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Extended 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: 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.

Findings: 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.
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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
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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- Product selection value
. Shopping value

- Customer Engagement (CE)
. Product Price Value

25, Product Quality Value
26, Efficiency

27 Excellence

28 Play

29 Aaesthetics

30, Status

31 Esteem

32 Ethics

33, Spirituality
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36 Customer Experiential Value
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