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Abstract

Objectives: This study presents a paradigmatic model of customer value propositions aimed at increasing
customer loyalty in the retail industry. It seeks to explore how retail chains can design and implement value
propositions that effectively align with customer expectations and foster long-term loyalty.

Methods: The research is applied in purpose and qualitative in methodology, adopting a grounded theory
approach. Data were collected through in-depth, semi-structured interviews with 16 experts and specialists
from the retail chain industry in Tabriz, selected via purposive sampling. Analysis followed Strauss and
Corbin’s grounded theory procedures, including open, axial, and selective coding. Validity and credibility
were ensured through member checking and peer review, while reliability was assessed via test-retest
coding of randomly selected interviews.

Results: The analysis resulted in a conceptual framework comprising six interrelated components,
encompassing causal factors (strategic versus operational, perception versus proposition), central
phenomena, intervening factors (customer, company, co-creation, and context), contextual elements
(competitive customer value propositions, service development, resource allocation), strategic approaches
(value creation, goal setting, performance measurement), and consequences related to customer loyalty.
The framework highlights how companies can design and manage customer value propositions to foster
loyalty while aligning academic insights with industry practices.

Conclusion: The proposed model offers a practical foundation for integrating customer value management
into retail strategy, supporting both theoretical advancement and industry application, and providing
actionable insights to enhance customer loyalty.
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Extended Abstract:
Introduction: Today, retailers are considerably more powerful than producers and therefore have a

strong influence on the supply chain. In the current market, besides the dominant retailers, there are two
groups of customers. The first group prefers online shopping and avoids traditional physical stores, while
the second group favors in-store shopping and prefers to take home their purchases immediately. When
a product captures customers’ interest in terms of its distribution channel, its probability of selling online
increases (Moharana & Pradhan, 2020; Banik & Gao, 2023). In this context, the concept of customer
value is introduced as a strategic instrument that aligns customer requirements with appropriate
advantages, ultimately achieving significant competitive advantage from the customers’ perspective.
Managers and researchers in marketing should therefore emphasize identifying and selecting the
customer value derived from customers’ experiences (Mobini et al., 2023). Additionally, customer loyalty
refers to individuals’ positive attitudes toward a brand or company, leading to repeated purchases and
reduced sensitivity to competitor prices and promotions (Leroi-Werelds, 2021b). Based on this literature,
the present study aims to develop a local paradigmatic model of customer value propositions to enhance
customer loyalty in the retail industry.

Method: This research is applied in purpose, qualitative in nature, and based on a grounded theory
approach with an exploratory orientation. The dominant paradigm is explanatory, and data collection was
conducted as part of the research’s explanatory strategy. The population included experts and specialists
in the retail chain industry in Tabriz with more than five years of professional experience. Data were
collected through 16 in-depth, semi-structured interviews using purposive sampling and theoretical
judgment, with field-based data gathering. Interviews continued until no new components or discussions
emerged, achieving theoretical saturation. Data analysis followed Strauss and Corbin’s grounded theory
methodology, including open, axial, and selective coding. Codes were systematically identified and
organized according to the grounded theory framework.

Results: Analysis of the interviews resulted in 153 open codes, 59 axial codes, and 19 selective codes.
Codes referring to similar aspects were grouped under the same conceptual categories. The conceptual
framework includes five main components: causal factors (strategic vs. operational, perceptual vs.
offering), interventionist elements (customer, company, co-creation, and context), contextual elements
(identifying value propositions, competitive customer service development, and resource allocation),
strategies (facilitating value creation, goal setting, and measurement of customer value propositions for
competitive advantage), and consequences (activities leading to customer loyalty).

Conclusion: Based on the 16 expert interviews, key factors influencing customer loyalty were identified,
including ease of shopping, aesthetics, quality of relationships, expert human resources, service
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superiority, price, customer privacy, financial risk, sales psychology, social responsibility, store

promotional programs, order-based production, service innovation, performance risk, loyalty, customer
interaction, and store productivity. Gender differences were observed in the perception of product value,
stores, and shopping experience: for example, effective stores ranked higher among women, possibly
due to their need for ease of access and organized shopping environments, while men valued product
performance more highly. Retailers should therefore recognize perceptual differences across customer
segments and design store experiences and value propositions accordingly. Ultimately, the proposed
framework provides a basis for aligning academic research with industry practices in managing customer
value propositions.
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