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Executive Summary 
[bookmark: _Int_qhDdau4Q]With Tesco as a case study, this report explores the crucial role that long-term customer relationships and organization performance are driven by in sustainable relationship marketing strategies. To successfully engage in a variety consumer groups, Tesco uses sophisticated strategies like segmentation, pricing, and differentiation. Their well-received Clubcard royalty program serves as an example of the effectiveness of data-driven personalization in raising customers satisfaction and loyalty. Tesco’s operations are fundamentally based on ethical and sustainable practices, which cultivate positive relationships and trust with stakeholders. Tesco has shown its commitment to ethical behavior and ongoing progress in the face of various obstacles, including swings in market share and ethical scandals. Tesco has strengthened customer and stakeholder trust by showing its commitment by demonstrating its commitment to ethical and sustainable business practices.
 


1. Introduction 
 This report will examine the complex interactions that exist between sustainable relationship marketing strategies. In discourse about companies in the current era, the area of sustainable relationship marketing is crucial. It explicates a notable change from transactional to relational marketing, highlighting the value of keeping relationships and customer trust.
 


2. Findings
In today’s fast-paced and fiercely competitive business environment, companies are always looking for new and innovative customer relations and attraction strategies (Mihaleea, 2017). In the process, organizations are finding that sustainable relationship marketing policies and practices are an effective way to build enduring relationships with their customers and improve overall performance. Regarding customer relationships and organization success.
2.1 Background of Tesco 
[bookmark: _Int_DFEB53eq][bookmark: _Int_NH9pKD3u]Initially set up as a market stall in London’s East by Jack Cohen in 1919, Tesco has claimed to become one of the biggest and most prosperous supermarkets globally. The providing high -quality items at low rates Tesco have become well- known both in the UK (United Kingdom) and beyond by adopting a customer- centric strategy, the business has continuously changed to accommodate shifting consumer demands and tastes, becoming a reputable name in the retail sector. As of 2023, the company employes about 30,000 people (Tesco PLC, 2023). Tesco’s market share has fluctuated over the year. The business experienced rapid expansion in the early 2000s, increasing its market share both locally and abroad (Tesco PLC, 2000). However, Tesco had difficulties in the early 2010s, such heightened competition and shifting consumer purchasing patterns, which caused its market share to drop. For instance, as competition grew fiercer in 2012, Tesco’s stock dropped to a level not seen since 2005. Tesco market share decreased to 29% from 0.6 in the previous year (Reuters, 2012). Tesco now holds a 27% market share, which is still about twice that of its nearest competitor, Sainsbury’s (15%), despite increased rivalry in the followed and the accounting scandal in 2014 (Statista, 2023) (also see figure 1). Moreover, Tesco made over £60 billion in revenue in the UK and the Republic of Irland during the 2022-2023, fiscal year. They stood for a rise of more than three billion pounds over the previous fiscal year. In 2022-2023, the company’s profit in the UK and ROI grew to £1,249 million (Bedford, 2023). 
[image: ]
 Market share of Tesco and other retailers in the Uk during 2017-2023
Source: Statista (2023).
Mission statements are essential for defining an organization's behavior and directing activities, Tesco uses this purpose statement as a guide when making discission to unite its staff members. 
[bookmark: _Int_EQZqr8A9]Transparency and value alignment are key components of mission statements that make them important in customer relations. Tesco’s aim is to provide affordable prices and sustainable food to customers every day. 
[bookmark: _Int_DXBBzb1g][bookmark: _Int_Mv1xRyfG][bookmark: _Int_2lTZnqQ2]Tesco is to serve Britain’s shoppers a little better every day, which centers on the company’s dedication to providing excellent customer service. Furthermore, through a variety of sustainability programmes, Tesco hopes to positively impact the areas in which it operates by emphasizing its social and environmental responsibility (PLC, 2023). 

2.2 Data collection and evaluation 
2.2.1 Data collection methods 
[bookmark: _Int_k8S0IMzs][bookmark: _Int_sgASxEkf][bookmark: _Int_dfRGO0P7]To sustain and enhance its customer market relationship, Tesco places a priority on data collection and analysis. Tesco uses information about customer purchases from its extremely popular Clubcard loyalty programme. The club card offers useful information about personal preferences, buying patterns, and behavior, Tesco can custimise offers and promotion to each customer’s preferences by analysing this data (Yawson & Yamoah, 2022). Tesco’s club card enhances customer loyalty by using an analysis of past purchases to provide personalization discounts and vouchers for things that customers are likely to purchase (Azan & Karimah, 20022). To get input from customers on many elements of their shopping experience, Tesco also regularly undertakes customer surveys and market research (Pearson et al., 2011). The purpose of this feedback is to measure customer satisfaction and pinpoint areas that need improvement. Tesco polls customers to find out what they think about their sustainability initiatives, which helps them adjust their strategy to match consumer demands. Tesco also uses its website, smartphones apps, and in-store cameras to monitor customer behavior both in store and online (Rosnizam et al., 2020). 
[bookmark: _Int_sfzsU6u9][bookmark: _Int_GoPnuugY][bookmark: _Int_e895NIYw][bookmark: _Int_oR3tNtPU]Tesco has been using data analysis to improve its inventory control and supply chain since 2008. This is an additional noteworthy example. Tesco obtains real-time information on stock levels, pricing, and sales with a technology from Swedish vendor Price called the Electronic Shelf Edge Labels (ESEL). After that, this data is examined to help with decision-making on product positioning, pricing schemes, and inventory management (Perry, 2008). For example, the system can initiate automatic reordering to guarantee that a product stays in stock if it is selling quickly. Conversely, Tesco can quickly modify its pricing or marking plan if a product is not performing well (Mollah, 2014). By ensuring that products are easily accessible, this data-driven strategy not only boosts operational effectiveness but also optimises customer pleasure. Furthermore, Tesco expanded its data-gathering activities to Tesco Mobile, a mobile network run by the business. Leading UK communications company Tesco Mobile offers mobile services to both individuals and companies (Query Clark, 2021). Tesco obtains information on the choices, behavior, and usage habits of its customers’ mobile devices by providing mobile phone services. Tesco Mobile use this information to better tailor its mobile plans and offer to the demands of its customers. Furthermore, it enables Tesco to target mobile clients directly with cross-promotional offers of its goods and services, like Clubcard perk and in-store promotions, based on their usage trends (Mollah, 2014).
[bookmark: _Int_Doc33NCj][bookmark: _Int_F07J3XUm]The rising e-commerce has provided Tesco with an additional means of gathering valuable consumer information. Customer information. Customers can create accounts, view items, and place orders on Tesco.com, the company’s online shopping platform (Soltanifar & Smnailhodzic,2021). Data is generated by every activity done on the website, including the products that are viewed, the amount of time spent on each page, and the things that are added to the shopping cart. Tesco makes use of this data to enhance customers’ online shopping experience and offer tailored product recommendations based on their past browsing and purchasing activity (Folarin & Hassan, 2015). This improves consumer and promotes return business and purchase.
Tesco, a well-known company in customer data science and analytics, launched the Clubcard in 1995 to check shopping trends and recognise loyal customers. In 2020, this program supplied discounts of up to 50% on specific items, helping its cardholders. Particularly, from October to December last year, the company actively promoted the Clubcard and successfully attracted 1.9 million new app users.

 

2.2 Data analysis and Evaluation 
[bookmark: _Int_hZBuoAVV][bookmark: _Int_0uizPtop][bookmark: _Int_6vm0k5Jy]Tesco divides up its customer base according to several factors, including preferences, demographic, and buying patterns. Tesco may create focused marketing strategies for various customer groups by analysing these categories. Tesco predicts future trends and customer behavior using predictive analytics software such as Tableau. Tesco can provide effective learning and development programmes  for both people and the business with the support of Tableau, which unlocks valuable insights (Tableau, 2019). Tesco may decide to stock up on BBQ-related products and launch focused marketing efforts over the summer months if predictive analytics indicate a rise   in demand for such products. Tesco identifies development areas by examining customer feedback from various sources. This loop is essential for pinpointing the problems that customers are having and making the required adjustments to improve their experience (Hassan & Parves, 2013). In the late 2000s, Tesco tested a customer feedback programme called Every comment Helps in 100 of its stores, which greatly aided in the collection of customer data (Ftzgerald,2008).
Tesco has made significant investments in machine learning and artificial intelligence (AI) to Analyse customer data in recent years, Tesco can harvest consumer data for insightful information using AI-powered algorithms, including forecasting buying preferences, seeing patterns, and streamlining inventory control (Nguyen et al, 2022). To enhance customer experience, Tesco is implementing free check-out technology in some stores. This allows customers to utilise ‘scan and go’ technology, which involves using the Tesco app and QR scanner to scan items as they are added to a cart (Skeldon,2019). Tesco can more easily examine customer data by advancing this AI technology. Tesco is also leading the way in the application of big data analytics to Analyse consumer behaviour. To obtain a complete picture of every consumer, the business analyses enormous amounts of data, such as transaction history, customer review, and online activity (Nguyen et al., 2022). Tesco may divide up its consumer base into several groups with the use of big data analytics, which enables more specialised advertising and product suggestions. The customised emails of this strategy (Brand New Way, 2018). Tesco has also implemented predictive analytics for inventory control. Tesco can forecast demand and optimise stock levels by evaluating historical sales data and considering outside variables like the weather and holidays. This guarantees that products are accessible when customers need them. Company representatives claim that the company is using generative AI and other technologies to improve customer experience, forecast demand, study consumer behaviour, stop fraud, and more (Bordoloi, 2023). 

2.3 Segmentation, pricing strategies and differentiation 
Tesco utilises  an array of marking strategies to augment its customer relationship and elevate organisation efficacy 
2.3.1 segmentation. 
Tesco is a well-known retailer that effectively targets a variety of consumer groups by using complex segmentation strategies. Tesco's target customer segments are made up of people who appreciate variety, are cost-conscious, and are drawn to deals and sales (Rosnizam et al, 2020). Tesco manages to effectively engage a diverse range of customers by customising its offerings, advertising, and promotions to target specific age groups and income levels. Tesco's ‘Every Little help’
[bookmark: _Int_8vRldUQs]The campaign is aimed at cost-conscious families, while its ‘Finest’ premium range caters to affluent customers who value exclusivity and superior quality (Reilly, 2015). As per recent insights. 51.75% of Tesco’s audience is female, and 48.25% of male Visitors between the ages of physiologically. For example. Tesco Clubcard enables gathering customers important customer information that helps with analysing buying trends (Yawson & Yamoah, 2022). By using this data to tailor offers and promotions to specific customer segments, a stronger bond with them is established through the implementation of these segmentation strategies, Tesco improves its relation management system by providing customers with experience that are more tailored and relevant. 
2.3.2. pricing strategies
[bookmark: _Int_Cclav2OW][bookmark: _Int_UlUkpRVH][bookmark: _Int_AxefClVc]Tesco, a retailer renowned for its value proposition, employs a variety of pricing strategies to cater to the varied requirements and inclinations of its customer base. Tesco uses competitive pricing to provide goods at reasonable prices without sacrificing quality. Tesco’s pricing strategy is distinguished by its ‘’Every Low Prices’’ (EDLP) approach. The company’s goal of serving customers by consistently offering value on common products aligns with this strategy (Simon et al., 2019). Tesco also uses promotional pricing, and discounts to reward customers for their loyalty and encourage them to make additional purchases. Additionally, Tesco uses its online platforms to implement dynamic pricing, changing prices in response to factors like demand, seasonality, or even past browsing activity (Bolton & Shanker, 2018). In addition to improving customer engagement, this strategy proves Tesco’s dedication to providing value. For instance, Tesco announced a significant price-lock commitment in 2022 that would freeze the prices of over a thousand common products through the end of 2023(Tesco PLC, 2022).
[bookmark: _Int_B6580wal][bookmark: _Int_4fOCAPGs]Tesco also extensively uses special pricing to draw clients and increase sales. Discounts, buy one get one free (BOGO) deals and other sales promotions fall under this category. Their weekly flyers’ promotion, which often highlights these promotions (Mollah, 2014). Tesco's ‘’ Clubcard price’’ promotion, which offers loyalty programme members exceptional discounts on a range of products, is a good example (Mason & Jarvis, 2023). Tesco also launched a ‘’Price Match’’ programme to guarantee that consumers would not spend more at competitor stores for name brands. Tesco will reimburse a consumer for any difference in price if they discover a brand. Tesco will reimburse a consumer for any difference in price if they discover a comparable product in a different store. This programme demonstrated their dedication to providing reasonable costs fostering a relationship of trust with their clientele (Collins & Burt, 2011). More significantly, Tesco is aware that not every consumer has the same spending limits or standards for quality. Tesco offers two product ranges to cater to different budgets: Tesco Finest for high-end products and Tesco value for the more affordable options. Tesco can now appeal to a wide range of customers, including those who are budget- conscious and those who are searching for luxury products. Numerous private-label brands are available at Tesco, including ‘’F&F’ for apparel and ‘’Fox & Ivy’’ for home goods (Ross & Harradine, 2011). These brands often provide high-quality goods at more affordable costs than well-known national names. Tesco can better regulate prices and margins thanks to their private-label items. It also regularly runs multi-buy promotions, including ‘’ 2 for £5’ or Buy 2, Get 1 free’. These incentivize consumers to make greater purchases, which eventually boosts sales and offers the consumer value (Chakraborty et al., 2014). 
In addition, competition among other retailers can decrease price strategies in Tesco if they offer better alternatives for the customers.
2.3.3. differentiation
[bookmark: _Int_4Zb1Bj3K]Tesco dedication to convenience, variety, and quality forms the foundation of its differentiation strategy. Tesco sets itself apart by providing a broad range of goods under one roof, such as groceries, electronics, apparel, and financial services. Along with emphasising quality, the company uses   its Brand Guarantee strategy to ensure consistent standards across its own-brand products. Tesco also makes investments in sustainability, setting itself apart as a retailer that values social responsibility. For instance, Tesco has contributed US$ 11 million to the Responsible Commodities Facility, joining Sainsbury’s and Watroses in doing so (Tesco plc, 2022). Tesco's multichannel strategy, which seamlessly blends online offline experience, is another example of its convenience factor (Simon & Sabbadin, 2018). New services like Click and collect, home delivery, and online shopping have been introduced to accommodate customers’ evolving needs and lifestyles.
[bookmark: _Int_RUip0My5]Tesco has implemented creative store layouts to improve the shopping experience and cater to various clientele groups. Tesco Extra stores are a notable example of this, as they are larger and provide a wide range of products such as electronics, apparel, and home items (Chakraborty et al., 2014). Tesco has also entered the convince store market in tesco express, which positioned in busy cities to carter to clients who stressed for time.



2.4 Ethnic and sustainability
Tesco has gradually integrated sustainable and ethical business practices into all aspects of its operation. Sustainability (Tesco PLC, 2021).
[bookmark: _Int_rg9bWeuM]Tesco suffered a major blow in 2014 when an accounting scandal severely damaged the company’s reputation with customers. Tesco overstated supplier income by £250 million, but the error was later reported to have increased to £326 million. Shareholders sought compensation for the decline in share price as a result (Mohapatra & MV, 2021). Moreover, concerns concerning Tesco’s dedication to its ethical practices have also been raised by complaints about wage inequality and working conditions for employees. For instance, numerous employee complaints resulted in Tesco being hit with a £4 billion equal pay bill (Butler,2018). 
Tesco organizes sustainability and ethics to support long-term success. Creating impact on environmentally friendly methods, encourages community involvement, set up waste reduction goal, Tesco transparent reporting on moral and sustainability practices including the environment and society. This method did only meet customers' demands but also supported its sustainability goals. 
2.4.1. Ethical and sustainable practices 
Tesco has shown that it is committed to ethical sourcing by putting strict policies in place to guarantee that workers and suppliers are treated fairly throughout the supply chain. Tesco, for example, places a strong emphasis on environmental responsibility, safe working conditions, and fair wages in its ‘’ Supplier Code of Conduct’’ in line with the UK Code of practice (Tesco Plc, 2023). This strategy strengthens the company’s base by fostering trust and enduring relationships with suppliers.
Tesco’ CSR prgrammes also prove the company’s commitment to sustainability community welfare. For example, its ‘’Bags of Help’ programme in collaboration with Groundwork Shows a sincere concern for the communities it services by using the grants from bag sales to support local communities (Groundwork, 2022). Such an initiative helps Tesco project a positive image of a responsible business and appeal to customers.
[bookmark: _Int_XGruU2td][bookmark: _Int_tm8YvqGU]Ecological sustainability: Enviromental responsibility is one of the main ways that Tesco is demonstrating its sustainability. The company has made progress in lowering its carbon footprint and committed to becoming a zero-carbon enterprise by 2050 (Tesco Plc, 2021). Tesco’s commitment to sustainability is further demonstrated by initiatives to reduce waste and adopt its 100% recycled brand packing by 2025, which confers with customers’ increasing environmental awareness.
[image: ]


2.4.2. Achieving Customer Centrality
[bookmark: _Int_VYq6Yajs][bookmark: _Int_Co4VNN4v]Tesco’s business model has effectively integrated customer engagement. In addition to giving customers discounts, programmes like the Tesco Clubcard collect important data that enables Tesco to customise products to each customer’s preferences (Yawson & Yamoah, 2022). Tesco exemplifies customer centrality by proactive soliciting feedback and expeditiously resolving issues. Tesco’s dedication to listening to its implementation of customers and enhancing its services based on their insights is demo nitrated by its implementation of customer feedback mechanisms, including online reviews and customer service hotlines, which further strengthen the relationship. The CSR initiatives and ethical sourcing of Tesco have a positive impact on the relationship. The CSR initiatives and critical sourcing practices of Tesco positively impact relationship management. For instance, as of 2017 all of the bananas it sold in the UK and Ireland came from farms that had obtained Fairtrade or Rainforest Alliance certification (Allen, 2021).
 Alessandra Bellini, Tesco’s chief customer officer, highlights the growing importance of offering excellent value to their customers. In an interview with Reuters. [Accessed online 11 Nov. 2023]. 
  



3.Conclussion 
[bookmark: _Int_rgBipTLP][bookmark: _Int_zWOPMRff] In a nutshell, Tesco has proven the transition from transactional to relationship marketing by reiterating customer loyalty and engagement through programmes like Clubcard. Furthermore, Tesco has strengthened customer and stakeholder trust by showing its commitment by demonstrating its commitment to ethical and sustainable business practices. Tesco needs to concentrate on improving ethical standers, resolving wage discrepancies, and fostering open lines communication to sustain its success and customer-centricity 
[bookmark: _Int_IsSXDKzt][bookmark: _Int_47e5E3PE][bookmark: _Int_AYAyq1lc]Tesco has encountered difficulties despite its success, including shifts in market share and ethical dilemmas, underscoring the ongoing need for attention to detail and progress in order to sustain customer relationships and organisational effectiveness. Tesco should concentrate on honing its ethical standards, addressing wage disparities, and fostering trust through open communication if it wants to support its long-term success and customer-centricity. Maintaining growth and customer satisfaction while navigating the ever-changing business landscape will also require embracing changing sustainability practices and utilising state-of-the-art technology for improved data analysis and personalisation. 



Appendix 
[image: ]

Figure 1: Market share of Tesco and other retailers in the Uk during 2017-2023
Source: Statista (2023)
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