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[bookmark: _Toc73985790]1.1 Introduction
Business ethics and policies are what a company is based on and revolves around it. This is why a company should provide their attention to the policies that are currently present in the company and analyses their situation to figure out whether any changes are required in the company. The study will explore the ethical and sustainability policies which are currently present at the largest supermarket chain in UK that is Tesco and how these policies influence the customer relationship management of the company. Finally, there will be recommendations of some solutions to the issues present at Tesco through analyzing the data regarding their ethical policies. 
[bookmark: _Toc73985791]1.2 Brief outline of Tesco
Tesco Plc is one of the most popular retailers in the supermarket chain in UK and has the largest market share of 42.3% as of 2021 and rising. The headquarter of Tesco is situated in Walwyn Garden city and it has become the third largest retailing business in the world if calculated by gross revenues. Tesco is mostly famous for their variety of product and a clean and easy environment to shop in (Palmer, 2005). 
[bookmark: _Toc73985792]1.3 Ethical and sustainability policies at Tesco 
Business ethics is related with the ethical principles and morals associated with corporate governance, discrimination, insider trading, corporate social responsibilities, bribery and other duties. The Primary principles of ethics in business are integrity, honesty, trustworthiness, loyalty, concern of others, fairness, law abiding and finally respect for others (Whysall, 2010). There are various types of ethical policies present at Tesco which will be discussed below, 
· The first one is called group anti bribery policy which states that an employee will be fined in the first time if any bribery is taken by him or her and in the second time the employee will be fired from the job. 
· The next policy in the company is group gift and entertainment policy which works towards assuring employee productivity and keep them motivated. According to the policy, the company selects a team of the month with the track record of highest selling and reward them with money or other gifts (Sarma, 2017). This has been quite effective for the company. 
· Tesco’s donation policy states that the company gives a handsome amount of donation every six month to children care homes and provide jobs to people with disabilities (Scoones, 2007).
· Their cyber security policy always works towards ascertaining safety and security of both employees and consumers. They have a very strict security policy of their data and information. 
· Their human rights policy is very specific and prohibits any type of discrimination like gender, ethnic background, skin color or people with disabilities. Tesco always try to ascertain a working environment without any type of work place corruption and inequality of any sorts. 
· Tesco has a strict policy to maintaining the laws and legislations provided by the government and they try to give tax in time and do not support or tolerate slavery in their company although there was a claim about them that the firms that supply them raw materials were a huge example of modern slavery (Dubinsky and Levy, 2015). 
· Tesco always try to target a certain market where people care more about the quality of the product rather than the price of it. They train their employees to provide the best customer service possible and their sustainability policy includes that customer services is their number one priority (Kaur, 2016). 
· Finally, Tesco has policies made on some of the materials they sell such as tobacco, alcohol and other age restricted products. They do not sell these products without an id and the employees are advised to strictly follow this rule. 
Sustainability in business is basically having a minimal negative impact on surrounding environment or in other words having a positive impact on the environment, community, social and stakeholders and it is also known as managing the triple bottom line where a firm takes into account the financial, social, environmental risks, obligations and opportunities and make the best out of it (Sin et al, 2005). The sustainability policies present at Tesco right now are given below are, 
· Provide value for money to the customers as well as given them a clean environment to shop in which will allure most customers. 
· Make the shopping procedure as easy and time efficient as possible. 
· Decrease the delivery time in online shopping.
· Provide offers to regular customers. 
· Tesco has the policy to reduce their carbon emission by 5% in the next two years (MOOR, 2015). 
· Tesco always try to use better packaging method in both online and offline delivery. \
· Tesco all arranges tree planting campaigns and even donates money to child trust fund and to the children with disabilities. 
The implantation of both ethical and sustainable policies attracts more consumers for Tesco because people appreciate these types of social gestures and equality at workplace as well as maintaining the laws and legislations which would certainly be less harmful for the environment and society. 
[bookmark: _Toc73985793]1.4 Influence of the policies on Customer Relationship management (CRM)
Tesco is a leading supermarket chain in UK and they have built up a strong brand name over the years but it is also possible that a small negative side of a company can create a strong negative impression for the company. Which is why Tesco tries to follow the policies that they have built throughout the years because these policies definitely impact their customer relationship management (Schniederjans et al, 2012). CRM is basically the management of present and future potential customers to enhance the interaction with them simultaneously explore and analyze the data of customer purchases and histories to comprehend the changes needed within the company and build a strong relationship with the company which will lead them towards organizational growth and sustainability (Lindgreen and Hingley, 2003).
Tesco has built up the policies to create a strong relationship with the customers and to enhance the number of both loyal and potential customers and they have been quite successful at it. They have also created policies in order to make a better working environment which is why 82% of the employees recommend that Tesco is a great place to work in and approximately 400,000 people developed their skills while working at Tesco (Sin et al, 2015). These employees certainly shop at Tesco and recommend their relatives to shop at the largest supermarket chain. Tesco has always been trying to maintain a positive image in the eyes of their customers and they have been working on their corporate social responsibilities, safety of the data of both their customers and employees and ascertaining equality in the workplace. 
Tesco is chiefly known for their environmental policy as they are very much concerned about the condition of the products that they sell and even the shopping environment. They always try to keep a neat and clean environment for the shoppers and everything is so organized at Tesco and not like Aldi. With all these policies Tesco tries to provide the best shopping experience for their customers which certainly influence their customer relationship. There are some negative sides too like a few years back Tesco was perplexed with slavery labor as one of their farms were using slave labor which came out of a police investigation and there were approximately 400 victims (Dibb and Meadows, 2014). This issue had a huge impact on their customers as many people boycotted their shops. The company also got a worst rating in their environmental policy three years ago due to the increasing usage of chemical in their electronic products. The company was also criticized then and it had a negative impact on the customer relationship management of the company (Kaur, 2016).
So, basically good maintenance of the policies has positive impact on Tesco’s CRM and if they fail to maintain their policies properly then there is definitely a negative impact on the CRM of the company. 
[bookmark: _Toc73985794]1.5 Recommendations for Tesco 
In a supermarket chain having good relationship with customers is mandatory because they have so many options in their hand and companies like Tesco have to constantly maintain those relationships. The policies embraced by the company can collaborate in assuring better relationship with customers and by analyzing the data and information gained from Tesco’s official website and other articles, blogs and newspapers, the author has found out some of the steps which can be taken by Tesco to enhance their CRM and attract more potential customers. The recommendations will be discussed below, 
· Tesco do not really arrange a lot of campaigns on equality and human rights at workplace and customers support those companies who demonstrate what they are doing. So, Tesco have to go public and share their CSR activities in social platforms. 
· In this era of technology people are very much concern about their data and privacy which is why Tesco have to be more careful about privacy of their customers while they shop online (Cuthbertson and Laine, 2013). Official website of Tesco use cookies of their customers so they have to be open about their privacy policies. 
· Tesco has not been enough concerned about their environmental policies and their carbon emission is quite high compared to others and even the usage of chemical in their electronic materials have increased (Anderson et al, 2017). Articles are written about these incidents and when customers read about them, they would certainly prefer others like Sainsbury who are more environment friendly. 
· Finally, they need to enhance their delivery services and refund if there is any issue with the product during this pandemic because customers will certainly appreciate that and visit their website for online shopping. 
So, Tesco can follow these strategies to enhance their CRM and attract more potential customers in the process. 
[bookmark: _Toc73985795]1.6 Conclusion
CRM is the most significant aspect in a supermarket chain business and company policies can be of great help in this case because people would certainly follow them who are more environment and people friendly. For Tesco they need to work more on their employee and security policy as well as their environmental policies because a tiny piece of news on how they are affecting their surrounding area or the health of people living around them can build a negative impression on many of their potential customers. So, they need to update their policies on environment, people and delivery services which will bring sustainability and enhance the company’s growth. 
[bookmark: _Toc73985796]2.0 Part B: Literature 
Tesco is one of the largest supermarket chains in the world and building a better customer relationship is mandatory for them which can be done through analyzing their strategically significant consumers and building a long-term relationship with them (Jain and Bagdare, 2011). In this part there will be two models demonstrated and how those models can collaborate with Tesco in building a better CRM and make it sustainable. The two models used in the study are Deming cycle and Juran’s quality trilogy. 
Tesco has been going through a tough time with the relationship management with their customers and a literature by Mathew McCain titled as “Analysis of CRM management at Tesco” tries to provide a lucid concept of how customer relationship can be improved by Tesco and the author of the literature tried to demonstrate that using a quite popular model in this aspect which is Deming cycle and it will be discussed below. 
[bookmark: _Toc73985797]2.1 Deming cycle
The Deming cycle or also popularly known as continuous quality improvement model which is divided into four sections which are plan, do, study and act. 
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Fig: The Deming cycle
Plan: The plan stage is basically identifying the issues and when it comes to Tesco their primary issue would be sometimes ethical issues and sometimes in customer services. Some of the ethical issues include that they were said to possess modern slavery system in some of the firms that deliver them raw materials (Buttle, 2011). There is also issues with their online delivery system and people from various regions have complained that their products would be damaged due to the delivery system. Some of their employees also have anger issues react with people who takes time in the payment section. These issues at Tesco have to be found out first and then figure out ways to resolve them. 
 Do: When identifying all the issues will be completed the next step for the company is to figure out possible potential solutions. They can even try out some of the basic solutions like keep a complaint box in each shop to find out the issues of the consumers and even of the employees and try to resolve it with a democratic leadership and management style. They can also provide more attention on their online delivery system and can even make the payment procedure easier maybe with a new technology (Lendel, 2009). They can test some of the solutions in some of their stores and measure the feedback from customers and finally if those tests are successful then they can implement those solutions everywhere. 
Check: Tesco has to check the results from implementing those potential solutions because all solutions will not be successful and some of them may have a larger impact compared to others. They have to pick such a solution that would be beneficial for all the stakeholders of the company and which will assure better overall customer services (Mascarenhas et al, 2014). They can conduct a survey before and after implementing those potential solutions and analyze the data from the two surveys and compare them with one another to figure out the difference. Thus, the checking part would be done and they will get to learn their next steps. 
Act: The final step is to act that is implement the solution which is best according to their future goals and objectives and they will get this desired solution from the previous three stages. They certainly have to act with a perfect plan which will collaborate in giving them the upper hand. Thus, they will be able to diminish any issues that is present in the business and try to ascertain quality customer services across their shops (Fabio, 2014). And customers will feel that they are a part of company and the company is doing something for them. They will appreciate the gestures and steps and recommend others to buy from Tesco. 
So, it can be easily concluded that following this model or strategy can be effective for Tesco to build a better relationship with a number of specific consumers who are also willing to build a better relationship with the company. Tesco basically have to follow the steps discussed above sequentially to effectively implement the strategy meanwhile analyze the customer’s expectations through the data that they stored in the first place (Ahmadi, 2012). Tesco will be able to create a circle filled with the kind of customers that they are looking for through this process and become familiar with their expectations. 
Another literature by John Clinton titled as “Deep into Tesco’s CRM” analyzed how Tesco is handling their customer relationships and developing them. Here in this study, we will go through a similar approach and use Juran’s quality trilogy to figure out a better way for Tesco to develop their CRM strategy. 
[bookmark: _Toc73985798]2.2 Juran’s quality trilogy
The trilogy was presented by Dr. Joseph Juran in 1986 and it has been used in management of quality. Juran’s quality trilogy is made of three sections which are quality planning, quality improvement and finally quality control and this trilogy would certainly be effective in case of Tesco because they always care about their customer services and the environment of their shops. Hence, using the Juran’s trilogy would certainly be a good initiative for them. Let’s discuss Juran’s trilogy briefly. 
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Fig: Juran’s Quality trilogy
Quality planning: It is also known as quality by design is associated with the innovation in products and services and in today’s world many names it as the design for six sigma or DFSS. This part consists of planning different aspects of business to meet the expectations of consumers and provide them an excellent class of customer services (Urbanskienė et al, 2008). This step requires some feedback from customers which will ensure better quality design and overall management of those services. It is basically the development of the services or product of a company and Tesco need to provide their attention first to their raw materials and try to meet the expectations of customers about their product and then work towards assuring a better experience in shopping those products. A great quality planning can collaborate in achieving such measures. 
Quality improvement: Improvement is a way of surviving for the businesses as they change small things everyday to become more efficient and sustainable and here quality improvement is related with a similar method or ideology because it basically demonstrates a series of daily improvements a company like Tesco have to through to reach their final desired goal (Siddiqi et al, 2006). Such breakthrough does not happen overnight and it requires patience and dedication both. Tesco in this case can take a step back to figure out where the are right now and what is the bigger picture in front of them. Then they have to focus on attaining a breakthrough which will collaborate in enhancing their business performance by a significant amount. They can even follow the Pareto principle attain that breakthrough or even try to achieve the six-sigma improvement which will ascertain quality improvement in the company (Peppers and Rogers, 2016). If they are able to achieve that sigma level improvement then they will observe a reduction of cost in their raw materials, increasing customers in their shops and a better workforce with performance boost and finally the profits will be higher and more efficient. 
Quality control: This term mainly came in practice in the early twentieth century and the idea was basically to widen the range of ascertaining quality control in each stage. The word control here had a wider meaning before as it was to assure quality in every stage of a company but in today’s world it has been narrowed down to some of the basic factors related to customer services and quality products which offers value for money (Mascarenhas et al, 2014). The goal in today’s world is to ensure an international standard of services and products and to measure the desires of consumers and try to deliver accordingly. Hence, the assurance of quality control will be possible for Tesco if they try to fulfill the basic ideas of quality controlling. 
[bookmark: _Toc73985799]2.3 Conclusion
From the study it is quite clear that having a good relationship with customers is mandatory in every business and the strategy would be easier to implement with the help of such models discussed above. Tesco can certainly use any of the two models and if they can implement it successfully then they will certainly be able to build a long-term good relationship with their consumers while providing quality services and products as well as customer service to ensure sustainability and bring profitability. 
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Figure 1: The Plan-Do-Check-Act Cycle
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