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[bookmark: _Toc78125439]Introduction

 This report aims to investigate the customer experience of the retail supermarket Tesco PLC based on the components of ethics and sustainability and how they influence customer experience. Furthermore, the report will provide two quality models and critical literature review on Juran’s theories of quality and Total Quality Management that might assist Tesco PLC in improving its customer relationship management (CRM) of the company. The vision of this company is to be the leading incorporated provider of premium quality products by working with communities, customers and people to sustainably enrich lives globally. 

[bookmark: _Toc75789390][bookmark: _Toc78125440]Ethics and its Components
Ethics is considered to be the best practices that are based on the foundation of what society perceives or expects from others in terms of rights and responsibilities one has towards society. Business ethics is considered to be the set of rules or actions which is considered to be good and are beneficial for society as a whole (Sison, 2015). Following are the three corporate components for business:
[bookmark: _Toc75789391][bookmark: _Toc75808533][bookmark: _Toc78125441]Human Values
It includes keeping the overall workplace environment favourable for the employees. However, the customers, expect that the organisation should be fair in its advertisement policies and the products and services provided should justify the value for money. It also expects that the stakeholders of the company should also be treated fair (Remišová, Lašáková and Kirchmayer, 2018). 
[bookmark: _Toc75789392][bookmark: _Toc78125442]Macro Level
An organisation needs to comply with all the market competition rules and regulation of the country in which it operates. Furthermore, a good corporate citizen is considered and expected to formulate a strategy for its employees that adheres with the labour market rules and trends within the region in which it operates (Warren, 2018).  
[bookmark: _Toc75789393][bookmark: _Toc78125443]World Level
At this level, an organisation is expected to behave ethically by keeping the term and conditions fair with its customers, suppliers, and community as a whole (Remišová, Lašáková and Kirchmayer, 2018).
[bookmark: _Toc78125444]Ethical Policies of Tesco PLC and How It Impacts Customers 
Tesco PLC is a well-known for maintaining its high standards of ethical business conduct and abides with all the rules and regulations within the respective regions it operates in. Following is some of the ethical policies discussed concerning how it impacts its customers. 
[bookmark: _Toc78125445]Compliance with Laws
Tesco has designed its company’s policies and procedures that adhere to all the laws and regulations of all the regions in which it operates. The company believes and expects that the rules and regulations defined are being followed and in case of any assistance the Tesco has a separate Legal Department to resolve any queries related to the compliance of the rules and regulations (Tesco PLC, 2016).
By complying with the laws, Tesco eventually provides a positive impact on its customers. As the company is involved in the industry the company has to follow a rigid set of rules and regulations due to the nature of the service and the industry it operates in. By implementing and following the rules and regulations, Tesco can gain customers’ loyalty and provide a positive impression to its current and potential customers.   
[bookmark: _Toc78125446]Confidential and Proprietary Information
The company complies with the rules and regulations related to confidentiality and Proprietary Information and ensures that the information obtained is used only for the desired purpose and not being misused. This will provide satisfaction and confidence to the current and potential customers of Tesco, as building trust is key in the industry the company operates in (Tesco PLC, 2016).  
[bookmark: _Toc78125447]Gratuities and Business Courtesies
It includes accepting expensive gifts and other leisure entertainment from the clients or individuals with whom the company is dealing or involved in any kind of business relationship. This might influence the decision making with respective client or individuals and might end up giving extra undue favours to them. Tesco strongly discourages such engagements that might influence in making a fair decision. The company has a separate department of Business Entertainment Policy for resolving issues related to Gratuities and Business Courtesies (Tesco PLC, 2016).     
The above policy will help all the customers as all the customers will be dealt with fairly and no individual will be benefited or gain an extra advantage by offering undue favours and gifts to gain an advantage in their business dealings.  
[bookmark: _Toc78125448]Fair Dealing
It involves dealing fair in all business dealings whether it is within the organisation or with the customers. Tesco encourages to maintain fair dealing within the organisation and as well with the customers which eventually gains customer satisfaction and loyalty (Tesco PLC, 2016). This provides a positive impact to the current and potential customers as customer gains confidence over the business processes. 

[bookmark: _Toc78125449]Sustainability and Its Components 
Sustainability is believed to be a significant component in the success of the retail industry. It is important to remain sustainable by managing the supply and demand, thus, fulfilling the needs of the customers (Rau and Scheiner, 2020). Following are the components related to the sustainability of Tesco PLC:
[bookmark: _Toc78125450]People
Tesco has a policy of formulating and implementing a fair, safe and policy that adheres with the human rights and obligations. The company encourages everyone to be a part of an organisation irrespective of gender, caste and race (Tesco, 2021). 
[bookmark: _Toc78125451]Product
To remain and act sustainable, Tesco follows the policy of no food waste and ensures that the raw food from farms till the processed food is not being wasted in any circumstances. The company also ensures that the customers are delivered with the best quality food keeping the health of the individuals into consideration (Tesco, 2021).
[bookmark: _Toc78125452]Planet
The company is committed to providing healthy and sustainable sourced agricultural produced food items to its customers. The company aims to minimise the environmental impact as well by ensuring less wastage to remain sustainable within the industry (Tesco, 2021). 
[bookmark: _Toc78125453]Places
Tesco is part of several communities around the globe and helps individuals by donating them in terms of food supplies and by different offerings at their retail outlets such as holding extra summer food collection for children and families (Tesco, 2021).  

[bookmark: _Toc78125454]Sustainability Policies of Tesco and its Impact on Customers
The Little Helps Plan is the framework that is utilised by Tesco within shaping its long-term approach towards sustainability. It establishes the ways through which Tesco make difference towards the stakeholders as well as the environment. The organisation is intended toward tackling certain biggest environmental and social challenges that are experienced by the world. The Little Helps Plan allows Tesco to exhibit, improve and monitor the performance within its operations as well as extensive supply chain. Tesco has minimised the overall wastage of food within its operation by about 42 per cent since 2016/2017 and has been progressing towards the aim of the organisation to halve the wastage of food by 2030 (Tesco, 2021). Within 2020, only 0.37 per cent of the food which is handled across the Group was wasted. Tesco has also increased the quantity of unsold food that it redistributes to the charities for the individuals who are in need, helped in part by the new partnership with the OLIO within the UK which is the food sharing enterprise as well as Food Cloud which is an app that assists within connecting the unsold food from the stores with the community groups within the UK, Czech Republic, Republic of Ireland and Slovakia (Tesco, 2021).  
The 4Rs strategy of Tesco is intended to assist the organisation, its suppliers and customers within minimising wastage of packaging. It is based on the four principles including Remove packaging where the organisation can reduce the packaging where the organisation can’t, reuse more and recycle the things that are left. Tesco is committed to making sure that all of the packaging materials are completely recyclable by the year 2025 and is intended to make use of as much recycled content as the organisation can (Tesco, 2021). The approach of Tesco towards progressing to net zero, the organisation follows the targets which have been approved by the Science-Based Targets initiatives (SBTi) in compliance with the 1.5 degrees Paris Climate Agreement.  Tesco is intended to reach net-zero emissions from its operations by 2035 within the UK and by 2050 throughout the Group. Being one of the largest retailers within the UK, the organisation has a significant opportunity to assist its customers in minimising their environmental impact. In the year 2018, Tesco has joined forces with WWF-UK for assisting in making shopping baskets increasingly sustainable by halving their environmental impact as measured by the help of Sustainable Basket Metric (Tesco, 2021).






[bookmark: _Toc78125455]Quality Models and Customer Relationship Management (CRM)

Quality can be referred to as the fundamental tool for the natural property of any product or service which enables it to be compared with any other product or service of its type. There are different meanings of word quality; however, fundamentally, it is regarded as the set of inherent properties of an object which enables satisfying the implied or stated needs. Moreover, the quality of a product or service is the perception of the customer regarding it. It is the mindset of the consumer who accepts a particular product or service and acknowledges its capability in meeting needs. One definition of quality relates it to the features of the product as they can have a significant impact on the revenues of the organisation since the high quality can lead to the likelihood of charging the premium pricing (Petrukhina and Stavtseva, 2016).
Quality can also be related to the product or service free from any kind of deficiencies. The freedom from deficiencies can have a huge impact on minimising the costs of the organisation as the higher quality will mean fewer warranty claims, less rework and no complaints from the customers. Furthermore, quality can also be defined as conformance to the specifications. It is the extent to which the product meets the specifications of design providing the satisfaction factor which fulfils all of the expectations of the customers. The products are developed as well as controlled while following the accepted normative regulations so that if the regulatory bodies carry out the inspection, the product will prove that it is meeting the requirements which are set by the relevant certifying organisations (Kryvoruchko, Shynkarenko and Popova, 2018). 
Furthermore, quality also means the provision of value to the customers, providing conditions of product or service which either meet or exceed the expectations of customers but are still affordable. Quality also considers the minimisation of waste that might be caused by the product to the environment or the human society but still enabling the organisation for maintaining customer satisfaction. An additional interesting element within the concept of quality is the ‘wow’ impact. The quality delivers to the customers, not just the thing he/she wants but also the things that he/she has never imagined will be required by him/her and after he/she has, he/she realizes that this product is similar to the product that he/she always wished to have. Customer Relationship Management (CRM) data is regarded as the extent to which the information that has been tracked in the CRM is valuable. The accurate and good data is the most significant factor within the identification of the extent to which the organisation is successful within making use of Dynamics CRM (Manikas, Hamann and Sentic, 2015).



Quality Models that can assist in improving the customer relationship management of Tesco 
[bookmark: _Toc78125456]Juran Trilogy
The Juran Trilogy is also known as Quality Trilogy and it was proposed in 1986 by Dr Joseph M. Juran as the way to manage quality. The traditional approach to quality within that time was based on quality control; however, at present, the trilogy has turned out to be the foundation for the majority of the practices of quality management across the world. The Juran Trilogy is considered as the universal way to think regarding quality as it fits in all levels, all functions and all of the product and service lines. The fundamental concept is that the management of quality comprises three universal processes including quality planning, quality control and quality improvement (Dou, 2021). 
The Juran Trilogy diagram is usually presented as a graph with time on the horizontal axis and the vertical axis having the cost of poor quality. Quality planning is the initial activity that is regarded as quality by design. The process of design allows innovation to occur through the designing of products along with the processes involving controls for producing the final outputs. The Juran Quality by Design model is the structured method utilised for the creation of innovative design features which respond to the needs of the customers and the features of the process to be utilised for making new designs. Within every organisation, improvement occurs each day even among the individuals with poor performance. Within the short term, this is the way of survival of a business. Improvement is regarded as an activity within which each organisation performs tasks for making incremental improvements daily. Daily improvement is different from breakthrough improvement. Breakthrough needs leadership support and special methods for achieving significant results and changes (Ravikumar, 2016). 
It is also different from planning as well as a control since it needs to take a ‘step back for discovering the things that might be preventing the existing performance level from meeting the customers’ needs. Through emphasising the attainment of breakthrough improvement, the leaders can develop a system for increasing the improvement rate. An organisation would be able to outperform its competitors as well as meet the needs of stakeholders by achieving only certain essential breakthrough each year. The meaning of breakthrough is the organised development of the vital change and the achievement of the unprecedented performance level.  The unprecedented change might need the acquisition of the Six Sigma level (3.4 ppm) or 10-fold levels of improvement over the existing levels of process performance (Krause, 2017).
The third universal process within the trilogy is quality control or compliance. The concept has been to expand the approach of attaining quality from the then-prevailing after the fact inspection, which is now known as prevention. At present, the term ‘quality control’ usually means quality control as well as compliance. The objective is to comply with the regulatory authorities or international standards, for instance, ISO 9000 (Tallentire, Harley and Watson, 2019). 
[bookmark: _Toc78125457]Total Quality Management (TQM)
The major definition of total quality management defines the management approach for long term success with the help of customer satisfaction. Within the efforts of TQM, all of the members of an organisation participate in improving the services, products, processes, and culture within which they work. TQM can be summarised as the management system for an organisation that is focused on the customers involving all of the employees in continual improvement. It makes of data, strategy as well as efficient communication for the integration of quality within the process of design or the upgrade of software or computers. All of the employees work towards common goals. Total employee commitment can just be attained when empowerment has happened; fear has been driven from the workplace and when the proper environment has been provided by the management. The high-performance work systems incorporate efforts of continuous improvement with the normal business operations (Jarrett, 2015).
The focus on process thinking is the basic part of TQM. The process is regarded as the series of steps that take into account the input from the supplier and their transformation within outputs which are delivered to the consumers. For the detection of the unexpected variation, the steps needed to perform the process are defined and the performance measures are constantly monitored. However, an organisation might comprise various functional specialities usually organised within the vertically structured departments. The horizontal process interconnects these functions which are the focus of TQM (Ross, 2017). The micro-processes add up to the larger processes and all of the processes combined within the business processes needed for the definition and implementation of the strategy. Each of the individuals should have an understanding of the mission, vision and guiding principles along with the quality policies, critical processes of the company and objectives. The performance of the organisation should be monitored as well as communicated constantly. The integrated business system might be modelled after the Baldrige Award criteria and/or the incorporation of ISO 9000 standards (Kantardjieva, 2015).
The significant part of quality management is the systematic and strategic approach for the attainment of the goals, mission and vision of the organisation. This process is known as strategic management or strategic planning, involving the creation of a strategic plan which incorporates quality as the main component. Continual process improvement is a large aspect of TQM.  The continual improvement drives an organisation to be creative and analytical within the identification of the ways for turning out to be more effective or more competitive within meeting the expectations of the stakeholders (Saha, 2016). The data related to the performance measures are essential for being aware of the extent to which the organisation has been performing well. TQM needs that the company to continuously acquires and evaluates the data for improvement within the accuracy of decision making, attaining consensus as well as enabling the prediction based on history. During daily operations and organisational change, effective communication plays a significant role in the maintenance of morale as well as within motivating the employees at different levels. Communication includes methods, strategies and timeliness (Othman, Ghani and Choon, 2020).
Conclusion
It has been concluded that ethical and sustainability policies of Tesco PLC have the most significant impact on the quality of CRM systems in broadband organisations. It is analysed that ethical policy helps in customer dealings, improve service quality as well as foster positive relationships. Ethics are essential in assessing the failure or success of the company. By formulating and implementing the strategies by following the Total Quality Management & Juran Trilogy models, Tesco can improve its products and processes eventually meeting the customer needs and gaining customers’ satisfaction.  
This assignment also shows that when sustainability becomes the core part of the culture of the brand, it becomes the point of differentiation, the core value, as well as it has a huge impact on the way perceive the brand. By staying focused on sustainability, identifying that customer comprehend that it is not profitable, and it is the right to do the brands, companies will enrich the customer’s life and those customers will become the advocates of the loyal brand. In addition to this, making the allowance for the issue of sustainability in the CRM processes and strategy leads to separation from rivalry and aids make sure the continuity of business operations, as the societal and ecological confines are considered.  


[bookmark: _Toc78125458]Recommendations
Tesco should focus more on the tastes and preferences of its customers within the different regions it operates in. This will eventually increase the customer retention rate and the loyalty of customers, thus, increasing the sales volume and the overall profit of the company in its respective regions. Tesco company must join the forces with local communities and government agencies to address the social issues. It is also suggested for Tesco to recognise the role of the platform of email marketing as a vital boost to CRM, as the latter makes the instruments for making reports, importing and exporting contacts and conducting analyses. It is also recommended that sustainable policy must involve how the company is going to raise the consciousness of its sustainability goals. There should be a clear communication strategy that delivers for the information sessions to make sure that all relevant parties and staff are aware of the policy and the organizational commitment to attain the set targets. 

[bookmark: _Toc78125459]
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