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Executive Summary

The impact of sustainable relationship marketing strategies and policies on Tesco's organisational success is investigated in this report. It examines the main tactics Tesco has used over the years to draw in new consumers and keep existing ones while putting sustainability and customer-centricity first.

Tesco has grown into one of the largest supermarket chains in the UK. Although it faced setbacks in the U.S. market, Tesco’s focus on customer-centric approaches has contributed to its enduring success.

By embracing client centrality, the business makes sure that the needs and preferences of its customers inform its marketing plans. Tesco offers customised promos and discounts that increase customer happiness and loyalty by personalising customer experiences via the use of Customer Relationship Management (CRM) systems like Clubcard.

Tesco uses sophisticated data collection and analysis techniques to segment its customers based on demographics, purchasing behaviours, and preferences. Tesco’s commitment to sustainability is embedded in its operations, including efforts to reduce carbon emissions and adopt green marketing practices. In a highly competitive market, Tesco differentiates itself through product offerings like Tesco Finest and competitive pricing strategies, such as the Aldi Price Match program. Despite its strengths, Tesco faces challenges in ensuring data privacy and transparency, particularly with the collection and use of customer data through its Clubcard program.

The study emphasises how crucial it is to incorporate sustainable practices into marketing tactics, demonstrating how a company's dedication to social and environmental responsibility is becoming more and more linked to customer satisfaction and loyalty.
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To do research on "The Influence of Sustainable Relationship Marketing Policies and Practices and the Impact on Organisational Performance," Marketing Focus's marketing executive officer requested the research to be conducted. Aleksandra Szczecinska, the report's author, examined Tesco's past and present strategies for retaining and gaining new customers. This report explores the influence of sustainable relationship marketing policies on Tesco's organizational performance, analysing how Tesco employs various marketing strategies to retain and attract customers. Specifically, the report delves into the company’s customer relationship management (CRM) system, data-driven marketing tactics, and its commitment to ethical sourcing and sustainability. To prepare the report, credible sources such as books and websites including Tesco annual report 2024 were used.
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Jack Cohen founded the supermarkets known as TESCO in 1919.Tesco history shown in appendix (3.1). Tesco tried to attempt to US market, regretfully, the products were unable to endure in the American market; the reasons for this decline are listed in appendix (3.2).

Tesco (2024) mission statement says:

“Serving our customers, communities and planet a little better every day.”

According to Tesco's statement, its goals centre on sustainability and a customer-centric approach. This claim is meant to persuade the client to think prioritised oneself and values. Nevertheless, it lacks a clear purpose and outlines how the business accomplishes the objective.

Tesco prioritises the interests and wants of its customers, a practice known as customer centrality. Identifying demands and meeting them, as opposed to producing goods and marketing them, is what customer centrality is all about. (Jim Blythe, 2009).

Customer satisfaction and retention are increased when a business puts the requirements of its customers first. Satisfied customers are more likely to return and remain loyal. More information was included in appendix (3.3.) Tesco's consumers are the foundation of its success. To effectively anticipate and respond to client demands and habits, the organisation places a high priority on knowing them. (Gupta, 2024).

As of September 29, 2024, Tesco's market share of 28% is still competitive. Their figures have varied between 1% to 2% since 2011. The numbers coincide with Tesco's announcement that it persistently building strength in its previous accomplishments, which were fuelled by a 5% increase in food sales as well as expansion of its premium line, Tesco Finest. (Louis, 2024).

Below attached Kantar (2024) market share on day 29 September 2024 
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According to the results, Sainsbury's is gradually overtaking Tesco, thus it needs to differentiate itself from other retailers even more. Tesco might feel endangered in the upcoming years because Lidl and Aldi stores have also grown its market share in comparison to prior years.
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Data obtaining, analysis, and evaluation have a significant impact on marketing interactions because they help a company better understand, anticipate, and satisfy client needs. The goal of CRM, which stands for customer relationship management, is to better understand the clients of an organisation by combining people, procedures, and technology. (Chen, Popovich,2003).

Businesses can obtain comprehensive information about the interests, actions, and past purchases of each individual client through data collecting. Marketers can develop tailored experiences and focused advertisements that seem pertinent to each individual customer by examining this data. One of Tesco's key systems for collecting customer data is Club Card. 


The difficulty lies in persuading the company to participate and be ready to modify procedures or choices considering a new, more thorough source of client knowledge. (Humby, et al,2008, Hunt et al,2008, Phillips et al,2008). Tesco may use Clubcard data to assess individual buying habits and preferences, allowing them to produce customised promotions and discounts. Tesco can utilise Clubcard data to segment customers and create targeted advertising campaigns. This involves delivering marketing communications or app notifications that are tailored to each customer's interests, which increase engagement and conversions.


A key component of any marketing strategy is feedback, which is a constant, shifting, and reciprocal process of interaction. (Hu, et al,2003, Song,et al,2003, Xu et al,2003, Liang, et al,2003). By putting in place a continuous feedback loop, brands can show that are paying attention to and act upon consumer feedback by changing and evolving in response to it. This responsiveness promotes long-lasting, fruitful connections by establishing trust and positioning the business as customer centric.

To find preferences, and drop-off phases, firms can use data analysis to follow customer journeys across touchpoints. This enables a deeper comprehension of the consumer's brand experience. In appendix (3.4) it is described that thanks to appropriately selected touchpoints Tesco managed to achieve customer centrality and that collecting customer data may have consequences. 

Retaining clients requires convenience and ease of engagement, which are enhanced through route optimisation. Tesco can establish a customer profile and preferences through Clubcard purchases or online buying. In appendix (3.5) considers how this helps Tesco maintain retention and build customer relationships.  

The above strategies increase client retention and build relationships that last by making the customer feel heard through feedback. 
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Brands and consumers can develop stronger relationships through relationship marketing, which combines physical and online tactics. (Bowling,2023). Relationship marketing takes time and patience to develop, and the customer must have faith in the business and remain with it over time. Tesco's consumers are the foundation of its success. Through choosing goods to assistance with transportation, all aspects of its organisation demonstrate its customer-centric approach. 




Segmentation

The process of breaking down the target audience of a business into groups of prospective clients with comparable demands and habits is known as segmentation.
The aim of marketing is to pair customers actual requirements and wants against the proposals of providers who are best equipped to meet the requirements and wants. (Dolnicar,et al,2018, Grun,et al,2018, Leisch,et al,2018). This is accomplished by comprehending the market, dividing up the client base, and customising products to meet unique needs and preferences. 

The company's main weapon in customer segmentation will be the Clubcard. The business utilises the data to categorise clients based on factors like demographics, past purchases, frequency of purchases, and product preferences. This information can be used to determine whether the consumer is foreign, has a family, is a student, or may have product allergies. Additionally, segmentation helps to calculate the number of parking spots required for families with young children or for items for young children. For consumers who are not from Britain, Tesco also imports food items from foreign nations.

Tesco to use segmentation must use customer data, nowadays people have become more careful about how and where they are collected. Customers should be given greater information about how and why Tesco uses their data. More details shown in appendix (3.6).

Pricing

Individuals should be separated into two groups: those who value price and those who value quality, to diversify product prices. The market went far beyond to compete by producing its own, more affordable, and superior items for consumers that appreciate quality. 

The market can also boast of the "Aldi price match" program. As Tesco (2024) annual report states, "Aldi price match on more than 600 lines" Since Aldi is regarded as one of the most affordable discount grocery stores, it is obvious that most middle-class and lower-class people will shop there. Tesco wants to stand out and draw this class to itself in the crowded food market. While maintaining market competitiveness, a business can optimise revenue, turnover, and performance by implementing an appropriate selling plan. (D-sers,2023).


Differentiation

A brand's perspective needs to be condensed into the most concise message feasible in the market of today to capture the interest of its target audience. (Paun,2018). Food markets must meet expectations and develop better strategies to retain customers in a highly competitive world. To accomplish this, businesses need to be aware of the needs, values, and beliefs of their customers. Businesses who listen to their consumers can retain them for longer, and word will spread as the satisfied client tells their friends about their positive experience with the seller. Tesco enhances its reputation in this way, i.e., by prioritising the customer.

The management theories that explain how a firm behaves towards its competitors in a particular industry include Porter's model and generic tactics. (Islami,et al,2020 , Mustafa,et al,2020 , Topuzovska,et al,2020). The models assist companies in comprehending market positioning, identifying the dynamics of competition, and formulating strategies to gain an advantage in the market.

Tesco still manages to stand out in the face of big competition. Differentiation through their products such as Tesco brand or Tesco finest distinguish them on the market. Electric scooters for the disabled, strollers for parents with a child or a parking space for families are just some of the things that make the customer come first. The appendix includes how Tesco stands out from other companies. (3.7). 



Ethical and Sustainability

The environment is greatly impacted by the product's manufacture and transportation. In addition to guaranteeing the economy's safety, equitable growth promotes its quick growth and expansion. (Nguyen,2022).

Based on the Triple Bottom Line Theories, framework for viability that centres on the three Ps: profit, planet, and people. (Jonker,2023), it raises the question of whether businesses should prioritise social and environmental concerns over financial gain. Tesco employs this technique to guarantee ethical raw material sourcing and concentrate on lowering its carbon footprint.

The goal of sustainable business practices is to make sure that function in a way that is morally and legally acceptable while considering the impacts on the community, the atmosphere, and the dignity of everyone. The appendix (3.8) includes followed practices used by company. 

The above practices make the customer feel listened to and appreciated and that the company cares about the planet. In today's world, people realize how much influence companies have on the environment. Tesco makes sure it listens to its customers and satisfies expectations by putting an emphasis on ethical sourcing, minimising its environmental effect, and promoting social good. This increases customer satisfaction and fosters long-term retention.

The business does, however, have long-term targets for its carbon footprint; it appears that these are merely pledges, and it is uncertain what goals will be fulfilled as Tesco (2024) stated: “We aim to be carbon neutral in our Group operations by 2035 and net zero across our full value chain, aligned to a 1.5C trajectory, by 2050.”

One of the Human Rights Strategy's main components is Sustainable Livelihoods. (Tesco,2022). Tesco gave priority to sourcing products from countries with the highest rates of poverty and modern slavery threats. They attempted to raise the lowest minimum wage in these areas.

Although Tesco has a very ambitious plan, the last report comes from 2021 and it is not fully known whether suppliers meet the company's expectations, such as wage increases or minimizing modern slavery.
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Tesco uses a strategy that combines segmentation, pricing, differentiation, and ethical behaviours to attain customer centrality to develop a long-lasting marketing relationship with its customers. Tesco successfully gathers consumer experiences and preferences by segmenting customer data, which keeps customers happy and loyal.

It is obvious that the Clubcard is the most effective weapon. It enables business to tailor discounts and loyalty programs to the requirements of certain clients.

Tesco ranks top in terms of market share by classifying product costs and separating them based on quality throughout time. Customers think well of them because of their "Aldi price match" strategy, which saw them cut over 600 lines. The client is still heard, appreciated, and confident that they will discover goods that are priced similarly to those of the competition. Since the consumer may use other services like clothing, fuel, and Tesco Finest items once they are in the store, this is a clever marketing tactic.

Despite fierce competition, Tesco is still able to stand apart. Their items, including the Tesco brand or Tesco Finest, set them apart from the competition. Among the things that prioritise the needs of the client are electric scooters for the disabled, strollers for parents with children, or parking spots for families. Clients will have better experiences that more accurately represent their expectations if prioritise what they want in brand's actions. (Qualitrics,2024).

Tesco's dedication to sustainability is crucial since consumers expect it. It enables the business to hold onto clients that value ecology and are concerned about the planet's and the environment's future. There is no denying that Tesco's approach is customer-centric, but there are also categories that require improvement. Tesco makes significant earnings from Clubcard segmentation, but it's unclear how and to whom customer data is passed. Individuals believe that programs for loyalty are only about receiving incentives but is about businesses collecting facts. (Poulter,2011). 

Attention must also be paid to differentiation. Tesco strives to differentiate itself from the competition to maintain its position as the market leader, but issues like a lack of employees or difficulty finding a worker in the shop may turn off a potential consumer. Tesco tries to draw in customers by offering low costs, but it is undeniable that it is still one of the priciest markets in the United Kingdom when compared to Aldi or Lidl. Researchers made identical purchases at other supermarkets, with Tesco, coming out on average, according to the search that one of the investigators carried out, attached in appendix (3.9). 
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From the beginning, Jack had a belief that everyone should have access to reasonably priced meals.(Tesco,2024). The first store in north London was formally established in 1929. He purchased the first plot of land in 1934 and constructed the first food place of storage on it. (Tesco,2024). When the first food warehouse opened, it revolutionised the food market by enabling the storage of food in higher quantities, which resulted in economies of scale and reduced costs. This made it possible to buy in bulk and sell to clients for a lower cost.

Tesco grew rapidly throughout the years, first launching its individual items in 1956, that allowed them stand out from competing and win over customers. Tesco was the first chain retailer to implement the scanning of bar codes at cashier in 1974. (History Timelines,2024).
Tesco was the first retailer to introduce a special engagement card, the Tesco Clubcard, in 1995. (Marketline,2011).
[bookmark: _Toc183290421]3.2 US Market 

Tesco tried to enter the US market in 2007. The supermarket chain researched the market extensively and spent a long time getting ready for its US entry. This additionally involved placing Tesco employees in Us consumers' residences to observe their food intake and shopping habits. (Marketline,2011). Unfortunately, Tesco failed to adequately prepare for survival in the US market, and the following causes contributed to its failure: 

· Misjudging the Market
· Narrow Item Choice and Product Knowledge
· Cultural Factors in Food Buying
· Strong U.S. Competition
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Customer satisfaction and retention it might increase trust and brand reputation. Employees at Tesco frequently feel more purpose-driven when the company puts its customers first because they know that their job has a direct impact on their experience. They create a customer-centric organisation that adds value over the long run rather than concentrating solely on short-term earnings.
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Creating the appropriate touchpoints enables Tesco to engage with customers on a continuous basis and provide consumers with additional options for continuing to use its services.

Tesco Touch Points continue to be conventional, reaching out to consumers through actual TV, radio, and billboards. One of the most used will be the website or mobile application that offers the most significant promotions, or the number of points earned by the consumer while using the Clubcard card to make purchases.

The business also gathers data from feedback from customers. Tesco frequently encourages customers to visit the reviews page and share their opinions by including survey invitations on customer receipts. Consumers who complete these surveys may be eligible for rewards like discounts or inclusion into prize drawings. By gathering feedback, Tesco can identify errors and correct them to please customers. Customers feel heard, valued, and have a great chance of becoming loyal because of this strategy. 


Marketing relationships are strengthened and made more sustainable by the collection and analysis of data, however there are significant obstacles to overcome:

· Excessive or improper data collection might backfire, raising questions about privacy or trust. Tesco should be more open about the precise purposes for which it collects consumer data, as they use Clubcard for this.

· False data interpretation might result in poorly thought-out marketing strategies that detract from the customer experience.
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Online shopping gives business information about the hours when customers order the most, allowing company to match more delivery times to certain times of day. Clubcard enables it to analyse what products the consumer is shopping for, allowing it to tailor offers to it, and these products will be presented first on subsequent purchases. Customers are more likely to remain engaged over time, recommend the company, and remain loyal when they routinely have pleasant experiences. 
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Nowadays people have become more careful about how and where they are collected. 
Although Tesco does not sell customer personal data but shares it with other retailers to determine what demand there is for a given product. As BBC (2016) website said: “The Chartered Institute of Marketing (CIM) survey of 2,500 people also found 57% did not trust the companies to handle their data responsibly”.

The product's quality is correlated with its price. The subsequent supplier price is affected by clients' repeated favourable or adverse responses to pricing through their buying decisions. (Ebbing,2022).
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3.8 Sustainability practices 
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Tesco,(2024).

Giant food manufacturers are unable to offer only specific quality and pricing points. They must demonstrate that their methods of product gathering and storing adhere to global warming regulations.

Tesco as a company uses the following practices:

· Customers who reuse carrier bags can earn green points through the Green Clubcard Points program. These programs demonstrate the business's dedication to sustainability and lowering its environmental impact.
· Excessive plastic was taken out of the multipacks of compact papers.
· Milk bottles now have translucent tops to facilitate domestic recycling.
· As Tesco (2024) annual report stated “61% reduction in Scope 1 and 2 emissions versus 2015 baseline”. 

According to ethical standards, Tesco ought to treat its workers like clients. Company further stress that this applies to all the businesses they collaborate with. Health, safety, and well-being at work are highly valued by the organisation. It thinks that workers' mental health is crucial as their private lives are greatly impacted by work.

Green marketing is the next strategy the business employs. Its habit of rejecting goods that are thought to be detrimental to humanity or the planet, and instead purchasing goods and services that successfully attempt to mitigate harm to the climate. (Caliskan,2020). Milk bottle caps and other plastic packaging are being used less frequently by Tesco.
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	Supermarket
	Average price for 59 items

	Aldi
	£102.68

	Lidl
	£103.86

	Asda
	£112.19

	Tesco (with Clubcard)
	£112.96

	Tesco (without Clubcard)
	£113.35

	Sainsbury's (with Nectar)
	£113.79

	Morrisons 
	£119.18

	Sainsbury's (without Nectar)
	£119.19

	Ocado
	£125.16

	Waitrose
	£130.37




Simmonds, Web (2024).







[bookmark: _Toc183290429]References 

Alexandra Jonker. (2023). What is the triple bottom line (TBL)?. [Online]. Ibm. Last Updated: 1 December 2023. Available at: https://www.ibm.com/topics/triple-bottom-line [Accessed 27 October 2024].

Aylin Caliskan. (2020). Green marketing as a positive driver toward business sustainability. United States of America: IGI Global. p.3.

Chen, Injazz J ; Popovich, Karen. (2003). Understanding customer relationship management (CRM): People, process and technology. Business Process Management Journal. 9(5), p.672.

D-sers. (2023). Why Pricing Is Important and How to Pricing a Product. [Online]. Linkedin. Last Updated: 24 April 2023. Available at: https://www.linkedin.com/pulse/why-pricing-important-how-product-dsers [Accessed 27 October 2024].

Ellie Simmonds ,Claire Webb.. (2024). Cheapest supermarkets 2024. [Online]. Which?. Available at https://www.which.co.uk/reviews/supermarkets/article/supermarket-price-comparison-aPpYp9j1MFin. [Accessed 27 October 2024].

Goran Paun. (2018). Brand Authenticity: Why Differentiation Is A Game Changer. [Online]. Forbes. Last Updated: 19 November 2018. Available at: https://www.forbes.com/councils/forbesagencycouncil/2018/11/16/brand-authenticity-why-differentiatio [Accessed 27 October 2024].

History Timelines. (2024). A History Timeline About Tescos. [Online]. History Timelines. Last Updated: 2024. Available at: https://historytimelines.co/timeline/tescos [Accessed 26 October 2024].

Islami,Xhavit; Mustafa,Naim; Topuzovska Latkovikj, Marija. (2020). Linking Porter's generic strategies to firm performance. Future Business Journal. 6(1), pp.1-15.

Ive Humby, Terry Hunt and Tim Phillips. (2008). Scoring points:how Tesco continues to win customer. 2nd ed. London: Kogan Page Limited. p.50.

Jiajing Hu , Yue Song , Xiaowei Xu , Jia Liang. (2003). Unlocking the power of feedback: Exploring customers' continued purchase intention of cause-related products in the hote. Tourism Management Perspectives. 53(5), pp.672-688.

Jim Blythe. (2009). Key Concepts in Marketing. London: SAGE Publications Ltd. p.3.
Kailynn Bowling. (2023). What Relationship Marketing Can Mean For Your Business. [Online]. Forbes. Last Updated: 7 March 2023. Available at: https://www.forbes.com/councils/theyec/2023/03/07/what-relationship-marketing-can-mean-for-your-busi [Accessed 26 October 2024].

Kantar.. (2024). Grocery Market Share (12 weeks ending). [Online]. Kantar. Available at https://www.kantarworldpanel.com/grocery-market-share/great-britain/snapshot/25.02.18/. [Accessed 26 October 2024].

Lei Nguyen. (2022). 4 Reasons Why Sustainability Is Important in Business. [Online]. Earth.org. Last Updated: 15 April 2022. Available at: https://earth.org/why-sustainability-is-important-in-business/ [Accessed 27 October 2024].

MarketLine. (2011). Tesco Case Study: How Tesco Became the UK's Largest Retailer. London: Datamonitor Plc. p.5.

MarketLine. (2011). Tesco Case Study: U.S. Grocery Retail. London: Datamonitor Plc. p.6.

Qualtrics. (2024). What is customer centricity and why is it important?. [Online]. Qualtrics. Last Updated: 2024. Available at: https://www.qualtrics.com/en-gb/experience-management/customer/customer-centric/ [Accessed 27 October 2024].

Sara Dolnicar, Bettina Grün, Friedrich Leisch. (2018). Market Segmentation Analysis : understanding it, doing it, and making it useful. Austria: Springer Nature. p.3.

Sean Poulter. (2011). Tesco sells Clubcard data for £53m. [Online]. Insightdiy. Last Updated: 17 March 2011. Available at: https://www.insightdiy.co.uk/news/tesco-sells-clubcard-data-for-53m/635.htm [Accessed 27 October 2024].
Simon Gompertz. (2016). Customers 'bewildered and fearful' about use of their data. [Online]. BBC. Last Updated: 27 September 2016. Available at: https://www.bbc.co.uk/news/business-37476335 [Accessed 27 October 2024]

Surdhani Gupta. (2024). Tesco: The Pillars of Success and Market Leadership. [Online]. grocery doppío. Last Updated: 30 July 2024. Available at: https://www.grocerydoppio.com/articles/tesco-the-pillars-of-success-and-market-leadership [Accessed 26 October 2024].

Tesco. (2022). Sustainable livelihoods - supply chain strategy. [Online]. Tesco. Last Updated: 6 November 2022. Available at: https://www.tescoplc.com/sustainability/documents/policies/sustainable-livelihoods-supply-chain-stra [Accessed 12 November 2024].

Tesco. (2024). Climate change. [Online]. Tesco. Last Updated: 2024. Available at: https://www.tescoplc.com/sustainability/planet/protecting-nature/climate-change [Accessed 12 November 2024].

Tesco. (2024). Core Purpose and Values. [Online]. Tesco PLC. Last Updated: 26 October 2024. Available at: https://www.tescoplc.com/about/how-we-do-business/core-purpose-and-values/ [Accessed 26 October 2024].

Tesco. (2024). History of Tesco. [Online]. Tesco Business Solution. Last Updated: 2024. Available at: https://tesco-bst.com/history-of-tesco/ [Accessed 26 October 2024].

Tesco. (2024). History of Tesco. [Online]. Tesco Business Solution. Last Updated: 2024. Available at: https://tesco-bst.com/history-of-tesco/ [Accessed 26 October 2024].

Tesco. (2024). Tesco PLC Annual Report and Financial Statements 2024. [Online]. Tesco. Last Updated: 2024. Available at: https://www.tescoplc.com/media/zgvhd0dn/tescos_ar24.pdf [Accessed 27 October 2024].

Tesco. (2024). Tesco PLC Annual Report and Financial Statements 2024. [Online]. Tesco. Last Updated: 2024. Available at: https://www.tescoplc.com/media/zgvhd0dn/tescos_ar24.pdf [Accessed 27 October 2024].

Tesco. (2024). Tesco PLC Annual Report and Financial Statements 2024. [Online]. Tesco. Last Updated: 2024. Available at: https://www.tescoplc.com/media/zgvhd0dn/tescos_ar24.pdf [Accessed 27 October 2024].

Tobias Ebbing. (2022). Pricing of Consumer Innovations. Berlin: Logos Verlag Berlin. p.15.

Yasmeen Louis. (2024). TESCO HITS HIGHEST MARKET SHARE IN TWO YEARS. [Online]. Grocery Gazette. Last Updated: 18 June 2024. Available at: https://www.grocerygazette.co.uk/2024/06/18/tesco-market-share-two-years/ [Accessed 26 October 2024].







image3.png
Feedback drives
continuous
improvement

Customer
focused
leadership

CUSTOMER
CENTRICITY

Understanding

your customers .
Metrics

that matter

Designing the
experience





image4.emf



Clubcard



Own branded
products



Diverse product range from premium
products to budget options



Other Tesco
services
It operate their own banks, mobile
systems and petrol stores.



Sustainability 



Drop in emissions, removal of plastic
storage, and areas in stores that
identify foods that are accessible in
plant-based or fiber-based equipment.



Diversity
Products from major countries of the
world



Tesco Differentiation



It gives customers reward points, discounts, 
and the ability to purchase at reduced costs.



Family First



Shopping carts with a child seat, family
toilets, free fruit , family car space











image5.png
e S

The six pillars of our planet plan ‘ "% L & <
\ e - s
Decarbonise Reduce store
transport emissions
Reduce emissions Minimise emissions
created when we from our stores

move our products and centres W

Support Protect nature
sustainable Work with nature to
consumption restore habitats and

increase biodiversity
Help customers

switch to healthier,
more sustainable food




image1.png
27.10.2024

Business
Report

The Influence of Sustainable Relationship
Marketing Policies and Practices and the
Impact on Organisation Performance

PREPARED B!

Aleksandra Szczeci
2231076
Word Count :2185

PREPARED FOR :

Marketing Executive
Officer





image2.png
Great Britain Grocery Market Share (12 weeks ending)

Morrisons _ 8.6%
Waitrose - 4.6%

Iceland . 2.2%

Ocado . 1.8%

Other Outlets . 1.8%

Symbols & Independent . 1.5%




