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[bookmark: _Toc182410879]Introduction
This study examines how Tesco’s relationship marketing can effectively be sustainable and what implications such marketing has on organisational success. Meaning, a sustainable marketing relationship is one characterised by ethics, deep understanding of market data as well as taking care of the environment. As used here, organisational performance refers to profits, customer loyalty as well as the overall reputation of the brand. With respect to Tesco’s competitive niche, relationship marketing through data, and strategic customer orientation, this report places limits to what can be said about Tesco’s approach. The report also aims to assess the significance of the data in the process of the development of the relationship and help in understanding better marketing of Tesco and its strengths and weaknesses.
[bookmark: _Toc182410880]Task 1: Tesco’s Profile 
[bookmark: _Toc182410881]Historical Development 
It all began way back in 1919 when Jack Cohen set up a little grocery stall in East London (Chen, 2022). Fast forward to today and Tesco has become one of the biggest supermarkets in the world. The name ‘Tesco’ was first used in 1924 with shops being opened in 1931. By the time the 1950s rolled around, Tesco had also innovated self-service shops. In the 1990s, Tesco branched out of the UK into Europe and Asia. The supermarket introduced own-label brands like Tesco Value and Tesco Finest, which helped solidify its market leading position further.
[bookmark: _Toc182410882]Current Market Share: Growth or Decline? 
In the UK grocery market, Tesco continues to dominate with a market share of about 27 percent while its competitors Sainsbury’s and Asda lag behind. Losing ground to discount retailers like Aldi and Lidl, Tesco, however, continues to maintain its leading position by focusing on customers via its Clubcard scheme (Nastasoiu and Vandenbosch, 2019). Around the world, the story has been different with Tesco expanding substantially in places like Central Europe, but retreating from the US and Japanese markets. The ongoing transformation of online retailing has had encouraging effects on Tesco’s expansion especially during and after the pandemic. Moreover, the ongoing green commitment as reducing food waste and carbon emissions matches well with the new customers' preferences, thus paving ways for future expansion of Tesco in the coming years.
[bookmark: _Toc182410883]Profit or Loss Status 
For the 2023 financial period, Tesco posted an operating profit of 2.3 billion pounds in the latest financial report released and this has been attributed to sustained performance even in times of issues like inflation and supply chain disruptions (Olarewaju et al., 2024). Hence the company indeed has resilience and efficient cost management policies.
[bookmark: _Toc182410884]Mission Statement 
Segmentation of TESCO’s mission statement explains “to serve shoppers a little better every day”. This mission motivates and compels all possible business initiatives and decisions of the companies ensuring and protecting an ethical approach, environmentally friendly business operations and complete contentment of the customers as a premise of activities.
[bookmark: _Toc182410885]Task 2: The Role of Data in Sustainable Marketing Relationships 
[bookmark: _Toc182410886]Importance of Data Collection in Marketing Relationships
The collection of data is an integral activity for Tesco in establishing long-term marketing associations with customers because it provides information on their behaviours, preferences, and patterns. Tesco uses a variety of channels for data collection in order to render value-adding services which include tailored customer incentives (Jelassi and Martínez-López, 2020). Central to this process is the company’s Clubcard loyalty program. Through these efforts, Tesco is able to offer targeted promotions because it identifies individual users’ preferences based on their buying behaviour. Apart from loyalty programs, Tesco extends its activities to online channels like web visits and clicks, App usage, and e-commerce sales to monitor consumers’ behaviours in real-time. The company also engages in market scanning activities and collects secondary data regarding the consumers’ behaviours at a higher level, economic environments, and market competitors. 
[bookmark: _Toc182410887]Data Analysis: Impact on Marketing Strategies 
Marketing strategies at Tesco are then driven by advanced data analysis of marketing efforts to specific client segments. Such segmentation includes unlockable customer demographics, buying trends, as well as lifestyle preferences among others. As an example, large groups of bulk family shoppers may be motivated by discounts while young professionals can be tempted with offers for packaged lucrative ready meals. Tesco's advanced technologies including (AI) and predictive analytics do help the company foresee consumers' demands and tendencies (Mariani and Fosso Wamba, 2020). For example, a comprehensive AI model utilises historical views to establishing possible behaviours, thereby determining a product forecast required by Tesco and generally managing business stock levels.
 The use of predictive analytics also allows marketers to reach clients with most relevant offers to their shopping patterns. This approach improves customer experience but trust is efficient in that it allows targeting of most effective strategies at the most cost effective outlay.
[bookmark: _Toc182410888]Evaluation of Data: Ensuring Sustainability
Tesco is able to discover additional areas to promote marketing sustainability through an established routine evaluation of the data collected as input using above methods (Liberadzki, Jaworski and Liberadzki, 2021). On an ongoing basis the organisation reviews and evaluates customer responses and purchasing patterns in order to enhance various sustainability programs within the organisation like promoting responsible sourcing and cutting down on the carbon footprint concerning the supply chain. For instance, if there is a shift in the identified market segment towards the supportive purchasing of sustainable goods, Tesco can be more aggressive in trying to sell such goods. Evaluation of the data enables the company to see the impact of its initiatives towards sustainability and reconfigure its strategies whenever required in order to meet consumer and environmental objectives.
[bookmark: _Toc182410889]Data’s Role in Enhancing Sustainable Marketing Relationships 
Tesco’s customers are the market’s most precious stakeholders, from whom trust can only be earned if they understand the ethical processes and transparent policies concerning data usage through careful data collection. Hence, since customers’ data is treated with care, meaning privacy is acknowledged and there are clear voices about how the data will be utilised, this boosts the reputation of the company (Chkanikova and Sroufe, 2020). Such transparency encourages customers’ loyalty in various ways and especially to those who care for the environment by practising good business ethics. Also, data-centric strategies implemented by Tesco enhance the practice of sustainable consumption by harmonising the pursuits of marketing with the overall aim of waste reduction and promotion of green products. Such actions allow not only to build but to keep large strong and trustworthy connections with customers of the company.
[bookmark: _Toc182410890]Task 3: Critically Discuss Tesco’s Marketing Relationship Strategy 
[bookmark: _Toc182410891]Segmentation 
The segmentation strategy of Tesco is further enhanced by the analysis of the customer's background, buying patterns, and general psychologies. This analysis is very necessary because it assist them in developing marketing strategies that are specific for their various customers. Looking at the demographics, Tesco serves families, youthful professional and older generation with different product categories (Hood et al., 2020). By using the psychographic segmentation, Tesco is able to cater for the lifestyles of the customers such as targeting green customers with green products and green strategies. The behavioural segmentation is equally important as it enables the firm to customise the promotions of customers to their purchasing patterns, for example, discounting items that people purchase a lot, or recommending items that go well with what they have purchased. 
A good example would be people who are very green and who only want to buy organic and Fairtrade goods, once they have declared interest to purchase, then it would target them with such decent promotions. This is in order to facilitate Targeting, thereby enabling Tesco to build stronger ties with the different market segments.
[bookmark: _Toc182410892]Pricing Strategies 
In a quest to stay competitive, Tesco employs specific pricing methods suited to the various customers’ target groups cantered on their purchasing behaviour (Matta and Stalidis, 2024). For instance, the company has established a pricing strategy based on everyday low prices on target products to woo customers who are sensitive to prices. Moreover, Tesco does not shy away from promotional pricing by incorporating discount pricing, multiple purchase items, as well as season deals in the company so as to widen the audience. For instance, families with children are encouraged through discounts on bulk purchasing while offers on vegetables are employed to motivate families to eat a healthy diet. 
Competing price levels with other grocery retailers like Aldi and Lidl is made through the company's price matching campaigns (Filimonau and Gherbin, 2020). These pricing strategies do not only draw and attract customers who watch their costs but also encourage Tesco repeat sales such that the company is able maintain a desired market share in a cut throat retail industry.
[bookmark: _Toc182410893]Differentiation 
The whole differentiation strategy of Tesco revolves around its private labels and a sense of sustainability. As a result of the growing of the ranges Tesco Finest and Tesco Value, the firm is able to address the higher end’s market as well as the lower end; those who are more price sensitive (Loebnitz, Zielke and Grunert, 2020). However, Tesco’s differentiation is also because of its unique business practices. For instance, the Firm has a variety of goods that are Fairtrade and is making concerted efforts to minimise the level of plastic used in packaging of its products. Thus such focus on sustainability gives Tesco an edge over other competitors who do not take environmental related issues seriously. Furthermore, Tesco’s differentiation is also about their ability to provide a reliable and simple shopping experience in this case performed through their investment on technology in this case its Grocery Home Shopping service.
[bookmark: _Toc182410894]Ethical and Sustainability Policies and Practices 
The brand of Tesco is marketed with ethics and sustainability in its core focus. The firm has already put into practice some measures, such as the procurement of its goods from friendly farms and lowering the wastage of food. For example, Tesco has set a goal to work with the WWF to reduce the environmental impact of their food production by fifty percent within 10 years (Todd and Faour-Klingbeil, 2024). Moreover, Tesco also enhances ethical sourcing and efficient working conditions, extending beyond its boundaries responsibly. These are promoted through Tesco advertisements and other sources by portraying the brand as one with concern for social responsibility while doing business as a retailer in the focus of world environment.
[bookmark: _Toc182410895]Achieving Customer Centrality through Sustainability 
Tesco looks at the core of its marketing strategy; the customer as the focal point of every business practice. Recent trends in consumer shopping behaviour have led Tesco to understand how today’s shoppers are more aware about the ethical and environmental practices associated with a brand’s products (Sughra, 2020). This is evident in Tesco’s growing range of branded products such as organic and Fairtrade items that are more sustainable. Addressing these demands reinforces Tesco's customer relationships with brand loyal eco-friendly consumers. Tesco places great focus on what the customers feel by utilising Clubcard and online surveys to examine and analyse custom expectations. The feedback collected from such meetings helps Tesco to enhance and refine its service delivery and offerings without losing site of the customer needs. 
Moreover, the aspects of local supply and carbon footprints made by Tesco’s operations appeal in particular to environmental and community conscious consumers. Such projects are further proof of Tesco's capability of delivering a sustainable growth strategy: develop fun and engaging marketing to gain a customer who is better placed within the competitive market.
[bookmark: _Toc182410896]Task 4: Conclusion and Recommendations 
[bookmark: _Toc182410897]Key Strengths in Sustainable Marketing Relationships 
Tesco’s sustainable marketing relationship is dominated by its strong data-centric approaches, ethical supply chain and environmentally friendly practices, and efficacy in targeting and interacting with customers. These elements build customer retention over time and strengthen the competitive edge of Tesco in the sustainable retail segment.
[bookmark: _Toc182410898]Areas for Improvement 
For the purpose of improving its marketing relationships further, Tesco may deepen its focus on customer interactions on a personal level, scale its initiatives globally on different aspects of sustainability, and stave off any potential competition from emerging e-commerce players by further improving their digital platforms (Johnsen, Lacoste and Meehan, 2020). Such improvements would serve to bolster its customer experience management paradigm and guarantee its success in the foreseeable future.
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