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[bookmark: _Toc77952637]Introduction
This article will be about discussing the ethical policies and practises of the supermarket Tesco and how they influence and impact customer experience. In addition, the definition of ethics and sustainability will be addressed, including a critical discussion of the quality models, Deming’s 14 Point Plan for Quality Management and Juran’s Three Step Quality Plan, and their pros and cons.  Further investigation will look into concluding the impact of ethical and sustainability policies, and highlighting the findings and conclusion sections of the report. With supermarket giants like Tesco having more opportunities to engage, listen and meet the needs of their customers, this clearly reveals how Tesco has a greater potential in generating desired effects that positively impact not only their organisation but the environment and customers themselves.

[bookmark: _Toc77952638][bookmark: _Toc76932873][bookmark: _Toc77007283]Investigate the Ethical policies of a Retail supermarket and how it impacts on customer experience. 
[bookmark: _Toc77952639]What is Ethics?
The simple term of ethics is defined as doing the “right” thing, the “correct” thing, and is concerned with producing acceptable standards and adhering to fair and just principles (Fannin, 2021). Unethical practices are the complete opposite. Due to expanding and competitive industries who are pressured in meeting strict, performance objectives, indirect and intentional unethical practices can occur that can threaten and impact the ethical reputation of a supermarket, and therefore generate global unrest, distrust, and growing loss of faith in a supermarket brand. Lucy Adams defines the three components of ethics as Human values… which include the care of employees and workplaces, fair advertising... fair handling of investors, shareholders and partners and compliance with market competition, and abstaining from all forms of discriminative behaviours which stem from the adherence of ethics in relations to customers, suppliers and other relations (Adams, 2017).
[bookmark: _Toc76932874][bookmark: _Toc77007284]According to CIM (CIM, 2016) and Hayes, ethics is concerned with promoting sustained standards of conduct, and not concerned with driving a singular aim or fixed set of philosophies (Hayes, 2020). But what are these ethical standards of conduct? The components of ethical policies can be defined into separate directives such as acting with ethical competency to meet the client’s interests, and that all professional activities are encouraged with critical thinking and care. Tesco PLC does its best to train and observe colleagues to a capacity where they can make independent choices to generate a continuous ethical revenue to their stores. Tesco work within a framework that conform to strict HR practices. The HR Managers directing the core ethical policies in all their stores. Tesco PLC defines itself as a business that is an encouraging contributor to society. ‘Every Little Helps’ is their mission slogan that is emphasised on their advertisements. Spink’s assessment of Tesco relays the notion how ‘the tiny things add up to a big difference’ can be transferrable to Tesco’s ethical strategies. When everyone practises ethical strategies, no matter how small, it makes a big difference to the business. (Spink, 2021) Examples of ethical polices that Tesco practises is how Tesco is not known for offering deceptive predatory pricing to lure in their customers. All issues are handled at the customer service desk, where the statutory rights of a customer are not affected. If any item is mispriced, it is down to the discretion of the Duty manager to intercept any unethical and illegal pricing practises occurring inside the store. The regulations exist to safeguard both the consumers and the organisation of Tesco. Tesco’s goal to assure fairness is not only seen on its customer service desk. For example, on the TescoPLC website, it states how the British milk suppliers get a fair paid deal for every pint of milk that Tesco buys, “with a price above the cost of production for their fresh milk, so even when the price of milk is dropped for customers, the farmers always get paid the same.” (TescoPLC, 2021). Tesco’s passion for ethics in their pricing assures how consumers get what they deserve from businesses who care about fair trading, safety, honesty, justness and equality. 
Unfortunately, Tesco has been recognised by the media as an example of a supermarket who has been guilty of indirectly supporting modern unethical practices, such as knowingly delaying payments to suppliers, and breaking the business code of conduct to safeguard grocery suppliers and putting them at risk (Simpson, 2016). Such accounting misdemeanour has damaging consequences to their suppliers and shows how ethics were not being practised nor prioritised. In addition, Tesco has been found to be indirectly supporting ‘slavery rings.’ Danyal Hussain from the Daily Mail reports how a supplier of Tesco was caught using slave labor following a three year police investigation. Over ‘400 victims’ worked for as little as 50p per day, forced to work menial jobs for farms, rubbish recycling centers and poultry factories.” (Hussain, 2019). Daily Mail further reports how "the supermarket chains… said they did not know the workers were being exploited.” Over £2m was pocketed by the illicit gang who over five years lured hundreds of their countrymen to England with the promise of a better life, only to steal their pay packets and benefits, and force them to work menial jobs such as recycling plants, warehouses, farms or poultry factories (Hussain, 2019). Such behaviour is horrific and unacceptable which is evidenced by America Marketing Association’s reputable system of ethics. AMA illustrates how “Marketers shall uphold and advance the integrity, honour and dignity of the marketing profession, by being honest in serving consumers, suppliers, distributors, and the public.” (AMA, 2016) The impact of Tesco being associated with reprehensible behaviour, even indirectly is a mark of shame, as it suggests that Tesco associates itself with shady unethical behaviour, and those who buy from Tesco will be indirectly supporting those who are in association with shady, unethical behaviour. Competitive supermarket chains, are often negatively portrayed as being more concerned with profit than social sustainability of their supply chains, and these stories of exploitation can impact customers and therefore reinforce the negative bias, and cause them to shop in more ethically minded places who give back to the community rather than those who exploit the vulnerable. 
To conclude, ethical policies are put in place to provide a framework to create and sustain ethical practise, and prevent targets from being manipulated by those who are in a position of authority to abuse power and cause harm. CIM asserts how all Consumers’ have rights: To choose. To be informed. To be safe and to be heard. Any discovery that suggests how a business practises low ethical behaviour impacts how it is perceived by consumers, leading to negative repercussion, scandals and possible loss of revenue. 
[bookmark: _Toc77952640][bookmark: _Toc76758985][bookmark: _Toc77007286]Investigate the Sustainability policies of retail supermarket and how it impacts on their customer experience. 
Kotler defines ‘ethical marketing’ as the foundation of sustainable marketing (Kotler, et al., 2017). But what is sustainable marketing? Sustainable marketing can be defined as a product or service that respects the social aspect of the environment. Sustainable marketing has a goal of promoting products/services which aim to meet the requirements of consumers, whilst having no negative affect on the environment for future generations to come. It can then be therefore suggested that sustainability performance has a heavy impact not only on the financial results on a business, but on the future, ecological balance the business resides within.
Doug McMillon, the CEO of Walmart is an individual has focused his attention on sustainability policies in supermarkets. He has set up bold plans for 2025 for his supermarket to accomplish 100% recyclable or industrially compostable packaging targets.”  (Makower, 2016). Walmart's ambitious sustainability goals have become a milestone for rival supermarket giants to reach. Competitors like Tesco have made attempts to compete and reduce environmental pollution, encouraging environmentally savvy minded customers to shop in an environmentally friendly way in a multitude of ways. For example, some products require extra packaging for extra protection as they are so delicate. At Verdict Retail, they recognised how Tesco introduced a test of eliminating 45 product lines of plastic packaged produce in the Watford and Swindon Extra stores. The idea that consumers are heavily invested in going plastic free and put their interests in sourcing copious amounts of sustainably sourced household goods, all under one roof serves to define what supermarket giants like Tesco are aiming to achieve; and what environmental campaigners desire (Radojev, 2019). Getting the customers what they want and what they are looking for. With the supermarket sectors listening to its customers, and shifting to plastic free groceries shows how Tesco responds to feedback to generate a positive outcome for all. 
Sustainability can positively create worth to retail developments in a variety of ways. Brylewski reports how over “75% of retail purchases are still made in shops, and data suggests that for every 1% increase in “dwell time” – time spent in the shop – purchases increase by 1.3%.” (Brylewksi, 2017). Sustainability performance standards can aid in enticing customers to retail spaces, and encourage them to enjoy and stay longer. Knowing that supermarkets put a big priority on caring for the environments and encourage their consumers to support green campaigns generates a win-win outcome, as when individuals feel they are helping to generate positive change in their environment, and they are supported in doing so, it makes them more positive to shop at their chosen supermarket.
Tesco’s Big six is their simple performance measure for the whole business.  Sustainability is significant for Tesco as they are aware that if they remain to deliver a ‘better shopping trip for their customers” (TescoPLC, 2021), and encouraging and supporting the green community interests, they will ultimately achieve a stronger financial position amongst their competitors. ‘Customers recommend us and come back time and again...’ (TescoPLC, 2021). Tesco’s values then reflect their policies in their aptitude to care for their consumers by generating small, continued opportunities to help their local environment to generate positive change.
The negative aspects of some sustainable supermarkets are how costs are sometimes deceptive. Sometimes some products, such as second hand clothing at Asda are inaccurately priced or possibly dangerous as they have not been tested for future use demand. Unlike Asda, Tesco does not offer a second-hand clothing store. However, there are stores that offer recycling services. The quantity of stores offering such services are significantly reduced however, as recycling bins for clothing can also be ideal locations for arson attacks as they are usually situated separate from main supermarkets and they are unsupervised.

[bookmark: _Toc77952641][bookmark: _Toc76758986][bookmark: _Toc77007288][bookmark: _Hlk64221573]A ‘critical’ discussion of two quality models / theories that may assist in improving the customer relationship management (CRM) of an organisation. 
[bookmark: _Toc77007289][bookmark: _Toc77952642]What is Quality?
Pryor describes quality as the degree to which products, facilities, and dealings are free from deficiencies, constrictions, and problems  (Pryor, et al., 1998, pp. 2-3). While to Kotler, quality can be defined as having ‘no defects.” (Kotler, et al., 2017, p. 231). These two definitions carry a similar meaning that quality is associated with perfection. Quality management confirms how an organisation is dependable and fair on what they provide to others. One strategy that is used to measure quality is Juran’s Three Step Quality Strategy model. The components of this model are as follows: 1) Quality planning 2) Quality Control and 3) Quality Improvement Another Quality model is Deming’s 14-point plan.
[bookmark: _Toc77952643]Juran’s Three Step Quality Strategy Model
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(Juran, 1995) 
“Everyone wants to be better.” Joseph Juran promotes this message on Juran.com, the founder of the key quality theories. His beliefs stem from the need and belief that there is always room for improvement and in order ‘to be productive, everyone can and must be better…’ (Juran, 1995). This is why quality control is so important. Joseph Juran’s quality trilogy consists of quality planning, improvement and control.  As all businesses are rendered vulnerable to the impact of severe compensation of low quality products and services. It is why managers need to possess knowledge of how to manage for quality. The three processes of the quality trilogy start with the planning process of creating quality objectives. Developing product features which fulfil the customer needs. When the planning is completed, the processes are moved towards the operating services. Their speciality is quality control that concerns running the process, meeting the planned product. Establishing objectives and adhering to the system will prove that the process can meet the product goals (Juran, 1992). There are some cons for the Juran’s Trilogy model.
This program doesn’t always work for all companies as it concerns with adhering to strict policies. It has a higher success rate when companies adhere to strict framework. In terms of Tesco, Juran’s process for asserting strict sustainability policies and adhering to strict guidelines is a transferable asset that can be used in multiple retail departments when improving quality. Another con is how much time, effort and training is needed to implement the Juran trilogy approach and it doesn’t necessarily support a teamwork mind-set. In terms of Tesco, they need to allow additional training which may not be seen as a priority when employees at Tesco have other commitments to attend to. The Juran Trilogy Model fails when it is not understood and practised by senior management.



[bookmark: _Toc77952644]Deming’s 14 Point Plan for Total Quality Management
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Deming articulated how workers in an organisation are answerable towards 10-20% of the quality problems, and that the remaining 80 to 90 percent is for management (Reference for Business, 2021). He promoted the notion that it is better to get things done ‘right’ the first time, rather than fix the mistakes of errors that could have been prevented by following a strict framework. The cyclical process for repeated planning and testing improvement prior to full-scale implementation formulate plans for improvement (Deming, 2012). Lack of constancy of purpose to plan and deliver products and services that will help a company survive in the long term, emphasis on short-term profits. fear of takeovers, worry about quarterly dividends, and other types of reactive management, that promote fear and stimulate unnecessary competition among employees. In addition, having repeatedly changing management can make the system feels unsafe and unreliable (Walton, 1986). One of Deming’s 14 steps is driving out fear, after all, as fear can affect the quality of work. That is why quality checks can aid in driving out fear. (Aguayo, 1991) As long as a fear free environment can be sustained and maintained, everyone can feel safe to provide, contribute and confidently work in a place of relative safety. Economic loss is associated with fear in any organisation hence why it is a priority to stamp out instances where fear can arise, i.e. Tesco developing low quality products and services, and not having managers involved in the system to rectify problems that potentially arise. Deming was under the assumption that as people desire to do work correct the first time with no error, it is statistically proven that the system 80 to 90 percent of the time prevents people from doing their work right the first time (Deming, 2012). A major con of Deming’s quality check is how it is not suitable when approaching an urgent problem in the business that needs to be resolved immediately. Although it is thorough, it is much slower and time consuming. For a business that values time, Tesco is likely to prefer alternative methods of checking for quality.


[bookmark: _Toc77952645]Conclusion
To conclude, successful quality control is implemented in a business to avert problems and prevent difficulties from getting worse. Quality control is the examination part of the Quality Trilogy where employees link performance results with plans and fix the dissimilarities. By employing improved quality to their services and products with lesser cost, a business can obtain a larger market share, and provide more jobs for possible workers and keeping consumers happy. Sustainability and maintaining ethical policies are significant for Tesco as they are aware that if they remain in delivering a better shopping trip for customers, and encouraging and supporting the green community interests, they will ultimately achieve a stronger financial position amongst their competitors. In addition, knowing that supermarkets put a big priority on caring for the environments and encourage their consumers to support green campaigns generates a win-win outcome, as when individuals feel they are helping to generate positive change in their environment, and are actively supported in doing so, it makes them more positive to shop at their chosen supermarket.   

[bookmark: _Toc77952646]Recommendations 
 All businesses are directed to decrease their carbon footprint, decrease waste and therefore improve sustainability. Educating supermarkets such as Tesco on how to institutionalise improvements is vital to the success of sustainability goals and applying Deming and Juran models can create a framework that assures businesses contribute towards improving set performance indicators in a precise, controlled fashion. Sustainability is about upholding a certain level standard, in this case, strict ethical and environmental standards. Tesco is aware that all data collected belongs to the customer/employees and that they prioritise who can actively control their data. Having strict streamlined business procedures, means a business can work more efficiently, legally and therefore generating less waste and expending less energy. Creating a better name and reputation amongst environmentally savvy customers, and finally improving their position with future investors for the business.
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