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[bookmark: _Toc181482028]Introduction
[bookmark: _Toc181482029]Tesco is a long-established retail behemoth. It is among the most illustrious and massive retailers in the UK and beyond. Tesco's promise to "serve customers a little better every day" is shown by the wide range of goods and services it offers. Tesco meets the needs of the market and customers by focusing on ease of use, low prices, and high quality (Hartfield, 2024). To have a "sustainable customer relationship" that works for both sides, you need to be honest, trustworthy, and provide value. In the business world of today, these ties help build brand loyalty, image, and growth (Rane et al., 202^). Tesco builds long-term ties with customers by using advanced data analytics and marketing that is focused on the customer. The study shows how these methods help Tesco keep customers and meet its environmental goals, making sure that sustainable business practices are in line with customer satisfaction. Tesco thinks that these activities will make customers more loyal and make the company more responsible. 

TASK 1
[bookmark: _Toc181482030]1. Profile of Tesco
[bookmark: _Toc181482031]1.1 Historical Development
In 1919, Jack Cohen established Tesco, a modest food store in East London. Tesco was once a little grocery store. Tesco is a retail behemoth that grew from a small company into a worldwide force over several decades (Garnett et al., 2024). A pioneer in the concept of self-service checkout lanes, Tesco started its development in the United Kingdom in the 1950s. Along with food, Tesco expanded into clothing, electronics, and banking in the 1990s. This is where Tesco's massive retail makeover started. The company has stayed competitive in recent years by adopting new digital processes and technologies.
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Figure 1: Tesco's History

[bookmark: _Toc181482032]1.2 Current Market Position
The likes of Sainsbury's and Asda have not been able to displace Tesco as the dominant grocery store chain in the United Kingdom. Tesco has a large portion of the market. At present, Tesco holds 27% of the food market in the UK. Regardless of the fact that Tesco has faced competition from discounters and internet food options. For a long time, digital transformation has been a top priority for Tesco. To meet the needs of its customers, which changed significantly following the epidemic, the company put money into e-commerce sites and home delivery services (Pratap et al., 2023).
[bookmark: _Toc181482033]1.3 Financial Overview
Both Tesco's sales and profits have been on the rise recently. Adapting to economic constraints and meeting consumer demand was demonstrated, for instance, by the corporation's reported revenues of over 63 billion pounds for the fiscal year 2022. Sustainability and profitability are Tesco's top priorities. In order to achieve its environmental objectives, the firm is working to improve its supply chain and decrease its carbon footprint. These actions reflect Tesco's dedication to creating value for the long term and being a good corporate citizen (Jones and Comfort, 2020).
[bookmark: _Toc181482034]1.4 Mission Statement
According to Tesco's objective, "to serve customers a little better every day," the company is dedicated to prioritising its customers. By emphasising price, quality, and environmental responsibility, this goal aligns with the company's sustainability objectives. By acting ethically and providing value on a continuous basis, Tesco hopes to establish long-term customer relationships.
[bookmark: _Toc181482035]TASK 2
2. Role of Data in Sustainable Marketing Relationships 
[bookmark: _Toc181482036]2.1 Data Collection
In order to comprehend the hobbies and pursuits of its customers, Tesco employs extensive data-gathering technologies. An integral part of this plan is the Tesco Clubcard reward program, which tracks customers' shopping habits, product preferences, and how often they shop (Yawson and Yamoah, 2022). To build a full picture of each consumer, Tesco compiles their purchase history using the Clubcard. This data, which includes demographics and purchasing behaviours, provides the foundation for understanding client preferences and wants. This provides Tesco with an essential resource for future relationships and strategic marketing endeavours.
[bookmark: _Toc181482037]2.2 Data Analysis and Evaluation
[bookmark: _Toc181482038]Using robust data analytics, Tesco deciphers consumer information. Tesco does consumer segmentation, trend identification, and spending forecasting with the help of predictive analytics and machine learning (Mishra et al., 2024). By gaining insight into customers' seasonal buying patterns and preferences across product categories, Tesco is able to enhance its marketing, product recommendation, and reward programs. Tesco uses this information to fine-tune its inventory management and store layout in order to consistently carry popular items. Customers are happier as a result of a more tailored shopping experience made possible by Tesco's use of data to optimize operations and meet their demands.
2.3 Impact on Relationship Sustainability
Predictive analytics and machine learning are used by Tesco to examine customer data. This allows Tesco to classify consumers, find patterns, and forecast spending. A greater understanding of seasonal buying trends and preferences across product categories might help Tesco better match consumer demands through the analysis of purchase data.To better serve its customers, Tesco uses data to fine-tune its marketing, provide more personalised incentives, and enhance its product recommendation system (Quevedo, 2024). In order to keep popular items in stock, Tesco uses this data to fine-tune its inventory management and store layout. As a result, the company is better able to balance operational efficiency with customer demands. 
[bookmark: _Toc181482039]2.4 Challenges and Ethical Considerations
There are ethical concerns with Tesco's data-driven strategy, especially with regard to data security and privacy, notwithstanding its advantages. Tesco is required to adhere to stringent data privacy regulations, such as the General Data Protection Regulation (GDPR) in the United Kingdom and the European Union, due to the large amount of consumer data it possesses. When it comes to protecting customer information, Tesco has been very forthright about its data usage methods and has implemented stringent security measures. Customers can also change their data settings or even choose not to have certain data collected by the business. In order to keep customers' trust and leverage data for long-term relationship marketing, Tesco strikes a balance between data-driven insights and ethical business practices (Farooq, 2024).
[bookmark: _Toc181482040]TASK 3
[bookmark: _Toc181482041]3. Analysis of Tesco’s Marketing Relationship Strategy 
[bookmark: _Toc181482042]3.1 Segmentation
In order to effectively cater to a wide range of demographic and behavioural categories, Tesco employs thorough consumer segmentation. Data from Tesco's Clubcard reward program is used to segment the consumer base according to age, income, location, and shopping frequency, among other demographic variables. Grocery and home supply discounts are common for young families, and health and wellness incentives are sometimes offered to seniors (Riemer et al., 2021). Targeted promotions are displayed here. In order to better understand its customers, Tesco employs behavioural segmentation. Customer visitation, purchase type, and brand loyalty are the three main determinants of behaviour segmentation. By employing this intricate technique, Tesco is able to enhance customer engagement and satisfaction through the customisation of offers, the development of tailored marketing campaigns, and the use of language that connects with each client group.
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Figure 2: Market Segmentation
[bookmark: _Toc181482043]3.2 Pricing Strategies
Everyday low prices and promotional activities help Tesco fulfil a variety of customer needs, and the company's marketing relationship approach centres on pricing. Customers on a tight budget have Tesco as an affordable option because of the company's consistently low costs. This strategy is effective in highly competitive marketplaces where consumers prioritise getting the most bang for their buck. In times of high demand or when consumers are looking to save money, Tesco employs seasonal promotions, special deals, and discounts to entice buyers. By providing consistently low pricing and appealing promotions, Tesco satisfies both loyal consumers who value consistent value and bargain hunters who desire short-term price falls. Because clients know they will get exceptional value on necessities and quick reductions on other products, this combination improves customer loyalty and encourages return visits (Achmadi et al., 2023).
[bookmark: _Toc181482044]3.3 Differentiation
One of the main ways Tesco stands itself from the competition is through its distinctive value propositions, which are encapsulated by the slogan "Every Little Helps." Service, product diversity, and environmental responsibility are three areas where Tesco hopes to see an uptick in consumer happiness. This motto demonstrates dedication. One thing that makes Tesco stand out is the variety of things they offer at low prices. Things like clothes, food, and banking services fall under this category. Tesco has become a market leader in convenience shopping thanks to its wide web platform, large network of physical shops, and advanced online shopping and home delivery services (Urquhart et al., 2022). To attract a large customer base, Tesco places an emphasis on product affordability, quality, and ease of use. By reliably and swiftly attending to a diverse array of client needs, this differentiation both draws in customers seeking a one-stop shopping experience and encourages customer loyalty.
[bookmark: _Toc181482045]3.4 Ethical and Sustainability Policies
Modern consumers place a premium on supporting socially and environmentally conscious businesses, and Tesco has been a leader in this movement (Chkanikova and Sroufe, 2021). The firm's dedication to ethical sourcing means it keeps tight relationships with its suppliers to monitor their compliance with fair labour regulations, animal welfare standards, and sustainable production practices. Donating excess food is another way Tesco intends to cut down on energy consumption, plastic packaging, and food waste. Additionally, Tesco aims to significantly decrease emissions while simultaneously achieving net-zero carbon emissions by 2050. By committing to these sustainability targets, Tesco is able to strengthen its image as an ethical business and win over eco-conscious consumers. By aligning with a company's values and making a beneficial influence on society and the environment, these initiatives increase consumer loyalty (Agu, et al., 2024).
[bookmark: _Toc181482046]3.5 Achieving Customer Centrality
Tesco’s marketing connection approach is customer-centric since it meticulously integrates segmentation, pricing, differentiation, and ethics. This commitment lies at the heart of Tesco's marketing relationship strategy. Tesco gains a better grasp of and appreciation for each client group through segmentation (Mariani and Wamba, 2020). This approach customises messages and offers based on what customers want. With its low prices and tailored promotions, Tesco draws in a diverse customer base. This helps the company gain the loyalty of customers with varying spending habits and income levels. The establishment of a reliable brand is what sets Tesco apart from its rivals. The "Every Little Helps" slogan highlights the company's dedication to enhancing the customer experience throughout its existence. These policies demonstrate Tesco's dedication to environmental and ethical principles, which contemporary customers highly value. In addition, they fortify the organisation's customer-centric strategy. Trust in Tesco is built via fair labour practices, environmental consciousness, and community service. Customers have more faith in Tesco since the company presents itself as an ally to environmental and social causes. This alignment with consumer values enhances customer loyalty, and new customers with an affinity for ethical products are drawn in (Cheng et al., 2024).
[bookmark: _Toc181482047]TASK 4
[bookmark: _Toc181482048]4. Conclusion and Recommendations 
[bookmark: _Toc181482049]4.1 Conclusion
Tesco’s sustainable customer relationship practices, including effective segmentation, value-driven pricing, strategic differentiation, and strong ethical commitments, have significantly enhanced its brand loyalty and customer retention. By prioritising data-driven personalisation and promoting responsible business practices, Tesco has strengthened its market position and fostered trust among its diverse customer base. These sustainable practices not only boost Tesco’s performance in the competitive retail sector but also align with the growing consumer demand for transparency and ethical conduct.
[bookmark: _Toc181482050]4.2 Recommendations
To further enhance its sustainable marketing relationships, Tesco could focus on improving data transparency and strengthening digital engagement. Providing customers with more control over their data usage could build trust, while expanding digital engagement, especially through interactive and personalised online experiences, could enhance customer connection and retention. Introducing regular customer feedback loops would also allow Tesco to adapt more dynamically to customer expectations.
[bookmark: _Toc181482051]4.3 Future Implications
Strengthening these sustainable relationship practices could yield long-term benefits for Tesco, such as enhanced customer loyalty, competitive advantage, and an improved reputation as a responsible retailer. By leading in ethical practices and digital innovation, Tesco can future-proof its business, attract a broader customer base, and ensure resilient growth in an evolving retail landscape.
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