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Historical Development - Tesco is one of the biggest and most recognized supermarket chains in the United Kingdom, having a history of over a century. The first Tesco store opened in 1929 at Burnt Oak, Edgware. Tesco changed from a shop selling dry goods to running large self-service supermarkets by the 1960s and then listed on the London Stock Exchange in 1964. Expansion has been achieved through acquisition, including Booker supermarket in 1961. The Company has diversified with time including banking with Tesco Bank, telecommunication with Tesco Mobile, and clothing with F&F Clothing. The extra retail stores by Tesco started trading in the hypermarket style in the 1990s and 2000s, and it enhanced its internet grocery offer (Tesco, 2024).  Its focus on the customer combined with constant change to respond to changing market conditions ensures Tesco continues holding a leading share of the UK retail market. In 1919, Jack Cohen transformed an East End grocery stall in London into a retail giant. The name comes from Tesco, which was derived from his supplier's surname T.E. Stockwell, and his two initials. It gradually became a name that became synonymous with quality groceries at affordable prices. Tesco has grown from being a small, local market vendor into today's global retailing giant that maintains a strong presence in many countries. 
Current Market Position - As of 2024, Tesco remains the UK's largest grocery retailer. Market share stands at about 27-28% (Meng, 2024. p.136-142).  This dominance is being tested over time by discount operators; although Aldi and Lidl continue to gain ground on Tesco, the latter remains a strong player in the highly competitive UK supermarket sector. The strength through solid market share is maintained by Tesco through competitive pricing and innovation and an equally strong online presence. Profit Status Tesco restored profitability in the mid-2010s after drastic restructuring. For fiscal 2023, the company reported a pre-tax profit of £2.6 billion, which indicates a very good recovery. Even as inflation has been rising and discounters pose threats to their business, most aspects of profitability rested on the efficiencies of their operations, an accelerating online grocery business, and also other services like banking and telecommunications (Garnett et al., 2024. p.1-23).  
Mission Statement Tesco's mission is to "serve customers a little better every day." This means the company remains committed to improving customer service, delivering value for money, and enhancing the shopping experience through innovation and operation excellence.
Today, Tesco operates a broad range of outlets, from supermarkets and large hypermarkets, referred to as Tesco Extra, to much smaller convenience stores, such as Tesco Express. Tesco also has a separate business in banking, under Tesco Bank, and telecommunications under Tesco Mobile. Tesco is now keeping the highest market share of the grocery sector of the United Kingdom, holding about 27-28% in 2024. The continuous rise of discount retailers and online shopping is only pushing Tesco to deliver value and convenience even more, being backboned by its mission, to serve customers a little better every day (Tesco, 2024). 
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Impact of Data Collection, Analysis, and Evaluation on Sustainable Marketing Relationships at Tesco
Data collection, analysis, and evaluation are some of the most important tools that define the present retail context. For the company Tesco with thousands of customer contacts and data points, using data appropriately allows for more personalized and targeted marketing approaches to be undertaken. This is very critical for developing strong relationships with customers as well as loyalty in the long term.
Data Collection
Tesco gathers tremendous volumes of data through various touch points, which may include loyalty programs (Clubcard), online purchases, in-store, and customer feedback. The direct benefit that is reaped from Clubcard is the insight into customers' buying behavior, preferences, and demographics (Nugraha et al., 2024. p.100227).  Tesco gathers further data with its website, mobile application, and store technologies, such as self-checkouts, which tend to build enormous data assets from which Tesco gets an insight into what the customer buys when they buy it, and why they make that particular decision.
Data Analysis A great deal of this data is then analyzed subsequently to determine trends and insight. Advanced analytics at Tesco also help in the segmentation of its customer base and carve out appropriately targeted marketing strategies. For instance, shopping habits can be analyzed, and based on that, offers, promotions and recommendations about some particular product can be tailored toward an individual customer. It further reinforces customer experience and creates a likelihood of repeated purchases at the same store, leading to strong relationships.
Data Analysis
The evaluation stage calls for judging the success of a marketing campaign by the given customer response and sales data. Tesco measures whether its proposed campaigns, discounts, and products will succeed (Riedi et al., 2024. p.1463806).  It gauges the extent to which customers are satisfied, interested, and loyal to its brands. This helps the company know where it needs to improve. For instance, if a given deal attracts less engagement than projected, Tesco can assess the marketing promotion's validity as well as its timing of deployment and customer segmentation strategy in a bid to better subsequent marketing campaigns.

Durability of Marketing Relationships
Consistent collection and evaluation of customer data are very important to Tesco, for the company to be assured that marketing efforts are very much based on customers' needs and preferences, which leads to more sustainable marketing relationships as perceived by the customers. Personalization leads to loyalty, while data-driven decisions make Tesco proactive in providing for the needs of its customers (Jamshaid et al., 2024). In addition, the data analysis will enable Tesco to develop more ethical, transparent, and customer-centric marketing practices, which are of extreme importance today in a socially conscious market.
Data-driven marketing relationships Between Tesco and its customers may become quite dynamic and responsive, and such relationships will then remain sustainable for the long term. And because constant evaluation will allow it to perfect its strategies, enhance customer satisfaction, and establish deeper and meaningful relations, relationship building will be easier in doing so.
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Tesco's Marketing Relationship Strategy: A Critical Analysis
Tesco's marketing relationship strategy focuses on understanding and catering to the needs and wants of the customer with segmentation, pricing, differentiation, and ethics leading towards its concept of "Customer Centrality" where the customer is at the center of its business model. Let's critically analyze each of these.
Segmentation - Tesco employs customer segmentation as a marketing strategy to tailor efforts towards different consumer groups. 
Positive aspects - Several benefits can be seen in the case of Tesco in its customer segmentation approach, including highly targeted offers and promotions to the right consumer, strengthens customer loyalty, enhances sales through promotion targeted to particular consumer groups through the Clubcard program. It enhances the proper allocation of resources and increases customer retention (Hartfield, 2024. p.68-83). 
Negative aspect - Data privacy issues may be one problem since the customers would feel uneasy about the amount of personal information gathered. Too many offers tend to clutter customers' minds, whereas some market segments are left in the dark. Costs of sophisticated segmentation as well as overdependence on data are likely to further impede effectiveness and customer satisfaction in general.
Pricing Strategies - Tesco operates a multi-price tier of "Every Little Helps," thereby showing value for money with the provision of premium products through Tesco Finest. 
Positive aspect - Tesco's pricing policy, which includes "Price Match" with Aldi, caters for the price-sensitive customer and that willing to pay more for premium value (Sindhuja and Rani, 2024. p.628-651).  Value offerings such as Everyday Value target the budget conscious consumer while the premium products under Tesco Finest go to customers who are willing to spend more for quality. Such flexibilities in pricing therefore strengthen customer loyalty since different needs are satisfied without loss of quality.
Negative aspect - It has its issues in terms of margin compression due to price matching and the loss of customers who see the premium products too expensive. In addition, keeping the quality both without compromise and price without extravagance at a similar level across various segments will be difficult to manage. 
Diversity - Product/Service portfolio diversity comprises product quality, convenience, and customer service. 
Positive aspect - The product portfolio ranges from Everyday Value to Tesco Finest and caters to a large chunk of customers, hence ensuring relevance to a broad market (Chaker et al., 2024. p.1-14). Convenience store formats and online services all ensure smooth shopping, which brings much higher customer satisfaction. This latitude generates strong, stable relationships in various customer segments.
Negative aspect - This can be resource-intensive and lead to operational complexities in managing such a wide array of products. Then, too, there is the risk of brand identity dilution when quality is not maintained consistently through various lines, and covering all these different customer groups stretches Tesco's focus and resources too thin.
Ethical and Sustainability Policies - Tesco has implemented several policies that are ethical and sustainable towards gaining customer trust and loyalty (Jones, 2023. p.97-121). 
Positive aspect - This promise towards sustainability is furthered by Tesco in its "Little Helps Plan" in the form of addressing ethical demand from a rising number of customers. It enhances brand image, fosters customer loyalty, and attracts customers concerned about the environment through measures to reduce emissions and cut food waste.
Negative aspect - This translates to zero emissions in 2050 as well as tremendous waste reduction. That in itself would necessitate a tremendous amount of investment and effort over a very long time. There's always the risk of consumer skepticism if the rate or communication behind the progress isn't helping move the market forward (Kumar, 2023. p.11-19). 
Customer Centrality - It places the customer in the middle of its strategy through segmentation, pricing flexibility, differentiation, and ethical practice. 
Positive aspects - It focus on sustainability and customer-centricity strengthens relationships and fosters loyalty through creating trust. Products and services that are tailored to customers' needs create a personal experience and engagement in the long run.
Negative aspect -  These goals require heavy investment and can quickly become susceptible to inconsistent delivery across all touch points, thus opening a doorway for disillusioned and distrustful customers if their expectations are not met.
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Sustainable Marketing Relations with Tesco.
Tesco's marketing policy has created a strong foundation for sustainable customer relationships through personalized segmentation, competitive pricing, product differentiation, and ethics and sustainability-oriented practices. While the company results have, as such been salutary, there are several areas with a lot of opportunity to grow even more to further strengthen Tesco's market position.
Key Strengths:
1.  Segmentation and Personalization: The insight derived from the data allowed Tesco's Clubcard program to do so, directly segmenting and targeting high, precise marketing, allowing appropriate promotional messages for customers and driving them toward loyalty and repeat business. Understanding the customer and their value drives the regurgitation of information, ultimately related to being able to match their needs to form relationships over time (Gan and Yan, 2023. p.167-172). 
2. Pricing Policy Because Tesco can always exercise price flexibility, tiered pricing policies, and competitive price matching for example, with Aldi, guarantee that the business reaches as broad a spectrum of customers as possible-from budget-conscious to high-end product users. The policy suits Tesco's "Every Little Helps" ethos, sure to attract a broad customer base.
3. Ethical and Sustainability Practices: Sustainability efforts from Tesco in carbon emission-cutting, food waste-cutting, and sourcing ethically are strong resonances coming out from socially-conscious consumers of today. These activities instill trust and show how deeply committed Tesco is to social responsibility thus furthering its brand reputation and customer loyalty (Stancu et al., 2023. p.218-234). 
Areas for Improvement:
1. Differentiation in Competitive Markets: Tesco has a wide variety of products and services. However, discounters like Aldi and Lidl have entered the market recently. Meanwhile, the growing power of the e-commerce shopping platform also challenges Tesco's market leadership. Conversely, deeper divergence toward excellent customer experience, new delivery services, and unique merchandise will make Tesco maintain its market leadership position.
2. Digital Experience Optimization: While Tesco has made huge strides in its online business, there is still much to be pushed on the digital side of things. Enhancing user experience, online personalization, and seamless experiences between its brick-and-mortar stores and digital outlets can ultimately increase loyalty and customer satisfaction (Yi et al., 2024). 
Conclusion Tesco's marketing strategy has so far made it develop a sustainable marketing relationship with its customers. While further improvement can be seen in the differentiation and digital strategies implemented, Tesco can even strengthen their customer relationships continually in this competitive environment of retailing.
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