                                  


                Tesco Marketing Assignment
                                                      Ayasha Khatun    
                                         Student ID - 1712713    
                                                 17/11/2023
                                           On behalf of Tesco 
                      
                                
                                          


















Executive summary 
The purpose of this report is to investigate how strong Tesco's relationship is with its customers. Based on the findings of this report, the main positive areas are that Tesco's market share has grown over the years and the company is doing well in sales and profits. 
The main area for future improvement of Tesco is that they need to renovate and replace unnecessary things from the shelf with useful items instead to increase sales and get rid of idle stock. 
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1.0 Introduction 
This report was requested by maria Heffernan. The purpose of the report is to investigate the success of Tesco's customer relationship management and areas for improvement. Date of submission seventeenth November 2023.
A variety of articles and journals, from websites and university textbooks have been undertaken for this marketing report. 
 























2.0 Findings 
2.1 Historical background of Tesco 

According to Bedford (2023) Tesco started as a small market stall and over time became one of the largest retailers. The multinational store was founded by Jack Cohen in 1929. Jack Cohen’s first stock was fish paste and golden syrup. However, the stores were small. As a result, they gradually opened more larger stores, that were able to stock ‘homeware items, clothes, and accessories’ (Niamh, 2015). The supermarket has been doing extremely well in terms of sales and profits. Tesco's market share has grown over the years. The supermarket made a change and added something new every few years since it first started. For example, they introduced Tesco fuel, self-service checkout, F&F clothing line, stock exchange and built headquarters. Furthermore, Tesco ‘was the first modern food warehouse in the country’ (Tesco Business Solutions, 2023) The giant supermarket has gone global, opening stores in twelve different countries, which offer dry food wet food, along with their own budget-friendly line of clothing. According to Winterman (2013) at Tesco’s peak, 1 in every 7 pounds spent in the UK went into a Tesco till. 
Just like any other supermarket, Tesco also had their difficulties. For instance, in the year 2014, Tesco was going through a tough time due to most of their customers shopping at Aldi and Lidl alongside ither stores. BBC News (2014) also mentioned that Tesco should make some changes like their rivals Sainsburys. Tesco was told to renovate, yet its costly, they were told to remove unnecessary things from the shelf and place it with useful items. However, Archie Norman claimed that ‘a big company with a lot of top line sales would have enough levers to pull to make a difference to the bottom line’ (Simon, 2022).
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This figure shows the annual sales from January 2015 to October 2023.
Things can drastically change when there are other leading brands such as Sainsburys who also give their customers nectar points each time they shop. According to Knox (1998) Tesco has mentioned that the Clubcard scheme is the way forward to increase their number of customers. 


Mission statement 
Tesco has a bold and unique mission statement, which is ‘to be the champion for customers, helping them to enjoy a better quality of life and an easier way of living’ (Tesco, 2023). 
Vision statement 
According to Rahat (2023) Tesco's vision is “to be the most highly valued business by creating value for customers to earn their lifetime loyalty” 
When Tesco first opened, its focus was to build itself up to see how it goes. Jack Cohen decided to open more stores in different cities to further its reach and increase sales. As the years went by, Tesco introduced the Clubcard scheme. According to Knox (1998) the Clubcard played a key role in marketing as it encouraged customers to shop because they knew they would be saving some money. 
During the last 15 –16 years. Customer relationship has evolved in the famous yet however there can well-known supermarket. However, there are always disagreements on certain aspects of the job markets. Besides, a well-managed supermarkets there are losses and gains. Competing with another is another. and trying to win. Customer relationships management can fail at times when there is lack if results. The power of planning and prepping can make a significant difference to the Tesco food industry. customer relationship marketing is predicted to carry off results. (Frow and Payne 2009)
In the recent years Tesco has been doing remarkably well hence why they are still in the marketing business. One of their famous quotes were "Clubcard is the jewel in the crown and at the heart of all our plans" 
This was another unique quote from Tesco "No general merchandise business offers one hour delivery slots for every product - we will do this over time - for our products and those that choose to sell through our platform" Tesco's competitors will have to agree on this as was a strong statement. the organisation says they want to become improved and are working extremely hard. (In quotes: Tesco chiefs on the grocer’s accelerated turnaround plan - ProQuest 2014)

To gain the profit and organization like Tesco, always has a strategy in place. Relationship marketing and customer relationship marketing are different yet remarkably similar. This is due to one management the whole stores as well as building a relationship with the customers. Whilst relationship marketing is working with other professionals who are in the same category as well as building a relationship with customers. There are several ways this can done. 
2.2 Data collection and evaluation 

In todays day and age, Data collection can be easily collected, for examples forms, Clubcard forms, online grocery shopping, and through payment cards and questionnaire surveys. (News, 2018)

Tesco's data collection has marked up throughout the years. One implementation involves checking the temperature of fridges and freezers across the network of stores. Every machine is checked centrally, and predictive algorithms are used to decide when a particular unit will need servicing, or when replacement parts will need to be ordered.

By reassessing for a particular organisation, one can come across a lot of information that they have not been able to before. (Luca Maria Aiello et al. 2020) mentions that data can be collected in various forms, these are web data, raw data, or card data. There are significant ways things can be done to understand and have a record of what a consumer has bought. It is vital for an organisation that is active in the marketing business to update their respective consumers about the share's whether its profits or losses. 


Some of the data statistics are shown below, the figure show what product has been bought and how Clubcard has been used. In many cases the data is sometimes easier than being said. 
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This graph shows that the number of residents on one slide and on the other slide it shows the number of customers.
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This data is in a map format it highlights the number of shops in London and outside of London. It has been clearly formatted for customers as well as the marketing industry. 

As mentioned by (Evaluating the Effectiveness of Reward Strategy at Tesco on JSTOR 2019) if the reward is steered and equally distributed, it can be highly profitable. Many evaluations have been conducted. For example, employee pay rates, flexibility job security along with health and safety that cannot be ignored. Research show that men get paid slightly higher than women in the United Kingdom and the United States. 
Tesco is a company that is faithful to their old customers, however with new customers they are they are not as active. For many years now Tesco has been advertising all over television and billboards. The fact that Tesco is a global supermarket that has been running for years now, majority consumers want to stick with them. (Ma and Ding 2010) Tesco's customers have always been huge of their success. Therefore, to give something in return they could reassessing their services'. Forn example the management team and shopping experience and help with huge shopping trollies for the vulnerable customers. that is one-way customers will be satisfied. 
Tesco is a huge company that has been running stores worldwide for over a century now, there are many things that they can still change to keep old customers and as well as new customers. Tesco is famous for their Clubcard scheme, however 

2.3 Segmentation, Pricing Strategies and Differentiation 
2.3.1 Segmentation 

The world is fast paced, businesses are always competing, market segmentation is the arrow that if it hits on the spot, it is amazing and if passes by their will be problems. In addition, market segmentation work if used the correct way with the correct methods, this will only be effective if the strategies are solid. (Bose 2012)
Segmentation usually works when an organization like Tesco is looking after their customers and build relationships with their customers. The management understands how to process. Studies show
that it can be good bad, for instance when Tesco has their old customers, they know most consumer. As for some new customers they do not always certain loyalty programmes or coupons as the older ones would be. (Knox 1998)
2.3.2 Pricing strategies

Tesco's pricing strategy has been Fairly good in the market considering the competition. the main attribute for Tesco is its cost leadership. This is due to low cost good with high quality. (MBA Skool Team, 2016) one if Tesco's clever pricing strategy is price match, this is termed as brand guarantee. Tesco has a strong image in the country, the giant retailer often advertises on social media such, websites, campaigns, and billboards. 


7’ps marketing mix 

The marketing mix consist of six categories, these are prices, products, people, process, place, and physical evidence and promotion. All seven are important to Tesco and play their role well. 
Prices are a keen subject and talk volume, customers are aways looking for a good deal. Fierce competition from companies such as Aldi and Lidl in the UK market also impacts on the pricing strategy of Tesco. However, it is worth mentioning that Tesco has planned major price wars against the discounters (Quinn, 2020)
Products are also equally important as they bring customers through quality and quantity. Tesco has a huge line of multiple products that includes wet and dry food, fruits, and vegetables and accessories, kitchenware, and their own clothing line of FandF and electronics. The supermarket accommodates for everyone. However, it was mentioned by (Highfield, 2022) that Tesco removed budget friendly items during the times of crisis, which resulted in the ‘worst supermarket’ in the past. 
In the recent years Tesco has been doing remarkably well hence why they are still in the marketing business. One of their famous quotes were "Clubcard is the jewel in the crown and at the heart of all our plans" 
Moreover, the people at Tesco are polite and hardworking, the store has 345.000 people working. (Tesco,2023) the employees are motivated to in on another level. Tesco has spent a lot of time and money for their employees. However, some claim Tesco does not train and or inspire their younger employees.
click and collect and have it delivered to them. (Wilson‐Jeanselme and Reynolds 2006) the idea of online segmentation is appealing for the consumers as they have more choices, a lot of research analysis went into this hence why it will prove to be a hit in the market. 
Based on the findings of (Ferdous and Aziz, 2014) ethical products has been around for a long time. It has been accelerating for a long time. To examine further into the business ethics more of primary and secondary tool has been used that what data shows. Consumers are usually willing to pay extra for ethical products. 

Tesco segmentation is usually divided into seven parts, each category has a role to play these are, psychographic, behavioural rules, demographic, geographic and behavioural bases. Targeting, positioning and segmentation can be lined up. However, there are alternatives in the market that focus on the price for their customers. Supermarket's such as Aldi and Lidl advertise and mange to sell, but cheaper (Research-Methodology, 2016a)
Marketing strategy and segmentation has been used profusely for organization such as supermarkets, online stores, and restaurants and retail stores. According to (Journal of Strategic Marketing, 2023) Marketers are using these capabilities for pursuing 'customer-centric' marketing and the 'segment of one'. Most customers stick to the traditional pricing strategy. Therefore, the traditional strategy will synchronise with the future segmentation strategy. 

2.3.3 Differentiation 

Furthermore, the majority, of businesses tend to go a step further with their marketing segmentation. This is usually known as online grocery shopping where customers have the options to click and collect and have it delivered to them. Furthermore, the majority, of businesses tend to go a step further with their marketing segmentation. This is usually known as online grocery shopping where customers have the options to click and collect and have it delivered to them. (Wilson‐Jeanselme and Reynolds 2006) the idea of online segmentation is appealing for the consumers as they have more choices, a lot of research analysis went into this hence why it will prove to be a hit in the market. 
Based on the findings of (Ferdous and Aziz, 2014) ethical products has been around for a long time. It has been accelerating for a long time. To examine further into the business ethics more of primary and secondary tool has been used that what data shows. Consumers are usually willing to pay extra for ethical products. 

Tesco segmentation is usually divided into seven parts, each category has a role to play these are, psychographic, behavioural rules, demographic, geographic and behavioural bases. Targeting, positioning and segmentation can be lined up. However, there are alternatives in the market that focus on the price for their customers. Supermarket's such as Aldi and Lidl advertise and mange to sell, but cheaper (Research-Methodology, 2016a)

          Marketing strategy and segmentation has been used profusely for organization such as supermarkets, online stores, and restaurants and retail stores. According to (Journal of Strategic Marketing, 2023) Marketers are using these capabilities for pursuing 'customer-centric' marketing and the 'segment of one'. Most customers stick to the traditional pricing strategy. Therefore, the traditional strategy will synchronise with the future segmentation strategy. 

Porters' generic strategy 
Michals Porter's generic model first made was set forward in 1985 in his book titled ‘competitive advantage: creating and sustaining superior performance.’ porters' model has been used for a handful of times, by different companies around the United Kingdom. This includes Dell, Amazon, and Walmart based in the United States. Likewise, Tesco has also been using the model analyse and understand growth within the market. (Kasi, 2021). 

Furthermore, the benefits of using porters' strategy helps improve market share, increase productivity, and competitive advantage. Therefore, it is utilised by Tesco. The main stagey they use is cost leadership. (Indeed.com, 2022)
v[image: ]
Source (mindtools.com, 2023)
2.4 Ethics and Sustainability
Tesco has a long history of being in the market, the supermarket is known to be ethical and sustainable for a prolonged period. For example, they try to reduce health and tackle obesity in adult and children, reduce waste globally, they want to ensure sustainable diets for everyone. However, (Chan, 2023) mentions that irrespective of immense effort to decrease carbon footprints, plastic, and recyclable items, are still facing challenges. In addition to this to reduce its carbon footprint and has invested in renewable energy sources to power its operations. Tesco has also introduced sustainable packaging solutions to reduce waste and improve recycling. Likewise plastic carrier bag has of for sale over a decade to help reduce waste and save the plant. Therefore, during the few years it has doubled, this was to ensure consumers, the reason was to cut down on excessive plastic. (Tatum, 2020)

During the past couple of decades, the marketing sector has made a notable change, supermarkets were leaning towards a healthier planet, for example, recycling waste that included cardboard, plastic along with food waste. This was major change took place to climate change. therefore, large supermarkets like Tesco stepped in and wanted to make a difference. To make things work it was apprehensive for Tesco. This is when the change took place this included, reusing packages after it was sustainability sourced and recycled. According to the research Jones, Comfort and Hillier (2009) the major food retailers catalogue a wide range of initiatives and achievements typically embracing climate change, waste management and recycling, packaging, sustainable sourcing, animal welfare, supplier relationships, supporting local communities and economies, charitable donations, ethical trade, and Fairtrade   
(Eden, Bear and Walker, 2008) also suggested that environmental clash, therefore it is vital to introduce products that are sustainability sourced. This includes quality products, animal welfare and fairtrade. Consequently, it will help with farmers around the world and the company will also receive recognition. supply knowledge to promote more sustainable and ethical consumption.
Additionally, there have been discussion about Europeans markets one which was Tesco. Besides Tesco has been environmentally friendly with in the market in term of sustainability. Therefore, it makes the organization an excellent choice for customers, for instance, Tesco has a phenomenal (usp )  unique selling point, this is by selling environmentally goods such as. Fruits, vegetable, whole foods. however, it is not everyone cup of tea does stay as they eat go elsewhere. (Is consumer choice a bad thing?)
According to (Simon, 2022) Sustainability is looking after resources and using then widely being a good citizen of society, using our money using our money widely it can help in terms of social, it can also be political. Tesco can be also seen the heart of sustainability. There are many factors to become ethically sustainable one of the main, the main characteristic is, to be environmentally substantiable, some of these include fresh water, air, natural resources, to reduce co2 emissions, and waste management. 
2.4.1 Ethics

Descriptive and normative ethics are similar, yet different, descriptive ethic is when the level is   based on value and ethics. It also finds behaviour and principal ethics it focuses on the right and wrong of a decision. Alternately, normative ethics supply guidelines for ethical conduct. However, (Werhane, 2019) said expressive analyses for definite subject matter can vary besides the fact that  behavioral and normative business ethics that is sometimes ignored in the business field.
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2.4.2 Substantiality 
The triple bottom line 

 The triple bottom line was originated in 1994 by john Elkington, he was a founder of advisory firm, known as sustainability. he said all markets or organisations must have a bottom line that they will stick to. For example, economy/ profit, society/people, and environment, Environment the planet. (The Economist, 2009) Tesco has stuck to the bottom line, which is environment, this was by taking measures by recycling plastics, cardboard, cans, and paper, also by increasing the carrier bag rates so that customers stop buying or bring their own. Tesco has done well by choosing to be environmentally involved, this means less food with a sustainable package may help the planet, likewise mores greens and less meat may work for some. However, the aim for the last couple of decades was sustainable and healthy planet for all (Holton and Davey, 2021). Furthermore, Tesco has also tried to cut down the electricity and use when needed in certain aisles of the supermarket, another attribute is they want zero carbon business this because most of the electricity uses carbon emissions. (Slideshare.net, 2023). In addition, Tesco also uses the smart technique, to form a sustainable strategy. 
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Source (Miller, 2020)
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3.0 Conclusion 
To conclude, the findings show that Tesco has been doing well since the first store opened in London. However, the findings also show how the supermarket went through profits and losses. The customer relationship between Tesco and people who shop there is positive and strong due to the introduction of the Clubcard. This is because it meant that people can now save money when they shop with Tesco. 
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