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Executive Summary

Tesco, a global retail giant, has evolved significantly from its humble beginnings in 1919 to become a major player in the retail industry. Its historical development demonstrates resilience and adaptability in response to changing market dynamics. While facing challenges in market share and profitability, Tesco remains a significant global retailer, with a strong focus on its mission to create value for customers and earn their lifetime loyalty.
Data collection, analysis, and evaluation form the foundation of Tesco's marketing strategies. Through various channels, including loyalty programs and online transactions, Tesco gathers and analyzes customer data to personalize marketing efforts and enhance relationships. This data-driven approach strengthens customer trust and loyalty.
Tesco's segmentation, pricing, and differentiation strategies play a vital role in cultivating strong customer relationships. The company uses data to segment its customer base, offering personalized promotions and discounts through its Clubcard loyalty program. Pricing strategies, such as everyday low prices and promotions, reinforce customer loyalty, while product diversification and superior customer service set Tesco apart from competitors.
Ethics and sustainability are integral to Tesco's corporate social responsibility strategy. The company's commitment to sustainability and ethical practices builds transparency and trust, resonates with environmentally-conscious consumers, and encourages customer engagement and feedback. These initiatives support the company's relationship management system.
Tesco's adoption of both descriptive and normative ethics aligns with societal norms and sets ethical standards for the retail industry. It aims not only to follow ethical standards but also to establish new benchmarks for sustainability and ethics.
Customer centrality is at the core of Tesco's operations. The company focuses on customer needs and values through customer-centric product offerings, open communication, and community engagement. Tesco's commitment to ethical and sustainable practices reflects its dedication to placing customers at the heart of its operations.
In conclusion, Tesco's historical development, data-driven marketing, segmentation, pricing, differentiation, ethics, sustainability, and customer centrality strategies collectively contribute to its enduring success in the highly competitive retail industry. However, the company must remain adaptable and responsive to market changes and evolving consumer preferences to sustain and enhance its marketing relationship strategy.
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This report, created by Flavius-Florin Filimon member of the Marketing Team for Tesco, has been created in response to a request from the editor of the Tesco Marketing online journal. The report was requested on 03 of October 2023 and the submission deadline for this report is November 17th. The purpose of this assessment is to delve into Tesco's customer relationship management (CRM) strategies, with a focus on their success and areas for potential improvement.
For the preparation of this report, various sources were consulted, including website resources, books, and journal articles. These sources have been instrumental in providing valuable insights and data to support the analysis of Tesco's Customer Relationship Management strategies.
Tesco, a globally recognized retail giant, has come a long way since its inception in 1919, evolving into a major player in the retail industry. Despite grappling with challenges related to market share and profitability, Tesco has consistently held a significant global retail presence, underpinned by its mission to create value for customers and foster lifelong loyalty.
In this report, it will explored Tesco's data-driven marketing, segmentation, pricing, ethical and sustainability initiatives, as well as its unwavering commitment to customer-centric strategies. These facets collectively contribute to Tesco's enduring success in the competitive retail sector. However, the report also underscores the necessity for Tesco to remain adaptable and responsive to dynamic market changes and evolving consumer preferences to enhance its Customer Relationship Management strategies.
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Tesco, a globally recognized retail giant, has come a long way since its inception in 1919, evolving into a major player in the retail industry (Appendices 4.1: Tesco-Timeline of the company).Despite grappling with challenges related to market share and profitability, Tesco has consistently held a significant global retail presence, underpinned by its mission to create value for customers and foster lifelong loyalty. Tesco's journey started when Jack Cohen began selling surplus groceries from a market stall in the East End of London in 1919. The name Tesco was adopted in 1924 when Jack Cohen bought a shipment of tea and combined the initials of T.E. Stockwell, a tea supplier, with the first two letters of his surname (Ryle, 2013).  In the 1930s, Tesco introduced its own brand of tea, demonstrating its early efforts in vertical integration and brand building. During this period, the company's sales were modest, but it laid the foundation for future growth (globalassignmenthelp.com, 2023).
The 1950s marked a significant turning point for Tesco. The company embraced self-service and opened its first self-service supermarket in 1956. This innovative approach allowed customers to browse and choose their products, a concept that revolutionized the retail industry. By the end of the 1950s, Tesco had expanded to 212 stores, a clear indication of its rapid growth.
The 1960s witnessed further expansion as Tesco introduced the concept of hypermarkets, combining supermarkets and department stores. This new format attracted a broader customer base, and the company's sales and profits surged. Tesco's market presence grew as it ventured beyond the UK and acquired stores in Europe (Smith, 2023)
Tesco's dominance in the UK market became evident in the 1970s. The introduction of the Tesco Clubcard in 1995 marked a pivotal moment in the company's history (Verasophon, 2002).
It allowed Tesco to collect valuable data on customer preferences and shopping habits, enabling more effective marketing and tailored promotions. This customer-centric approach led to increased sales and profits as customers became more loyal to the brand. (Azan & Karimah, 2022).
The 2000s saw Tesco's transformation into a global retail powerhouse. It continued to invest in technology, including online shopping and home delivery services, which significantly contributed to sales growth. In 2007, Tesco reported record profits, a testament to its successful strategy of offering value to customers. Tesco's expansion into emerging markets, particularly in Asia, played a vital role in its global growth. The acquisition of retail chains in countries like South Korea and Thailand provided access to millions of new customers. By the mid-2000s, Tesco operated in over 14 countries outside the UK, solidifying its status as an international retail giant. (Yoruk & Radosevic, 2000).
The 2010s presented new challenges for Tesco. Economic downturns and increased competition put pressure on sales and profits. Additionally, the company faced controversies related to its supply chain and accounting practices. In response, Tesco implemented cost-cutting measures, including closing underperforming stores and restructuring its operations (Moura, 2021).
Tesco's commitment to sustainability and social responsibility became more pronounced during this period. It aimed to reduce its carbon footprint and tackle food waste. These initiatives not only aligned with global trends but also resonated with a growing number of socially conscious consumers.
As of the 2020s, Tesco remains a leader in the retail industry. The COVID-19 pandemic presented both challenges and opportunities. Tesco's online sales skyrocketed as more customers turned to e-commerce for their shopping needs. The company also played a crucial role in ensuring essential supplies during the crisis, reinforcing its position as a trusted and dependable retailer (Monte, 2021).
Tesco continued to adapt to changing retail trends by investing in e-commerce and digital technology. The company remained one of the largest retailers in the UK, offering a wide range of products and services, including groceries, clothing, and financial services. As of the latest available data, Tesco remains a significant player in the global retail industry. In the UK, it continues to hold a substantial market share, even amid competitive challenges from other retail chains and online shopping platforms. While Tesco's market share in the UK has faced some erosion due to market changes and evolving consumer preferences, the company has adopted various strategies to maintain its relevance and adapt to market dynamics. 
Internationally, Tesco has experienced both growth and retreat. The company made a strategic exit from some markets where it faced challenges, such as the United States, but it continues to expand in others. Tesco's global footprint still represents a significant presence in the retail sector, albeit with varying degrees of success in different regions (ZXhang, et al., 2023).
Tesco's financial performance has seen its share of ups and downs in recent years (statista.com, 2023) (Appendices 4.2: Tesco Profit Graph)
The retail industry is highly competitive and subject to various economic factors, which can impact profitability. Tesco's profit margin has faced fluctuations (Appendices 4.3 Tesco profit table) partly due to challenges like changing consumer spending patterns, economic uncertainty, and price wars among competitors. However, Tesco has taken measures to address these challenges and optimize its financial performance. The company has made investments in technology, improved supply chain management, and focused on cost control. These efforts have contributed to a recovery in profitability. The company's resilience and adaptability underscore its commitment to maintaining a strong financial position.
Tesco's mission statement is "To create value for customers to earn their lifetime loyalty." (tescoplc.com, 2023).This succinct statement reflects the company's customer-centric approach and commitment to delivering value. Tesco aims to understand and meet the diverse needs of its customers, fostering trust and loyalty that extends beyond individual transactions. On the other hand,Tesco's mission statement, "Serving our customers, communities, and planet a little better," highlights the company's strong commitment to prioritizing customer satisfaction. This approach not only reflects in their mission statement but also contributes to building a loyal customer base, which is a key objective for Tesco (studeersnel.nl, 2023). It guides the company's efforts in innovation, sustainability, and social responsibility, reinforcing the importance of building lasting relationships with its customers (Taqatqa, 2021). However, according to (mission-statement.com, 2023) Tesco's mission statement, "We make what matters better, together," underscores the inclusive nature of the company's success. This fosters an environment where individuals can unleash their potential, contributing collectively to the ongoing prosperity of the corporation (Appendices 4.4 Tesco mission statement).


[bookmark: _Toc149848253][bookmark: _Toc150879464]2.2 Data collection and evaluation

Data collection forms the basis of Tesco's marketing strategies. Through various channels, including point-of-sale systems, online transactions, loyalty programs, and surveys, Tesco continuously collect vast amounts of data about customer behavior, preferences, and purchasing patterns. This information helps Tesco understand who its customers are, what they want, and how they behave (Tyagi, 2021)
By capturing data on customer demographics, location, purchase history, and more, Tesco can segment its customer base. This segmentation enables Tesco to tailor its marketing efforts to individual customers or specific customer groups, resulting in more personalized and effective campaigns. Moreover, data collected from loyalty programs, such as Clubcard, provides insights into the unique preferences of loyal customers, allowing Tesco to foster stronger relationships with these individuals.
Once data is collected, the next critical step is data analysis. Tesco employs sophisticated data analytics tools to transform raw data into actionable insights. This analysis helps Tesco identify trends, patterns, and anomalies within its customer data. For instance, it can reveal which products are in high demand, which regions have specific preferences, and when customer buying habits change.
Through data analysis, Tesco can identify opportunities for cross-selling and upselling, optimize its supply chain, and anticipate market trends. This, in turn, aids in creating more appealing and relevant marketing strategies. By offering promotions and products aligned with customer preferences, Tesco enhances its marketing relationships by building trust and loyalty.
Data evaluation is an iterative process, where Tesco continually assesses the effectiveness of its marketing strategies based on data-driven metrics. By tracking key performance indicators (KPIs) such as customer retention rates, conversion rates, and sales growth, Tesco can gauge the impact of its marketing efforts.
Furthermore, Tesco uses data to assess the sustainability of its operations. For instance, it can monitor energy consumption, carbon emissions, and resource usage, identifying areas where it can reduce its environmental footprint. This commitment to sustainability aligns with changing consumer expectations for eco-friendly practices, which, when communicated effectively, can bolster Tesco's marketing relationships by appealing to environmentally conscious customers.
The symbiotic relationship between data collection, analysis, and evaluation profoundly influences Tesco's marketing relationships. By leveraging data to personalize marketing campaigns, Tesco not only enhances the customer experience but also fosters stronger, long-lasting connections with its audience. When customers receive offers and recommendations tailored to their preferences, they feel valued and understood, increasing loyalty and trust in the Tesco brand.
Moreover, data-driven marketing strategies allow Tesco to engage with customers through various channels, both online and offline. By utilizing data to understand customer behavior across these touchpoints, Tesco can create an omnichannel experience, making it more convenient for customers to interact with the brand. This comprehensive approach further strengthens Tesco's marketing relationships by ensuring consistency and convenience.
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Tesco, as one of the global retail giants, is known for its innovative approach to marketing and customer engagement. In the fiercely competitive world of retail, establishing and provide strong customer relationships is essential. Tesco, a retail juggernaut, has consistently demonstrated its dedication to understanding and satisfying customer needs (academized.com, 2023). Despite all, according to (statista.com, 2023) in 2017, the customer satisfaction rate was just 62% leaving room for improvement.
Segmentation is the base of effective marketing and Tesco has honed its approach to deliver remarkable results. Tesco classifies its customer base into distinct segments using various parameters, such as demographics, psychographics, and purchase behavior.
For example, Tesco's Clubcard loyalty program has been a game-changer. This program not only rewards customer loyalty but also provides invaluable insights into shopping habits. By analyzing the data from Clubcard transactions, Tesco can personalize promotions, offering tailored discounts on products that resonate with individual customers. This level of personalization reinforces the relationship between Tesco and its customers, resulting in increased loyalty and higher spending.Moreover, Tesco has used technology for segmentation. Their online shopping platform analyzes user data to suggest personalized products based on past purchases and browsing history. While Tesco's segmentation strategies have undoubtedly strengthened customer relationships and sales, there is always room for improvement. Tesco must remain agile, continuously reassessing its segmentation criteria to stay relevant in a dynamic market (Bombaij & Marnik, 2020). However, there have been controversial discussions over time, with many customers accusing Tesco of employing questionable tactics to increase the prices of certain products, thereby giving the impression to loyalty scheme customers that they are receiving a larger discount than they actually are (Furze, 2023).
Pricing strategies are pivotal in cultivating strong customer relationships, and Tesco has devised a multifaceted approach to meet customer expectations while maintaining profitability. Tesco employs several pricing strategies to attract and retain customers:
- Everyday Low Prices (EDLP): Tesco offers a wide range of products at competitive prices on a daily basis, appealing to budget-conscious shoppers.
-Promotional Pricing: Tesco runs frequent promotions, discounts, and special offers to attract customers and encourage them to make purchases.
-Clubcard Loyalty Program: Tesco's Clubcard program rewards customers with points for their purchases, allowing them to redeem discounts and special offers.
-Price Matching: Tesco may offer price-matching guarantees to ensure that their prices are competitive with those of their competitors (Catalão, 2022).
One of Tesco's core pricing strategies is the concept of "Everyday Low Prices." This approach aims to cater to price-conscious customers by offering consistently competitive prices. By providing cost savings as a daily commitment, Tesco fosters trust and loyalty among its price-sensitive customers In addition to everyday low prices, Tesco frequently employs promotional campaigns to create excitement and engagement. Seasonal sales, holiday discounts, and buy-one-get-one offers are just a few examples. These promotions not only attract customers but also provide an opportunity to interact with them more directly. Furthermore, the Clubcard loyalty program enhances Tesco's pricing strategy by providing exclusive discounts to cardholders. By doing so, Tesco rewards customer loyalty and encourages repeat business. Customers appreciate these tangible benefits, which not only strengthen relationships but also generate positive word-of-mouth and brand advocacy (Septianto, et al., 2021)
Differentiation sets Tesco apart from competitors and is instrumental in building customer relationships. One of Tesco's most noteworthy differentiation strategies is its diversification of product offerings. Beyond groceries, Tesco offers clothing, electronics, financial services, and even energy utilities. This diversification enhances customer convenience by providing one-stop shopping, reducing the need to visit multiple stores. These strategies include expanding its online presence and diversifying its product and service offerings (Chen, 2022)
Tesco also distinguishes itself through superior customer service. Initiatives such as the "Scan as you Shop" service streamline the shopping experience (chargedretail.co.uk, 2020).
 The convenience of online ordering and home delivery options is another differentiation tactic. Moreover, Tesco's commitment to technology, including self-checkout kiosks, reflects its aspiration to stay ahead in the digital age.
For example, Tesco's "Click & Collect" service allows customers to shop online and pick up their groceries at a nearby store. This not only caters to the convenience-seeking customer segment but also extends the relationship with online shoppers into the physical store. Despite these strengths, Tesco must remain cognizant of emerging competitors and shifts in customer preferences. Continual investment in innovation and technology is essential to sustain differentiation (CULLINANE, 2021)

Porter's Generic Strategy Model outlines three strategies for gaining a competitive advantage: cost leadership, differentiation, and focus (Subrahmanyam & Azad, 2019). Tesco employs a combination of cost leadership and differentiation (Patel, 2023).In the cost leadership aspect, Tesco aims to provide products at lower prices through operational efficiency. Simultaneously, it differentiates itself through quality, innovation, and customer service. This dual approach allows Tesco to appeal to a broad customer base while maintaining a competitive edge. By leveraging economies of scale and investing in customer experience, Tesco strategically positions itself in the market, aligning with Porter's model for sustained competitive advantage.
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Tesco, a multinational retailer, employs the Triple Bottom Line theory to achieve sustainable business practices. This approach focuses on three pillars: economic, social, and environmental (embapro.com, 2022). Economically, Tesco seeks profitability through responsible financial practices. Socially, the company emphasizes corporate social responsibility, fostering positive relationships with communities, employees, and customers. Environmentally, Tesco strives for ecological sustainability, reducing its carbon footprint and promoting environmentally friendly practices (slideshare.net, 2023)
Descriptive Ethics:
Descriptive ethics refers to the study of what people believe to be right or wrong, while normative ethics concerns the study of how things ought to be (Gray, 2014) .Tesco's organizational policies reflect a commitment to descriptive ethics by aligning their practices with societal norms and values. The company has established robust codes of conduct, emphasizing honesty, transparency, and accountability. By adhering to these principles, Tesco has cultivated an image of trustworthiness among consumers. This alignment with societal norms enhances their relationship management system by building consumer trust. However, despite Tesco's evident success, it encounters challenges such as the accounting scandal, horsemeat scandal, and a decline in both quality and services (Rosnizam et al., 2020)

Normative Ethics:
Tesco's normative ethical stance is evident in its commitment to sustainability. The company actively promotes sustainability through its policies and practices, particularly with regard to the environment and community welfare. For instance, Tesco has set ambitious sustainability goals, such as becoming a net-zero carbon business by 2035 and reducing food waste in its operations. These policies underscore the company's ethical stance on issues like climate change, waste reduction, and the well-being of its employees and communities (tescoplc.com, 2023).
Tesco, one of the largest supermarket chains in the UK, has been actively working on various sustainability initiatives:
-Reducing Carbon Emissions: Tesco had set ambitious targets to become a net-zero carbon emissions company by 2035. They were working on reducing emissions in their own operations and across their supply chain, however according to (Karim, 2023) in 2021 Tesco produce 76.4 million tonnes of carbon dioxide from a total of 774 million tonnes in UK (Appendices 4.5 Tesco emissions footprint)
-Reducing Food Waste: Tesco aimed to reduce food waste within its operations and encourage customers to do the same. They introduced initiatives like surplus food redistribution and clearer date labeling to reduce food waste.
-Sustainable Sourcing: Tesco was committed to sourcing products sustainably. They worked with suppliers to ensure responsible sourcing of commodities like palm oil, soy, and seafood.
-Plastic Reduction: Tesco had plans to reduce the use of single-use plastics in their stores and promote the use of recyclable and reusable packaging.
-Healthy Eating Initiatives: Tesco was also focusing on promoting healthy eating by offering healthier food options and providing clear nutritional information to customers.
-Community Engagement: They were involved in various community initiatives and charitable activities, contributing to local communities and addressing social issues (Southey, 2022)
Furthermore, Tesco uses data to assess the sustainability of its operations. For instance, it can monitor energy consumption, carbon emissions, and resource usage, identifying areas where it can reduce its environmental footprint. This commitment to sustainability aligns with changing consumer expectations for eco-friendly practices, which, when communicated effectively, can bolster Tesco's marketing relationships by appealing to environmentally conscious customers.







[bookmark: _GoBack]

[bookmark: _Toc149848256][bookmark: _Toc150879467]3.0 Conclusion

In conclusion, Tesco's remarkable journey from its inception in 1919 to its current global retail prominence underscores its resilience and adaptability in the competitive market. While it has encountered challenges in market share and profitability, the company's commitment to its mission statement and customer-centric approach remains unwavering, positioning it as a significant player in the retail industry. Despite challenges in market share and profitability, Tesco's unwavering commitment to delivering value to customers and securing their lifelong loyalty remains a driving force. Through data-driven marketing, segmentation, pricing strategies, differentiation, ethics, sustainability, and customer-centric initiatives, Tesco has established a strong foundation for lasting customer relationships. Ethical and sustainable practices, aligned with societal norms, enhance trust and loyalty, while customer-centric offerings, open communication, and community engagement place customers at the heart of Tesco's operations. However, to ensure continued success, Tesco must remain agile, responsive to market dynamics, and open to evolving consumer preferences, reaffirming its dedication to maintaining robust marketing relationships.
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4.1 Tesco-Timeline of the company
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4.2 Tesco Profit
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 4.3 Tesco profit table
	52/3 weeks ended
	Turnover (£m)
	Profit before tax (£m)
	Profit for year (£m)
	Basic earnings per share (p)

	26 February 2022
	61,344
	2,197
	1,483
	19.34

	27 February 2021
	57,887
	825
	6,147
	63.80

	29 February 2020
	64,760
	1,315
	973
	9.99

	15 February 2019
	63,911
	1,674
	1,320
	13.65

	25 February 2018
	57,491
	1,298
	992
	14.77

	25 February 2017
	55,917
	145
	(54)
	(0.49)

	28 February 2016
	53,933
	202
	129
	1.70

	28 February 2015
	62,284
	(6,376)
	(5,766)
	(70.82)

	22 February 2014
	70,894
	3,054
	2,259
	32.05

	23 February 2013
	64,826
	3,549
	3,453
	35.97

	25 February 2012
	64,539
	3,985
	2,814
	34.98

	26 February 2011
	67,573
	3,535
	2,671
	33.10

	27 February 2010
	62,537
	3,176
	2,336
	31.66

	28 February 2009
	54,300
	3,128
	2,166
	28.92

	23 February 2008
	47,298
	2,803
	2,130
	26.95

	24 February 2007
	46,600
	2,653
	1,899
	22.36

	25 February 2006
	38,300
	2,210
	1,576
	19.70

	26 February 2005
	33,974
	1,962
	1,366
	17.44

	28 February 2004
	30,814
	1,600
	1,100
	15.05

	22 February 2003
	26,337
	1,361
	946
	13.54

	23 February 2002
	23,653
	1,201
	830
	12.05

	24 February 2001
	20,988
	1,054
	767
	11.29

	26 February 2000
	18,796
	933
	674
	10.07

	27 February 1999
	17,158
	842
	606
	9.14

	28 February 1998
	16,452
	760
	532
	8.12
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4.5 Tesco emissions
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