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Executive Summary
Ethical business practises have become increasingly common in recent years. According to a thorough literature review, a company's social responsibility or performance is related to its financial health. Stakeholder management and corporate citizenship have been extensively employed as conceptual frameworks in numerous theoretical and empirical investigations. As this article shows, Tesco's CSR strategy is always evolving to meet changing social and economic needs. The book also targets contemporary socially responsible corporate practises based on core values. It uses an established theoretical framework to analyse long-term viability and social responsibility of corporations. Stakeholder management and environmental obligations are integrated in responsible business practises, according to the authors. 
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1.0 Introduction
This report has been requested to Cyrille Rene Tounoudjou by Tesco CEO’s to be submit the 25th of February 2022. As a Marketing Assistant this study are to investigate the most important components of customer relationship management (CRM) and to identify and critically examine the current trends in CRM adoption from a cross-comparative perspective. The United Kingdom's largest retailers. Tesco, and Sainsbury's will be used as case studies in this study. Principal areas of the report will examine mixed method study, semi-structured questionnaires and in-depth interviews were employed to acquire data. Many big UK retailers have begun using CRM practises and procedures to improve customer satisfaction and loyalty. Good CRM has been found to have a positive impact on business growth and profitability, ensuring that the company will continue to thrive. Those who have Loyalty Cards from supermarkets such as Tesco and Sainsbury's are less likely to buy elsewhere; responsiveness is the most critical component of effective customer relationship management; and newsletters sent to consumers are the most reliable means of information exchange. The resources included in this report includes various journals, articles, government websites and Tesco websites. 

2.0 [bookmark: _Toc96689311]Main Finding
[bookmark: _Toc96689312]2.1The Historical Development of Tesco
John Edward Cohen launched Tesco in the East End of London in 1924. They dubbed their product "Tesco" after their tea supplier's initials, T E Stockwell. Tesco Stores Limited was formed in 1932 in the UK. Self-service systems at supermarkets allow more clients to be serviced for less money in the US due to lower labour expenses (Al-Suraihi et, al2020). (Al-Suraihi et, al.,2020). It sells groceries, household products, and other non-food items. Tesco PLC (often referred to as "the corporation") is based in the UK. Customer goods and services are also supplied in banking. The corporation administers 4,338 locations, including 335 franchisees. Teva Pharmaceuticals Corporation has three reportable sectors in the UK and ROI, Central Europe, and Tesco Bank. Many products are available in Tesco UK and Ireland stores as well as online. Tesco Personal Finance, part of Tesco, provides a comprehensive range of financial services (Alam and Raut-Roy, 2019). In FY2021, the UK and Ireland accounted for 91.9 percent of total revenue (GBP53,170 million). The company's Central Europe segment comprises 537 stores covering 19.1 million square feet across Hungary, Poland, the Czech Republic, and Slovakia. In fiscal year 2021, Central Europe accounted for 6.9% of total revenues, or GBP3,982 million. In the UK, Tesco Bank provides insurance and financial services. Personal loans, credit cards, mortgages, and savings are available. This is 1.3 percent of overall income for Tesco Bank in FY2021. Tesco reported 2.4% sales growth in 2022. Combined market share of 43.5 percent in January 2022 makes Tesco and Sainsbury the UK's leading grocery chains. Before discounters, Tesco, Sainsbury's, Asda, and Morrisons (now Morrisons) dominated the grocery retail business (Hassan et, al.,2019). Uncertainty about Brexit and rising prices have drove shoppers to Aldi and Lidl. Price wars have driven supermarket businesses to lower prices. From fifth largest supermarket in January 2017, Aldi surpassed the Co-operative (see chart below). Lidl has surpassed Waitrose, and market analysis projects it will surpass Co-op by the end of 2020. 

[image: ]
                   Source: (Hassan et, al.,2019)
[bookmark: _Toc96689313]2.1.1 The Importance of CRM
CRM is a marketing technology that has evolved through time. The CRM's enabling features for enhanced retail sales and profit margins. Any organisation must understand and use the concept of customer relationship management (CRM). To survive and grow in today's competitive market, firms must prioritise their clients. Its a race to keep existing customers while attracting new ones. As a result, new CRM ideas and approaches arose. Customer relationship management (CRM) has evolved. They were picked for market share, reputation, and data collection. These two companies redefined customer relationship management (CRM). Both merchants have expanded their activities nationally and globally. Customer relationship management is crucial in retail due to ever-changing market conditions. Thus, CRM systems have grown in importance in today's business world. Analysing customer performance helps companies plan for both customers and competitors (Chatterjee et, al.,2020). This study examines current CRM adoption patterns and the most influential CRM components (CRM). 
[bookmark: _Toc96689314]2.2.Ethics and Sustainability
While boosting shareholder value and maintaining operations customer centric, corporate worldwide is being pushed to become more innovative, environmentally sustainable, socially responsible. Years of research have gone into how businesses can attract and maintain environmentally and socially conscious clients. Environ-mental and societal benefits of sustainability-oriented CRM have been understudied. The following CRM domains and sustainability aspects are discussed in this paper: This method allows future study to combine sustainability and customer-focused research (Rosnizam et, al.,2020). 
This study's major goal is to see if earlier research data can help improve environmental CRM research. CRM and sustainability rarely addressed as full concepts. A true triple bottom line or customer relationship management paradigm that incorporates all three dimensions or critical areas is rare nowadays. There is a lot of marketing material about sustainability and the environment such as triple line bottom. Sustainable consumer research, rooted on green marketing, may help this trend (Aiello et, al.,2020). Sustainability-focused CRM projects were examined and improved. Concerns about sustainability and customer-related issues will continue to exist in the future of sustainability-oriented CRM. The study's findings should inspire and guide future research. 

[bookmark: _Toc96689315]2.2.1 Ethical Customers Experience
Toxic chemicals in electronics were not subject to government regulation in September. Tesco's objective to be chemical-free by 2020 only encompassed agriculture, textiles, and leather "devoted to rules Phthalates are plasticizers and flame retardants "May & June Tesco. Jan 2020 (Hashim, et al.,2021). Phthalates are banned or restricted in the US and EU. In addition, Tesco avoided triclosan and parabens and no specific timeline for total removal of phthalates was given in 2019. 
Tesco sells food from factory farms. In August 2019, it lowered the cut-off date for own-brand merchandise. Along with the above stated brands, Tesco sells products that are tested on animals. Tesco paid Dave Lewis £4.13 million in bonuses and compensation in his first six months as CEO to compensate for dropping sales and profits. The protests in 2015 were many (Fadeyi, 2020). Dave Lewis earned £4,600,000 in September, according to figures. Over £1,000,000 per year is excessive in our eyes (Chkanikova and Sroufe, 2021). Ethical Consumer gave Tesco the lowest possible grade for lack of reason (De Villiers et, al.,2020). 

[bookmark: _Toc96689316]2.2.2 Critical Discussion
Originally proposed in 1994, the Triple Bottom Line (TBL) emphasises three aspects of sustainability that a business should consider: people, planet, and profit (Triple Bottom Line, 2009). Businesses are becoming more aware of the need of being environmentally friendly in today's globalised society. As a result, many people now assume that huge organisations must be long-term to be successful. Large firms like Tesco and Sainsburys' are already aware of the TBL's existence. Below is the comparison of ethical and sustainability policy and practices between Tesco and Sainsbury are critically discussed: 
  
The below figure depicts the ethical and sustainability policy and practices of Tesco 
[image: ]
Figure: (De Villiers et al.,2020). 
 
The below figure depicts the ethical and sustainability policy and practices of Sainsbury. 
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Source: (De Villiers, et al.,2020).



Findings regarding CRM core area Services with Triple Bottom Line of sustainability 
"Client satisfaction is when a product or service exceeds expectations." Tech support client feedback Details on the product or service are also included. Ethical and socially conscientious shoppers value customer service. However, ethical features of a product are often viewed as a credibility element (Chkanikova and Sroufe, 2021). Ethical issues cannot be reviewed prior to, during, or after use. Delivering related actions minimises service intangibility. Businesses can be more profitable and sustainable if they focus on services that increase current product efficiency. Equal treatment of all consumers is valued (Fonseca et, al.,2021). 
Tesco and Sainsbury's have long desired CRM. Tesco claims over 150,000 customers get special incentives. Tesco has comparative ethics which is also known as descriptive ethics where customers are well utilising this and promoting new products or services. Tesco Clubcard is a new loyalty scheme. Tesco now has over 8 million consumers worldwide using CRM. www.tesco.com was created in 2000. These behaviours affect customer choices. Sainsbury's (2020) encourages online and in-store shopping. The retailer, like Tesco, began sending out magazines. Recently, Sainsbury's prioritised customer feedback (Neutzling, et al.,2018). This may be useful in marketing. Customers with loyalty cards are the most influential in CRM and rarely shop elsewhere. 
According to Chkanikova and Sroufe, (2021) customer relationship management of Tesco has always been about cultivating relationships with core customers and has descriptive ethical practices. The research illustrates the importance of basic CRM. Customers of Tesco and Sainsbury's were loyal. Every store has a loyalty programme. Only 60% of respondents used to shop twice a week at Sainsbury's. Their loyalty had been rewarded by these retailers' CRM practises. 
Since its debut in 2002, 11.5 million people have joined. It has greater partnerships, and hence appeals to a bigger worldwide client base. Customers' data and business deals have been collected using the Nectar card. A staff only card from Tesco. This year, Sainsbury's had the most Nectar card holders, worth up to £100 million. Affordability has been achieved by customers using Nectar data. It also helps Sainsbury's identify new or expanded market prospective clients. Sainsbury's is now on Facebook and Twitter. Within the critical discussion state above Tesco follows Carroll view of engagement in sustainability. 
 
[bookmark: _Toc96689317]2.3 Tesco Engaged Segmentation with its Customers
Environmental considerations influence Tesco's marketing decisions. Macro-environmental concerns are detected by Tesco via environmental scanning. Its CRM and marketing strategy follows Potter's generic strategy of cost leadership, differentiation, and concentration. The organisation is indirectly influenced by internal and external stakeholders (Röllecke et al., 2018). 
Tesco's and other businesses products and services will not appeal to all. As a result, corporations segment the market (Xie, 2019). A product's market is not uniformly defined. Customers are categorised based on their requirements and desires (Yao, 2019). Any combination is possible. Tesco's brand and products can be targeted. The UK's food outlets serve a diverse clientele. Waitrose's target customer is wealthy and discerning. Waitrose's extra room costs customers. 
Their clients are not Tesco or Waitrose. The Lidl target client is willing to sacrifice quality for cost. Customer behaviour influences marketing methods in many ways. Crisis has reduced consumer spending in the UK. Other supermarkets have responded to this shift in consumer behaviour by emphasising on price and differentiation (Perumal, 2021). 

[bookmark: _Toc96689318]2.3.12 Tesco Utilises Loyalty Ladder to Improve Customers Relationship Management
[bookmark: _Toc96689319]2.3.1 RM Technique of Tesco, the Loyalty Scheme
In revenue management, client loyalty is a significant factor because repeat purchases and word of mouth can both produce more revenue for the company and bring in new customers. All of this has been made possible by Tesco's Clubcard programme, which is a membership card that allows customers to save money when shopping at any of the Tesco groups or its partner companies, as well as to receive price off vouchers or Club card vouchers after collecting 150 points at participating stores (Rendtorff, 2019). 
Incentives like this one encourage shoppers to spend even more money since they reward them with points for every pound they spend and because the points they acquire are multiplied after a specific period (Röllecke, et al.,2018). Tesco, on the other hand, generates a substantial quantity of revenue. Using a reward scheme like this, Tesco has been able to increase its market share in groceries and overtake Sainsbury as the number one retailer. Several other retailers strive to launch a loyalty card programme after Tesco but failed miserably due to their inability to match the success of Clubcard. 
[bookmark: _Toc96689320]2.3.2 Clubcard helped in retaining existing and attracting new Customers
Firms struggle to establish customer loyalty programmes. A retailer's ability to identify and address specific consumer categories is important to their success. Tesco's stated goal of giving value to customers has led to the creation of the following shopping clubs: As a result, these clubs' members trust the company's validity and brand loyalty. Segmentation of the groups: 
The organisation distributes periodicals and brochures with health tips for late-thirties individuals. The company also offers discounts on organic and dairy products to promote its health-consciousness. Wine is periodically discounted to encourage new subscribers to the Tesco World of Wine Club. The guide also suggests foods to match with certain wines (De Silva Kanakaratne, 2018). 
A fun and straightforward way to prepare dinner with the Tesco Food Club. How To videos on YouTube can teach new cooking abilities. Send them emails with quick dinner menu ideas (Bag et, al.,2021). Extras include greener living cards and an Air Miles relationship. Some places where customers can use their Clubcard's are Powergen, Beefeater restaurants and National Tyre. (Baashar, et al.,2020). 

[bookmark: _Toc96689321]2.3.3 Clubcard as an Example of CRM Tool 
Tesco's loyalty card programme helps it better understand its consumers' shopping habits and demands. Customers must first register to obtain a membership card. A registration form can be filled out online, via mail, or by phone. These questions are designed to gather information about your customers that may be utilised to develop latest items and make them affordable to customers (Suryanto, et al.,2018). To build and maintain strong customer relationships year after year, Tesco has attached all transactions to a specific client profile. Collecting information about customers can help a company better understand and serve them. Tesco said the objective is to learn more about its consumers, including their shopping habits and what they want from the store (De Silva Kanakaratne, 2018). The company's discount and reward programme has allowed it to successfully sustain customer ties. 
Tesco's Clubcard incentive programmes have helped it become the UK's largest retailer, ousting competitors who could not afford to keep up. Customers with Tesco Clubcard's can shop and earn points with Tesco partners. Like the Wine Club and the Kids Club, the company responds to customer feedback and evolves accordingly. Some target markets, including students, were less effective than others. They went out of business because they could not maintain enticing students with deals like Peacocks and Apple Store do (Baashar et, al.,2020). The redemption process is also lengthy because vouchers must be redeemed by mail rather than online. The Clubcard points that can be redeemed and obtained have minimal worth. Because customers pay for services, loyalty programmes may not necessarily inspire consumer loyalty or repeat purchases and same method was used to achieve Peca and Rave. Instead, customers are urged to return. Because customers can easily switch brands, Tesco's survival depends on manipulating their emotions and interests. 



[bookmark: _Toc96689322]Conclusion
Long-term sustainability and social responsibility can be embedded within an organisation by identifying and regularly engaging with the varied interests of stakeholders. When a business succeeds, it creates a chain reaction of positive multiplier effects. It is therefore possible to regard the long-term advantages of corporate sustainability and social responsibility as strategic. Companies have the capacity to be socially and environmentally responsible 'citizens' since they are financially successful. Sustainability and corporate social responsibility were two key concepts that this theoretical work helped illuminate for researchers (Freudenreich, et al.,2020). However, academic critics are beginning to explore this idea and to raise awareness of the necessity of effective management practises as well as the skills and abilities required to generate strategic results that benefit companies as well as the broader community. Tesco follows Carroll view of engagement in sustainability as Tesco follows all the fours elements of Carroll. 


[bookmark: _Toc96689323]Recommendation
Manufacturers should improve client satisfaction. An excellent product at a competitive price promotes the store-customer relationship. Know retailers who heavily rely on consumer loyalty. Customers dislike loyalty programmes, yet they can help retain customers. The major supermarkets now offer similar incentives to merchants. Firms should offer a variety of client loyalty programmes. Only a high-quality product can emotionally connect a buyer. Retailers should add value to gain customer loyalty. Gaining long-term competitive advantages requires customer loyalty. Excellent service and employee engagement build client relationships. Retailers should teach their workers to handle any situation and retain customers. 
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