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Introduction

The purpose of this report is to research the influence of ethical trade and the impact of sustainability policies and practices on the performance of demand relationship management organizations.
This report was commissioned by the chief executive of Marketing Week, an online magazine produced by Tesco. The requested report will investigate TESCO's customer relationship management policy and practices, will investigate the customer relationship management policy and practices of TESCO, demonstrate through a literature review a 'critical' discussion of a variety of ethical and sustainability models and theories that can help an organization to improve customer relationship management policies and practices. The loyalty scale will be used to improve customer relationship management, and in conclusion the policy and practices of ethics, sustainability, segmentation, and loyalty scale on CRM performance in TESCO are described.

[bookmark: _Toc111553609]Findings



2.1 The history of tesco

The first Tesco store was opened in 1929, by Jack Cohen in Burnt Oak, Edgware, north London. The store featured inexpensive dry items and, coincidentally, the first ever branded product, Tesco Tea! Was the first modern supermarket opened in Great Britain, then Jack, opened more stores and expanded in London, growing the business more and more. In its first year, the Tesco Clubcard attracted approximately five million customers. With the introduction of Clubcard. As part of goal to become a zero-carbon company by 2050, they launched the first zero-carbon store in Asia in Bang Phra, Thailand. Tesco was named Green Retailer of the Year at the Annual Grocer Gold Awards in June. The Judges commended Tesco for its effort to reducing carbon emissions across all its markets. The Carbon Disclosure project ranked Tesco the top UK retailer for climate change in October, based on its inclusion in the FTSE 350 Carbon Disclosure Leadership Index. 
Tesco is one of the largest supermarkets and general merchandise stores in the country. Shoppers who come in off the street are the lifeblood of every retail operation, as they are the ones who ultimately buy and consume the goods on offer. Relationship management with customers is crucial for any company that engages with them directly, and retail is no exception. Customer relationship management (CRM) is a technique for improving an organization's connections with its clientele through a deeper familiarity with the latter's wants, needs, buying patterns, and other psychosocial and contextual aspects.
Expert analyses show, Tesco’s practises and policies give it a lot of chances to make money in the market. Burt et al. (2017) say that the cultural version of the brand has changed as more clients and employees from around the world have interacted with it. But one of the main reasons why Tesco's acquisitions haven't worked out is that they haven't done enough research on trends and customer tastes. Shavitt and Barnes say that the cross-cultural views of people in places like Japan and even the US have made it harder for Tesco to meet people's product expectations. The new products or services that Tesco is putting out to help with sustainable development all have the same problem.
Different grocery stores in the UK go after different groups of customers. For example, the Waitrose supermarket chain's target customers are people with higher incomes who care more about the quality of products than their price. So, Waitrose stores are bigger than a lot of other supermarkets, but customers must pay more for this extra space.
Other popular supermarket chains like Lidl and ALDI go after a different type of customer than Tesco and Waitrose. Lidl’s strategy is more focused on cost-effectiveness than Tesco's is. Because of this, Lidl's target customers are people who may choose to sacrifice quality because of price.



2.2 Ethics and Sustainability

[bookmark: _tyjcwt][bookmark: _3dy6vkm]According to Alshurideh et al., (2019), customer relationship management (CRM) is an insightful practice, businesses pursue to manage a company's interactions with buyers. One of the major misconceptions here is that it refers to merely consumer services. However, it also focuses on technical assistance. Ideally, CRMs are meant to allow companies to collect and maintain huge volumes of data on customers. Ethics is one of the major factors that determine the efficiency of this data collection. Research highlights that Tesco has been addressing a range of ethical issues over the years of expansion internationally. These include climate change, controversial technologies, factory-based farming, political complexities, worker, and animal rights, etc. The company issues a strong donations policy for the political stability of the surroundings and the people working within stores. Tesco's Human Rights policies encompasses a range of practices that are acknowledged by the UN and the ILO respectively. These include ethical trading and sourcing of ingredients and products from end producers under the Base Code of the ETI. Similarly, the company is invested in encrypting data of customers and staff to secure them from cyberattacks or misusage. The use of personal data for consumer research and trend analysis is privatised under the individual cookies policy.
According to Schleper et al., (2017), unfair and unethical trade practices have been claimed by the Friends of the Earth organisation against Tesco. The reason is that local job opportunities that Tesco has built regionally often diminish the scopes for local communities and shops directly selling produced items. The market abuse by Tesco is also an ethical concern for the retail businesses. As per Overland (2019), Sandra Bell has claimed the use of abusive power on smaller traders. Incidents of bullies on suppliers, killing off local high streets, environmental damages through improper waste management are some of the cases highlighted on Tesco's campaigns for cheap food. Even though the internal authorities have retorted these as misleading records to demean the brand, on a regional basis, the problems faced by local supply chains and end producers is undeniable. Holding 27.3 per cent of the UK market, Tesco's processing units for meat and dairy are also questionable on grounds of worst rating for taste and quality. The company has also lost around 1,000,000 pounds annually under the antisocial finance category. The strategy was issued to work actively against market inhibitors and problems faced by local producers in exchanging good produce for prices. The suppliers have also been reported for slave labouring in a police investigation during 2019 which highlights labour issues.
Another worry that takes away from the benefits of CRM sustainability strategies is factory production. Critics say that scandals like the one with horsemeat are the biggest thing holding back the growth of sales of processed foods around the world. But shopping and delivery systems that don't use plastic have helped fix the problems mentioned above. Boz et al. (2020) say that the loop scheme trials in 10 stores were meant to get customers to return their plastic waste, which was then turned into recyclable plastic bags and soft plastic. Even deliveries to your door don't come in plastic bags or glass bottles, which make too much carbon dioxide when they are made and hurt the air quality.

2.2 Segmentation and the Loyalty Ladder

[bookmark: _4d34og8]
[bookmark: _2s8eyo1]As an aspiring retail company, Tesco offers a wide range of products and services to the customers internationally. Thus, issuing a regional segmentation approach to market among buyers or potential consumers is indeed challenging and complicated. Thus, the company avoids using demographic, geographical, or even psychological attributes. Here, the main segmentation is based on behaviours of buyers. Tesco's primary target in the market is on cost-conscious buyers, who are willing to bargain on sales with values. The company is also diversified from lower to higher income groups through a range of products under names like 'Tesco Value' and 'Tesco Finest'. However, both value and finest products are all mainstreamed in the stores and digital platforms. The transparency is another tactic in use to ensure all individuals can buy anything from the outlets. 
[bookmark: _17dp8vu][bookmark: _3rdcrjn][bookmark: _lnxbz9]Popularly called the branding ladder, the loyalty ladder is deemed essential by marketers to understand customer movements in terms of purchase loyalties. It is in fact notable that Tesco has been successfully thriving in the market among wide customer ranges. One of the major connectors here is the loyalty programme of the brand. The loyalty schemes of Tesco not only add value but also generate good impressions for further references. For example, all customers are sent coupons that relate to the frequency of their product purchases and buying preferences. The most critical technique in use is the Tesco Clubcard. As per Kapooria (2017), the card is scanned for each transaction to grab and record information on purchases. Discount and offer coupons are always offered to customers during their departures to add value experiences. Special cashback and exchange coupons are issued in other subsidiaries of Tesco, such as petrol stations where buyers fill their cars during destination drives. These strategies help to acquire acquisitions and build relationships that are tough for rivals to break. Tesco has been holding a strong brand portfolio among customers and staff across the UK. However, there are several instances that experts highlight in the daily practices of the brand. 
[bookmark: _35nkun2]
[bookmark: _2jxsxqh][bookmark: _z337ya][bookmark: _2xcytpi]
[bookmark: _3whwml4]Tesco uses purchase behaviour analysis as its primary criterion for determining market preferences. Considering the variety of products and client target categories, the segmentation method employed is quite appropriate. It also aids in meeting the diverse expectations of clients, which is a crucial aspect of CRM best practises. Geographic segmentation is a secondary study employed here to comprehend the purchasing power and trends of the purchasers. Thus, it mitigates the issues associated with product listings and inventory management that affect product accessibility and acquisitions. Additionally, it decreases the risks associated with consumer discontent.

Tesco must focus on understanding clients in all regions in order to cultivate insight and favourable feedback. It should involve gaining a grasp of their purchasing habits, product preferences, expenditures, and other factors that influence recalls. Services play a significant role here as well. Customers who receive a satisfactory answer to their complaints or product faults are more inclined to return to Tesco's locations. Similarly, customers who are assisted with many purchases are more inclined to shop at Tesco due to the quality of the agents and interactions they have while shopping.

[bookmark: _23ckvvd]The process of issuing ideal CRM practices in Tesco or similar businesses is based on large dataset collection and analytics. However, it raises a few notable questions on the ethics of the company and on customers data or system privacies. The first impact is observed in the process of data collection. Originally, Tesco's loyalty scheme is the main tool to acquire data on purchases and product preferences. However, the company also analyses the credit or debit card payments to trace the history of purchases or searches on Google. Such data comprise of people's personal information which need to be handled delicately. Slight mismanagement leads to immense problems making customers prone to cyber threats and digital malware. 
[bookmark: _ihv636]Similarly, the sustainability practices have a huge impact on the quality of CRM within Tesco. For example, sustainability initiatives and projects are meant to attract similar customers who are either aware or are actively engaged in the processes. However, the promotions should generate from real-time facts and depictions which can be tested and verified. Using SCRM strategies without implementing them in daily operations can lead to legal constraints for media falsification. It also damages the brand will which is being targeted through CRM practices.
























[bookmark: _Toc111553610]Conclusion

It is clear from the discussed aspects that Tesco has attained global acceptance through its customer-oriented practices. However, some areas identified above need special attention to enhance the consensual brand overview among potential buyers. The recommendations suggested ease the process through research and reporting.








[bookmark: _32hioqz][bookmark: _Toc111553611]Recommendations

[bookmark: _1hmsyys]Setting up an investment plan for local agents and managers to research on customers and their purchase trends or market values directly is the first recommendation. It would reduce the use of cyber data that is susceptible to malware and spyware threats. 
[bookmark: _41mghml][bookmark: _2grqrue]The third recommendation is to invest in regular feedback generation on new and old products and services after each purchase. The feedback process must be issued through direct calls or messages over links that are in spams. It would improve customer engagement that in turn affects interrelationships.
[bookmark: _vx1227]Clarity of the product sources and updating them over regular intervals is another approach that would enhance ethical standards. For this, direct approach to producers and farmers is necessary to ensure organic farming and aquaculture practices. 
[bookmark: _3fwokq0]
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