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Introduction
Tesco, a multinational retail supermarket that operates in more than eleven counties with its headquarters in Welwyn Garden City, England, has retained its status as one of the leading global supermarket brands. The brand provides a suitable case study to evaluate the quality processes in the workplace and customer experience. The study would involve focusing on ethical and sustainability policies and practices and the impact of the quality systems that they may have on customer relationship management. In general, the study would focus on Tesco's ethical and sustainability policies and critically discuss how the policies influence customer relationship management (CRM). Moreover, there is a need to undertake a critical literature review on quality theories that may assist Tesco in improving its customer relationship management.
Ethical policies of Tesco
Ethics and its components
By definition, ethics entails all aspects and undertakings that are considered right with respect to social standards and customer expectations. The subject value of ethics is the nature of ultimate value and the standards by which human activities may be considered right or wrong, and the principal concerns are the nature of ultimate value and the standards by which human actions can be judged right or wrong (Whyatt, Wood and Callaghan, 2012). The concept of ethics is intended to instil institutional standards on moral values and principles that guide individual employees on how to act with respect to specific situations or interactions that occur with respect to their employment (Sroka and Lőrinczy, 2015). Furthermore, in most ethical systems, other-regarding principles reflect and develop strong interpersonal connections, mutual respect, and trust, which affects the general performance (Browning et al., 2019). Various organizations provide training and policy guidelines that ensure that employees are well informed and ethically according to the standards of moral values and conduct provided (Whyatt, Wood and Callaghan, 2012). A standardized approach is critical to ensure no conflict in ethical standards due to personal values.
Among the components of ethics include honesty, responsibility, fairness, respect, transparency and citizenship. Honesty mainly involves a forthright approach concerning all deals with stakeholders and customers, ensuring a truthful approach in all situations irrespective of the perceived outcome. For example, retail outlets need to offer products that provide value to the customers as advertised or communicated (Sroka and Szántó, 2018; Grigoropoulos, 2019). Commitments and promises made to the public of respective stakeholders should be meeting without introducing additional obstacles or objections. 
Responsibility as a component refers to accepting the consequences of the strategies and decisions made with respect to the various stakeholders. This includes the social obligations that arise in the process of providing products and services to the customers (Sroka and Lőrinczy, 2015; Grigoropoulos, 2019). The remaining responsible focuses on ensuring the standards stipulated by a given organization are met and any failures are addressed.. It is critical to consider all market segments involving the minority and vulnerable persons such as the elderly, children's and economically disadvantaged persons. 
 Fairness as a component entails a balance between the interest of the retail outlet and that of the customers. This includes a clear presentation of the products to avoid misleading, false or deceptive promotion (Lau, 2009). Sales tactics that are considered manipulative have to be avoided to prevent any potential harm to the customer and the organization's reputation (Metwally, Ruiz-Palomino, Metwally and Gartzia, 2019). Respect as a component entails considering the basic human dignity of the organization's stakeholders by ensuring individual differences are valued and stereotyping avoided. The component entails considering all the needs of the customers to ensure their satisfaction. 
Transparency mainly involves an open approach in the organization's operations; this involves clear communication with the stakeholders. It is also essential for the organization to accept constructive criticism with respect to the products and services offered (Sroka and Szántó, 2018). Citizenship involves the obligatory approach undertaken to full fill the various responsibilities that include legal, economic or social that saves the interests of all stakeholders.  
Ethical policies
Tesco has formulated various ethical policies that enable the organization to operate with the retail sector. The retail supermarket considers the ethical guidelines to contribute to morally correct and honourable practices that mention their valuable reputation and build on their success (Hansen et al., 2011). The organization's policies are intended to ensure that the organization follow ethical business practices by providing the fundamental principles of ethical business behaviour and defines the responsibilities of all directors, officers, employees, agents and Company representatives.
Tesco advocates for fair dealing with respect to partners, suppliers, customers, competitors, supplies and anyone else with respect to the actions of an employee, officer, agent or director while undertaking their duties (Hansen et al., 2011). It is mandatory that all persons acting on behalf of Tesco cannot manipulate, abuse, conceal, or misrepresent information with the aim of conducting unfair dealings. This ensures that the interests of customers and the public are fairly addressed without neglect.
Proper consideration has to be made with respect to business courtesies and gratuities in relation to their potential influence on decisions made by employees and the impact that the publication of such may have on the organization's image. It is critical that such benefits or gifts have to be modes in value and scope (Gheraia, Saadaoui and Abdelli, 2019). Tesco policy also forbids receiving or giving any payment that does not fall in the normal conduct of business. It is required that payments made have to be reasonable and commercially practical in accordance with corporate policies and the law.
Tesco also advocates for public disclosure of material information to all stakeholders in a timely manner. The information provided has to be accurate, timely, full, and understandable and fair to the public (Carroll, 2009). Moreover, only authorized persons are required to provide information on behalf of Tesco. Similarly, employees with access to sensitive information cannot use the information for financial gains but to utilize the information for the right purpose. This is also in compliance with the company's reporting and insider trading policy..
Tesco’s Sustainability policies
Sustainability and its components
Sustainability broadly refers to the set of activities, programs, or initiatives to ensure the preservation of given resources. The approach ensures that human activities are undertaken within the earth's natural cycles, ensuring optimal resource utilization (Barbier, 2011). The approach ensures present business needs are met without compromising the ability of an organisation to meet similar needs in the future (Scoones, 2016).  The main components of sustainability include human, social, economic and environmental sustainability.
The preservation and strengthening of society's human capital is vital to human sustainability. Investments in education and health systems, as well as access to services, knowledge, and skills, are all part of human sustainability (Barbier and Burgess, 2017). Natural resources and space are limited, so finding a balance between continuous growth and improvements in health and economic well-being for all is critical (Purvis, Mao and Robinson, 2018). In modern business practices it is critical for an organization to consider itself as a member of society in the business sector and promote corporate ideals that value human capital. Human sustainability emphasizes the importance of everybody participating in product development, service delivery, or broader stakeholders, whether directly or indirectly.
Social sustainability is primarily concerned with safeguarding social capital through investing in and creating services that form the structure of our society. The concept permits a broader view of the world in regards of communities, cultures, and globalization (Diesendorf, 2001; Boyer, Peterson, Arora and Caldwell, 2016). It requires thinking about future generations and accepting that our activities have an impact on people and the earth as a whole. Social sustainability focuses on ensuring and improving social quality through principles such as cohesion, reciprocity, honesty, and the value of interpersonal connections.
The goal of economic sustainability is to preserve capital so that economic activities can continue in the future. Furthermore, it aims to improve living conditions, whereas social sustainability emphasizes social equality (Lozano, 2008). In the business realm, it refers to the efficient use of assets to maintain a company's profitability over time. Critics of this methodology acknowledge that modern accounting techniques fail to capture the cost of environmental harm in market price (Barbier, 2011). The strategy ensures that long-term development is achieved, resulting in high and sustained economic growth.
Environmental sustainability attempts to increase human well-being by safeguarding natural resources such as air, land, water, and minerals. Environmentally sustainable initiatives and programs guarantee that the necessities of the population are satisfied without jeopardizing the needs of future generations in terms of natural resources (Dunphy, 2003). There is a need to concentrate on how enterprises may generate beneficial economic advantages while not damaging the environment in the short or long term.
Sustainability policies at Tesco
Tesco has adopted various sustainability policies intended to attain specific strategic goals for the organisation. The Company's policies are based on the understanding of the impact that current actions and decisions have on future performance, the world around and their adaptability as multinational retail Tesco has been focused on tackling social and environmental challenges that face the world (Bailey and Peck, 2012). The corporation has focused on key areas that include the people, products, planet and places to attain sustainability initiatives and policies (Giddings, Hopwood and O'Brien, 2002).
The policy focused on people mainly intended to ensure that all the people who directly or indirectly work for the organisations have their needs addressed. Their approach has been focused on treating people the way they want to be treated and providing them opportunities to full their potential (Boyer, Peterson, Arora and Caldwell, 2016; Iqbal and Keay, 2019). Tesco allows for flexibility for the employees to attain a work-life balance and to lead a healthy lifestyle. The organisation has also been focused on developing employees' skills for future needs (Arushanyan, Ekener and Moberg, 2017). To attain a suitable future through the employees, Tesco offers flexibility, skills and rewards-based programs. Tesco has also adopted a diversity and inclusion strategy that focus on offering equal opportunities and a welcoming environment to Minority Ethnic; Disability; LGBTQ and Women. 
Tesco has initiated policies that focus on product packaging, food waste and healthy, sustainable products. The retailer is focused on providing more sustainable and healthier products without compromise to Taste (Arushanyan, Ekener and Moberg, 2017). The Company has also been focused on ensuring a reduction in food wastage by monitoring supply and demand. Tesco is also focused on removing potential barriers to the customer from making healthier choices (Hashim et al., 2021). The retailer has been focused on providing sustainable diets with the possible inclusion of plant-based proteins in their products (Giddings, Hopwood and O'Brien, 2002). To reduce the impact on the environment, Tesco has been focused on utilising recycled or reused packaging. The Company also focused on collecting and recycling packaging materials. 
Tesco also focuses on ensuring that the products they attain do not significantly impact the planet. The corporation has been focused on minimising environmental impact by suppliers and partnering with like-minded organisations to reduce wastage, tackle climate change and protect the environment (Azapagic and Perdan, 2000). Tesco has also been focused on attaining quality and sustainable sources to advance impact in the environment. Tesco has also been focused on providing value to the towns and cities that they serve. The organisation's community-based charity and assistance have been focused on ensuring reduced wastage and a sustainable approach in the facilities and infrastructure utilised by the corporation. 
Quality models/ Theories
Quality refers to the degree to which relationships, services, products and processes are free from flaws, restrictions, and elements which do not provide value for the consumer. The attributes are related to ensuring customer satisfaction with the products or services they attain (Nilsen, 2015).  The components associated with quality include customer focus, engagement of people, continual improvement, leadership, process approach, evidence-based decision making, systematic approach to management and mutually beneficial supplier relations (Fawcett, 2014; Batras, Duff and Smith, 2014). The components enable the formulation of quality management systems that enhance the procedures, processes and responsibilities to attain quality objectives and policies.
As a component of quality, customer focus is the central objective of any business. The current and future needs of the customer have to be met to ensure that a business thrives. By focusing on the customer, a business ensures retention of a good and functional relationship with the customers, which attains the desired growth for the business (Luburić, 2015). Customer focus ensures that a business attains customer loyalty due to the business ability to meet the customer needs. The provision of quality products and services within a business can be attained only by focusing on all the customer needs.
Engaging the people is a critical component that mainly involves engaging the employees and other stakeholders in the decision-making process. Engagement is critical in attaining quality, especially when it relates to key functions within the organization. It is necessary to engage different people at different levels of the organization to ensure they fully understand their roles and responsibilities in addressing quality-related issues and eradicating any potential problems that could affect the ability of the organization to attain quality (Mohammed, Tibek and Endot, 2013). Progressive engagement ensures that matters of consideration that would hinder an individual or department within an organization have been addressed fully. Well managed processes that fully involve stakeholders eliminate wastage, reduce cost, and promote continuous improvement and reduced cost, which are critical aspects in attaining quality. 
Continual improvement is another critical component of quality that involves the progressive enhancement of the business processes. The approach aims at improving the existing processes to attain the intended business objectives (Mourougan and Sethuraman, 2017). The component ensures that the quality of existing products is improved considering the existing market conditions and customer demands. 
The leadership of an organization is critical in attaining the desired outcome due to the ability to provide the necessary guidance towards attaining progress and productivity. Proper organizational leadership ensures that an organization attains its set objectives and goals. Moreover, it is an important aspect in shaping organizational culture, which also determines employees' productivity (Mohammed, Tibek and Endot, 2013). Organizational leadership also determines the different levels of engagement within the organization required to attain the desired quality.
Process approach as a component of quality mainly is critical in enhancing an organisation's operational efficiency, which constitutes the overall improvement in quality of products and services. The approach also involves developing processes for every area within an organization, hence ensuring a standard approach in conducting various processes that improve a business's effectiveness. Well formulated processes eradicate wastage, enhance efficiency, improve consistency and improve the level of customer satisfaction. 
Evidence-based decision making involves the utilization of existing facts in determining the best approach to ensure quality products and services are provided by the organization. The approach involves making decisions based on available data and analysis of the information to make logical decisions (Litvaj and Makarovič, 2019). Informed decisions ensure that all factors that directly or indirectly related to quality are considered. It is necessary to have market-related information while considering the choices or alternative solutions that one as to adopt in decision making. 
A systematic approach to management involves establishing clear management processes that consider the goals and objectives of an organization. A systematic approach to management ensures that a business establishes a streamlined approach in ensuring that the quality standards established are attained with the management's guidance (Luburić, 2015). Any challenges that potentially affect the process are also dressed by following a systematic approach that allows for proper decision-making process engagement. 
Mutually beneficial supplier mainly considers the relationships which are established by a business to attain the required materials. A strong relationship encourages the suppliers to take initiatives to ensure that an organization attains its intended standards (Litvaj and Makarovič, 2019). A mutually beneficial relationship is value-driven and provides an organization with the flexibility it requires to meet the customers' short and long term needs. 
Application of quality theories at Tesco
Deming and Juran's theories are two quality theories that may improve customer relationship management (CRM) at Tesco. The theories can over a revised perspective towards managing resources within the organizations to ensure enhanced customer satisfaction. Deming's 14 Point  Management  Approach to quality management contains a regulatory list of 14 points to guide the organizational process, practices and behaviour, enabling Tesco to achieve reduced costs, increased profitability and customer and employee satisfaction, which contributes to CRM. The 14  points can be considered as principles of transformation that challenge top management to endeavour to adjust their strategic thinking in line with continual change and embrace improved performance for Tesco. Adapting Deming's 14 points would enhance the processes of promoting products, offering high service standards and enhancing the efficiency, which are critical aspects in CRM.
Deming quality approaches focused on the systematic assessment of potential product or service defects, analysis of the causes of defects, correction of causes, and recording as prevention of defects of correction effects for subsequent product or services quality. Tesco can reduce the long-term costs of delivering products to customers through this approach and thus enhance customer satisfaction. The application of Deming theory would allow Tesco to continuously improve its processes by formulating new approaches based on existing practices that would ensure that the company attains its intended level of customer engagement and satisfaction. Hence the theory could be utilized to improve efficiency and effectiveness in Tesco's operations due to the high quality of service and products that the retailer would provide. Through the approach, Tesco can continuously introduce new services and products and continuously improve the existing services to meet and satisfy the customers' demands. By providing defect-free products, Tesco would retain a positive perspective from the customers hence improving CRM.
Adopting the fourteen points of Deming's theory would ensure engagement of the employees critical in attaining better outcomes in CRM given the role that the employees play. Proves the enhanced need to focus on selecting highly qualified employees and cutting-edge training, which would enhance their ability to deliver quality services. Ensuring that everyone is educated and trained is also critical in establishing and attaining the intended organizational culture focused on CRM. Tesco also needs to eradicate fears that may exist among employees and deconstruct departmental barriers that limit the ability of employees to interact freely and consider new ideas that relate to quality management and CRM.
The corporation's management should also be focused on adapting the principles of Deming's theory to ensure CRM is attained. The management of Tesco has the obligation of ensuring that every business function within the corporation aims to attain enhanced CRM. The management can initiate strategies that focus on quality service delivery and provide quality control tools that can be utilized at a supervised level to attain the desired standards. It is also critical for top management to support and adopt the Deming theory across the organization.
Juran theories are critical in ensuring a traditional quality system is retailed, ensuring strategic quality management is adapted to address specific attributes within Tesco that directly or indirectly relate to CRM. Utilizing this approach would enable Tesco to adapt to the quality trilogy, which focuses on quality planning, quality control and quality improvement. Quality planning is critical to CRM since it directly relates to the products and services that the customers will receive. Tesco must identify their customers, determine their needs, translate them to the employees understanding, develop products and services to meet these needs, optimize the products and services features, prove the effectiveness of the process and transfer the processes to attain the intended outcome. A quality planning road map would enable Tesco to have a clear approach to attaining quality management and CRM. Moreover, Tesco would be able to develop the infrastructure and teams to attain the intended objectives. 
Quality control mainly considers extensive initiatives that Tesco will consider and adapt with respect to ensuring specific standards are maintained while delivering services and products to clients. To attain the required CRM for the client it is critical for Tesco to inspect the operations as they order and compare them with the plans and the different solutions proposed to address quality management and customer satisfaction. Quality improvements proposed by this theory would enable Tesco to improve on existing processes to eradicate issues relating to errors and focus on attaining better performance levels. 
Conclusion 
In summary, ethical and sustainability policies can impact the quality of CRM systems within Tesco. Tesco must consider enhanced utilization of ethical and sustainability policies, which consideration the components that provide details and specifications on their role and importance in CRM. Ethical policies are critical in enhancing CRM, given that they directly relate to all aspects and undertakings that are considered right with respect to social standards and customer expectations. By adapting to ethical policies, Tesco can ensure CRM is attained within the organization. Sustainability policies are critical in enabling Tesco to manage and utilize the existing resources in consideration of the future needs of the company and society. This also ensures that the future need of the customers is considered. In general, CRM within Tesco can only be attained by ensuring that the existing ethical and sustainability policies are improved and new ideas considered to ensure all aspects that directly or indirectly relate to the customer have been addressed.


Recommendation
Tesco has attained reasonable growth and quality standards through progressive changes in its operations and adaption to new strategies that enhance CRM. Ethical and sustainability policies provide Tesco can address quality-related issues and improve customer satisfaction. Tesco needs to consider ethical and sustainability policies as viable solutions to the changing nature of the retail sector and as necessary adaptations to enable the company to attain CRM. The company needs to consider previously adopted policies and consider their effectiveness in attaining the intended objectives. 
It is also necessary for Tesco to consider adapting to the latest technology in its approach towards CRM. The approach would ensure that the company has the most advanced systems that enhance customer interaction with the employees and provide solutions that enhance customer experiences. There is a need for Tesco to train its employees on the policies they intend to implement and engage all the stakeholders. Engaging all stakeholders would also enable proper evaluation of the policies adopted and considering their effectiveness in relation to CRM. Moreover, the stakeholders could provide new ideas and approaches that can be utilized in the company’s ethical and sustainability policies considering its CRM objectives.
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