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[bookmark: _Toc182419995]Task 1: Tesco’s Profile
[bookmark: _Toc182419996]1.1 Historical Development
The Tesco Company has a long business history, it was established in 1919 by Jack Cohen, he initially established a group of market stalls in London’s East End. The Tesco name has been in use since 1924, it is the acronym of T.E. Stock well, a tea supplier and Cohen’s first two letters of the surname (Patel et al., 2023). In the course of time Tesco evolved from a  small UK retail chain food store to an international retail chain supermarket covering vast fields including apparels, electronics, financial services and telecom services. Currently, Tesco functions in 14 countries and it is one of the largest retail trading companies across the international markets (Johnsen et al., 2020).
Tesco has demonstrated a capability of being flexible in supplying the needs of  consumers throughout its operations. For instance, in the early 1950’s and 1960’s, Tesco benefited from the fact that there was demand for the new found convenience the car provided and changed the status of supermarkets from service stores to self-service supermarkets (Utama et al., 2022). The decision to introduce Tesco Clubcard in 1995 proved the major breakthrough in the company’s marketing and customer relations management driving the process of obtaining crucial customer data and delivering personalised marketing experiences. Such analytical configurations in customer relationship management have been so critical in the sustenance of Tesco.
[bookmark: _Toc182419997]1.2 Market Share
The company operates as the market leader, controlling slightly more than a quarter of the grocery market in the UK as of 2023. Despite the growing competition from cut-price retailers like Aldi and Lidl, Tesco has continued to edge ahead of its rivals with a huge store-base, loyal customer base and the flexibility to stock all kinds of food and groceries to meet the needs of various markets (Mohanty, 2022). The retailer has a business establishment with more than 3,400 stores in the UK and millions of customers visit the stores in a week.
Despite the home market being the most significant for Tesco, the firm has also gone global and currently has stores operating in countries like Ireland, Hungary and Thailand.  Tesco has expanded internationally, but it has faced problems; for instance, the retailer left the US market in 2013 (Patel et al., 2023). However, Tesco still seeks growth in its major GEOs and has expanded investments in the online store division, an industry with inflated growth particularly after the COVID-19 pandemic.
[image: Aldi and Lidl are gaining market share from traditional supermarkets Source: Kantar]

Figure 1: Tesco Market Share (Carrick, 2024)
[bookmark: _Toc182419998]1.3 Profit/Loss Status
In the financial year ending February 2022/2023 Tesco realised group operating profits in the region of £2.6 billion slightly below previous financial years. Many of these firms reported reduced operating margins that can be largely attributed to cost challenges arising from inflation and disruptions of the supply chain as well as higher costs of energy. But the performance is still sound supported by its desire to increase sales productivity, and to retain its loyal customers (Mollah, 2020). It has also expanded into other sectors such as financial services and telecommunication industries which have offered the much-needed antidote when grocery was offering stern tests.
Nonetheless, Tesco records positive profitability and has continued to stream its strategic priorities of superior customer experience, supply chain efficiency, and advancement of releasing greater leveraging of digital technologies. The company’s efforts of addressing those pressures without drifting from the customer-consciousness has enabled the company to sustain its profits (Johnsen et al., 2020).
[bookmark: _Toc182419999]1.4 Mission Statement
Tesco’s mission statement is ‘to be the customers’ Shops, making their lives a little better every day.” This statement is an affirmation of Tesco’s Corporate Philosophy of showing customers are at the centre of its business. As a result of it’s customer-oriented approach and customer value, managing, developing and providing good value for money, the numerous products and services offered by Tesco, it is set to benefit its customer by giving him or her a better-quality life and in the process develop his or her loyalty with the company (Gan et al., 2023). It also echoes Tesco's future organic growth plans to advance its capacity in online and digital, promote sustainability and live healthier lives.
[bookmark: _Toc182420000]Task 2: Impact of Data Collection on Sustainable Marketing Relationships
Marketing data identifies, collects, analyses and evaluates the key marketing relationships necessary for the sustenance of Tesco’s business. Hence, the company is in a position to understand the customers’ choices, patterns, and requirements and create perfect relationships by providing individual services.
[bookmark: _Toc182420001]2.1 Personalisation
One of the most important effects of using data is the opportunity to address customers individually. Tesco amasses large amounts of information through Clubcard which is a very popular loyalty scheme in the firm that entails record keeping of the customer’s buying pattern. It helps Tesco to segment its targeted audiences and even pitch its promotional and marketing messages that will enable its clients to receive the correct products or services at the right time (Meng, 2024).
For example, Tesco offers discount coupons to customers based on their previous purchases. When it is  common for a customer to repeatedly purchase a specific brand of coffee, Tesco might attempt to attract the customer by providing a discount to the brand or even complement the product with items such as milk or biscuits (Wang, 2023). Such a targeted approach  helps to develop better customer relations, thus making the customer happy by understanding them, but also helps in creating further sales by making the customer loyal by making them feel special.
[bookmark: _Toc182420002]2.2 Customer Segmentation
It allows Tesco to properly divide its customer base into specific categories depending on the spending habits as well as geographical location and product choice. Tesco can use the information obtained from analysis of customers to classify the customers and then market the products based on the classification (Utama et al., 2022).
For example, Tesco is a target in the group of customers with high income willing to pay extra for quality products. In order to serve this section, Tesco came up with the “Tesco Finest” brand that consists of high-quality foods, wines and meals well-designed for this group. To the same group of consumers, Tesco has its “Tesco Everyday Value,” line of products with basic products at a cheaper price (Li et al., 2023). Consequently, by segmenting its customer base in this way Tesco is in a better position to direct its marketing strategies to better serve customer needs.
[bookmark: _Toc182420003]2.3 Sustainability
Data analytics also help Tesco to link the marketing strategies to sustainable development. Here, the strategic use of data means that Tesco knows how consumers new and old are adapting their behaviour towards such products to create relevant responses. For instance, based on certain data that indicates that an increasing number of consumers are preferring organic or sustainably sourced products, Tesco can change its offering portfolio (Hashim et al., 2021).
Besides, from the efficiencies that come with advanced data collection, Tesco is able to effectively manage the supply chain, minimise wastage and increase resource utilisation to match their product portfolio to customers’ buying trends. The main advantage of data analysis in connection with the acquisition of goods, their sales and storage inventories, as well as supply chain management is that Tesco is faced with the opportunity to make informed decisions in terms of sourcing, production and goods distribution (Chkanikova et al., 2021). It not only saves costs but also contributes to sustainable development objectives of Tesco, for instance, cutting emissions and loss of food.
Data collection helps Tesco form long-lasting, strong customer bonds through constant file improvement in terms of marketing to suit the ever-dynamic customer base. The management of customer contact, the segmentation of customers, and the encouragement of environmentally-responsible behaviour are especially important for sustaining customer confidence in a highly competitive retail marketplace (Jones et al., 2020).
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Figure 2: Tesco Sustainable Marketing Relationships
[bookmark: _Toc182420004]Task 3: Tesco's Marketing Relationship Strategies
Marketing relationship strategies used by Tesco to build strong and long-term relationships with their customers and make sure the customer is maintained at the core of its business. Some of these strategies are segmentation, competitive pricing, differentiation and sustainability strategies.
[bookmark: _Toc182420005]3.1 Segmentation
Market segmentation is useful at Tesco for satisfying the different needs of the customers. Tesco is able to categorise its customers with regards to their income level, lifestyle preference and buying habits (Utama et al., 2022). This makes it possible for the company to provide demanding products and services in relation to the segment.
For instance, Tesco Company has “Tesco Finest” which offers products for a class of shoppers that can afford high end products while “Tesco Everyday Value” products targets shoppers with a low buying power. Tesco is also able to provide for a diverse market since they are able to provide for some sort of product for almost every other person (Zhou, 2024).
[bookmark: _Toc182420006]3.2 Pricing Strategies
Another area of Tesco’s marketing relationship strategy focuses on the issue of competitive pricing. As this report will show, Tesco has recently been challenged by competitors who rely on very low prices of a large selection of products similar to those offered by Tesco. Thus, to retain the customer base, Tesco has launched the so-called “Aldi Price Match” that means the company matches Aldi prices. Low prices act as a tool of maintaining customers who might otherwise jump to cheaper products offered by Tesco’s competitors (Boskova et al., 2024). This strategy contributes to Tesco's long-term strategy of maintaining customer loyalty by making customers associate Tesco with value for money.
[bookmark: _Toc182420007]3.3 Differentiation
Compared with Tesco’s competitors, apart from the offer prices, it has some extra advantages such as product range, clubcards and excellent services that can meet customer’s needs. Tesco Clubcard is another fantastic example of how the company appreciates the dessert shoppers who get loyalty cards from Tesco. Clubcard users are given discounts, promotions and points that can be used to pay the amount for the next shopping, encouraging goodwill and increased clientele (Jones et al., 2020).
Online shopping and the home delivery services are also among the priority areas of development in the company’s strategy; these have been particularly crucial due to the COVID-19 pandemic. Through use of the web site delivery services and other mobile applications, Tesco has added value by extending its convenience avoiding direct competition with its rivals improving its bonds with its customers who heavily rely on convenient service delivery (Hashim et al., 2021).
[bookmark: _Toc182420008]3.4 Ethical and Sustainability Practices
Sustainability is central to Tesco business as it seeks to deliver value for all its stakeholders. The firm possesses significant focus on concerns of environment and other matters on ethical issues in business. Tesco’s Little Helps Plan defines goals in the area of sustainability: food waste management, improving people’s wellbeing, and climate change where the company aims to reach zero emissions by 2050 (Ramar, 2023).
This report has shown that through integrating sustainability considerations into its operations, Tesco is better placed to capture customers with green conscience, and bolster its corporate reputation as an environmentally-responsible business. Besides, it aids the company in gaining more trust from the customers as well as improving its CSR positioning.
[bookmark: _Toc182420009]3.5 Customer Centrality
All the strategic marketing relationship plans of Tesco are aimed at putting the customer at the centre of its activities. In other words, Tesco tries to provide personalisation, segmentation, competitive pricing, differentiation, and sustainability to guarantee that the company discovers a way to fulfil customers’ needs and demands (Wang, 2023). This particular customer focused strategy is very important to the achievement of sustainable customer relations and customer loyalty.
[bookmark: _Toc182420010]Task 4: Conclusion
This report finds that through the use of customer data, segmentation and sustainability, Tesco has been able to sustainably develop and maintain marketing relationships. Thus, utilising data to build individual communication with consumers, further divide its consumers database and tailor its product offerings to meet consumers’ needs, Tesco ensures it establishes a deep bond with its customers.
However, the company must continue to respond to threats such as increasing competition from hard discounters and increasing consumer consciousness on issues to do with sustainable and ethical consumption. Indeed, by keeping on enhancing its product offerings, maintaining and improving its organisational dominance in the digitally integrated environments, Tesco is likely to stay on the Customer map and steer long-term growth in the near and distant future.
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