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Report
[bookmark: _heading=h.3dy6vkm]1.0 Introduction 
The report has been prepared at the request of the Marketing Executive Officer of Marketing Focus, Tesco online magazine, to support its research into The Effect of Sustainable Relationship Marketing Policies and Practices on Organisation Performance.
The purpose of this report is two fold that involves the first one is to assess existing Tesco’s relationship marketing strategies and their efficiency, and the second one is to give suggestions to further develop the customer relations sustainably.
In compiling this report, a research method was applied involving secondary research data. Information was obtained from Google Scholar and Tesco Company’s annual reports for the last five financial years.
Tesco's official organisational mission statement ‘serve shoppers a little better every day’ is an indication of the highly developed relationship marketing concept pursued by the organisation (tescoplc.com, 2024). A retail analyst also highlighted that “ Financial Times of Tesco has always stuck to relationship marketing to ensure that it sustains it market leaders.”
Tesco is the largest retailing company in the UK that started its journey in 1919 by the establishment of Jack Cohen at a market stall, in London, East End. The organisation presently operates with a market share in the grocery industry in the UK, and the firm’s performance has been improving in the period of difficult market environment (tesco-bst.com, 2024). 
Tesco face challenges to achieve the best price in a market where operational costs are continuously on the high side, retaining the customer in a market that has turned increasingly sensitive to the price factor, and they also have a challenge of not keeping up with the ever changing digital consumer marketing relations. This paper highlights the ability to implement sustainable practices, adapt and remain profitable, and meet customer expectations for environmental sustainability and ethical behavior as an ongoing issue.





[bookmark: _heading=h.1t3h5sf]2.0 Findings
[bookmark: _heading=h.4d34og8]2.1 Background 
Historical development
Historical development marks the story of Tesco, which started from being a small market stall in London’s East End to become Britain’s largest retailing system. As a start-up firm, Tesco was established by Jack Cohen in 1919 by using £100 capital to sell surplus groceries through a stall in London’s East End Today, Tesco has changed and evolved to become a multinational general grocery, win, and clothing retailing company (tesco-bst.com, 2024). The company got its name when Cohen bought a consignment of tea from T.E. Stockwell, and merging the initials ‘TES’ with the first two letters of Cohen’s surname ‘CO’ the brand name TESCO was developed in 1924 (tesco-bst.com, 2024).
Sale, Profit, Market Share
From the financial performance perspective, Tesco has been on a rising slope, though there are current recessions in the market. The annual revenue of Tesco sales was - £5334 million in 2015, it has grown upto 62880 million in 2024 (Refer to Appendix 1). It clarifies that it had 30 % market shares in 2016, whereas they have more than 31% growth of the market share sales of the service sector on groceries in the UK for the last five years (Refer to appendix 2). This depicts yearly sales profit growing from £57.5bn for the year ending in March 2019 to growing over £65.8m for the year to March 2023 which is approx 26.8% more than other companies (Refer to appendix 3). 
The good synchronisation of the online and offline store selling techniques especially during the COVID-19 pandemic is another that has enhanced Tesco’s competitiveness (Raman 2022). The Clubcard loyalty scheme launched in 1995 has 20 million active accounts of sales into which marketing share efforts are channeled to understand consumers better.
[bookmark: _heading=h.2s8eyo1]2.2 Data Collection and Evaluation 
Tesco analyse and evaluates information
Tesco has a well-articulated hybrid research process that involves both the offline and online methods of data collection (Meng 2024). Laying at the center of this data collection approach is the Clubcard loyalty program which also provides essential data regarding customers’ buying habits, propensity, and frequencies of shopping. Tesco’s customers’ information is processed through this system and the processing is done over one billion data points per week to help in a much better understanding of the behaviors of customers as they change with time. All the point-of-sale systems are linked to the Clubcard structure, enabling the management to receive immediate transaction data feedback similarly, the Tesco mobile app and website traffic data analysis sheds a clear light on the patterns of digital customers (Mkansi et al. 2020).
As mentioned by (Meng et al. 2024), Tesco data strategy have disparate effects. It identifies strengths of a hybrid research that pointed out customer satisfaction rate can be up to 15-20%, noted the improvement of customer services and also stated that the market share can be maintained (Meng et al. 2024). However, it can do this by assessing the buying data to establish environmental adaptability. 
In Sustaining relationships with the customer the data collection, analysis, and evaluation are critically essential for maintaining customer relationships. For example, McKinsey’s data shows that businesses that leverage customer data often boast 15-to-20% higher customer satisfaction levels than industry averages (Bensley et al. 2020). By evaluating their customers’ data, Tesco can develop meaningful customer experiences that can improve their client’s loyalty (tescoplc.com, 2024). Their assessment of shopping during the COVID-19 pandemic, meanings for quick changes, such as the improvement of delivery services, as well as changes to the formats of stores, show how insights via data help maintain and even enhance clients’ ties during rough times.
Critical Analysis: The impact of data collection, analysing, and evaluation impact in marketing relationship to become sustainable
Among these marketing relationship consequences, the impact of collecting and comprehensively analysing the data is most pronounced in the case of Tesco, which can provide customers with personalised promotions and recommendations (Xiong et al. 2024). This way, Tesco can decide on some of the discounts that are close to the individual customer needs and expectations, thus approaching him or her, and increasing the level of satisfaction. These relationships are sustainable as predictive analytics allow a company such as Tesco to predict the needs of the customers and their tendencies in the future. For example, the assessment of purchasing intensity has allowed Tesco’s development of its vegetarian and eco-friendly product categories due to increased customer sensitivity to the environment (Mazzocchi and Sali 2022).
Data evaluation is very important for the management of sustainable marketing relationship since it facilitates constant enhancement of customer service and satisfaction (Gil-Gomez et al. 2020). As many customers share their opinions and rates of satisfaction known to Tesco, it is possible to detect the problematic points and make the corresponding amendments. This cycle of feedback, assessment, and adaptation makes the relationship between customer requirements and business functioning evolve as it exists based on the results of customer feedback. These relationships are made even more sustainable because Tesco also has transparency for data processing and data protection which comes in handy given that customers have become more concerned with the privacy of their data.
Marketing relationships are sustainable
The use of big data is evident in Tesco’s high retention rates among the customer base and balance in the market share (Aiello et al.  2020). With behavioral data and Customer lifetime value measures, Tesco can map disloyal customers and therefore act on them before their relationships sour. Thus, the substantial use of analytical tools has allowed Tesco to protect its market share and rates in customer satisfaction indices (Ruslan et al. 2023). Their marketing relationships are sustainable due to an analytic capability that helps them create nimble strategies that adapt quickly to progressing trends into which customer needs are transforming.
[bookmark: _heading=h.17dp8vu]2.3 Segmentation, Pricing Strategies, and Differentiation 
Relative to external market conditions and assessment of cost structures, the current pricing strategies show that the company utilises the customer value perception and competitive positioning greatly (Nik Abdullah et al. 2022). Tesco uses a rather complex dynamic pricing model based on its ability to change prices in real time depending on market fluctuations, yet the company offers nearly 100% price guarantee to its customers that covers hundreds of items matched with Aldi prices (Strauss et al. 2021). This has been possible in maintaining price-conscious clients while at the same time shielding the important profit margin. Clubcard Prices, therefore, is a unique collaboration of relationship marketing and pricing formation that opens special lowered prices to loyal buyers at the same time collecting useful information about consumers’ actions. It has been effective in growing customers’ interest and value by a huge membership uptake of the Clubcard once implemented.
Tesco has engaged in segmentation for example, by ethical and sustainability activities. Tesco has a developed policy that corresponds to the growing environmental awareness of citizens (Wheeler 2023). Due to their values, such as no more plastic packaging, net-zero emissions by 2035, and local suppliers, they have gained customer’s trust among the environmentally friendly consumers (Bulkeley et al. 2022). These have become part of their relationship marketing and as part of sustainability communication, progress is made known to customers by integrating them in environmental scheme like soft plastic recycling within stores. 
According to (Nik Abdullah et al. 2022), the author argues that value perception is relevant to pricing, Author centre the discussion on environmental management, targets product differentiation, and targets digital transformation. Also, it is shown how through Clubcard, integrated strategies improve customer relations, if not VIP-member/non-VIP-member differential.
Tesco’s differentiation strategy is directed at providing differentiation in its products so as to be unique among the existing competitors (Hartfield 2024). It can is clear now that the company has managed to establish its competitive advantage based on better customer care, a wider product portfolio, along with cutting-edge digital endeavors. For example, Tesco Mobile the banking services added to the provision of this company and also their innovative world’s finest online groceries delivery platform also signifies their aim in becoming ‘Customers’ one-stop shopping destination (Kar et al. 2021). This type of differentiation strategy has added value to the customer relationship by improving contact and providing solutions on other levels than that of grocery retailing.
Tesco used pricing strategy as analysis to underscore the extent to which each of these strategies contributes to customer centrality based on Tesco’s market standings and customer perception (Beck et al. 2024). But their segmentation, pricing, and differentiation strategies work in coordination with each other and have developed a system that delivers customer value across the organisation. For example, in the case of Clubcard, they have shown that segmentation and pricing strategies can be merged in such a way that will propose customer loyalty schemes that in the long-term enhance the relationship with the clients (Fader 2020). Comparing sales performance of Clubcard members and non-members it can be concluded that customer centrality has been achieved successfully as members visit more often and spend more per visit. 
[bookmark: _heading=h.3rdcrjn]2.4 Ethics and Sustainability 
A critical understanding of relational development has shifted remarkably towards ethics and sustainability, where Tesco’s operational performance is a clear demonstration of misleading social responsibility (Rahdari et al. 2020). It has effective and competitive ethical sourcing standards used in handling suppliers and workers within the supply chain processes of an organisation. These concerns are addressed by their Responsible Sourcing Program which takes care of their supply chain operations to ensure that the companies adhere to proper working standards that are the order of the day in the global market and this is appealing to the new economy consumers (Wilhelm and Villena 2021). Due to this transparency in supply chain management, the organisation has improved customer relations and loyalty, mainly among the young generation who will prefer products from suppliers with sound sustainability policies and practices.
As per Rahdari et al.  (2020), author raised skepticism on social responsibility sentiment and focused on practical ethical sourcing. Gain points at sustainable as a strategic management tool while analyses emission policies and compares ethics to buying propensity. Also show that there is relational between of engagement with sustainability and customer loyalty.
The company’s sustainability management has grown in dimension and is now a strategic tool in its relationship management with its customers (Gil-Gomez et al. 2020). Tesco’s cooperation with food banks and charities to fight food waste narrowed a social problem and also made positive changes within the community. Specific policies in their plan for the elimination of net-zero carbon emissions by 2035 are as follows Use of renewable power, integrating efficient energy technologies in stores, and improved packaging material use (Gorgan et al. 2022). Such measures are often brought to the customer’s attention often and would thus develop a way to engage the customer hence enhancing the perceived value of the shared values between the organisation and the customers.
Customer Centrality is achieved when ethical and sustainable concepts are incorporated into the buying process (Calza, et al. 2023). Such environmental responsibility is evident in the fact that more recycling points have been established in stores, plant-based ranges have also been broadened, and notably, sustainable products are well labeled. The effectiveness of such efforts can be seen in the rise of customer interaction with consumer goods, there is increased demand for plant-based products which has risen per annum. The Clubcard information obtained by Tesco proves that clients, who interact with its sustainable approach, demonstrate higher rates of loyalty and spending more on purchases, therefore being valuable for relationship-building with Tesco (Coyle and Gamberi 2024).


[bookmark: _heading=h.26in1rg]3.0 Conclusion 
In conclusion, the above analysis of Tesco’s relationship management strategies shows the following main success factors that helped the organisation build a sustainable competitive advantage. The Clubcard loyalty program combined with complex capabilities in the capture of consumers’ data provides a sound basis for developing long-term cooperation with clients, making Tesco still control the market even with high competition. With an active Dynamic price model in their strategies and business integrity, they have often worked hard to ensure a balance of both profitability and pro-consumer value hence the long-term patronage that cuts across all market segments. It was also discovered that Tesco should work on improving its digital competencies as well as remain true to environmental responsibility. This two-pronged strategy shall prove fundamental in satisfying an emergent customer needs base and maintaining a sustainable relationship marketing strategy.
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Appendix 1: Annual Operating Profit Loss of Tesco
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(Source: tutor2u.net, 2024)


Appendix 2: Market share Value of Tesco in UK
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(Source: investorschronicle.co.uk, 2024)


Appendix 3: Tesco profits surge as online orders double
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(Source: bbc.com, 2024)
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