	
	
	





[bookmark: _Toc150427418]Executive summary  
The historical progression of Tesco, starting in 1919 as a collection of market stalls in London and subsequently transforming into a prominent retail entity in the United Kingdom, a leading retailer with over 3,400 stores and 300,000 employees, is a testament to its evolution and growth. Over the years, Tesco has adopted strategic approaches aligned with Porter's generic strategies, focusing primarily on cost leadership, differentiation, and elements of a focused approach. However, recent challenges such as increased competition, a major accounting scandal in 2014, and the impact of the COVID-19 pandemic have influenced its growth trajectory.         
The connection between companies and their consumers is critical to the success of any company. A great customer connection may result in enhanced loyalty, customer happiness, and income. Tesco appreciates their customers and invest in developing good relationships with them are more likely to prosper than those that do not. Satisfaction, trust, openness, and constant involvement are the foundations of a healthy customer relationship and are part of How Tesco builds CRM. 
Tesco implements a diverse range of data collection tools and techniques encompassing point-of-sale systems, loyalty programs, online shopping, customer surveys, and social media monitoring, among others. This extensive data collection enables Tesco to gather valuable insights across various areas, including customer preferences, purchasing behavior, employee information, marketing personalization, and online shopping trends.
Tesco's business model incorporates a segmentation strategy, employing demographic, regional, and psychographic segmentation techniques to tailor marketing and product offerings to diverse consumer groups. Demographic segmentation, such as categorising customers by age groups, enables Tesco to understand and address varying customer needs. However, overreliance on segmentation can raise ethical concerns regarding customer privacy invasion.
The company implements multiple pricing strategies to maintain competitiveness. Strategies like "Every Day Low Pricing," "Price Promotions," and "Price Matching" allow Tesco to attract price-sensitive customers, drive sales through discounts, and ensure competitive pricing against rivals.
Tesco's ethical framework revolves around four core principles: honesty, integrity, transparency, and accountability. The company prioritises fair and ethical business practices, respects its employees, and upholds social responsibility. Tesco's commitment to high standards of corporate governance is evident through its adherence to legal and regulatory requirements outlined in its Code of Business Conduct. Furthermore, as a founding member of the Ethical Trading Initiative (ETI), Tesco abides by the ETI base code, ensuring fair employment practices, safe working conditions, no use of child labour, fair wages, non-discrimination, and humane treatment.
These six pillars collectively form a comprehensive framework for addressing the complex and interconnected challenges of sustainability, providing guidance for actions and policies that contribute to a more sustainable future.
In conclusion, as Tesco navigates challenges and evolves, its dedication to customer relationships, ethical conduct, data-driven strategies, and sustainability principles remain pivotal in shaping its trajectory and cementing its role as a prominent player in the retail industry.
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[bookmark: _Toc150427419]Introduction 
This report has been requested by the editor of’ the ‘TESCO ‘Marketing’ online journal, as it was created as part of the assessment of the module ‘Building Sustainable Marketing Relationships’. This report aims to critically discuss the customer centrality of Tesco's organization and explore the key components of building a sustainable marketing relationship, including customer engagement, loyalty programs, social responsibility, pricing, segmentation, data-driven marketing, ethics, and sustainability. By examining these components, that can gain a better understanding of how to create a sustainable marketing relationship that benefits both the customer and the business. The report was requested on 03 October 2023 and the submission deadline for this report is 17 November 2023. To compile this report has been used different types of methods, and sources of information including books, websites, journal articles, reports, and book sections.
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[bookmark: _Toc150427421][image: Tesco Logo and symbol, meaning, history, PNG, brand]2.1 Historical of development of TESCO.
 The Tesco company was founded by Jack Cohen in 1919 as a group of market stalls in the East End of London. The business expanded rapidly in the 1930s, and by the end of the decade, Tesco had over 100 stores across the UK. During the 1950s and 1960s, Tesco continued to grow and innovate, introducing self-service stores and launching its own brand of products. In 1961, the company opened its first supermarket in Bedford, which was a huge success (Ryle, 2013).
During the 1950s and 1960s, Tesco continued to grow and innovate, introducing self-service stores and launching its own brand of products. In 1961, the company opened its first supermarket in Bedford, which was a huge success. Throughout the 1970s and 1980s, Tesco continued to expand, acquiring other companies, and opening new stores. In 1995, the company launched its own loyalty card scheme, Clubcard, which was a major success and helped Tesco become the UK's largest retailer. (Sallent, 2018).
1997 Tesco has founded its own bank, which aims to make banking and insurance easier and better value for people who shop at Tesco. It started a collaboration between Tesco and Royal Bank of Scotland. Tesco purchased the Royal Bank of Scotland's shareholding and renamed Tesco Bank (Ward, 2021)
However, Tesco's growth slowed in the 2010s, and the company faced increasing competition from discount retailers such as Aldi and Lidl. In 2014, Tesco was rocked by a major accounting scandal, which led to the departure of several senior executives. Today, Tesco remains one of the UK's leading retailers, with over 3,400 stores and a workforce of over 300,000. The company continues to innovate and adapt to changing consumer trends, with a focus on sustainability and the use of technology to enhance the shopping experience (Stanley, 2007).

Evaluating the background information on the historical development of Tesco in terms of a variety of methods, how does Tesco build strong relationships with its customers?
Expanding upon the slogan ‘Every Little Helps' (Howard-Spink, 1993), (find Appendix 2) defines Tesco's core philosophy, representing more than just a slogan but a guiding principle ingrained in its ethos. This simple yet powerful phrase embodies Tesco's commitment to making a meaningful difference in the lives of its customers, employees, and the communities it serves. Tesco builds strong relationships with its customers through a variety of methods. Tesco invests in well-trained staff to assist customers, address concerns, and provide a positive shopping experience. Tesco prioritises offering high-quality products and services. Consistency in delivering products that meet or exceed customer expectations builds satisfaction and trust. Over the past few decades, Tesco has strategically positioned its brand as the UK’s most valuable brand through key brand-located strategies such as the Tesco Club Card, self-service pay points, student cards, and online stores. Moreover, providing door-to-door delivery services can be considered a part of community engagement. Engaging in community initiatives and demonstrating commitment to social responsibility builds trust and a sense of shared values with customers. Tesco also provides loyalty programmes, such as its Clubcard scheme, which offer rewards and incentives, encouraging repeat purchases and demonstrating appreciation for customer loyalty. In addition, Tesco interacts with customers via social media and other channels, giving a personal touch to recommendations and providing timely and helpful responses to customer feedback and inquiries. Actively seeking and implementing customer feedback shows a commitment to improvement. Tesco listens to its customers to continuously enhance its offerings. By focusing on these aspects, Tesco works to create an environment where customers feel valued, understood, and inclined to continue their relationship with the brand, ultimately building long-term satisfaction, trust, and commitment. (MOLLAH, Vol.6, No.3, 2014).
The global economy has been deeply troubled by Covid-19 in recent years. Tesco has also been impacted by this environment, which has seen a significant drop in the UK inflation rate. Tesco's annual profit before tax for the period to the 2021 settlement was £825 million, down 19.7% in 2020. This includes higher costs associated with the coronavirus pandemic, such as hiring more staff almost 50,000 new temporary staff to support those already working on the shop floor, in distribution centres, and as delivery drivers. Benefiting from the closure of restaurants and bars has meant that consumers have had to eat and drink more of the products they buy in shops. In the company's 2021 results report, the company said sales (excluding 
fuel) to £53.4 billion, up 7% compared to the previous (Gan&Yan, 2023). In 2023 online sales rise by 8.2% higher than before the pandemic as the supermarket’s ecommerce channel returned to growth, compared to last year. The supermarket giant saw an 8.8% rise in total sales for the UK and Ireland to 13.79 billion. In central Europe, sales improved 7.9% to 1.01 million. Overall, Tesco it has maintained a strong share of the market at 27.5% and it is the only full-line grocer to increase its market share compared to before pandemic (Rigby, 2023).
I love my Tesco Clubcard, Increase loyalty and access to new sources of revenue! (TescoPlc, 2023)
The latest statistics from Tesco Plc, 2023 that 21 million active Clubcard households are in 2023, it is evident how this loyalty program has become an integral part of countless shopping routine, Outline to appendix 3 (TescoPlc, 2023). The statistic from Appendix 4 indicates a doubling in the number of UK customers receiving in-app personalized coupons to 4 million.

The mission statement of Tesco is “We make what matters better, together.” (TescoPLC, 2023)
The analysis of Tesco's mission statement highlights the company's focus on creating value for its customers and business associates. It emphasises the importance of shared responsibility among all stakeholders in achieving the company’s success. The statement also highlights the company's commitment to providing a satisfying and rewarding work environment for its employees, thereby promoting their personal and professional growth. Upon critical analysis, it can be observed that the organisation places great emphasis on the well-being of its employees and customers, ensuring that they are not compromised in any way. The company maintains high standards of quality for its products, stocking only the best from the farm to ensure that the health factor is not compromised. In addition, the organisation aims to maintain the utmost hygiene and strives to provide its customers with better-quality services. Furthermore, the organisation works towards improving the conditions of society by constructing supermarkets within walking distance, thus making the purchasing power of people easy. It also aims to provide fast delivery of products ordered by customers and better products and services overall. The organisation believes in reaching out to associated communities and partners with better ideas for growth and development (Samule, 2021). 
Dave Lewis, the former CEO of Tesco (2016), expressed a forward-thinking viewpoint for the organisation that aligns with its long-standing goal. The statement states Tesco's aspiration to provide a setting that cultivates interest, enhances understanding, and stimulates motivation among customers, with the objective of transforming the traditional retail experience into a varied and rewarding expedition, ‘’We want to make Tesco a place where customers come not just to shop, but to discover new things, learn, and be inspired,.
[bookmark: _Toc150427422]2.2 Data Collection and Evaluation
The company utilizes a range of tools and techniques, including point-of-sale systems, loyalty programs, online shopping, customer surveys, and social media monitoring. Tesco also collects data related to supply chain and inventory management, market research, in-store cameras and sensors, website and mobile app analytics, employee data, environmental and sustainability data, and competitor and market data. Here are some ways in which Tesco leverages customer data for relationship enhancement:
· Clubcard program allows Tesco to gather information on customer preferences, purchase behaviour, and demographics, which helps the company tailor its offerings to meet the needs of its customers better.
· Point -of sale- According to this method to gather customer data, includes details on products sold, transaction quantities, payment methods, and customer loyalty cards. This information is useful for comprehending consumer purchasing habits. 
· Employee Data: Tesco collects data related to its employees, including payroll information, performance metrics, and feedback from employee surveys.
· Personalized Marketing: Tesco can use customer data to send personalized emails, offers, and promotions to individual customers based on their past purchase history. This personalization can increase engagement and customer satisfaction.
· Online Purchases- Tesco also collects data from its e-commerce platforms, such as the Tesco website and mobile apps. This data includes information about the products customers view, add to their carts, and purchase, providing insights into online shopping trends (Rossano, 2023)
Overall, the use of customer data information by Tesco presents a range of benefits in conducting a critical analysis of customer data information but is accompanied by certain weaknesses and potential hazards of which Tesco might be aware. Furthermore, summarise some important key points for such an analysis below:
· Customer data collection and use might give rise to privacy worries. Tesco must keep its consumers' confidence and comply with data protection laws.
· Data Overload: Too much data can be overwhelming. Tesco must have the capability to manage and evaluate.
· Weak CSR initiative: Tesco should engage in collaboration, involve stakeholders in its CRS decision-making processes and demonstrate its commitment to sustainability and ethical sourcing through concrete actions.
· Data Security: Storing and protecting customer data is critical, as data leaks can harm Tesco's reputation and financial stability (Pereira, 2023)
2.2.1 [bookmark: _Toc150427423]Importance of Data Analysis
Using data analytics technologies, Tesco may gain significant insights pertaining to the preferences, purchasing habits, and shopping behaviours of its consumers. These insights can be important in enabling the store to customize its marketing tactics and product offers to effectively cater to the diverse demands of its behaviors. (Station10, 2023) Additionally, the author highlights the significance of data collection in aiding Tesco to enhance its inventory management procedures, reduce unnecessary losses, and effectively predict demand, among several other advantages. (MOLLAH, Vol.6, No.3, 2014).
[bookmark: _Toc150427424]2.3 Segmentation, Pricing Strategies, and Differentiation.
The implementation of a segmentation strategy by Tesco is a fundamental component of its business model. Tesco effectively provides to a wide range of customers because of its broad client base and uses segmentation strategies to customize its marketing efforts and product offers to suit the preferences and needs of various consumer groups. The company applies a blend of demographic, regional, and psychographic segmentation techniques to identify and focus on distinct market groups.
Demographic segmentation is a marketing strategy that involves classifying clients into distinct groups based on variables such as age, gender, income, and other demographic characteristics. This helps Tesco figure out different groups of customers with different needs and wants, which makes it easier to come up with targeted marketing plans and product lines (Dudovskiy, 2015)
An example of demographic segmentation used by Tesco is the classification of customers into different age groups. The company recognizes that customers of different age groups have varying needs and wants. For instance, young adults in their 20s may be interested in trendy and fashionable items, while elderly customers may prefer products that cater to their health and wellness. By segmenting customers based on age, Tesco can tailor its marketing efforts and product offerings to suit the specific needs and preferences of each age group. This helps the company to better meet the needs of its customers and improve customer satisfaction (Saeed, 2023).
However, while segmentation is a powerful tool for understanding customer behavior, it can have negative impacts on relationships if not handled thoughtfully within Tesco's context. Overly focused segmentation-based marketing could appear creepy to buyers. Customers may feel their privacy is being invaded when Tesco utilises offers based on excessively comprehensive data. To analysis the ethical concerns related on the negative impact of segmentation, that means using certain sensitive data for segmentation, such as health information or demographics, might raise ethical concerns if not handled with care. Tesco needs to ensure that the data collected and used for segmentation respects customer privacy and complies with relevant regulations (Saeed, 2023)
Tesco uses various price strategies to remain competitive in the market. The author highlights the primary price strategies used by Tesco to remain competitive in the market. One of the most common strategies used by the company is the:
· "Every day Low Pricing" strategy. This strategy involves setting low prices for products consistently, which helps to attract price-sensitive customers who are looking for value for money [image: Tesco Launches Price-Lock Pledge As Shoppers ‘Watch Every Penny’ - KamCity] (KamCity, 2022)


· [image: Tesco to begin price matching Aldi across hundreds of products | News ...]Tesco also uses a "price-matching" strategy, where the company matches its prices with those of its competitors. This helps to ensure that Tesco's prices are competitive with other retailers and helps the company retain customers who may otherwise shop elsewhere for better prices (Quinn, 2020)
Porter's generic strategies provide a framework for understanding how businesses can achieve a competitive advantage. In the case of Tesco, the company's strategies predominantly align with cost leadership and differentiation, with elements of focus. (Porter, 1980)
The cost leadership strategy is evident in Tesco's pursuit of offering goods at competitive prices by streamlining operations and capitalizing on economies of scale. Tesco has implemented various measures, such as optimizing store layouts, introducing private label products like Tesco Value and Tesco Finest, and efficiently managing its supply chain. These initiatives aim to reduce operational costs and enable Tesco to offer products at lower prices compared to competitors (Dudovskiy, 2015)
Tesco emphasizes differentiation by providing quality products and services, thereby enhancing the overall shopping experience. This strategy is pivotal in distinguishing Tesco from low-cost competitors. Exclusive product lines like Tesco Finest, loyalty programs such as Clubcard, and convenient online shopping services serve as examples of Tesco's differentiation strategy, catering to customers seeking quality and added value. (Butler, 2018)
These two strategies are aligned with the third generic competitive strategy focus. According to Porter’s theory, the focus strategy encourages companies to concentrate their resources on expanding narrowly targeted segments. Tesco adopts the focus strategy both in terms of low cost and offering the best value. The low-cost strategy is adopted by serving the needs of a lower price. (Butler, 2018).

[bookmark: _Toc150427425]2.4 Ethics and sustainability
2.4.1 Ethics 
Tesco's business ethics are based on four key principles: honesty, integrity, transparency, and accountability. The company believes in conducting business fairly and ethically, treating its employees with respect and dignity, and being socially responsible. It is noticeable that Tesco also strives to maintain high standards of corporate governance, ensuring that its business practices are in line with legal and regulatory requirements. The company has a Code of Business Conduct that outlines these principles and provides guidance on how to uphold them. As a founder member of the Ethical Trading Initiative (ETI) Tesco uses the ETI base code which includes employment is freely chosen, freedom of association and the right to collective bargaining are respected, working conditions are safe and hygienic, child labor shall not be used, living wages are paid, working hours are not excessive, no discrimination  practiced, regular employment is provided and no harsh or inhumane treatment is allowed.  Moreover, Tesco have successfully accomplished Fair Trade commitment for their farmers (Tescoplc, 2022).
The ethical considerations related to the use of sensitive data for segmentation in Tesco's practises demonstrate a strong alignment with both normative and descriptive ethics. The normative ethics necessitates adherence to ethical principles, such as respecting customer privacy, obtaining informed consent for data usage, and ensuring fairness and transparency in data collection practices. Descriptive ethics, on the other hand, concerns itself with observing and understanding existing moral practices within a society or organization. In Tesco’s case it includes studying how the company currently handles sensitive customer information and whether these practices align with societal expectations, ethical norms, and legal regulations (UKessay, 2018)

2.4.2 Sustainability
Quote: ‘Serving customers, communities and planet a little better every day’ (TescoPlc, 2022)
From climate change to health and waste to diversity (Tescoplc, 2022)
In general terms, sustainability refers to meeting the needs of the present without compromising the ability of future generations to meet their own needs. It involves considering the long-term impacts of decisions on environmental, social, and economic systems. The idea of sustainability is often broken down into six pillars: economic, environmental, political, ecological, resources, social (Mollenkamp, 2023)
In that breakdown, the concept of ecological sustainability, focuses on preserving and protecting the natural environment. It includes efforts to reduce carbon emissions, conserve natural resources, protect biodiversity, and minimize pollution and waste. Looking at Tesco through the lens of the ecological pillar of sustainability involves evaluating its efforts in environmental conservation, resource management, and reducing its ecological footprint. According to report Tesco Plc 2022,
· Tesco was the first business to set a zero-carbon goal back in 2009. Since 2015, we've reduced Group Scope 1 and 2 emissions by 55%. Aims to be carbon-neutral by 2035. 
· Waste Management and Recycling: Tesco has implemented various waste reduction strategies, including reducing food waste, promoting recycling, and minimizing packaging.
· Community Engagement and Awareness: Tesco engages with the community through initiatives like educating customers about sustainable choices, supporting environmental projects, and promoting green practices (TescoPlc, 2022)
However, taking a critical view of how Tesco behaved, the mislabeling of horse meat as beef within Tesco's supply chain had a profound negative impact on the company's sustainability efforts, particularly in terms of ecological sustainability. Moreover, the horse meat scandal compromised Tesco's ecological sustainability objectives, damaging its reputation and trust. Tesco had to reevaluate and fortify its practices to regain consumer trust and uphold its commitment to ecological sustainability, emphasizing transparency, responsible sourcing, and stringent quality control to mitigate negative environmental impacts (Taylor, 2023)
[bookmark: _Toc150427426]3.0 Conclusion 
In conclusion, Tesco stands as a formidable example of a company that not only champions a commitment to exceptional customer service but also boasts a robust background history that reflects its evolution into a global retail giant. The company's dedication to data-driven, decision-making and market segmentation strategies underscores its agility and responsiveness to changing consumer needs and preferences.
Employing Porter's generic strategies, Tesco strategically positions itself as a cost leader, delivering value to customers through efficiency and economies of scale. Simultaneously, the company has effectively differentiated itself, offering a diverse range of products and services to cater to various customer segments. The success of Tesco may be attributed not only to its capacity to provide high-quality goods and services, but also to its adept comprehension of market dynamics, ethical concerns, and unwavering dedication to sustainable business practises. Tesco's ongoing evolution is characterised by a multidimensional approach to customer service, strategic decision-making, and responsible corporate conduct, which establishes it as a prominent entity within the retail business.
Moreover, Tesco's ability to maintain customer trust and adapt to changing data-related regulations will be crucial for its long-term success in using customer data to enhance relationships and business performance.
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Appendix:5 Changing marketing focus



(Christopher, 1991)





Appendix 6: Important factors when data analysis collected.
	[image: Presentation with checklist with solid fill]Objectives
Gain a deeper understanding of their customers online shopping behaviour.
To manage stock levels more effectively, the UK’s largest supermarket chain wanted to know:
· What products’ popularity is influenced by weather?
· Does weather affect online purchasing
	Results
Discovered Rainfall causes an 8.3% uplift in overall website visits and an 8.0% uplift in overall demand when comparing a dry day to one with average rainfall.
When it is raining, Average Order Value (AOV) is an average of 2.1% higher than a day with no rain
	Application
Identified peak sales temperature and climate-based tipping points, including some that were very unexpected.
These data insights enable Tesco to be more strategic in its stock buying and planning, resulting in increased revenue opportunities. (Butler, 2018)
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