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Background and Context
In today’s context of stiff and ever-shifting market dynamics, maintaining customer relationships is the key to long-term organizational strategic positioning. Sustainable customer relations are not ordinary tactical-level transactional contact but a strategic relationship that aims at creating transformational trust, loyalty, and benefit over time (Al-Bashayreh, et. al.,2020). They require ethics, customer-centricity and CEM, programmatic contact to be established between the organizational goals and customer needs and wants. In recent years, thanks to increased knowledge and the development of social thinking, people have chosen branded products that meet such values.
Objective and Scope
The primary aim of this report is to critically evaluate Tesco’s approach to sustainable customer relationship management and its impact on organizational performance. The analysis focuses on several key areas:
• Profiling Tesco to understand its historical development, current market position, and mission.
• Assessing the Role of Data in building sustainable customer relationships, with an emphasis on how Tesco leverages data for customer-centric marketing.
Thus, this report provides an assessment of Tesco’s CRM initiatives and their relation to customer value, firm profitability, and sustainability based on available data and case study evidence.


[bookmark: _Toc183275920][bookmark: _Toc183276529]Task 1: Profile 
[bookmark: _Toc183275921][bookmark: _Toc183276530]Historical Development
Tesco today was established in 1919 by Jack Cohen from a single, simple stall in London. The name Tesco was first used in 1924 from the initials of T.E. Stockwell a supplier of tea and Cohen (Kar, et. al.,2021). Tesco started its journey in 1931 at Burnt Oak and aimed to grow up quickly for which they concentrated on self-service stores in the early 1950s. The group started growing in the 1960s and by the end of the decade, Tesco bought several retail chains and became one of the biggest supermarket groups in the UK.
Major landmarks are the creation of the Tesco Clubcard in 1995, which changed the concept of store loyalty and the start of Tesco.com in 2000 transforming the concept of internet grocery shopping (Mason and Jarvis, 2023). Internationalization started in the early 1990s in Asia and Central Europe, but some of them, for instance, Fresh & Easy in the USA were later spun off. We observed that Tesco shifted primarily towards CSR and ethical sourcing for sustainable business in the 2000s.
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Tesco Plc has been the market leader in the UK selling groceries and having a market share of about 27 percent in 2024. The chain currently has more than 4,000 store locations in Great Britain and also has thirty-five stores in Ireland, Central Europe and Asia. The company in the last financial year had £57 billion in revenues which was a 4% up from the last financial year 2022 (Bedford, 2024). 
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Figure 1: Revenue
Source: (Bedford, 2024)
This was about £2 billion while profit after tax and exceptional items averaged £1 billion representing good performance and strong cost control. 
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Tesco's mission statement is:
”High-quality products and services at affordable prices to customers daily.”
Core values underpinning this mission include:
1. Customer Focus: Striving for achieving customer focus in business strategies.
2. Sustainability: Measures about emissions and efficiency, management of waste, and purchasing that is environmentally friendly.
3. Integrity and Transparency: Ethical business practices as the path to trust relationships.
Many of these values are highlighted by Tesco’s sustainability objectives including Carbon neutrality by 2035 and having 0% non-recyclable packaging by 2025 (Grieco, 2020). It is for these reasons that Tesco is a member of the UN Global Compact and publishes extensive annual and quarterly CSR reports.
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Acquiring, analyzing and evaluating customer data plays a very significant role in creating sustainable consumer relations (Zhang et al., 2020). The use of data in organizations and the management of customer relations in the modern world depends mainly on the gathering, analysis, and application of data. From this insight, it becomes possible for a company to adjust its marketing strategies and make sure that they are appropriate towards the needs of the customers to cultivate brand loyalty.
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1. Customer Insights: Data collection assists organizations in categorizing their client base to meet special needs and desires. This guarantees an effective mix of information based on well-targeted recipients (Grosh, et. al., 2022).
2. Predictive Analytics: Data helps companies understand the needs of the clients and the market; hence the chance to be proactive (Valli, 2024).
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1. Tesco Clubcard:
Launched in October 1995, the Clubcard is one of the most effective examples of data-based CRM (Kumar Duvvarapu, 2019). It tracks customer purchases, enabling Tesco to:
• Segment Customers: Purchasing behaviour is used to segment customers in Tesco, and then market to them based on the segment.
• Offer Personalized Discounts: Clubcard holders get coupons and special offers about their preferential purchases’ frequency enabling them to buy the products (Mason and Jarvis, 2023).
• Predict Trends: Clubcard data is applied in Tesco to predict the demand for some products, which will help in managing the stocks.
Impact: The case of Tesco depicts that more than half of its customers use Clubcard further affirming the truth of targeted promotion.
2. Customer Feedback Systems:
Tesco has numerous ways of seeking feedback through online surveys, terminals in its stores and social media. This feedback is analyzed to:
• Identify Improvement Areas: Tesco can also meet special concerns, increasing customer satisfaction (Abdelazim, 2022).
• Innovate Products and Services: Evaluation applied to the development of products and services reflecting market needs to ensure that service offerings are satisfactory.
Example: Due to customer descriptions of the company’s foods, Tesco was able to launch what it called, the “Food Love Stories” initiative.
3. Data Analytics in Supply Chain Management:
Tesco constantly engages in predictive demand and supply chain analysis by incorporating business intelligence networking. This saves cost since products that are not required in large quantities are not stocked, there is an aspect of sustainability in that products that customers need most are replenished most often.
[bookmark: _Toc183275928][bookmark: _Toc183276537]Grounded Theories Justifying Data-Driven CRM
1. Relationship Marketing Theory:
This theory focuses more on the generation of customer associations rather than the generation of brief sales. Such insights enable	 Tesco to establish and maintain such relationships because they guarantee the provision of value and the customization of experiences (Meng, 2024).
2. The 360-Degree Customer View:
This concept implies the unification of information that is accrued from various contact points to give a single perception of the customer (Salazar Flores, 2023). To build this comprehensive picture, Tesco integrates information about the company’s in-store sales, web sales and Clubcard activities.
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Tesco has a complicated segmentation to efficiently market to a wide customer base. The company segments its market using various criteria, including demographics, purchasing behaviour, and psychographics:
1. Demographic Segmentation:
Tesco aims to compete for various age groupings, income brackets and family size (Samdani, 2020). For example, they provide value-oriented products targeting low-coming consumers while providing premium products for high-coming income earners. Tesco Finest targets higher-income consumers whereas, Tesco Everyday Value targets consumers, who prefer products at a cheaper price.
2. Psychographic Segmentation:
Tesco also accommodates lifestyle and values. From this consideration, customers who are conscious of sustainability are offered environmentally friendly products and promotional activities (Kuksa, et. al.,2024). The new line called “Tesco Organic” is aimed at people who pay attention to their health and the environment.
Critical Analysis:
According to Tesco, its segmentation method is very successful, as it allows the company to meet various client needs and encourage customer loyalty. However, sustaining this across segments is another ball game, particularly with the increasing forces of discounters such as Aldi and Lidl prevailing in the market. While the case discusses how Tesco can undercover the new era of consumer data for micro-segmentation, that strategy involves constant refinement to stay ahead of the game.
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Tesco’s pricing strategy is a critical component of its marketing relationship management, aimed at balancing affordability with value:
2. Promotional Pricing:
Tesco employs dynamic pricing in a way that includes, specific seasonal promotions, multiple buys as well as low-priced products (HELMI and ABDULRAOUF, 2020). For instance, “Clubcard Prices” a pricing strategy offers special discounts only for customers who have club cards hence enjoying a greater degree of privacy ultimately dictating their purchase frequency.
Critical Analysis:
Tesco Organisation has effectively developed a complex pricing strategy that fulfils the different needs of its customers and increases market share (Keiningham, et. al.,2020). Although, the price war with nature competition, competitors who offer cheaper prices might affect the margins. Therefore sustaining the price competition with appropriate profitability and perceived value for the product is paramount. The application of Clubcard specifics in offering personalized discounts promotes customer loyalty but needs to be properly realized so as not to diminish brand equity.
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Tesco differentiates itself from competitors through several key strategies:
1. Product Range:
Tesco has a huge range of products which begins from essential commodities to specialized products which are categorized under Tesco Finest (Mooney, 2019). This bread of products and services assures that it can satisfy various segments of the market under one roof. Further differentiation can be observed with the addition of plant-based products and gluten-free food products made by the firm.
3. Customer Service:
Customer service is another area where Tesco has put a lot of effort; whether this is online or in actual stores. Self-service means “Scan as You Shop” and Self-checkout is convenience-enhancing (Wilk, 2019). Tesco Mobile and Tesco bank services bring about diversification to the business beyond the food retail business providing additional value.
Critical Analysis:
The strategy of differentiation that Tesco applies is just as good as putting the organisation in the limelight in a very competitive era today (Abdelazim, et. al., 2022). Making product quality, innovativeness and digital change improves customer experience and satisfaction. Nevertheless, sustaining this kind of differentiation becomes an issue due to enhanced competition and changing customer preferences. The organisation must reinvest in technology and product development to maintain this type of competitive advantage.
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Tesco has made significant strides in corporate social responsibility (CSR) and sustainability, recognizing their importance in building long-term customer relationships:
1. Environmental Initiatives:
The current climate change policy set by Tesco is to become a carbon-neutral company by 2035 (Sattler, et. al.,2024). They have made efforts to curb the emission of carbon and this includes using green energy within stores besides ensuring efficient route planning to cut on fuel usage. Tesco also aims at food waste minimization, in a way, by working with food banks and surplus redistribution organizations.
3. Packaging and Waste Reduction:
For its part, Tesco as part of its sustainability journey has pledged to ensure all packaging is reusable or recyclable by 2025 (Ashraf, et. Al.,2020). Sustainability strategies such as cutting back on the use of plastics or encouraging the use of bags suitable for reuse are perfect examples of what the customer wants in terms of sustainability.
4. Community Engagement:
Tesco being involved in the community supported it whereby there is funding of community projects such as the Tesco Community Grants. Over the COVID-19 period, Tesco was among the prominent parties that provided an important contribution of food aid to needy populations.
Critical Analysis:
CSR and sustainability initiatives have played a great role in improving its brand image and hence customer loyalty at Tesco (Nyame-Asiamah and Ghulam, 2020). Ethical stewardship has become an essential aspect of branding as it is becoming popular among customers. But the key problem here is to be as transparent as possible when it comes to these measures and guarantee that they do bring benefit on the customer side. 
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Customer centrality is at the heart of Tesco’s marketing relationship strategies. By placing the customer at the core of its operations, Tesco aims to deliver personalized experiences, high-quality products, and exceptional service.
Connection to Strategies:
• Segmentation ensures Tesco understands and meets the diverse needs of its customers (Hartfield, 2024).
• Pricing Strategies reflect a customer-centric approach by offering value and affordability.
• Differentiation enhances the customer experience through quality, innovation, and convenience. 
• Sustainability Policies fit the desires of the customer base and help create positive customer associations.
Example: The Tesco Clubcard which provides tailored for the customers yet basic loyalty program is an example of customer orientation. This not only meets the customer needs satisfaction but also makes the Tesco customer relationship more solid.
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This report has analysed how Tesco has implemented a sustainable CRM strategy on customer segmentation, pricing techniques, differentiation and ethical issues. The growth rate of Tesco, its strong competitive power, and its unique mission of providing consumers with products at the right place and at the right time have made Tesco a giant in the field of retailing. This has been well complemented at Tesco by the use of data accumulated from the Tesco Clubcard and the customer feedback systems to improve its understanding of the needs of the customer. Further, Tesco has used a multifaceted approach to pricing coupled with a vast range of differentiation attempts to guarantee the company’s competitiveness. Client trust and loyalty, have been enhanced by their adherence to sound ethical practices, and sustainability initiatives.
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1. Data Utilization:
Tesco has always been on top of the game when it comes to data use; the superior Clubcard is a perfect example of how to engage in personalized marketing. This has not only kept the customers coming back but also given very useful information about the behaviour of consumers in their buying processes.
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Enhanced Data Utilization:
Tesco is good at data collection, but there is room for improvement in the way of using more advanced data analysis. Recommendation and AI can also be implemented further to better predict trends and tailor customers’ engagements in real-time. Increasing understanding and analysis of the dynamic of data to increase customers’ engagement participation would positively enhance customer relations.
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The idea of sustainability will continue to be an important part of customer relations. Continuing the further development of such programs, aimed at increasing ethical procurement, decreasing waste, and increasing support to the local population, will be crucial. Concerning the third objective, Tesco’s ability to share these efforts transparently will create stronger bonds with consumers mostly those who are conservation-conscious.
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