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Introduction 
While corporate social responsibility dates back to the 1950s, it is just in recent times that the concept has registered an increase in popularity and now regarded as a key part of business strategy for organisations. In the digital era where environmental and social awareness amongst customers is at a record high level, finding a cheaper product is not everything that matters for the customer, rather, they expect organisations to handle their operations in a socially considerate and responsible way (Michelon et al., 2015). This recent increase in consumer awareness comes forward as the expectation of transparency is now nearly mandatory in the business world; meaning, in this modern era, consumers are more aware and savvier compared to other generations, as and this suggests that companies have to build trust with their customers (Michelon et al., 2015). Against this backdrop, this essay critically evaluates CSR policies, aim and strategies that Tesco is focusing on in order to evaluate their development, implementation, timescale, as well as the success and transparency of the company in reporting these policies. 
Tesco Plc is a British multinational general merchandise and grocery retailer, and is headquartered in Hertfordshire, England, UK. Based on gross revenues, Tesco is the third largest retailer in the world, and it has more than seven shops across Europe and Asia, and still remains the leader in UK, Hungary, Ireland as well as Thailand grocery market (Tesco, 2020). The company was founded by Jack Cohen in 1919. 
Tesco Plc’s corporate social responsibility policies 
CSR has been defined by a number of authors including Carroll (2016), which is the widely utilised model in CSR studies. Based on Carroll’s (2016) study, CSR is a four-phased pyramid that embrace whole spectrum of expectations of business responsibility that the society has for the business. These responsibilities include economic, legal, ethical and philanthropic, which when combined make up the four-layers CSR pyramid. Based on Carroll’s pyramid, economic performance is the basic building block and underpins all else, and at the same time, complying to the laws and regulations is critical because the law is society’s codification of what is acceptable or unacceptable behaviour. Ethical responsibilities follow, and these basically entails obligation by businesses to be fair, right, and just in order to avoid or eliminate any harm for the stakeholders. Lastly, organisations are expected to be good citizens, and this mainly captured in their philanthropic responsibilities to the community. 
According to Ehie (2016), CSR is an essential factor that could significantly contribute to the corporate reputation as well as brand image. Considering this, Tesco Plc sept up a CSR committee in 2012 in an effort to ensure that it paid sufficient attention to community and social responsibilities (Tesco, 2012). In addition to this, Tesco is actively implementing UN Global Compact initiatives that focus on six different areas related to health, food waste, human rights, business ethics, and the environment (Tesco, 2016). These initiatives encourage firms to adopt socially responsible and sustainable development policies. Tesco Plc has a number of CSR strategies with different aims in the long run. For instance, in regards to food, the company is committed to ensuring that no food that is safe for consumption goes to waste from UK stores. In regards to environmental policies, Tesco’s aim is to reduce absolute carbon emission by 3.1 percent per year. On the other hand, in terms of human rights and labour, Tesco Plc. aims to build a diverse workforce regardless of gender, race, or colour (Tesco, 2020).
Critical evaluation of Tesco’s CSR policies highlighted above 
Stopping food wastage 
Since its conception, Tesco’s main aim has been to help customers enjoy quality of life by acting responsibly, precisely, offering them healthier products and also prioritising the interest of the surrounding community (Tesco, 2020). This has not changed, rather the focus has been strengthened in alignment with UN Global Compact goals that was enforced in 2012. In this regard, Tesco’s aim over the last eight years has been to halve per capita global food waste at consumer and retail levels and reduce food waste along the supply chain and production lines by 2030 (Tesco, 2016). The company has implemented a number of programs in order to reduce food wastage and ensure that no food good for consumption goes to waste. For example, Tesco introduced Food Surplus in stores through its Community Food Connection program at the beginning of 2012 (Tesco, 2012). Through this, Tesco’s stores across UK can alert community and charity groups to the amount of surplus food that they have at the close of business day (Jones and Comfort, 2019). The charity of community groups then picks up the food for free and turn it into meals for the needy or less fortunate people. Notably, Tesco still maintains this food surplus initiative not only in UK but also in central Europe and Asian markets. Initially, the program was only available at major stores in UK, however, over the recent years the food surplus program has expanded in Tesco’s 280 plus stores in Central Europe (Tesco, 2020). Notably, the company’s initiative has been a success because as it has helped improved the brand reputation not only in UK but across Europe as one of the socially conscious brands. Thus, has in return helped Tesco to increase its market share and revenue margins over the recent years. Precisely, according to Jones and Comfort (2019), strong brand reputation between 2018 and 2019 enabled Tesco to increase customer loyalty by more than 1.2 percent, and this in return helped the company to increase its revenues. 
However, even though these CSR policies have played a key role in improving Tesco’s brand reputation, they still have a number of limitations attached to their implementation. For instance, BackFareShare Glasgow (2020) point out that charities and the community groups cannot adequately plan meal preparations as they only receive information on available food just a few hours before delivery. Lack of reliability negatively affects how the charities or groups operate. Even further, there is no guarantee that the charities will receive deliveries as it only depends on the available produce from manufacturers and the retailers (BackFareShare Glasgow, 2020). Subsequently, this shows that the implementation of this initiative is unperfect, and will subsequently create a gap between consumers expected and perceived value. 
In terms of transparency, Jones and Comfort (2019) highlight that Tesco has been transparent in reporting its CSR activities over the years. This is evident in Tesco’s annual publications on CSR reports detailing how the company intends to tackle the food wastage issue. Subsequently, this has enabled Tesco to identify areas of weakness in an effort to tackle the origin of food waste in UK.
Upholding human rights & labour standards 
Since its conception, Tesco has focused on building diverse workforce and workplace that practices appropriate labour standards to their suppliers and employees (Tesco, 2020a). The company’s focus keeps on changing to the better as a result of different factors including changing labour laws, technology, and new labour trends among others. Currently, in the midst of gender neutrality campaign across the globe, Tesco has focused on developing a workforce that reflects the diverse nature of the society regardless of gender, race, colour, beliefs and religion (Tesco, 2020). The company is committed to uphold human rights throughout their business decisions while at the same time protecting employees’ rights and improving the individual rights of the surrounding community members (Tesco, 2012). Notably, Tesco employs a team of 42 responsible sourcing experts in different countries to help the company ensure all human rights and labour standards are maintained (Wood et al., 2016). For instance, in regards to banana which is one of Tesco’s major selling items, the company realised many banana firm workers are subjected to poor working conditions. This made the company to advocate for the formation of World Banana Forum, which it uses to raise just and fair labour standards across the global industry (Jones and Comfort, 2020). Tesco Plc still remains an active leading advocate for the human rights of banana farmers and workers across the world. 
Further, after learning of the well documented child labour issues in the cocoa industry as well as high poverty level alongside limited access to the right to education, Tesco intensified its campaign and ambition of creating a sustainable and economically profitable economy that can improve the quality of cocoa farmers’ lives (Flynn, 2019). This has in return helped improve cocoa farmers’ quality of life. At the same time, by being the leading voice for the cocoa farmers, Tesco has benefited form the good public image as plenty of customers view it as a socially responsible company that has the community’s interest at heart. For example, in 2017, chocolate sales contributed to nearly 1.9 percent of Tesco’s market growth across UK ahead of Asda, Morrisons, and Sainsbury (Wood et al., 2017). However, with the high demand of Tesco cocoa in UK, sourcing from responsible suppliers alone could mean the company risks running out of stock (Tesco plc, 2020). Consequently, the customers could be forced to buy cocoa products from rivals in the market. 
In regards to transparency, Tesco is always straightforward when reporting human rights and labour related information to its stakeholders around the world. For instance, by strongly advocated for transparency in supply chain in the UK Modern Slavery Act which required suppliers to do due diligence before committing to a deal with suppliers, Tesco showed that it was actually taking the necessary measures to treat its workforce justly and fairly as embedded in its values (Flynn, 2019). 
Environmental conservation
Criticisms that Tesco received since 2000s from different groups including trade bodies, national organisations, and watchdogs among other regulators forced the company to find ways of minimising the impact of their operations on the environment (Jones et al., 2017). Over the last 10 years, the company’s CSR strategy has refocussed on a number of critical areas including climate, forests, water, and agriculture in alignment with the UN Global Compact (Tesco, 2016). These key areas are now embedded across the company’s supply chain and business model. For instance, at the beginning of 2016, in order to reduce carbon emissions, Tesco created a 2020 target that involves halving carbon emissions per square foot across all its distribution centres and stores, and also a reduction of 25 percent in carbon emissions per case of goods delivered (Tesco plc, 2020). The emission strategy has been of significant success over the recent years. For example, Tesco attained a 39.5 percent reduction in stores and distribution centres emission alongside 17.4 percent reduction in the goods distributed (Tesco Plc, 2020). Tesco achieved this by cutting emissions in property as it learnt that mor than 70 percent of company’s emissions are from its operations caused by electricity consumption (Sullivan and Gouldson, 2016). In order to address this issue, the company invested over 700 million pounds to improve energy efficiency issues including renewable energy through on-site generation or procurement. Consequently, this performance earned Tesco a spot in the Carbon Disclosure Project Climate A List as the only retailer in 2016 and 17 (Sullivan and Gouldson, 2016)Being listed as one of the leading retailers with low carbon emissions improved the company’s brand reputation, and this was evident in the increase in revenues in 2016 and 17 as customers perceived Tesco’s products to be of high sustainability standards. Nonetheless, Sullivan and Gouldson (2016) argue that investing in energy and emissions reduction require large capital, and this can reduce net profitability of the business. Thus, it could be argued that Tesco’s policy is not perfect as it forces the company to forgo its profitability at the expense of carbon reduction initiatives. 
Tesco plc also works closely with suppliers to reiterate the importance and upside of low-carbon businesses. Notably, Tesco’s major category suppliers are now on pace to surpass 30 percent reduction mark in emissions by the end of 2020 (Tidy et al., 2016). However, the company is yet to extend this kind of support to other categories. This shows that the emissions policy is not balanced, and thereby making it to be less effective towards helping the company achieve its emission target in the long run. In addition to this, Tesco is also mapping its supply chain in order to understand the company’s exposure to fresh water availability more so in the environmentally sensitive rivers (Tidy et al., 2016)). This initiative has also been a success for Tesco since its implementation. For instance, it has enabled the company to prioritise action besides developing relationships with relevant stakeholders in different locations. Tesco’s work in this area however continues to evolve as they aim to develop a resilient and sustainable supply chain. In context, the company has achieved success here by partnering with Marine Stewardship Council (MSC). The MSC label has made it easy for customers to easily identify fish that meet sustainability standards, precisely, MSC certified fish is currently available across all Tesco stores in UK, and also through a range of multiple pre-packed and frozen seafood and fish with MSC label (Jones and Comfort, 2019). However, this policy ignores other critical areas such as grocery and beverage which are also major revenue generators for Tesco in the UK and central European market. 
In regards to transparency, Tesco plc’s CSR reports in annual company reports over the last ten years confirm that the company has indeed been implementing initiatives aimed at helping conserve the environment as shown in various reports such as (Tesco plc, 2020). 
Conclusion   
This essay establishes that corporate social responsibility has increasingly gained popularity as one of the standard business practices in recent time. The essay found that CSR requires organisations to incorporate legal, ethical, economic, and philanthropic responsibilities in their day to day operations. In the case of Tesco, the essay determines that the company major policies include its aim to stop good food going to waste, reduction of carbon emissions and supply of healthier foods. The essay further determines that Tesco aims to uphold all human rights while at the same time engaging in acceptable labour standards. By assessing, the company has well implemented their CSR policies, and report them transparently even though there are some areas which can be improved. 
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