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[bookmark: _Toc181973931]Introduction 
This report investigates Tesco’s sustainable marketing relationship management strategies involved in the management of data, customer segmentation, pricing, differentiation, and ethics as the company attracts and retains its customers. It underlines the advantages as well as the weaknesses and the way such attempts link with the overall strategy of customer orientation and customer value creation in the midst of a competing supermarket market.




[bookmark: _Toc181973932]Task 1: Brief profile 
[bookmark: _Toc181973933]Historical Development
[bookmark: _Toc181973934]“Tesco”, started its journey in 1919 by Jack Cohen, at the beginning it was a market trader who used to sell second-hand goods in a market stall in London’s East end. Tesco was named in 1924, the letters didn’t stand for the name of Cohen’s tea supplier T.E. Stockwell but, Stockwell added two letters of his surname. Tesco's chain of stores was established in 1931, with a store at Burnt Oak, North London. It commenced in the year 1947 as a public limited company and became a member of the London Stock Exchange which also provided vast scope in terms of the company.
Transition of Tesco as a chain of stores over the period: Year 1950: Self-service stores were introduced to Tesco Year 1960: Expanding supermarkets. In the year 1990, Tesco developed its club card programme which was revolutionary as it assisted in getting the details of customers’ behaviour in the company’s stores. Currently, Tesco is one of the world’s largest grocery and general merchandising retailing companies and also remains one of the top retailers not only in the UK but also in the world (tesco-bst.com, 2024).
Current Market Position
Tesco's market domination figures for the UK grocery market support this conclusion, the company still occupies a significant segment of the market. The assumption is that by 2024 Tesco has population market share of the total grocery market in the United Kingdom will be 27%-30%. While facing threats of increased competition from hard discounters such as Aldi and Lidl, Tesco has been able to maintain its dominance of the grocery retailing market by aligning itself with a theme of CV, product universality, and a robust evil Omni channel interface (Stanikzai and Ali, 2024). Tesco has a broad network of hypermarkets, supermarkets, and convenience stores besides its web-based sales which provide it a competitive advantage over others. 
[bookmark: _Toc181973935] Profit or Loss Status
Tesco’s financial results show that the firm is doing well in managing the impacts of the economic changes and trends. In the operating space, for the Fiscal year 2022/2023 Tesco has estimated an operating profit of £2.6 billion which is comparatively healthy and shows financial strength. This was attained with much ease owing to increased costs and increase in inflation. When it comes to supply chain issues, the companies were able to overcome all these challenges just like the retail industry around the globe (Delberghe et al., 2023). Cost leadership has been a dominant strategy with emphasis on cutting costs, supply chain management and competitive prices to customers. 
[bookmark: _Toc181973936]Mission Statement
The vision of Tesco is “Making shopping enjoyable for Tesco’s customers’. This mission captures Tesco’s business strategy of serving its customers’ needs through the provision of good quality products at reasonable prices and with high services. The mission also captures Tesco’s commitment to improving the arts of shopping through the Clubcard which gives customized promotions and offers on customers’ shopping habits (tescoplc.com, 2024). The goal of executing operations to serve the customers a little better every day corresponds well with Tesco's vision of being the world’s most successful and most needed retailer of choice.



[bookmark: _Toc181973937]Task 2: Data collection/analysis/evaluation 
[bookmark: _Toc181973938]Importance of Data Collection
Gathering information about customers is the first process in building relationships that go beyond business. Like most successful retailers, Tesco employs the strategies of data collection in order to catch the most popular tendencies, customer preferences and shopping habits. Since customers provide data from their Tesco experience, including sales transactions, Clubcard memberships, Web browsing activity, and written or e-mailed feedback, Tesco can establish a complete customer profile (tescoplc.com, 2024). 
[bookmark: _Toc181973939]Big Data Analytics for Business Intelligence
The next step in developing this marketing relationship is the evaluation of retrieved data. When data is gathered, Tesco has to analyze it and turn it into actionable information with the help of the best tools and analytics approaches. Therefore, understanding customer buying behaviour and their response to its various marketing activities will improve customer segmentation at Tesco. For instance, it can effectively differentiate between different groups of consumers, frequent shoppers, customers with children, or those who are conscious of their health. Secondary analysis also enables Tesco to gain a big-picture view of the overall market, consumer perception and new trends in the market (Fisk, 2023).
[bookmark: _Toc181973940]Assessing the Marketing Ventures
The last step that is tightly connected with carrying out the mentioned activity is the assessment of the efficiency of the marketing strategies and actions of Tesco. Evaluation is useful for the organization so that it can assess the effectiveness of campaigns that are being run regarding performance and decide on changes that should be made.  This would enable Tesco to determine the level of customer interaction, conversion rate and satisfaction index as regards given promos or marketing communication mediums. Such an evaluation cycle is also necessary to maintain sustainable marketing relations: it helps Tesco stay sensitive to the customers’ preferences as well as changes in the stared markets.
[bookmark: _Toc181973941]Improving Customer Axis and Corporate Permanency
Gathering, evaluating and assessing data enables Tesco’s, and customer centricity, as part of a sustainable marketing relationship. Another purpose for focusing on the customers' needs is that it helps Tesco to increase customer loyalty and trust. These strategies help develop relevant marketing communications deliver the right price promotions to Tesco's customers and enhance customer experience. Ethical and environmentally friendly practice is also supported by using analytics for the accomplishment of sustainable goals. For example, the data collected about Tesco’s customers can involve appeals to sustainable shopping, or support activities related to the company’s sustainable development objectives: reducing food waste or calling for the use of reusable bags. This forms a positive loop which makes the customers feel important and Tesco’s promise of sustainability is manifested.
[bookmark: _Toc181973942]Limitations
There are advantages as well as disadvantages of data collection, data analysis, and data evaluation, All the above-mentioned processes have some merits as well as liabilities. This means that Tesco has to protect its data and meet the current regulations including the General Data Protection Regulation (GDPR). Handling customer information ineptly or ill is calamitous to the marketing connection as well as counterproductive (Bowyer et al., 2022).  Functional and ethical use of data and being as transparent as possible is very important to their loyalty.



[bookmark: _Toc181973943]Task 3: ‘Marketing Relationship’ strategy
[bookmark: _Toc181973944]Segmentation
The segmentation approach is an important process in Tesco’s marketing relationship strategy and serves for the identification of the respondent’s group. This report examines how Tesco has segmented its customers based on demographic data, consumption patterns, and other characteristics. For instance, Tesco would organize its customers into categories such as ‘heavy users,’ ‘family,’ ‘active health freaks,’ and ‘promotional users.’ This enables Tesco to target specific segments where it has a competitive edge since these sections are well understood and known thus building a good relationship with its customers and being certain that its selling message corresponds with the needs and wants of the customers.
[bookmark: _Toc181973945]Pricing Strategies
Pricing is the other important aspect of Tesco’s marketing relationship strategy. In the case of Tesco, the issues of pricing include offering competitive prices, undertaking promotions on the products as well as offering long-term value prices. For instance, Tesco has launched “Aldi Price Match”, under which it guarantees that its prices for the marked items are cheaper than those offered by the discount supermarket chain. This price policy reveals Tesco’s cumulation of value for its money, which its consumers appreciate especially in conditions of economic downturn (Dekimpe and van, 2023). When price is set equal to customer perceived value and market forces, Tesco would easily establish a theme of trust and reliability with its customers.
[bookmark: _Toc181973946]Differentiation
This is so because the differentiation strategy is a strategic marketing plan that seeks to offer its customers products or services that are immensely different from those of competitors, which is implemented by Tesco to ensure that it develops a unique selling proposition. To satisfy the customers Tesco provides a large choice of products: Tesco divides the product line from Tesco Value which is the low-price category to Tesco Finest which is a high-price category. It addresses multiple forms and elements of customer needs in the customer value chain and ensures Tesco targets the broad market (thestrategystory.com, 2024). Furthermore, the strategic directions make Tesco differ from competitors in regions through customer-oriented service, outstanding and simple purchasing methods including online grocery order and pick-up services, as well as Clubcard for customer loyalty. 
[bookmark: _Toc181973947]Ethical and Sustainability Policies and Practices
The ethical and sustainability standards of Tesco are one of the vital aspects of the total strategic marketing relationship. For instance, Tesco, one of the giants of supermarket chains around the world is among the companies which has deployed measures to phase out single-use plastics and ensure that packaging is reusable or recyclable. These initiatives assist the company in developing a favourable brand identity, as Tesco proves its actors’ and stakeholders’ conscious membership in society and the company’s pro-ecological approach. 
[bookmark: _Toc181973948]Customer Centrality
In cost leadership, much attention is paid to the issue of pricing, which allows for maintaining the accessibility of Tesco; in differentiation, essential efforts are made to improve the satisfaction of customers; in operational excellence, the key focus is on ethical work, which contributes to the development of trust relations with consumers. The issue of customer centrality guarantees Tesco's sensitivity concerning the emerging tendencies in customer preferences and enhances the company's market position, as well as customer loyalty in the long run.


[bookmark: _Toc181973949]Task 4: Conclusion to the report 
[bookmark: _Toc181973950] Areas of Strong Performance
Regarding the last evaluation area, Tesco’s marketing relationship management performance in building a solid and effective marketing relationship with its customers has also revealed an interesting and favourable picture comprising several strengths that have positive implications on its overall market standing. This has been achieved through a strong data-focused system with success in one key area namely; Programs like the Clubcard also meet another objective of marketing, which entails the collection, analysis and evaluation of customer information. This helps Tesco to create managed and customized, promotional messages, and marketing communications that can bring loyalty and improved customer experience (Alshurideh et al., 2020). 
In Tesco’s case, the focus on customer needs as a prime category of data makes it possible for the company to enhance its marketing relationships and become more relevant in the market with massive data competition. Customers today are in for more ethical purchases and many can go for Tesco because the company has taken solid measures towards the realization of sustainable practices. It also correlates with corporate responsibility while also improving customer retention and loyalty at the same time.
[bookmark: _Toc181973951]Areas of Concern
However, it can be seen that for Tesco there is still scope for development in its efforts to build a sustainable marketing relationship. There is one area that is of crucial importance, namely – the increasing effectiveness of digital communication with the customer. While the e-commerce side of food retailing is in a relatively good state with options such as grocery delivery and click-and-collect, the digital shopping experience could be enhanced in terms of user experience as the navigation might not be very efficient, the pages take time to load and the communication can be more engaging and personalized (Vyt et al., 2022). 
Enhancing the web front and usability perspective would lead consumers to prefer these online convenient shopping over net-based shopping hence enhancing the digital media communication relationship. Lastly, Tesco should remain flexible in the face of these forms of competition, especially differentiation. While adjusting a diverse range of offered offerings and services, the main challenge arises in finding ways to outcompete emergent market entrants. For instance, expansion into new technologies, extraordinary characteristics in stores or exclusive products could assist Tesco to continue receiving a competitive advantage for selling. 
By maintaining the strategy of Product Development, Tesco can actually strengthen its differentiation strategy and inculcate constant nimbleness to adjust to the requirements of the new market.
[bookmark: _Toc181973952]Conclusion 
Henceforth, it can be proved that through its orientation in data insight instruments, competitive price structure, and ethical handling of affairs, Tesco has successfully positioned structural marketing relationships. However, there is scope for its further development based on improvements to the approach to digital communication, the system of processing customer feedback, and the focus on differentiation. If these areas are addressed, Tesco should be able to retain focus on customer consideration as it aims at achieving sustainable customer loyalty, and market dominance (Fader, 2020). 
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