

Executive Summary 

This study takes a close look at how long-term relationships with customers have helped Tesco, a big store in the UK, and its customers. When a business and a customer have long-lasting, value-based relationships, where both sides benefit socially, economically, and environmentally, this is called a sustainable customer relationship. Tesco's approach to building these relationships has big effects on brand image, customer loyalty, and the company's overall performance.

Tesco has put more and more effort into being environmentally friendly and sustainable, especially through programs like Clubcard and responsible buying. Tesco has been able to build a loyal customer base by incorporating sustainability into its customer connection strategies. Customers, particularly millennials and Generation Z, care more about the environment and tend to choose companies that act honestly. These customers appreciate Tesco's efforts to offer sustainable products, cut down on trash, and support fair trade projects. This builds trust in the brand and keeps customers coming back.

From a business point of view, long-term relationships with customers lead to more sales and better customer lifetime value. Tesco stays ahead of the competition by tailoring services to each customer's wants and keeping up with changing market trends. Sustainable relationships also encourage good word-of-mouth marketing, since happy, eco-friendly customers often tell others about their experiences, which increases Tesco's market reach.

Tesco's supply system is also affected by these relationships in a big way. By keeping long-term relationships with suppliers who follow sustainability standards, Tesco makes sure that goods are sourced ethically. This not only helps the environment but also lowers operational risks related to damage to the company's image and problems in the supply chain.

In conclusion, a long-term relationship with a customer is very good for both Tesco and the buyer. For Tesco, it means more brand loyalty, happy customers, and better financial success. For customers, it means being able to get products that are ethically sourced and good for the environment. Sustainability can be a key factor in success in the tough retail business, as shown by this model that benefits everyone.
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Introduction


Violeta Alina Moros produced this report in response to a request made by the Marketing Executive Officer of Marketing Focus, an online journal produced by Tesco. With a focus on Tesco's segmentation, price, differentiation, and sustainability practices, this paper offers a detailed examination of the company's marketing relationship approach. The research looks at how these elements affect consumer loyalty over the long run and grow. Though Tesco is effective at segmentation and differentiation, which is in accordance with Lee (2018)'s perspective that personalised marketing methods are rather crucial, there are still problems to be tackled in areas like maintaining pricing consistency and engaging customers across all touchpoints. Furthermore, underlined in the research is the need to include sustainability in consumer experiences in a more all-encompassing sense. 














Task 1 - Tesco Profile 


Jack Cohen started Tesco in 1919 as a small market shop in London. At first, the business mostly sold extra groceries, but as it grew, it expanded into other fields, such as clothing, electronics, and financial services. When Tesco launched its Clubcard reward program in the 1990s, it changed the retail industry and made its position as the market leader in the UK even stronger (Company Histories, n.d.).
Tesco continues to hold the top spot in the UK grocery market as of 2024, holding a roughly 27% market share. The company has demonstrated endurance in the face of fierce competition from rivals like Sainsbury's and Aldi, showing growth, especially in its online and convenience store areas. The key to Tesco's ongoing success has been its emphasis on integrating technology to improve the consumer experience by growing its delivery service and developing its digital platforms (Tesco Annual Report, 2024).

In 2024 Tesco experienced noticeable financial success; its profit margins increased significantly. Tesco has chosen to focus on its main business in the UK because its efforts to expand internationally have not been as successful (Tesco Annual Report, 2024)}. The company has cut costs by improving its supply chain and streamlining its processes to achieve long-term growth (Business Chronicler, n.d.).
With the slogan "to serve customers a little better every day," the business emphasises its dedication to providing convenience, quality, and value. According to Tesco's 2024 Annual Report, sustainability is still a top priority, with measures to lessen its carbon footprint and increase social responsibility.








Task 2 - Data collection, analysis, evaluation - impact on a ‘Marketing Relationship’ and contribution to its sustainability 

Data collection
 
The process of obtaining pertinent data to comprehend consumer trends, tastes, and behaviours—all of which influence strategic choices—is known as data collection in marketing. Both quantitative and qualitative data are used, including demographics and sales figures as well as customer opinions and feedback (Halcomb, 2016). To assess marketing effects, Kipf et al. (2016) state that “efficient data collection techniques incorporate platforms for data analysis and exchange”. Additionally, Business Wire (2020) stresses the need for unified analytics platforms for measuring sustainable marketing, emphasising the necessity of privacy-conscious data collection techniques in contemporary marketing campaigns.

Data collection is important for building long-lasting marketing relationships because it helps businesses learn more about their customers' wants, needs, and habits. According to Kotler et al. (2024), marketers can use data to make the customer experience better, make goods more relevant to each customer, and build trust. This constant contact keeps clients interested and loyal over time. But collecting data must be done smartly because risks like privacy problems and the misuse of personal data can hurt trust (Korolov, 2019). 

Tesco can discover consumer trends through data collection, which offers insights into preferences, buying patterns, and market demands. Tesco can better satisfy customer needs by customising its product offerings and promotions through the analysis of this data. Braun, Clarke, and Grey (2017) assert that “gathering qualitative data improves strategic decision-making by providing a deeper insight into consumer behaviour”. Tesco's ability to monitor consumer trends also aids in the promotion of sustainable practices, as Mataracı and Kurtuluş (2020) emphasise how crucial it is to match marketing tactics with environmental awareness to promote sustainable consumer behaviour and fortify the company's marketing partnership.

Data Analysis
 
The process of looking at and analysing data to create well-informed decisions that enhance strategy and performance is known as analysis in marketing (Jobber & Ellis-Chadwick, 2023) Effective analysis incorporates data collecting and exchange to assess impact, guaranteeing that marketing choices are informed by data and in line with corporate objectives (Kipf et al., 2016).
Data analysis helps companies build long-lasting marketing partnerships by customising strategies for long-term engagement by giving them information about what customers want and how they act (Kotler et al., 2019). 

Tesco's marketing is much more successful because it knows more about its customers' habits and interests thanks to data analysis. By looking at how customers buy things, Tesco can give them personalised rewards that make them happy and more loyal (Chowdhury, 2016).  Tesco can keep an eye on how the market changes and make sure its products meet customer wants thanks to data analysis (Russell, 2016). This is clear from the fact that it is getting a bigger share of the market. These insights are good for both Tesco and its customers because they help the company stay competitive and marketing strategies that are good for the earth. 

Marketing Evaluation 

The process of evaluating marketing tactics and initiatives to ascertain their influence on corporate goals is known as marketing assessment. Marketing evaluation, especially in the era of social media, when real-time feedback and participation are essential to building successful customer relationships, helps firms determine how effectively their tactics match client wants and expectations (Khanlari, 2015).
Through marketing evaluation, companies can improve their strategies by looking at how satisfied and involved customers are. This has a direct effect on the long-term success of marketing relationships (Malhotra & Agarwal, 2021). 

Businesses can make changes and keep customers loyal by looking at how they connect with them (Buttle & Maklan, 2019). Deszczyński (2021) says that ongoing evaluation strengthens a business's competitive edge by making sure that marketing efforts match shifting customer needs. Building trust and long-lasting connections encourages long-term growth, which is necessary for the success and longevity of a business. 

Tesco may evaluate the success of its efforts through marketing evaluation, especially with data-driven insights from loyalty programs like Clubcard. By providing tailored incentives and promotions, this analysis enhances marketing connections and promotes client loyalty and pleasure. 
Donnelly et al. (2015) point out how "big data" improves this procedure and helps Tesco comprehend customer behaviour. Furthermore, Gorton et al. (2013) stress that by matching customers' beliefs and guaranteeing sustained engagement and loyalty, cause-related marketing campaigns, as measured by consumer feedback, can support Tesco's sustainability ambitions.

Task 3 - Tesco’s ‘Marketing Relationship’ strategy 

Segmentation  

Tesco makes sure that its goods are right for different groups of customers by using customer segmentation to create personalised marketing strategies. The company uses data analytics from its Clubcard reward program to learn about its customers' likes and dislikes, demographics, and buying habits (McDonald & Dunbar, 2010). Targeting customers with relevant deals and items by dividing them into groups based on things like area, past purchases, and preferences can make the whole shopping experience better for customers at Tesco. Gómez-Suárez and Martínez-Ruiz (2016) stress how important it is to understand how people behave in the retail industry to divide the market successfully and send the right products to the right people. For example, Tesco's focus on health-conscious customers led to the release of healthier and more organic food items, which appealed to a growing group of consumers who care about the environment.
Pricing Strategies

Tesco's pricing strategy is centred on providing transparent and competitive pricing by emphasising value for money through its "Every Little Helps" approach. The goal of this technique is to increase client loyalty while preserving affordability. The "Big Price Drop" campaign by Tesco, which enabled the corporation to lower prices on important products across many categories, is one noteworthy example. This tactic made Tesco more appealing to price-conscious customers, especially in hard economic times, which led to an increase in market share, according to Retail Week (2011). By setting customer needs first when setting prices, Tesco achieves customer centrality by using prices to build trust and make sure customers are happy.

Differentiation

Tesco's marketing relationship strategy also heavily relies on differentiation. Both its product portfolio and its dedication to customer service set the organisation apart. Tesco's private label products, such as its Everyday Value and Finest lines, provide consumers with high-quality substitutes for name-brand items. Retailers can boost their competitive edge and foster more consumer loyalty by concentrating on strategically marketing private-label products, according to Gómez-Suárez and Martínez-Ruiz (2016). By offering a variety of options, Tesco's private brands satisfy different consumer preferences and support its customer-centric strategy. Tesco also sets itself apart from the competition with cutting-edge services like click-and-collect, home delivery, and online shopping that are intended to satisfy consumer convenience demands and create a flawless shopping routine.

[bookmark: _Hlk183514259]Ethical and Sustainability Practices

Tesco has made a commitment to sustainability and moral business practices by implementing several programs designed to lessen its environmental effects. Responsible product procurement, lowering carbon emissions, and decreasing food waste are all part of the company's sustainability initiatives. By collaborating with farmers to adopt eco-friendly methods, Tesco's "Sustainable Farming" campaign makes sure that their goods benefit both the environment and consumers. Palmer (2004) asserts that putting these sustainable principles into reality helps businesses gain the trust of their clients and match their operations with the increasing demand from customers for corporate responsibility. By reducing the amount of plastic packaging it uses and encouraging recycling, Tesco also shows that it understands the moral problems that customers are becoming more and more interested in. By making Tesco a better choice for people who care about ethics, these actions help the company gain long-term user centrality.

Achieving Customer Centrality

Understanding and satisfying consumer demands is at the heart of Tesco's marketing engagement approach. By emphasising differentiation, competitive price, segmentation, and sustainability, Tesco makes sure that its operations are always in line with what customers want. Tesco's recovery and expansion have been largely attributed to its emphasis on preserving a sizable market share while fostering consumer loyalty (Leisch, Dolnicar, & Grün, 2018). Tesco's customer ties are further strengthened by incorporating sustainability initiatives, which also address consumers' growing concerns about environmental issues. In general, Tesco's marketing strategy is to not only boost sales right away but also foster enduring consumer loyalty, establishing a long-lasting, customer-focused strategy that can adjust to shifting market conditions.

Conclusion

Tesco has established a strong marketing relationship with its customers by using competitive pricing, effective segmentation, product differentiation, and an emphasis on sustainability and ethical business practices. By adjusting its products to the preferences and needs of its customers, these tactics assist Tesco in achieving customer centrality. Palmer (2004), Gómez-Suárez and Martínez-Ruiz (2016), and Russell (2016) are just a few of the sources that emphasise how important this all-encompassing strategy has been to Tesco's ability to hold a dominant position in the fiercely competitive retail industry.

Task 4 - Conclusion 
To sum up, Tesco's marketing relationship approach shows a lot of strength, especially in areas like product differentiation, market segmentation, and its ethical sustainability standards, all of which help to build a solid basis for long-lasting marketing partnerships. To preserve long-term client loyalty and competitiveness in the market, some aspects must be continuously improved.

Strengths

Tesco's segmentation strategy works quite well, enabling the business to meet a wide range of client needs according to behavioural, demographic, and regional characteristics. Tesco successfully employs market segmentation through its Clubcard program, which allows businesses to target consumer groups with customised offerings, as Dickson and Ginter (1987) pointed out. This makes it possible to market more individually, which increases client happiness and loyalty. Additionally, Tesco distinguishes itself from rivals with its product differentiation strategy, which includes its private label items and cutting-edge services like online shopping and home delivery. Differentiation based on consumer preferences and willingness to pay enhances market positioning and builds customer trust, as Tesco has shown with its emphasis on product quality and variety (Gengler and Mulvey, 2017). Tesco also shows its commitment to sustainability by putting in place programs like reducing plastic waste and promoting ethical sourcing. These actions help both the company's customer loyalty and its bigger social goals.

Areas for Improvement

Despite these strengths, some elements may be improved. Although Tesco has made significant progress in the areas of personalisation and sustainability, there is an opportunity for the company to improve its relationship with customers across all touchpoints. To enhance total customer happiness, it is recommended that relationship marketing and logistics service quality be linked more smoothly (Taha, 2019). This is especially important when considering Tesco's online and delivery services. The pricing strategy that Tesco employs, despite being competitive, might occasionally struggle to maintain uniformity between areas and client categories, which can result in possible unhappiness among customers. Sheridan (2019) suggests that correcting anomalies of this nature will result in customer connections that are more dependable and likely to be maintained over time.
When it comes to segmentation, differentiation, and sustainability, Tesco's marketing relationship approach does a great job. The company could improve its competitive edge and build stronger, long-lasting relationships with its customers by making it easier for customers to interact with the business across all channels and by making its pricing policy more consistent.
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