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Executive Summary
The following report has focused on the various practices and policies related to Sustainable Relationship Marketing at TESCO. However, this report provided Tesco’s historical evolution, financial performance, recent market share, including profit and loss statements. The mission statement that helps the organization to stand out. The report extensively explored the data evaluation methods on Tesco’s marketing relationships strategy, covering mandatory areas like pricing, segmentation, differentiation, and integration of ethical business. While the company has made impressive steps in adopting sustainable marketing strategies, there room for improvement in the alignment of marketing strategies with evolving consumer expectation. The conclusion shows the importance of continues adaptation to market and paying attention in staff training to enhance community engagement and customer’s trust.
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1.0 [bookmark: _Toc150196604]Introduction
Upon the request of our module leader Maria Heffernan, myself , Alina , have issued the report, which was asked at the beginning of the module. The deadline was November 17,2023. The research process involved a wide exploration, utilizing reputable websites, various journals to ensure reliable and comprehensive content.
Sustainable marketing is referred to as a strategy executed by business entities in order to appeal to consumers who pay attention to social and environmental sustainability. However, the main aim of this report is to evaluate the impact of sustainable relationship marketing practices and policies of TESCO, which is a global British grocery along merchandise retailer in the UK. This report will discuss the overall description of TESCO including its development history as a business, loss or profit statement, recent market share and their mission. In addition to that, the way data analysis can influence the marketing relationships of TESCO will also be described in this report. It will also evaluate the Marketing Relationship strategy of the respective company on the basis of different areas like pricing strategies, segmentation, ethical and sustainability practices and policies.


[bookmark: _Toc150196605]2.0 Findings
Profile of TESCO 
Historical Development: Tesco Plc is a retailer that deals in food, non-food, and other retail goods. It runs a number of store formats with products including ready-made meals, sandwiches, nutritious foods, wines and spirits, and in-store baked goods. In the UK, the company sells food under the Tesco Finest and Tesco Value brands. Tesco Direct, an online grocery delivery service with operations in South Korea and Ireland, is one of the company's online ventures (Wu and Yu, 2023). Jack Cohen established TESCO, a British multinational retailer of groceries and general merchandise, as an industry stall in London's East End in 1919. Through the twentieth century, the business grew, opening its first location in 1929 and rebranding itself as TESCO in 1932. It developed into a trailblasing force in the retail sector over time, bringing about innovations like loyalty cards and self-service shopping. It developed into a multinational retail behemoth, entering multiple nations and branching out into industries like banking and telecommunications (Moura, 2021).
Current Market Share: Tesco's market share held steady during the pandemic, declining by less than 1% from 2017. Tesco's 2022 market share for UK supermarkets was 27.3% as of last month. Tesco's enduring relationships with suppliers have probably contributed to their ability to withstand problems in the supply chain, and their emphasis on value and quality has worked well for them despite competition from low-cost supermarket chains. This is in part because of their "Aldi Price Match" line, which promises Tesco-caliber goods at cheap supermarket prices, helping them hang on to their clientele. Their Clubcard programme, which rewards frequent customers, is another important factor in their success (Associa, 2023).
Status of Profit or Loss: One of the biggest retail chains in the UK, TESCO, has seen both profitable and loss-making periods in recent years. The company had to contend with issues in the fiercely competitive retail sector, such as the growth of internet shopping and shifting consumer tastes. TESCO responded by putting strategie plans in place to adjust to these developments. It concentrated on cost-cutting measures, sold a few non-core operations, and made significant investments in its delivery services and online retail platform. The company's profitability and financial performance increased as a result of these actions. Profitability was influenced by TESCO's capacity to adjust to the changing retail environment and satisfy consumer needs, particularly during the COVID-19 pandemic (Zhao, 2021).
Mission Statement: 
The mission statement of an organisation plays a massive role in showing a business identity, guiding strategic decisions, and building relationship with his customers. For Tesco the missions statement can have a enormous impact on customer relationship. A clear and captivating mission statement can unify force within the company aligning employees to have the same goals. When the employees understand the meaning of the mission statement, they can deliver positive service and experience to the customers. The core values of Tesco's mission statement are providing value to and serving its customers. The primary goal remains to deliver high-quality goods and services while being aware of and accommodating customers' ever-changing needs, even though the precise language may have changed. In order to improve its customers' quality of life, TESCO strives to be a customer-focused retailer by providing a wide range of products and services in addition to groceries. Serving and adding value for its customers is at the centre of TESCO's core mission, which has changed over time. Even though the exact wording might change, the main idea stays the same. TESCO wants to satisfy its customers' evolving needs while ofering high-quality goods and services. The company's mission statement highlights its dedication to being a customer-focused retailer by providing a wide range of products and services to improve its customers' quality of life in addition to groceries. Sustainability, community involvement, and corporate responsibility are frequently included in TESCO's larger vision as essential components of its customer-serving objective (Ausloos, 2020). Tescos mission statement is effectively communicated and built trust among the customers who share the same values. If Tesco’s mission help to increase customer satisfactions and increase its customers engagement, they will consider the company as a responsible and caring company, but if Tesco doesn’t sustain their mission statement by trusted practices, it can lead to suspiciousness and destroy customers trust. 
It can be said that mission statements can serve as a powerful weapon to inspire and guide the customers and employees, if well-crafted and integrated in the organisation culture can have a positive impact on customer loyalty which will lead to a long-term success of a business like Tesco.


[bookmark: _Toc150196607]2.2 Data Collections and evaluation
TESCO's marketing partnerships and sustainability initiatives rely heavily on the gathering, analysing, and assessment of data. TESCO can match its advertising tactics with sustainability objectives by using data to monitor competitors, respond to client feedback, optimise supply chains, and improve resource efficiency. In addition to increasing operational effectiveness, these data-driven strategies demonstrate TESCO's dedication to ethical business practices and environmental initiatives. The gathering, analysing, and assessment of data is essential to TESCO's marketing partnerships and the advancement of sustainability in a number of ways (Danquah, 2022). The retail sector is competitive and dynamic, so efficient use of data is essential.
1) Customer Insights: Deep insights into customer behaviour, preferences, and purchasing patterns are made possible by TESCO's data collection and analysis. Using loyalty card schemes and online transactions, TESCO gathers a lot of information about customers' purchasing preferences. With this data, the business can better target its marketing campaigns, offer individualised advice, and modify its inventory in response to demand as it changes in real-time. By improving the customer experience, TESCO builds a devoted customer base and fortifies its marketing ties, both of which support long-term viability (Aryee-Atta, 2021).
2) Supply Chain Optimisation: TESCO's inventory and supply chain management are made more efficient by effective data analysis. Through gathering information on supplier performance, product demand, and inventory turnover rates, TESCO can minimise waste, cut down on overstock, and guarantee that products are available when customers need them. This lowers expenses and, by conserving resources and reducing food waste, it also supports sustainability goals (Danquah, 2022).
3) Marketing Campaign Efficiency: TESCO is able to assess the effectiveness of its advertising efforts in real-time thanks to data-driven analysis. It can swiftly determine which audience-resonant strategies are working and which ones require modification. Financial sustainability is aided by this dynamic approach to marketing, which guarantees effective resource allocation and increases the likelihood that the company's marketing initiatives will produce favourable outcomes (Aryee-Atta, 2021).
4) Competitive Advantage: TESCO is able to track rivals and evaluate its place in the market by using data analysis. The company can remain competitive, seize opportunities, and quickly adjust to changes by keeping up with pricing strategies, market trends, and consumer sentiment. This proactive strategy protects TESCO's market position, which improves sustainability (Parker-Strak et al., 2022).
5) Sustainability Initiatives: TESCO's sustainability initiatives depend extensively on data analysis. TESCO can pinpoint areas for improvement by gathering information on suply chain emissions, energy consumption, and environmental effects. The information helps the business set sustainability objectives and carry out programmes like cutting carbon emissions, acquiring sustainable goods, and using less plastic packaging (Kgobe and Ozor, 2021).
6) Inventory Management and Waste Reduction: TESCO's careful, data-driven inventory management strategy is the foundation of its environmental initiatives. The company reduces waste, especially in the form of unsold perishable goods, by using data analysis to accurately anticipate demand and optimise inventory levels. This reduces operating costs and is consistent with TESCO's sustainability cimmitment. The company preserves resources, lessens its environmental impact, and exhibits an environmentally and socially conscious business model by minimising food and product waste. These environmentally friendly policies appeal to customers who care about the environment and establish TESCO as a progressive, responsible retailer, boosting its reputation and ensuring its long-term success (Parker-Strak et al., 2022).
7) Customer Feedback and Innovation: TESCO is able to evaluate customer satisfaction and pinpoint areas for improvement by gathering customer feedback as part of its data collection process. It enables the business to innovate in response to customer demands and preferences, strengthening marketing partnerships through a feedback loop. Innovations guided by customer needs increase brand loyalty and promote sustainability by providing goods and services that satisfy changing customer demands (Charinsarn et al., 2023). Reichhelds’s often demonstrated the idea that loyal customers can become advocates for a brand and the importance of customer committed to a brand. In Tesco’s case, this can be that customers recommend the shop to other people, participating in the loyalty programs like the Clubcard, and maintaining a long-term relationship with the organisation.


[bookmark: _Toc150196609]2.3 Segmentation, Pricing strategies and differentiation
[bookmark: _Toc150196610] Explaining the Marketing Relationship strategy of TESCO based on different areas
The marketing relationship strategy of TESCO includes dividing its consumer base for better understanding and catering to the different preferences and needs of diverse consumer groups. Segmentation is considered an essential aspect of an organisation. TESCO has executed different segmentation methods in order to target its customers effectively. Different types of segmentation employed by TESCO will be explained in the below context.
Segmentation

Demographic Segmentation: TESCO segments their customer base in terms of demographic variables like income, family size and age. For example, they have promotions and specific offers for families with young children and also arranged customer loyalty programs such as Tesco Clubcard that provide rewards and discounts to some shoppers (Tesco, 2023). The respective company can make their marketing activities and product offerings by analysing the age, family size and income of the customers. 
Geographic segmentation: TESCO, as a multinational company operates its activities in different regions and nations. Thus, they adapt their products on the basis of the position of their stores. The stores of the respective company in urban areas may sell more convenience foods along with lengthy opening hours in order to fulfil the requirements of customers (Khedkar and Khedkar, 2021). On the other hand, shops in the rural areas may include a variety range of fresh products that fulfil customer demand. 
Psychographic segmentation: The respective company also keep a close eye on the values, behaviours, and lifestyle of its customers. They have executed different types of products such as Tesco Healthy Living along with Tesco Finest for those customers who are looking for healthier options and premium quality products. In addition to that, they provide different types of click-and-collect and delivery options for their customers that acknowledge different shopping preferences and behaviours of their consumers (Samdani, 2020). Apart from that, the respective company changes their product on the basis of different occasions like events, seasonal holidays and festivals. They offer different types of gifts and festive foods during the period of Christmas.
Behavioural segmentation:  Along with this above-mentioned segmentation, TESCO segments their customers on the basis of their buying behaviour. They find out and target loyal consumers who continuously buy certain commodities and provide them with discounts and promotions. In addition to that, they also execute data analysis in order to track the shopping frequency of customers and the types of goods they buy in order to recommend them personally on their online platform (Gajanova et al., 2019). It helps them to attract and retain their customers which drives sales. 
Pricing Strategy
Pricing strategy is considered an approach taken by business system in order to decide the price for their services and goods. The interaction among price, selling level and margin is provided particular consideration while charging products. Hence, it is crucial for business entities to make an accurate pricing strategy to ensure business success. Some of the key pricing strategies of TESCO will be explained in the below context.
Competition pricing: It is a pricing strategy that includes setting the prices of their products on the basis of the prices of other competitors. This strategy is generally used by TESCO as they sell similar products to other businesses. It is basically done after the market of the business have reached an equilibrum. In addition to that, the main goal of this type of pricing strategy is to maintain acurate profit margins along with attracting consumers by offering more features than the competitors.
Potters generic strategies model:
It’s been progressed by Michael Porter which shows 3 different strategies that the businesses can use on gaining competitive advantages : cost leadership ,focus and differentiation.
Cost Leadership
Tesco as one of the big retail player, has implemented cost leadership strategies to offer his goods at competitive prices. By improving its economies scale, operational efficiency supply chain management, Tesco has the name of a cost leader in the retail world.
Focus 
Tesco by being one of the large retail, targeted specific market  segments by implementing focus strategies. This had to involve tailoring its goods or service to meet the unique criteria’s of particular customers , or geographic regions.
[bookmark: _Hlk149589140]Differentiation 
Business differentiation strategies refer to a business approach that focuses on providing consumers with a unique experience from their business competitors in the market. The main aim of the differentiation strategy is to gain a competitive advantage over the competitors of the business organization the case of Tesco, it has implemented a wide range of differentiation strategies to gain a competitive advantage in the market (Smith, 2023). (Find examples of differentiation in the Appendices)
It’s concluded that Tesco’s has a successful business because uses strategical combinations of cost leadership, focus and differentiation strategies, which allows the company to have a large area in the retail industry.
2.4 Ethics and sustainability policies of TESCO
Sustainable policies are the legal and moral business commitment of the business organisation. TESCO has legal, social, and environmental goals which define how TESCO intends to promote more responsible business operations and reduce its negative impact on the planet. The ethical responsibilities of TESCO ensure its business operation is operating fairly and ethically (Catalão, 2022). TESCO ensures fair treatment of all stakeholders including managers, employees, suppliers, customers, and others. One of the main pillars of sustainability is the local community. 
· Community roles
TESCO plays a vital role in the local community in several ways. TESCO is a reliable partner of the British Red Cross and other elite humanitarian partners. TESCO has implemented strong star golden grants schemes. It aims to support the children of the UK by providing £5,000 to the children to pay their school fees and food meals. There are many other programs like blue chip token which have helped TECO raise 100 million British Pound grants to more than fifty thousand community groups (Monte, 2021). Other than this, TESCO has had a strong relationship with the British Red Cross since 1997, it has donated 25 million British Pounds to support their work. 
· Environmental roles
 TESCO was the first business organisation in the UK to set a Zero carbon goal in 2009. Since than TESCO has managed to reduce carbon emissions by 50%. They have committed to be carbon neutral by 2035 and achieve a net zero carbon emissions footprint by 2050. 30% of the greenhouse emissions are released from the food sector industry (Bennett et al., 2019). Hence TESCO needs to be responsible and cautious for delivering food products and services. 
· healthy ingredients
TESCO promote low-carb and high-protein foods in its shops. TESCO claimed to have removed 71 billion calories from the foods it sells since 2018 with the help of its product reformation policy. TESCO has launched a Better Basket campaign to mark the zone of the store which has a larger quantity of fiber and plant-based protein products.  It helps consumers to be aware of healthy foods and promotes a healthy diet to the millions of citizens coming to TESCO stores. Under the Better Basket campaign foods which are lower than 100 calories are being sold. 
· Work diversification
TESCO has launched an “if not now then when” campaign to increase workspace diversity in the TESCO (ANDRICORY, 2023). The company has employees from all social classes and ethnic communities in the UK. The company has established gender-based equality in the shops and other workspaces. 

Consumer Centrality 
Consumer centrality refers to the demands of the consumer and how they interact with the business organisation. The TESCO has enhanced the consumer experience through various pricing, differentiation and sustainability policies of the TESCO (Liberadzki et al., 2021). Moreover, consumer loyalty programs like gold tokens, blue tokens and TESCO club cards help to enhance the consumer loyalty programs of TESCO. Other than this, policies like Better Basket help to give the consumers a unique and different experience from their competitors.



[bookmark: _Toc150196611]3.0 Conclusion
It can be concluded from this report that sustainable policies of the business organisation help to appeal to consumers who pay attention to social and environmental sustainability. It’s been deducted the positive aspects of the organization which concluded the clarity and alignment about Tesco’s mission statement that can positively impact customers relationship. Employee’s alignments are another aspect that it’s been positively impacted by the mission statement and not at last, values proposition that’s been communicated by Tesco’s mission statement that is helping the customers to set the company apart in the market. The clarity contributes to customer loyalty. Like in any organizations it can be said that there are areas of improvement in the communication. Tesco needs to make sure the staff is communicating the mission statement promptly by their significant actions, because if the customers see a gap between the actual mission statement and the provided services and skills of Tesco’s staff the impact on relationship with the client it can be at risk. Another area that Tesco should pay attention about the adaptation to evolving marketing dynamics. Additionally, emphasizing social responsibility and actively engaging customers in mission related activities can have a better impact on the business. Regular assessments about the mission statements and adjustments if needed can have a long-distance impact on the long-term success and effectiveness.


APPENDICES
Price skimming: It is considered a pricing technique in which an organisation sets its stating price high and quietly reduces it when competitors enter into the market (Liu et al., 2019). TESCO also uses this type of pricing strategy in order to increase profit using the demand for price in various mark;kets.
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Figure: Price Skimming Strategy
Source: (Taleizadeh and Sadeghi, 2019)
They generate the first benefit as the first to market or introduce the product. This pricing strategy is helpful for TESCO as they generate profits in all of the stages of the product until other contestants enter.
Penetration pricing: This type of pricing strategy utilises low rates for products to enter the market. It is implemented by TESCO in order to attract the existing customer base of their competitors.
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Figure: Penetration Pricing Strategy
Source: (Agzamov et al., 2021)
 Once they establish a reliable and trustable customer base, the costs of the products gradually increase. This type of pricing strategy relies on the capability of the company to recover the loss generated in the starting years (Agzamov et al., 2021). The respective company implement this pricing strategy in order to get strong recognition in the markets of developing nations.

Differentiations
a. Multiple payment options 
Tesco has enhanced its payment options by implementing a wide range of options in online payment methods. One of the prominent strategies of TESO is magnetic value for customers. This strategy creates a combination of quality, price, and consumer experience. The main goal of TESCO under this strategy is to eliminate consumers' alternative options for shopping by providing valuable products and services (Fredman, 2022). 


b. Healthy diet policy
The healthy diet strategy helps TESCO to compete with its competitors rather than lowering prices. For example, TESCO can differentiate its products and services by improving its taste and quality or implementing healthier ingredients in the products (Kankam-Kwarteng, 2020). Therefore, a competitor of TESCO can provide cheaper products but cannot provide the same benefits and tastes that TESCO provides to its consumers. 
c. Consumer loyalty programme
TESCO has simplified the online ordering system for its consumers. It has also enhanced brand loyalty by implementing various consumer loyalty programmes. For example, TESCO has introduced TESCO club cards which can be used to enhance consumer experience by making it more personalized (Moura, 2021). More than 20 million families now own TESCO club cards and have 9 million active users of TESCO club cards. Lastly, the success of the differentiation strategy of TESCO depends
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