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This report investigate the Marketing Focus for Tesco and customer relationship management, which in any business it might critical and help them to improve their performance. In this report is funded Customer Segmentation, Pricing Strategies, differentiation, Ethical And Sustainability policies, and Customer Centrality. Al this to help understand what Tesco organisation use to help customer and their employees.
The report shows the company sales and profit of Tesco and and how they are working for improvements. Also we can find the historical of Tesco.
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[bookmark: _Toc183782685]1.0 Introduction
This report was requested by  the Marketing Executive Officer of  “Marketing Focus”, an online journal produced by Tesco.
This report provide investigation and research of ‘The Influence of Sustainable Relationship Marketing Policies and Practices and the Impact on Organisation Performance’
Iosif Carpaci produce this report as an invitation from the marketing team of Tesco.
This report will describe the organisation’s customer relationship management,
Such as the organisation’s profit, sales, growth, customer retention, data collection, and customer relationship management.
We are going to look at Marketing Relationship of the organisation and what it might help it to become sustainable.
Also its been recommended to look at Marketing Relationship strategy the organisation use.
What kind of ? : 
· Segmentation the use ?
· What pricing strategies?
· Differentiation?
· Ethical and sustainability policies?
· Customer centrality?
The report has compiled by Iosif Carpaci and using information and sources from: online, books, journals, websites, articles.

Deadline for this report is 29/11/2024
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[bookmark: _Toc183782687]2.1 The historical development of Tesco
The co founder of Tesco  supermarket was Jack Cohen in 1919 which at that time there was no branding name in place, the name ‘’Tesco’’ was appear on 1924, when Jack Cohen bought it from T.E stockwell, the first Tesco store was opened in 1929 in East End of London , and in about the 30’s there was opened about 100 stores in London.
‘’ Jack Cohen realized in 1919 that he could make profits from selling war surplus groceries and, in fact, Cohen started from a stall in East End of London. Tesco as a brand did not appear until 1924, when Cohen bought from T.E Stockwell a shipment of tea, which was its first own-brand product. The first Tesco store was opened in 1929 and during the 30’s about one hundred stores were opened in London under the business core of buying small grocery stores and selling the products cheaper than ever.’’(Maria Sallent, Nerea Perez, Paula Valenzuela, 2018)
During the 60’s Tesco was expanding and start to sell all kind of products by the 90’s Tesco started to launch a great variety of products. Such as books, financial  services, telecoms, petrol, etc.
The company decided to attract customer who also liked quality products not just the low cost products, and by having this Tesco grew by 2000 stores after 15 years later.
However in 2013 according to Tesco (PLC) ,    
‘’It was not until 2013 that Tesco reported its first drop in profits in 20 years. Moreover, one year later the brand was accused of manipulating the way commercial income was registered causing a deep impact into its reputation. Aldi and Lidl were taking Tesco’s position and eating it away.’’(Universitat Pompeu fabra 2018). 
According to (Eightception 2024) there are also more competitors in to the market share, Sainsbury, Morrisons, and Asda,  these three companies has  the most strong competition, each of them has advantages and disadvantages due their each one of them weaknesses challenges, but Tesco has a unique based core value. 
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Company sales and profit
According to (Tesco plc 2024) the group sale was 61.5bn it has an increase of 7.4% since last year.(2023)
And they have an statutory profit before tax of 2,289m increased by 159.5% since last year (2023)
As per Tesco plc  report can be seen the company is profitable and is continually increased the sale.
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According to (thegrocer 2024) Tesco has a ‘’Magnetic Value’’ to his customer by implementing the Tesco Club Card Tesco use club card in many ways to attract his customer with the lower price by using the club card and by doing this so Tesco can track the customer needs, and not just to attract his customer also to retain them for a long term.
’’ Tesco says ‘magnetic value’ is a strategic priority – put simply, value that keeps the customer coming back. With the introduction of Clubcard Prices, Tesco once again changed the loyalty game. Sainsbury’s followed, and both have reaped the benefit in market share.’’(thegrocer 2024)
Tesco use this strategy as the result of this is by adding Tesco club card it keep a customer relationship and to retain his customer so then the organisation become much more profitable.


It has been observed that Tesco has a big number of employees according to (macrotrends 2024) in 2024 the total number of employees was 330,000 which results a decline of 2.06% from 2023. 
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Mission statement 
The mission statement of Tesco is to serve the customers, communities and planet a little better every day. ‘’Serving our customers, communities and planet a little better every day.
Serving our customers, communities and planet a little better every day means we always keep customers at the heart of what we do, while also reflecting our responsibilities to the communities we serve and to society more broadly.’’(Tesco plc 2024)

 Tesco do serve the customer by adding offers every day with their club card and make people to save every day by shopping with Tesco according to (Tesco plc 2024) research in average a customer save about £360 off the annual cost of their groceries.
‘’Tesco is a brand built on helpfulness. From its famous Every Little Helps promise in the 90s to its ongoing mission of “Serving shoppers a little better every day”(Simon Gregory 2023).
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                                               Figure 3: CRM (Jackie Chongcs 2022)
For the supermarket business organisation, Customer Relationship Management (figure 3)
Is important in this sector. A customer relationship management in retail company’s is used to capture, keep and organize customer and their data in one place. CRM system help the business to identify the customer by their shopping trends, and by doing so it help business to create a retention strategy, or improve their customer communication service. (Nikolai Denizhenko 2024).
Tesco is making their CRM by keeping data of the customer by using their Tesco club card and by doing it so they can provide customer every time by sending offers by their products trends 
So it is easy to recognise which customer are more likely to be retain, and having customer data they can always asking for survey and keep a strong customer relationship.


[bookmark: _Toc183782688]2.2 Data Collection and Evaluation
For effective customer relationship management in any organisation, customer data collection is very important for improving business efficiency.’’ CRM systems are designed to enhance customer relationships, streamline processes, and improve overall business efficiency.’’(Sagar Wani 2023). Any business collect data about their customers in different ways. But Tesco use a really simple way to collect data from their customer, they use Tesco club card, with these Tesco can store Customer address, email, phone number, and by this each time the club card is scanned the organisation know who was and what is their most buying product. Tesco offers club card for his customer’s and they are earn by each £1 spent they will earn 1 point on their club card. This strategy is use in U.K to focus on their customer and they can getback 1%  for their every day spending. That’s why Tesco club card is the most popular in U.K as there are more benefits for customers.
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(openloyalty 2023)
With club card strategy Tesco earn loyalty to customer by give them offers and collective points. With the club card can be easily tracked the customer needs and by having the club card will make customer much more focused on their every day shopping as they are save each day with the club card. Also Tesco collect data by using club card to make  their services available to their customers, to improve day-to-day operations, to personalise Tesco experience, to contact customer and to interact with them.
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Segmentation
What is segmentation? Segmentation is a concept developed by Smith (1957) and is take place by grouping consumers in terms of their characteristics, needs and habits and all this can be used as a marketing activities. Also market segmentation it can dividing market by smaller groups of buyers whit a different needs, characteristics, or behaviours that might separate marketing strategies or mix them. It also allows a company or organisation to focus on their marketing efforts much more effectively and economically.
Tesco use multiple segmentation strategies Demographic, behavioural, geographic.
Demographic
Tesco use demographic to target customer including families, professionals, and low budget. Also they might select customer by their income, (low and middle income category) occupation,(student, employees, professionals )education, (high school, technical, bachelors) and family size.( single individuals, nuclear and extended families ) Their main range for high quality products are Tesco finest, and for cost-sensitive customers they use Everyday Value.
Behavioural 
Tesco use behavioural segmentation so it can collect data with the Tesco club card and then it can segment customer by purchasing, and have personalized promotion for each customer.
By using behavioural segmentation it also know is a customer is a regular customer, cost advantage, active user.
Geographic 
Tesco will offer its offers according to location it will differ from town to cities or country as Tesco operates world wide.
Pricing Strategies
Pricing strategies are methods that any business use to set the price for their own product or service they might offer. The pricing strategies must be correct so it can maximize profitability and attract the marketing targets, and maintain competitors in the market. There are many pricing strategies it always depends on the business there are Premium price (high price/high quality), Penetration price  (initial low price but it might increase the price), Economy price (setting a low price), Skim price  (the initial price is high which it might go low), Dynamic price (adjusting the price based on the competition or demand ), Captive price (products that are consumables for lower price but the additional price for accessories), Product line (same product but different quality ), Competitive price ( set prices based on your competitors).
Competitive Pricing
Tesco use the strategy that uses lower price than his competitors that’s why Tesco uses multiple options like everyday saving and Tesco finest for their premium products Tesco also introduced the Aldi price match  so customers can compare their price with other competitors.
Promotional Pricing 
Tesco uses promotional pricing strategies such as buy one get one free, offers, seasonal sales.
And it also offer club card pricing which is different from the standard price.
Dynamic Pricing 
Tesco use dynamic pricing so it can adjust the price based on demand, competition , time, and reducing items that are near to expiry date.
Differentiation 
Differentiation is a marketing and business strategy in which they develop a unique products, service, so they can be distinguish from their competitors. The goal of differentiation is to take advantage on the competitors by offering something different to customers that the customer can chouse by the value of the product which in other business are not easy to get.
A company by differentiating itself, can attract the customers and retain them for longer time as they prefer one company by their offers over the others company’s as their price are not the same that’s why customer willing to find similar products but different offer.
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For differentiation Tesco use multiple strategy’s such as customer loyalty, sustainability and csr, community engagement.

Customer loyalty
The Tesco club card is main strategy of loyalty providing customers with their personalized promotion and gifts and offers, the club card it also helps organisation to improve their customer service experience.
Sustainability  and CSR
Tesco try to reduce food waste and it offers eco-friendly products which it helps them to create a good image about with their customers.
Community engagement
Tesco involve itself in community such as charity programs, and try to create a good image about the company.
By all this strategy Tesco try to archive Customer Centrality so it can retain as much as possible customers.
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Ethics 
Business ethics involves discipline so it can be examines god or bad practices in business there are few examples of ethics Moral conduct, Business ethics, moral conduct is more of a examination of right or wrong. Business ethics includes the god or bad behaviour.
In a business it’s really important to have Business ethics as they are a principles that guide decision making, when working in a organisation or business there are many challenges as there are many interpretation of ethical more often in some situation there are going in to a ‘’Gray area’’ as there is unclear what right or wrong.
‘’Business ethics are principles that guide decision-making. As a leader, you’ll face many challenges in the workplace because of different interpretations of what's ethical. Situations often require navigating the “gray area,” where it’s unclear what’s right and wrong.’’ (Michael Boyles 2023)
Tesco as a business ethics try to focus more on supporting communities, creating jobs, and creating a fair ethical workplace.
Fair treatment to employees 
Tesco offer fair wages to all employees and trying to improve standards for people working in their industry by offering them.
· Audits
· Improvement programmes
· Certification 
· Piloting alternative to audits 
· Better integration of human rights
Supplier Relationships
Tesco try to maintains ethical sourcing by working with suppliers that are fair labour and community issues throughout key supply chains. The company monitors suppliers to avoid issues such as child  labour or unsafe working.  So they are more focusing on,
· Forced labour 
· Gender equality
· Worker representation 
· Sustainable livelihoods

Anti-corruption measures
Tesco has implement anti-corruption measures as there is no modern slavery act, so Tesco try to combat forced labour  in its organisation.
· Engaging governments and state agencies where needed to influence regulation and legal framework.
· Calling on other companies to join Tesco effort
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It ca be observed Tesco is trying to help community by offer fair wages and try to help their employees and in the same time legally so that no one has unfair wages or unfair audits at the workplace.



Sustainability 
What is sustainability in a business ?
Sustainability in a business it shows that the company has a strategy and actions to reduce environmental and social impacts result from the business operational in a particular market.
“An approach to economic growth and development which takes account of the social and environmental consequences.” (Worthington & Britton, 2003 p23)
Tesco sustainability its by Environmental, Social, 
Tesco aims to achieve for the environment  zero emissions for all his operation by 2035 and they are working with suppliers and partners to achieve net zero by their supply chain by 2050.
 Also social they are making affordable , healthy , sustainably produced food so it can be accessible to everyone in any place in any home at any budget.



[bookmark: _Toc183782691]3.0 Conclusion
In conclusion Customer relationship management in a organisation is necessary for its future, also for much more understanding of the subject  is essential to use building  strategies for a critical role for the success of any business organisation. In any business if a customer feel engaged and connected with the business, the customer relationship  it a win for the organisation. The CRM in Tesco playing a very important role as Tesco implement the Tesco club card it help organisation to keep detail of the customer needs and also bring profit to the organisation. It also help organisation to find the right product for each customer and sending offers about that it could bring much more profit to the organisation by segment the customer needs and improve their CRM.
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