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Executive Summary
This report aims to critically evaluate the impact of sustainable relationship marketing on customer relationships and organisational performance at Tesco. The discussion starts with the company’s historical development, current market share, and mission statement. Today, Tesco is among the leaders in the UK grocery market and the company emphasizes creating value for the customers and maintaining long-term relationships with them.
The report further reveals that TESCO uses data analytics and insight capability to understand customer needs and anticipate changes in behavioural trends. The company’s price lock and brand guarantee policies are integral parts of its approach towards customer relationship management. TESCO also differentiates itself by offering products of superior quality at reasonable prices. 
The company is also committed to sustainable and ethical business practices. Accordingly, it has been supporting local suppliers and producers, promoting healthy products and following the values of diversity and inclusion in workforce management. The report concludes with some practical recommendations for further improvement in sustainable relationship marketing.  
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1.0 [bookmark: _Toc149215237] Introduction
Sustainable relationship marketing, customer relationships and organisational performance are three important variables from the perspective of organisational success and sustainable business practices. Any research on the correlation between these variables would benefit an organisation that is concerned with customer-centric business. The marketing team of Tesco is researching the “influence of sustainable relationship marketing policies and practices on customer relationships and organisational performance.” This report requested by the editor of the “Tesco Marketing” online journal aims to critically evaluate the role of data analysis and sustainable marketing relationships in achieving customer centrality. For this purpose, different aspects of data analysis and the relationship marketing strategy of Tesco will be assessed in this report. This report has been compiled based on secondary data from the company website of Tesco, other reliable websites, news releases and academic sources.  
[bookmark: _Toc149215238]2.0 Findings
[bookmark: _Toc149215239]2.1 Company Profile and History 
Tesco was founded by Jack Cohen in the year 1919 (Tesco Plc, 2023a). It started as a small grocery store in East End London. In 1929, Jack opened the first store of his company. The first phase in the growth of the company spans the 1930s and 40s (Tesco Plc, 2023a). During this, period Jack bought land and expanded the company based on its infrastructure. During the 1950s and 1980s, the company not only underwent rapid expansion but also launched the “checkout 82” initiative (Tesco Plc, 2023a). This initiative involved slashing a wide range of prices for the customer’s benefit. During the 1990s and the first decade of the new millennium, the company emerged as a global player in the grocery and general merchandise market (Tesco Plc, 2023a). Through rapid growth and expansion, Tesco was able to create more value for its customers which further facilitated the development of the company. From the first decade of the new millennium till now, the company has developed its marketing and operational strategy based on customer centricity (Tesco Plc, 2023a). Thus, the growth story of Tesco establishes a positive correlation between customer centricity and organisational growth. 
Tesco is leading the grocery retail market in the UK at present. The company has been able to consistently maintain a market share of more than 26% for quite some time (Statista, 2023). It is considered to be one of the most valuable brands in the United Kingdom. Apart from that it is ranked amongst the top five food and beverage retailers in Europe. There has been a significant increase in the net ecommerce sales of Tesco since 2014. Industry reports had forecasted the ecommerce net sales of the company to grow beyond 7 billion US dollars in the year 2022. According to reports published by Tesco, there was a threefold increase in the company’s profits from 2021 to 2022 (BBC, 2022). 
[bookmark: _Toc149215240]2.1.1 Values and Mission of Tesco 
An accurate understanding of the values and mission of Tesco would be useful in setting the context for this report
Mission Statement: “Serving our customers, communities and planet a little better every day”. The mission statement of Tesco reflects its core purpose (Tesco Plc, 2023b). The statement implies that the customers are at the heart of the company's strategy and operations. However, the company also gives due importance to the society and environment. In this way, it is evident that Tesco wants to assert itself as a sustainable brand in the industry and among its stakeholders. The following three organisation quotes from the company website can help to understand Tesco's core values from the right perspective: 
“No one tries harder for customers”
“We treat people how they want to be treated”
“Every little help makes a big difference”
[bookmark: _Hlk149213780]These quotes also highlight the importance accorded by Tesco to the element of sustainability in customer relationship management and relationship marketing. From March 2020 to February 2021, the company registered a 4.5% positive change in customer satisfaction ratings due to the effective use of analytics in its business processes (Pahuja, 2021). A report published by Tesco in 2022 showcases how the company is ahead of its competitors in terms of customer satisfaction (Tesco, 2022). Illustrations from this report can be found in the appendix. 
[bookmark: _Toc149215241]2.2 Data Collection and Evaluation  
According to industry reports, data analytics helped Tesco sustain customer satisfaction during the pandemic (Pahuja, 2021). A critical evaluation of the process of data analysis at Tesco offers key insights into how the company has been able to maintain sustainable market relationships with its customers. The company has a high level of insight capability and an effective system of data analytics. Such an understanding has helped the company to overcome financial challenges as well as emerge as a trusted brand among the customers (Pahuja, 2021). The leadership and management of the company firmly believes that it is important to anticipate change in customer trends to bring about major transformations in the brand. The company’s customer loyalty programme, “club card” has been successfully running for more than 25 years (Pahuja, 2021). This programme is based on customer information collected from market surveys. The company has also started to work with third-party organisations to obtain supplementary data, which would help the company to understand customer preferences and demand in the market in a better way. Tesco also analyses sales and club card data to identify purchase patterns as well as the feelings and perceptions of its customers. The contact centers of Tesco provide customer feedback to the company and third-party data partners provide information related to markets, brands and Tesco’s competitors (Pahuja, 2021). During the pandemic, some major shifts in consumer behaviour were observed. These included a surge in online sales, increasing popularity of smaller stores and an increase in demand for fresh and healthy food. Tesco was successful in anticipating, understanding and addressing the aforementioned shifts through data analytics and insight capability. Furthermore, the company prioritised those customers who represented the new trends in consumer behaviour and created special slots for them (Pahuja, 2021). This shows how the company has effectively used the process of data analysis to maintain sustainable marketing relationships with its customers.
According to Leisch et al (2018), the main objective of marketing is to match the actual preferences and needs of customers with the products or services offered by a company. The process of matching the preferences and needs of customers with products considerably depends on data collection through market research. Collection, analysis and evaluation of data from a wide range of sources help to explore and gain detailed insight into what customers require or prefer. The processes of segmentation and positioning also depend on data collected from market research. Such data is used for geographic, demographic, psychographic and behavioural segmentation of customers (Madzík et al 2021; Nasiopoulos et al 2015; Schlegelmilch 2022). This is the basis of customer profiling in marketing. Today, brands are using unified analytics to leverage people-based data linkages for enhancing visibility across online as well as offline customer journeys (Business Wire 2020). Social media analytics can help marketers gain valuable insights from conversations among peer groups, industry experts, potential customers and competitors in a market (Khanlari 2015). Such data is highly valuable from the perspective of developing sustainable marketing relationships with customers. Tesco has been quite successful in using data analytics in the process of sustainable customer relationship management. However, it has to focus on new technologies such as unified analytics and social media analytics to sustain marketing relationships with its customers in the future. 
[bookmark: _Toc149215242]2.3 Segmentation, Pricing Strategies and Differentiation
Segmentation is one of the most important elements of relationship marketing. Categorization of customers in terms of cost prospecting and customer needs is not possible without segmentation. Tesco Club card magazine had segmented its marketing in terms of demographic variables such as family status and age. As per the model of customer segmentation, it is necessary to differentiate customers based on their desire to develop a long-term relationship with a particular firm. Spending a large amount of marketing capital on customers who are not interested in developing long-term relationships with a firm is a sheer waste of resources. Customers who tend to frequently switch brands cannot be targeted as loyal customers. Hence, it is very important to differentiate such customers from those who look forward to developing long-term relationships with a brand. Furthermore, customers who purchase at regular prices are more loyal than customers who purchase at promotional prices. These criteria are used in market segmentation to enhance relationship marketing with customers. A study was conducted by James and Cooper (2015) on relationship marketing at Tesco. According to the findings of this study, four elements of relationship marketing at Tesco had a significant impact on customer loyalty. These elements are trust, communication, after-sales service and customer care. In combination with effective segmentation, these four elements have played a very important role in sustainable relationship marketing with customers at Tesco. 
Like most of the large retailers, Tesco has been following a pricing strategy of discounting products that are close to being removed from the shelf (Kolev et al 2023). The company has traditionally applied this pricing strategy across its product range from groceries to general merchandise. This pricing strategy has also been applied by the company to sell food items that are close to expiry (Kolev et al 2023). However, the company has always been in search of an optimal pricing strategy that would help the company to increase the sustainability of its customer relationship management system. Last year, the company announced a new pricing strategy for the year 2023. This pricing strategy is based on price lock commitment (Tesco Plc 2023c). Accordingly, the company froze the prices of more than 1,000 everyday products till the end of the current year. The main objective of this pricing strategy is to offer customers more ways to enjoy the festive season with relatively less expenditure. The products covered by the price lock strategy are part of Tesco's low everyday prices campaign. This campaign covers a wide range of products and brands which are bought on a week-in and week-out basis. The leadership of the company has stated that the new pricing strategy not only offers more value for money to the customers but is also more sensitive and supportive to the festive needs of the customers. The strategy is based on the simple principle of offering favourable prices when the customers need it most. Tesco also offers guaranteed prices for its branded products.  
The product differentiation strategy of Tesco is based on the policy of offering products of high quality with unique features at reasonable prices (Tesco Plc 2023d). Tesco has been efficiently using expertise and insight at its disposal to enhance its differentiating capabilities concerning products, marketing channels and customers. The company has also been successful in addressing consumer’s growing concerns about health and safety This has been made possible through the development of unique features in products through constant innovation. This differentiation strategy has allowed the company to not only expand its existing customer base but also fulfil the specific requirements of different customer segments. Tesco also differentiates itself from its competitors through superior customer experience. It has been able to deliver a better customer experience through the simplification of online ordering processes and high-quality in-store services. This is how the company has increased customer satisfaction, resulting in sustainable long-term relationships with them. 
[bookmark: _Toc149215243]2.4 Ethics and Sustainability 
Sustainability is one of the core organisational values of Tesco, which is reflected in its organisational objectives, strategy and business plans. The organisation is committed to responsible and sustainable business practises across all its operations. This reflects the core values and philosophy of the organisation. In this direction, Tesco has several achievements to its credit. The organisation has been successful in achieving a 45% reduction in food waste in its operations since 2017. The company has also eliminated two billion pieces of plastic in packaging and other processes since 2019. Furthermore, 100 percent of the electricity procured by the company is from renewable sources of energy. It not only reflects Tesco’s commitment to sustainable business practices and the triple bottom line but also resonates well with modern-day customers who are equally aware of sustainability concerns. This is how the company has been able to develop strong long-term relationships with customers who give priority to sustainable products and business practises. Today, many organisations promote themselves as a sustainable brand through corporate social responsibility initiatives involving local communities. Tesco not only supports local producers and suppliers but also promotes local causes through its community programmes. Thus, community engagement has helped the company to develop positive sustainable relationships with customers and enhance its brand image as a socially responsible firm. The priority given to affordable, healthy and sustainable food products also reflects Tesco's commitment to customer centrality. This is because most of modern-day customers are highly health-conscious and look for healthy food at reasonable prices. Since 2018, Tesco has removed more than 71 billion calories from food products through its product reformulation programme. Tesco's commitment to workforce diversity and inclusion has helped the company foster a sense of belonging among customers with diverse backgrounds. The ethical and sustainability Initiatives of the company are completely aligned with the “triple bottom line model of sustainability”. Profit people and the planet also known as the “three Ps of the triple bottom line” represent the essence of this model. This model is based on a balanced and holistic approach to achieving the financial, social, human and environmental objectives of an organisation (Arowoshegbe et al 2016). Any organisation which follows this model can foster the image of a sustainable brand among its customers and society at large
A holistic and balanced approach to sustainable business practices has helped Tesco to develop strong and sustainable relationships with its customers. Thus, it is evident that the sustainable and ethical values as well as their application at Tesco are founded on customer centricity. 
[bookmark: _Toc149215244]3.0 Conclusion
Tesco has been able to achieve cost leadership based on its strategy of price lock commitment and brand guarantee programme. Furthermore, unique features in high-quality products have also helped the company to meet the particular needs of various segments of customers. The company has also been successful in offering a unique customer experience. The company’s commitment to sustainable and ethical business practises is reflected through community engagement as well as healthy and affordable products. Apart from all these factors a sound system of data analytics and insight capability has helped the company to anticipate and understand customer needs. This has helped the company to enhance customer satisfaction and brand loyalty. Personalised marketing communication and product recommendations can help the company to further improve customer engagement. The company can invest more in enhancing its website and mobile app. Apart from enhancing and personalising the online shopping experience developing hybrid channels of marketing can also improve customer relationship management. It is expected that these recommendations will help the company strengthen its relationship with customers in the long run.
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5.0 Appendix
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Figure 1: Comparison of customer satisfaction rating between Tesco and its competitors
Source: Tesco Plc 2023a
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