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Introduction
Building a stable marketing channel is important for businesses that aim to achieve a long-term growth while aligning with environmental and ethical responsibilities. A sustainable marketing channel focuses on creating value driven relationships with the stakeholders while minimising environmental impact and ensure economic viability (Chen et al., 2021). This approach integrates the principles of ethical practises, transparency, and resorts efficiency across the customer touch points and supply chain. By using digital technologies and promoting collaborative partnerships, businesses can enhance engagement with customers, adapt to the evolving market dynamics and build trust. 
A well-structured sustainable marketing channel does not only support profitability but also spend the commitment and reputation of company to the global sustainability goals. This analysis will include the overview of brand profile of Tesco followed by its current market shares. The analysis will further include the impact of data collection, analysis and evaluation on the marketing relationships followed by the marketing relationship strategy of Tesco. Furthermore, it will also include the sustainable marketing relationship of Tesco.
Main Body 

Profile of Tesco

Tesco was founded in the year 1919 by Jack Cohen in London and began as a humble grocery stall. The Tesco brand emerged in the year 1924 with names, driving from initials of tea supplier which was combined with the surname of Cohen. By the year 1930, Tesco had its first store in Edgware and continued to expand a rapid manner while reducing self-services stores in the 1940 and various supermarkets in 1950 (Tesco, 2024). Throughout the late 20th century, Tesco diversified its product range beyond the groceries to include clothing, electronics, and various financial services cementing its reputation as a comprehensive retailer. The expansion strategy extended on an international basis in the year 1990 entering markets in Asia, Europe and the United States. Despite some mid steps, particularly within the US with its fresh and easy stores, Tesco remains a crucial global retailer. As per a survey, the revenue of Tesco is estimated to be 2,689 million in the year 2023-24 (Statista, 2024). The below image shows the same:
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Figure 1: Revenue of Tesco 
(Source: Statista, 2024)
Current market share 

Tesco holds a dominant position in the UK grocery market consistently leading with a substantial share of market of around 27% as of the recent industry reports. This place is Tesco ahead of the competitors such as ID and Sainsbury. While Tesco continues to face challenges from the discount, retailers such as Aldi, its market share remains relatively stable. Its club card loyalty program focus on convenience, formats, and strategic planning contribute to the competitive edge (Tesco, 2024). In the recent years, Tesco has shown resilience in adapting to change the preferences of customers, particularly through home delivery and e-commerce services which were important during the pandemic of COVID-19.

Profit or loss status 

Finally, Tesco has demonstrated strong resilience and recovery, especially after 2015 when it faced a crucial accounting scandal. For the fiscal year 2023, Tesco reported strong profits with a pre-tax profit of approximately €1 billion (Tesco, 2024). This performance highlights the success of the turnaround strategy which included various cost cutting measures, investment and technology and the better supplier relationships. The focus of Tesco and operational efficiency and the value driven offerings has enabled it to maintain profitability despite of the various inflation, pressure and uncertainties of economy.

Mission statement 

The mission statement of Tesco which states that serving shoppers a little better every day encapsulates the commitment towards continuous improvement and customer satisfaction. This mission drives the strategy of company to offer quality products at the affordable prices backed by excellent services (Sheth and Parvatiyar, 2021). Tesco also emphasises community support and sustainability while reflecting the broad vision of creating value for the stakeholders and customers. Through initiative, such as reducing the wastage of food, investing in viable energy and promoting healthier choices, Tesco aligns the operational goals with environmental and social responsibilities.
Hence, the rich history, financial stability, market leadership, and the customer centric mission have established it as a cornerstone of the UK retail sector. Despite various market challenges, the adaptability and strategic initiative of Tesco haven’t showed its relevance and growth in the evolving retail landscape. With a strong foundation and forward, looking vision, Tesco remains a leader who is committed towards delivering value to the community and customers.
The Impact of Data Collection, Analysis, and Evaluation on Marketing Relationships

Data analysis, collection and evaluation are important in order to shape the market relationships that enable business to create meaningful connection with their customers. The process involves gathering relevant information regarding consumer preferences, behaviour and demographics while analysing the data to extract actionable insights and also evaluating such insights to inform the strategic decisions (Melović et al., 2020). By using data in an effective manner, companies can promote loyalty, maintain competitive advantage and also enhance personalisation, but it also supports various challenges that require a critical consideration.
Enhancing customer experience and personalisation 

One of the most significant impacts of marketing, relationships and data collection is the ability to personalise customer interactions. By collecting data from different touch points such as website, behaviour, purchase history, and the social media activity, businesses can use market messages in order to comply with the individual preferences. For example, the club card program of Tesco collect transactional data in order to offer personalise recommendations and discounts while strengthening customer loyalty. Personalised marketing do not only help in improving the experience of customers but also make customers feel valued that their emotional connection with the brand. 
However, the overreliance and data driven personalisation can backfire if it includes on the privacy of customers (Aripin et al., 2023). Excessive use of the personal information may also lead to misplaced and discomfort that potentially harm the marketing relationship. Companies must strike a balance between privacy and personalisation by complying with the ethical practises and data protection regulation such as the general data protection regulation.
Improve decision making and resource allocation 

Data analysis enable businesses to identify trends while predicting the behaviour of customers and allow for informed decision making. For example, through customer segmentation, companies can target the high value segments with the tailored campaigns nearby optimising their spending on marketing. Evaluating data can also help in identifying the various ineffective, relocating resources and reducing ways to areas with higher returns on investment. While these benefits are clear, the critical challenge mainly lies in the quality of data which is collected (Hartanto et al., 2022). Poorly managed or inaccurate data can also lead to various misguided decisions that negatively impact marketing relationships. For example, if a retailer misinterpret data and sends irrelevant offer to customers, it may frustrate them or erode trust. Therefore, ensuring accuracy of data and adopting the strong tools of analytics are important to mitigate such risk. The number of store of Tesco across the world is nearly 4,942 in the year 2024 (Statista, 2024). The below image shows the same:
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Figure 2: Tesco's number of stores worldwide
(Source: Statista, 2024)
Building transparency and trust

Data evaluation mainly contributes to building trust between consumers and businesses by demonstrating the feedback of customers is valued and acted upon. For example, analysing the feedback survey or various reviews allow the company to address pain points and also improve their offering that can spend in the market relationships. Brands that transparently communicate how they use data customer are more likely to gain trust of their customers.

Nevertheless, miss handling the data such as miss, use and reaches Khan severely damaged, trust and reputation of customers. High profile cases such as the Facebook-Cambridge analytic scandal is the significance of ethical data practices. Businesses must also invest in securing the system of data management and also ensure compliance with legal framework to save their positions.

Hence, data analysis, collection and evaluation are transformative tools that help in maintaining and welding strong marketing relationships. They enable personalisation, promote trust and optimise resource allocation when used in a responsible manner. However, businesses must navigate various challenges such as privacy concerns, data quality, and ethical considerations. By adopting a customer centric approach and prioritising transparency, companies can harness the power of data in order to nurture the enduring and also mutually benefit relationships with their customers.
Tesco’s Marketing Relationship Strategy

The marketing relationship strategy of Tesco revolves around promoting strong connection with the customers by focusing pricing, segmentation, ethical stability, policies, and differentiation (Park and Namkung, 2022). These areas work collectively in order to enhance the centrality of customers while placing them at the heart of the decision making process and operations.
Segmentation 

Tesco employees, a data driven approach towards segmentation while categorising the customer base on the basis of purchasing power, demographics and the lifestyle preferences. The Tesco club card loyalty program is a prime example that gathers extensive data that help in creating product recommendation and personalised offers. For instance, customers who frequently purchase organic products may receive tailor to discount on similar items. By addressing and understanding the diverse needs of customer segments, Tesco strengthens the marketing relationship followed by encouraging loyalty (Urefe et al., 2024). Critically while segmentation helps Tesco to focus on resources in an effective manner, over segmentation, also risk eliminating the customers who do not fit into the predefined categories. Balancing inclusivity and personalisation is important to ensure all customers feel valued.
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Figure 3: STP Analysis 
(Source: ResearchGate, 2024)
Pricing strategies 

Tesco adopt a hybrid pricing strategy that helps in appealing a wide range of customers. It’s everyday low prices attract the cost, conscious customers while the premium offering such as the Tesco finance indicator to those who take higher quality of products. Promotions such as buy one get one free and the price match guarantees with the competitors to further enhance the value proposition. However, price words with discounters such as Aldi have also pressurised Tesco to maintain competitive pricing, sometimes at the cost of profit margins. Striking a balance between profitability and affordability is important to sustain customer satisfaction without even eroding the performance of business.

Differentiation 

Tesco differentiate itself through a range of production, technological innovation and convenience focused formats. The ability of company to operate across different store format such as Tesco, Express, Tesco, extra and the online delivery services offered the customer with convenience and flexibility. It emphasises quality, particularly in the private label ranges, such as Tesco value, and Tesco finest that reinforces its appeal to different segments of market (Urefe et al., 2024). While differentiation has helped Tesco to build a strong identity of brand, challenges, arise from the needs to continuously innovate in order to stay ahead of the competitors. Investment and technology, such as the scan and Shop feature also addresses revolving expectations of customers for seamless experiences of Shopping.
Sustainability and ethical policies 

The commitment of Tesco to sustainability and the article practices further enhances its marketing relationships. Initiative such as reducing plastic packaging, cutting food, waste and sourcing the sustainable products resonate with environmentally conscious customers. The partnership of Tesco with charity is such as fair share to redistribute surplus food, also demonstrate its dedication towards the CSR. Despite such efforts, various critics argue that Tesco could do more in order to address the broad systematic issues such as fair wages with the suppliers in various developing countries (Zhang et al., 2020). To achieve true centrality of customers, Tesco transparently, communicate its progress while addressing gaps in the ethical practices.
Achieving customer centrality 

By integrating pricing, segmentation, ethical practises and differentiation, Tesco creates a customer centric approach that meets diverse preferences and needs. Personalised offers, convenient shopping, formats and competitive pricing align with the mission of serving shoppers a little better every day. Sustainability efforts also reinforce its reputation as a social responsible brand that strengthens loyalty and trust.
Evaluating Tesco’s Sustainable Marketing Relationships

To the executive officer of marketing focus, this report mainly highlights the strong performance of Tesco in order to promote sustainable marketing relationship through the strategic performance in promoting sustainable marketing relationships through strategic initiatives while identifying areas that require improvement for enhance long-term impact.

Strengths in sustainable marketing relationships 

Customer secondary segment: the data driven segmentation of Tesco powered by the club card. Loyalty program is a stand out strength. By analysing behaviour and preferences of customers, Tesco delivers stand out strengths. By analysing the behaviour and consumer preferences, Tesco delivers personalised recommendations and offers while promoting trust and loyalty (Chen et al., 2021). This personalised engagement strengthens the relationship by demonstrating that Tesco values, customers and individuals as well.
Sustainability and ethical practices: the commitment of Tesco to reducing food waste, promoting sustainable sourcing and lowering carbon emissions. Reason it strongly with the customers who are environmental conscious. Various initiatives such as removing the hard to recycle plastic and also distributing Sir plus food through fair share, not only enhances the brand image, but also build goodwill and trust among the stakeholders and customers. 

Innovative convenience and differentiation: the focus of Tesco on convenience through divorcee range of store formats and the online platform has successfully catered to varying needs of customers. Innovations such as scan and Shop followed by the strong e-commerce capabilities have positioned Tesco as a leader within adapting to changing expectations of customers. This adaptability ensures relevance in a competitive retail environment. 

Affordable and flexible pricing strategy: the hybrid pricing strategies of Tesco encompassing value ranges and the premium offerings, appeal to abroad, range of spectrum of the customers. The ability to balance everyday affordability with quality helps in ensuring that diverse groups of customers are retained while contributing to sustainable relationships of marketing. 

Areas requiring improvement 

Balancing pricing boards and profitability: while the pricing strategy of Tesco is effective in retaining the customers, its efforts to compete with the discounters such as Aldi can strain profit margins. Over emphasis on the competition risks undermines investment in stressed ability and innovation (Melović et al., 2020). Tesco should also explore value driven differentiation rather than relying actively on the pricing based strategies. 
Transparency in ethical practises: although Tesco has made significant sprites in sustainability, it faces criticism for various areas of improvement, such as supplier relationships and developing countries and also fairness in giving wages. Greater transparency in such areas coupled with the measurable targets would also strengthen the ethical positioning and further aligned with the customer expectation of corporate responsibility. 

Continuous technology and innovation integration: while Tesco has demonstrated in innovation through the digital offerings, the rapid pace of technological changes demands, consistent updates. Competitors are investing heavily in the artificial intelligence followed by predictive analysis for deeper customer insights. Tesco must ensure the technological infrastructure to keep space in order to maintain the competitive edge. 

Addressing over segmentation risk: Over-segmentation through the data-driven approach leads to elimination and exclusion of certain customer groups. Tesco should also ensure that its segmentation strategy remains inclusive while emphasising broad range of customer engagement and still offering personalised growth.  

Recommendations 

To enhance the sustainable marketing principles, Tesco should invest in advanced technologies in order to strengthen the customer engagement and data accuracy (Zhang et al., 2020). It should promote a greater transparency in the sustainability matrix and supply chain. Developing alternative value driven strategies in order to reduce dependency on price competition, followed by broad inclusivity within segmentation approach to reach the untapped markets seems to be helpful.
Conclusion
In this analysis, it has explored how Tesco uses social media and digital media to promote sustainable customer relationships and also drive organisational performance. The digital platforms of Tesco such as mobile app and website, prioritise, personalisation and convenience supported by the club guard loyalty program for tailored engagement. Social media channels enable the real time interaction, build trust through responsive communication and promote brand values such as sustainability. These strategies have strengthened the marketing position of Tesco, enhance revenue streams, and increased Brand loyalty.

However, various challenges such as maintaining transparency in data usage, balancing pricing strategies with profitability and handling social media crisis require attention. By addressing these areas, Tesco can further enhance the social media and digital effectiveness. Overall, the strategic integration of Tesco regarding these tools highlights the commitment towards ethical practises, customer, centrality, and innovation while promoting it as a leader in using digital transformation to sustain the competitive advantage.
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