


1.0 Introduction
This report was requested by the chief executive officer of Tesco, included in this report will be a brief insight of the background of the supermarket. How CRM is an important factor to marketing.It will provide an insight to how Tesco’s approaches matters such as global warming using The four Pillars and ethics using the Carrolls CSR pyramid. Leading to the two final sections Segmentation and Loyalty ladder.
2.0 Findings
2.1 Tesco’s background
Tesco is the largest supermarket in Britain it all started in 1919 upon his return from war Jack Cohen used his £4 demob money to buy stock in order to embark on a small grocery stall making £1 profit on his first day. Now commonly known for their slogan “every little helps”, from the very beginning Jack’s strategy was to provide affordable food providing to both his rich and poorer customers.
Later in 1924 the name Tesco was unveiled after establishing his first own branded product Tesco Tea. Five years after in 1929 the first Tesco store was opened in north London and another five years later jack went on to expand the company by building headquarters and Britain’s first of its kind modern-day food warehouse. 
During the 1930s jack spent his time purchasing and expanding across London and branching out into nearby towns and villages. 
Ater traveling to north America in 1946 Jack came back with the idea of self-service changing the way customers shopped in Britain. The first self-service store opened in Hertfordshire receiving varied reactions from consumers.
Over the course of the 50s Tesco’s expanded rapidly with 500 new stores purchased, opening their first supermarket in 1958 at Maldon Essex. 
Throughout the 60s Tesco introduced the home and clothing line guaranteeing cost effective prices suited to every household. This era also saw the launch of Tesco’s green stamps consumers could save and trade them for a wide verity of items from the green shield catalogue. Encouraging both new and returning customers to shop at Tesco. (Tesco, 2022).
It wasn’t until 1995 Tescos marketing team introduced the Clubcard rewarding customers leading to a 28% increase in sales within the first twelve months. 
Fast forward to 2021 Tesco has over 6,500 stores worldwide with 80million customers, employing around 420,000 with a turnover of 53billion pounds over 2020/2021. (Bedford, 2022).
2.2 Customer relationship management
Customer relationship management software is a valuable key to a successful business, it enables the organisation to gather and analyse information from purchasers providing insights into how customer service is received, how precise your buyer data is, the habits of your core demographic, and the best way to convert promising leads into sales. (Trovato, 2022)
Tesco uses their Clubcard as the driving force for their marketing strategy to gather data encouraging customers to shop instore and online by offering exclusive deals to Clubcard holders. Tesco first launched the scheme in February 1995 later rebooting it in 2019. The relaunch of the loyalty card Clubcard Plus meant that clients could sign up to a monthly subscription of £7.99 in order to have exclusive deals such as 10% off up to £200 instore twice a month. Alongside perks of having double data for those who are on the Tesco mobile network and extra discounts on their instore home and clothing brands. (Mason, 2022).
 Although it does come with disadvantages the service cannot be used by those who prefer the convenience of online shopping. Along with only available to those who that are tech savvy and download the app Tesco Clubcard via smart phones. If the consumer forgets to apply their Clubcard at the till they are unable to claim back the discount at a later time. (Gausden, 2022).
In a report made by the BBC it claimed customers felt frustrated while Tesco faced backlash from loyal customers on social media sites with the changes made to the value of points collected. The old system would allow points to quadruple in value when turned into vouchers for use at restaurants and certain activities, this was then changed to three times their value. Although the supermarket promised to honour their shoppers who had previously submitted an order for coupons, they did not give advance warnings to consumers who had been saving points for vouchers. (Westbrook, 2018) 
Consumers were also wary of how Tesco collected and stored their personal data using the card. Tesco reassured their customers by explaining that they only use the data gathered in order to personally tailer coupons and deals to each customer. (Gausden, 2022).
While the other supermarkets in the UK have followed in Tesco’s footsteps of offering loyalty cards/points nor do they have deals such as BOGOF. Aldi hasn’t followed suit since it believes in awarding all consumers with low priced items and also doesn’t think multibuy offers are necessary as they lead to consumers buying more than they need to. (McKinnell, 2022). 
3.0 Ethics and Sustainability
3.2 Carroll’s CSR pyramid
Developed by Archie Carrol the CSR pyramid emphasizes on four of the most significant responsibilities a business should follow to become profitable, successful company. 
Beginning with economic, a businesses main priority is to become profitable in order to continue to exist. Co-founder Jake made one pound profit on his first day of trading from a small market stall, one hundred and three years later Tesco is the UKs largest supermarket. 
In 2019 it was announced profits turnaround had risen to thirty four percent meaning the profit surplus was £2.21 billion an increase of the projected profits by £1.03 million. (Jahshan, 2019)
Nevertheless 2020 saw a global pandemic and Tesco was to face one of their biggest challenges yet. In April 2021 over a year after the pandemic first started, Tesco announced the true impact of having to continue to trade for the reason that supermarkets are classified as essential when a majority of businesses had to temporary close. In order to remain opening the outgoing costs were nine hundred million. Despite Tesco stating revenue grew by seven percent, due to COVID19 related costs profits dropped by twenty percent. (Business News - BBC News, 2021).
Secondly the legality responsibility workplace laws and other regulations such as health and safety  must be adhered to. On the official Tesco website Ken Murphy group Chief executive stated how important they operate their code of conduct system, representing further than adhering to business laws and policies. Therefor it is vital that rules and morals are ensued by all employees to protect their colleagues, customers and reputation. (Murphy, 2022). 
[bookmark: _Hlk96669284]Promising to thrive on being comprehensively diverse business each individual is welcomed regardless of their back ground, age, gender, race, faith etc. ensuring that during the recruitment stages staffs sole focus and decision making is based purely on hard and soft skills required for the job criteria.  Consequently prejudiced or manners that can be considered to cause offence and make colleagues feel unwelcomed, excluded is not tolerated by Tesco. (Murphy, 2022).
Despite the corporates pledges to ensure all colleagues are treated fairly regardless of their background in 2021 employee’s within distribution centres majority of them being female contended they received less pay than males working within the same area. The European court of justice ruled in their favour stating Tesco had broken both EU and UK laws. (Simpson, 2021).
Referring back to the Tesco website, they pledged to close the gender pay gap by applying an additional plan that entails of compulsory training for all employee’s. acknowledging that progress has been made but more needs to be done to improve. (Murphy, 2022).
Next there is ethical both employers and employees must conduct themselves in the correct manner both morally and ethically to each other and clients.

Lastly Philanthropic, it important to give back to charity’s and the local communities. Tesco aids thousands of local aid organizations through community grants, they concentrate on all aspects where the community charity’s may need help. 
· Local schools
· Food banks
· Supporting youngsters 
· After school clubs e.g. Youth centre, scouts, brownies.
The list is endless. Tesco began granting donations to communities in 2016. Over the course of this time, nearly ten thousand schools and after school clubs have benefited. To date over ninety million has been donated to more that forty thousand community projects. (Tesco Community Grants, 2022).
3.3 The four pillars of sustainability
 Sustainability is generally applied to programs, initiatives and actions needed for the preservation of a specific source. The four pillars model represents human, social, economic and environmental. (The four pillars of sustainability, 2022). 
Acknowledging that the organisation plays a crucial portion in not only the future of the business but also globally. Using the four pillars concept: people, product, planet and places. as a guide for long-term sustainability. Labelled The little Helps Plan. It improves structure aiding Tesco to monitor, and improve functioning on the problems that matter, both within operations and throughout the wider supply chain.
Tesco is mindful that decisions and actions are taken carefully to lead by example aiding in facing some of the greatest socially and environmental, challenging obstacles the word requires to tackle for a better sustainable planet. Creating change on matters such as diversity inclusion, helping customers maintain healthy sustainable diets, global warming and food poverty. (Tesco, N.d)
WWF have a partnership with Tesco, the goal is to reduce each basket by half of its environmental impact on loss of wildlife. The impact of deforestation, unsustainable fishing has greatly affected nature the planets future is under threat.
 To accomplish said goal the first step is to provide and encourage budget healthy sustainable diets to achieve this, Tesco work closely with British farmers ensuring all products are grown, harvested in a environmental friendly. Products that are from outside of the United Kingdom must also follow same standard’s. Even though their seafood range isn’t fully green WWF have vowed to guide to being viable. (Three ways we’re fighting for your world with Tesco, 2021) 
Pressured by shareholders by 2025 Tesco wants the production of healthy products to rise to 65% with the expectation sales of plant-based food alternatives to rise by 300%. (Wright, 2021)
4.0 Segmentation and Loyalty ladder 
4.1 Segmentation
Segmentation is the method of distinguishing and cauterising customers within market that have similar requirements and display similar purchasing behaviour. Tesco PLC, Britain's leading supermarket, used segmentation investigation to make a decision on their future marketing plan and assess their competitive capabilities. Tesco recognised the prerequisites for effective segmentation, including the need for it to be Measurable, Accessible, Differentiable, Significant, and Actionable. Tesco employed the Club card programme to evaluate the size, spending power, and characteristics of each section, providing cardholders discounts in return for their name, address, and other personal information, as well as optional questionnaires.
Combined with Analysing data from over 10 million shoppers per week. The data gathered is then separated into six segments based on real consumer behaviour and usage rate. An example of this is the "Finer Foods" group is made up of rich, time-pressed buyers who purchase upmarket items. while "Traditional" shoppers are homemakers who have time to shop for supplies and prepare a meal. 
Another source used to gather data is mix marketing strategies this entails of product promotion. Sending customers several vouchers half for products they regularly buy and the other half for products Tesco believes they may like. Therefore, segmentation assisted in establishing their advertising and selling strategy. Since they were successful in their positioning approach, Tesco's percentage of coupons redeemed is between 15-20%. (Grocery Delivery Software Market Investment Analysis, 2022)
In 2021 Tesco won an award for their customer segmentation analysis, with the mindset objective to genuinely understand their consumers wants and why they want and need it while shopping. This allows Tesco to gain greater understand of their customers. (Inside Tesco’s Award Winning Customer Segmentation Analysis – InMoment, 2022).

4.2 loyalty ladder 
Tesco employs the loyalty ladder to categorise each of their Clubcard customers; the more a customer spends, the better the incentive. The purchaser receives one point for every £1 spent in shop and every £2 spent on petrol when using the loyalty card.
 Coupons are personalised to each buyer based on their most frequent purchases. Offering exclusive money off deals of up to 50% to Clubcard holders, not only encourages customers to return but also lures more purchasers to sign up to the scheme. This results in seeing the costumers climbing up the ladder from prospect customers to advocates.  
As a result, an influx of 1.9 million new members downloading the app between October and December alone. (Davey, 2022).
Becoming the first supermarket to price match with ALDI, in a bid to gain back customers. While Morrisons campaign saw it would price match against all British superstores but only those who are signed up to their match and more loyalty card scheme. (Vizard, 2020)
The company values loyal employees, applying the model to employees. The are several levels of training available to anyone who wants to climb up the employment ladder. Numerous senior executives began their journey as youngsters who worked their way up. Accompanied by inside training programs, the organisation also offers the opportunity to gain outside degree qualifications.
The corporation respects employees acknowledging the importance of employees feeling welcomed and the opportunity to climb up the ladder making a contribute regardless of the individual’s background. Highlighting vision, values and culture, it is considered a key organization tactic to accomplish a successful business. While it is important to generate loyalty benefits for consumers its equally important workers feel valued. (Garry, 2010).
5.0 Conclusion 
Throughout my investigation for this paper, I discovered that coming from a modest background is a strong indication of why Tesco is the UK's largest retailer. Their approach to data collection and marketing is amazing, and it is nearly guaranteed that other supermarkets will follow suit. Tesco's Clubcard is undeniably a driving force in motivating customers to swiftly climb the loyalty ladder and profits.
Although it has identified areas for improvement, such as procuring sustainable seafood.
I also feel ALDI has the right approach by not luring customers with buy one get one free deals that encourage them to buy more than they need, resulting in less waste at home.
7.0 Appendices 
7.0 CRM 
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Benefits of CRM Analytics

Leveraging good data can bolster the customer sales cycle, helping you to close
more sales and grow your business.
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