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Executive Summary
This report investigates the current policies and procedures of Tesco regarding Customer Relationship Marketing and identifies optimistic and damaging practices.
The development of new rivals and trends, such as online shopping, has caused a considerable threat to Tesco's market share. The business's responsibility is to maintain sales, market share, and profitability by assessing customer relationships.
Customer loyalty is essential to the business; Tesco is a customer-oriented business and places great importance on it. The company values the customer and ensures their satisfaction by carefully studying the customer data. The data analysis permits Tesco to develop its marketing strategies and products, which helps keep customers and gives the company a competitive edge.
This report explores the advantages of ethical buying and selling, stressing the importance of sustainable resources to encourage strong consumer relationships. The report analyses Tesco's ethical and sustainable policies and their impact on the customer experience. In conclusion, areas for improvement have been identified, such as the need for Tesco to enhance its CRM systems while maintaining its position as a market leader in ethical sustainability.
Tesco is facing challenges in maintaining consistency, improving logistics and distribution practices, reducing costs, and decreasing environmental impact due to changing customer attitudes.
Tesco's commitment to corporate social responsibility (CSR) aims to steadily improve customer satisfaction while highlighting the well-being of local communities and the planet.
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1.0 Introduction
The editor of the Tesco ‘marketing’ online journal requested this report on 25 September 2023. Allison Cullen, a sales assistant, researched the impact of environmental connection marketing policies and practices on customer interaction and managerial operations. The study will review Tesco’s historical development as an organisation. Recognise and describe how data collection/investigation/evaluation can impact Tesco's ‘Marketing Relationship’ and tactics based on the following areas: Segmentation, Pricing, Differentiation, Ethical and Sustainability policies, and practices; this report must be submitted by 17th November 2023.
The report was compiled from various academic books, websites, and what was taught in class lectures.















2.0 Findings
· 2.1 History of Tesco
Tesco's history traces back to Jack Cohen, its founder, who served in the Royal Air Force during the First World War. 1918, the war ended, and 21-year-old Jack used 30 pounds of military service money to purchase surplus food stocks. Jack opened a small stall in East London and made a profit of one pound on the first day. The business increased, and Jack expanded to other markets throughout London.
The first brand to enter the market in 1924 was tea, which later became the company's name. The name Tesco comes from combining the initials of the tea supplier's owner, T.E. Stockwell, and the first two initials of Jack Cohen's surname. In the late 1920s, Jack stopped selling on market stalls to open shops on the main street. By 1929, the first shop was named Tesco.
1932, Jack bought land in North London to build the head office and warehouses. In the beginning, the warehouse stock kept 50 branches going. By 1939, the numbers had doubled. (History of Branding, 2023).
The changes to Resale Law
Over the following decades, the business would continue to grow. By the sixties, Jack Cohen joined the battle to scrap a law called Resale Price Maintenance.
[bookmark: _Hlk150880079]In the Express newspaper article, Author Judi Bevan revealed that "Mr Cohen was central to the fight; Jack was very loud, forceful, and adamant in the campaign. Jack was known to be extremely charming”. 
[bookmark: _Hlk150880033] The Resale Price Act was enacted on 17 January 1964, which changed British retail history by transferring power to retailers and customers. (Hoare, 2020).





Profits and sales
Profits at Tesco halved last year to £753m in what the retailer called a “difficult year for consumers” as it confronts “significant operating cost inflation”. The company had to reduce and adjust the value of some properties. (Butler2023).
(Mills,2023) Tesco is now the UK's largest leading supermarket. Tesco stated that sales rose to £1.4bn for the 26 weeks to August 26, 2023, up 14% from £1.3bn earlier in the year. The store also reported an 8.9% increase in group sales, excluding VAT and fuel year on year, from £28.24bn to £30.75bn, while similar sales across retail were up 7.8%. Increasing in market share in its UK supermarkets”, but it had sold fewer items as shoppers carefully managed their household income due to the cost-of-living crisis.
Tesco’s mission statement
[bookmark: _Hlk150888139]Tesco’s mission statement is to “serve their customers, communities, and planet a little better every day. They always keep customers at the heart of their actions while reflecting their responsibilities to the communities and society”. (Tesco plc 2023). 
Tesco’s Mission Statement Customer Relationship 
Tesco's mission statement places a strong emphasis on the customer. This approach can help build positive customer relationships by offering a complete shopping experience with excellent value and affordability. (Gitnux 2023).
Mission statements build trust by committing to ethical practices, transparency, and community engagement. Tesco's mission prioritises innovation and adaptable customer experiences. Positive employees lead to better customer service and relationships. 
To influence customer relationships, Tesco must ensure its behaviours support its stated values. Any disconnect between them weakens trust and leads to customer dissatisfaction. The company is committed to delivering sustainable growth while fulfilling its responsibility of providing customer value and earning lifelong loyalty. (Tesco plc 2023). (Timeline Diagram on Appendix 1)



· 2.2 Data collection and evaluation
How does CRM affect Tesco’s customer relationships?
CRM aims to improve customer satisfaction and loyalty. Customers' shopping habits and needs are valuable data that Tesco uses to provide a personalised experience, better support, and enhanced service.
 CRM also offers an overview of the organisation, helping Tesco manage its goals, profits, and sales, streamlining operations, making informed decisions, and reducing costs, making Tesco a success in a competitive retail industry. (Academized.com, 2023).

How Tesco collect data.
Tesco gathers vast amounts of personal data from various sources, including camera technology that uses number plate recognition and queue monitoring, registering for and utilising your Clubcard, shopping in-store or online, using their apps, and communicating through phone, email, and social media. Tesco also collects data through cookies placed on its website. The accuracy and fullness of the data collected are of utmost importance.
 
Why does Tesco use data?
Lynsey McColl has evaluated (2023). There are many reasons why Tesco uses data; it gives insight into customer preferences and behaviours. The feature of the Clubcard scheme is that by analysing the data, they can improve customer retention through personalised communication.
 Tracking marketing and sales enables Tesco to allocate resources effectively by improving its inventory, ensuring the right products are available in quantity and are at the correct location.
 They are making their supply chain more efficient and responsive to changing demands. Data analysis helps identify business areas that need improvements, which can save costs and update the process.
 

Predicting sales.
Data is being used to forecast sales by following trends in customer behaviour. The head of Forecasting and Analytics for Tesco, Mike Moss, said, “It can be something like spotting a shift into what people buy in-store over a week, for example, (vegan food). It is not just how they shop in each store – but how they shop for each product”. (Marr 2016).
Sensor data.
Neelam Tyagi (2020) This data is being used throughout the organisation. It allows measuring temperatures on every freezer and fridge in all Tesco stores. The information from all the machines is studied centrally. The predictive algorithms specify when a specific unit needs servicing and when replacement parts are needed. 
Compromised data.
Tesco was affected by a cyber incident in 2014 and 2021. The customers had problems tracking orders, processing orders, and making payments. The customer’s anonymity was compromised. 
Cyber security.
Tesco has installed tools to protect the organisation against harmful malware programs. They actively test for vulnerabilities. And have started security incident and events monitoring capabilities. They also have a 24/7 security operation centre to inspect and examine unusual activity promptly.
Tesco protects the customer’s data by using a Firewall to keep data safely locked up. They also use data encryption techniques to cypher text that can only be unscrambled by a secure password. (Tesco 2021).







2.3 Segmentation, Pricing Strategies and Differentiation

· Segmentation
Dudovskiy (2018) Tesco segments its customers based on their needs, preferences, resources, and location. The company must consider the marketing mix elements to reach their target customers. Tesco uses several strategies to appeal to its anticipated customer segments.
Functional positioning produces quality and selection. Through active positioning, Tesco's Finest range is sold based on quality, targeting definite customer segments with more expensive products.
Tesco uses symbolic positioning to market its Fair-Trade range of products and clothing made from cotton grown without child labour. By doing so, the company appeals to a select group of customers willing to pay higher prices to fulfil their self-perception as responsible consumers.
Tesco uses price positioning for its own-brand products, like Technika LCD TVs, to target cost-sensitive customers. 
Experiential positioning involves providing sensory or cognitive incentives to customers. Tesco uses this strategy to target its health and beauty range. 
Multi-segment positioning targets multiple customer segments with different products. Tesco uses it effectively. For example, Technika TV appeals to cost-conscious customers, while Samsung's 48-inch Smart Curved LED TV targets customers willing to pay more for quality.
Tesco uses additional positioning strategies, such as user, product class, and competitor positioning. These are variations of the four broad methods discussed above. (Tesco’s marketing mix in Appendix 2).    
Tesco offers various products, from raw ingredients to ready-made meals, value packs to premium ranges, and fresh to frozen items. They segment their customer base and introduce new products to expand available choices. (Seth and Randall, 2011, p.26).



The Loyalty Ladder
The customer loyalty ladder is a marketing tool that categorises customers based on their relationship with a business. Once a new Tesco customer makes a purchase, they become an actual customer. To turn them into repeat customers, Tesco must consider making them a member. 
The Tesco loyalty scheme or program is called the Tesco Clubcard. The card gets scanned every time there is a purchase. So, data is ‘grabbed’ and recorded from each customer. Tesco has a highly advanced consumer database. 
Tesco’s customer service becomes integral to the new customer’s experience. Which includes access to the website, downloads, live chat, advice, FAQs, literature, blogs, and social media, all available 24/7. Customers are sent coupons strongly connected to their buying habits based on Tesco’s knowledge of their customers. 
Consistency is vital in adding value to the customer experience. It can be challenging to break the habit of shopping at a particular store and switch to another one. Customers loyal to a brand are more likely to become advocates, recommending Tesco's services to others. (Contact-centers.com, 2018). (Loyalty Ladder Diagram on Appendix 5)















· Pricing Strategies
Tesco often changes product prices to attract customers and increase sales. 
They also have a price skimming approach, which launches a product at an elevated price and reduces it over time.
Cost Leadership
Tesco’s loss leader pricing strategy intentionally sells a product for less than its purchase price to attract customers or encourage additional purchases. The new supplier will take the hit, not the retailer. The consumer wins.
If a store wants to attract customers, they heavily advertise popular items and place them at the back to encourage additional purchases.     (MarketingTeacher. Com, 2023).
Increase Revenue Using Loss Leader Strategies.
There are ways to increase revenue by using loss leader strategies. (for example) Game consoles like the (PS5) are often sold at a loss as companies profit from game sales. Lowering the console’s price attracts more customers, resulting in more game sales and higher profits.
Competitive Pricing
Competitive pricing is based on competitor pricing rather than relying solely on business costs or profit margins.
Businesses selling similar products in the same market often use competitive pricing. This pricing usually stabilises over time. (Business Strategy Hub, 2023).
The top five UK supermarkets are all using price match options. When organisations cannot collect, analyse, and act on competitor pricing data or fluctuations on time, price matching is another competitive pricing strategy.
Reuters, (June 9, 2023) Tesco, Britain’s largest retailer, was reported to the competition regulator by consumer group Which? Its failure to provide complete pricing information with the price per (100g or 100mls) on its Clubcard loyalty scheme offers was a misleading practice under consumer protection regulations.


· Differentiation
Benefits of Product Definition.
Product differentiation creates a unique product that stands out from similar ones. A strategy focused on distinctive value is vital to avoiding competition and gaining market share. Differentiated products have unique selling points that set them apart while maintaining competitiveness. (Craft. io, 2023)
Porter's Dynamic Fit of Activities Theory
Tesco Plc, a UK-based company, offers groceries and other products globally. The company uses Porter's Dynamic Fit of Activities to gain a competitive advantage by aligning internal activities to complement each other. 
Tesco's approach related to this theory in the following strategies:
 Cost Leadership Strategy: Tesco emphasises cost leadership by providing high-quality goods and services at affordable prices. Achieving this through effective supply chain management, waste reduction, and cost control.
 Differentiation Strategy: Tesco's success comes from providing a diverse range of offerings, including online shopping, delivery, and financial services, which equally add value to its customers.
Customer Relationship Management Strategy: Tesco uses a CRM strategy with its Clubcard loyalty program to collect and analyse customer data. It enables the company to offer personalised products and promotions, enhancing customer retention and loyalty. 
International Expansion Strategy: Tesco expanded globally by growing partnerships with local retailers, using their expertise while maintaining its brand and core skills.
Tesco supports Porter's Dynamic Fit of Activities theory. They focus on cost leadership, differentiation, CRM, and international expansion to succeed. (Mind Tools Ltd, 2023). (Porter Dynamic Fit of Activities Theory: diagram Appendix 3).




· 2.4 Ethics and Sustainability
Deontology and Ethics
In 1997, Terry Leahy took over the leadership of Tesco and introduced the slogan “The Tesco Way” for marketing the company's goods. The slogan aimed to establish a framework for the company to operate by following its moral rules and duties. Some of these rules include offering competitive prices that provide value for customers.
Tesco considers ethical values when stocking products and sourcing services. It doesn't store items that may harm customers, as it is the right thing to do morally.
Teleological Theory Approach
The company prioritises the impact of its decisions on people, the environment, and stakeholders, striving to avoid harm and benefit all parties. Its public relations ensure community contribution, such as the "Computers for Schools" program promoting literacy. Good relationships with the local people also benefit the company. (IvyPanda.com,2021).

Supplier Relationship
Tesco says it is “committed to responsible and sustainable business practices, which include integrating human rights 'Modern Slavery Statement’, 11 April 2022. (Gov.UK, 2022) into operations”. Their teams manage supplier and site relationships, source annual plans, and develop long-term partnerships with suppliers and farmers to grow the businesses and provide customers with fair trade, quality products and value.







Unethical Practices Towards Suppliers
Tesco's supply chain has struggled with unethical practices despite attempts to improve production costs and pricing. Suppliers have complained about receiving lower payments, while Tesco earns significantly from selling their produce. Business ethics require loyalty to international labour standards and ethical trading practices. For instance, 
Tesco has required that suppliers package their produce, like grapes, in closed sealed bags, an estimated three times more than usual packaging sent to UK supermarkets. This imposes additional costs and time for suppliers to pack the bags, but Tesco is not compensating them for these extra expenses, leading to frustration among suppliers. This is an example of descriptive ethics because it presents facts about the unethical treatment of suppliers (UKDiss.com, 2021).

Tesco’s Employee Ethical Policies
Tesco values teamwork, mutual respect, actively listening, supporting shared knowledge, showing thanks, and expressing appreciation are essential for success.
Tesco believes in diversity and is committed to creating an inclusive workplace that celebrates its colleagues' unique cultures, personalities, and preferences. (Tesco-Careers, 2023).
Tesco creates job opportunities and values human rights. They maintain high standards on crucial issues like working hours, health and safety, labour prevention, and non-discrimination. They make a positive difference in the lives of their employees and customers, acknowledging their responsibility to society. These examples are of Normative ethics because they outline values and principles considered crucial for the company's success. (Tesco plc, 2021).
[bookmark: _Hlk149299510]





Tesco’s Unethical Practices
Rowsell (2022) reported that a group of 130 former clothing workers are suing Tesco over claims of “negligence and debt slavery at a factory in Thailand. The workers supplied clothes for Tesco’s F&F clothing range, including jeans and denim jackets, at the VK Garments factory in Mae Sot between 2017 and 2020. 
The lawsuit alleges that workers were made to work in unsafe and unsanitary conditions and paid as little as £4 per day. They were required to work seven days a week and feared retaliation if they spoke up. This Descriptive ethics example revealed that Tesco did not uphold its ethical policies.























· Sustainability
Lantos (2001) Corresponding Classification
Ethical (CSR): Morally mandatory fulfilment of a firm’s economic, legal, and moral responsibility.
Altruistic CSR involves maximising positive impact and minimising adverse effects, regardless of benefit to the organisation. 
Strategic (CSR) fulfilling those philanthropic responsibilities will benefit the firm through positive publicity and support. (Web.archive.org, (2019).
Tesco’s Sustainable Corporate Social Responsibility.
The Triple Bottom Line concept includes People, Profits, and Planet. It's a complete approach to measuring a company's control and success rather than just profits and earnings to shareholders.
There are three components of the Triple Bottom Line. This is one concept environment.
Creating a sustainable agricultural supply chain is central, and it should be practical, visibly accountable, and organically aware. Unfortunately, the global food industry is responsible for over one-third of greenhouse gas (GHG) emissions, uses up 70% of the world's freshwater sources, and contributes significantly to water pollution. Farming causes over 60% of global biodiversity loss. Sustainable agriculture can help make our supply chains part of the solution to ensure access to a healthy, ethical, and sustainable diet.
Tesco values its partnership with farmers and suppliers in the agriculture sector, believing that sustainable food production depends on linking commercial and environmental sustainability while ensuring animal welfare standards. Food and climate change are closely related. The connection between the food system and nature has increased in awareness. Tesco is partnering with WWF to speed up programs that bring change to farming methods across networks.
Tesco partners with farmers and sustainable farming groups to improve environmental, economic, and animal welfare outcomes. Tesco CE has partnered with WWF CE since 2021 to create a sustainable and affordable shopping basket for CE customers.
Sustainability efforts protect the environment, build an ethical supply chain, reduce costs, conserve resources, and encourage eco-friendly agriculture. (Tesco Business Responsibility, 2023). (Tesco Sustainability Development Diagram Appendix 4)
Two Views on Corporate Social Responsibility
Friedman,
  Hartman (2021) was a helpful source of information. Friedman believed a business's responsibility is to provide profits to shareholders, who can then choose how to uphold their social values. He famously stated, "Greed is Good."
Carroll
 "The social responsibility of business incorporates the economic, legal, ethical, and flexible opportunities that society has for an organisation at any given time.” this is a broader view of CSR. (Opened.Cuny.edu,2023)               (Friedman Vs Carroll Appendix 8) 
Tesco Sustainability (CSR) for the Future
Tesco ranked first among food retailers for environmental performance and implemented CSR initiatives in 2022-23 to show commitment to sustainability.
Tesco proposes to use 30% recycled trays in new packaging by 2023 and achieve net-zero carbon by 2050. By 2030, it aims to use renewable electricity and sustainably source 100% of cocoa, palm oil, and soy while reducing pesticide usage. The company plans to reduce food waste, eliminate plastic packaging, and have a fully electric delivery vehicle fleet by 2028. They'll also install rapid charging points in all stores by 2023.
Tesco's ethical responsibility includes promoting inclusion and diversity. Women in Tesco hold 48% of management positions.
The organisation partners with charities to donate and support research centres, volunteer programs, and community development. They also support the British Heart Foundation and research centres for diabetes and cancer. 
The company must select an ethical and legal performance to achieve sustainable and responsible business goals for all stakeholders. This involves applying ethical practices and observing regulations, guaranteeing responsible and beneficial procedures. (Strategyfinders,2023). 
Conclusion
Implementing Customer Relationship Management (CRM) is crucial for companies and offers various benefits. It helps businesses identify customer groups, enabling them to allocate resources effectively for customer relationships. Tesco's success in this area has resulted in a higher profit margin. 
Tesco has always been at the forefront of adopting advanced data and technology. The supermarket chain tracks customer behaviour through its loyalty program and successfully shifted to online retail.
 Despite facing significant challenges, Tesco has been able to purchase the latest technologies, big data, and analytics to drive efficiency and improve performance." Within 18 months, Big Data will eliminate customer segmentation and force marketers to understand each customer as an individual or risk falling behind. --Ginni Rometty, CEO of IBM.
[bookmark: _Hlk149129286](Medium 2023) There are plans for Tesco to open 150 new stores in the UK, 50 large stores, and 100 convenience stores while expanding to India, China, and other promising markets. 
Tesco's key challenges include accounting for adjusting customer behaviours, improving logistics and distribution processes changes in costs, and reducing environmental impact. Addressing these challenges requires Tesco to be innovative and advanced in its approach to business operations.
Tesco's commitment to corporate social responsibility is focused on providing exceptional customer service daily. The company firmly believes in the importance of giving back to both the community and the planet.








4.0 Appendices
1. History of Tesco’s 
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2. Tesco Marketing Mix the Four P’s
Product
Tesco caters to diverse customer needs with its wide product range. They have created their brands such as Tesco Finest, Tesco Everyday Value, and Tesco Organic. The company ensures that all its products meet high-quality standards and provides a range of convenience products.
Tesco has also diversified its product range to non-food items such as electrical and clothing, providing Online shopping and home delivery service. The company is dedicated to decreasing its environmental footprint by encouraging sustainable approaches.



Price
Tesco offers competitive prices and actively monitors competitor prices, appealing to a broad range of customer segments with their own-brand products at various price points. 
They frequently offer price promotions to incentivise purchasing and enhance customer loyalty. The Clubcard loyalty program rewards customers with discounts redeemed on purchases.
Tesco's online shopping platform services and active pricing strategies maintain a positive price perception. Through marketing campaigns and in-store signage
Place
Tesco has an extensive network of stores across the UK and other countries. It offers a selection of store methods to cater to different customer needs, from supermarkets to local stores. Tesco retains a reliable online presence, providing customers the convenience of shopping from their homes. Its click-and-collect service saves time and adds convenience. Tesco invests in technology and works closely with suppliers to maintain product accessibility and freshness. The company has stores in several European and Asian countries, allowing it to diversify its customer base.
Promotions
Tesco employs various advertising channels such as TV, radio, print, and online media to promote products, offers, and brand values. In-store promotions include special offers, discounts, and multi-buy deals. Public relations involve press releases, media events, and community involvement. Social media, email marketing, and online advertising connect customers. Tesco's Clubcard loyalty program rewards customers, helping loyalty. Sponsorships and partnerships increase brand image. Promoting in-store encourages repeat purchases.       (The Strategy Story, 2023).





[bookmark: _Hlk150967291]3. Porter's Dynamic Fit of Activities Theory
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4. Sustainable Development 
The Tesco organisations are built on three main pillars: Customers, Products, and Channels. They strive to maintain simplicity and transparency in our work. They firmly believe that small actions can have a significant impact on Tesco. Tesco customers are always their top priority, and they place them at the heart of the operations to fulfil their purpose of serving shoppers better every day. (Tesco plc, 2021).


[image: ]




5. The Loyalty Ladder
The process starts when a prospective customer makes their initial purchase and becomes a trialist. If the product meets their expectations, the customer becomes a repeat purchaser and continues buying it. Over time, the customer develops loyalty towards the brand and exclusively purchases.
In the Purchased Stage, a person is considered a prospect. Once they try out the product or service, they become a customer. If they continue making purchases, they become a Repeat Purchaser and eventually a loyal client. Finally, a customer may become an Advocate, actively promoting and supporting the brand. At this point, it becomes challenging to replace the brand because it has become an integral part of their life. (Contact-centers.com, 2018).
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6. Carroll’s Pyramid of Corporate Social Responsibility
Companies have responsibilities beyond profits: economic, legal, ethical, and philanthropic. They create profits for shareholders, comply with laws, do what is right and fair, and give back to the community through charitable acts.
Businesses have both financial and legal responsibilities. Financial responsibilities include fair compensation to employees and owners and selling reasonably priced goods. Legal obligations require compliance with the law and avoiding illegal activities.
Businesses have ethical and philanthropic responsibilities beyond legal requirements. Managers must do what is right and take action to improve society, such as improving their employees' quality of life. A business has both philanthropic and economic obligations to consider.
[image: A diagram of a pyramid
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7. Corporate social responsibility Tesco- Carroll Pyramid
The proposed recommendations suggest incorporating circular economy principles to cut costs and increase operating income. A better understanding of labour law is necessary to avoid legal issues, and Tesco maintains a strict adherence. Conducting a supply chain audit to identify potential labour law breaches is also recommended. Stern action was taken against forced labour. In helping supply chain partners achieve sustainability objectives, closer collaboration is essential.
8. Friedman vs Carroll
CSR has evolved from only focusing on economic responsibilities towards shareholders to now including legal responsibilities towards stakeholders, ethical responsibilities to act with integrity, and optional responsibilities impacting CSR practices.
CSR initiatives benefit society, workers, and the environment. They enhance corporations' image and performance by reflecting their values in operations.
A clear corporate message that resonates with employees leads to better operations and success. CSR balances business and social needs, serving as a compromise between the opposing views of Friedman and Carroll.
 Companies like Tesco often select profit over social responsibility. Balancing the two is crucial, but there's no one-size-fits-all solution for corporate social responsibility. Each company must find its approach to CSR through internal discussions. (Opened.Cuny.edu,2023)
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