
CUSTOMER RETENTION DISSERTATIONS

This master thesis was written at the division of Industrial Marketing and have gained increased knowledge on the
concept of customer retention within.

Primary data is collected using mall-intercept-interviewing Zikmund,  Summary This chapter provided us with
a basic guideline of the things to come. This study seeks to identify the variables which help make a loyalty
scheme successful, and clearly identify the conditions under which loyalty enhances profitability. Loyalty
aficionados, on the other hand, claim loyalty programmes form the core of their business strategy, enabling
them to increase customer value, grow market share, and successfully populate new markets. Our results
reveal that, whereas long-term relationships do not result in cost savings for business service firms, they do
help improve returns on investment by enabling relational service firms to resist price pressures and retain
their gross margins. This Page 12 of research seeks to define the real meaning of loyalty in retail terms and
how it differs to satisfaction. We empirically test these hypotheses using data from a set of computer-based
experiments. In the second essay, we develop a multi-attribute model of business customers' overall
satisfaction with an existing supplier and a reference-dependent model of their intention to repurchase from it.
Deductive, because the existing concept of loyalty and its impact on business decisions and strategy is first
tested using data and Inductive, because the data collected is analyzed to give new Page 16 of dimensions to
the loyalty concept and its strategic effect on business decisions. It delves into both soft and hard aspects of
loyalty and evaluates the success factors and conditions which encourage loyalty. Zaria Pinchbeck, Asda, ,
cited in Web 1. Unfortunately there is no universally agreed definition of loyalty Jacoby and Chestnut ; Dick
and Basu ; Oliver  Gary Davies , professor of retailing at Manchester Business School cited in Web 4 ,
believes that loyalty cards have run out of steam stating that most of us have cards for at least two stores, so
that defeats the point [of loyalty]. ASDA shied away from rolling out the loyalty card nationwide after having
trials at different stores. Loyalty The elusive phenomena 2. Still, loyalty schemes are practiced by big retailers.
Because Tesco made Clubcard work, it can find out what its customers need and generate enough sales by
satisfying those needs cover the cost of finding out. The econometrics of the Clubcard doesnt form a part of
the research. The dissertation consists of three essays. The Purpose of this research is to gain fresh insights
into the concept of loyalty and customer relationship management and the part it plays in strategic decision
making. Tesco made customer loyalty marketing work, when every other British supermarket loyalty
programme in the late s failed, faltered or never got started. Quantitative and qualitative research is applied,
both using primary and secondary information that is gathered and assembled specifically for this study. It can
mass-customize to suit the needs of all the types of customers, of all tastes and incomes and ages. Page 18 of
Page 19 of The aim of this chapter it to clear the air of confusion with regards to the concept of loyalty and
bring out its true meaning considering both attitudinal and behavioral dimensions. No one would claim that
Clubcard is exclusively responsible for the success of Tesco, but it is clear that the benefits of the Clubcard are
now written through the Tesco business like lettering Mason, cited in Humpy et al. Page 10 of 1. Is loyalty an
armoury which came, conquered and died? Working with its suppliers, it helps both parties to gain a better
understanding of what the customer wants in terms of good value quality products and in-store promotions.
Clubcard is a reflection of the attributes of the business and its commitment: a strong team ethic, a
commitment to serving customers, and most of all, top-to-bottom retailers pragmatism. Objective 5 is in a way
the primary objective of the research, all other objectives are necessary to be realized before a thorough
understanding of the strategic ramifications of loyalty programmes is acquired. Objective 1 Analyze and
define the concept of loyalty and identify the relationship between customer satisfaction and customer loyalty
Customer Loyalty has been one of the most misunderstood concepts of recent years Payne,  Today, Tesco
Clubcard has established itself as one of the most successful loyalty schemes over the past nine years, Page 8
of and a key driver of this is that the scheme in integral to Tescos stated core purpose, To create value for
customers.


