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“When the wind blows there are those that build walls and then there are those that build windmills”.

(Clare Woodcraft, CEO van Emirates Foundation, 2014 p. N.P)


Organisations have legal responsibilities and well-defined economic. Howbeit, there is a growing perception of lengthy responsibilities outside of these obligations, headed for the society in which the organisation operates (Porter at al., 2006; Garriga, 2004; Sundgren et al., 1988). This is a term which has become known as corporate responsibility.  Corporate Social Responsibility (CSR) is a fast-growing organisations practice that assimilates sustainable development into the business model of the company, and it has a very positive impact on the economic, social and environmental factors (Jones, 1980).  Corporate Social Responsibility refers to the way in which organisations invest again into their community, in a social and economic way, meaning that under-privileged communities can benefit from the influence of local business (Garriga, 2004).
CSR provides frameworks for successful enterprise and is an opportunity to create honest and good-news stories that everyone in the society can appreciate, including the business itself (Garriga, 2004). As the use of corporate responsibility grows, it is becoming extremely essential to have a socially conscious image. Customer, employees and stakeholders are starting to put CSR into consideration when choosing a company or brand because, everyone has a responsibility to care for the planet and the people that are surrounding the environment (Garriga, 2004).

According to Carroll (1991), CSR includes the management of a company so that it is inexpensively profitable, ethical and also socially supportive. In order to be more socially responsible means that, profitability and reverence to the law are foremost conditions when debating the ethics of the company and the area to which it supports the society in which it prevails with the input of money, time and talent (Carroll, 1991). 
Carroll has arranged different corporate social responsibilities as a pyramid model with four different layers and then addressed it as the pyramid of responsibilities (Carroll, 1991).  
The pyramid has four layers that assist businesses to see the different types of responsibility that society wants from an organisation.  The four layers are the following: economic, legal, ethical and philanthropic (Carroll, 1999). 

According to Carroll and Buchholtz (2003) to be a profit-making company, maximize sales or make strategic decisions are considered to be at the very base of economic responsibilities. Economic performance and legal responsibilities are both essential; in these responsibilities, organisations are presumed to obey the law, because the law demonstrates the society regards as accepted or unaccepted (Fischer, 2004).  Meanwhile, ethical responsibilities are not essential however they are expected by society (Simons, 2005). The philanthropic responsibilities are at the top of the pyramid and to improve the quality of life for society is the main aim of these responsibilities (Carroll and Buchholtz, 2003). Supporting the community by providing programs can be an example of philanthropic responsibilities. (Carroll and Buchholtz, 2003).

The Elkington's Triple Bottom Line (1998) model is considered to be an influential model that has made it easier to share the corporate social responsibility agenda. This model encourages the assessment of the performance of a business based on three areas: profit, people and planet (Elkington, 1998). The benefits of this particular model are that, businesses are more encouraged to think above a narrow measure of performance, it motivates CSR reporting and it supports measurement of environmental impact. However, this model has also few disadvantages, for example, it is hard to rely on and it consistently measures people and planet bottom-lines (Guthrie, 2008).  
Carroll “noted that the responsibility of corporate in relation to all the stakeholders (shareholders and other stakeholders) and the perception of the Triple Bottom Line fundamentally points towards corporate sustainability by paying particular attention of People (society), Planet (environment) and Profit (economy). The risks and threats of unsustainability emerge on account of poor assessment of social, environmental and economic aspect of business (Norman, 2004). That main issues of governance and sustainability might be both strategically combined, in order to build up corporate brand image and to create stakeholders' value (Norman, 2004).”

R. Edward Freeman and Milton Friedman both have different views as to what the responsibilities of a business should be (Hillman, 2001). Freeman (1984) believes that any individual or a company that has a 'stake' in the organisation should participate in business decisions. On the contrary, Friedman believes that businesses are only responsible for those that own stock in the business, the owners or stockholders (Hansen, 2010).  Organisations used to be only responsible to their shareholders, but this has seen a drastic change in the past years (Peter, 1990).  Many associations have now initiated to accept the fact that, in the business environment the organisations are also obliged to many other constituents (Gray, 2006).  
CSR is entrenched in the desire of businesses and their consumers, in order to operate more ethically. The systematic challenge is to consider if CSR is currently just one more appearance of corporate competitive advantage.  

By using Tesco as a case study, the researcher shall now analyse what are the main approaches to CSR of the supermarket and how it supports sustainability.

Tesco is a famous British supermarket chain that is currently operating in fourteen different countries across the World (Tesco, 2020). The original product range of Tesco are without doubts grocery and general merchandise, but this has seen a change and it now includes banking, petrol, insurance services as well as telephone equipment (Tesco, 2020). 
The meaning of the core value of Tesco was wiped to have said: "our core value no one tried harder to a customer and treat people how we like to be treated characterised our approach to Corporate Social Responsibility” (Tesco, 2020).

Tesco, on their most recent CSR commitment (Lewis, 2020), states that they recognise their impacts on society, the economy and the environment. In order to embrace sustainable and socially responsible policies, the company has joined the UN Global Compact in 2015 (Lewis, 2020). Tesco’s main concern in the recent years has been the food waste, hence the supermarket believes that no food should go to waste, therefore they always have free fruits in the fruits & veg shelves for kids (Tesco, 2020). At the end of each day, store colleagues send alerts to local charities and community groups to the amount of surplus food they have, the charity then picks up the food for free and turns it into meals for the people in need (Tesco, 2020).
Another sustainable goal is to seek to ensure health and wellbeing for everyone, over the past years the company has removed the sugar content out of their drinks, 300 tonnes of saturated fat and 15 tonnes of salt from their label butter and spread range (The Independent, 2016). 
However, The Guardian (2016), reported that they were cutting off sugar to avoid sugar-tax not because they were generally concerned about the overall health and wellbeing of the people.

Howbeit, these small changes have seen great improvement into people’s lives as health is profoundly important these days, due to social influence. Having said that, social trends have a massive impact on any types of business these days, this is due to the fact that organisations need to keep it up with all these trends in order to be ‘ethical’ or more ‘sustainable’ in the eyes of their customers (Qualman, 2012). For example, the concern of plastic has been a massive issue for the society in the last 4 years because of plastic pollution which is slowly destroying the planet. (Parker, 2020). Hence, Tesco has been taking the initiative to reduce plastic pollution by discarding plastic ready-meal trays, yoghurt pot lids, straws and loose fruit bags and having the single goal to eliminate 1bn pieces of plastic by the end of 2020 (Butler, 2020). 

Another way Tesco have encouraged their customers to recycle is by introducing a recycle machine, that gives 10p back for one plastic bottle recycled, this, however, is only available in few cities across the UK: Swansea, Borehamwood, Edinburgh, Manchester and Birmingham (Tesco, 2020).  As part of their 'little bits of help' plan, Tesco has also made different commitments, such as ensuring all the paper and board used will be 100% sustainable (Tesco, 2020). However, plastic, paper or food waste have not always been the main concern to the CSR of Tesco; supporting education, for example, was believed to be one of the key areas to be concerned (Tesco, 2005). Tesco has partnered with ‘I CAN’, a UK charity that helps with language difficulties, to sponsor the Chatterbox Challenge (Tesco, 2005). They also worked with over 29,000 schools to support the ‘Computer for Schools’ programme. The programme was initiated to show parents that computers can be educational but also fun at the same time, and in 2005 over 2,700 computers and 86,000 related items, worth over £8 million, were ordered by UK schools (Tesco, 2005). Other things such as recycling mobile phones, inkjets and Christmas cards for charity organisations were quite popular fifteen years back, this has raised over £200,000 which was shared by Alzheimer’s Society, NCH and other charities in the UK (Tesco, 2005). 

In 2004, Tesco on their CSR annual report stated that they were one of the very first supermarkets to introduce degradable plastic carrier bags, these bags break down in as 60 days into biomass, carbon dioxide, water which have small impact on the environment (Tesco, 2005). However, later in 2011 these bags have been removed and were described as ‘damaging’ for the environment because they do not break down due to the lack of then heat and sunlight (Poulter, 2011). Surveys in Bangladesh have shown the ‘training grade’ for all the workers being forced by suppliers for extended hours. It is also not clear how it plans to guarantee more skilled workers are not replaced by new, lower-paid, unskilled workers (Business & Human rights Resource Centre, 2006). Additionally, the supermarket does not mention of any work to make sure worker participation in any of its projects, which suggests that Tesco’s productivity plans are not going to lead any real benefits to its workers (Business & Human rights Resource Centre, 2006). Howbeit, the supermarket is trying to make improvements by producing out of season, ensuring long-term supplier relationships, and offering business advice (The Grocer, 2019). Therefore, Tesco’s engagement in the ETI Wages Project should see it start to output wage projects and deliver the living wages expected from a retailer of this size and influence (Ethical Trading Initiative, 2014). Political issues also took their part in this, the continued EU membership, for example,  has affected the Tesco’s CSR (Szajna-Hopgood, 2019) as the ten-point gender were made to address the needs of the EU in terms of the social responsibilities which expected of any organisations that are operating in their communities (Farrell, 2019).
Tesco is a company that was originated from the non-EU, Eu in its full circumstances was confirmed to promote economic corporation among the members, by simply eliminating trade barriers (BBC, 2019). 
On the contrary, this has put the supermarket under strict law restriction, even while it assumes to fit in to operate its CSR agenda without an EU legal connection, such agreements have been proved recently as Tesco has place sales prohibition on its purchase from the country of Zimbabwe (Financial Times, 2008).

The social responsibility of organisations has become a huge issue in the past few years and the reporting of these activities is becoming much more frequent. Organisations are adapting to the advantages of being seen as more socially responsibly and industries are jumping on the drive of reporting CSR and utilising different media in order to give communication to their tasks in their field to their stakeholders. No organisations can exist without the environment; therefore, CSR has massive importance upon any organisation.  
From this research, it can be concluded that Tesco faces serious inconsistency in the market and non-market environments. On several different issues, the company has identified strong opportunities and taken many initiatives, in contrast with the fact that in other instances Tesco behaves re-active.  The social responsibilities also include the company’s culture and value and how the employees are treated in the place of work. Major challenges of the company, therefore, is how to produce coherence through increased coordination and support the transition in the direction to a more proactive approach.
To embrace more the planet and the environment, Tesco can perhaps advertise more on recycling to make a bigger impact on their local communities; standing with the employees, inspiring them and the consumers to create corporate purpose, which is a recognition which suggests that purpose can be a long-lasting, leading force behind the operations of an  organisation and its social reasonability. And lastly, climate change has been a huge issue in 2018/19 and companies should increase their focus on purpose and their role in society in 2020.Word Count without references: 2159
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