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[bookmark: _Toc183796984]Introduction 
Sustainable marketing is the long-term marketing concept, which facilitates an organization to achieve marketing objectives besides promoting environmental and social responsibility. Also, it provides a preference for long-term relations with customers and also most of the ethical factors including emergency control, high transparency and being highly customer-oriented (Kemper and Ballantine, 2019). Hence, sustainable marketing as a transition strategy to what is most likely to be acceptable by society sweeps a thick package of trust, customer loyalty and brand loyalty. This paper focuses on assessing Tesco’s identification and development of one of the most significant UK retailers, Common Wealth and Operative Profit and its mission statement. Customer orientation has placed Tesco in a strategic position of being a giant in the UK retail market. Studying the principles of sustainable marketing relationships this report evaluates the role of data & Segmentation in Tesco’s marketing strategies and their contribution to customer retention.
[bookmark: _Toc183796985]Task 1: Profile of Tesco 
Tesco started trading in 1919 as a family-operated market stall in London’s Lower Clapton by Jack Cohen and has transformed into a UK-based largest retailing grocery that expanded its business all over the different countries (Tesco, 2024). In the past decades, Tesco expanded from a company focused only on the provision of grocery products into a chain selling clothes electronic and even offering financial services. This diversification was a key part of the company’s strategic development plan because it spread risk, but it also helped Tesco expand the core audience it served as well as the business itself (Tesco, 2024).
As of 2024, Tesco has also become the market leader with a market share o of more than 27.4% in the UK grocery market (Statista, 2024). The company continues enjoying this superiority despite the challenges posed by low-cost chains such as Aldi and Lidl which have been expanding their market share in the UK. Tesco's mass market share indicates its enhanced competitiveness and flexibility to the ever-evolving consumer trends. This adaptability is projected especially following Tesco’s shift to increasing importance being placed on technological innovations, which include functions such as online shopping and the Tesco Clubcard through which customers are offered convenient shopping experiences (BBC, 2024).
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Figure: Great Britain: Grocery Market Share 2024
(Source: Statista, 2024)
The company is financially sound for it has returned to its profitability, although the company faced operational pressures, hard competition, and restructuring. Despite macro pressures, the company’s net profit figure stood at approximately £1bn in the year ended 2023, largely due to better cost control, improved supply chain and increased sales through digital channels (Tesco, 2023). The recovery to this amount demonstrates Tesco’s ability to adapt in a competitive environment while the fact that it has been achieved through operational improvement shows that Tesco can sustain profitability in a competitive environment.
Tesco, like most companies, has a clear vision and mission statement: Vision: ‘To be the world’s premier retail and distribution company for food and general merchandise’ Mission: ‘To serve shoppers a little better every day’ (Tesco, 2024). This mission directs Tesco’s communication with customers and its view of loyalty, where the company is an organization genuinely interested in its clients (Tesco, 2024). Concerning customer relations, Tesco has been focusing on its loyalty programmes, sustainability measures and affordable products the explanations for which support its market dominance and the path to sustainable future growth.
[bookmark: _Toc183796986]Task 2: Data's Impact on Sustainable Marketing Relationships
In this case, data collection, analysis, and evaluation made a significant contribution to the formation of an effective sustainable marketing relationship. Optimising customer relations, Tesco can identify customer purchase patterns, immediate preferences and tendencies in consumption which allows the organisation to better address consumers’ needs and expectations in the course of the company’s marketing activities.
For example, the Tesco Clubcard is a loyalty program which gives managers valuable information on customers’ preferences, frequency and loyalty status (The Guardian, 2024). Customer data analysis means that Tesco can segment the consumers and then market towards each of the segments appropriately. Data analysis also enables Tesco to be ready in as much as the changes in the market trends hence making the company always ready for the competition. For instance, when the COVID-19 pandemic hit the world, through the use of data, Tesco was able to respond swiftly to increased online grocery consumption and ensure it could provide enough stock as well as delivery spaces to its consumers (Tesco, 2023). That kind of flexibility strengthens Tesco’s dependability which is crucial to loyalty and customer trust.
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Figure: Reasons for having a Tesco Clubcard
(Source: Statista, 2024)
According to the evaluation of data, this is useful for the company, as it would be able to monitor customer interest in sustainable products and change its strategy if necessary. Clubcard analysis has also shown the shift in customer preference towards eco-friendly products forcing Tesco to source and sell more environmentally friendly products and environmentally sustainable packaging (The Guardian, 2018). Finally, to evaluate the findings, and then give recommendations, data evaluation assists Tesco to minimise wastage on its marketing approaches and target the most effective channel and campaign that will give them huge returns on their investment.
Also, data protection is an essential characteristic of marketing relations, and Tesco cares about this issue as well. Consequently, by following GDPR measures and being clear on how data is processed, Tesco increases customers' trust and affirms that their data has been processed appropriately hence promoting customer trust and loyalty (Tesco, 2023). Finally, the collection and analysis of data enable Tesco to make proper decisions on the expectations from the customer requirements to build long-term relationships for the success of the business.
[bookmark: _Toc183796987]Task 3: Tesco’s Marketing Relationship Strategy 
The marketing relationship for Tesco can be traced back to its strategic positioning on segmentation, strategic pricing, differentiation and sustainability all forms the customer centricity for the firm.
Segmentation: Demographic and behavioural scaling is used in Tesco to identify some of the segments of customers. For instance, through its products’ UK brand image, the company focuses on the ‘Everyday Value’ segment to sell its products in the low-priced segment and targets the high-end segment with the ‘Finest’ range of products (Tesco, 2024). This segmented approach enables Tesco to address the specific needs of different demographic populations to enhance consumer attachment. In addition, they have information on Tesco’s Clubcard holders’ segments, which helps the company to address each segment with individuals’ appealing services (Tesco, 2024).
Pricing Strategies: Tesco organizes pricing policies that make it possible for economical consumers to run out and likewise to sustain their business. Aldi Price Match is an example of this; they enable Tesco to match low-cost rivals on the price of some of their product ranges (Tesco, 2022). Such pricing policies help Tesco become available to a large number of customers and emphasize the company’s desire to offer value. By being price competitive and yet maintaining quality, Tesco can improve the satisfaction and loyalty that individuals have with the product which is important in the marketing relationship.
Differentiation: Tesco also distinguishes itself on convenience and on customer services which include Clubcard, online shopping and click-and-collect. Specifically, The Clubcard was proven to be the special factor which allowed offering discounts and other stimulating facilities depending on the actual shopping preferences of the individual customer (Tesco, 2024). At this level, Tesco is bringing the communication strategy closer to the customer and the organization’s goal of a close customer-organization bond is achieved, aiming to create an environment with timely delivery of values. Furthermore, Tesco offers different store formats such as Express, Metro and Extra which are considered for shoppers to meet their shopping needs at every stage of their life and lifestyle (Tesco, 2024).
Ethical and Sustainability Practices: Tesco has also set its sights on being a zero-carbon business by 2035 and minimum waste in the entire business (Tesco, 2023). These are among the programmes some of which are cutting the use of plastic packaging, encouraging environmentally friendly products, and encouraging sustainable sourcing. These practices are good for the Image of the Company and are approved by customers due to their environmentally friendly nature helping Tesco to hold the image of an environmentally friendly retailing company. Tesco’s strategy aligns with customer values on sustainability, which brings back the customer-centred approach by responding to people’s concerns as they seek their business, thereby attracting their trust (Tesco, 2024).
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Figure: Sustainability Practices in Tesco
(Source: Tesco, 2024)
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[bookmark: _Toc183796989]Outlining areas of the organisational performance make a difference to Tesco’s ‘Sustainable Marketing Relationship’ by focusing on its improvements.
While reporting to the  Executive Officer on the Marketing of Tesco in improving performance management it is important to understand the current sustainable strategies of the company in its marketing. 
Reducing Plastic- Tesco's sustainable marketing strategy is to reduce plastic from its products. In 2020, Tesco became the first UK retailer which replace plastic-wrapped for canned foods. The company has also removed plastic rings and wrap packaging from its beer bottles and cans (Patel and Swamy, 2023). The company can also collaborate with the local government and with waste management companies such as Enviro Waste Management and Flame UK. It can also educate the customers through its marketing about the optimisation of waste collection and processing. 
Promoting Sustainable livelihood- 	The company focuses on the products and ingredients it uses so that it can reduce its impact on poverty. Tesco employees ensure that the fibre industry such as the banana, tea and clothing can generate a decent wage (Meng, 2024). The company can focus on introducing incentives through its digital platform as a form of marketing. The loyalty programs, the discount offers, double discounts on return high amount of cans and tined bottles. 
Reduction in food wastage- Tesco always tries to serve its unsold products to poor people and its marketing strategies focus on teaching customers about how to reduce daily food wastage in their households. As a part of the recommendations, the company can promote small portions through the meal kit. It will encourage the customer to buy more and it will also help in reducing the leftovers that go to waste. 
Community Engagement- The company supports its local communities through the job creation and support the local suppliers and through community programs. The collaborative process through marketing will affect people’s lives in health promotion, policy-making, partnership and coalition. The company needs to understand regulatory compliances while indulging more people in the vacant and reliable space through marketing and charity partnerships. It will not only help the brand to enhance its image at the public forum but also promote fair labour practices and bring social transparency. 
Clubcard Loyalty Programme- Tesco’s Clubcard loyalty program through its sustainable marketing strategy rewards its loyal customers with offers and discounts. As a reward point, the company offers free data based on the customer’s purchasing habits (Li et al. 2023). For extra benefit, the company can also give extra points for recycling, sustainable choosing of products and services, taking an ec-action towards the company's wellbeing and promoting and indulging in any donation options. 
Reduction in Greenhouse Gas- The company has pledged to reduce its greenhouse gas emissions by 60% by 2025 and more than 17% by 2030. The best sustainable marketing strategy of the company involves the cap and trade policy as well as implementing a carbon tax on its suppliers in managing limited transportation to reduce carbon emissions
[bookmark: _Toc183796990]Conclusion 
Therefore, in conclusion, the way to build sustainable marketing relationships at Tesco shows that the company is working on being responsive, ethical, and creative. Through the proper and accurate handling of the detailed customer data, the cost leadership strategy, and commitment to the environmental problems, it asserts the customer-centric approach of Tesco. By targeting the customers and society, fails to create of competitive business model that is based on trust. Despite its performance and numerous strong points in its marketing relationship strategy, Tesco would need to adapt to new tendencies and values that appear in the markets to maintain its leading position. In the long run, the role of strategy formulation will be a major determinant of Tesco’s future success and the overall, ability of the firm to weather the emerging client expectations in the UK food retail sub-sector.
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