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[bookmark: _Toc214584430]Chapter 1: Introduction
[bookmark: _Toc214584431]Introduction
This paper seeks to carry out a critical analysis of TESCO’s Corporate Social Responsibility (CSR) programmes and their impact on profitability, sustainability and customer loyalty. To do so, it focuses on examining Tesco’s CSR evolution, as well as their commitment to addressing the industry market trends, and even, consumer demand. 
[bookmark: _Toc214584432]Background 
Corporate Social Responsibility has become one of the most important emerging factors impacting on the business strategies. Chladek (2021) explained that sustainability applications within the businesses impacts positively on the organisation’s growth, contributing to the overall business success. Due to this fact, the major benefits addressed when considering CSR applications within the developmental planning processes imply brand protection and a greater mitigation risk, demonstrating a better competitive advantage, as well as improving the entire collaboration of the suppliers. According to Carroll (1999), Corporate Social Responsibility integrates three important key areas, covering economic, legal, as well as philanthropic responsibilities that organisations have on their stakeholders, as well as within the entire society. 
According to Lee and Hammant (2022), grocery retailers are important part within the UK economy, assisting with job creation, but also ensuring community’ wellbeing. Indeed, Tesco PLC continues to remain one of the leading UK retailers within the last decade. In order to continue to secure its leading position, Tesco continued in adopting CSR applications within its business model, as an opportunity to address the most relevant challenges impacting the industry, in terms of customer demand, environmental risks created by the climate change, as well as social responsibility issues. Based on their latest sustainability report, Tesco implemented extensive CSR application within their operations, reporting long-term commitments in reducing carbon emissions, in tackling food waste, supporting local communities, as well as in adopting a fair trade (Tesco PLC, 2025). 
Moreover, consumer expectations evolved within the last few years, whereas CSR and sustainability have become a major influence. In fact, Monfort et al., (2025) evaluated as implementation of sustainability developed a greater perceived value, consumer satisfaction, customer service, being essential elements in shaping the customer trust. According to Luo and Bhattacharya (2006), CSR application under various organisational structures continued to achieve a greater impact on the customer loyalty.  
[bookmark: _Toc214584433]Research Aim
The aim of the following research is to critically evaluate the impact of CSR strategies on consumer loyalty within the UK retail, a case study of Tesco PLC. This helps in understanding the CSR application on various perspectives, considering the sustainability implications, incentives proposed by the UK leading retailer, Tesco, in addressing to its environmental and economic impact, as well as strategies in improving their customer loyalty. 
[bookmark: _Toc214584434]Research Objectives
· To evaluate Tesco’s CSR efforts from their Sustainability Reports. 
· To analyse the influence of CSR practices in Tesco on consumer perceptions. 
· To assess the Tesco’s sustainability strategy in maintaining its long-term profitability.
[bookmark: _Toc214584435]Research Question(s)
1.	How do Tesco’s CSR incentives influence consumer loyalty and perceptions?
2.	What are Tesco’s CSR applications?
3.	How Tesco makes use of its sustainable plan in supporting its leading market position and brand reputation?
[bookmark: _Toc214584436]Justification of the research 
Within the last few years, CSR’s implications derived from impacting positively the business practices and development. In fact, organisations continued to implement CSR to address a greater impact on the environment and society. Moreover, application of CSR within the organisational contexts increased significantly within the last few years, as it has been fuelled by the increasing demand within the consumers (Arakelyan, 2024). When considering CSR application within the grocery industry in the UK, Tesco serves as an ideal case study. Being the leader within the grocery industry, Tesco needs to perform important key activities in order to enhance the brand image and even, the brand reputation. According to Tesco PLC (2025), the organisation implemented numerous sustainability programmes, including “Every Little Steps”, as well as “Remove, Reduce, Reuse, and Recycle”, adopting circular economy practices and many other healthier and sustainable habits. 
The following study helps in providing a critical evaluation considering key theories, in order to support practical insights for other groceries in increasing their loyalty base of customers. In order to do so, the study will be examined from various perspectives, in terms of demand for customers of sustainability, policy implications in shaping the business operations, as well as in supporting them to align with Sustainable Development Goals proposed by the United Nations, as well as in understanding the effectiveness of different CSR applications within the retail context, whereas grocery industry plays a case study. 
[bookmark: _Toc214584437]Brief literature review (Theories considered) 
The relationship between CSR applications and strategies employed by the Tesco UK with the consumer loyalty can be evaluated through the lens of two major empirical key theories: Carroll’s CSR Pyramid (1991) and Oliver’s Customer Satisfaction Model (1980). 
Firstly, integration of Carroll’s CSR Pyramid (1991) represents an opportunity in evaluating and assessing the company’s responsibilities, approaching four different functions and implications: economic, legal, ethical, as well as philanthropic. Based on the model, businesses need to remain profitable (economic), compliance with the law (legal), acting transparently and ethically (ethical), and contributing and supporting the communities (philanthropic). Indeed, it can be used as a great source within Tesco’s context, as it helps in evaluating CSR activity within the organisation, which is essentially considering the saturated market whereas the organisation operates in. 
Secondly, Oliver’s Customer Satisfaction Model (1980) will be used as a complementary tool for Carroll’s CSR Pyramid (1991). In fact, it aims in explaining how CSR process integrated by the organisation influences the consumer’s satisfaction as well as their loyalty. Based on the key theory, the consumers are satisfied when their needs are met, leading to positive attitudes and influencing their behaviours to repeat the purchasing behaviour, transforming them in being “loyal” customers. 
[bookmark: _Toc214584438]Brief methodology 
The study adopts a qualitative research methodology, focussing more on secondary data sources. In fact, the primary data sources considered within the analysis imply the most recent Tesco’s annual reports and sustainable reports (2024-2025), other reputable industry statistics such as Mintel, Statista, and extensive peer-reviewed studies. While the research approaches a case study with a direct analysis of Tesco, therefore, this strategy helps in evaluating Tesco’s extensive CSR application as well as its connection with the consumer loyalty. 
[bookmark: _Toc214584439]Chapter Summary 
In summary, the previous chapter focussed on explaining the topic, but also in considering the importance of sustainability and CSR in shaping the consumer’s loyalty within the UK retail industry, approaching Tesco as being a relevant case study. It outlined the research aims and key objectives, which are important within the following sections. Moreover, as can be summarised, CSR continues to serve as a strategic tool within the organisations in stimulating business’ growth and consumer engagement, making them in being more profitable within the saturated market. 






[bookmark: _Toc214584440]Chapter 2: Literature Review
[bookmark: _Toc214584441]Introduction 
Corporate Social Responsibility continued to remain one of the most popular and discussed topics due to its implications and functions. In fact, its increased popularity derived from the growing demand from the consumers, but also from the alarming effects of the climate change actions. According to Kotler and Lee (2005), CSR is defined as being the company’s commitment to improve community’ wellbeing, through various business practices, and allocation of the company’s main resources. The following chapter looks at discussing definition and evolution of CSR, approaching the major key theories which will be considered within the given study, but also in exploring the interrelationship between CSR and Consumer Satisfaction, and CSR as being a key driver of customer loyalty in the UK retail industry. By this way, the aim is to identify literature gaps and to provide opportunities in shaping the actions required within the upcoming analysis. 
[bookmark: _Toc214584442]Definition and evolution of CSR 
The concept of “Corporate Social Responsibility (CSR) appeared from the first time in 1950s, within a publication of Howard Bowen’s book “Social Responsibilities of a Businessman”. (Bowen, 1953). Indeed, Bowen’s study is considered being the foundation of the one of the most emerging and empirical key elements from the modern business industry. According to Bowen (1953), business leaders need to make informed decisions in order to address to the societal obligations and objectives. Since then, the context and definition of “CSR” evolved and have been developed. In fact, Carroll (1999) explained as the CSR incorporates four major key areas of responsibility, approaching: economic, legal, environmental, as well as philanthropic. 
According to UNIDO (2024), Corporate Social Responsibility continued to increase its popularity within the most effective way. For instance, modern organisations approached CSR in different manners, especially as these developed various operations and activities in supporting business’ growth as well as in attracting stakeholders. Indeed, this explained as CSR is approached by the modern organisations as being a critical key element in balancing their needs, when considering the economic obligations, social needs, as well as environmental actions. UNIDO (2024) also explained that CSR application is not perceived as being only a factor to stimulate business growth, but also guiding the strategic planning process, and supporting organisations to stimulate competition on the market. 
Within the UK, organisations continued to make significant progresses in meeting sustainability, as an opportunity to align with Sustainable Development Goals proposed by United Nations. Due to this fact, numerous of national policies such as Net Zero Carbon emissions, Waste Management Plan for England, as well as many others continued to reshape business activities, being critical in supporting commitment of the organisations in complying with the law. In fact, United Nations (2025) introduced Sustainable Development Goals as being the ones required in addressing the major key challenges impacting on the global society. The UK’s alignment with the 17s SGDs continued in influencing the business practices towards their acceptance of incorporating CSR. 
[bookmark: _Toc214584443]Theoretical models 
The research will be guided by approaching two important theoretical models: Carroll’s CSR Pyramid (1991) and Oliver’s Customer Satisfaction Model (1980). In fact, these play as complementary tools in supporting the main research’ aim of evaluating the impact of CSR strategies in Tesco on consumer loyalty. 
1. [bookmark: _Toc214584444]Carroll’s (1991) CSR Pyramid
According to Carroll (1991), CSR plays as a four-layer pyramid, whereas foundation involves economic responsibility, reflecting the importance of an organisation in being economically viable and profitable on the market. The following stage implies legal responsibility, whereas compliance with the law in organisations continues to remain mandatory in order to enhance its brand reputation and position on the market. Moreover, CSR Pyramid introduces ethical responsibility, another major cornerstone within the organisations, in order to ensure fair operations and trade within their activities, important in attracting the customers, beyond its legal obligations. Lastly, the philanthropic responsibility refers to the voluntary contributions in ensuring wellbeing of the community and society. Approaching this model in Tesco’s context, this helps in evaluating the CSR effectiveness, considering the four layers integrated. According to Tesco PLC (2025), the organisation made significant efforts in regard to its CSR commitments, approaching three major key dimensions: social, economic and environmental needs. 
2. [bookmark: _Toc214584445]Oliver’s (1980) Customer Satisfaction Model
Oliver’s (1980) Customer Satisfaction Model reflects and explains that customer satisfaction is perceived as being a cognitive “process”, whereas customers are satisfied when their needs and expectations are met. Indeed, the theory explains the interconnection between the importance of satisfaction of the needs within the customers and how these impacts on their purchasing behaviour. Within Tesco’s context, various CSR incentives such as transparency operations, fair trade activities, as well as building a green supply chain management are perceived as increasing perceived value and greater satisfaction, strengthening the brand loyalty. 
[bookmark: _Toc214584446]CSR’s effectiveness in UK groceries 
According to Castaldo et al., (2023), UK groceries such as Tesco continue to integrate CSR in order to address variety of targets and objectives, in terms of addressing their stakeholder’s needs. Due to this fact, organisations implemented various CSR incentives as part of their commitment to ensure job satisfaction, to attract investors, as well as in meeting the consumer’s demand, which is fuelled by the sustainability. At the same time, Lee and Hamman (2022) explained that food retailers continue to integrate numerous green practices in order to influence positively the consumer’s perceptions, operational efficiency, as well as in achieving long-term profitability. By this way, organisations succeed in improving customer trust and brand preferences, important key elements in stimulating their competitiveness on the market. According to Souza-Monteiro and Hooker (2017), CSR plans integrated by the UK food retailers continued in shaping the own growing strategic plan, succeeded in demonstrating a greater compliance with the UK regulations and in achieving a greater progress in aligning with Sustainable Development Goals proposed by the United Nations. 
According to Tesco PLC (2025), the organisation implemented numerous sustainable practices in order to ensure a greater efficiency within their CSR plans. Indeed, as can be summarised from their most recent Sustainability Report, Tesco succeeded in registering progress towards decreasing their carbon footprints, aligning with Zero Net Strategy, in tackling food waste within their circular economy business model, aligning with Waste Management Plan for England, as well as in getting involved in supporting the local communities, in building a green and resilient supply chain management. Overall, these practices not only that supported Tesco in attracting new customers throughout addressing to their needs, but also in securing its leading position, controlling 28/3 market share as at October 2025 (World Panel by numerator, 2025). According to Statista (2025), Tesco remains the leader in grocery food industry across the UK. Maintaining its leading position represents an opportunity to demonstrate good efforts and strategies, which can be approached and evaluated in the context of sustainability and its CSR policy. 
[bookmark: _Toc214584447]Interrelationship between CSR and Consumer Satisfaction 
According to Chi and Phan (2025), customer loyalty is perceived as being a strategy to boost profitability, sales success, as well as enabling sustainable growth among the organisations. Yet, earlier studies confirmed that CSR strategies employed by the organisations have positive and beneficial outcomes on customer loyalty, increasing their satisfaction by this way. In fact, Chi and Phan (2025) argued that customer loyalty being perceived as an essential factor in supporting businesses to succeed, as it fosters repeating purchases. Indeed, customer loyalty helps the organisation in increasing their revenues, and ultimately their profits, by continuing to purchase their products and services desired (Chi and Phan, 2025). At this point, CSR activities introduced by the organisations are generally focussed on meeting the demand from the people.
Moreover, Islam et al., (2021) examined as organisations implemented CSR applications and practices within their strategy as an opportunity to ensure a greater customer-centric approach. By this way, they focus on the opportunity to make their existing customers being more loyal. In fact, Islam et al., (2021) identified that CSR applications have effects on customer satisfaction, corporate reputation, as well as on customer trust, determining as CSR within the organisation has a direct interrelationship with the customer satisfaction levels. 
Within the context of retail industry from the UK, organisations such as Tesco continued to progress in regard to the process of becoming more environmentally conscious, supporting their approach in being and acting more responsibly, but also in remaining transparent, two values supporting its leading position on the market. According to Tesco (2025), some of their commitment in being more sustainable, such as reducing plastic packaging, reducing the carbon emissions, as well as improving their waste management are essential in ensuring a successful roadmap for the retailer. At this point, it is examined as the customer satisfaction increases as the shoppers believe that their values are reflected within the organisational’ behaviour (Tesco, 2025). 
[bookmark: _Toc214584448]CSR as a Driver of Customer Loyalty in UK retail industry 
According to Fresen (2024), CSR is perceived as being a key driver in influencing customer loyalty levels, especially when it comes to the UK retail industry. Wallstrom et al., (2023) defined “customer loyalty” as being the strength of the relationship between the customer’s attitude and repeating its purchases. Within the UK grocery industry, customer loyalty is not an essential, but a mandatory element in supporting the organisations to thrive within the competitive environment. According to Martinez et al., (2013), CSR is considered being an opportunity in increasing customer loyalty, including trust, identification, as well as perceived corporate reputation. 
Furthermore, CSR contributes to the brand equity, a key element in stimulating loyalty on a long-term basis. Keller (2013) presented that consistent sociable responsible actions help organisations in increasing customer’s willingness to pay for their services and products within that place. At this point, it may be concluded that CSR is derived from the commitment of the organisation in maximising their loyalty among their customers, a key important key strategy in maximising their revenues, as well as in registering greater profits on the market. In addition, according to PWC (2024), figures from recent statistics evidenced that customers are more interested in paying extra for the sustainable products, despite of the economic pressures that have been impacted on their disposable income. At this point, their willingness and demand for sustainability continues to rise, making a favourable connection between CSR and customer loyalty. 
For retailers such as Tesco, integration of CSR in their supply chain management and operations represents an opportunity not only in improving their relationship and collaboration with the stakeholders, but also in securing their customer relationship, developing a long-lasting interaction and a better communication with them, meeting their demand (Tesco, 2025). 
[bookmark: _Toc214584449]Literature gaps 
Even though the previous studies have examined the role and importance of Corporate Social Responsibility among the UK groceries/ retailers in improving their customer loyalty and satisfaction, significant gaps continue to remain, especially when considering case studies (Tesco). As presented previously, Martinez et al., (2013) established the theoretical assumption for connecting CSR, trust, and satisfaction, but limited studies presented how these relationships operate on a large scale, considering Tesco as being the leading UK supermarket. Much from the existing research examined the application of CSR within a larger context (retail industry), neglecting factors such as customer loyalty or consumer behaviour, or even, post-pandemic situations. 
Moreover, another important key element as part of the gaps on the existing studies is that they failed in differentiating distinct functions within the CSR, in terms of environmental, social, ethical, and philanthropic. In fact, most of these assumed CSR as being a general business model. At this point, the following study looks forward to addressing these existing gaps and to integrate an empirical analysis of evaluating Tesco’s CSR incentives in highlighting how these influence customer satisfaction and loyalty, considering the dynamic and ever-evolving nature of the UK retail industry. 
[bookmark: _Toc214584450]Chapter Summary 
In summary, the previous chapter critically evaluated the existing literature on the selected topic in terms of Corporate Social Responsibility (CSR) and its relationship on the consumer satisfaction and loyalty, considering Tesco as being the case study. As evidenced previously, CSR application continued to remain a mandatory business strategy approached across the retailers, making part of their process in supporting their sustainable roadmap, ethical governance, as well as stakeholder engagement. In order to assist the analysis development, key theoretical models such as Carroll’s CSR Pyramid and Oliver’s Customer Satisfaction Model are relevant in understanding how these responsible practices introduced by the retailers enhance customer loyalty and trust on a greater scale. 
[bookmark: _Toc214584451]Chapter 3: Methodology 
[bookmark: _Toc214584452]Introduction
The following chapter examines the methodology employed within the research. According to Swarooprani (2022), a research methodology is defined as being the structured process approached used in collecting, analysing, and interpreting data. The purpose of this chapter is to explain the way in which the research was designed and approached, implementing the objectives within a systematic manner. 
[bookmark: _Toc214584453]Research Philosophy
The research employs an interpretivist philosophy, as it focuses on understanding social phenomena within the real-life context rather than measuring them statistically (Saunders et al., 2019). In fact, as explained within the previous parts, the study looks at evaluating Tesco’s CSR practices, as well as how these derive in the context of customer satisfaction and loyalty. The rationale for selecting an interpretivism philosophy is that CSR and consumer loyalty are concepts that are derived from perceptions, behaviours, as well as ethical principles. Hence, the study is used to interpret the meanings and relationships embedded in the academic and other corporate materials. Indeed, interpretivism provides a more flexible approach to this study, while examining Tesco’s sustainability commitments, being a more suitable option for the secondary analysis approached. 
[bookmark: _Toc214584454]Research Approach
A deductive research approach is considered within the study, as it allows for a critical evaluation of how theoretical frameworks (Carroll’s CSR Pyramid and Oliver’s Customer Satisfaction Model) apply to Tesco’s CSR activities and practices. As per Creswell and Creswell (2018), the deductive approach is the one testing pre-existing theories. By this way, the study looks at introducing these theories and models within Tesco’s CSR approach to examine their influence on the customer loyalty. Indeed, to proceed with this analysis, there are considered multiple secondary-data sources, including Tesco’s sustainability reports, academic research, as well as other industry data analysis, as part of the process to align with the assumptions of the selected theories. As Crewell and Creswell (2018) remarked, deductive research approach helps in introducing theoretical assumptions within the real-world application, while examining Tesco’s case study. 
[bookmark: _Toc214584455]Research Strategy
The following study approaches a case study, as a research strategy. As per Coombs (2022), the case study is defined as the methodological research strategy used in generating in-depth understanding of a contemporary issue or phenomenon, a common typical form within the qualitative studies. At this point, the following investigation adopts a single case study strategy, focussing exclusively on Tesco, as being the largest UK retailer. This qualitative case study examines multiple secondary data, including academic literature via peer-reviewed articles, company’s sustainability reports, as well as other Government publications, helping in completing a holistic evaluation, relevant in achieving the proposed research objectives. By this way, there is examined Tesco’s commitment to integrate a customer-centric strategy, being one of their major pillars in remaining competitive within the dynamic UK retail industry. 
[bookmark: _Toc214584456]Data Collection Methods 
Since the study focuses on examining and evaluating exclusively only secondary data research, the information will be collected from multiple databases and sources: Tesco’s CSR reports, Tesco’s annual reports, industry-trends (Statista), Government publications (ONS, GOV). Saunders et al., (2019) examined that secondary data referring to the information that has been gathered, analysed, or even published for other purposes. Although using only secondary research, the benefits of considering this methodology: time-effectiveness, cost-effectiveness, as well as ability to access larger and reputable databases, which are relevant within this context, considering the complexity of the “Corporate Social Responsibility”. 
Key data sources approached within the investigation:
· Tesco’s Sustainability Reports (2022-2025), providing details regarding to Tesco’s CSR activities, practices, progresses, and other performance indicators. 
· Academic journals from different databases, such as ScienceDirect, Google Schoolar, Sage Publications, providing insights relating to CSR, customer loyalty, as well as sustainability within the retail industry. 
· Industry reports from PWC, Statista, providing deepen and complex insights relating to market trends, consumer preferences, CSR performance indicators within the UK retail industry. 
· Government publications from GOV sources, ONS, and United Nations Sustainable Development Goals in providing a contextual framework within the study, as well as in examining the efforts approached by the UK organisations in ensuring compliance with the regulations, and in addressing the existing market trends. 
[bookmark: _Toc214584457]Data Analysis
According to Saunders et al., (2019), data analysis represents systematically reviewing and interpreting existing sources to identify recurring patterns, relationships and even, themes. Within this study, a thematic analysis is considered effective, aligning with the process described by Braun and Clarke (2006): familiarisation with the key data, generation of the initial codes, researching for the themes, defining the themes, as well as producing the reports. Therefore, the major themes derived from the sources employed and from Tesco’s sustainability reports which will be articulated within the analysis are:
1. CSR implementation and evolution in Tesco’s operations. 
2. CSR impact on customer satisfaction. 
3. CSR, a key driver for ensuring long-term competitiveness and loyalty in UK retail industry. 
Each theme will be examined by the theoretical foundation introduced, considering its connection to Carroll’s Pyramid (1991), and Olive’s Customer Satisfaction Model (1980), which is essentially in examining and interpreting Tesco’s practices, ensuring alignment with the existing theories within this field. This approach helps in building and ensuring a more complex and empirical analysis, relevant in proposing strategic recommendations lately. 
[bookmark: _Toc214584458]Sample Systematic Review 
A systematic review process was considered and applied to ensure data selection and analysis demonstrates transparency, reliability, as well as credibility. At this point, the sources underpinning the research were focussed on demonstrating credibility and reliability, being dated within the last five years (2020-2025). Also, the main keywords in identifying these sources were: “CSR in retail”, “Tesco CSR/ Sustainability”, “customer loyalty/ satisfaction”, as well as many others. Key findings were categorised and divided into the main themes of the analysis, to ensure an empirical study. At the same time, in order to maintain the research having a good quality, the most part of the analysis focussed on examining the Tesco’s latest Sustainability/ Annual Report, to minimise the risk of bias and being non-accurate. 
[bookmark: _Toc214584459]Ethical considerations
Ethical considerations were reduced within this case as the study utilised exclusively secondary data. While the study approached in evaluating Tesco’s Corporate Social Responsibility practices, there were approached multiple sources of information. In order to demonstrate good academic practices and transparency as part of the study, all the sources were referenced within the Harvard style at the end of the report. Moreover, as Johnston (2017) explained, other key limitations associated with the secondary data usage involves lack of control, as well as potential mismatch between the original purpose of data and the current research aim. However, to minimise this risk, the study integrated mostly the sources that matched with the context exclusively. 
[bookmark: _Toc214584460]Limitations
Although the study focuses on solely secondary sources, whereas the ethics considerations are minimised, it is critical to consider the limitations of the study. According to Johnston (2017), limitations such as lack of control over the data quality, context mismatch and potential biases are the most typical within the research completed on solely secondary data. Indeed, while the study does not address to the primary data, the study relies on existing sources and information which can not reflect the current reality. In fact, as the investigation approaches a single case study model while examining Tesco’s organisation, findings cannot be generalised to the entire UK retail industry. In order to keep these limitations within the minimised way, the researcher focussed on considering the most accurate and current sources, in order to ensure providing the most qualitative details, reflecting the most recent Tesco’s CSR practices. 
[bookmark: _Toc214584461]Chapter Summary 
In summary, the previous chapter explained the methodological study in considering the foundation of the analysis. Indeed, the opportunity in examining the Tesco’s CSR in relationship with customer loyalty/ satisfaction, approached and followed an interpretivist philosophy, as well as a deductive research approach. Indeed, thematic analysis was approached in order to accomplish a systematic and complex analysis. Based on solely secondary sources, the analysis looks at ensuring alignment between Tesco’s CSR practices with theoretical models employed, such as Carroll’s Pyramid and Oliver’s Customer Satisfaction model. 















[bookmark: _Toc214584462]Chapter 4: Analysis 
[bookmark: _Toc214584463]Introduction
The purpose of the following chapter is to critically examine Tesco’s CSR practices and therefore to evaluate these in relationship with customer satisfaction, customer loyalty, as well as long-term competitiveness. While examining throughout numerous secondary sources (peer-reviewed articles, latest Sustainability Reports in Tesco, as well as other industry trends), the chapter used thematic analysis to explain how CSR incentives operate within Tesco’s strategic development plan. The analysis derives from the major key themes, considering: 1. CSR implementation and evolution in Tesco retailer; 2. Impact of CSR on consumer satisfaction; 3. CSR as a driver of customer loyalty and long-term competitiveness. 
[bookmark: _Toc214584464]Theme 1: CSR implementation and evolution in Tesco retailer 
[bookmark: _Toc214584465]CSR application in Tesco 
As part their commitment to maintain the leading position across the competitive and dynamic UK retail industry, Tesco continued to demonstrate effectiveness in application of the sustainability within its core operations. Committed to “Making a positive impact”, Tesco continued to progressively in embedding sustainability among their core operations and supply chain management, supporting the long-term strategic planning process (Tesco, 2025). At a first glance, based on their latest sustainability report, it may be evaluated as the Tesco’s primary CSR operations and applications are reflecting in supporting and empowering the local communities, providing environmental protection in their commitment to tackle climate change, as well as in ensuring responsible sources, as part of their transparency commitments (Tesco, 2025). 
While examining latest Tesco’s Sustainability Report, it may be analysed as Tesco’s CSR application can be evaluated through the lens of ESG framework, reflecting environmental impact, social commitments as well as responsibility. 
In terms of environmental sustainability, Tesco continued to demonstrate alignment with numerous Sustainable Development Goals, including Goal 2 (Zero Hunger), Goal 6 (Clean Water and Sanitation), Goal 7 (Affordable and Clean Energy), Goal 12 (Responsible Consumption and Production), Goal 13 (Climate Action), Goal 14 (Life below water), Goal 15 (Life on land), as well as Goal 17 (Partnership for the goals) (United Nations, 2025). Overall, Tesco’s practices demonstrated alignment with the UK regulations and legislation towards decarbonisation and decreasing of carbon emissions, aligning with Net Zero Strategy, responsible waste management practices, aligning with Waste Management Plan for England, as well as reducing energy consumption levels within their stores. According to Tesco (2025), the retailer is committed to achieve net zero emissions by 2035, and full-value chain, Net Zero by 2040, switching to 100% renewable energy, as well as reducing the packaging plastic waste within tactics such as “Remove, Reduce, Reuse, Recycle” (Tesco, 2025). 
Tesco’s CSR practices are also demonstrating alignment with social goals, whereas empowering the communities within their extended programmes, workforce welfare in order to increase employee engagement and retention rates, as well as ensuring fair and transparent sourcing. Based on their latest sustainability report, Tesco continued to develop extensive and complex partnership with various charities, supporting their progress in achieving a greater social impact (Tesco, 2025).  
Moreover, according to Tesco (2025), Governance continued to remain a significant key pillar within the Tesco’s CSR application. In fact, the organisation continued to maintain higher levels of transparency, within supplier code of conduct, promoting regular audits in order to collaborate with their stakeholders, and fostering a greater collaboration. Overall, Tesco’s practices are reflected in Governance, transparency, as well as ethical integrity pillars.
[bookmark: _Toc214584466]Application of Carroll’s CSR Pyramid 
In the context of sustainability, Carroll’s CSR Pyramid (1991) continues to remain a significant key foundation theory that explains as the organisations need to fulfil their economic, legal, ethical and philanthropic commitments. At this point, Tesco’s practices can be reflected within the key model, satisfying all its levels and commitments. 
[bookmark: _Toc214584467]Economic responsibility in Tesco
Economic responsibility can be approached as being the major foundation within Tesco’s CSR, especially as it involves the process in which the organisation continues to remain profitable on the market. According to Tesco (2025), the organisation focuses on operational efficiency, as well as energy efficiency in order to reduce its operational expenses, while aligning with its sustainability mission at a larger scale. While embracing these sustainability functions, Tesco not only that demonstrated its commitment to demonstrate environmental goals and other relevant key indicators, but also evidenced a more profitable position, while enhancing 28.2% market share within the UK competitive industry (World panel by numerator, 2025). 
[bookmark: _Toc214584468]Legal responsibility in Tesco
Tesco continued to demonstrate legal responsibility within its CSR practices and applications. Tesco’s CSR practices are reflecting on the UK and UE regulations, demonstrating increasing legal responsibility within the environmental legislation and corporate governance. Several examples in illustrating Tesco’s legal responsibilities are approached within the context of UK plastics tax, Waste Management Plan for England, Net Zero Strategy, as well as many others. Moreover, as can be illustrated within their latest annual reports/ sustainability reports, Tesco continued to demonstrate stronger compliance while engaging into sustainable reporting. As PwC (2023) acknowledged, ESG reporting and the process of publishing the sustainability reports represents an opportunity in which the organisation provides a clearer snapshot of the company’s business activities towards environment and society. In fact, this strategy is often described as being a key communication tool. 
[bookmark: _Toc214584469]Ethical responsibility in Tesco
In Tesco scenario, ethical responsibility continued to remain addressed within the sustainability in Tesco. For instance, as per their latest annual report, Tesco’s CSR strategies reflected on introduction of the fair supply chain practices and strategies, integrating transparent report while publishing their progresses within the annual sustainability reports, as well as demonstrating commitment in operating as a responsible business (Tesco, 2025).  
[bookmark: _Toc214584470]Philanthropic responsibility in Tesco 
In Tesco, philanthropic responsibility is underpinned and approached in the context of the organisation’ engagement within the process of supporting & empowering the communities, through community funds, food donation incentives, as well as other partnership with charities (Tesco, 2025). 
[bookmark: _Toc214584471]Evolution of Tesco’s CSR strategies
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Tesco’s CSR strategy improved significantly within the last years. According to Tesco (2025), the organisation continued to make gradual improvements within their progresses. Several examples may reflect on their environmental goals and practices. As can be noted within their most recent annual report, Tesco (Tesco, 2025). Based on the previous figure, Tesco succeeded in reducing its carbon emissions starting to 2021/2022. Moreover, the organisation continued to engage within the circular economy practices, as currently they registered a significant progress of 99% all own-brand packaging being recyclable when including UK collection points and large supermarkets (Tesco, 2025). 
Moreover, consumer demand can be considered a very essential point that supported Tesco in increasing its sustainability applications within the last decade, as the rise of “Sustainable Consumer” increased significantly within the UK in recent years (Deloitte, 2024). 

[bookmark: _Toc214584472]Theme 2: Impact of CSR on Consumer Satisfaction
[bookmark: _Toc214584473]Consumer Expectations from retail regarding to CSR
Within the last decade, consumer’s expectations towards sustainability increased considerably, especially as they started to be influenced by the environmental impacts and climate change. According to Briggs (2023), more than 61% within the UK consumers are interested in sustainable practices, as of figures registered in 2023, an increase compared to the levels registered in the previous years. Indeed, more than 55% of the UK consumers considered that living sustainably represents an opportunity to ensure a greater future, making more sustainable choices, especially in thinking for the upcoming generations, as well as in the light of the society’ development. Indeed, these key statistics evaluated as the demand for sustainability within the UK consumers increased significantly. 
Moreover, since the UK Government continued to promote various key legislations towards sustainability (Net Zero Strategy, UK tax for plastic), consumers continued to understand better the impact of sustainability especially when considering the process of tackling the climate change actions. According to Retail Economics (2024), consumers continued to demand for accountability within the retail organisations. At the same time, studies demonstrated as the sustainable consumption increased its levels within the last decade, shaping the UK retail practices. As per Monfort et al., (2025), consumers expect from the retailers to have a more effective communication in the process of sustainability, in order to provide evidence for their claims and ensuring their progress being progressed, aligning with the major key regulations. 
Also, a very significant key aspect is that social responsibility is another expectation shaping consumer satisfaction (Mintel, 2021). For instance, the UK consumers are more than interested in the social responsibility in the context of the UK retailers, especially in supporting the community, as well as in ensuring ethical sourcing, and even, demonstrating compliance with the national labour rights. Indeed, this can be considered being a major key element in influencing the Tesco’s social responsibility behaviour, as part of their commitment to the process of building a “customer-centric culture” and prioritising the customer’s needs (Tesco, 2025). 
[bookmark: _Toc214584474]Application of Oliver’s Customer Satisfaction Model 
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Based on the key theoretical models, Oliver’s Customer Satisfaction Model (1980) represents an opportunity to better investigate how Tesco’s practices towards CSR are shaping the consumer’s behaviours, increasing their satisfaction rates. The key theory approached and evidenced that customer satisfaction provides cognitive comparison between expectations and actual performance, whereas their satisfaction is fulfilled when the performance meets of exceeds the expectations. 
Within Tesco’s context, CSR incentives are approached as being performance indicators that can be utilised by the consumer’s in examining Tesco’s progress and performance of sustainability applications within the organisational context. 
The first stage in Oliver’s model is expectation formation. As evidenced previously, modern consumers hold strong expectations regarding sustainability, transparency, and ethical behaviour, enrooted by the rigid Government policies and the awareness of the rapidly growing climate change (Deloitte, 2024). At this point, Tesco’s sustainability commitments (in terms of the environmental, economic and social goals) can serve as being the foundations of this stage within the context of Oliver’s framework. 
Moreover, the “performance” dimension can be reflected in Tesco’s alignment between its CSR goals and the customer’s expectations. Tesco’s ongoing progresses towards their environmental actions are demonstrating good efforts and continuous improvements, aligning with the consumer expectations, stimulating their ongoing satisfaction rates. 
Within the considered model, the comparison stage represents the opportunity in evaluating Tesco’s progresses and their gaps, in order to evaluate Tesco’s responsible behaviour, aligning with their commitments proposed. While the gaps are limited, therefore, the customer’s satisfaction continues to improve, being a significant indicator in stimulating a greater audience level, and therefore, more loyal customers for the business on a long-term basis. 
Based on Oliver’s Satisfaction model, increasing satisfaction levels represent opportunities for stimulating the loyalty of the customers. In the retail context, Suriansha (2023), within the retail context, increasing satisfied customers are approached as “loyal customers”, stimulating greater chances to repeat the business, and therefore, to support the organisation in improving their revenues, achieving profits on a longer term. 
[bookmark: _Toc214584476]Evidence from Tesco’s customer behaviour 
Current evidence from Tesco’s customers demonstrated a positive relationship between the organisation’s CSR practices and their satisfaction. For instance, one of the main important pieces of evidence related to the Tesco’s customer behaviour reflect on the current Tesco’s sustained market share of 28.2% as of present (Worldpanel by Numerator, 2025), which demonstrated solid customer retention and competitive market position, while considering that retail industry in the UK is heavily influenced by major key players, including Asda, Morrisons, Sainsbury’s, as well as Lidl. Moreover, according to Buzzell et al., (1975), the market share can be considered and evaluated as a key indicator within the financial performance of the organisation. For instance, Tesco’s increasing market share demonstrated a greater financial position within the UK market, as well as increased performance, which are very relevant considering the increased levels of competition from other major players. 
[bookmark: _Toc214584477]Theme 3: CSR as a Driver of Customer Loyalty and Long-term Competitiveness 
[bookmark: _Toc214584478]CSR influence on customer loyalty 
As Cole (2017) noted, CSR dimension has a positive impact on customer loyalty. In fact, studies shown as customers are interested within the brands in acting sustainability, whereas their commitment and operations are considered being major key elements in stimulating a more positive relationship between the customers and the organisation. Moreover, as Islam et al. (2021) noted, CSR helps in increasing the customer’s trust, brand identification, as well as perceived value, which are the major key elements within the context of “loyalty”. In Tesco scenario, organisation’s commitment to CSR continues to build positive relationships, which can be approached as being a major key element in stimulating behavioural loyalty. 
Moreover, as Martinez and Rodriguez del Bosque (2013) mentioned, CSR activities approached by the organisations continue to stimulate and increase customer loyalty levels, leading to make the customers being more connected to the brand, stimulating therefore, their purchasing behaviour on the long-term basis. Indeed, based on this evaluation, it may be considered as Tesco’s efforts to sustainability are leading to support brand development, stimulating business growth, which represents a very significant key dimension for the Tesco’s development plan. 
[bookmark: _Toc214584479]CSR and competitive advantage  
Moreover, as Bartel (2024) evaluated, CSR continued to be approached within the organisations as being a strategic tool supporting the organisations to gain competitive advantage on the market. In fact, Bartel (2024) considered as CSR strategy within the organisational context leads to increased innovation, supporting mixture of brand loyalty and successful financial growth. Indeed, integration of CSR within the business operations, activities and even within the supply chain may represent an opportunity to demonstrate innovation, fuelling competitive advantage within the businesses on a long-term basis. 
For instance, Tesco continued to develop a significant competitive advantage by this way (Tesco, 2205). In fact, Tesco’s environmental progresses demonstrated an opportunity to improve business’ operational efficiency, improving the organisational cost leadership strategy. Moreover, Tesco continued to utilise CSR as being their key differentiator in standing apart from their competitors. As Wallström et al. (2023) suggested, retailers engaging in higher sustainable behaviours develop stronger relationships with their customers, increasing their brand equity, and supporting the business in tackling reputational risks. Moreover, these behaviours are influenced on a long-term basis considering Tesco’s commitment for reporting, reinforcing its ethical and transparent behaviour, which is relevant within the context of being one of the major UK supermarket retailers. 
[bookmark: _Toc214584480]Connection between CSR performance and profitability 
Lastly, the intersection of CSR performance and profitability has been widely evaluated and discussed within the academic studies. As Dela et al., (2024) evidenced, Corporate Social Responsibility (CSR) benefits performance within the organisational contexts, while social irresponsibility attracts negative impacts, within the context of increasing pressures from the regulatory landscapes, as well as increasing demand of consumers. 
By engaging within environmental, economic, as well as social behaviours, Tesco continues in mitigating multiple risks including legal, reputational, as well as operational risks, stimulating the organisation’s performance (Tesco, 2025). Within this case study, approaching CSR activity represents an opportunity in stimulating operational efficiency, while reducing the costs, increasing the revenues and boosting sales, as well as mitigating the risks, and increasing their stakeholder’s engagement rates. Overall, these can be approached as being major key indicators in stimulating performance profitability. Based on these assumptions, it may be approached as CSR continues to provide greater opportunities within the businesses, being considered as a key driver of leading to sustainable growth in Tesco and other similar key organisations.  
[bookmark: _Toc214584481]Synthesis of the findings 
The previous analysis conducted over the three themes illustrated evidenced as CSR is not a necessity, but a mandatory business strategy that needs to be integrated by the UK retailers in order to remain competitive on the market, as well as in stimulating increasing customer loyalty rates by fostering greater customer satisfaction. For instance, in Tesco’s scenario, CSR plays a strategic pillar in supporting business to achieve growth and even, increasing market share within the context of the UK retail industry. While connecting with the key theories such as Carroll’s CSR Pyramid (1991) as well as Oliver’s (1980) Customer Satisfaction Model, Tesco continued to fulfil its practices not only to align with the legal requirements, but also to foster greater connections with their customers, building relationships based on trust, aligning with their customer-centric culture (Tesco, 2025). Moreover, CSR is both a consumer-facing and operational mechanism that enhances Tesco’s brand equity, long-term performance, and strategic resilience, aligning with the long-term growth process within the business. 
[bookmark: _Toc214584482]Chapter Summary 
In summary, the previous chapter critically examined the CSR in Tesco, while considering its positive relationship on customer satisfaction levels. The analysis demonstrated as the Tesco’s CSR practice demonstrated interest for transparency, customer-loyalty, as well as long-term competitiveness within the business, relevant key metrics considering the strategic evolution of the business within the dynamic context of the retail industry. The key arguments were approached considering the foundation of two major key theories: Carroll’s CSR Pyramid (1991) as well as Oliver’s (1980) Customer Satisfaction Model, as well as approaching their applications within the organisational practices. 






















[bookmark: _Toc214584483]Chapter 5: Recommendations, Conclusion and limitations of the research 

[bookmark: _Toc214584484]Introduction
The last chapter focused on considering summaries of the previous key points evaluated within the previous analysis, whilst considering important points: achievement of research objectives, strategic recommendations for Tesco, limitations of the study, as well as chapter summary. As can be evidenced within the previous parts, the purpose of this dissertation focused on examining the impact of Tesco’s CSR activities in profitability, sustainability, as customer’ loyalty, considering the current progresses evidenced by the organisation within its most recent sustainability annual report. Indeed, the study focused on examining how Tesco organisation continued to develop and extend its customer satisfaction, supporting the business to gain competitive advantage on the market. 
[bookmark: _Toc214584485]Achievement of Research Objectives
Within the last chapter of the dissertation, it is more than critical to consider achievement of the research objectives, as follows.
· To evaluate Tesco’s CSR efforts from their Sustainability Reports. 
As examined previously, Tesco continued to make significant efforts in terms of its CSR application. Highlighted within the previous analysis throughout the lens of Carroll’s CSR Pyramid, Tesco continued to fulfil its legal, economic, philanthropic, as well as ethical obligations, as part of their opportunity to demonstrate alignment with modern trends, regulatory pressures, consumer demand. Tesco’s strengths lie in addressing environmental needs whilst remaining committed to their plan to achieve net zero emissions within their operations, aligning with UK Government’s Net Zero Strategy, adopting circular economy model, as well as considering reduction within its waste levels (Tesco, 2025). Moreover, as examined, Tesco continued to address to the social needs within a broader context, while supporting the local communities in various activities, demonstrating a greater and ethical behaviour. Overall, Tesco’s CSR efforts are significant, reflecting on its leading position within the UK retail industry (Tesco, 2025).  
· To analyse the influence of CSR practices in Tesco on consumer perceptions. 
While approaching Oliver’s (1980) Customer Satisfaction Model, findings revealed as the Tesco’s CSR activities are influencing and shaping positively the customer satisfaction rates, achieving increased loyalty rates among their customers. At the same time, these discussions can be evaluated within the context of current market share of the organisation of 28.2% (Worldpanel by Numerator, 2025). Moreover, key findings revealed that Tesco’s CSR activities demonstrated alignment with the increasing demand for sustainability, which continues to increase and positively influence the consumer’s perceptions (Deloitte, 2024). As a result, the previous study also demonstrated alignment with the second research objective. 
· To assess the Tesco’s sustainability strategy in maintaining its long-term profitability.
Lastly, the third objective was approached in the context of examining the interrelationship between Tesco’s CSR activities, competitive advantage, and financial performance. The findings identified that CSR applications approached by the retailer had a positive influence on the business profitability, around the opportunity to reduce operational costs, increasing the sales revenues performance, as well as minimising the legal, reputational and operational risks. Within a broader context, these key indicators represented opportunities in examining the importance of CSR within the profitability dimension, considering Tesco’s scenario. Based on these, the last key objective was also achieved within the investigation. 

[bookmark: _Toc214584486]Strategic Recommendations for Tesco
Drawing upon the previous findings, the following recommendations are relevant to Tesco in supporting the organisation to strengthen its CSR performance as well as in achieving long-term competitiveness on the market:
1. Expanding the digital infrastructure in order to ensure a greater performance level in the context of sustainability reporting activities. Introducing these tools may help Tesco’s in strengthening its ethical and responsible behaviour while approaching the current behaviours, progresses, in the context of the proposed goals. 
2. Increasing Tesco’s implications within the community-social projects. As evidenced within the previous study, Tesco’s core CSR efforts reflect on its environmental goals. Yet, communities in the UK experience difficulties in various challenges (poverty, nutrition and lack of food, education). Developing and engaging within these kinds of activities represents opportunities to demonstrate a greater behaviour towards alignment with Sustainable Development Goals within a broader and national context (United Nations, 2025). 
[bookmark: _Toc214584487]Limitations of the Study 
Acknowledging the limitations of the study represents one of the major key elements of the last chapter within the dissertation. Although the study approached in explaining and achieving the research objectives within a complex discussion derived from the key theories and real organisational practices, several key limitations of the study consider:
· The study relied on the secondary data only. As Johnston (2017) noted, secondary research may be subject to potential challenges in terms of lack of contextual fit, or limited control over accuracy. 
· While considering the study of the “sustainability” in the context of customer satisfaction and loyalty dimensions, this topic may attract a positive representation, whereas objectivity can not be guaranteed. 
· Despite the fact that research focussed on examining the sustainability implications on the retail industry, the investigation considered Tesco as being the only organisation considered within the analysis; the proposed recommendations are focussing more on this organisation, as they may not be effective for other retailers. 
[bookmark: _Toc214584488]Chapter Summary 
In conclusion, the chapter demonstrated the summary of the key findings developed within the previous analysis, as well as how these reflect on the initial research key objectives. Overall, the achievement of the objectives streghtened the quality and consistency of the study, while demonstrating the positive impact of the CSR application within the Tesco’s customer loyalty and satisfaction levels. Despite the fact the research relied solely on secondary data sources, it succeeded in evaluating the positive interrelationship between CSR in strengthening customer loyalty, as well as organisational performance, being the key drivers in stimulating organisational growth within the dynamic retail industry in the UK. 
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