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[bookmark: _Toc147862752][bookmark: _Toc150000101][bookmark: _Toc151039775][bookmark: _Toc151040076]Executive Summary
This comprehensive report delves into building a sustainable marketing relationship, offering an in-depth analysis of customer-centricity in marketing, customer relationship management, managing customer expectations, and the impact of digital and social media on customer relationships. The report uses Tesco as a case study, a well-known UK retail chain and the third-largest retailer in the world, to highlight successful strategies for building a sustainable marketing relationship. The report provides a thorough overview of Tesco's background, including its innovative schemes, such as the Tesco Club card, its mission to earn and expand customer loyalty for life, and its online services that have made it the most prominent online grocer globally. Furthermore, the report concludes by discussing Tesco's competitive landscape, considering the availability of substitute products and the bargaining power of suppliers and customers.
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1. [bookmark: _Toc147862753][bookmark: _Toc151040077][bookmark: _Toc151040445]Introduction 
This report is on the module of building a sustainable marketing relationship on Tesco`s research and customer relationships. This assignment has been requested by Maria Heffernan, lecturer of the module at the University of Wales Trinity Saint David, to Tekle Atobrhan, student of BA business management and leadership of level five, in October 2023. It aims to analyse customer-centricity in marketing critically, describe the impact of customer relationship management, explain the importance of managing customer expectations, and identify the impact of digital and social media on customer relationships by completing the report. The report focuses on Tesco, a popular retail chain in the UK and the third-largest retailer in the world. The report provides an overview of Tesco's background information and innovative schemes, such as the Tesco Club card, which generated data on merchandising, pricing, customer service, promotions, customer acquisition, media effectiveness, customer communication, and market research. The report also highlights Tesco's mission to earn and expand customer loyalty for life. The report further discusses Tesco's online services, which have made it the world's biggest online grocer. Finally, the assignment submission date is 17th November 2023, and the resources used to write this report are journal articles, websites, and web documents.
[bookmark: _Toc147862754]

2. [bookmark: _Toc151040078][bookmark: _Toc151040446]Main Findings
2.1. [bookmark: _Toc147862755][bookmark: _Toc151040079][bookmark: _Toc151040447]Tesco background
Tesco, as reported by (Tesco, 2012), is a popular retail chain in the UK and the third largest retailer in the world after Walmart and Carrefour. In 14 countries across Europe, Asia, and North America, Tesco holds over 30% of the UK retail market. The company was founded by Sir Jack Cohen in 1919. Since then, it has introduced various innovative schemes like the Tesco Club card in 1995, which provided unique service benefits to customers. In 2000, the company launched the www.tesco.com to promote e-commerce. Tesco introduced "The First-Class Service" in 1993-1994 and the "One on Front" service in the following year to reduce check-out waiting time. The Club card scheme generates data on merchandising, pricing, customer service, promotions, customer acquisition, media effectiveness, customer communication, and market research. Tesco adopted the "Customer Championship" in-store in 2001-2002 and developed the "Learn Thinking" concept in the same year. To improve accessibility, Tesco established fixed telephone and mobile phone lines. "My Time," a program designed for women, offered free knowledge about spas, beauty salons, luxury gyms, and discounts on cosmetics, perfumes, and designer clothes. As stated by Tesco's CEO, Sir Terry Leahy, in the 1998 Annual Report, the company's mission is to earn and expand customer loyalty for life. According to Jim Barnes, CEO of the Bristol Group, Tesco has been recognised as the best practitioner of CRM, with knowledge of customers' thoughts, impressions, and feelings about grocery shopping. Crawford Davidson, the Tesco Club card loyalty program manager, said that the company's philosophy is to balance customer business by combining the company's culture, insight, and customers. Tesco delivers a magazine to over 150,000 loyal customers every three months, highlighting company products, and contacts almost 8 million shoppers through its CRM tools (Hassan, 2013) (Tesco, 2023). 
For years, Tesco has been a prominent player in the UK's grocery industry and has remained the market leader for five years. In 1996, Tesco Direct was launched, allowing customers to have their groceries delivered to their homes. The service was progressively expanded to include the whole of England, Wales, and Scotland by late 2000. Customers could initially place orders via telephone, fax, and the Internet. However, the Internet proved to be the most viable business model. Tesco.com was created in April 2000, incorporating Tesco Direct, Tesco Home Shopping (a 60:40 venture with Otto Verstand that offered electricals, homeware, clothing, gifts, books, and CDs), and Tesco Personal Finance. Consequently, a vast range of products can be provided without costly and time-consuming physical store development. Tesco has capitalised on its existing consumer base to become the world's biggest online grocer, outperforming most dot-com start-ups in terms of fulfilment expertise and profitability (Sleight, 2001). 
“Our mission is to improve the lives of our customers, communities, and the planet daily. We prioritise our customers' needs while fulfilling our responsibilities towards the communities we serve and society” (PLC, 2023).
2.2. [bookmark: _Toc147862756][bookmark: _Toc151040080][bookmark: _Toc151040448]
Data Collection and Evaluation 
[bookmark: _Toc147862757]Tesco Club card enables customers to build relationships through various dimensions, including collecting Clubcard points from transactions with other retailers, redeeming reward points with a range of leisure and associated outlets, and accessing the e-loyalty component of the scheme through the Internet. This multidimensional relationship approach creates a visible network central to marketing communication and brand building associated with the Tesco brand. Customer perceptions and experiences are shaped by choosing their preferred paths through this brand web. The brand web operates at three levels - experience, community, and customer data and knowledge (J, 2005). 
[image: Tesco clubcard] (Ltd, 2023)

Fizz Back, a customer engagement specialist, is partnering with the supermarket to offer customers various feedback channels, including SMS, email, freephone, and in-store feedback. All the channels are free, and the feedback is instantly analysed and sent to a customer service team or store managers for prompt action (Fitzgerald, 2008).
Some information they gather has the potential to identify the customer and is therefore categorised as “personal” data. Personal data includes but is not limited to name, phone number, and email address. Their policy on privacy and cookies elaborates on what kind of personal data they collect and their usage of it (Tesco, 2023).
Minocha and Petros (2012) proposed a similar approach to enhance data collection through social media. Initially, they developed a social strategy to identify the target audience and communication methods for obtaining data. Subsequently, a digital strategy was designed to determine the technologies required to execute the social strategy effectively (Daniel Field).
Tesco is pleased to offer personalised recommendations and deals to help customers save money on their purchases or inspire them to try something fresh and exciting. Tesco's product selection is carefully curated to reflect the tastes and preferences of the local community. By gathering their information, Tesco can process their orders, refunds, and repairs more quickly and efficiently and promptly assist with any questions, complaints, or requests. Customer data will be used exclusively to improve their shopping experience with Tesco, whether you prefer to shop in-store, online, or via our mobile app (Centre, 2023).
As a company, Tesco is committed to improving the lives of its customers, communities, and the environment. Achieving this objective requires Tesco to provide products and services that align with its vision. To ensure that Tesco delivers on this promise, safeguarding the information customers entrust Tesco with is paramount. Tesco`s goal is to guarantee that customer's data is secure and always protected. Moreover, Tesco wants the customers to know how they utilise this data to offer a more personalised and satisfactory shopping experience (TESCO, 2022).
Tesco offers an online questionnaire survey to gather feedback from its customers. The survey consists of various questions such as the time of the visit, frequency of visits, preferred operating hours, overall experience, and satisfaction level with different aspects of the store, including product range, quality, and cleanliness. Tesco also rewards its loyal customers who participate in the survey by offering them an extra 300 Clubcard points. This helps Tesco better understand its customers' expectations, allowing them to improve the quality of its products and services (IPL, 2023).
According to (Pepper, 2023), the Tesco Clubcard loyalty program is exceptional in its use of data analytics to personalise rewards and offers for each customer. By analysing individual purchase history and shopping habits, Tesco tailors promotions and rewards to match each customer's preferences and interests. For example, if a customer frequently purchases baby products, Tesco may provide them with exclusive discounts and offers on baby food, nappies, and other related items. This approach not only increases customer loyalty and satisfaction but also helps Tesco better understand and meet the needs of its customers. Furthermore, Tesco Clubcard rewards customers for shopping more frequently at Tesco stores by offering discounts and rewards for every purchase. This incentivises customers to choose Tesco over its competitors and encourages them to make larger purchases to earn more points and rewards. This strategy has helped Tesco expand its sales and market share, particularly in the highly competitive grocery market.
The company's primary focus is to provide customers with an exceptional shopping experience that surpasses all others. To achieve this, the company strives daily to enhance its services to benefit British shoppers everywhere. Regardless of their shopping preferences, the company is dedicated to ensuring customers' complete satisfaction. Personal information is integral to this goal, and the company guarantees its safety and privacy (centre, 2023).
 










2.3. [bookmark: _Toc151040081][bookmark: _Toc151040449]Segmentation, Pricing Strategies and Differentiation 
[bookmark: _Toc147862758]According to (Munusamy, 2008), pricing is one of the crucial components in the marketing mix strategy of any company. The cost of products and services significantly impacts whether customers buy them and, if they do, which competing product they choose. The reputation of stores such as TESCO as the most affordable option often attracts many customers. In some cases, the price of a product may not deter customers from buying it if they perceive it has higher quality or is more prestigious. However, with the rise of value-conscious customers, price is becoming a more significant factor in purchasing decisions than other attributes (Peter & Donnely, 2007). 
Tesco's products and services aim at cost-conscious individuals who prioritise bargains, sales, and various choices. Other supermarket chains in the UK target different customer segments. For instance, Waitrose supermarkets cater to people in a higher income range who prioritise product quality over price. Therefore, Waitrose stores are more spacious than many other supermarkets, and this space is reflected in the higher prices for consumers. In contrast, Lidl and Aldi, two other popular supermarket chains, target a different customer segment than Tesco and Waitrose. Lidl's strategy is more focused on cost-effectiveness than Tesco's, which results in Lidl targeting consumers who may compromise on quality due to the lower prices. Buyer behaviour has a significant impact on marketing activities, especially during times of financial and economic crises. In the UK, the recession decreased consumer spending, and Tesco's marketing management responded by emphasising cost-effectiveness within their integrated marketing communication practices. Tesco uses a variety of positioning strategies to attract its target customer segment most effectively (Dudovskiy, 2016).
A study conducted in 2008, using 100 questionnaires with customers at the Tesco Kingsway store in Dundee, found considerable agreement among respondents regarding the quality and reliability of Tesco's brand products compared to manufacturer-branded health and beauty products. However, the study also revealed that the performance levels of the brand's and manufacturer-branded products were incomparable. The purchasing decisions of health and beauty products were influenced by quality, price, and value for money, with most of the sample indicating that these purchases were highly involved. Only age and monthly spending were found to be significant variables on more than one occasion. The study provides an initial indication of how Tesco's brand is perceived by customers in the health and beauty category and serves as a pilot for a more extensive study into the Tesco brand and consumer behaviour, which is set to begin in 2011 (Grant, 2011).
Tesco's advertising and branding are considered the best in the industry. Its most significant strength is its ability to offer low prices, setting it apart from other supermarket chains. Tesco utilises TV ads, sponsors charitable events, and offers promotions to customers, focusing solely on providing low prices. Additionally, Tesco delivers attractive offers to potential customers, such as "buy one get one free" or half-price deals, making them feel like they are saving money. However, online purchases are cheaper than in-store purchases, but customers cannot see all their options, making it difficult to entice them into buying more products (Shastri, 2021).
Tesco has distinguished itself from its competitors by offering a broad range of products and services, including online shopping, delivery, and financial services. The success is primarily attributed to the complementary nature of these offerings and their ability to provide added value to customers (Hana, 2023).
The following text, requested to be reworded while keeping the same meaning, describes the six strategic drivers that layout plans and ambitions to produce lasting value for all stakeholders. These drivers include creating a unique brand, reducing operating expenses by £1.5 billion, generating £9 billion cash from operations, maximizing the product mix to achieve a 3.5% - 4.0% Group margin, maximizing property value, and driving innovation. Additionally, having a distinct brand is seen to produce long-term value (PLC, 2017). 


2.4. [bookmark: _Toc151040082][bookmark: _Toc151040450]Ethics and Sustainability 
At Tesco UK, they uphold human rights in all operations. To lead our human rights strategy, they have a Responsible Sourcing Director who reports to their Group Quality Director and Chief Product Officer. They oversee product sourcing across all of Tesco’s retail businesses. They make internal training mandatory for these roles to ensure that Tesco UK Buying Managers and Technical Managers are well-informed and equipped with the necessary knowledge and skills. This training focuses on responsible sourcing, modern slavery, and human rights. Tesco regularly evaluates and updates its training to ensure its colleagues are informed and aware of relevant escalation procedures. Their commercial and technical teams maintain ethical supplier and site relationships daily. They are supported by a specialist responsible sourcing team, which includes dedicated local staff in nine key sourcing countries. Together, these teams develop annual plans that prioritise vital projects and identify specific actions or support required from technical or commercial colleagues. These projects can apply to both primary supplying sites and raw materials sourcing. Examples of projects included in the 2021/22 plans include (Tesco, 2023).

Students can now use Tesco Clubcard points to pay for their university fees. As part of the deal between the Open University and the supermarket giant, undergraduate tuition fees can be discounted in exchange for loyalty card vouchers. To receive £40 towards course fees, students must provide £10 worth of Clubcard vouchers and have spent £1,000 in the store. The partnership between the Open University and Tesco aligns with the university's commitment to providing open access. This collaboration enables the university to reach out to new students and offer flexible options to access its programmes, including using Tesco Clubcard points to pay course fees. Professor Brenda Gourley, the Open University's vice-chancellor, commented that the university is dedicated to making its programmes accessible to as many students as possible, and this new partnership with Tesco is one of how it can achieve that goal (NEWS, 2007).
According to Lecture content: 
Normative Ethical Theories: These theories provide guidelines for determining what is morally right or wrong. Examples include deontology (duty-based ethics), consequentialism (focused on outcomes), and virtue ethics (emphasizing character).
Descriptive Ethical Theories: These theories describe how people make ethical decisions. They may involve studying cultural norms, societal expectations, or psychological factors influencing behaviour. 
Tesco uses normative theories to establish ethical guidelines and principles, while descriptive theories can help them understand the practical implications of these guidelines in real-world contexts according to (Teco, 2022).

In September 2019, Ethical Consumer rated Tesco's supply chain management as the best. They arrived at this conclusion by examining their documents, which included 'Their Approach to Human Rights' from 11th April 2019, 'Modern Slavery Statement 2018/19', and 'Supplier Code of Conduct'. Despite this, they discovered that one of their suppliers was found to be using slave labour during the same period. After a three-year police investigation, the UK's most significant modern slavery ring was uncovered, and one of Tesco's suppliers was implicated. The ring had over 400 victims, some working in farms, rubbish recycling centres, and poultry factories for as little as 50p per day. (consumer, 2023).
Tesco intends to leverage the expertise of sustainability start-ups and incorporate their innovative ideas to drive a positive impact throughout its supply chain. This partnership allows Tesco to identify and implement sustainable practices, including reducing food waste, optimising packaging, and improving energy efficiency. The initiative showcases Tesco's dedication to sustainability and actively contributes to building a more responsible and sustainable supply chain ecosystem (Yadav, 2023).

[bookmark: _Toc147862759]

3. [bookmark: _Toc151040083][bookmark: _Toc151040451]Conclusion 
The report presented here delves into building a sustainable marketing relationship, explicitly focusing on customer-centricity in Tesco's background, customer relationship management, managing customer expectations, and digital and social media's impact on customer relationships. The report highlights the case of Tesco, a well-known retail chain in the UK that has emerged as the third-largest retailer in the world. It provides a comprehensive overview of Tesco's background, including its history and the various innovative schemes it has introduced, such as the Tesco Club card. The report also examines Tesco's mission to earn and expand customer loyalty for life and the various online services that have made it the world's biggest online grocer. Furthermore, the report provides an in-depth analysis of Tesco's approach to customer-centricity in marketing, including the data collection and evaluation methods that Tesco uses to gather insights into its customers. The report also highlights Tesco's segmentation, pricing strategies, and differentiation, which have been critical to its success in building a sustainable marketing relationship. Additionally, the report examines Tesco's commitment to ethics and sustainability, which has helped the company maintain its reputation as a responsible and trustworthy brand. In conclusion, the report shows how Tesco has successfully built a sustainable marketing relationship despite the significant competition it faces due to the availability of substitute products and the bargaining power of suppliers and customers in the market. The report also highlights the key takeaways that other companies can learn from Tesco's strategies to build a sustainable marketing relationship.
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