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Introduction
Tesco plc, trading as TESCO is a United Kingdom multinational retail corporation dealing with groceries and general merchandises. The company was founded in 1919 by Jack Cohen. Tesco is the world third largest in terms of gross revenues and the world ninth largest retailer in terms of revenues (Reuters, 2020). It is the market leader of groceries in the United Kingdom with a market share of 28.4% (Tesco, 2019b). It also has market presence in 7 other countries across Europe and Asia including Ireland, Thailand and Hungary among others.
[bookmark: _GoBack]The purpose of this essay is to critically examine the CSR policies of Tesco including the aim and strategies that Tesco focuses on as well as their development, implementation, timescale, successes and the company’s transparency in reporting its CSR policies. The first part of the essay first introduces the concept of CSR including its definition and theories. The second part of the essay reviews and assess Tesco’s CSR policies whilst the third part is an essay summary section which summarises this essay’s key findings.
Definition of CSR
Arguably, Corporate Social Responsibility (CSR) is a somewhat evolving concept and thus it lacks a universally accepted definition. Therefore, wide range of sources have different definition for it. According to the GOV.uk (2020), CSR means the voluntary actions undertaken by businesses, over and above the minimum legal requirements compliance, in order to address both competitive and the wider society’s interest. Another definition is provided by academic theorists such as Crane et al. (2019) who indicated that CSR refers to an organization’s activities that go beyond the legal requirements of a particularly business environment. 
The review and assessment of Tesco CSR policies
Tesco’s CSR policy objective has always been to gain the trust of its customers by conducting business in a responsive manner in the communities it serves (Tesco, 2019). Arguably, this policy objective means that Tesco purposes to recognize its impact on the society in which it operates in while at the same time working to maximize the benefits it brings while simultaneously minimizing the negative impacts. According to Tang (2018), Tesco’s core value and purpose help define the company’s responsibilities to the stakeholders such as the employees, customers and the communities where it operates. Its core purpose is to create value for its customers in order to earn a life time loyalty. Another important core value for Tesco is treating people how it would like to be treated (Tesco, 2019). This include trusting and respecting each other, share knowledge, enjoy work and support each other. In line with these core values, core purpose and the aforementioned policy objective, Tesco divided its CSR policies into three categories, namely, social, environment and economic. 
Social CSR policies and strategies
As part of its CSR, Tesco aims at serving its customers better than any other retailer in the world (Tesco Plc, 2020). To achieve this CSR aim, since 2001, Tesco has been developing on-going training programme for its employees to ensure that they understand the company’s customer service objectives and that they have the capabilities to achieve them. Through this initiative, employees are provided with on-going training programme focusing on providing customers with the best service, twice per fiscal year. In order to serve its customers better than other retailer in the UK, Tesco has developed other new customer based programs including the introduction of Clubcard loyalty programme (Tesco Plc, 2019b). According to Brignall and Smithers (2019), Tesco’s Clubcard continues to be the best and most rewarding loyalty scheme in the UK retail sector. However, the company’s ratings in terms of customers’ satisfaction has not improved and Tesco has been keen in reporting the low figures. A BBC report by Read (2020) indicated that Tesco, together with other retailers such as Asda, Morrisons and Sainsbury continues to trail behind other retailers such as M&S and Waitrose in terms of customers’ satisfaction and experience In its reporting of CSR, Tesco recognized the poor customer service ratings are as a result of its efforts to re-focus of the company’s social CSR policies from training employees to offer better services to focusing on enlightening its customers on healthier living and food wastage avoidance which included removing ‘display until’ dates and replacing it with single date codes of ‘use by’ and best before’ for its groceries, dairy and meat products (Tesco, 2019a). 
Tesco’s CSR social policy also focuses on its staff. First, since its establishment, Tesco has always used selection and hiring policies that promote equal opportunities for all people regardless of their race, sexual orientation, disability and gender. According to Tesco (2018), Tesco’s hiring and promotion decisions are always based on merit. As part of its CSR towards its people, Tesco always aim at managing people in an open, honest and fair manner (Tesco, 2019a). Up to today, diversity continue to be central to Tesco’s CSR strategy where the company aims at employing people who can reflect the diverse nature of the business environment that it operates (Tesco, 2019b). As such, it offers employment opportunities to people from diverse backgrounds and countries. Tesco is quite keen in reporting and ensuring the highest level of transparency in respect to issues about diversity and inclusion. Every year, it updates its diversity and inclusion report on its website for everyone to see. In an effort to show transparency, in 2018 Tesco reported a 12% mean gender pay gap in its stores across the UK in accordance with gender pay gap reporting regulation (Scott, 2018). It its reporting, Tesco explained that the huge gap was due to the fact that male workers were more likely to take shifts with premium pay such as nigh shifts, holidays and Sundays (Scott, 2018).
Central to Tesco’s social CSR policy is bringing out the best in everyone (Tesco, 2019). As such, the company spend approximately 2.3 million pounds annually on training. Every employee at Tesco has access to various training programme as well as personal development plans which are subject to review after every six months (Keogh, 2016). This strategy is implemented to ensure that every worker at the company has the right skills to perform their tasks. Additionally, Tesco’s employees training and development programs are aimed at recognizing the staff as the company’s best asset. The success of this strategy is evident as in 2015, 70% of Tesco workers stated that they would recommend the company as a good workplace work at whilst 77% of the company’s managers and directors made significant career progresses (McDonald, 2015). 
Tesco economic CSR policies 
An important element of the triple bottom line theory of CSR is the economic factor of an organisation. According to Grayson and Hodges (2017), every company has the responsibility to its stakeholders i.e. shareholders to make money. For Tesco, the company has the responsibility to its stakeholders to make economic impact including the community, suppliers and the local economy. Tesco achieves its economic aim through various CSR strategies such as regeneration, market towns, and supplier relationships among others.
The regeneration strategy has been at the core of Tesco CSR efforts. This initiative aims at bringing together public services, community groups and employers to yield economic change in various deprived urban areas (Thornton Heath Chronicle, 2019). In particularly, the regeneration strategy was developed in order to develop new stores that could serve the local communities. Tesco hoped that by investing in these areas, it would attract other retailers and companies to invest in these areas thus bringing economic prosperities. In terms of the success of this CSR strategy, Tesco regeneration strategy has since its adoption helped many local people escape poverty and take part in the economic well-being of their local areas. Between 1999 and 2001, Tesco regeneration plan provided over 3200 jobs in areas such as Shettleston, Batley and Warrington (Tesco Plc, 2019a). In addition to providing employment to the local citizens, Tesco’s regeneration program has managed to make great contribution to the economic life of the company. The regeneration stores across the UK forms a core part of the company’s global business. However, Tesco has reported that in light of economic crisis i.e. profits decline, it was forced to abandon some of its regeneration projects in towns such as Kirkby, Bridgwater and Wolverhampton (Harris., 2015).
As part of its economic responsibility to the UK and the societies it operates in, Tesco promotes local produce in all its stores throughout its international businesses. According to Tesco (2019b) despite being an international company, the company has managed to recognize the importance of being local and purchasing locally. This strategy has been implemented since the establishment of Tesco. By 2018, 97% of its fresh beef is sourced from UK farmers, whilst 90% and 95% of fresh lamb and fresh pork is from the UK, respectively (Tesco plc, 2019a). This reporting shows a degree of transparency in CSR reporting; showing that the company has is committed to sourcing locally but admitting that it has not fully achieved this goal 100%.
To implement this strategy, Tesco has set up regional purchasing teams which have offices in Scotland and Wales to help the company identify local suppliers (The Grocer, 2018). As of 2018, the company still vowed to source from local farmers with a number of developments taking place including the recruitment of regional food experts and launching a regional sourcing website in order to ensure that it remains faithful to its promise of buying locally (Evans and Mason, 2018).
Tesco environment CSR policies 
Tesco’s environmental policy apply the principles of sustainable development which is based on the notion that a responsible society should satisfy the needs of the current generation without compromising future generations (Smithers, 2018). In light of this, Tesco is committed to protect the environment by putting principles into practice using its commercial strength. To do this, the company has engaged in a number of initiatives including Energy Efficiency and Emissions initiative, water consumption initiatives.
Tesco’s Energy Efficiency and Emissions initiative was launched in 1996 as part of the company’s energy awareness campaign. The implementation of this strategy included having all employees in Tesco’s store taking active part in the initiative. All managers in the stores, offices and depots were also tasked with monitoring energy usage and tasked with the responsibility of developing solutions towards reducing waste. Other activities implemented included installing energy efficient lighting systems in its manufacturing areas (Dudovisky, 2016). Since 2018, a number of developments have already taken place in area of energy conservation including the use of technology and collaboration with other organisations such as the behavioral change charity global action plan company. For example, Tesco has introduced a ‘state-of-the-art technology in its retail stores to connect all of its stores to a data analysis facility. This development was introduced to support Tesco’s carbon reduction target which was to reduce emission from the stores by approximately 50% between 2006 and 2020 (Guardian, 2018). This technology, known as Hindustan Service Centre (HSC) has enabled Tesco to track data about energy consumption in all its UK stores. According to The Guardian (2018), the level of insights, intelligence and control the technology have Tesco helped the company develop better energy efficient measures. An example of such measure was the introduction of improved freezer door which helps in cutting the amount of energy used in freezers and fridges. 
Secondly, the partnership with the charity global action plan company aimed at improving Tesco’s its energy engagement programme. Consequently, the ‘energy matters’ initiative was developed in 2017 focusing on reducing energy usage in Tesco’s bakery and hot counters areas. As of 2018, 86% of Tesco’s bakeries saw an energy reduction and the initiative was commended for energy management association award in 2018 (Tesco, 2019a). Also, as part of its support and commitment towards fighting against climate change, Tesco is committed to reducing the emission of greenhouse gases from its supply chain. Over the years, Tesco has made efforts to reduce its vehicles emissions and engaged in proactive activities such as introducing new training schemes for its distribution drivers to enable them become more efficient. This scheme known as the Driver Operating Skills offered drivers with Gold, Silver and Bronze awards for their understanding of the environmental issues (Tesco, 2019).  Over the years, other strategies aimed at reducing carbon emission were developed across the company including green travel plans, use of rail and use of biofuels particularly after purchasing fuel Company known as Greenergy (Umeasiegbu, 2017).  Between 1999 and 2017, Tesco was able to achieve a 45% carbon emission reduction in its supply chain (Umeasiegbu, 2017). To further combat climate change and following the 2016 Paris Climate Agreement, Tesco worked with external experts to develop new zero-carbon emission goals and plan. The company vowed to ensure achieve absolute reduction levels of 35% by 2020, 60% by 2025 and 100% by 2030. To achieve these goals, Tesco is sourcing 100% of its electricity from renewable sources (Umeasiegbu, 2017).
According to Alcaide, et al. (2019), transparency is one of the main conditions for corporate social responsibility reporting. Transparency in CSR reporting enhances allocative efficiency particularly when the stakeholders attach value to the ecological and social consequences of the products they purchase. It also enhances dynamic efficiency and innovation. By failing to be transparent, companies performing well in CSR cannot distinguish themselves from those that do not perform. Tesco has been commended for its high degree of transparency in reporting its CSR efforts and milestones. Evans and Mason (2018) argued that Tesco, in a bid to ensure transparency has been reporting on both positive and negative impacts and aspects of their performance in respect to CSR. Arguably, from the analysis, this essay concludes that Tesco is maintaining a high level of transparency in its CSR reporting following its admission that it has abandoned some of its regeneration project amidst its economic crisis as well as it revelation that it is yet to ensure 100% sourcing from local farmers and suppliers. 
Conclusion
In summation, this essay has found that Tesco has engaged in numerous CSR strategies over the years in order to achieve its CSR policies which are categorized as social, environmental and economic policies. These strategies span from customer service, hiring and selection, training and development strategy, regeneration and Tesco’s Energy Efficiency and Emissions strategy. This essay has found that these strategies continue to evolve based on CSR needs. It has also found these strategies are supplemented with developments including adoption of technology. Finally, this essay has found that Tesco ensures high rate of transparency in reporting its CSR performance.
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