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Executive Summary
The purpose of this report is to investigate the customer relationship management policy and practices used within Tesco’s organization. In order to clearly identify the factors that occur one must analyze the assessments within the organization; therefore, this will determine and reflect corporate performance towards the organizations ethical, sustainable policies and practices that influence the segmentation within the marketplace. 
  
1.0 Introduction
Report Requested 
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This report is proposed to the chief executive officer of marketing week of the online journal which is produced by Tesco. The research throughout this report aims to examine the impact of relationship marketing on customers and the loyalty card scheme. Taking into considering the context of Tesco, the organizations approach towards the modern Marketing techniques is a very important study to explore considering how strategic and competitive the market has now become. 



2.0 Main Findings 

2.1 Tesco’s History
www.tescoplc.com Tesco plc is one of the major leading retailers within the UK manufacturing business, Tesco is also by far one of the largest food retailers in the world. Tesco Store was founded in 1919, Jack Cohen mission started when he introduced additional grocery products at a stall based in East End market of Brixton which is located in London. Jack Cohen’s idea and concept was to provide affordable food to everybody. At the end of his first day he made a small profit of £1 on his sale that estimated to be £4. The Tesco brand become visible over a period of 5 years (1924), once the opening of the first store in (1929)  which was based in Burn Oak North London seen the first Value product which was a shipment of tea from T.E Stockwell. As the brand continue to soar Jack Cohen made the decision to open his first headquarters warehouse in North London in 1930’s, by 1932 Tesco had made a statement and became a private limited company (PLC). Haddock-Millar (2015) stated by 1947 Tesco stores had risen to the top of the stock market with their share price as much as 25p.
The company is now one of the world’s largest leading retailers around the world, it is estimated that www.theentrepreneurfund.com confirmed Tesco now have 6,800 locations across Europe and Asia. The company’s growth has come through the acquisitions. Tesco strategies began to obtain other companies as early as 1950’s – a strategy which continues even today. The company’s main aim and focus was initially based on focusing on groceries, the company recognised a growing demand and opportunity through the multination corporation, recognising the growing demand in offering diversified interests in clothing, books, furniture, toys, electronics, software, financial services, and even gasoline expanded the company’s portfolio. The company currently continues to expand its business interests through organic growth, in addition to the acquisitions. Below list’s the businesses that operates as. 
· Tesco UK
· Tesco India 
· Tesco Malaysia 
· Tesco Lotus 
· Tesco Czech Republic 
· Tesco Hungary
· Tesco Ireland 
· Tesco Poland 
· Tesco Slovakia 
· Tesco China Tesco Bank 
The business has been successfully operating as Tesco brands and they represent non-acquired companies.
2.2 Tesco’s Developments of the UK grocery market 
www.statista.com verified Between 2017 to May 21 Tesco’s company has experienced a loss of 0.9 percent of its market share and now stands at 27 percent, the impact of the inflation increased rapid rises in prices after a relatively long period of low inflation. Due to the post-Brexit uncertainty and the growth in inflation revealed consumers behaviour had shifted towards a cheaper alternative such as Aldi and Lidl, the impact had led Tesco’s to reconsider their supermarket price strategies to ensure customers are satisfied, Tesco’s then  taken the decision towards lowering their prices which resulted in a success by price matching products against rivalry super markets. 
2.3 How Tesco recovered inflation impact and thrived in the COVID-19 crisis  
During 2021 Tesco’s sales from online stores were increasingly higher between 2020 and 2021. The Covid-19 impact had enhanced significant success towards Tesco’s sales which resulted to an increase as much as +22% increase in 2020, Muhammad (2021) states how social media has an influence towards consumer’s shopping habits, social media plays a huge role towards spreading updated news and information, we can consider this as the main stream centre’s for any information needed. During the time of the Covid-19 data received a high collective volume of responses which created people to panic buy through the pandemic, studies confirmed consumers panic buying allowed them to explore a wider understanding and influence social media has towards the market share, in result the Covid-19 had created a success towards Tesco’s sales and profits.
During 2020/2021 financial year, Tesco’s profited almost 53 billion pounds across the UK and the Republic of Ireland. The chart below will outline and verify the increase of over one billion pounds compared to the prior financial year.
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2.4 Customer relationship management at Tesco’s
The CRM strategy at Tesco’s provides better customer service and promotes and sell products more effectively. Rowley (2005) confirmed Tesco’s main approach towards CRM is the Tesco club card which has allowed the company to build better relationships on an additional dimension. The club card has proven to be the most effective tool used towards CRM, the Tesco club card has helped to identifies and clarifies how the customers thinking process happens towards purchasing items. Aeron (2010) states Tesco’s recognises how important digital advancements and marketing relationships have towards CRM, the digital revolution has enabled Tesco to connect with their customer’s to understand the psychical influence has towards customer shopping habits, Tesco is able to collect data to extract customers data and knowledge.
3.0 Ethics and Sustainability at Tesco’s 
Wagner (2014) Ethics and sustainability are an important aspect towards navigating in today’s highly completive global markets, the arrival of new practices in business markets with emerging trends towards the ethical and sustainable activities must be able to support and provide new developments within Tesco’s company to map and navigate interactions between different elements that are external to the company. 
[bookmark: _Hlk95776395]www.tescoplc.com Sustainability at Tesco recognises the responsibility it has on the rapid climate change towards the carbon footprint, realizing the impact the climate change has towards the planet Tesco then launched the Little Helps Plan in 2017. The (LHP) framework serves to achieve long-term results. Achievements at Tesco have succeeded through the Little Help Plan which has enabled Tesco to remove 1 billion pieces of plastic from its packaging, redistribute 82% of unsold foods which are safe for consumption and lastly Tesco have been able to remove 52Billion unnecessary calories from foods. It also aims towards increasing the company’s sales towards the Plant Based Meat alternatives by 300% by 2025. Tesco already now have 350 plant-based alternatives on their shelfs. Further research startups.co.uk clarifies increasing numbers of shoppers are now swapping meet products to the alternative plant based powered products (meat free), in 2021 a survey was conducted online and the results suggested that 36% of people now considered eating a plant based diet is a healthy option. 
Tumasz (2021) Tesco sustainable Development goals is focused on the main elements, (1) analysing measures to assess manufacturing sustainability. (2) cautiously identifying organisations poor areas to improve better outcomes. (3) analyse strategies to consider adaptions to improve manufacturing sustainability.  Jones (2011) stated the goals were adopted upon all the member states of United Nations in 2015, for the period 2016-2030 concerns were raised with scientific evidence that the world needs to adopt a more sustainable approach within organisations to ensure they make a positive impact towards the environment.  
www.Corporate.tesco.com  Aims towards “Every Little Helps” proposes to make a big difference, the (SDG’S) propose to be the main guide for businesses, governments and civil society towards changing the global challenges to ensure they create a more sustainable future. Tesco aim is to achieve 17 goals by 2030. 
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3.1 The Triple Bottom Line 
Henriques (2004) model towards the triple bottom line concept was invented in 1994, the concept and idea behind the model is to identify factors a company must follow to become more ethical and sustainable which includes people, planet and profits. The (TBL) framework measures the problematic areas that need to be analysed towards the organisation’s activities. This is an excellent tool to practise which will help Tesco to support ethical and sustainable goals. 
                              [image: ]
New (2015) Several issues highlights issues towards the ethical and sustainable standards within Tesco’s organisation, this includes climate change, palm oil, environmental reporting, habitats and resourcing, pollutions and toxics, human rights, worker’s rights, irresponsible marketing, animal rights, animal testing, factory farming, political activities, and social finance. The depth of the problems that occur at Tesco’s must demonstrate the triple bottom line framework to provide evidence to why and how the organisation not complied towards their ethical and sustainable goals.  
3.2 People
Voss (2019) The UK modern Slavery Act aims to reduce and eliminate exportation, with the help of the sustainable development goal research Tesco has solid evidence on modern slavery in the international supply chains, in order to verify problematic issues investigations must be conducted to identify and address the exploitation vulnerabilities. 
In September 2019 a three-year police investigation discovered modern slave labour which identified more than 400 victims worked for as little as 50p a day, the workers were known to work on farms, rubbish recycling centres and poultry factories. Flynn (2020) Tesco is one amongst other supermarkets that was caught up using slave labour, well-known organisations were investigated including Waitrose, Marks &Spencer, Sainsbury’s, and Asda, all of the organisation come under discrimination when the investigation identified farms where gang controlled, the organisations claimed they was unaware of the illegal activities which was conducted on the farms and a few other supermarkets became aware through journalists reports. 
Monciardini (2021) Studies have verified that organisation compliances within the UK Modern Slavery Act is at its lowest, reports identified through audits that its extremely disappointing that general standard reporting is very low, especially when it comes to reporting issues that can prevent slavery within the operations of the supply chains. Edelman (2016) framework has proven too been one of the most effective way for organisations to clarify the impact it has on the people and planet and its ability to bring about positive transformative change to society.  The framework is based on five trust driving dimensions which is focused towards building a relationship with people who work within organisations, the approach allows managers to capture the complex situations, building trust which is a key focus point within the framework, it can often be seen within organisations truth can  become unknown when issues occur, therefore building human trust is dependent on the leadership style on how they connect with the people. Organisations within the UK may want to consider adopting the Edelman Framework to define their ethics to match their policies. 
 3.3 Environment 
www.pc.gov.au Tesco’s company have been reviewed as the worst rating from the Ethical Consumer for breaking their policy on the use of toxic chemicals in its electronic products, Tesco had a commitment towards a zero discharge of hazardous chemicals by agriculture, textiles and leather. 
statements around June 2018 stated that Tesco F&F clothing claimed they will no longer use of phthalates which is used in many plastics as plasticises and flame retardants, the materials which was being used within the production process at Tesco have been banned in the US and parts of the EU. Tesco also have used 2 other chemicals which have been identified has harmful but failed to mention the use these are known as triclosan and parabens.  The rise of fast fashion has been reliant on synthetic fibres such as polyester, nylon, acrylic and elastane, these materials are considered extremely harmful as they are heavily processed petrochemicals (fossil fuels). Therefore, taking into consideration on the cost of materials can clearly clarify the price differences between cheap materials that are being produced like polyester in comparison to cotton which is better quality, but companies continue to impact the environment to keep prices low.
Fast fashion comes with a great impact towards the environmental price, each year requires 93 billion cubic metres of water, and the results are devastating as it is responsible for 20% of industrial water pollution towards the textile treatments and dyeing. If this continues it is believed that carbon emissions will increase by 50% by 2030. 
Further findings have confirmed 2 companies within the UK being amongst the most unethical.
Amazon – The company have been rated a low score system as all of their policies including environmental reporting, and conflict mineral use and the supply chain management. 
Asda Walmart – The US Walmart company which owns Asda has failed to embed corporate responsibility towards the organisations and supply chains around the globe, the consequences have lead to workers right abuse in the supplier factories and discrimination by staff along with a string of other charges.   
 

3.4 Appendix 1. Politics  
www.theguardian.com articles confirmed shareholders raising concerns after Tesco’s remuneration report confirmed that the company itself paid £4.13m in bonuses and salary to its chief executive Dave Lewis, in 2019 they discovered between the period 2018-2019 Dave Lewis was paid £4,600,000. 
Tax avoidance at Tesco 2020
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