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Executive Summary
This report discusses Tesco's background, data collection and evaluation, the importance of data collection, analysis, and evaluation to sustain a Relationship with the customer, Segmentation, Pricing Strategies and Differentiation, and Tesco's Ethics and Sustainability practices. 
Tech-driven data collection and analysis help TESCO understand customers. This data improves customer happiness and personalization in their Relationship Management system. Adapting strategies to changing customer expectations, building lasting relationships, and keeping TESCO at the forefront of customer-centric retail practices are crucial. TESCO's marketing strategy includes data-driven insights, segmentation models, pricing strategies, differentiation strategies, and ethical and sustainable practices. TESCO's deep awareness of varied customer segments, smart segmentation techniques, and careful pricing strategies make it successful. The company's product, service, channel, and brand differentiation strategies create a unique market positioning that appeals to a wide audience. Based on utilitarian principles and stakeholder theory, TESCO integrates ethics and sustainability into its business. 
The Triple Bottom Line and ethical consumerism match modern customer ideals, building trust and loyalty. Personalised customer experiences, ethical sourcing, and a strong business image demonstrate the Relationship Management system's success. To sustain TESCO's Relationship Management system, Tesco needs to ensure transparency, utilizing emerging technology, and sustainability innovation. This executive brief summarizes the findings, establishing TESCO as a socially responsible and customer-focused industry leader. The company also needs to ensure the use of CRM software, predictive analytics, and AI-driven personalization to improve its relationship management system.
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1.0 Introduction
This report was requested by Maria Heffernan, on date of 26th of September 2023.
The purpose of this report is to critical evaluate the importance that customer relationship has on Tesco and its customers.
The person writing this report is Luciana Florea. Date of submission is 17.11.2023.
Marketing is increasingly important in retail, where several elements impact customer expectations (Aiello et al., 2020).
This report purpose is to critically examine how Sustainable Relationship Marketing strategies and practices affect customer relationship and organizational success. The contributing researcher focuses on TESCO, a retail behemoth with a rich history and a large market share. The report will profile TESCO's history, market share, and finances. The mission statement helps explain TESCO's ambitions. It will then explore and examine how extensive data collection, analysis, and evaluation affect TESCO's marketing partnerships. The report also analyses TESCO's marketing strategy, including segmentation, pricing, distinctiveness, ethics, and sustainability. It then summarizes the data and provides actionable insights (recommendations) to the Marketing Team. The conclusion provides a strategic roadmap for improving TESCO's market position by highlighting excellent performance in its 'Sustainable Marketing Relationship' and indicating opportunities for improvement.


2.0 Findings
 2.1 Tesco profile historical development as an organisation, the current market share, financial status, and the mission statement, TESCO began as an East London surplus grocery market shop in 1919 by Jack Cohen (Kumar, 2021). TESCO was derived from Cohen's tea supplier, T.E. Stockwell, and his surname's first two letters. Strategic expansions and innovations helped the company grow from a small market stall to a global retail giant. The 1947 establishment of its first self-service store and the 1950s adoption of the supermarket concept accelerated TESCO's expansion (Wibowo et al., 2020). The latter half of the 20th century saw TESCO expand into varied markets and introduce innovative store concepts. 
According to data from Mintel, Tesco has about 26.8% UK supermarket market share as of 2022 (Yawson and Yamoah, 2022). Its wide product range and global footprint have helped it maintain market share. Strategic acquisitions like Booker Group in 2018 have boosted TESCO's market dominance. TESCO is stable and growing. Recent financial reports show sustained profitability. TESCO recorded a gross profit of $4.445 billion in 2023. In 2022, the company recorded 30.05%, which was an increase in profits by $6.355 billion, with it having profits of 23.66% from 2021(Kumar, 2021). Gross profit fell 12.22% to $5.139 billion in 2021 due to COVID-19 effects on supply chain and consumer purchasing behaviours (Yawson and Yamoah, 2022). These numbers reflect TESCO's fluctuating annual gross earnings over the previous three years and its problems and opportunities in the retail industry's ever-changing landscape. TESCO's financial stability shows its ability to adapt to changing customer tastes and compete in retail. TESCO aims to provide value to customers, communities, and shareholders (Taoketao et al., 2018). The mission emphasizes TESCO's social impact beyond retail. The mission is to "Create value for customers to earn their lifetime loyalty; earn the trust of colleagues, suppliers, and partners; earn the respect and loyalty of communities where TESCO operates; and create growth for shareholders." TESCO's mission statement integrates customer happiness, employee involvement, community development, and shareholder value. It emphasises the company's awareness of its socioeconomic footprint.
  2.2 Data collection and evaluation
Modern retail relies on data for informed decision-making and long-term customer relationships. To understand customer behaviour, preferences, and market trends, retail giant TESCO collects, analyses, and evaluates data in multiple ways. This strategic data use helps maintain and improve customer relationships. Customer Purchase History: TESCO uses this data as a key source. The corporation tracks individual and aggregate purchases using loyalty programs and POS systems. This data helps TESCO identify popular items, seasonal variants, and customer groupings for promotions. TESCO uses data analytics to understand customer preferences, improve marketing, and inventory management. Secondly, it uses Loyalty Programs and Customer Feedback: TESCO's Club card is crucial for data collection (Patel and Swamy, 2023). These programs reward customers for sharing personal data and shopping patterns. Quality insights come from customer surveys and internet reviews. TESCO analyses unstructured data using sentiment analysis to determine customer happiness, preferences, and areas for improvement. TESCO collects data from online and mobile interactions due to the rise of online commerce. The organization analysed web browsing, click-through rates, and abandoned basket data to understand the customer journey. Mobile apps enable targeted offers and real-time user engagement data collecting. Data analytics ensures that TESCO's online experience meets customer expectations. It collects data through social media data. TESCO tracks customer sentiment and responds to trends on social media. The organization can identify popular items, quickly handle customer complaints, and engage in real-time audience interactions by analysing social media data. Social listening techniques let TESCO track customer preferences and expectations. Market Research and Competitor Analysis: TESCO does extensive market research and competitor analysis beyond internal data sources (James and Cooper, 2020). This involves researching industry trends, customer demographics, and competition strategies. TESCO understands market dynamics and finds ways to differentiate and improve by evaluating industry peers. Technology Integration and IoT: TESCO integrates technology and IoT for seamless data collection (Evans and Mason, 2018). Smart shelves, RFID tags, and IoT devices in-store deliver real-time product movement data, improving inventory management and shopping experience. This connection keeps shelves stocked with products that meet customer demand, reducing out-of-stocks. The company also uses Predictive Analytics for Demand Forecasting. It predicts customer demand by examining historical data, market patterns, and external factors like economic conditions. This proactive approach improves supply chain management, inventory reduction, and operational efficiency. Tesco collects data through Personalization and Artificial Intelligence. TESCO uses AI to improve customer customisation. AI algorithms personalize recommendations, promotions, and offers using customer data. Personalization makes buying more fun and relevant, boosting customer loyalty. Data Security and Compliance: TESCO prioritizes data security and compliance due to the sensitivity of customer data (Aiello et al., 2020). The organization follows data protection laws, uses strong cybersecurity, and informs customers about data use. This data security promise fosters trust and assures ethical and responsible customer data use. TESCO implements data feedback loops for continual development. Data analysis informs updates to marketing strategy, product offerings, and customer interactions. This iterative process keeps TESCO agile in responding to changing market conditions and customer expectations.
Importance of data collection, analysis, and evaluation to sustaining a 'Relationship' with the customer.
Modern business is always changing; data gathering, analysis, and review are crucial to customer relationships. These three interconnected processes enable informed decision-making, helping companies like TESCO understand, engage, and react to changing customer preferences and expectations (Jung et al., 2020). This strategic strategy relies on data collection to understand customer preferences and habits. Through loyalty programs and POS systems, TESCO collects customer data. This information helps personalize customer experiences by revealing purchasing habits, preferences, and interactions. After data collection, analysis begins. Advanced analytics tools help firms gain insights from raw data. For TESCO, this means finding patterns, trends, and correlations in data. The study informs inventory management, supply chain optimization, and targeted marketing initiatives, ensuring that the organization anticipates customer needs (Patel and Swamy, 2023). Data evaluation is essential to iterative improvement. Businesses may improve marketing and customer interaction tactics by carefully evaluating them. TESCO can assess promotion or product launch success. Systematic customer feedback analysis helps firms handle issues quickly and improve customer happiness. Strong data usage allows for customer experience personalization. TESCO segments customers by demographics, preferences, and habits using collected data. This segmentation allows for highly focused marketing initiatives that resonate with customers and demonstrate that the company knows and values their demands. A data-driven approach lets firms be proactive about customer happiness (Al-Suraihi et al., 2020). TESCO anticipates customer demands by researching prior buying patterns and preferences. This proactive approach improves customer satisfaction and builds trust. Data security and compliance are essential in the age of data privacy concerns. TESCO builds customer trust by handling customer data ethically and responsibly through data security and compliance. Customer engagement goes beyond shop transactions. TESCO uses social media to measure customer reaction, address issues quickly, and track trends. TESCO uses social listening tools to examine unstructured online data to understand customer preferences. Data collection is easy and real-time thanks to TESCO's strategic technological integration, including IoT. Smart shelves, RFID tags, and IoT devices in-store track product movement, improving inventory management and shopping experience. Data-driven decision-making improves operational efficiency and customer interactions. Predictive analytics helps TESCO forecast customer demand, manage supply chains, and optimize inventories. This predictive method minimizes operational expenses and improves customer service. 
2.3 Segmentation, Pricing strategies and Differentiation
·      Segmentation
Marketing segmentation models help customize strategies to specific customer groups, improving relationship management. These models are evaluated for efficacy, practicality, and adaptability. Segmentation has helped retail giant TESCO measure and enhance its Relationship Management system to survive in a competitive industry (Yawson and Yamoah, 2022).
Demographic Segmentation
This method groups consumers by age, gender, income, and education. It simplifies customer choices within each demographic
while providing a wide knowledge. Example: TESCO tailors marketing messages and promotions to demographics—for instance, family-friendly product promotions during school holidays or Clubcard reward program discounts for seniors. TESCO's Clubcard loyalty program exemplifies how segmentation is integrated into relationship management. TESCO customizes marketing by tracking customer purchases. TESCO uses Clubcard data to personalise purchasing by understanding preferences, shopping frequencies, and product categories.
Geographic Segmentation
Geographic segmentation is based on consumers' geographical locations. This approach accounts for aspects such as climate, culture, and regional trends to target customers by area. TESCO tailors its products to local tastes this way. Stocking seasonal or regional specialties depends on store location (Yawson and Yamoah, 2022). This localised approach shows comprehension of regional customer needs. Local store adaptations reflect TESCO's demographic segmentation strategy, adapting products to local tastes and preferences. Consider stocking ethnic meals in varied areas or seasonal products based on the local environment.
TESCO's personalized approach shows its dedication to satisfying neighbourhood requirements.
Behavioural segmentation
This approach classifies customers based on behaviours, including buying patterns, brand loyalty, and product usage. TESCO customizes promotions and product recommendations using this methodology. It offers discounts on regularly purchased items, personalized online suggestions, and targeted promotions for loyal customers (Kemper and Ballantine, 2019). TESCO's online platform uses behavioral segmentation to offer customized product recommendations. Customers' browsing and purchasing history informs the platform's product recommendations. This improves online buying and creates a sense of personalization, which builds customer loyalty.
Psychographic segmentation
This segmentation considers customers ' lives, interests, and values. This model examines purchasing decision psychology. TESCO markets use psychographic segmentation. Environmentally minded shoppers may support efforts that promote sustainable and ethically sourced products (Mohd et al., 2019). TESCO prioritizes sustainability through psychographic segmentation. TESCO has adopted eco-friendly initiatives to satisfy ecologically sensitive customers. This includes decreasing plastic packaging, encouraging reusable bags, and using eco-friendly suppliers.
Socioeconomic segmentation
This method categorizes customers by their social and economic standing. TESCO adjusts price and product offerings using this methodology. Introduce budget-friendly or premium products for higher-income consumers. This guarantees that TESCO serves a varied customer base with different purchasing power.
· Pricing Strategies
Competitive pricing
This method aligns prices with market competitors and is extensively used. TESCO positions itself relative to competitors on price. TESCO targets price-conscious customers by matching or undercutting competitors (Smith, 2023). This method attracts customers, especially those who evaluate prices before buying. Maintaining profitability during price rivalry with competitors is difficult. As a value-driven retailer, TESCO offers competitive pricing. TESCO keeps competitive and attracts price-sensitive customers by continuously monitoring competitors' pricing and changes. However, pricing battles can reduce profitability, so constant vigilance is needed.
Dynamic pricing
This adaptable method adjusts prices in real time based on market demand, rival pricing, and other considerations. TESCO's online platform use dynamic pricing to compete. This lets TESCO react quickly to market changes and demand (Wibowo et al., 2020). Dynamic pricing must be transparent to avoid customer displeasure. Pricing changes must appear fair and responsive to customers. TESCO's web platform uses dynamic pricing to optimize prices based on real-time factors. This method boosts competitiveness and market responsiveness.
Value-based pricing
This pricing strategy aligns product or service prices with perceived customer value. TESCO's finest range positions itself as a premium-quality product provider. Finest products are priced to reflect their high quality and uniqueness (Aiello et al., 2020). This strategy increases customer loyalty among high-end shoppers. Value-based pricing, like TESCO's finest line, builds a premium image. Prices reflect these products' perceived greater quality, enticing customers seeking a more exclusive shopping experience. Maintaining customer loyalty requires consistent, high-quality delivery.
Everyday Low Pricing (EDLP)
Consistently low prices without regular discounts or promotions. TESCO's "Everyday Value" line uses EDLP to offer affordable solutions. This method streamlines shopping and boosts value. To avoid buyers' equating cheap pricing with poor items, affordability, and perceived quality must be balanced (Sharmaa et al., 2022). Through the "Everyday Value" brand, EDLP supports TESCO's economical options. Low prices must not sacrifice quality to attract pricesensitive customers at TESCO. Long-term customer relationships require affordability and value. TESCO's Clubcard reward program offers high-low pricing at times. Data-driven promotions from TESCO boost customer loyalty by targeting buying habits. Customized discounts on regularly purchased items or exclusive offers for loyal customers improve relationships.
· Differentiation
Differentiation is a strategy to differentiate a company's offering in the market. Differentiation helps TESCO improve customer happiness and loyalty with its Relationship Management system.
Its differentiation includes: 
Product Differentiation
Tesco offers various Unique, high-quality products to attract and retain customers seeking specialized characteristics (James and Cooper, 2020)—with Extensive R&D and innovation. TESCO's Finest represents product difference. TESCO offers Premium-quality and exclusive products to clients who value a great shopping experience. Meeting changing customer expectations requires constant innovation in this area.
Services Differentiation
Great services offered by Tesco give it an edge. Personalized services and effective problem-solving improve customer satisfaction (Rosnizam et al., 2020). TESCO's Clubcard loyalty program differentiates services. Personalized promos, discounts, and rewards improve the shopping experience at TESCO. The program adapts to changing customer preferences and integrates across channels to stay effective. Tesco also has automated checkout, creating differentiation from competitors such as Morrison's.
Channel Differentiation
Tesco has multiple channels that make things convenient and accessible to a variety of customers. The company has more than 4,859 stores worldwide. However, this has also seen High infrastructure and technological costs. Customer experience must be consistent
across mediums (Wibowo et al., 2020). TESCO's Omni channel approach includes online and offline channels. Customers can easily switch between in-store and online shopping for numerous services.
Brand and Image Differentiation
A good brand image helps shape customer preferences. TESCO stands out for its sustainability and social responsibility. Reducing plastic waste, procuring responsibly, and assisting local communities boost brand image (Wibowo et al., 2020). It takes continual efforts to connect company practices with society's ideals to retain this image. While TESCO's differentiating tactics help Relationship Management, there are still challenges. Integrating innovation with consistency, responding to customer preferences, and aligning business operations with the brand image is crucial (Rosnizam et al., 2020). TESCO's Relationship Management strategy relies on its ability to differentiate itself to appeal to multiple customer segments and build loyalty. The critical evaluation emphasizes the necessity for strategic agility and a thorough awareness of changing customer expectations to differentiate in the competitive retail industry.
2.4 Ethics and Sustainability
In recent years, firms wanting long-term customer relationships have focused on ethics, sustainability, and customer-centricity. TESCO has purposefully incorporated ethical and sustainable principles.
Utilitarianism and Ethical Decision-Making
A consequentialist ethical theory, utilitarianism, promotes happiness and well-being. Utility principles influence TESCO's ethical decision-making, shaping its Relationship Management system (Kemper and Ballantine, 2019). TESCO's goal of eliminating single-use plastics supports environmental well-being. Such activities improve TESCO's ethical status and address societal issues, building a beneficial relationship with environmentally concerned customers.
Stakeholder Theory and Customer-Centricity
According to Stakeholder Theory, firms should consider the interests of all stakeholders, including customers, when making decisions. This theory informed TESCO's Relationship Management approach, emphasizing corporate responsibility and sustainability (Mohd et al., 2019). Customers view TESCO more favourably by meeting stakeholders' interests, such as ethical sourcing and community assistance. Stakeholder-centricity helps it create a Relationship Management system that extends beyond transactional interactions to address society's influence.
Triple Bottom Line (TBL) and Customer-Centric Sustainability
The Triple Bottom Line framework examines a company's economic, social, and environmental performance. The TBL strategy matches TESCO's ethical sourcing and carbon reduction efforts (James and Cooper, 2020). This complete sustainability plan addresses economic, social, and environmental implications to make Relationship Management customer centric. By demonstrating holistic sustainability, TESCO develops its relationship with customers who increasingly appreciate enterprises with environmental and social principles.
Corporate Social Responsibility (CSR) and Customer Trust
CSR highlights a company's responsibility to improve societal well-being. CSR efforts like the TESCO Community Food Connection program shape TESCO's Relationship Management system (Evans and Mason, 2018). By donating extra food to local charities, TESCO addresses social inequity and food waste, fulfilling businesses' ethical duty to benefit society. This builds customer trust because TESCO is actively helping the local community.
Ethical Consumerism and Customer-Centric Choices
The theory of ethical consumerism implies that customers increasingly consider ethical and sustainable concerns while purchasing. TESCO understands ethical consumerism and prioritizes ethical sourcing, Fair Trade, and sustainability (Jung et al., 2020). Ethically produced and environmentally friendly TESCO products let customers make relationshipcentric choices. TESCO attracts mindful customer and promotes a customer-centric, ethical product strategy by aligning with their beliefs. Customer perception of TESCO is positive due to its focus on sustainability and ethics. Rising interest in ethical consumption implies that TESCO's principles resonate with a large part of its customers. Sustainability concerns in the Triple Bottom Line and stakeholder-centric approaches establish TESCO as an organization that realizes interconnected economic, social, and environmental factors (Al-Suraihi et al., 2020). In Relationship Management, this is knowing customer needs beyond transactions. CSR increases TESCO's relationship with customers who value the company's community involvement. Challenges remain, and 'Customer Centrality' requires constant efforts. TESCO must balance affordability and ethical sources, for instance. The company must regularly inform customers of its ethical and sustainable practices to build the customer-company relationship.
3.0 Conclusion 
The complete analysis of TESCO's activities shows a diverse corporate strategy. TESCO's data collection and analysis system uses technology to provide individualized customer experiences. Demographic, regional, behavioral, and psychographic segmentation tactics demonstrate TESCO's deep awareness of customer demands and preferences. Competitive, dynamic, and value-based pricing helps TESCO balance cost and quality, appealing to customer categories. Product, service, channel, and brand differentiation models demonstrate TESCO's dedication to a diversified and unique customer experience. Integrating ethics and sustainability into TESCO's operations emphasizes its social and environmental responsibility, promoting a better Relationship Management system. Some areas need development. TESCO should communicate its ethical and sustainable practices more openly to succeed. TESCO can improve its position by using new technologies for tailored customer experiences and supply chain sustainability innovation. Exploring eco-friendly packaging and working with ethical suppliers would strengthen TESCO's environmental responsibility. Tesco should ensure The Relationship Management system's adaptability to changing customer demands, technological advances, and the constant pursuit of sustainability through tools such as advanced CRM software, predictive analytics, and AI-driven personalization strategies.
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