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Task 1 
Critically analysing how organisations demonstrate their values, beliefs, and attitudes 




1. [bookmark: _Toc105626772]Introduction

The sustainability gained impressive attention over the last few years since world problems such as global warming or waste pollution have become public. Because the sustainability is a topic very present nowadays, every organisation, especially the larger ones, have become aware of the negative impact that their businesses was having over the world, and each started a plan to become eco-friendlier and more sustainable (Dauvergne, Lister, 2012). 
The purpose of this report is to analyse how the beliefs, attitudes and values of Amazon contribute to its sustainable goals. Within the report, a critical thinking model will be applied to Amazon’s case to be able to critically evaluate how the company delivers on its sustainability goals. Moreover, a number of academic and relevant sources will be used to ensure that the critical analysis has been taken into account multiple reliable information providers.

2. [bookmark: _Toc105626773]Findings

Amazon is a global retail leader formed. The organisation prides itself on being the ‘Earth’s most customer - centric company, Earth’s best employer, and Earth’s safest place to work’ (Amazon, 2022). The business is operating in accordance with their own four principles, which are ‘customer obsession rather than competitor focus, passion for invention, commitment to operational excellence, and long-term thinking’ (Amazon, 2022). In regard to the sustainability, Amazon has recently developed its sustainable project called ‘The Climate Pledge’, which contains the company’s commitment to a greener future and an invitation for other organisations to join the cause (Amazon, 2022). Amazon’s commitment is split between multiple current issues that the world is facing. One of the biggest sustainable goal that Amazon has is to become carbon neutral by 2040, meaning that the company wants to reduce its current carbon emissions from its daily operations to 0 within the next 18 years (Amazon, 2022). A more approachable and short-term goals of Amazon is to operate entirely on renewable energy by 2025 (Amazon, 2022). Moreover, another commitment that Amazon made within The Climate Pledge is to transform 50 % of the shipments in carbon neutral shipments by 2030 (Amazon, 2022). In addition to this, by the same year, 2030, Amazon is committed to deploy 100,00 custom electric delivery vehicles (Amazon, 2022). Furthermore, Amazon has set two Funds, one which has long-term goals, and it is known as Climate Pledge Fund, and one which has short-term goals known as Right Now Climate Fund. 
To be able to fairly and critically evaluate how Amazon is delivering on its commitments towards sustainability, the RED critical thinking model will be applied. RED model is built on three steps, which are the recognition of the assumptions, the evaluation of the arguments and the draw of conclusions (Wulandari, Baedhowi, Hindrayani, 2020). 
The assumption of the report are the fact that Amazon is constantly delivering on its values and beliefs towards a sustainable future. Amazon’s customer obsession, passion for invention, commitment to operational excellence and long-term thinking can be found in the company’s climate pledge and it can be assumed that the pledge has been formed as a way in which the company can be in accordance with its principles. The assumption can be made because the pledge involves a number of commitments which are long term, as their value of long-term thinking, inventive, as the company is constantly searching for ways to reduce the carbon footprint, excellence, as Amazon is a global leader in retails and the company is committed to a greener future for its customers. 
The evaluation of the arguments is the second part of the RED critical thinking model. This section is looking to evaluate the actual proof of commitment on behalf of Amazon for the sustainability, and to assess whether the information provided by the company is accurate or if there are other arguments that contradict the assumptions. A first argument is made by the Amazon staff, which are saying that Amazon is offering its customers a more sustainable experience, and that the company has gained multiple Carbon Neutral certifications for its label of ‘Compact by Design’ which is a range of sustainable products (Amazon Staff, 2021). Moreover, Amazon promotes the upcycling by selling pre-owned products to reduce the global waste (Amazon Staff, 2021). In addition, Amazon declared that in 2020 the company has been the biggest buyer of renewable energy, and the operations were managed on 65% renewable energy (Amazon, 2022). In regard to the renewable energy, the company is also the company with the biggest investment in renewable energy in the world (Amazon, 2022). In the Amazon Sustainability Report for 2020, the company also shared the fact that approximately 100,000 electric vehicles have been purchased which will be on the roads by 2030 (Amazon, 2021). Moreover, in 2020, Amazon was able to deliver around 20 million packages in North America and Europa by using electric delivery vehicles (Amazon, 2021). All the actions and arguments made by Amazon in regard to the company’s sustainability actions have been investigated and confirmed by Moorhead for Forbes (Moorhead, 2021). Moorhead (Moorhead, 2021) claims that Amazon’s actions are even more significant because the company is a giant and one of the most successful and biggest companies that exist in the world, and each small achievement towards a more sustainable process has an actual big impact on the planet because of how wide the Amazon operation is around the globe. 
However, these are arguments made by external sources of Amazon that contradict the company’s reports (Baram, 2021). One major argument against Amazon’s actions has been the fact that the company is only providing information about the products sold by Amazon, while Amazon is in fact a reseller of many other brands that do not appear to be in any report, which makes the company’s affirmations to be questionable. Another different opinion that Amazon’s over the company’s sustainability is the fact that the certifications gained by Amazon are not a reflection of the sustainable approach that Amazon sustain, as there are lots of missing information such as Key Performance Indicators that must be aligned with the Sustainable Development Goals (Forthomme, 2021). Moreover, the fact that Amazon continues to work closely with oil and gas companies goes directly against the Climate Pledge that the company made in 2019 (Forthomme, 2021). Another concern over Amazon’s operations is the fact that the company is the world’s largest carbon emission company, and Amazon just recently shared its emissions, before the creation of the pledge (Gunther, 2016). Given this, it seems that the company did not take into consideration that its constant expansion will be the source of even more carbon emissions, and without a proper plan, the company’s goal to become carbon neutral by 2040 does not seem reachable (Beslik, 2020). Another argument that contradicts Amazon’s statistics is represented by the fact that the company is destroying weekly more than 100,000 unsold products instead of selling them, which produces a lot of waste (Environment Maine, 2021). 
The final part of the RED critical model is to draw conclusions based on the evidence presented. Even though Amazon shows a lot of interest in becoming more sustainable and it is proud to be a global leader in multiple aspects, the statistics and goals presented are contested by many reliable sources. While the assumption is that Amazon uses its vales to become more sustainable, the evidences tend to prove that the company is using its values and position on the market to hide the fact that the Climate Pledge is missing a few important pieces of information. 
3. [bookmark: _Toc105626774]Conclusions
The report was meant to critically analyse how Amazon’s attitudes, beliefs and values contribute to the company’s path towards sustainability. From the introduction, it has been addressed the importance of the sustainability in today’s world, and it has been argued that multiple companies are looking to become more sustainable. 
Amazon’s values and beliefs are at the centre of the company’s Climate Pledge, where the company has initiated the actions that will transform the company into a sustainable one. By using the RED critical thinking model, it has been proved that even though Amazon has all the intention in becoming sustainable and delivering on its values and commitments to the planet and people, the incomplete information provided by the company makes it difficult to assess what is Amazon’s actual position. 
In conclusion, Amazon puts its values at the base of every action, however, because the company is such a successful leader, it can be argued that the company is not as greener and sustainable as they want to appear in public. 
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Task 2
HOW INDIVIDUAL’S BELIEFS, ATTITUDES AND VALUES IMPACT ON WORKPLACE BEHAVIOUR

1. [bookmark: _Toc105710530]Introduction 
Tesco Plc is a United Kingdom based retailer which operates internationally. The main operation revolve around product retail, but Tesco also offers other services such as financial services or mobile services (Tesco Plc, 2022). Tesco Plc is considered to be a leader on the United Kingdom market in the retail department, and it currently employs over 345,000 people to help the business (Tesco Plc, 2022). Tesco Plc is also a symbol of the United Kingdom (Tesco Plc, 2022). Tesco Plc operates with only one purpose, to serve its customers, communities and planet a ‘little better every day’ (Tesco Plc, 2022). Tesco Plc created its own set of values that represent the core of the way the company is conducting its business. Tesco’s values are ‘no one tries harder for our customers’, ‘we treat people how they want to be treated’ and ‘every little help makes a big difference’ (Tesco Plc, 2022). The first value, ‘no one tries harder for our customers’, refers to the fact that Tesco wants to actively listen to its customers in order to understand them and their needs, be the ones that can fulfil those needs and the ones that can act in a responsible way for the communities by constantly innovating their services (Tesco Plc, 2022). The second value, ‘we treat people how they want to be treated’ represents Tesco’s acknowledgement that every employee and customer must be treated with respect and the company encourages every employee to trust, respect, listen, and support each other and share knowledge and experience that can be valuable (Tesco Plc, 2022). The third value, ‘every little help makes a big difference’ refers to all the little actions that Tesco is constantly making to ensure that they deliver great services and help the communities, such as reducing the food waste at a global level, encouraging a healthy lifestyle, offering sustainable and affordable products and services and make constant positive contributions towards charities all over the world (Tesco Pls, 2022).
The report is looking at how relevant management theories are impacting the beliefs, attitudes and values of Tesco in the context of the workforce and sustainability. Within the report, two management theories will be applied, one classic theory such as Fayol’s theory, and a modern theory, the Herzberg theory. Both of them will be critically evaluated within Tesco by using the RED critical thinking model, to offer a better understanding of the impact that these theories have over Tesco’s employees and sustainability. 

2. [bookmark: _Toc105710531]Findings 
Tesco’s values are very important for the company, and the organisation is trying to apply all of its values in every aspect of the business. This report will mainly look at how the three Tesco values are implemented in conducting the workforce and in conducting the sustainable initiatives. 
A classical management theory that is relevant for Tesco Plc is the Fayol’s theory, which can be also recognised as Fayol’s Five Functions of Management. Fayol’s theory is known and used by organisations that want to create a sustainable employee engagement (Conkright, 2015). Fayol created the Five Functions of Management to offer managers an overview of the actions that they must take to enable a sustainable employee engagement within their companies (Mind Tools, 2022). The five functions are plan, organise, command, coordinate and control (Mind Tools, 2022). The planning phase combine multiple action plans based on the company’s resources and current or future trends (Mind Tools, 2022). The organising phase is focused on the induction and training of the employees, as well as work delegation between the team members (Mind Tools, 2022). Moving into the commanding phase, the essential aspect here is that the managers must be aware of the strengths and weaknesses of each employee in order to be able to further delegate the work in a way that will increase the employees’ engagement and their productivity (Mind Tools, 2022). The coordinating phase refers to the importance of acknowledging the employees’ needs as a company and to ensure that the employees receive all the support that they need in order to perform their job at the highest level (Mind Tools, 2022). The last phase of the Fayol’s theory is the controlling phase, where it is suggested that a great leader is constantly checking and evaluating the processes in order to ensure that they are constantly updated (Mind Tools, 2022). The best part of the Fayol’s theory and what it makes the theory to still be used nowadays is the fact that Fayol promotes a throughout planning that will allow managers to understand their employees and their emotions, and by knowing that, they can easily delegate the work and form the teams to create a highly productive workforce and a sustainable employee engagement (Mind Tools, 2022). On the other hand, there are also a few criticism of the theory, such as the fact that it is too prescriptive or inhuman as it does not allow any type of feedback on behalf of the employees (McNamara, 2009). 
The RED model is a critical thinking model which helps to significantly analyse the arguments available to make a correct decision over any assumption (Pearson, 2013). The first stage of the Red critical thinking model is to recognise the assumption. Given this, by implementing Fayol’s theory to Tesco Plc, the organisation will be able to create a sustainable workforce and be able to deliver on its own three values of ‘no one tries harder for our customers’, ‘we treat people how they want to be treated’ and ‘every little help makes a big difference’. Fayol’s theory will help Tesco to better plan the work processes in accordance with the understanding of the employees’ skills and needs in order to create a sustainable business moving forward, because the current relationship between the company and the employees is not a good one (Simpson, 2021). This is because Tesco Plc lost an important legal battle between the company and previous employees for the conditions at work, and for the inequal pay that the company used to offer (Simpson, 2021). 
The second stage of the RED critical thinking model is to evaluate all the arguments that are for and against the assumption, and the evaluation will be made based on the information found and its credibility (Pearson, 2013). Tesco applied Fayol’s theory to develop and produce the company’s well known the ‘Little helps’ plan. Tesco’s Little Helps plan refers to the company’s goal to become more sustainable in every aspect of the business. For example, within the Plan, Tesco shared that the company’s major goal is split in multiple achievable goals in four categories: people, product, planet, and places (Finance for the Future, 2019).   The people category refers to the staff’s skills and employment, diversity, inclusion, human rights, health, safety and well being (Finance for the Future, 2019). The next category, product, is focusing on food waste, packaging, health, diets and animal welfare (Finance for the Future, 2019). The third category, planet, makes reference to the agriculture, climate change, marine and forests (Tesco, 2020). Lastly, the plan’s fourth category, places, has one only goal, to support the local communities (Tesco, 2020). Tesco is committed to apply its values in each category to achieve sustainable goals such as reducing the food waste or create a more sustainable and inclusive environment at work (Finance for the Future, 2019). Moreover, this initiative has been appreciated and awarded for its sustainability, innovation and leadership at the Finance for the Future Awards in 2019 (Finance for the Future, 2019). Moreover, apart from the public acknowledgement of Tesco’s effort to create a more sustainable environment, Overstreet reported in 2021 the fact that Tesco is a leader in the United Kingdom for using sustainable packaging (Overstreet, 2021). This is just an example of the fact that Tesco is constantly working towards achieving every goal in each of the categories. In addition to this, Tesco has a fruitful partnership with World Wide Fund for Nature, one of the biggest charity organisations in the world that fight constantly to preserve the wild life on the planet (WWF, 2021). Tesco has recently re-signed the partnership for another four years, and within the 4 years, Tesco and WWF want to help Tesco’s customers to eat healthier and more sustainable, to restore nature in food production and to eliminate waste, especially food waste (WWF, 2021). All the arguments in favour of the assumption have been collected from some of the most credible sources, such as Finance for the Future Awards and WWF, one of the biggest charitable organisation in the world. 
Looking at the arguments against the assumption, there are a few topics to consider. While the arguments in favour of the assumption are focused on only two out of the four categories on Tesco’s Little Helps plan, such as Planet and Product, the arguments found against the assumption are touching the other two categories, People and Places. Bowdren et al. (Bowdren et al., 2017) argues that Tesco’s Little Helps Plan comes as a response to the issue that happened in 2017. In 2017, Tesco has been fined £8 million because of breaches of environmental and safety laws and regulations (Bowdren et al., 2017) in 2014. The breaches were caused by a petrol station that lost 23,500 litres of petrol which were spilled in sewers and the Irwell River (Bowdren et al, 2017). This accident caused the community to leave their homes, and many people from the local community complaint of headaches and sickness, and all the fish from the river has been killed (Bowdren et al, 2017). However, the reason why Tesco has been fined was not because of the accident, but for the company’s poor response in give emergency attention and help to the residents, and for not reporting the issues until too late (Bowdren et al, 2017). To contradict Tesco’s Little Helps Plan, Smith argues that the sustainability pledge is only a scam to take more money from the investors, while the sustainable goals are not ambitious enough, and they cost way too much compared to similar British retailers such as Marks and Spencer or Waitrose (Smith, 2021). In addition, Tesco has been accused of not being able to pay its workers not even the minimum wage, and the company lost the legal battle against former employees that claimed that there are lot of discrepancies in equal payment (Nazir, 2020). 
The final step when applying the RED critical thinking model is to draw conclusions based on the arguments presented. Tesco is undoubtable making progress towards becoming more sustainable and create an engaged workforce. While the assumption is correct and Tesco is able to deliver on its values if the company’s applies Fayol’s theory in every aspect of the business, it actually depends on Tesco to ensure that the company is able to achieve not only its sustainable goals, but also to create a more effective workforce. Since at the moment there are issues with the employees and with their payment, Tesco must focus on making its employees happy before trying to achieve other sustainable goals. However, the sustainable goals are easy to achieve because of Tesco’s partnership with WWF which offers support to the company. 
Because what is missing from Tesco’s sustainability plan is the good relationship with its employees and a higher level of engagement is now needed from Tesco’s employees, the modern management theory of Herzberg will be applied to find a way to fulfil Tesco’s current need. Herzberg theory is focused on two types of factors: motivators and hygiene factors (Parikh, 2018). The motivators refer to things such as workplace recognition or growth opportunities, while the hygiene factors refers to more formal things such as work conditions (Parikh, 2018). While the Herzberg theory is known from its advantages such as employee motivation from within the company, the theory is also criticised that does not pay attention to any external factors that might affect the benefits that a company can offer to its employees (Parikh, 2018). 
By applying the RED critical thinking model to Tesco Plc, the assumption is that, by implementing Herzberg’s theory, Tesco will be able to fully deliver on its values and to create a sustainable and engaged workforce. 
The arguments for the fact that Tesco will try to offer more factors to the employees to grow their engagement are both for and against the assumption. The positive fact is that Tesco decided earlier this year to allocate £200 millions for the workers for benefits that will include new training, different allowances for what the employees need or want (Pugh, 2022). Moreover, starting form next month, every employee will see a 5.8% raise in their salary, as a thank you gesture on behalf of the company for all the employees’ efforts to be productive and help Tesco to maintain its leader position on the market (Pugh, 2022). 
However, the arguments against the assumption are made on the fact that Tesco is trying to promise other benefits to its employees and a pay raise after losing the legal battle when the company has been accused on inequal pay between men and women and discrimination at the workplace (Simpson, 2021). 
The conclusions from here is that if Tesco will apply the pay raise and will identify the other needs that its employees has and deliver solutions for those needs, the company will be able to avoid future legal battles, will be able to create a meaningful and engaging relation with its employee and will be able to overall deliver on its values and achieve all the sustainable goals. 
3. [bookmark: _Toc105710532]Conclusions
The report has been focused on how management theories can help Tesco to deliver on its values and achieve its organisational goals. To have a clear analysis of Tesco, a classic theory and a modern theory have been applied to the company by using the RED critical thinking model. The classic theory was Fayol’s theory which promotes the planning and the organisation with the company, and it has been successfully implemented only on half of the Little Helps Plan of Tesco, the plan which refers to the community and planet. However, the workforce issues were not able to be solved by using Fayol’s theory, so the modern theory, the Herzberg theory, has been applied. The result of the Herzberg theory application to Tesco was that the company may be able to recover its relationship with the employees. 
In conclusion, while Tesco is facing certain criticism for the way the company used to treat its employees, the Little Helps Plan can be fully achieved if the company will continue to improve and to invest in the wellbeing of its workforce. 
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