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Executive Summary

The purpose of this report is to explore and understand through its findings how Tesco has implemented marketing relationship strategies with their products and customers. Findings within the report have critically discussed key areas in their historic development of marketing strategies, and how these strategies improve customer centrality whilst improving sustainable developments in their growth. Insight into data gathering techniques along with information management of the data provide platforms of models such as customer relationship strategies, sustainability methods, customer segmentation and differentiation methods to attract their customers. An understanding of key points in these areas is critically examined to determine how successful Tesco has been in implementing models of success in promoting their brand, customer retention and ethical practices. The report will create an understanding of what impacts the company has had on organisational performance from these methods and strategies, by evaluating the strengths and weaknesses of their marketing plan, focus areas of corporate social responsibility and future sustainability.
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1.0
Introduction.

This report was requested by the Marketing executive officer of ‘Marketing Focus’ for the purpose of researching the ‘Influence of Sustainable Relationship Marketing policies and Practices and the impact of Organizational Performance’. This report was compiled by Emma Salter and to be submitted by the 29th of December 2024. 
[bookmark: _Int_5iR3hjbZ]The aim of this report will be to provide an historical background of Tesco as an Organization and how they have grown in terms of sustainability and the effects that has had on the companies performance, relationships, growth and policies and practices. 
[bookmark: _Int_ZNKiGyDW][bookmark: _Int_wP2HfU75]Throughout the report there will be discussion and evaluation on the companies segmentation areas, and how that targets different groups of customers based on their similar needs and behaviors as well as prospective buyers based on demographics and geographical locations of their business. The companies sustainable differentiation strategies will be explored based on how they create and deliver value for competitive advantage through loyalty schemes, sustainable products, embracing current trends, services and practices.
[bookmark: _Int_u5Tgb9E8]There will be discussion and critical analysis of Tesco's ethical and sustainability policies and practices, identifying how they help to achieve customer centrality. There will be analysation of the companies information management system to help us understand how their data collection techniques impact on their marketing relationships in becoming more sustainable. 
[bookmark: _Int_nrLLjxQe][bookmark: _Int_t1buxOMb]Many sources of information will be used throughout the report such as google scholar, journals, books, websites, news articles and other various sources in order to conduct critical analysis. This will help form a better evaluation of the companies past and present history of development, as well as developing a well-formed conclusion and aid in possible areas of potential improvement. 



Findings.

2.0
Tesco’s Historical Background.

In 1919 Jack Cohen left the royal flying Corp at the end of the great war using his demob money to set up a affordable food business selling groceries from a stall where he believed in putting affordable food in reach of everybody and making just £1 on his first day. Then in 1924 the word TESCO was first born where Jack had his first own brand tea product promising unequalled value to the brand. In 1929 Jack opened his first store in Burnt Oak in the north end of London selling great value dried goods. 
The business then expanded in 1934 buying a new plot of land in angel road as Jacks first headquarters and warehouse facility where new ideas for stock control meant greater saving for customers. Further growth of stores expanded the business throughout London in 1937 until 1939 when the war broke out where Jack created equality within rationing between the rich and the poor. In 1946 Jack travelled to America bringing back an American concept of self-service never seen in British shopping and the introduction of 25p shares in the stock market. 
Between 1955 and 1960 more than 500 new stores were purchased with the first supermarket opening in 1960 in Malden Essex. This saw a move into household clothing acquiring 212 branches throughout England. A Sir save a Lot advert was launched in the 1960s spreading advertisements of price slashings across numerous household foods and items, and the introduction of green savings stamps as a scheme to buy goods from their own brand catalogues (Tescoplc, 2024).
Numerous developments were made throughout the next decade such as the arrival of the first superstore and fuel stations but sadly with Mr. Jack Cohen passing away on the 24th of March 1969. In 1982 the first checkout 82 was launched by Sir Ian Mclauren slashing prices between 3 and 26%, seeing sales soar to £2 Billion. In 1985 the first healthy eating range was introduced with their own brand products at affordable prices as an ethical approach initiative (Bellini. A, 2024).
[bookmark: _Int_YbSi0sQU]In 1992 TESCO raised £185 million with their Every Little bit Helps scheme providing computers to schools across the nation. In 1992 smaller formats of the stores were introduced such as Express and Extra stores offering more convenient locations within smaller areas and larger stores for homeware and electrical goods. Tesco value lines of products were introduced in 1993 offering a wider range of products at lower prices and the Every little bit helps campaign. April 12, 1993, London - Following an 85-million-pound ($125.0 million) write-down in property values, Tesco, one of the biggest supermarket chains in Britain, reported pre-tax profits for 1993 of 528.4 million pounds ($776.8 million), which were essentially unchanged from the year before.
According to the company, pre-tax profits would have decreased by 22% to 435.5 million pounds ($640.2 million) from 558 million pounds ($820.3 million) in 1992 if the property write-downs had not occurred. The net profit decreased from 394.7 million pounds ($579.6 million) in 1993 to 298.8 million pounds ($439.2 million) (Zweynert. A, 1994)
[bookmark: _Int_dqfMGdFG]Geographical expansion was obtained in 1995 to countries such as Hungary, Czech Republic, Slovakia, Poland, Ireland and even India. Tesco overtook Sainsburys market share in 1995 with the Tesco Clubcard loyalty scheme which attracted nearly 5 million customers in the first year and in 1998 developed their first Tesco Finest range offering higher end quality goods closing the gap in the market for more affluent customers. The revolutionalised customer data analytics and personalised marketing helped diversification of its product ranges and build on their ambitious expansion strategy. The innovative approach helped personalize market efforts and enhance customer loyalty. Insight into consumer behavior and preferences created customer centric approaches and gaining a competitive edge against their rivals (ISN, 2024). 
With technology changing exponentially, the launch of Tesco's first online website was born in 2000 helping over 20 million customers access goods from anywhere at the touch of a fingertip. The key to its success was two-fold. It had the first mover advantage, rapidly increasing its operation to cover 95% of the population. (Its main rival, Sainsbury's, reaches only 71% of UK households (Thomas. K, 2002). With the establishment of the online grocery channel Tesco Direct online sales rapidly grew their annual capital growth rate of 23% by 2006, and with the need to meet fulfillment demands, Tesco augmented their operating model with a significant investment in dotcom centers and by April 2006 online sales had reached well over £1 billion with the annual profits of £2.25 billion (McCue. A, 2006). 
The relaunch of the Clubcard loyalty scheme in 2009 created a 150-million-pound investment encouraging millions of customers to shop with the store as a massive marketing campaign with membership to exclusive reward points that could be tripled in value with multiple retailers. Following a year in which the chain lost market share, Sir Terry Leahy, the CEO, admitted last month that the retailer needed to regain customers, which prompted the relaunch. This effectively created a 3% growth that year which helped combat the retail fight for lower prices against stores such Lidl and Aldi (Rigby. E, 2009). 
 In 2012 the introduction of the Tesco Everyday value range replaced the original Tesco value to provide better quality products with more sustainable sources and packaging. Tesco began work with the Fare Share company encouraging customers to help support in donating long-life food to charity and vulnerable people in need. In 2015 the launch of the bags for help scheme introduced a 5p charge that contributed to fund sustainability projects such as improving green spaces in local communities saving over 1.5 billion in single use bags. This followed with an ethical approach in 2016 with free fruit for kids creating healthy eating values for children and getting the nutrition that they needed for free. Another sustainability approach in 2019 was created with the accompaniment of Jamie Oliver supporting the brand by giving advice to families in meal preparation and how to avoid food wastage. 
In 2020, Tesco announced a major restructuring plan to refocus its business and improve profitability. This involved closing unprofitable stores, reducing costs, and investing in customer experience. The company also placed a renewed emphasis on its core UK market and strengthened its online presence. Present Continued growth and diversification Tesco continues to be one of the largest retailers in the United Kingdom and has diversified its operations beyond traditional grocery retail. The company has expanded into areas such as banking, telecommunications, and fuel retailing. Tesco remains focused on delivering quality products and excellent customer service while adapting to the evolving needs of consumers.
 
2.1
Information Management effects of data collection, analysis and evaluation on Tesco's ‘Marketing Relationships 'and Sustainability.

Information management through the use of data collection and how that data is gathered accurately for marketing purposes can be extremely beneficial in identifying current trends and patterns within the market. These trends and patterns help evaluate:

· Customer Preferences

· Purchasing Habits

· Demographics

· Competitor Strategies

[bookmark: _Int_aWnv95RT]It makes it possible to make informed decisions regarding the creation of new products, advertising campaigns, the distribution of resources, and the discovery of untapped markets. Targeting and market segmentation are also based on data collection. Businesses can segment the market and target particular target groups with their marketing by gathering information on consumer traits, preferences, and behaviours. This enables companies to send more individualised marketing messages. Organisations can measure success, pinpoint areas for improvement, and inform future decisions by collecting data effectively. It is essential to comprehend the competitive environment (Baker. N, 2023).

2.2
Data Gathering effects of Marketing and Customer Relationship Management practices.

The internet can be used to collect data both actively and passively for customer relationship management. This adds to the body of knowledge regarding primary and secondary data by demonstrating that primary data is the primary form of information that database marketers can obtain online to create a comprehensive customer database profile. More specifically, because they provide a better understanding of customers, the majority of internet/database organisations use both active and passive information about customers obtained through the internet. However, organisations are using integrated permission-based email communications as part of their overall internet marketing strategy because actively supplied customer data is the foundation of a better understanding of customers. Building relationships with customers who have expressed interest in accepting promotional information from preferred e-tailers is the foundation of the permission marketing concept in the online setting. 
Aside from the corporate exchange of value for customer data provision noted in the literature, the amount of active data that marketers can access online depends on several factors, including the organization's credibility, disclosure of the purpose of data collection, handling of security and privacy issues, and the attractiveness or stickiness of the website. Because many customers are concerned about protecting their personal information from commercial organisations, privacy and security issues are crucial (O. Leary. C, 2004). 

2.3
Sustainable Customer Relationship Management effects on Marketing Relationships and Sustainability futures.

In order to incorporate sustainability into customer relationship management, sustainable customer relationship management (SCRM) combines computer systems, customer-oriented business processes, and business strategy. Because social implications will increase the number of ethical, socially conscious, and green consumers and transform business processes, products, and services to be more sustainable, they have a significant positive social and environmental impact on society. Customer relationship management in the age of sustainable development is an increasing research area (Muller. A. L, 2014).
To implement SCRM, an enterprise has to transform its CRM business processes into new sustainability orientated processes. However, development of the research on SCRM is still limited, and there are few examples of SCRM applications to real cases and hence practitioners have problems integrating sustainability in Customer Relationship Management (Chalmeta. R, 2021).
A shift from a product-focused to a customer-focused enterprise strategy is known as customer relationship management, or CRM. In the past, marketing aimed to persuade consumers to purchase the product or service, and business strategies were centered on it. This shift, along with the creation of new information and communication technologies capturing new analytic customer data has resulted in creative sustainable development, which has bridged from how businesses interact with their customers. Creating value for clients, comprehending their needs, and providing value-added services are the goals. With the goal of providing more socially and environmentally responsible goods and services while drawing in and keeping customers who care about sustainability, CRM has evolved into SCRM as a result of consumers' and businesses' growing interest in sustainability (Estevez. M. F, 2023).
In the modern corporate environment, which is marked by its rapid speed and heavy reliance on digital technologies, data analytics has emerged as a key catalyst for attaining sustainable growth in the field of digital marketing. But long-term company growth is more than just boosting short-term profits. The idea is to keep a healthy balance between long-term success-promoting ethical behavior and financial profitability. Critical progress must be made in the areas of responsible environmental practices, waste management, and environmental impact reduction.
Overwhelming amounts of data captured from various online technologies presents challenges and not just opportunities seeking sustainability. Businesses that fail to leverage the data effectively risk falling behind competitors for optimization in marketing strategies. Without staying ahead of the evolving market trends and consumer preferences businesses face the threat of stagnation or even decline. The loss of valuable insight into enhancing customer engagement and drive sustainable growth will expose lack of understanding essential components in contemporary fields such as business, healthcare, finance and environmental research due to its comprehensive understanding of data gathering, prepossessing, analysis, and visualisation.
The concept of sustainability must encompass several dimensions such as long erm social and not just economic (Salhab. H. A, 2024).

3.0
A Critical Analysis of Tesco’s Marketing Relationship Strategy.

Relationship marketing is crucial in today's world because customers are sophisticated, well-informed, and always looking for better deals, especially in the UK. Thus, this element compels marketers to switch from push to pull marketing. These days, retailers are putting more of an emphasis on relationship marketing and mass media. 
Segmentation is an important component of improving relationship marketing. When customers need to be categorised in terms of cost prospecting, customer needs definition, and the provision of customised products, segmentation is crucial.
Tesco Club Card Magazine, for instance, divided their ad into segments based on demographic factors such as the age ranges of 16–25, 25–45 with and without family, and over 60. Segmenting the customer groups that wish to establish a relationship with the company is essential. However, spending money on clients who aren't interested in doing business with the company is regarded as a waste of money. Businesses should concentrate on clients who wish to establish enduring relationships with them. However, spending money on clients who aren't interested in doing business with the company is regarded as a waste of money. Customers who wish to establish a long-term relationship with the company should be the firm's primary focus. Customers are usually divided into two categories: those who are profitable for the business and those who are not, which prevents the business from making money. Customers who purchase at regular prices are far more devoted than those who purchase at promotional prices because, for various reasons, some consumers constantly switch brands even when they get better value. Therefore, choosing the appropriate segmentation criteria aids in the implementation and improvement of relationship marketing (Mollah. A. S (M.D), 2014). 

3.1
How Data Gathering and Segmentation Created a more 
Customer Centric Approach for Tesco.

Tesco's is on a mission to truly know their customers, what they want, why they need it, and their pain points in order to implement high-impact experience improvements. Knowing their customers' personas and key drivers for each channel allows Tesco to understand what behaviors need to be measured so they can compare experiences between in-store and online experiences. By enabling the business to trade up customers to higher-margin products, segmentation can increase sales. Tesco, for instance, has effectively increased its sales in the UK by dividing the market into segments based on the needs of its customers and offering a Tesco solution for each. These solutions range from Tesco Express, which are small neighborhood stores, to Tesco.com, which offers home delivery, to Tesco Extra, which is a hypermarket format (Levitt. T, 2024).
Understanding where the shopping trip metrics decreased in each of the UK's six regions was one of Tesco's objectives. Tesco specifically sought to gain a detailed understanding of their customers' experiences. This would assist them in determining what steps they should take to enhance each customer's experience during the purchasing process. In order to determine whether there were particular times of the day when the experiences were better than others, Tesco first examined the feedback from each store. They then concentrated on determining which parts of the store worked well (or not). This analysis produced a clear understanding and an action plan for improvement that could be shared throughout the regions.
As part of Tesco's customer centric approach, the team wanted ro measure not only in-store experiences but also online digital experiences to improve customer retention no matter how the customer interacts with the brand. In Moment ran separate online and in-store CX surveys, to understand the differences between the two types of experiences. It was important for them to understand each journey as they both contribute to overall brand perception.
The approach looked at key structured data as well as unstructured customer feedback and put together individual insight packs, an in-depth report outlining the key actions for store and area managers, and recommendations for each region, focusing on a different shopping trip measure for each journey. This provided detailed feedback action plans to improve day-to-day shopping experiences for customers. This new level of analysis empowered leverage for the most relevant insight into new ideas and processes needed to help improve customer satisfaction. Tesco strongly believes in gathering and analysing feedback to create segmentation areas based on behaviours, demographics, locations and personalisation to create more loyal customers (In Moment, 2021).
However, as customer satisfaction is highly influenced through Tesco's loyalty programs and customer service quality and price fairness, in 2018 Tesco lowered the value of its Clubcard points system leaving customers angry and frustrated among fear of raising inflation and food prices. This was a slap in the face to hundreds of thousands of customers. 
The Shopper Points loyalty points website's editor, Anika Newjoto, however, stated: "It stinks to make these changes without warning.
"Vouchers for Tesco Clubcard's expire after two years. To pay for a big purchase, many customers accumulate them over time.
"Loyalty programs should function in both directions, not just one. It is completely unjust for a store to take away or drastically reduce the value of rewards that a customer has given them in exchange for their business (BBC, 2018). 
Tesco’s card program led customers into a false sense of loyalty when even though Clubcard exchange points are devalued, not being without the loyalty program would charge customers nearly 50% more than the non-loyalty card customer's even though making millions from selling customers data to big brand companies.
Even though segmented areas of Tesco’s customer focus concentrate on the delivery of unique quality products, services and efficiency across all areas, the threat of impact to their loyalty schemes creates vulnerability to their strategy and values policy, potentially losing large numbers of customers (Evans. L, 2023).



3.2
Tesco's pricing strategies, Differentiation of products and the 7ps Marketing Mix

Tesco’s most important differentiation techniques used by the company is through the use of the 7ps marketing mix strategy where they aim is to offer great value through affordable prices by offering unique and tailored customer experiences through diversity of brand, pricing, segmentation of its customers whilst enforcing the brand guarantee (Tesco plc, 2017).
According to Smith and Sparks (1993), consumers base their decisions about what to buy on perceived value, price, and quality. Price, however, is no longer as important in choosing store brands as it once was, according to Laaksonen (1994). Store brands used to be positioned alongside first generation (generic) brands, which were dedicated to offering simple, unadorned products at the lowest feasible prices (Tsoulos, 2000). Tesco continues to employ this strategy as a differentiation technique for its Value range, even though its own brand range and finest (in product categories other than health and beauty) are comparable to those of other retailers who favour emphasising quality for their store brands (Turner. J, 2011).
One of the 7 Ps listed in a company's marketing mix strategy is pricing. This differentiation strategy through the cost of goods and services frequently affects whether or not customers will buy them, and if they do, what competitive offering they choose. Simply because they are thought to have the lowest prices as stores like TESCO draw a lot of customers. Higher prices for some offerings might not discourage purchases because customers think the goods or services are more prestigious or of higher quality. However, a large portion of today's budget-conscious buyers might base their purchases more on price than other factors (Hoo. C. W, 2008).
Tesco's marketing mix's product strategy is centered on product lines, product innovation, top brand names, and product categories to create differentiation strategies in adaptation to historic circumstances and market conditions. The Tesco brand's strategy makes sure that its product offering is of the highest quality while meeting the needs of customers in practically every product segment of the market. Tesco's low-cost products to keep prices low and the numerous sales and discounts the company runs to keep its clientele are at the heart of its marketing mix and strategy. Tesco employs forceful marketing techniques to draw clients and enhance its reputation. Both current and potential clients are specifically targeted by its TV commercials and advertising campaigns. 
The marketing mix is a company's combination of various marketing decision variables used to promote its products and services. Following market identification and the collection of fundamental data, the next stage is market programming, which involves choosing the tools and approach to satisfy consumer demands and rivals' challenges. It provides the best possible mix of all marketing components to help businesses achieve objectives like profit, sales volume, market share, return on investment, etc. (Goi. C. L, 2009).
Tesco's pricing strategy is another sophisticated differentiation combination of tactics intended to meet the needs of a wide range of customers while maintaining competitive prices and positioning the brand in the market. Some of these strategies include competitive pricing to remain on par with competitors offering better value whilst increasing profits, Price discrimination with Express stores adding higher value for products in exchange for more convenient locations, Promotional pricing such as discounts or buy one get one free and seasonal sales, Psychological pricing where Tesco uses pricing strategies that appeal to consumer psychology to increase the perceived value and affordability of its products, such as setting prices for items that are just below a round number (£9.99 instead of £10), and premium label pricing such as their finest range or value range helping customers choose their products based on budget (Bhasin. H, 2024). 
However, Tesco continues to lose dominance over the market as price is still the primary determinant of where customers choose to buy, followed by shopping experience, discounts, and convenience, even with the recent slowdown in inflation. Tesco’s continues to fall short in competitive advantage of pricing in comparison to prevailing stores such as Lidle, Aldi and Sainsbury (Farrell. S, 2024). As customer centrality relies heavily upon Tesco’s Clubcard program which is designed to reduce prices and create incentive, Sue Davies, the head of food policy at Which?, said: “These results show Tesco is doing very well during the cost of living crisis while millions of its customers struggle to put food on the table due to soaring grocery price inflation (Butler. S, 2023). 







3.3
Tesco's Corporate Social Responsibility as part of their Ethical policies and practices.

By acting responsibly in the communities we serve, Tesco hopes to gain the trust of its customers through its CSR policy. They strive to maximize the positive effects while minimising the negative ones because they are aware of their influence on society at all levels. Tesco accomplishes this through a program of useful, customer-focused, community-based activities.
At the centre of everything they do are their customers. Both their company and the communities in which they operate benefit from CSR. Thier main goal is to earn the customers' lifetime loyalty by fostering goodwill and trust with them. Tesco's values of "treating people how we like to be treated" are reflected in corporate social responsibility. By providing support and development, they aim to draw and keep the best employees, which reflects another of our values: "look after our people so they can look after our customers." Their business strategy is centred around this.
Tesco is dedicated to operating in a morally and socially responsible way.
This pertains to every facet of our company, including maintaining open lines of communication and treating workers, clients, suppliers, and shareholders fairly and honestly.
Tesco has codes of ethics for its employees that cover grievances pertaining to employment matters and a policy on accepting gifts. Tesco established the Protect Line, a confidential phone help line, last year for any employee who wants to voice concerns about suspected criminal offences, noncompliance with legal requirements, miscarriages of justice, health and safety, environmental harm and the concealment of any of these issues. Tesco is dedicated to preserving the environment by minimising our impact. By sharing best practices with their suppliers and implementing sustainable environmental principles within operations, they hope to leverage its commercial strength. (Tesco PLC, 2018). 

4.0
Conclusion.

[bookmark: _Int_zSdshZWW]Information management by Tesco using data collection and how that data is gathered accurately for marketing purposes has been extremely beneficial in identifying current trends and patterns within the market for them. It makes it possible to make informed decisions regarding the creation of new products, advertising campaigns, the distribution of resources, and the discovery of untapped markets. Businesses segmentation by Tesco’s marketing has aided niche target groups with their marketing by gathering information on consumer traits, preferences, and behaviours. The use of their data Gathering effects of Marketing and Customer Relationship Management practices has been of enormous benefit. The internet can be used to collect data both actively and passively for customer relationship management. Aside from the corporate exchange of value for customer data provision noted in the literature, the amount of active data that marketers can access online depends on several factors, including the organization's credibility, disclosure of the purpose of data collection, handling of security and privacy issues, and the attractiveness or stickiness to their website.
Because many customers are concerned about protecting their personal information from commercial organisations, privacy and security issues are crucial for Sustainable Customer Relationship Management effects on Marketing Relationships and Sustainability futures. Tesco's incorporate sustainability into good CRM practice and sustainable customer relationship management (SCRM) by combination of computer systems, customer-oriented business processes, and business strategy. Tesco's strategy idea is to keep a healthy balance between long-term success-promoting ethical behavior and financial profitability. Critical progress must be made in the areas of responsible environmental practices, waste management, and environmental impact reduction. Overwhelming amounts of data captured from various online technologies presents challenges and not just opportunities seeking sustainability. Without staying ahead of the evolving market trends and consumer preferences businesses face the threat of stagnation or even decline.
Segmentation for Tesco is crucial. Segmenting the customer groups that wish to establish a relationship with the company is essential. However, spending money on clients who aren't interested in doing business with the company is regarded as a waste of money. The Customer Centric Approach for Tesco is on a mission to truly know their customers, what they want, why they need it, and their pain points to implement high-impact experience improvements.
As part of Tesco's customer centric approach, the team wanted ro measure not only in-store experiences but also online digital experiences to improve customer retention no matter how the customer interacts with the brand. In Moment ran separate online and in-store CX surveys, to understand the differences between the two types of experiences. This provided detailed feedback action plans to improve day-to-day shopping experiences for customers. This new level of analysis empowered leverage for the most relevant insight into new ideas and processes needed to help improve customer satisfaction. However, as customer satisfaction is highly influenced through Tesco's loyalty programs and customer service quality and price fairness, in 2018 Tesco dropped the ball in this respect to disadvantages in their lowered value Clubcard return. "Loyalty programs should function in both directions, not just one. It is completely unjust for a store to take away or drastically reduce the value of the rewards that a customer has given them in exchange for their business.
[bookmark: _Int_6BKmZrnv]Even though segmented areas of Tesco’s customer focus concentrate on the delivery of unique quality products, services and efficiency across all areas, the threat of impact to their loyalty schemes creates vulnerability to their strategy and values policy. Tesco’s most important differentiation techniques used by the company is through the use of the 7ps marketing mix strategy where they aim is to offer great value through affordable prices by offering unique and tailored customer experiences through diversity of brand, pricing, segmentation of its customers whilst enforcing the brand guarantee.
Tesco's pricing strategy is another sophisticated differentiation combination of tactics intended to meet the needs of a wide range of customers while maintaining competitive prices and positioning the brand in the market. However, Tesco continues to lose dominance over the market as price is still the primary determinant of where customers choose to buy, followed by shopping experience, discounts, and convenience, even with the recent slowdown in inflation. Tesco’s continues to fall short in competitive advantage of pricing in comparison to prevailing stores such as Lidle, Aldi and Sainsbury (Farrell. Tesco's Corporate Social Responsibility as part of their Ethical policies and practices. By acting responsibly in the communities we serve, Tesco hopes to gain the trust of its customers through its CSR policy. Tesco is dedicated to operating in a morally and socially responsible way. This pertains to every facet of our company, including maintaining open lines of communication and treating workers, clients, suppliers, and shareholders fairly and honestly. Tesco has codes of ethics for its employees that cover grievances pertaining to employment matters and a policy on accepting gifts.
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