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The report was analysing if ethical and sustainable practices have any impact on Customer Relationship Management at Tesco. Even though Tesco is not considered one of the most ethical companies due to their issues with the suppliers and human slavery, this didn’t impact the Customer Relationship Management, as the company still remains the market leader. When looking at sustainability, the retailer has multiple great initiatives, such as the awareness and introduction of the circular economy. However, these are not impacting the Customer Management Relationship. 
From the research, it was concluded that none of the practices are having a huge impact over CSR, as the main reason for Tesco’s success is the Clubcard loyalty scheme. 
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This report has been requested to be included in Tesco’s online journal by the Chief Executive Officer of Marketing Week, as an overview of the research conducted by Tesco’s CEO and the rest of the team in regard to Tesco’s ethical trading and sustainability policies impact over the organisations’ Customer Relationship Management performance. The report is due for submission on the 25th of February 2022. 
The report will investigate Tesco’s Customer Relationship Management in three main areas: ethics, sustainability and segmentation and loyalty ladder. The purpose is to identify if the performance of Tesco’s Customer Relationship Management is impacted by any of the areas to be able to identify if the impact is positive or negative and to further recommend solutions for improvement. The report will also look to compare the three main areas with the same areas from different competitors, to identify Tesco’s position on the market. 
At the time of the report, Tesco is the only leading British retailer in 2021 (Statista, 2021) by brand value, with £7.68b value. At the same time, Tesco is leader on the market share, with 27.9% of the market (Hill, 2022). The company employs more than 330000 people and its product portfolio includes, but is not limited at, food, beverages, clothing, appliances, financial and telecommunication services (Bedford, 2022). Even from these numbers can be deducted the fact that Tesco is in top preferences when it comes to groceries and the customers always return to Tesco, in favour of other retailers on the market. 
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The concept of business ethics refers to actions, policies and practices that can be considered morally right or wrong by the society (Schroeder, 2018). It is important for an organisation to work under ethical policies and practices not only to avoid legal issues, but to create a good reputation in the marketplace, amongst customers, shareholders, suppliers and employees that can help the organisation to build strong relationships with each of their stakeholders and that the partnership to be mutually beneficial, and by being an ethical company, the Customer Relationship Management can be improved (University of Maryville, 2022).
Tesco is operating under clear policies states in the company’s Code of Business Conduct and Ethics, which is based on the company’s cultural values. At the beginning of the code, Tesco’s President and Chief Executive Officer is underlining the importance of the code and shares that the company’s values ‘must never be compromised’ (Tesco Corporation, 2016). This sets the tone on the way that Tesco conducts their business, and furthermore, how the company is treating its stakeholders, as the leader is advising its personnel to not violate the Code under any circumstance, as unethical actions might have consequences over the company’s image. 
The centre of Tesco’s focus is represented by the customer, as all Tesco’s actions are made to improve the relationship with the customer, and the Customer Relationship Management, by protecting their data, offer high standards of products and services under clear prices and clear advertising (Tesco Plc, 2022). To be able to offer the best service to the customer, Tesco is applying the same policies to the rest of the stakeholders. Tesco is an advocate for the human rights and is a retailer that takes inclusivity and diversity very seriously, as they encourage everyone to apply to become a colleague (Tesco Careers, 2022). Moreover, Tesco promotes healthy and long-term partnership with its own suppliers, not only to increase the profit of both the store and suppliers, but to also offer another example of the importance of strong relationships to Tesco’s customers (The Grocer, 2019). 
The company’s Code of Business Conduct and Ethics and the care that the company is showing for every stakeholder represent the fact that Tesco’s ethic is built based on the corporate stakeholder theory, which states that a company is considered socially responsible is they take into consideration every stakeholder while operating (Freeman, Dmytriyev, 2017).
Three ethical policies of Tesco were awarded in 2019 the best rating in ethics by the Ethical Consumer (2019), these being ‘Our Approach to Human Rights’, ‘Modern Slavery Statement’ and ‘Supplier Code of Conduct’ which can be used to strengthen the moral image that the company is trying to build in from of the customer to improve the Customer Relationship Management. After further investigation, however, the award has been withdrawn as multiple sources came forwards with proof that Tesco has engaged in unethical behaviour in the past and the company was under investigation for many years. One of the sources is represented by Moyo (2016) which reported on Tesco’s behaviour towards its suppliers, as the retailer did not respect the contracts and failed to pay the suppliers, causing major damage to the suppliers’ businesses and way of operating. Another source is Reuters (2020) which reported that in other countries, such as Malaysia, Tesco is known to practice modern slavery, and the staff is often abused, especially the migrant workers. 
By analysing the impact that their action had over the Customer Relationship Management, Bedford (2022) showed that Tesco is still the favourite retailer in the United Kingdom, and the customers are still supporting the company, sign that the scandals did not affect the retailer’s relationship with its customers. 
Looking at the ethical behaviour of Morrisons, one of the direct competitors of Tesco, the store is considered to be an innovator in what ethics means, as the organisation engaged in new scheme to encourage the employees to speak freely about any issues, especially working condition and poor pay, and considers that if the employees are happy, they will be able to deliver excellent customer service and they are the tool to improve the Customer Relationship Management (McDonald, 2008). 
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Gelski (2022) recently reported that the sustainability has a direct impact in creating and improving Customer Relationship Management, based on the most recent survey where more than 1000 consumers stated that they are ready to pay more for a sustainable products and that they prefer to buy their groceries from supermarkets that actively promote the sustainability and have a wide range of sustainable products, as well as they are paying attention to other sustainable practices such as food waste, recycling and plastic consumption. 
Another study conducted by Muller (2014) shows that is a retailer is focused on sustainability and is actually working towards becoming more sustainable, there is a higher chance to attract more customers and to engage them into practicing the same sustainable actions, all while improving the Customer Relationship Management. 
Tesco’s vision towards sustainability and their sustainable actions are combined in the company’s Little Helps Plan, which is a framework used to establish the retailer’s sustainable goals and track the progress every year (Tesco Plc, 2022). The framework is divided in four areas: People, Products, Planet and Places and Tesco is working towards solving general issues such as diversity and inclusion at the workplace, health, sustainability practices and awareness, climate changes and food poverty. Tesco’s sustainable goals are in accordance with the Sustainable Development Goals, knowns as SDG’s, which represent a collection of the most important 17 goals that are set by the United Nationals General Assembly to be achieved by 2030 by everyone, including countries, companies and customers (Tesco Plc, 2022). At the same time, the company had adopted other policies, such as the European Commission Circular Economy Action Plan, which aims at creating awareness within the society of how to integrate the circular economy in day-to-day life, by using recycled product more often and learn how to recycle to increase the duration of life of every product and use less of the earth’s resources (Calzolari, Genovese, Brint, 2021). 
As part of European Commission’s Action Plan to integrate the circular economy in the society, Tesco introduced in 2020 a new project in partnership with Loop to deliver online grocery deliveries in reusable packaging throughout the entire country, with the purpose of cutting down the plastic and other single use material, and the trial is now available in ten of the Tesco’s store, with the intention to be extended (Tesco Plc, 2022).
Moreover, in line with the SDG’s, Tesco has other important project in progress. One is the fact that the retailer starter to add environment impact warning to the food, to create awareness between its customers in regard to the item’s impact on the environment, such as climate change, marine impact and agriculture (Szajna-Hopgood, 2019). Furthermore, Tesco was the first retailer to engage in science-based emissions reduction targets with the company’s supply chain, and the retailer will collaborate with Santander to offer sustainable and preferential financing rates to its own suppliers, based on cardon data, emissions and progress towards sustainability goals (Moore, 2021).
By looking at Tesco’s competitors and their interest and actions towards sustainability, it was visible the fact that Tesco is not the only retailer that wants to create a sustainable supply chain, as Morrisons is taking direct action as well (Perrett, 2021). Morrisons started its journey toward SDGs with their project Manufacture 2030, which represents the brand’s commitment to lowering the amount of carbon emitter by its supply chain. Morrisons offers guidance and training for its supply chain to learn how to operate on lower emissions, be more careful at how much energy they are consuming and learn how to generate renewable energy, as well as waste trainings to be able to use more recycled resources and to lower the cost productions. 
While Tesco and Morrisons are looking to educate its supply chain and to be more thoughtful with the planet changes, Asda focused on educating its customers to increase their Customer Relationship Management. In this way, Asda innovate the sustainable actions by opening a fully sustainable store, which focuses on waste reduction, plastic reductions and an entire strategy of educating every customer about the importance of a sustainable future (FigueIra, 2020). 
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The market segmentation is a tool used by companies to promote their products or services to the customer that they are created for (Jashaliya, 2022). The tool involves to group customers based on different criteria such as age, gender, preferences, needs or habits. 
Tesco uses multiple ways of segmentation, but the most known target is the ‘everyday person’, which represents the first audience that Tesco has since its opening, and this involves affordable products and services at a decent quality, while Tesco is a store that meets multiple needs (Baker, 2012).
However, since the traditional marketing is used to mainly attract everyday customers, the focus point of the company is represented by the Tesco Clubcard loyalty scheme. This is the major and unique tool for the company because it allows data collection in regard to in-depth factors such as wish lists and most viewed products, which allows the company to analyse the data and to create personalised offers for the members of the Clubcard. The loyalty scheme is one of the most successful in the UK, as Tesco is able to use data worth billions of pounds just to increase their revenue by offering its customer exactly what they need (North, 2021). The Clubcard was and will remail the most useful tool to make the customer ascend on the loyalty ladder, and to become advocated of the brand, as the customers feel understood (Dunhumby, 2022). This makes Tesco able to keep its position as leader on the market share, especially because it has access to data that none of its competitors can access (The Guardian, 2003).
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In conclusion, Tesco has a clear advantage on the market due to the company’s policies and practices. While Tesco’s ethical actions does not have a clear impact over its Customer Relationship Management, the company’s sustainable practices are becoming more interesting for the customer, although behind the company’s success is Tesco Clubcard and the access that this loyalty scheme is given to an infinite amount of valuable data. 
Compared to other competitors such as Morrisons and Asda, even though all three retailers might share the same set of values and actions, Tesco remains a leader on the market share because the company can offer more to its customer and meet their needs better than others. 
To give a proper conclusion to the research in regard to the impact that the ethical and sustainably policies over the Customer Relationship Management at Tesco, the results showed that none of them have a high impact, because customer will continue to shop at Tesco even though the company has issues with its supplier or is not fully sustainable, which is not the case, as the company is still intensely focusing on these aspects. 
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Since Tesco is leader on the market, there are not many recommendations to be made, especially because the ethics and sustainability policies does not affect the Customer Relationship Management in a significant way. 
The recommendation will be for Tesco to keep focusing on being ethical and sustainable even though they do not impact the sales of the revenue, because their image is still important, as well as the company’s relationship with its suppliers, with whom they had past issues. 
In regard to their competitors, Tesco and Morrisons seem to work towards similar goals, especially from a sustainable point of view, but Asda tries to focus more on the customers and not suppliers. This can be a possible opportunity for Tesco to try and divide its focus towards customers too, to better understand if this will have any impact on the profit of the company and not rely so much on the Clubcard scheme but try to think about other actions that might make the customers satisfied and improve the Customer Relationship Management. 
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