 Summary of discussion
The discussion shows that several app features are positively associated with satisfaction at the bivariate level, while the regression model identifies perceived usefulness and rewards value as the strongest statistically significant unique contributors to satisfaction. Satisfaction is also strongly associated with the loyalty measures used in the study. Digital engagement tools appear more supportive than dominant in the analysed model. Overall, the findings position satisfaction as an important correlate of continued app use and shopping loyalty, while stopping short of claiming a statistically established mediation effect.


[bookmark: _Toc240835817]6. CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc240835818]6.1 Conclusion
This paper analysed the impact of the Tesco Clubcard app features on the customer satisfaction and loyalty within the grocery industry in the UK, and more specifically, the role of engagement features, including rewards, gamification, and notifications, was investigated. The results will answer the research questions and objectives because they will help to understand what digital features seem to have the most relationships with customer satisfaction and which engagement processes are more likely to drive loyalty intentions via the satisfaction pathway. The research thus assists in addressing a practical gap in the research on app-based grocery loyalty, which tends to address digital engagement on a broad level, as opposed to considering which specific elements of such features are the most plausible to maintain retention in the more established retail markets.
The evidence, in general, supports the hypothesis of the stronger correlation of loyalty outcomes in the Clubcard ecosystem with functional and value-properly-related app perceptions, rather than with novelty-driven engagement. This also makes sense in the larger context that loyalty within mobile applications is most likely to stabilize when people are able to see and have a tangible value but not merely being exposed to the interactive aspect of design. This finding aligns with other research that has placed rewards, convenience, and perceived value at the center of the digital interaction process that can provide loyalty in the event that the experience is perceived as just, clear, and convenient. 
The findings also indicate that gamification is not necessarily a driver of loyalty unless when it is contextualized and higher-order shopping results. The results of grocery and broader digital settings make it clear that gamified elements are most effective when they are connected to actual behavioural objectives, including location-based relevance, healthy selections, or definite savings results. The internship is designed to help students gain experience across four job categories: clinical laboratory technologist, clinical laboratory manager, medical technologist, and laboratory manager When this occurred, an epidemic was triggered, prompting numerous countries to issue travel warnings to tourists in impacted areas to prevent infection transmission. At the moment when this happened, it caused an epidemic and many countries advised their tourists against traveling to the affected regions in order to avoid the spread of the infection. On the other hand, the literature also cautions that in the event that gamification becomes perceived as shallow, over persuasive or excessive competition, it may create resistance or it may cause a decrease in trust among some sections of the consumers. The next step involves the creation of a program that includes both online and offline activities.
Another conclusion is that satisfaction is an important process via which digital features can be converted into loyalty intentions. The trends determined in this research are consistent with the broader gamification and rewards body of work, which states that engagement tools can only maintain long-term loyalty by supporting an overall positive experience and not as an independent engagement strategy. Researchers have offered support for the aforementioned claim in their works; however, the article by Parapanos and Michopoulou (2025) also provides the evidence to confirm the truthfulness of the hypothesis presented in the paper. The support of the above-presented claim by the researchers is done in their works, but the article by Parapanos and Michopoulou (2025) also includes the evidence to prove the validity of the hypothesis made in the article. This confirms the opinion that the competitive value of the Clubcard app is not necessarily its size or the amount and volume of data, but rather the perceived usability, credibility, and the equitability of the customer experience of the app in the context of daily shopping. (Grant et al., 2025; Oliveira et al., 2024).
Relative to the research gap, the paper can help advance the knowledge on the topic of grocery app loyalty by demonstrating that the value clarity and service-like reliability can be considered decisive even in highly digitalised, incentive-dense ecosystems. This builds upon existing information by placing gamification and nudging within a grocery-specific context in which convenience, price salience and trust in benefit structures are more influential over everyday behaviour than just entertainment. The approach involves applying the most suitable method to address a particular issue.
The chapter on the methodology presented limitations that were discussed again in the interpretation of results, such as cross-sectional characteristic of the survey, relying on self-reported perceptions, and limited focus on one retailer. These limits suggest that the relationships are to be interpreted as suggestive associations, but not as causal ones, and that longitudinal design and comparative multi-retailer samples should be used in future studies.
[bookmark: _Toc240835819]6.2 Recommendations
Judging by the trends provided by the empirical research and considering the literature supporting gamification, digital nudging, and satisfaction, a number of issues can be suggested to enhance the satisfaction-based loyalty in the Clubcard app-based ecosystem.
1. Value clarity is more important than feature volume.
Tesco should also make the process of explaining and visualising savings, points, and member benefits simpler. Perceptions of fairness would be enhanced with clear and category-based savings summaries and regular communications that differentiate between normal pricing and member pricing that would reduce confusion. When the benefits can be easily interpreted and made to seem proportional to the effort and expenditure of the user, then it is likely that rewards systems will increase commitment. (Hossain and Magar, 2025; Oliveira et al., 2024).
2. Rebrand gamification as encouraging goal-based nudging.
Instead of using gamification as a broadly applicable engagement surface, Tesco might embrace light, consensual missions associated with realistic grocery objectives like healthier baskets, seasonal budgeting, or sustainable purchasing. Specific to grocery evidence indicates that context-based gamification, like location-based or goal-congruent, is more acceptable and is seen as having greater value. (Zandi and Sekhavat, 2024; Grant et al., 2025).
3. To prevent fatigue with novelty, use time-bound micro-rewards.
Timed deals can be planned according to the shopping habits, which can be observed due to more or less constant shopping events like family shopping during the weekend or first-day shopping. Studies indicate that the schedule of rewards can influence the perception of attractiveness and the outcome of engagement, i.e., that rhythmic-based incentives can maintain interest without generating too much stimulation. (Mehrotra and Roy, 2025).
4. Do not use pressure or excessively competitive mechanisms.
The application must make sure that streaks, leaderboards or competition challenges are optional and low-stress. Emerging research points out that gamification may develop the unwanted psychological impact in case it seems addictive, performance-intensive, or socially pressurizing, especially because of younger users. Social change in media is driven by political factors, representing a form of resistance to the continuously growing media-generated culture.
5. Trial healthy-basket moral incentives.
Clubcard might also have small voluntary, game-based discounts on fruits and vegetables, which are not based on social comparison but on individual goals. The goal and benefit are immediate and well communicated game-based incentives have been demonstrated to boost purchase intention towards healthier items. (Stolk, 2025).
6. Tactics to engage the segment based on age and motivation.
Younger users might react more to optional challenges of interest whereas older or value-oriented groups might need simplified navigation and transparency of savings. Engagement frameworks postulate that gamification must be calculated based on differentiated motivational drivers as opposed to application-wide logic. (Marisa et al., 2025).
[bookmark: _Toc240835820]6.3 Practical implications
These suggestions underline the fact that the best path to the digital loyalty of Tesco is the balance between the functional excellence and ethical and selective engagement design. The Clubcard application can stay a long-lasting strategic resource provided that it goes on delivering data-driven personalisation into an experience that can look trustworthy, just and assistance in the real life of shopping behaviour. (Grant et al., 2025; Oliveira et al., 2024).
The study contributes to the application of expectation-confirmation and technology-acceptance perspectives in a UK grocery-loyalty context by showing that perceived usefulness and rewards value are particularly important in explaining customer satisfaction, while satisfaction is strongly associated with loyalty intentions. Because the study is cross-sectional and mediation was not directly tested, future research should use longitudinal designs and direct indirect-effect testing to examine whether satisfaction statistically transmits the effect of app experience to loyalty over time. Future studies could also use larger probability-based samples and multi-item validated scales to strengthen generalisability and measurement reliability.
6.4 Contribution to theory and future research
[bookmark: _Toc240835821]6.5 Concluding statement
To conclude, this paper verifies that perceived usefulness, reliability, and fair value exchange are more likely to drive satisfaction-led loyalty in grocery loyalty applications than gamification. Long-term loyalty can be reinforced best through the Clubcard app when the engagement tools are formulated as helpful instruments to bolster real shopping performance as opposed to the ones that produce entertainment strata disconnected with consumer values priorities. Hossain and Magar (2025) note that this situation is the same case with developing countries like North and South Korea. 
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[bookmark: _Toc240835824]Survey Questionnaire
Investigating the Impact of Loyalty Apps on Customer Retention in UK shopping centre – A Case of Tesco
Purpose of the Study:
You are invited to take part in a research study being conducted as part of a Master’s dissertation project. This study aims to understand how features of the Tesco Clubcard app influence customer satisfaction, engagement, and retention. The findings will help assess the effectiveness of digital loyalty tools in modern retail environments.
What Does Participation Involve?
This questionnaire contains 13 short questions, including 3 on basic demographics and 10 on your experiences and opinions about using the Tesco Clubcard app. It should take no more than 5 minutes to complete.
Confidentiality and Data Use:
· Your responses will remain anonymous and confidential.
· No personally identifiable information will be collected.
· Data will be used solely for academic research purposes and will not be shared with any third party.
· All data will be stored securely in accordance with data protection and GDPR guidelines.
Voluntary Participation and Withdrawal:
· Participation is entirely voluntary.
· You may choose not to participate or to exit the survey at any point before submission without any consequence.
Eligibility:
To participate, you must:
· Be 18 years or older
· Be a Tesco customer in the UK
· Have used the Tesco Clubcard app at least once in the past 12 months
Consent Statement:
By proceeding with this survey, you confirm that:
· You have read and understood this information
· You voluntarily agree to participate
· You meet the eligibility criteria


Demographic Questions 
1. What is your age group?
· 18–24
· 25–34
· 35–44
· 45–54
· 55+
2. What is your gender?
· Male
· Female
· Non-binary
· Prefer not to say
3. How frequently do you shop at Tesco compared with other grocery retailers?
· Less than once per month
· 1-5 times per month
· 6-10 times per month
· 11-15 times per month
· 16-20 times per month
· More than 21 times per month
4. How likely are you to use the Tesco Clubcard app for purchasing from Tesco?
· Always (every shopping trip)
· Frequently (most shopping trips)
· Occasionally (some shopping trips)
· Rarely (few shopping trips)
· Never
App Usage and Perceptions 
(All on a 5-point Likert scale: Strongly Disagree – Disagree – Neutral – Agree – Strongly Agree)
	
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	5. The Tesco Clubcard app is easy to use and navigate.
	
	
	
	
	

	6. I find the Tesco Clubcard app useful in managing my grocery shopping.
	
	
	
	
	

	7. The app provides relevant and personalised offers based on my shopping behaviour.
	
	
	
	
	

	8. The rewards and discounts offered through the Clubcard app are attractive and valuable.
	
	
	
	
	

	9. The gamified or interactive features (e.g. points tracking, badges, challenges) make the app more engaging.
	
	
	
	
	

	10. Push notifications from the Tesco app are timely and encourage me to revisit the store or app.
	
	
	
	
	

	11. The app’s performance meets my expectations in terms of speed, functionality, and reliability.
	
	
	
	
	

	12. My overall experience with the Tesco Clubcard app has been satisfactory.
	
	
	
	
	

	13. I am more likely to shop at Tesco because of the benefits I receive from the Clubcard app.
	
	
	
	
	

	14. I intend to continue using the Tesco Clubcard app in the future.
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