4.2 Q2.Gender:

Female

In question two the researcher identifies the gender. Also this is used to demonstrate if

there is a correlation or difference between genders. — LR I T S T

!
Here is the data collected and it shows that the researcher has not been bias when l
approaching both genders for an equal and accurate result. Which shows a near split ]
percentage with females being just higher. l
4.3 Q3.How often do you shop at Tesco Extra Wembley? l

a. Once a week

b. Once a fortnight

¢. Once a month

d. More than once a month

e. Other If" other please

specify
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In question three the researcher wants to know how often customers come to do
they’re shopping.
Q3 a b c d e

33 41 9 17 -

The table above shows the response.

| | Male
How often do you shop at tesco
extra wembley?

mLessthan £16k ®E£16k-£25k m£25k-£35k @ £35k+

= l Il__h

| - € once a week one a forenight once amonth more than once a
[ month

SN B~ OO

The chart shows the correlation between household income and the number of times
consumers go shopping. The researcher has split the genders to show if there is any
material that may be useful that correlates between males and females shopping more
or less often.

Furthermore this charts shows that more consumers shop once a fortnight in
comparison to once a month. However this chart also shows tha_lt consumers in the
lower range income shop more often than consumers in the higher range income. Also
the number of consumers that are earning £35k and more are only visiting Tesco more

than once a month as shown in the chart.
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)
| Female
How often do you shop at tesco
extra wembley?
10 —
8
6 ® Less than £16k
4 ® £16k-£25k
nl ® £25k-£35Kk
0
once a week one a once a more than ® £35k+
forenight month once a
month

Here the researcher has split the chart to show if there is any correlation between
females and males. As you can see there is not much of a difference, there is still an
important factor that consumers in the lower range income are more often likely to

visit Tesco once a fortnight and once a week than the higher range income consumers.

4.4 Q4.what is your general food shopping?

a. All Tesco’s own brand

b. Mainly Tesco’s own brand, some branded goods

c. Half and half

d. Mainly branded goods, some Tesco’s own brand

e. All branded goods
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In question four the researcher is trying to identify what consumers buy more; only

Tesco brand, mostly Tesco brand, half and half, mostly branded products or all

branded products.

The table above shows the response of 100 customers surveyed.

Male
What is your general food
shopping?

8
6
® Less than £16k

4 m£16k-£25k

2 & £25k-£35k

0 ® £35k+

tesco brand mostly tesco half tesco mainly
brand brand branded

Here in the bar chart the researcher has shown household income and what is the
customers general food shopping. The correlation here shows low-income consumers
are more likely to purchase own-brand products. However the high-income
consumers are more likely to purchase mainly branded products. Furthermore there is
no data collected of anyone that is likely to buy only branded products. Also the
researcher has split genders to identify if there is any correlation between male and

female the customers purchases between branded and own-brand products.
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Female
What is your general food
shopping?

8
6
| B Less than £16k

4 ® £16k-£25k

2 ® £25k-£35k

0 m £35k+

tesco brand mostly tesco half tesco mainly
brand brand branded -

!

This chart above shows females only; also here there is not much difference to male
customers food shopping. It is still clear that the lower income consumers are more

likely to purchase own-brand products.

4.5 QS. How do you see Tesco’s own brand goods compared to their
branded equivalents?

a. Considerably worse quality

b. Worse quality

. ¢. The same quality

d. Better quality

¢. Considerably better quality
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Here is question 5, in question five the researcher wants to identify what are

consumer’s opinions on Tesco own brand products quality compared to branded

products quality.

The data above shows consumers opinions on Tesco own-brand and branded
products. 100 customers were asked this question; the average was between the worst
quality and the same quality. Also the highest result shows that consumers think both
branded products and own-brand products are of the same quality. However nqbody

answered that Tesco own brand is considerably better quality.

Male
Tesco vs Brand
12

m Less than £16k
®£16k-£25k

# £25k-£35k

W £35k+

extreme bad same good  excelent

7

-
The above chart shows the.correlation betwéen household income and customers
opinions on quality of Tesco’s own-brand products. Here you can see that the
majority of customers in all areas of household income say that the quality of Tesco’s

own-brand products are the same as branded products.
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Female |
Tesco vs Brand

12
10

8 8 Less than £16k

6 B £16k-£25k

4 ® £25k-£35k

2 B £35k+

0

extreme bad same good  excelent

Also in question five the researcher has split the genders to try and identify if there is
any correlation between males and females opinions on Tesco’s own-brand quality.

However there is no difference between genders as the same in questions 3,4 and 5.

4.6 Q6.Household income yearly:

a. £16,000 or less b. £16k to £25k  c¢. £25,000 to £35,000 d. £35,000+

In question six the research wants to identify the house hold income for the data

collection analysis. This data was used in questions 3,4 and 5.

Above is the data collected, the average household income is between £16k or less
and £16k to £25k. However, only three customers stated that they eam £35k and

more. Question six was used in correlation between. questions 3,4 and 5. Also the
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researcher has compared this data to identify if there is any correlation to consumer

decisions depending on how much they earn.

4.7 Q7. Number the following factors in demand of importance to you
when buying food products from Tesco’s. (1= very important 6= least
important)

a. Price
*

b. Advertising

c. Reputation

d. Packaging

e. Quality

In question 7 the researcher is identifying the important factors that affect consumer’s
decisions when buying Tesco own-brand products. Customers had to number between
1 and 6 for the following factors; price, advertising, reputation, packaging and quality.
Numbering one meaniﬂg very important and numbering six is least important for

them.
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The above table indicates the number of customers that answered each part of
question 7. In 7a 60% of the customers said price is the most important factor when it
comes to making purchasing decisions. In 7b the majority of answers said that
advertising is not an important factor when it comés to making purchasing decisions.
7c shows there is a mixture of views when it comes to retail reputation. However the
majority answered that reputation is very important. In 7d the researcher wants to
identify if packaging is an important factor, 63% of customers answered that it was
the least important to them. In 7e the question asks if consumers look at quality as a
factor when it comes to a purchasing decision, 76% answered that it is very important.
It is clea.r that the majority of consumer buying decisions come from two key factors.

Shown below a pie chart that separates this data clearer.
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Important factors affecting your decision to
buy Tesco products?

u Price ® Advertising = Reputation ®Packaging = Quality

4.8 Q8. Number the following, food products that you’re more likely to |
buy from Tesco’s own label range.

(1= very likely 6= very unlikely)

a. Fruits & Vegetables

b. Bakery & Cakes

c. Meats

d. Health Products

e. Water & Drinks
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In question eight the researcher is identifying what kind of own-brand products do
customers shop at Tesco. Similarly to question 7, the customers are answering by
numbering between 1 to 6. Number 1 meaning their very likely and number 6
meaning very unlikely. The question asks six different types of products, fruit and

vegetables, bakery, meats, health products and beverages.

Q8 a b c d e
very likely 1 0 1 2 67 58
2 0 0 0 0 0
average 3 6 0 0 11 21
4 0 26 0 0 0
5 10 34 19 10 15
Very.unlikely

6 84 39 79 12 6

The data above shows the answers from 100 customers that took part. In 8a the
majority are very unlikely to purchase own-brand fruit and vegetables. In 8b there is a
mixture, customers who answered vey unlikely to purchase bakery only accounted to
39%. Also in 8b 34% answered that they are unlikely to purchase bakery products
from Tesco’s own-brand range. In 8¢ 79% of customers answered that they are very
unlikely to purchase meat products and only a very low 2% said they are very likely.
In 8d the researcher asks if health products are products that customers purchased
from the Tesco’s own-brand range, 67% answered that they are very likely to
purchase health products from Tesco. Though 12% of customers still consider that
they are very unlikely to purchase health products from 'Tesco. In comparison 8e

identifies that 58% of customers are very likely to purchase any beverages from
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Tesco’s own-brand range. However 21% said they are average when it comes buying

Tesco beverages.

Most likely to purchase

w16-24 ®25-34 w35-49 ®W50-64 W65+

| ‘ll]] | EERa

Fruit and veg Bakery Meats Health Beverages |
products |

The above bar chart shows the correlation between age groups who are more likely to
purchase 5 different own-brand products from Tesco. Customers who purchase fruit
and vegetables are only between the ages 25-49. Though the Tesco bakery range
shows‘ that between the ages of 16-64 are all happy to but Tesco own-brand bakery.
Similarly, meat products have the same purchasing age groups. However Tesco own-
brand health products seems to be popular with customers aged 16-24 and 50-64.
Here you can see that the higher age customers and the lower age customers were
very likely to pu‘rchase own-brand health prOfiucts. Although the age group between
25-49 were less likely to but health produc‘gs. Customers who answered beverages
were from all age groups, the chart above shows that the majority were aged 25-34,

and the lowest were between 50 and 64.
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4.9 Q9.Why do you choose Tesco over other supermarkets?

Question 9 was used for non-qualitative data research. However question 9 was used
for the researcher to have an understanding on why customers choose Tesco over
other supermarkets. Althdugh not many consumers answered this question, the
researcher has collected the answers and has seen a very positive correlation. The
majority of customers said in question 9, that it was their local store and convenient

for them. Also some answers stated it was the price that attracts them to Tesco.

29.Why do you choose Tesco

;o e This picture is taken
from one
questionnaire, this -
shows one of the
customers answer for
question 9.
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4.1.1 Q10.Why do you think Tesco charge you less on their own label
products over other branded products?

Here is the researchers last question on the survey. Similarly to Q9, Question 10
intends to identify the nature of the customers answer and is not used for data
collection. Also in quéstion 10 not many customers answered this part. However
some customers that did answer mentioned ‘Tesco are competitive’, “Tesco spends
less on packaging’, ‘financial crisis’ and ‘supply and demand’. Although this
information is useful it is merely an opinion. Consequently, this information was not

used, however it was useful to understand what opinions customers had thought

concerning their retailer.

This picture is taken from the questionnaire; this shows one of the customer’s answers

from question 10.
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Chapter Five: Research Analvsis and
Discussion

3.1 Introduction \
In this chapter the researcher aims to identify key aspects of the literature review and

combine it with the chapter four: Research Findings. The literature review contains
five headings that show the researcher has developed an analysis to relate to the
Specific Research Question (SRQ). The following headings; brandin'g; retail
branding, brand equity, brand loyalty and own-brand products are correlated with the

result and analysed in the previous chapter.

5.2 Research Analysis
The findings of this quantitative research were mainly from questions 3,4,5,7 and 8.

In question 3 the researcher looks into how often customers shop at Tesco. In relation
to brand loyalty Mcllroy, (2000) suggests that loyalty is a commitment to return to the
store. The data analysis shows an impact to customer loyalty, in affect customers
returning to Tesco more often to shop. Mcllroy (2000) also suggests that once
customers are satisfied with what they see \Valued for them, they will tell friends and
family. Tesco Wembley has created a unique environment where customers are happy
to return to, using extra services such as: Post office, Nandos, Subway, click and
collect service, pharmacy, shoe fix store and world food section.

Question 3 identified that customers earning less income are more likely to visit

Tesco more often than customers earning a high income. Although the significance is

not largely apart, customers who earn less visited Tesco more often to buy what they

need when they need it. This largely down to commitment of customer’s financial
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earnings, it is important to understand that customers are less likely to spend on

" products for the long run and more likely to purchase on daily or weekly basis.

In question four the researcher wants to identify what the main products are that
customers shop from Tesco, weather it is branded or own-brand. Also the resear;:her
has compared between different household incomes to identify between the low range
income and the high range income. Customers with the lower range income are more
likely to Iﬁurchase mainly Tesco branded products and less branded products.
Although the literature states there is a purchasing increase in own-brand products,
and that three factors; quality, pricing and packaging has changed to bring in more
customers to purchase own-brand products (Wells and Farley, 2007). The researcher
has acknowledged that it was key for retailers to change these factors; therefore there
is a clear demand for more own-brand products over branded products. Consequently,
there is more own-brand purchasing than branded products in the UK to when Tesco

first started (Nielsen, 2005).

Question five looks at the correlation between male and female and household income
to identify what consumers think of own-brand products quality, in comparison to
branded products. Choi (2006) suggests that in the beginning own-brands was
introduced as cheap low price alternatives to branded products. In correspondence
with customers answers, 54% agreed that the quality is very much the same as
branded products. However 9% of customers answered that own-brand products are
considerably worse quality than branded products. This may be the reason that many
retailers’ own-brand products are now moving into premium products (Choi and

Coughlan, 2006). Consequently, no new research shows own-brand products have

improved quality since 2006.
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In question seven the researciler takes an in depth look at consumers opinions on
own-brand products. Five key aspects demon’s&ate what is more important to
customers decisions when it comes to own-brand products. Burt (2000) suggests
products are bought on crucial factors; these factors come from attractive packaging,
labeling, brand image and quality. In correspondence with the result, the majority of
consumers answered that Price is the most important and Qualit}; comes after. Also
packaging was the least important, this could be to past research and that retailers
have developed a bigger awareness to their products. It could also- mean that
- consumers no longer look for attractive packaging and brand image; they look at price
as the most important factor to grocery shopping. Quality is also a high demand for
customers; Wells (2007) suggests craving for quality and choice in products has
allowed retailers to pursue premium priced and finest food products. Consequently
retailers are combining quality and ,price to hit back at branded products. Huang
(2009) suggests retailers have been competing, developing and marketing their own
brand even though they are the big distributors of other branded products yet own-
brand products are now ranked as top brand categories.
Question eight llooks into the types of products that customer are most likely) to buy
from the own-brand range. Anchor (2009) indicates that Tesco’s own label product is
just another brand and is as good a quality as other shelf brands. The researcher has
identified that customers in the 16-24 age group are the highest consume of the own-
brand range. Burt (2000) comments that younger consumers have the highest
purchasing of retail own label brands and more willing to take risk in unknown
products when buying own label products. Consequently, the research in the past does

match research done today and that some aspects still have not changed. -
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5.3 Discussion
The result indicates that from the sample of 100 respondents, 33% choose own-brand

products over branded products because of price. And 42% of respondents chose

quality as the most important factor when buying own-brand produce. .Th'ese two key
factors highlight the consumers decision when purchasing Tesco own-brand. Besides
4% of respondents indicated tﬁat packaging is the least important factor for
purchasing decision from Tesco’s own-brand range. Consequently, the researcher has
identified that consumers are more likely to make a decision on price and quality
rather than packaging and reputation. Also it is key to understand that thére is no new
research to clarify this, past research elaborates on own-brand being an alternative to
branded products with higher quality (Choi, 2006), however 54% of respondents said
that 6wn-brand products and branded products are of the same quality. Burt (2000)
suggests that consumers make decisions based on packaging and labelling, however

the researcher has identified this is no longer relevant to consumers.

The researcher has looked at Customer loyalty in three different aspects; the first
aspect observed was the number of times customers returned to shop at Tesco. From
the 100 respondents, 41% earning £16,000 or less returned to shop at Tesco more than
once a week. However, only 22% eaming £25,000 to £35,000 respondents shopped at
Tesco over once a week. The researcher has identified that customers who are earning
less money\ are more likely to visit Tesco more often. As a result, consumérs who earn
a high income are more likely to shop less often. Customers with high income could
purchase more goods in fewer visits to Tesco. Whereas the low range income have

less to spend and are more likely to come more often and purchase less products.
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The second aspect was observed through what customers are more likely to buy;
mainly branded, mainly own-brand or a mixture of own-brand and branded products.
From the 100 respondents, 34% answered that they shop mainly own-brand and 32%
answered a mixture of both. However, only 20% of respondents said that they shop
mainly branded products. As a result, the researcher identifies customers are shopping
more own-brand products than branded. Also the researcher has identified that
household income, in the low and the high range are similar when choosing own-
brand products: Accordingly own-brand products have improved to customer’s

satisfaction from past research. -~

The third aspect observed, was how consumers thought of the quality difference
between Tesco own-brand products compared to branded products. From the 100
respondents 54% said that Tesco own-brand product is the same quality as branded

products. Also 0% answered that branded products are considerably better quality

L

than own-brand products. Therefore, branded products are no longer sée’n as high
quality compared to own-brand. Retailers have rapidly changed consumers opinions
in the past, retailers have developed a reputation and impression for its own-brand
products that reflect its brand standards rather than the standards of the- well-known
brands in each category (Wolff Olins, 2013). Moreover, Tesco have seen an
improvement in consumer purchasing, consequently Tesco has seen a rise in profits

and are the leaders in the retail grocery market in the UK. ’7
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Chapter Six: Conclusion and
Recommendations

Conclusion
In conclusion, Tesco has improved the retail shopping experience through technology

segmentation and research to adapt to consumer demands. The researcher has
identified that own-brand products are more'!fi/tilﬂuential than branded products; also
consumers are more interested in quality and p.r‘i.‘cé rather than reputation and labeling.
The researcher has devéloped an understanding of key issues that consumers demand
in regard to loyalty..': Brand loyalty has not been key to this research, however loyalty
to Tesco is seen as an advantage to both the retailer and the conéumer. Consumers are
happy to give their purchasing information in return for discounts and offers. Thus,
Tesco are happy to supply this in order to gain consumer behaviour information to
adapt to consumers demand.

In return Tesco are able to change and influence consumer purchasing behaviour by |
collecting data, this data is then transformed into key segmentation targets.

Also, the researcher has identified that consumers in the low income have a higher
pﬁrchasing rate‘ than consumers in the high income. Due to the financial economy,
customers are spending less at grocery retailers. However, even though customers are

spending less, the research identified that the less you spend in the retail store the

more often you’re likely to return.

It would be reasonable to conclude that, consumers are happy to purchase own-brand
products for price and quality rather than visual labeling or reputation. Equally,
loyalty scheme cards influence customers to return to Tesco, although loyalty has no

attachment to own-brand products.
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Recommendations

The researcher recommends three aspects that Tesco or other retailers should consider
changing.

The first aspect, Tesco should consider expanding their loyélty scheme cards to own-
brand products only. This can provide more customer loyalty through own-brand

products. Equally Tesco can provide more loyalty points to customers who choose

own-brand products over branded products. 4
The second aspect considers retailers like Tesco to look into younger customers, the
researcher identified that younger consumers are more likely to buy own-brand
products. Tesco should provide teenager and students loyalty schemes, where students

are able to gain more loyalty points for fewer products. In effect this will provide

Tesco with more customer retention.

The third and final aspect the researcher recommends is Tesco should consider
spending less money on packaging and labelling but rather look into pricing their
products at a lowver' cost. Consumers have no big interest in packaging when it comes
to a purchasing decision, Tesco should be ablle to sell more products that cost them

less. In effect both consumers and retailers will gain loyalty and reputation in return.

7

-

Consequently, Tesco want to make their customers happy and consumers demand
good quality and competitive pricing. If these considerations were taken into affect

the consumers overall satisfaction and Tesco’s Profit margins could increase.
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Appendices

Q1 16-24 25-34 35-49 50-64 65+

Q3 S d e

Q8

very likely 1
2 e :
average 3
4 '
5
Very.unlikely

b

1
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This is the result of the survey taken by the researcher, 100 respondents answered

these questions.
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Pryjasophes

Appr oaches

Technigues ant
DEOCATUT ¢S

(Model 1) Source: Saunders et al (2003,
p-83)
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Thank you for agreeing to take part on this survey. (We have checked and tested each question will take an
average of 40 sec). Please take your time to complete questions. All questions will be used for academic
publishing ohly and will not affect you under any circumstances. Please do not hesitate to ask any question

in regard this questionnaire.

Q1. Age: >
16-24 25-34  35-49 50-64 65+ Tick ies to you.
Q2.Gender:

Male Female

Q3.How often do you shop at Tesco Extra Wembley?

Once a week

Once a fortnight

Once a month

More than once a month

Other If other please specify

DEEEE

Q4.what is your general food shopping?

All Tesco’s own brand

Mainly Tesco’s own brand, some branded goods
Half and haif

Mainly branded goods, some Tesco’s own brand

All branded goods

Q5. How do you see Tesco’s own brand goods compared to their branded equivalents?

-

Considerably worse quality
Worse quality

L
The same quality m
i

Better quality

Considerably better quality

Q6.Household income yearly:

£16,000 or less £16,000 to £25,000 £25,000 to £35,000 £35,000+

.I '_;.
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Number1-6

Q7. Number the following factors in demand of importance to you when buying food products from Tesco’s.
(1= very important 6= least important) /
Price

Advertising
Reputation

Packaging

Quality

Q8. Number the following, food products that you’re more likely to buy from Tesco’s own label range.

(1= very likely 6= very unlikely)

Fruits & Vegetables
Bakery & Cakes ‘
Meats
Health Products m
Water & Drinks iﬁ
Q9.Why do you choose Tesco over other supermarkets? .f -

Write your answer

Q10.Why do you think Tesco charge you less on their own label products over other branded products?

68



00F2 ) 10U CUR

iR ZOEY 0T OO SWN UoNEas Aoy 1wA

" ose eng usey) ‘veoy 120 MNcH 00131 ROO eRTIBRY
eueiful w pameBay

QUGELS oWy furdwon

DBUWI BTG COtB |

JADUSS 3] 10 HIOUL 1B HEWH SHY) U PATAKID B8 PY ) THELS ()€ DICCI! pUe I0Nuotu Amu Q0| WS (RNUIBTYUID ® AU Y

rF o4& 4 & & 4

0O0S3L

Umégaoogbmgﬁ__o
X0Q g

‘spailas pury]

.gggm-gaﬂs.Sxﬂ.gg,ggﬂﬂ)igigég
‘SNEOIST) e
- . £ 1Y

R A RQRANGL W5
bin 02°0353)@2d1A195 SRW0ISNI) N 0 0I53)T}NAIIS J2UOISND

03594 0} Aiinbua jlewa 10X Joy noA yuey) INLYES0SPSIL

. H.X]nunw. ! bvagau_ﬁ.zugﬂ.e&aﬂ

69



