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The following report will conduct a detailed exploration and identification of the different ethical policies and sustainability policies that concerns with a selected retail supermarket in UK such as Tesco Plc. In addition, the report will analyse and discuss the impacts of such ethical as well as sustainability policies on the customer services and experiences effectively. Lastly the implementation of two specific quality models for enhancing or developing the customer relationship management (CRM) at Tesco Plc will be thoroughly discussed in the following report. 
[bookmark: _Toc78770865]Investigation of ethical policies of retail supermarket 
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In general terms ethics signifies or depicts the sets of moral values principles, ideally the ones that affirm or relate to specific conduct, field or groups. Business ethics can be defined to be the specific form of ethics which are useful for examining the overall ethical principles, moral obligations pertaining to the business environment or business operations of an organization like Tesco Plc in the retail supermarket industry (Ferguson, et al, 2019). Business ethics sets specific ethical guidelines which the business and its employees must follow to oblige with the ethical compliance which a business must need in the respective market. An ethical business organization emphasizes upon the following core elements;
· Respect
· Honour
· Integrity
· Customer focus
· Result oriented 
· Fulfilling duties towards stakeholders 
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Tesco Plc is one of the market leaders and giants in the respective supermarket sector. Therefore, the business ensures that high ethical values and standards are set an executed through ethical policies. These ethical policies also have the potential of impacting the overall services and customer experiences. Some of the core ethical policies and their impacts on customers of Tesco have been identified as below;
Ethical policies
· The ethical policies in Tesco are heavily committed towards upholding the aspect of human rights as per United Nations (UN) Universal Declaration of Human Rights as well as the International Labour Organization (ILO) Core Conventions upon the working hours, standards or labour, as well as worker safety and health across workplace. In addition, in support of Human Rights, Tesco has also joined UN Global Compact, which is a specific initiative for organizations in aligning their strategies or operations as well as human rights principles along with environment, anti-corruption and labour. The policies also include ensuring that the supply chain is free of child labour along with prohibiting the evils of human trafficking or forced labour across the supply chains (Karim, et al, 2015).
· Through proper policies and protocols, Tesco also effectively focuses upon the safety of the customers or consumers by safeguarding of customer data through advanced system security. The company has a dedicated and committed Cyber Risk Committee governing and oversighting of the cyber risk and mitigation management plans and strategies.  In order to protect the IT system and valuable consumer data Tesco also focuses upon addressing the security vulnerabilities through installing of patches to that the overall network can be strengthened against malicious contents or unauthorized traffic.  
· At Tesco active and high corporate governance standards are met or fulfilled for mitigation of the overall reputational as well as the operational risks across the respective business. The company refrains from any kind of political donations. The work with other parties or government is seen to be limited to business and customer interests only. In addition, the company also ensures that the business operations in market are fully and purposefully compliant with relevant laws, protocols and regulations in UK as well as other foreign markets where Tesco operates 
(Shaw and Shaw, 2019). 
· Tesco also has high ethical standards for the staffs and employees. It is duty of staffs to fulfil the customer requirements of customers. In addition, the anti-corruption and anti-bribery policies of Tesco also prohibits such actions by the staffs or employees in the organization, starting from top management to front level staffs as well as across supply chains. This helps to main good ethical business standards for Tesco in market. 
Impacts on customers
The ethical policies of Tesco have a high impact on customer satisfaction and the perception of the customers towards the brand of Tesco. The compliance and upholding of policies of human rights, helps Tesco to have a good and positive impression on the customers, helping to develop the value of brand overall.  In addition, the policies of Tesco protecting the customer information and data also positively provides safety and security to the customers. This also helps in development of customer trust towards the brand. Lastly the strict ethical codes of standard for employees ensures that customer receive high service quality from Tesco staffs and employee at all times. This further helps in development of the experiences of customers across Tesco retail stores and supermarkets effectively. This also result in repeat purchases from Tesco consumers. 
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Sustainability in general terms focuses upon fulfilling the present or existing needs, without making any kinds of compromises on future generations abilities in fulfilling their respective needs. Considering business terms or perspective, sustainability identifies the ways in which a business should be conducted to eliminate the negative impacts on community, society or environment. 
There are four key pillars or components of sustainability as identified below;
· Human Sustainability: This aims to improve and maintain the human life and capital within a society. 
· Social sustainability: This aims in preservation of the overall social capitals through investment and creation of services effectually constituting the overall societal framework (Rezaee,  2016).
· Economic sustainability: It focuses upon maintaining and managing intact capital. In perspective of business economic sustainability pertains to maintaining of the profitability of the respective company over time. 
· Environmental sustainability. This focuses on preserving the environment, my mitigation of harmful impacts that business operations can have on environmental sustainability such as wastes, carbon footprint and others. 
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Tesco Plc is seen to be setting high standards within the supermarket sector through their commitment towards the sustainability policies. Some of the key sustainable policies and approaches undertaken by Tesco are mentioned as follows;
Sustainability policies and approaches 
· By launching the campaign of “By One to Hep a Child”, Tesco is focused upon delivering millions of meals to children by encouraging the customers to donate millions for feeding of deprived children across UK. 
· The sustainability policies are also focused upon tackling environmental issues such as pollution and climate change. For example; the organization is committed towards becoming zero carbon by 2050. The organization also partners with WWF for reducing the environmental impacts of food along with effectively mobilising the suppliers for reduction in food wastes, thereby effectively promoting sustainability (Bingham and Druker, 2016). 
· The organization has also invested nearly 900 million of GBP towards energy efficiency improvements, showcasing their dedication towards sustainable environment. In addition, the company also proposes to completely switching to electric fleet for product delivery by 2028 thereby reducing the carbon footprint and promoting environmental sustainability.
· The Tesco policies also ensure promoting sustainable livelihoods for the suppliers especially the small farmers in UK as apart of the sustainable approach and strategy of Tesco (Wood, et al, 2017).
· Tesco has been working with British Red Cross, from 2007, and have donated over 14.6 million for charitable work. The organization also works with charities such as Trussell Trust, FareShare and others for supporting redistribution of food across deprived communities in UK promoting sustainable living. Tesco has also partnered with Cancer Research UK, to promote knowledge and awareness of cancer and diagnosis across UK communities. 
Impacts on customers
The overall sustainability policies as discussed above help the organization to develop positive impressions on the customers and buyers in the market. The sustainability practices of Tesco that incorporates sustainability both socially as well as environmentally, makes the customers to feel valued and proud of associating with brand which implements sustainable measures. The consumers of Tesco feel satisfied for making valuable contributions towards the growth as well as development of the society, through their purchases from the Tesco supermarkets. This directly has a positive influence over consumers preferring to buy from Tesco than other brands in the market. In other words, the sustainability policies attracts consumers to make purchases from Tesco (Eastmure, et al, 2020). 
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In general business terms, quality is expressed to be the specific abilities of products or services of specific brand or organization in meeting the customer requirements and expectations from the respective services of products. Therefore, quality determines and identifies the overall degree to which the products have been successful in satisfying the expectations and requirements of buyers in market. 
The key components of maintaining and managing quality in a company are the following;
· Quality planning: This effectively focuses upon effective identification of the specific quality objectives, targets or goals of a company. This helps in determination of quality benchmarks and standards (AlHarbi,  2016). 
· Quality assurance: This directly reviews and assesses the overall quality of the process of manufacturing as well as delivering the different products, goods and services to consumers. 
· Quality control: This component ensures that all of the standards have been effectively fulfilled and helps to identify the quality errors or faults to achieve or attain higher quality performances. 
· Quality improvement: This focuses upon improving, developing and innovating methods or processes through which the overall quality can be effectively developed and improved in future for meeting market or consumer demands effectively. 
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The implementation of the models and theories of quality management is very important for Tesco Plc, for the purpose of improving the overall framework of customer relationship management (CRM), so that the quality of services, support or experiences delivered to consumers in respective supermarket can be significantly developed, worked upon and improved.  The models of quality management which can help Tesco to further develop and enhance customer relationship management (CRM) are highlighted as follows;
Total Quality Management and impacts on CRM
Total quality management (TQM), can be described to be the combined organizational effort from both top management as well as ground level employees in formulation of proper policies and strategies, which can be suitable for delivering higher product/service qualities to customers which can exceed the requirements and levels of expectations or satisfactions or the respective buyers. Therefore, by implementing TQM, Tesco can enable the employees to be focussing more on quality, and work hard to fulfil the service requirements of consumers. Since, the customer expectations and feedbacks can be said to be essential for formulat6ion and implementation of the newer strategies for quality services to customers, the implementation of TQM will be directly effective for Tesco in enhancing the framework of customer relationship management (CRM), in the organization (Hwang, 2015). 
Total quality management (TQM), effectively helps in having a proper understanding of customer expectations or actual needs. This can be very crucial and effective in designing and deploying of robust customer relationship management (CRM), for Tesco Plc. By implementing TQM and utilizing or using the customer feedbacks it is possible for Tesco to be highly capable of designing and implement a full proof process or system for collection of the relevant and valuable customer data and information, along with analysing and acting accordingly as per the needs of buyers in the supermarket sector. This effectively assists in ensuring that the customer relationship management (CRM), system or framework has being aligned with the behaviour of the customers so as to ensure that high quality of support is maintained for consumers through the effective and well-structured customer relationship management (CRM), system or process (Khabbazian, et al, 2020). In addition, it can also be significantly highlighted that, the use of the model of total quality management (TQM), is also important and necessary to make necessary changes to the services as per feedbacks of consumers. This may also require the proper collaboration of different organizational departments working together to achieve customer satisfaction by innovative strategies and approaches towards developing and managing the customer relationship management (CRM) within the company. In simpler terms by using TQM, it is possible for Tesco to understand, manage and cater to exact buyer requirements through well managed customer relationship management (CRM) systems. However, while implementing the quality management model of TQM to develop the customer relationship management (CRM), the management of Tesco must realize that implementing such a strategy or model will require meticulous and complex research and planning. Therefore, it is a necessary to capable of integrating the feedbacks of buyers and customers with the relevant plans and information, so that effective customer relationship management (CRM) strategies are developed by the organization to attain very high quality of support and service experience for buyers. This can also help Tesco Plc to significantly differentiate the overall presence, reputation, image or appeal and identity of the brand against the competitors in relevant operational market. 
SERVQUAL model and impacts on CRM 
SERVQUAL model emphasizes upon helping an organization to be capable of comparing the overall performances of the service quality with that the overall needs of customers regarding the service quality. Therefore, such a model is useful for Tesco to develop robust customer relationship management (CRM), as it helps the company to conduct an overall gap analysis regarding the performance of service quality and expected quality from the consumers in the market. This is also termed as GAP service quality model (KLONGTHONG, et al,  2020). 
In order to further improve and innovate the customer relationship management (CRM), SERVUAL model can help Tesco to identify five specific gaps which when rectified or addressed can help to deliver better service or support quality to consumers through the customer relationship management (CRM), systems and framework. These four specific service quality deficiencies or gaps are outlined in the following sector;
Gap 1: Gap of Management Perception
This basically the gap, which exists between the actual expectations of buyers or consumers and the perception that the management has on customer needs which creates a large service area gap. Therefore, while developing the customer relationship management (CRM), system. This gap can be identified and addressed by the management to know the customers better by effective market researches and survey. This can help to align the services and support exactly as per actual wants or needs of buyers of Tesco. This can help to develop efficiency of CRM in fulfilling consumer needs by delivery of precise and accurate support as expected or wanted. 
Gap 2: Gap of Specification of Service Quality
This gap usually arises due to the overall management inability and incapability of translation of the customer or consumer expectations into specific specifications of the service quality effectively. Therefore, while developing or improving the CRM system. To minimize this gap, Tesco can emphasize on defining thr service levels properly so that customer knows the exact services which will be delivered. In addition, to fulfil such a gap, the efficiency of CRM system can also be developed through regular updating of the standards of service level for customers. 
Gap 3: Gap of Service Delivery
This hap usually arises due to existing differences or dissimilarities between the standards, benchmarks and policies of service delivery to the actual service and support delivery for clients and consumers. This gap when mitigates can help to improve the efficiency of CRM systems to meet consumer satisfaction. To address this gap, Tesco must ensure that the supply and demand ate properly balanced along with cohesive teamwork of sales and support services to address and be responsive to the respective consumer queries, feedbacks or relevant complaints.
Gap 4: Gap of External Communication
This gap arises when the services or support quality as promised or advertised by the company fails to match the quality which is actually given or delivered to consumer segments. Therefore, for developing the CRM framework, it is essential for Tesco to advertise and communicate the expected services with consumers without any exaggeration or overpromising. This will also include repeated addressing and quick responses of the queries sent by consumers asking about services offered by Tesco (Haming, et al, 2019.). 
Gap 5: Customer Gap 
This is usually the gap arising due to dissimilarities among customer perception and the expectations. Therefore, to address this gap Tesco must ensure that the CRM system are able to educate and make the customer understand the exact level, quality as well as attributes of services. This can be done through extensive communication with consumers through customer relationship management (CRM) system.
From the above analysis, it is perceived that through integrating the SERVQUAL model it is possible for Tesco to build a robust and innovative customer relationship management (CRM), which identifies and eliminates the service gaps or quality gaps for leveraging satisfaction and experiences for market consumers. 
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The overall ethical as well as the sustainable polici8es or approaches of Tesco as discussed in above report is useful for delivering of better ethical and sustainable values for the customers as well as strengthening the overall customer relationship management (CRM), framework. The commitment of safeguarding and securing consumer data and information, directly helps Tesco to satisfy the security needs of consumers. In addition, through the CRM system, the ways in which data is protected or used can also be communicated to consumers resulting in better security for customers. In addition, the ethical codes and conduct of Tesco also ensures that people involved in the customer relationship management (CRM), system are true to the company values with dedication and commitment in improving, innovating and delivery of highest of service or support quality standards for consumers of Tesco. 
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On the basis of the analysis, there are few recommendations, which can be suggested to Tesco Plc. These suggestions or recommendations are mentioned below;
· It is required for Tesco to train their staffs regularly or periodically to ensure that quality standards and perspectives are properly understood and consumer services qualities are developed gradually. 
· In addition, it is also needed for Tesco to evaluate the performance of the CRM systems by comparing the performance and results with some SMART key performance indicators (KPIs). Based upon the evaluation the necessary alterations or changes must be initiated for ensuring better performance of the CRM framework to meet consumer requirements as well as expectations. 
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