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EXECUTIVE SUMMARY
Managing customer relationship is not a new term in business as it has long existed and no matter how it has been used traditionally and in the modern technology. As one of the requirements at level 5 of the University of Wales Saint Trinity David is to write a report for a better understanding of the module taught and its application into real life of business.
This report will look over the customer relationship and its experience within Marks & Spencer. Kathy Ireland quoted that “in business it is about people. It is about relationships” (2004). Through this study, different areas will be explored and critically investigated from customer experience including ethics, loyalty and quality in order to find gaps leading on drawing a conclusion and making recommendations.
With the limitations of word count, further reading will be put in appendices for more details on figures posted and comments.
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1.0 Introduction
This study is about customers’ relationship management requested by CEO of Marks and Spencer on 1st March 2021 and is compiled by Theodore Toko Manzambi, Marketing Executive for submission on 19th March 2021.
The objective of this current report is about investigating in the customer relationship management at one of the major British multinational retailer, Marks and Spencer.
Through this report, a variety of areas will be investigated as – CRM of Marks and Spencer, Ethics, Sustainability, Quality and how the organisation segments its market in relation to improving CRM. Moreover, the investigation should clearly detect the advantages and disadvantages of a CRM to the organisation in the customer experience. As stated, Welch, former CEO of General Electric (2000) that there are two sources of competitive advantage during the evolution of relationships with customer namely: the ability to learn more about customers faster than the competition and the ability to turn that learning into action faster than the competition.
This study will firstly be described different terms related to customer relationship management in today’s business environment and what the term means at Marks and Spencer.
Then, a critical investigation of the customer relationship of Marks and Spencer and a similar organisation with regards to the ethical and sustainability. In addition, examples will be joined supported with academic theories and citations.
The research will demonstrate a critical discussion of various quality models and theories susceptible to improve customer relationship management into an organisation.
Further research will be made to expand examples discussed in the organisation, theory and good practice with regards to the segmentation, targeting customers, a loyalty ladder and marketing mix.
With regards to the report findings, the strengths and weaknesses of Marks and Spencer CRM system outlined, a conclusion will be drawn followed by some recommendations for a good and sustainable improvement to the areas identified so far.
The research method will be based on secondary research and will include sources of information from books, journals, websites and so on.
2.0 Findings

2.1 Organisation Background
Marks & Spencer was founded in 1884 in Leeds by Marks and was joined ten years later by Spencer and their business by the price, keeping the penny price slogan and adding the words “Admission free “.  
In 1900, Marks & Spencer expanded their business by including 12 high street stores in addition to 36 Penny Bazaar outlets. There were reassuring customers to browse without any obligation to buy which is different norm for today’s business. 
Despite various challenges faced by the organisation, M&S had in 2020, 1038 M&S stores located in the UK and 481other store’s locations situated around the world.
M&S is one of the leading clothing retailers and offer high- quality food, focusing on freshness, convenience and speciality. Its principal stakeholders are customers, employees, suppliers, the owners (Shareholders) and others such as the community.
According to the Chairman, “Archie Norman, the Covid-19 pandemic has overwhelmed people’s lives and the way that business is operated”. The report has shown that in the year ending on 28 March 2020, 10.2 billion British pounds in revenue were generated in both the British retailer, in the United Kingdom and internationally. This revealed a decrease of about 2 per cent prior to the previous year. 
However, drastic measures have been taken (reducing non-essential goods, fixed property related charges were reduced) to secure cash flows and maximise sales. For instance, the valuable purchase of 50% of Ocado retail to fix the business strongly for growth in online grocery.
2.2 Customer Relationship Management
Customer Relationship Management (CRM) nowadays relates to the use of information technology systems to record and trace their customers ‘needs.
Thus, Anderson & Kerr (2002) define CRM as “a comprehensive approach for creating, maintaining and expanding customer relationships.” 
Based on this definition, it is necessary to emphasize that the word “comprehensive” does not apply only to sales and marketing. Nor only the customer service’s responsibility, but it must be a means that touches all areas of the organization.
That is to say that when an area is left out of CRM planning, the organization puts at risk the very customer relationships it seeks to preserve.
It follows that CRM is both an operational and an analytical process. 
“Operational CRM is the automation of horizontally integrated business process involving front-office customer touch points across sales, marketing, and customer service via multiple, interconnected delivery channels; while Analytical CRM is the analysis of data created on the operational side of CRM and through other relevant operational data sources for the purposes of business performance management and customer specific analysis. “(Rogers & Peppers, 2004, pp 8).


2.2.1 Benefits of CRM & Disadvantages
CRM helps business:
- to recognise a customer when he comes back, in person, by phone, online or wherever.
-to differentiate customers as they all have different levels of value to the enterprise and they have different needs from the enterprise.
-to interact with customers, conversation with a customer should pick up where the last one left off.
-to adapt some aspects of its behaviour towards a customer, based on that individual’s needs and value.  
It is important to use the IDIC process implementation model which stand for Identity, Differentiate, Interact and Customize.
Although it has benefits, one of the most drawback of CRM is the cost for its implementation. Additionally, poor communication (understanding which data to collect and how to use by all your staff members), Business culture (resistance to culture change), deficiency in leadership can cause problems in implementing CRM plan.
2.2.2 Touchpoints
Touch points signifying that any time that customers come in contact with one’s business, before, during or after they purchase something from your business. Mapping those touch points across the customer’s journey helps the brand to provide the right experience for customers across channels. This engagement with your brand can be online including your website, ads, search engine results, social media and more. It is more important to understand the full line-up of digital touch points.  
From the perspective of Marks and Spencer, CRM is not a new concept, but it is one of the tools that help them to win and progress on sales in these competitive times.
The technological revolution has brought significant change in the retailer’s sector, M&S included. To develop customer experience and boost customers satisfaction and loyalty, M&S through its CRM has launched different services to build a big community or family members. They decided to invest into a fresh voice customer (VOC) approach and software application guided by a desire to get customer insights into the business faster and more comprehensively.
On the other hand, their Digital and Data central function provides support across the business, ensuring a seamless customer experience, improving customer personalisation, embedding digital across their stores and shopping missions, revamping their loyalty proposition and ensuring that they are at the forefront of the latest innovation and trends as explained in their last annual report. (M&S, report 2020).
It is necessary to highlight that with CRM, the purpose is not just to offer excellent product and services but to get, keep and grow the best customers by focusing more on customer retention and growth rather than pursue all types of customers at great expense only to lose.
However, having satisfied customers does not directly reflect loyalty within the customer experience in an organisation. Additionally, customers are becoming uncomfortable about their loss of privacy and the increase in solicitations by mail, phone, and e-mail.
For a better understanding, it is prior to analyse in depth on how CRM at M&S is implemented within the organisation with regards to their code of Ethics and Behaviours.
2.3 Ethics
According to Dessler (2004),” ethics denotes the principles of conduct governing an individual or a group; specifically, the standards you use to decide what your conduct should be”.
There are two things which characterize an ethical decision namely a normative judgement (insinuating that something is good or bad, right or wrong, better or worse) and morality (indicating society’s accepted standards behaviour).
Whether or not a person acts ethically at work is usually not a result of any one thing. Customers should be treated ethically by all the employees in each sector following the ethical behaviour of the organisation. Organisations should have clear procedures to be followed if and when an employee wants to report things they are concerned about, such as behaviour they perceive to be illegal, unethical or improper.
It is important that manager’s understand what shapes ethical behaviour and steps to ensure that employees make ethical choices. One of the signals showing that the firm is serious is an ethics policy and code. (Mullins, 2010, pp 724).
In the appendices, there is a figure summarising what ethics looks like at the workplace. (Fig 1)
However, the main form of ethical violation in the workplace is employer intimidation as revealed by the 2005 National Business Ethics study. In addition, different habits can lead on unethical behaviours into an organisation such as verbal abuse, safety violation, time theft, harassment and bullying, blaming the victim and so on. 
2.3.1Advantages and Disadvantages of Business Ethics
Behaving ethically helps the organisation to attract customers to their products and service and convert them towards loyalty. It also builds on employee cheerfulness enhancing by the fact productivity, attracting more investors and being better for the Society.
On the other hand, it limits the ability of maximising profit and time consuming to execute the practices. For example, if an organisation is using child labour or low wages in their factories located in developing countries can be unethical to the organisation following ethical practices even though those requirements are acceptable in those countries.
2.3.2 Ethics at Marks & Spencer
Ethics is highlighted by an internal code of ethics document and conducted by their core values of inspiration, innovation, integrity and in touch. They are key to the they interact with customers, suppliers and colleagues across the business and promote their customer promise of ‘enhancing Lives, every day.
Their code of Ethics and Behaviours outlines the standards and behaviours helping and strengthening their culture. The code applies to everyone working for M&S no matter they are located in the world. More details are given in their Annual report of year 2020 as quoted their Chief Executive that he had never been prouder to work for that business. The care and commitment his colleagues had shown to their customers, their teammates and their communities has been inspiring to see.
However, the uncertainty of the continuation of Covid-19 and its longer-term impact on consumer behaviour, shopping habits and spending power is unknown, making their ability to plan and rapidly react more important than ever. 
On the other hand, M&S values the loyalty and confidence of their customers above all else. They do their best to always working by respecting cultural and ethical beliefs. Feedback from customers is welcomed and act as far as possible on it to continually improve the service they offer. They also make sure that any complaints are managed fairly and professionally with appropriate timescales. Everyone is treated with dignity. Consumers are assured by the Plan A that everything is ethical.
Furthermore, they have a system called Information Governance where they handle and control information, including personal data, confidential materials and other important information.
To respond to the question of knowing if M&S is Ethical, a comparative table will be drawn at the end of the section Sustainability for a better understanding.
2.4 Sustainability
The word sustainability is spoken in different areas of life, business, government and society. Different aspects of sustainability were considered to Brundtland’s (1987) three pillars of economic, environmental and social sustainability in order to raise living standards through industrialisation but, also finding the way to harmonise ecology with prosperity.
Evidences have shown that best companies make a positive impact upon their environment and that socially responsible behaviour is good for business, not just in ethical terms but also in financial terms. 
Since the term sustainability is a controversial issue and it has many definitions, it is essential to develop some methods of analysing and measuring sustainable corporate social responsibility activity in such a way that it is globally understood, and can be evaluated by interested parties. (Aras & Crowther, 2012).
As long as businesses are concerned, sustainability which is common for many people is concerned with the use of environmental resources (not printing out emails, recycling bottles…). It follows that sustainability presently is one of the most used words in corporate activity.
Furthermore, Van Marrewijk and Were (2003) argued that there is no specific definition of corporate sustainability as each organisation needs to devise its own definition to suit its purposes and objectives. 
That is to say that Sustainability is defined as an approach to economic growth and development which takes account of the social and environmental consequences. (Worthington & Britton, 2003 p23). 
As previously explained that sustainability is an approach examining ecological, social and economic dimensions, admit that all must be consider simultaneously to find durable prosperity as shown in the three pillars of sustainability. 
[image: ]
2.4.1 Advantages and Disadvantages of Sustainability
In the main time, it is recommended to people across the planet and business to take advantage of the 21st century by using green technologies- going green as it has various benefits such as saving energy and water, reducing waste, more recycling practices, protecting of the natural resources, saving money in the long run, reducing deforestation, improvements in overall health, less air pollution and so on.
Although green technologies have benefits, it also has disadvantages such as going green takes some effort, may need significant initial investments, may be time-consuming, social isolation, can be costly for business, finding industry experts may be hard, companies may misuse the term green for their purposes, high level of motivation needed to stay green as detailed in the green journal and Sage journals on Energy and Environment.
One of the main problems is to understand how Sustainability is implemented at Marks & Spencer.
2.4.2 Sustainability at Marks & Spencer
Based on their recent annual report 2019-2020, it follows that M&S is committed to delivering sustainable value to its shareholders and enhancing lives, everyday through the high quality, own brand food, clothing, and home products it offers in the UK and internationally.
In 2007, they launched Plan A designing to underpin their unique business model and equip them for the future in which their success will depend on their ability to deliver exceptional products and services in a world that is increasingly resource constrained and experiencing social change. That Plan A is delivered in line with their core values of inspiration, innovation, integrity, and in Touch, influencing how they behave and they run through everything they do. 
M&S would like to redefine retail by investing in innovation, making their stores, operations and value chains as sustainable as possible. Different tools are available to assist sustainable such as life cycle assessment, environmental impact assessment and environment management systems.
They are committed to maintaining carbon neutrality status for their operated activities worldwide until 2025, piloting new approaches, promoting active and more sustainable lifestyles to their customers and employees, sending zero waste to landfill, and running their retail operations more sustainably.
Furthermore, they ensure delivery of sustainability through the following actions:
· Integrating sustainability into their everyday systems and processes;
· Engaging their customers and employees on sustainability;
· Embedding sustainable and responsible practices into the sourcing and procurement of products and services;
· Building sustainability into the construction, refurbishment and operation of their stores, distribution centres and offices;
· Creating a positive culture of innovation on sustainability.
Moreover, as one of the most trusted brands on the high street, they believe their role is to reassure their customers and key stakeholders that their product is ethically and sustainably sourced. They ensure that their source of supply respect the three pillars of sustainability.
They are committed to engage with their suppliers fairly and lawfully and source responsibly. Ensuring that their suppliers respect human rights, promoting working conditions and improving sustainability across their supply base.
Their human rights policy statement reinforces their commitment and responsibility to respect internationally-recognised human rights in line with the principles and guidance contained in the UN Guiding Principles on Business and Human rights.
M&S also aims to create a positive impact in society and improve people’s lives wherever they touch them, and have supported their local communities throughout 130-year history as vibrant communities are essential to their success.
Without being exhaustive due to counting words, the company does not support the following causes, namely:
· Personal appeals on behalf of individual people, including overseas trips;
· Advertising or goodwill messages;
· Political parties;
· Third party fundraising on behalf of a charity;
· Religious bodies, except where the project provides non
The company offers employees one day’s paid time off for volunteering to support a charity or local cause of their choice by following the Charity Volunteer Day Policy.
To understand how ethical is Marks & Spencer, it is important to make a few comparisons with one of the retailers of the same sector before concluding whether M&S is an ethical business.
Indeed, the Good Shopping Guide will be used for Ethical comparisons.
With regards to the Good Shopping Guide-Ethical comparisons, it is essential to admit that it reveals the good, the bad, and the ugly of the world’s companies and brands, assisting in choosing more eco-friendly, ethical products that support the growth of social responsibility and ethical business as well as more sustainable, just society. Each purchase supports activities throughout the supply chain and beyond: activities that may include animal testing, unfair trade in developing countries, human rights abuses, or investment in weapons and fossil fuels.
The Good Shopping Guide exposes many of these connections, listing the level of corporate social responsibility of the companies behind hundred of everyday products. It reveals which brands are implicated in abuses such as child labour, human rights violations, green-washing and environmental destruction in the UK and worldwide and shows, which companies are deserving of your support.
For this current study, the ethical business is specified in the table 2 in appendices.
2.5 Quality
Robinson (1999) claimed that “if you sell on price, you attract people who buy on price. If they buy on price, next time they will buy the cheapest elsewhere. If you want to be the bargain basement of your particular market, go for it! If not, beware! Customers who come for price, go for price. They have little long-term loyalty potential”. (Robison L, 1999)
Based on Robinson thoughts, it is clearly demonstrated that the price is only one of the five strands that create customer loyalty and satisfaction. The product is one of them, if the product fails, breaks down, does not last as long as it should or is in any way imperfect, customers will not come back for more. There is no substitute for delivering a quality product.
Besterfield et al (1999) think that quality is considered when a product surpasses one’s expectations. They quantify quality as:
Q=P/E where Q is quality, P is Performance and E is expectations.
If Q is greater than 1.0, then the customer has a good feeling about the product or service.
Similarly, Peppers & Rogers (2004) state that quality can be thought of as encompassing the objective physical and nonphysical aspects of the product and service offering under the enterprise’s control.
Further to these definitions, it appears that quality has nine independent different dimensions with their meanings. As a product can be excellent in one dimension and average or poor in another. Only very few, if any, products excel in all nine dimensions which were determined and adapted by Garvin (1988) as follows:
Performance         Features           Conformance          Reliability        Durability
Service                   Response          Aesthetics               Reputation.
That is to say that customer satisfaction should always be taken into account. Teboul model, represented by a circle of customer’s needs and square depicts the product or service offered by the organisation stipulated that total satisfaction is achieved when the offer matches the need, or the circle is superimposed on the square.
On the other hand, Dr. Joseph Juran (1988) developed one of the best approaches with three components: planning, control and improvement and is referred to as Juran Trilogy.
Planning starts with external customers where Marketing determines the external customers, and all organisational personnel (managers, members of multifunctional teams) determine the internal customers.
Control is used by operating forces to help meet the product, process, and service requirements. It also uses the feedback loop and evaluate the performance, compare actual performance goals and act on the difference. It uses Statistical process (with tools like Pareto diagrams, flow diagrams, cause-and-effect diagrams, check sheets, histograms and so on.
Improvement is the third part of the trilogy aiming to attain levels of performance that are significantly higher than current levels. Improvement is driven by the quality council ensuring that improvement is continuous and never-ending.
This can be clearly be seen at Marks & Spencer by responding on customer behaviours and ensuring the customer is at the heart of every decision and by providing great quality and value products, having good availability across product lines in the right sizes; a store estate and online offer that are easy to shop.
Further to Covid-19, significant change has been adopted at M&S from partners (increase the product or services), customers, shareholders, suppliers, stakeholders, employees and communities. To respond efficiently to that change, a STP Marketing model is recommended.
In order to improve CRM within quality, M & S is governed by a wide range of legislation and safety standards to protect their customers and the environment and many brands and retailers go above and beyond these standards. The purpose is to offer to their customers the great value, high quality products and services that customers expect from them by respecting the planet boundaries and need for social equity.
For example, to establish and maintain clear minimum standards, the monitoring is done as follow:
Understanding and communication how products are used within their supply chains and products:

Supply Chain Due- Diligence (how and where chemicals are used in supply chain and to make products)




Transparency-right-to-know principle and believe that trust is establish and maintained by doing business in the right way





Pollution Release and Transfer -Register Data (PRTR) and Corporate Information-Transparency Index (CITI) 
-M&S use the Institute of Public and environmental Affairs (IPE) platform to upload Pollution Release and transfer register data (PTTR) from their Chinese wet processors.
-The mechanism is incorporated into their Dyehouse Audit approval and renewal process so that all Chinese wet processing mills are now required to register and complete all tasks to fulfil all areas in the Corporate information Transparency Index (CITI)






Establishing and maintaining clear minimum standardsMinimum Standards



                                   Manufacturing restricted
Substances List (MRSL)



Product Restricted Substances List (RSL)


Elimination of Perfluorocarbons (PFCS)


Checking Compliance With their Standards




2.6 Segmentation
To better target its products, services or content for a good success, organisations use market segmentation which is “the act of dividing the market into distinct and meaningful groups of buyers who might merit separate products or marketing mixes”. (Beane and Ennis, 1987). 
Throughout this section, the STP framework will be used by standing S for segmentation, T for target and P for positioning. To do so, four main types of segmentation are commonly used as follows:
-Demographic Segmentation: divide a group of population based on variable like age, gender, income, occupation, education, marital status, religion or nationality.
Information is easy to collect, simple to Measure & Analyse and cost effective. 
-Geographic Segmentation: grouped on their geographical details like location, urbanicity, climate, culture (belief, values…) and language.
-Behavioural Segmentation: behaviour, websites, stores, particular habits of using things (Netflix, Google…). Focused on personalising content and experiences.
-Psychographic Segmentation: one the most difficult but one of the most valuable like attitudes, values, personality, lifestyles, interest, opinions. Information can be harder to collect.
With regards to the Marketing Mix, the 7Ps frame is monitored in order to guarantee every product convey to the targeted sustainability goals (Zafar, Habib & Bilal 2014).
It follows that M & S take into account the 7Ps for a sustainable marketing strategy as following:
· Place: M&S make sure that its locations and stores are convenient and long-lasting.
· Product: They unsure that their product is for a good quality as explained above on monitoring and by using recyclable materials increasing by the fact trust and loyalty of its customers.
· Promotion: Customers are made aware about CSR practices with the organisation’s Plan A. Sales promotions are also made to increase its sales and all various medium of communications. They also use their own website for a better promotion of its brand, clothes for each gender and age and custome*rs can discover blogs and modes.
· Price: The price is affordable at all budgets according to everyone’s expectations.
· People: Singh (2011) argued that “the firm’s salespeople and marketers are informed about the best CSR practices” (Singh 2011, p.2). This explains why focus is made on employees and customers. In addition, employees are equipped with appropriate CSR skills to support the goals of the business such as gathering customer’s requirements by data scientist or using Disabilities people and making them confident with the jobs.
· Process: Marks and Spencer ensure that the process is followed correctly in delivering the product or service to their customers. Customers are also inspired to recycle their clothes for a better conservation of environment (Marks and Spencer, 2015).
· Physical Evidence: The organisation offers various reports for more awareness to people about its CSR campaigns and guarantee their traceability in information with regards to business statements, and reports conveying its CSR agenda to more stakeholders (Marks & Spenser 2015).









3.0 Conclusion
In conclusion, Marks and Spencer is engaging its customers with passion and energy by delivering growth, profitability as well as an uninterrupted customer experience.
Although the impact of Covid-19 has brought significant change in customers’ behavioural and aiming on closing around 100 stores, M&s has adapted its strategy by creating a better value, differentiated food business and grow the volume opportunity by enabling more customers to shop their full range. In addition, the organisation has linked up and virtualised its remote and contracting contact centres.
By doing so, the result is a cohesive, omnichannel operation that embraces all areas of the organisation organisation’s business. They have connected all channels to ease transmitting of information such as parcels and mails, voice, email, social media, SMS, web chat and web engagement without making it visible to all the agents to help them handling alle enquiries quickly and focusing on excellent service.
Furthermore, further measures were taken to prevent the loss could be brought by this continuous pandemic with repeated restrictions on the way of dealing with business during this annual year. For example, they have adapted the M&S journey to reflect customer behaviours by increasing online growth and introducing complementary brands to M&S and large store formats. (School wear and underwear being available on the site from September and around 1600 core clothing & home lines per year will be available on the site). 
The table in appendices has demonstrated how ethical are M&S comparing to other similar retailers. However, some improvement should be done with regards to not respecting the human rights in some of their suppliers where they use children labour or some unethical behaviours.
Focusing on customer’s satisfaction and loyalty, the organisation prioritize confidence on their customers and strengthening lives. They unsure that all forms of communication are clear, honest, accurate and they always work on respecting cultural and ethical beliefs takin into account cultural change as they are a worldwide company. As previously detailed, marketing mix is working towards dynamic strategies for a better sustainability with never the same again priorities.







4.0 Recommendations

Evolving in the retailer’s industries where more than one retailer is operating, M&S should constantly compare its prices to others retailers of the same sectors such as Aldi, Lidl, Asda and so on. Additionally, constant focus should be given to the quality of its products and improving its delivery service as people are purchasing online.

Moreover, it is imperative that respect for human rights be rigorous by actually implementing its code of ethics as established without complacency. Decision making should focus more on food business including Ocado retail to remain active during these uncertain times and consequently continue to ensure profitability.

As there are limitations in the word count, it is recommendable to other researches to continue the study from where this study has ended. 
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6.0 Appendices
Fig.1 Ethics at the workplace
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Figure 2
[image: ]Based on the analyse represented in the figure above, M&S and Sainsbury’s are equal on ethical business retailers, however, they both have to significantly improve on Human rights with regards to their suppliers. In addition, their managers should have a permanent look on their dashboard to increase some of the categories where the levels need to be changed for the better.
Therefore, the quality of their product or their services to offer to their customers need to be adapted on customers’ expectations for better success and loyalty. 
For instance, by buying half of Ocado retail has brought significant benefits online food business in the UK. This partnership is going to create considerable benefits to their core Food business in purchasing scale and innovation speed and the sharing of data pools in the UK. Joined with Ocado, they are willing to considerably improve their share of UK food retailers by combining their strength in food quality in food quality and innovation and Ocado’s leading technology and service as argued Archie Norman (2020) bringing new touch points which are very important with regards to CRM.
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Three pillars of Sustainability        Env ir onmental   sustai nability :  by maintaining  ecological integrity . Ensure that  all   of earth ’ s environmental   sys tems are kept in balance while natural resources  within them are consumed by humans at rate where they are a ble to replenish  themselves.      Econo mic su stain abil ity:  Independency   between  Huma n communities across  the globe . Ensur ing that every one has   access to the resources that they require,  financ ial and other, to meet their needs . Economic systems are intact and  activities are available t o ev e ryo n e, suc h as secure  sources of live li ho od.      Social sustainability:  Universal human rights and basic necessities are  attainable by all people, who have access to enough resources in order to keep  their  families and communities healthy and secur e. Healthy communities   have  just  leaders who ensure personal, labour and cultural  rights are respected and  all people are protected from discrimination.  
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Ethi cal company organisation -   as featured within the  Good Shopping Guide  

Ca tegory  M& S  PLC  Tesc o  Sainsbury ’ s  Lid l  As d a  Morrison s  Th e  co - operativ e  

Enviro nm en ta l   Report         

Genetic  Modifi -   C atio n         

Organic         

Nuclear Power         

Ani mal  W elfare         

Vegetarian /   Vegan         

Armaments         

Political  Donations         

  Huma n rights           

Fairtrade           

Ethical  Accreditation         

Other  Criticisms         

Top rating  6 7  50  6 7  58  50  58  50  

Mi ddle rating    25  25  25  25  17  17  25  

Bottom rating    8  25  8  17  25  25  25  
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