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Executive summary 

The present report has been developed for the editor of Tesco’s ‘Marketing’ online journal by focusing on the sustainable marketing relationship of the company. The first section of this report includes detailed information about the company along with its present market share and sales. In the second task, the importance of data collection/analysis/evaluation has been mentioned which can help Tesco to develop its ‘Marketing Relationships’ and become ‘sustainable’. In the third task the role and impact of segmentation, differentiation, pricing and ethical & sustainable practices of Tesco to meet ‘customer centrality’ is discussed. This section has helped to find out how these factors work to meet the needs and demands of the customers. In the last section, a brief conclusion has been mentioned along with some effective recommendations for Tesco to improve its ‘Sustainable Marketing Relationship’.  
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[bookmark: _mxxnxmdg8g3y][bookmark: _Toc151049265]Introduction 
[bookmark: _okfr5uz58vax]A company needs to consistently build loyalty and customer relationships through its efforts to improve customer value to generate sustainable marketing. In return, the company gains value from the customers which allows the company to increase brand loyalty and achieve compliance with regulations. The present report has been designed for the editor of 'Tesco Marketing' online journal as the team is currently working on 'the influence of Sustainable Relationships' and its impact on organisational performance and customer relationships. Along with the historical and present information on Tesco, the 'Marketing Relationship' of the company has been also mentioned in this report. 

[bookmark: _d9vkqsyictly][bookmark: _Toc151049267]Brief profile of Tesco along with its historical development 
Tesco is a leading multinational retail company which aims to serve its customers regularly with healthy, sustainable and affordable products (tescoplc.com, 2023). The company currently has 330,000 colleagues who work to assist customers in enjoying a better shopping experience along with an easier way of living. The company was founded by Jack Cohen in 1919 and the company at first began to sell war-plus grocery products in a stall of Wall Street Market at Hackney. In the 1990s Tesco went global and in the 2000s gradually the company provided better value to its customers by offering a wide range of products such as mobile services, clothing, groceries and home appliances (tescoplc.com, 2023). 
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Figure 1: Tesco Logo 
(Source: tescoplc.com, 2023)
[bookmark: _tq0my9wl8cb4][bookmark: _Toc151049268]Current market share 
In the financial year 2022, Tesco’s U.K supermarket has recorded a share of 27.3% in the last months (statista.com, 2023). The current market share of the company is up by 0.3% points from the previous year which indicates that Tesco is facing market growth in the present time. The long-term partnerships of the company with its suppliers have helped the company to minimise its supply chain issues and focus on the quality as well as price of its goods. Thus, the company has held a strong position in the market by gaining a competitive advantage. 
[bookmark: _gxv4bvuvqobi][bookmark: _Toc151049269]Profit and loss status 
Tesco Plc had a net income fall of 49.70% from 1.48 billion to 745.00 million during the years of the global pandemic although there was an increase of 7.20% in revenues recently from 61.34 billion to 65.76 billion (ft.com, 2023). In the financial year 2022/23 the annual revenue of the company accounted for more than 60 billion British pounds in U.K and the Republic of Ireland. As per the reports it has been also identified that there is an increase of more than three billion pounds in Tesco supermarkets compared to the previous year (statista.com, 2023). 
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Figure 2: Profit and loss statement of Tesco 
(Source: statista.com, 2023)
[bookmark: _f6s34im4slef][bookmark: _Toc151049270]The mission statement of the company 
[bookmark: _57l85a8wrzcj][bookmark: _xc11s88sgi28]The mission statement of Tesco is to be the champion of its customers by helping them to live an easier life along with enjoying a better quality of life (tescoplc.com, 2023). Hence, it can be said that the core purpose of the company is to serve the customers, planet and communities better every day. 
[bookmark: _Toc151049272]Identification and description of the impact of data collection/analysis/evaluation on the ‘Marketing Relationships’ of Tesco to become ‘sustainable’
As per the views of Karimjanova and Soliyeva (2022, p. 220), data collection or analysis allows the company to understand its target customers along with the latest trends in the market. The key goal of Tesco is to develop more effective marketing relationships and strategies to reach their desired customers by attracting them. Hence, conducting market research can allow the company to understand the needs and demands of its customers to satisfy their needs. The latest reports describe that 55% of U.K citizens said that it is essential for all companies to behave sustainably, especially in this post-pandemic period. This means that customers expect brands to create a positive impact on the environment along with making a profit to make the world a better place to live. Deloitte has also conducted a survey of customer attitudes towards sustainable behaviours of the customers which shows that after the global pandemic, COVID-19 customers have become more environmentally conscious. Therefore, they expect that companies also adopt some unique sustainable practices such as reducing carbon emissions, plastic usage and waste management to create a healthy environment. In the present year, more customers have adopted sustainable lifestyles by choosing products which are reusable, durable and can be repaired easily (deloitte.com, 2023). 
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Figure 3: Changing customer behaviours towards purchasing more sustainable products 
(Source: statista.com, 2023)
Hence, it can be said that the ‘Marketing Relationships’ of Tesco can be improved and become sustainable by adopting the approaches of waste management, reducing carbon emissions and use of plastic. The company has already taken the initiative to become carbon neutral by the year 2035 along with working with partners and suppliers to meet this goal and manage its waste properly. These sustainable approaches can allow Tesco to meet the needs of customers which allows the company to develop its ‘Marketing Relationships’. The above-mentioned data also indicates that customers in the present time expect the brands to do well in response to the pandemic along with just focusing on making a profit. Therefore, as per the collected data and analysis, it can be suggested that Tesco need to introduce some activities for the good of the planet and society. Tesco was the first business that set the zero carbon goal back in 2009 and since 2015 the company has reduced its emissions by 55% (tescoplc.com, 2023). Hence, the already taken sustainable practices of Tesco can help the company to attract many customers along with improving their ‘Marketing Relationships’.
Almost every U.K retailer at the present time has focused on sustainable approaches to attract more customers (statista.com, 2023). The innovative approaches of different companies can make it difficult for Tesco to gain a competitive advantage in the market. Therefore, it is essential for the company to use its sustainable approaches as its marketing strategy to attract more customers along with developing a strong customer base. The below-mentioned graph also indicates that customers of U.K prefer clothing brands that offer sustainable products which create a positive impact on the environment. Hence, adapting sustainable approaches for marketing can allow Tesco to meet its goal of providing better quality products and services to its customers to make their lives better. Thus, it can be said that data collection/analysis/evaluation provides a detailed description of market trends and customer needs which assists the company in developing effective strategies for enhancing its ‘Marketing Relationships’. 
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Figure 4: Customer preference for purchasing clothes from sustainable brands in U.K 
[bookmark: _23o464llrjpw](Source: statista.com, 2023)
[bookmark: _avvqgjjl9jl1][bookmark: _Toc151049274]Description and examples of TESCO’s ‘Marketing Relationship’ strategy based on the below-mentioned areas along with achieving ‘customer centrality’: 
[bookmark: _fk74qels8k0a][bookmark: _Toc151049275]Segmentation
According to Dolnicar (2022, p. 850), market segmentation refers to the marketing strategy which consists of well-defined criteria to divide the addressable market share of the brand into small groups. Each segment has some common characteristics which allow the brand to offer products/services as per the needs and demands of the customers. The four main types of segmentation for dividing the market are demographic, psychographic, geographic and behavioural segmentation. Tesco follows demographic segmentation which is the precise form of identifying the audience as per the data points of gender, age, marital status, education, income, religion and family size. Hence, the target customers of Tesco are those people who belong to the age group of 20 to 50 and are interested in sales and deals. Additionally, people who like shopping, cost-conscious and belong to any income group are the target customers of the company. 
Target customers of Tesco 
	Age and gender group:
	20 to 50 years old male and female

	Income level:
	Low to high-income group

	Location:
	United Kingdom



According to the views of Rosnizam et al., (2020, p. 21), the marketing strategy of Tesco accurately targets its potential customers with the help of its well-positioned brand image. The company positioned itself as a low-cost and high-volume retailer by choosing the goal of catering its services and products to all socioeconomic groups. This positioning allows Tesco to target those customers who prefer to purchase cost-effective products and have a variety of choices. In other words, it can be said that this particular positioning allows Tesco to achieve ‘Customer centrality. As mentioned by Tuominen (2020), ‘customer centrality’ is a holistic approach to providing a top-notch experience to customers by providing them with products or services before, during and after the purchase. In other words, it can be said that ‘customer centrality’ means putting the customers at the centre of the company before, during and even after their purchase. As already mentioned above in the present time customers have shifted their focus on sustainable goods and practices of the company to create a positive impact on the environment. Hence, in the present time Tesco by developing more effective sustainable approaches such as offering reusable and recyclable products can attract the attention of customers and apply ‘customer centrality’ in its marketing approach. 
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Figure 5: Positioning map 
(Source: Developed by the learner)
As stated by Naim (2022, p. 18), a company needs to make a point of knowing the customer to create a customer-centric firm. Tesco needs to go beyond just targeting customers and market trends and needs to consider expanding options to meet customer interests. Tesco can use the customer data to understand their purchasing habit, engagement and interests. This can also allow Tesco to identify which products, promotional approaches or services can be introduced in the market. Thus, the business can use customer lifetime value to segment the customers as per the top spenders and develop strong bonds with customers before and even after purchasing. For instance, it can be also mentioned that the research conducted by Touche and Deloitte has shown that companies which are customer-centric were more profitable compared to the companies which only focus on the customers. 
[bookmark: _q3fa5e2y24t9][bookmark: _Toc151049276]Pricing Strategies
As mentioned by Kweon and Kweon (2021, p. 4), pricing strategies refer to the procedures and methods used by organisations to choose the rates they charge for their services or products. Tesco actively compares and monitors its prices with market competitors to ensure that the company can provide good value for money to their customers. Hence, it can be said that Tesco follows a competitive pricing strategy which allows the company to maintain as low a price as possible for all its services and products without any compromise on their quality. This pricing strategy helps the company to develop a strong customer base as customers get the chance to purchase high-quality products at an affordable price from Tesco. However, in order to achieve ‘customer centrality’ Tesco needs to focus on sustainable practices while offering the products. For instance, Tesco can improve the packaging of its products by reducing the usage of plastic along with offering products that can be recycled. Tesco is already working with its partners and suppliers to deliver the goal of being net zero from farm to fork by the year 2050 (tescoplc.com, 2023). Therefore, offering a wide range of sustainable products at an affordable price can allow Tesco to achieve ‘customer centrality’. 
[bookmark: _tjbxm76rm5bl][bookmark: _Toc151049277]Differentiation 
Tesco follows both low-cost and differentiation strategies at the same time in its ‘Marketing Relationships’. Tesco not only offers sales and discount shopping to the customers instead offers a wide range of food, clothing, mobile, home appliances and other items at an affordable price along with managing the high-quality of the products. Hence, among all retailers of U.K Tesco is considered as the company which provides greater differentiation products by using the low-cost strategy. Along with the good-quality and low price the own-label products of Tesco also help the company to differentiate itself from its competitors. Tesco also innovate everything they do such as launching the new PayQwiq digital wallet to make the process of checking out much easier for customers (tescoplc.com, 2023). The strength of the company is its partnerships with suppliers which allows the company to build the business together along with offering unique and good quality products to the customers. After the global pandemic, Covid-19 Tesco has also shifted its wide range of products towards the online platform so that customers can easily choose the products by using their mobile phones. Therefore, it can be also said that the online success of the company is because of bringing all its best products to the customers through the online portals of the company. 
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Figure 6: Tesco’s strategies priorities 
(Source: tescoplc.com, 2023)
Tesco has its own factories and it makes its own grocery products due to which the company does not need to purchase any materials from outer suppliers. This helps Tesco to save its funds and offer products at an affordable price to the customers. Hence, it can be said that the unique and effective strategies of Tesco allow it to become different from its competitors such as Sainsbury, Morrison’s, ALDI and ASDA. Hence, it can be said that by focusing on this differentiation strategy Tesco can also develop a customer-centric approach. All the above-mentioned approaches can allow the company to provide a unique and different experience to the customers to achieve ‘customer centrality’. The unique range of products at an affordable price can help Tesco to improve its ‘Marketing Relations’ by meeting customer needs. Along with the high-quality products of Tesco at an affordable price, the innovative tools and technologies which have been used by the business in the present time can also assist the firm to achieve ‘customer centrality’. For example, the incorporation of Generative AI can help Tesco to enhance customer centrality by predicting the demand, and customer behaviour, along with preventing fraudulent activities. Additionally, the geo-location allows the business to send promotional offers from the nearest store to the address locations of the customers. Thus, Tesco provides data-driven customer loyalty platforms along with a digitalise in-store experience for the customers. 
[bookmark: _m30z382lik5w][bookmark: _Toc151049278]Ethical and Sustainability policies and practices
According to the views of Ferrell et al., (2019, p. 499), ethical conduct can be defined as the activities of a business which make it honourable and morally correct. As per the Tesco Corporation Code of Business Conduct and Ethics and Companies Act 2006, the company expects to act as per the best interests of the company. Any of the officers, directors and employees of the company are not allowed to compete with Tesco. The company also avoid any kind of unethical activities to gain a competitive advantage in the market. Tesco has also launched the ‘Ethical First’ initiative in its non-food supply base so that gets raw materials from the suppliers ethically (media.corporate-ir.net, 2023). Under this approach, the company also commits to purchase and sell products from its suppliers by considering the ethical implications as a major priority. The below-mentioned ethical tree of Tesco shows that the core values of the company are rooted in a strong culture of compliance, ethics and safety. Sometimes difficult choices are faced by the company and if it has been identified that any decision can violate the Code of Business and Ethics it needs to be stopped immediately. 
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Figure 7: Ethical tree of Tesco mentioning its ethical business conduct 
(Source: media.corporate-ir.net, 2023)
As already mentioned above Tesco is the first business that set the goal of zero carbon back in the year 2009 and from 2015 the company minimised Group Scope 1 and 2 carbon emissions by 55%. The present aim of the company is to become carbon neutral by 2035 along with working with its suppliers to meet the goal of net zero farming to fork by the year 2050 (tescoplc.com, 2023). Tesco also introduced food waste within its operations in 2013 and launched a vegan food range in its Wicked Kitchen as per the customer demand and to create a positive impact on the environment.  Along with this the business has also purchased renewable electricity, removed 2 billion pieces of plastic and minimised 45% of food waste from the operations from 2016. Tesco is also recommended by 82% of its colleagues as a great place to work and the company has also donated ￡119.2 million pounds to community projects.  
As per the above description, it has been identified that Tesco operates its business ethically by following all the rules and regulations developed by the government. Additionally, the company has also developed some effective sustainable approaches which help the company to create a positive impact on the environment. The ethical and sustainable approaches of Tesco can also assist the company to improve its brand image which can allow the firm to adopt ‘customer centrality’. In the present time, customers also prefer brands which are ethically sourced and sustainable (Kuokkanen and Sun, 2020, p. 410). Therefore, Tesco can get customer attention easily along with meeting their needs by developing effective ‘Marketing Relationships’. 
[bookmark: _8y8i3m9zivs0][bookmark: _Toc150873206][bookmark: _Toc151049279]Task 4
[bookmark: _7megv1g846jq][bookmark: _Toc151049280]Conclusion 
Thus, it can be concluded that the present report can help the Marketing Team of Tesco to identify how their customer segmentation, differentiation strategy, pricing strategies, and ethical and sustainable practices can allow Tesco to achieve ‘customer centrality’. The present position and practices of Tesco can allow the company to develop effective ‘Marketing Relationships’ to become customer-centric and achieve their desired organisational goals. A detailed description of market trends and customer preferences has been also mentioned to develop an effective marketing approach. 
[bookmark: _k96uiqpwndiv][bookmark: _Toc151049281]Recommendation 
As per the overall report, it can be recommended that Tesco along with its differentiation strategy for its products and services can also focus on its marketing approach. In the present time, many effective marketing strategies are emerging in the market such as content marketing, video marketing and social media influencers. These approaches can allow Tesco to reach to maximum number of customers and focusing on social media can also assist the company in providing quick responses to the customers which can help the company to become customer-centric. On the other hand, along with all the sustainable marketing approaches Tesco can also print all the information of its sustainable practices on the product containers to make the customer aware. Thus, the company can adopt ‘customer centrality’ along with developing effective ‘Marketing Relationships’. 

[bookmark: _ug4293fpytq3][bookmark: _Toc151049282]References 
· deloitte.com, 2023. How consumers are embracing sustainability. [Online] Deloitte. Available at: https://www2.deloitte.com/uk/en/pages/consumer-business/articles/sustainable-consumer.html.
· Dolnicar, S., 2022. Market segmentation for e-tourism. In Handbook of e-Tourism (pp. 849-863). Cham: Springer International Publishing. https://link.springer.com/content/pdf/10.1007/978-3-030-48652-5_53.pdf
· Ferrell, O.C., Harrison, D.E., Ferrell, L. and Hair, J.F., 2019. Business ethics, corporate social responsibility, and brand attitudes: An exploratory study. Journal of Business Research, 95, pp.491-501. https://www.sciencedirect.com/science/article/pii/S0148296318303588
· ft.com, 2023. markets.ft.com. Tesco PLC, TSCO:LSE financials - FT.com. [Online] Available at: https://markets.ft.com/data/equities/tearsheet/financials?s=TSCO:LSE#:~:text=Year%20on%20year%20Tesco%20PLC.
· Karimjanova, R.M. and Soliyeva, G.A., 2022. The Role and Importance of Marketing Research in the Modernization of the Economy of the Republic. European journal of innovation in nonformal education, 2(1), pp.220-224. http://inovatus.es/index.php/ejine/article/view/212
· Kuokkanen, H. and Sun, W., 2020. Companies, meet ethical consumers: Strategic CSR management to impact consumer choice. Journal of Business Ethics, 166, pp.403-423. https://link.springer.com/article/10.1007/s10551-019-04145-4
· Kweon, H.J. and Kweon, S.H., 2021. Pricing strategy within the US streaming services market: A focus on Netflix’s price plans. International Journal of Contents, 17(2), pp.1-8. https://www.dbpia.co.kr/Journal/articleDetail?nodeId=NODE10572480
· media.corporate-ir.net, 2023. Tesco Corporation Code of Business Conduct and Ethics. (2016). Available at: https://media.corporate-ir.net/media_files/IROL/11/118467/Code%20of%20Business%20Conduct%20and%20Ethics_19%20Feb%202016.pdf [Accessed 14 Nov. 2023].
Naim, A., 2022. Understanding the customer centric approach to add value to social ecrm (SECRM). American Journal of Technology and Applied Sciences, 3, pp.17-31. https://americanjournal.org/index.php/ajtas/article/view/39
Rosnizam, M.R.A.B., Kee, D.M.H., Akhir, M.E.H.B.M., Shahqira, M., Yusoff, M.A.H.B.M., Budiman, R.S. and Alajmi, A.M., 2020. Market opportunities and challenges: A case study of Tesco. Journal of the community development in Asia, 3(2), pp.18-27. http://ejournal.aibpmjournals.com/index.php/JCDA/article/view/807
statista.com, 2023. Evolution of sustainable shopping worldwide 2022. [Online] Statista. Available at: https://www.statista.com/statistics/1377869/global-shift-to-buying-sustainable-products/.
statista.com, 2023. Tesco financial revenue United Kingdom 2015-2018 | Statista. [Online] Statista. Available at: https://www.statista.com/statistics/490931/tesco-group-finance-revenue-united-kingdom-uk/.
statista.com, 2023. UK: sustainable fashion purchase by age and gender 2020. [Online] Statista. Available at: https://www.statista.com/statistics/1169415/sustainable-fashion-choice-demographic-distribution-united-kingdom/.
tescoplc.com, 2023. Available at: https://www.tescoplc.com/media/an0cp1co/tesco-annual-report-2022.pdf [Accessed 14 Nov. 2023].
tescoplc.com, 2023. Ethics and Compliance policies. [Online] Available at: https://www.tescoplc.com/about/how-we-do-business/ethics-and-compliance-policies [Accessed 14 Nov. 2023].
tescoplc.com, 2023. Our history. [Online] Tesco PLC. Available at: https://www.tescoplc.com/about/our-history/.
tescoplc.com, 2023. Six Strategic Drivers. https://www.tescoplc.com/media/an0cp1co/tesco-annual-report-2022.pdf. (2022).
tescoplc.com, 2023. Sustainability. [Online] Available at: https://www.tescoplc.com/sustainability#:~:text=We%20were%20the%20first%20business.
Tuominen, P., 2020. The Emerging Schools of Thought in Brand Management. https://trepo.tuni.fi/bitstream/handle/10024/130029/the_emerging_schools_2020.pdf?sequence=1

[4]

image3.png
0%

0%

Share of respondents
g

%
—

1am buying less  No change Minor change  Modest change  Significant | have turned my

environmentally change ‘way of living
Sustainable around to be

‘products Sustainable.




image4.png
1824

2534

3544

4554

55

2

™

%

™ 10%

Share of respondents.

2%

4%

16%

16%

6%

18%




image5.png




image6.png
(¢]

Magnetic value

for customers

Redefining value to
become the customer’s
favourite

1ove my
Tesco Clubcard
Increase loyalty and

access new sources
of revenue





image7.png
L
N




image1.png
V & & & & 4




image2.png
60,246

56,404

53170
s16a3 5288

50,00

a3ssz 43570 5062 oo, azsae MO
- I I I “
0.000

203 2014 20050 2006 2017

021 2022 2023





