


Executive Summary

The study depicts the significance of customer relationship strategies for a business to attract customers towards the company in a proper way. Tesco maintain a good relationship with its customers through offering discounts and other important services. It is observed that Tesco was founded by Jack Cohen in 1919 and the business expanded in the 1950s. Tesco has captured 27% of the retail market within the UK. Its revenue has increased by almost 6 per cent from the previous years. This brand has followed both demographic and psychographic segmentation to acquire knowledge about the demands of the customers. A competitive pricing strategy helps the brand to become a popular retail company across the world.
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1.0 [bookmark: _Toc151114356]Introduction


The following report has been requested by the editor of ‘TESCO Marketing’ online journal. 
The procedures used to complete this report were: websites, statistics, academic resources, articles.
As cited by Khan et al., (2022, p. 1), customer relationship strategy has helped companies to maintain a good relationship with customers which fosters the brand value of the companies. Maintaining a good relationship with customers helps brands to attract valuable customers towards them. This is important not only to enhance the brand image but also to enhance the sales and revenues of the company. As postulated by Pandey et al., (2020, p.1191), making a professional relationship with valuable customers helps organisations achieve their long-term goals in the future. The study discusses a brief overview of the popular retail company Tesco and critically analyses the importance of customer relationship management within the mentioned organisation. 
This report has been completed by 1918159 as part of the TESCO Marketing Team.


Overview of the brand
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Figure 1: Logo of Tesco
(Source: tesco.com, 2023)
In the United Kingdom Tesco is a popular retail brand and it has employed more than 320,000 employees within the company (tescoplc.com, 2023). The headquarters of Tesco is situated at Welwyn Garden City in the United Kingdom. 
 This brand has its own factories which is the unique thing about the retail giant. Tesco has the largest grocery along the commercial store chain across the world. Furthermore, the core principle of Tesco is to serve its customers, communities and earth a little better daily. 
By understanding the requirements of the demands of the customers, Tesco tries to meet those demands in a proper manner. Supporting local communities and producers is another core principle of Tesco by which the brand can foster its brand image.
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[bookmark: _Toc151114358]2.1 Overview of Tesco historical development

In the year of 1919, Jack Cohen founded Tesco in the United Kingdom. Tesco has presented in 4678 locations which makes this brand one of the largest retailers in the world (tescoplc.com, 2023). “Tes” was the initial name of the suppliers while the first two letters of the surname of the founders were “Co” and for this reason, Jack Cohen applied “Tes” and “Co” words together on the labels of the products. By applying this strategy “Tesco” name was initiated and became popular all over the world. The first Tesco shop was opened by Jack Cohen in 1931 at Burnt Oak. 
The brand expanded in the 1950s and in the 1960s the brand was able to reach most of the popular places in the United Kingdom. The business motto of Jack Cohen was “collect more and sell cheap” (tescoplc.com, 2023).  The business motto became successful during the 1960s and Tesco became one of the popular retail brands in the United Kingdom. It is identified that in 1987, Tesco fulfilled its takeover in hostile of the Hillards chain of more than 35 supermarkets in the northern part of England for 220 million pounds. 
In 1995, Tesco introduced a loyalty card named “Clubcard” and after that, its sales enhanced in a proper way (IncentiveSmart, 2023). Moreover, Tesco firstly introduced to the UK market a loyalty program (MarketingWeek, 2019). Applying a diversification strategy in its business, Tesco is trying to attract lots of customers. Maintaining a good relationship with customers helps Tesco to become a popular retail company in the UK. 
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Figure 2: Market Share of Retail Companies in the UK
(Source: statista.com, 2023)
As per Statista, Tesco is regarded as one of the top five food and beverage retailers in the European Union countries. Tesco captured over 26 per cent of the UK market with its popular food and beverage items (statista.com, 2023).  
The total number of offline stores of Tesco has increased by almost 2 per cent in the last few years. Maintaining long-term partnerships with suppliers helps Tesco to reduce the supply chain issues in an effective way which impacts the market share of this company. 
On the other hand, the market share of Tesco in online shopping is 37.5 per cent. This mentioned brand is regarded as one of the four popular retail brands within the United Kingdom with Sainsbury, Asda and Morrisons. The market share of Tesco states the percentage of the total sales of Tesco over a particular period. According to the Statista report, Tesco with its top three rivals has captured a total of 56 per cent of the retail market in the United Kingdom. 
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Figure 3: Revenues of Tesco in the UK market
(Source: statista.com, 2019)
From the above graphs, the revenue of Tesco in the current year is more than 60,000 million GBP while it was 56,400 million GBP in the previous year. To check the percentage growth of the revenue of Tesco it is required to minus previous year’s revenue from the current year’s revenue. By applying this formula, it is identified that the revenue rate has been enhanced by almost 6 per cent in the current year. The annual gross profit of Tesco was 4.44 billion dollars in the current year which decreased by 30.5 per cent of the past year. In 2022, Tesco’s annual gross profit was more than 6 billion dollars which was a 23.6 per cent increase from 2021. The operating income of Tesco was 2.828 billion in 2022 while net income was 1.483 billion pounds at the same time. The total equity of Tesco was 15,644 billion pounds in 2022 (statista.com, 2023). In February 2023, Tesco announced to cut of more than 1700 managerial roles due to the high inflation. From these statistics, Tesco faced a loss in its business in the current situation. 
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The mission statement of the supermarket giant Tesco is “to be popular among the customers by providing quality products with affordable prices to them” (tescoplc.com, 2023). Applying this mission statement helps Tesco to attract more customers towards the business and helps to foster their sales and revenue in an effective way. 



[bookmark: _Toc151114362]3.0 How data collection/ analysis/ evaluation can impact Tesco ‘Marketing relationship’.

As depicted by Khwuta et al., (2023, p. 42), data-gathering procedures help brands learn more about their purchasers and other important stakeholders. With the help of data collection method brand like Tesco can attract their customers to them. Tesco has conducted a data collection method in its business to gather relevant information about the customers. 
The marketing managers of Tesco are responsible for collecting, normalising, and analysing lots of data from several sources which help the managers to identify the marketing data and take a particular approach which enhances the growth of the business.
 Marketing research is also helping the marketing management of Tesco to identify which factors impact the business performance of the brand. Furthermore, the data collection method helps brands like Tesco to acquire a better understanding of the target customers. In addition, data collection methods in the business help Tesco to observe the present needs of the customers in the retail sector.   
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As viewed by Chang (2020, p. 209), marketing relationship helps to create loyal purchase which connects to the brand image of a company. With the help of marketing relationship brands such as Tesco are trying to enhance the number of loyal customers within its business.  In the current scenario, marketing relationship management develops the customer experience rate of Tesco in a systematic way.
 According to Steinhoff et al., (2019, p. 369), modern relationship marketing associates make easy two-way communications between the purchaser and the business and track the activities of the purchasers. 
Tesco is highly dependent on several promotional offers to capture as well as retain customers. The customer experience rate of Tesco is 62 per cent in the retail industry which is possible for applying a proper marketing relationship strategy in the business. 
Tesco has applied both offline and online marketing strategies in the business to attract several customers. Tesco’s focus is to associate with its customers by analysing the data and learning about their preferences in contemporary times. 
The marketing communications team of Tesco is trying to communicate with loyal customers and understand their needs in the retail sector. On the other side, Tesco is trying to maintain a strong relationship with its suppliers by following stakeholder theory. In addition, the Tesco brand has been successfully reducing the additional cost of marketing and advertising from the business with the help of a relationship marketing strategy.  
Providing unique customer service to the customers helps Tesco reach its loyal customers and enhances the number of customers. Furthermore, offering a surprise gift card to the customers helps to make a strong relationship with them. It is identified that organisations like Tesco emphasize relationship marketing in the business to foster a positive customer experience rate in a long-term approach. 



[bookmark: _Toc151114364]3.2 Highlight the sustainable practices of Tesco.

To decrease the carbon footprint Tesco has implemented lots of strategies in its business strategy. As per Tesco’s sustainability report, this brand was the first business within the UK which announces a zero-carbon goal in 2009. 
In 2015, Tesco successfully reduced its carbon footprint by 55 per cent and wants to be carbon neutral by 2035 (tescoplc.com, 2023). Tesco is working with suppliers and other key people to offer its goal to be reducing its carbon footprint by 100 per cent. On the other side, Tesco is committed to a hundred per cent deforestation-free basic risk commodities which include soy, and palm oil paper by 2025. 
Tesco is trying to reduce single-plastic materials within its business in a systematic way. Following sustainability practices helps Tesco to attract environmental awareness people to the business.  
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Figure 4: Segmentation of Tesco
(Source: Developed by the learner)
As viewed by Wassouf et al., (2020, p. 1), segmentation in the business helps a brand understand the distinct characteristics of the customers and divide them into some categories. Following segmentation in the business helps companies to identify their target customers.  
Demographic and psychographic segmentation are followed by Tesco in its business to attract customers in a systematic manner. Following demographic segmentation permits Tesco to collect more relevant information about the target audiences. On the other side, demographic segmentation clarifies the vision of Tesco and optimises the resources in an effective way. 
According to Liu et al., (2019, p. 1992), psychographic segmentation concerns customers’ values, lifestyles along attitudes.  Tesco can engage with its target customers by following psychographic segmentation in the business. Reducing the additional cost and time on the marketing strategy is a significant feature of psychographic segmentation. For instance, Tesco understands the emotions of the customers while making and purchasing their products to the customers. The main goal of psychographic segmentation is to help Tesco understand the attitudes and habits of the customers in an effective way.  
Tesco can engage both new and existing customers with the help of psychographic segmentation. Following the current trends in the business helps Tesco attract its customers in an efficient manner. 
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According to Saharan et al., (2020, p. 603), pricing strategy is referred to as a vital marketing tool that determines the success or failure of a service or item. Pricing strategy impacts the perception of customers and maximises both revenue and profitability in an effective way. 
Tesco follows a competitive pricing strategy in its business not only to combat its top rivals but also to foster the revenue rate. This type of pricing strategy also helps to foster the market share and attract loyal customers to Tesco. 
According to Wang et al., (2019, p. 246), providing quality items at affordable prices is the major feature of the competitive pricing strategy. Tesco uses this approach by offering high-quality food, beverages, and household materials at affordable prices to loyal customers. The brand image of Tesco has been fostered by applying a competitive pricing strategy in the retail business.
 As per the annual report of Tesco, the mentioned brand is developing its brand position in the UK market because of using a competitive pricing technique. Tesco researches its top rivals as this tactic helps to determine which prices their competitors put in the market to capture the audiences. Brand such as Tesco can see how much price changes affect the business operation of the company. 
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Tesco follows some of the important business laws such as the Employment Act 1996, Equality Act 2010 and HSWA in its business to maintain ethics in an efficient manner (tescoplc.com, 2023). Following these laws in the business helps retail companies such as Tesco to provide health and safety security to the employees and reduces the chances of discrimination issues in a proper way. The night shift of Tesco starts at 10 PM and continues up to 7 AM, this information depicts 9 hours allocated for each employee to complete their corresponding tasks within the workplace. Maintaining this work schedule helps employee’s complete work without taking any load. Tesco understands that the rights of labour violations in the universal supply chain could be systematic and for this reason, this brand tries to maintain all these laws in an efficient manner (tescoplc.com, 2023). 
Deforestation is not allowed in Tesco’s supply chain system and the brand takes several strategies to prevent deforestation issues from its business as the brand thinks that stopping deforestation as well as conversion is essential to make a sustainable future for the world. In this aspect, Tesco’s approach to CR is simple and manageable. Fostering the advantages and reducing the negative effects on the environment are the main aims of the sustainability of Tesco. 
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Tesco is one of the popular retail brands in the UK which has applied demographic and psychographic segmentation in the business. These segmentations help Tesco to retain its old loyal customers and create new loyal customers within the business. 
Applying psychographic segmentation helps Tesco to analyse the current trends of the customers within the retail areas.  Focusing on a competitive pricing strategy helps Tesco to grow in the retail industry within the United Kingdom. On the other side, applying this special type of pricing strategy helps the mentioned brand compete with rivals as well as helps Tesco decide the proper price for the items of the brand (statista.com, 2019).  Customers compare the prices between the products of Tesco and its rivals and find the proper deal for customers.  Customers are attracted to Tesco because of applying competitive pricing strategy within the business. The customer satisfaction rate of Tesco is in a good position as Tesco has followed a competitive pricing technique in the business. In addition, maintaining ethics and sustainable business practices within the business helps to attract environmentally aware people towards Tesco. These ethics and sustainability practices help Tesco to stay ahead of the rivalry within the retail business.  On the other side, Tesco's customer satisfaction rate has enhanced in the last few years due to the application of a perfect marketing strategy in the business. 
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Based on the above application Tesco has followed sustainable business practices in its business to reduce the negative impact from the business. Following both offline and online marketing strategies within the business helps Tesco to attract old ages and new age customers in a systematic manner. Tesco prefers an online marketing strategy with the help of Facebook and Instagram which helps to reach its target customers (tescoplc.com, 2022). 
Tesco gives preferences on sustainable marketing as it develops the relationship with customers and other stakeholders. 
Tesco announced that by 2035 this brand will fully rely on renewable energy sources. Sustainable business practices help Tesco to foster its brand image in an effective way. Offering discounts on a regular basis to the customers helps this brand to attract new customers towards the brand. 
Tesco's innovation techniques are implemented by experts and insights into their three differentiating capacities which are product, channel along customer. Diversified streams of revenue make Tesco successful in its business. Offering reasonable prices to the customers helps Tesco foster the customer satisfaction rate. Avoiding deforestation from the business helps the brand to attract environmentally aware people towards business. On the other hand, focusing on managing solid waste helps the business reduce the waste from the business of Tesco in a proper way (tescoplc.com, 2023). 
Tesco needs to implement some strategies in its business to make sustainable business practices more effective. In the present situation, Tesco wants to capture expertise as well as leverage its concepts to make changes across the overall supply chain management. Tesco still does not apply 3R's strategy in its business which is one of the vital weaknesses of the business. The 3R's strategy states to “recycle”, “reuse” and “reduce” waste to make the environment better. It can be stated that following the 3R's strategy within the business practices would help Tesco to enhance its brand image and allure customers. It is also required to develop energy efficiency within a shorter period. Tesco would improve energy efficiency in its business to reduce the additional costs from the business. Some years ago, Tesco was accused because of using plastic materials in its business which impacted the brand image of this brand. Tesco could implement AI technology in its business and sustainability practices to check whether the brand follows the proper guidelines or not. Tesco is among the top four retail brands in the UK and this brand can become no one brand in the UK if this brand has focused on those strategies which are used by its competitors in the business. 


[bookmark: _Toc151114370]6.0 Conclusion

In the contemporary business world, customer relationship is significant in business to enhance the brand value of a company in a systematic manner. Following good customer relationship tactics within the business retain old customers as well as attract new customers. Tesco is a popular name within the retail sector of the UK because this brand focuses on a diversification strategy within the business. Focusing on the competitive pricing strategy helps Tesco to stay ahead of its rivals and enhance sales along with revenue in the business. Maintaining sustainable practices within the business helps Tesco enhance its customer satisfaction rate.  Tesco can use AI technology in its sustainable practices and business to foster its revenue rate and attract more consumers. 
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