

Executive Summary.

This report developed by the Human Resource Manager of Tesco, for the Chief Executive Officer of Marketing Week.
The report covers the areas of CRM in Tesco and details the benefits and disadvantages.
The report continues to discuss the ethical and sustainable attributes of Tesco and how they have been implemented within stores, the report also looks at the company segmentation and loyalty programmes available.
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Introduction 1.0. 

[bookmark: _Hlk106365829]The following report was requested by the Chief Executive Officer of Marketing Week on 20th January 2022, the purpose of the report is to provide further research by composing a report based upon the influence of ethical trading and the impact of sustainability policies and practices on Tesco.
The report is developed by the Human Resource Manager of Tesco, the problems that shall be Investigated are the customer relationship management policy and the impact of the Ethical policies and practices, Sustainability policies and practices, and the Influences of segmentation and the loyalty ladder. This report shall be submitted to the CEO of Marketing Week by 17th June 2022.
The following report is comprised of a variety of research undertaken using the company’s own website and policies, news articles, websites, and journals.
Customer Relationship Management also known as CRM, is a skill which is used to operate communications with current customers and prospective customers. A CRM system supports companies develop customer relationships and simplify processes so the company can boost sales, enhance customer service, and raise profitability. (SalesForce,2022)
Brandon Gaille (2016) states that the advantages of a business utilising customer relationship management are that it has an impacts on a business to focus on the long-term objectives compared to the short-term successes. It is a method that is more complex than simply getting an individual to make a purchase, its discovering procedures to ensure the buyer continues to buy from the firm as they acknowledge the value within the brand name. It also enables the company to retain files of consumers data and get a better understanding of the customers spending behaviours, the firm can then develop incentives and benefits for the loyal users and could assist the business to learn innovative approaches to achieve new buyers in stores. It has an encouraging influence upon the employee’s productivity which will reduce time expenditure. Furthermore, it shall make more opportunities for problems to be settled without delay. By the company investing in a good quality CRM system is a good advantage in obtaining customer loyalty.
A drawback of customer relation management can be higher expenses for training courses and Software, as there are varied approaches to CRM and it is vital to distinguish these factors, employees are required to take part in a precise guidance course, the costs related to CRM are regularly caused through the recruitment and training of the employees. Furthermore, managing relations is scarcely restricted to just the buyer and the business, it usually also involves the links with the stakeholders who provide a variety of inclusion and tactics of working. A result of these complications indicated that many trades are applying cohesive CRM software to modernise the business’s development and effectively operate these frequent exchanges, this technology acquisition similarly added to the continuing operational expenditures for the business and can be seen as a fragment of maintenance. (Wroblewski, 2019)




Findings 2.0.

Background information 2.1.

Tesco was established by a man named Jack Cohen during 1919 and the company is now one of the leading national retailers which employ more than 360,000 workers and have almost 7000 stores presently operating across the globe. 
Tesco have larger superstores and additionally have smaller shops such as Tesco extra and Tesco fuel stations. Tesco also have a clothing collection formerly known as Florence & Fred, and today it is known as F&F. (Tesco plc, 2022)
[bookmark: _Hlk106365198]During Tesco’s 2020/2021 financial year, the company’s yearly revenue amounted to approximately 53 billion pounds in the United Kingdom and the Republic of Ireland. This shows a growth more than one billion pounds in comparison to the previous business year. (Bedford, 2022)
Alliance News (2022) states that Tesco PLC updated its profit advice for the financial year 2022, in the wake of a robust operation across its third quarter and during the festive period.
Tesco says it anticipates a retail trading profit for the business year to be just above the valuation of 2.5 billion pound to 2.6 billion pound, that equivalates to at least a 30% growth on the profit of 1.99 billion pound in financial year of 2021. Online transactions were greater than before the covid-19 pandemic, with almost a 60% increase on the previous two years, and with approximately 1.2 million sales each week allowing the company to gain the greatest market share since the epidemic struck.
Tesco’s most valuable investors are their suppliers, customers, and workers. Tesco’s chief executive officer is Ken Murphy. (Tesco Plc, 2022)
Customer Relationship Management, also known as CRM are practices, methods, and skills that companies use to operate and examine consumer relationships and the information throughout the customers development. The clearer a business can manage its interactions with the customers, then the better the business will be. CRM can be used as a main approach to learn and understand the customers’ needs and behaviours, and it can also improve connections with them. (Boston Web,2015)
Tesco states that “Everything the company does starts and ends with the consumers, and that by understanding their customers, the company can foresee and take action to their needs and expectations.” (Tesco Plc, 2022)
Tesco launched ‘Tesco Media and Insight, powered by dunnhumby’, a fantastic innovative platform to assist suppliers and organisations to connect with customers more effectively and recognise their changing needs.
By Tesco bringing together their well-built knowledge of its consumers, from utilising the Tesco Clubcard and their instore insights, and using the dunnhumby’s top data science expertise, this closed loop platform can offer brandings and their organisations with the correct vision and initiative for a more collaborative, co-operative relationships with consumers, assisting brands to create resilient networks with their consumer band and form loyalty for mutually the suppliers and Tesco.
Tesco has established themselves as a prominent forerunner with their digital retail platforms within the UK. The blend of Tesco Clubcard which is benefited by over 20 million homes within the UK alone, and by having approximately seven million frequent app users, and the dunnhumby’s analytical expertise, produces a forceful digital experience. Tesco Media and Insight will function with brandings and corporations to promote actionable understanding, which is customised to the brand and consumer base, to assist and improve consumer commitment and brand proposals.
Tesco’s daily media reach can outdo some of the largest online platforms and this recent platform can propose a variety of aiming possibilities that allow brands to associate with consumers more successfully. 
The closed loop measurement implements lets brands comprehend the real return on expenditures.
Tesco Media and Insight is operated by dunnhumby, that has created first class data science for more than 30 years to assist retailers identify consumer actions, enhance loyalty, and obtain brand new consumers. Three outcomes throughout Insight will support brands gain access to appropriate and thorough understandings which can enlighten any new product improvement, packing, varying and promotion success. This will facilitate Tesco’s partner brands to transform at speed, in the long run leading to improved products and an enhanced consumer shopping experience.

Alessandra Bellini, the Tesco Chief Customer Officer, states: “As the UK grocery segment progresses, the company would like to make sure they offer a more appropriate and tailored approach to sustain the shoppers’ varying needs. the innovative platform will bring about the abundance of consumer expertise they have along with the perceptions from dunnhumby and make use of it in a manner that supports their brands to become more effective and focused and, ultimately, to support our consumers better. Tesco’s are eager to work with their suppliers and agencies to operate with an improved engagement with consumers and increase value within the company.” (Tesco plc, 2021)




Ethics and sustainability 2.2.

Business ethics is described as the application of ethical values to professional behaviour. Business ethics is associated equally to the actions of the workers and the actions of the business. It concerns any and all elements of the business performance, from the board meeting policies and how a company appreciates their workers and the sales practices and accounting systems. (IBE,2021)
Ethics has to do with having a particular behaviour and is basically just “doing the right thing”. If a company is ethical, they shall operate in an appropriate manner and they will ensure that they take steps to conduct themselves in a cooperatively accountable way and the company would do what is right, even though it may not follow with the conditions. Another Ethics are not a law, and companies maintain their ethical ways irrespective to the impact on profits. A way to consider how a company deals with its stakeholders, such as customers, contractors, and workers, to see if they are ethical. Caring for employees in an ethical manner entails the company to ensure that the staff are paid fairly, offering a pleasant working environment by providing restrooms and a place to eat, and demonstrating flexibility for their workforce, as many of them will have family obligations and other responsibilities. Another way to discover if a business is ethical is to see how they deal with their suppliers such as, verifying if they are paying fair prices and not trying to undercut the supplier and by assuring that they pay their accounts on the correct days. The business ought to continuously thrive to provide the shopper unblemished and accurate product and service facts so that the buyer can create their own conclusion on a product or service, there is numerous causes on why a business should conduct themselves in an ethical way, but there are  numerous firms which do not work ethically and these firms are more likely to gather negative publicity and have a bad reputation, for instance those traders who still decide on purchasing from suppliers that work with child labourers  to produce goods. (CommerceMates, 2021)
A business can show they have undertaken all the measures to stop the operation of child labour during the production of their products and by using the Leaping Bunny label created by Human Cosmetic Standard can demonstrate to buyers that the firm or organisation do not test on animals, as in these modern times people feel very strongly against the testing on animals. (Hasa, 2019)
Tesco (2022) states they consider their business is an influence for good, generating work positions and prospects for individuals and communities throughout the world. They say the company is dedicated to guaranteeing the vacancies they have and maintain are decent careers and that it is vital that the standards are indorsed on matters like working hours, workplace health and safety, that no children or individuals are forced to labour, independence of association and confirming that discrimination will not happen. They are obligated to appreciate the human rights of and have a chance to make a change to their staff, consumers, and the communities they work in and the individuals that operate throughout their supply chain.
Tesco acknowledge that labour rights breaches in worldwide supply chains can be universal and tackling them involves an awareness of the core sources and alliance with the suppliers 
Tesco say when possible or definite human rights violations are detected, they operate to make sure that they are resolved meaningful way and will involve themselves collaboratively with district wide endeavours to deal with established problems when it is viable.
Tesco state that they wish to work with suppliers who share their dedication to abide by human rights and guarantee the remediation of human rights violations when they are discovered. If a human rights violation arises, and their suppliers do not show an attempt to remediation, the company will look to exit trading in an accountable way.
The company are dedicated to acknowledging, and confirming the company relationships appreciate, the livelihoods and wellbeing of communities connected to their sourcing, as well as the right to water and the rights or usage of territory and natural sources.
Tesco’s’ are devoted to accomplishing the business in agreement to the laws, the company’s Code of Business Conduct and Values. Tesco support whistleblowing as this is an essential part in attaining commitment and is a component of an accessible, sincere, and Values-cantered culture. This policy shows how workers can report worries and clarifies the safeguarding and assistance that will be provided for those who ‘speak up’. The policy states the bare minimum obligations of all company division in handling a successful whistleblowing process.
In the December of 2020 the Independent issued an article called 'Turkeys ‘kicked hundreds of times and left injured at farms distributing to Sainsbury’s and Asda’'. This article said that animal rights activist charity Viva! had witnessed employees kicking turkeys over 200 times in a shocking display of pain and viciousness. Asda was downgraded under the Animal Rights and Factory Farming classifications for offering leather, feathers, honey and not having satisfactory wellbeing requirements for these, and selling meat, dairy and eggs which were not identified as free range or organic. (Ethical Consumer,2022)
Alexandra Spiliakos (2018) says that sustainability involves the running of a company devoid of negatively impacting the ecosystem, community, or humankind.
Sustainability in company generally indicates to two main categories:
•	The affect a company has on the environment.
•	The affect a company has on the public.
The purpose of a sustainable company approach is to generate a positive influence on one or both categories. If a company neglects to acknowledge liability, the reverse can arise, this could lead to complications like environmental deficiency, discrimination, and social injustice.
Sustainable corporations will consider a wide array of environmental, financial, and social aspects when making business decisions. These corporations examine the consequence of their decisions to guarantee that their short-term profits do not alter into long term obligations
Tesco (2022) states that the packaging of products has a valuable job, that it protects goods and lowers food waste. But at the same time, it should not find its way into the natural environment, and that is why they have the '4Rs' policy where they will remove, when possible, Reduce it where they cannot remove, Reuse as much as possible, and Recycle what’s left over.
Sarah Bradbury, Tesco Quality Director is quoted saying “Eliminating needless plastic is an essential way for Tesco to lower its environmental impact. The company are pleased with their success to date but know they have more to do.”
Tesco has now eliminated more than 1.6 billion pieces of plastic from their UK stores, and more than 200 million bags from being used through Tesco.com deliveries. 
Tesco’s have said where they cannot eliminate packaging, they will try to minimise it. To date they have reduced the sizes and bulk of the packaging that is used within a year by greater than 3,000 tonnes, this was partly done by removing more than 400 tonnes of packaging from the pre-packed fruit and vegetables, Tesco are testing packaging which can be washed, topped up and reused again and again, they have partnered with Loop and now in 10 Tesco stores the customers are able to purchase 88 lines from well-known brands in reusable packaging such as Persil and Heinz. Tesco’s target is for all the packaging used to be entirely recyclable and comprise of recycled contents wherever feasible. they improve packing to make it more recyclable, such as utilizing the same plastic for the fruit juice labels and bottles so both can be recycled simultaneously.

Segmentation and loyalty ladder 2.3.

Segmentation requires the marketplace to split into parts, or segments, which are consumer-specified, accessible, cost-effective, and actionable, and have a possibility for growth. A firm would discover it to be challenging to target the whole market, due to time, expenditure, and work restrictions. The company must have a 'definable' area so it can be categorised and followed with practical effort, costs, and time.
After a definable sector is initiated, it should be proved that the chosen sector can be targeted by using the existing resources offered, the defined sector should be readily obtainable to the company and the sector will display a response to the marketing activities utilised by the company such as commercials, price tactics, schemes, or promotions. (The Economic Times, 2021).
Tesco segmentation, targeting and placement is a practice which Tesco manages to target their market. The company uses this practice so they can get the most of their marketing account. Tesco concentrates on customers who are middle-income and who have families. Nevertheless, they also target other customers, like people that are more worried with quality. As a result, Tesco accommodates for buyers which are wanting something which is equally reasonably priced and of a good quality. 
The Tesco Clubcard loyalty programme was released in 1995 and lets customers receive one point for each £1 spent at Tesco. Tesco will then turn the points into vouchers to assist the customers to save on their weekly shops, days out and other purchases. (Tesco PLC, 2022)
One of Tesco's greatest strengths is its Clubcard loyalty programme. As there are more than 19 million households that have a Clubcard within the UK, and with almost half of the participants stating they only shop at Tesco because of their Clubcard. Tesco calculates that loyal Clubcard owners will put an extra eight items into their shopping basket each week. (Which,2019)




Conclusion.

In conclusion to this report my findings indicate that Tesco is one of the largest superstores in the UK and their most valuable investors are their suppliers, customers, and workers. 
Tesco’s yearly revenue amounted to approximately 53 billion pounds in the United Kingdom and the Republic of Ireland. This shows a increase of more than one billion pounds in comparison to the last business year
The company is dedicated to guaranteeing their employees are given fair and good working hours, workplace health and safety, and that no children or individuals are forced to labour, independence of association and confirming that discrimination will not happen. They are obligated to appreciate the human rights of and have a chance to make a change to their staff, consumers, and the communities they work in and the individuals that operate throughout their supply chain.
Tesco segment market concentrates on customers who are middle-income and who have families. Tesco's greatest strengths is its Clubcard loyalty programme with more than 19 million households signed up to the reward scheme.
Tesco is determined to lower their usage of plastic in their stores and have already eliminated more than 1.6 billion pieces of plastic from their UK stores.
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