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[bookmark: _Toc93532256]EXECUTIVE SUMMARY

Report finding has shown that Tesco’s focuses on CRM to keep up with its customer relations it has also shown that Tesco’s has good ethical practices in place for its customers and employees and supply chain. Furthermore, Tesco uses triple bottom line to ensure criteria is met for the future of their company and they show effective ways to tackle sustainability. They also use the loyalty ladder to persuade their customers to purchase the goods such as Clubcard offers, and exclusive deals and the ladder shows how to target certain customers into buying from them then this becomes repeat customers by gathering information.
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1.0 [bookmark: _Toc106324614]INTRODUCTION 

This report is requested by the chief executive of marketing at Tesco on 22/05/22. It will be submitted on 17/06/22. The CEO and his team are currently researching the influence of ethical trading and sustainability practices and policies on the organisation's customer relationship management performance. The researcher has been asked to contribute to the following 
A) Ethical policies and practices
B) Sustainability policies and practices
C) Influences of segmentation and the loyalty ladder 
This report will analyse the customer’s experience of the Organisation and evaluate the benefits of maintaining a good customer relationship and it will be showing the evidence in this report about Tesco. The researcher will also be using articles, textbooks, journals and websites to compile this report.
Researchers name is Badsa Miah will be assisting the (CRM) department.





[bookmark: _Toc106324615]2.0 FINDINGS   
2.1
Jack Cohen created the firm in 1919 and it is based in Cheshunt, UK. 1995. 
In 1919, Jack Cohen sold leftover food in London's East End. After the war, he utilised his demob money to buy the first day's shares. Jack believed in inexpensive meals from the start. Jack Cohen made £1 on £4 sales the first day. In 1995, Tesco Clubcard acquired 5 million customers in its first year. Tesco surpassed Sainsbury's with Clubcard. In 1998, They introduced their Finest collection to target wealthier people. In 2000, Tesco Launched Tesco.com. The website has 20,000,000 monthly visitors. (Tesco, 2022)  
Tesco's reach, capacity, and market share are all strong due to decades of customer service. they are proud of their 345,000 employees who serve millions of clients. Through Clubcard, dunnhumby, and 40 million weekly transactions, they can analyse and anticipate consumers' evolving demands. They have the widest, most attractive product selection, excellent supplier connections, and efficient supply chain, distribution, and fulfilment infrastructure. (Hegarty, 2022)
[bookmark: _Hlk106098309]In October, they updated its capital allocation structure and provided a multi-year performance framework to guide their activities and measure their success. They outlined four strategic targets to increase top-line growth, grow absolute profits, and produce £1.4bn to £1.8bn in retail free cash flow every year. they are certain this will help them retain a healthy balance sheet, invest for growth, and boost shareholder returns. (Tesco, 2022)  
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Tesco quarterly finance shown that they are increasing revenue due to its strategies implemented through its CRM system that does impact on its business as more customers turning to shop in store as well as online, at Tesco’s this indicates its approach to consumer loyalty programs and targeting customers. This has shown to have a greater impact on its profit and market share figures by creating far more loyal customers base and attracting new customers, 
2.2 What is CRM?
It is Customer relationship management (CRM) to improve a company’s relationship with potential customers and existing customers. Its purpose is to improve relationship and maximise growth. (Kumar and Reinartz, 2018).
In recent years, CRM has gained relevance as a marketing tool. As a result of CRM's supportive responsibilities, the retail industry has enjoyed significant sales growth and profit maximisation. Management of customer service is essential to the success of any firm. In recent years, as competition has gotten more intense than ever, firms have forced to prioritise survival and expansion. Major shops fight to maintain and get new consumers. This has led to the introduction of fresh concepts and methods for customer service. Relationship management approaches Variations to (CRM). Tesco has expanded its operations outside of the United Kingdom. In today's dynamic business environment, a solid customer connection is crucial. This is one of the reasons CRM is viewed as a crucial business tool in today's marketplace. Better company and market planning depends on a deeper comprehension of consumer and retailer performance and holding a major share of the market. (Kumar and Reinartz, 2018).
Tesco Clubcard provides them with an advantage when data is gathered and used as a marketing tool to further build on how customers shopping patterns change. Additionally, it also allows them to target certain customers with direct marketing strategies. Customers who receive Reward Mailings as opposed to those who do not (but are eligible) generate considerable value throughout the year with a sale to cost ratio of over 9, indicating the effectiveness of the mailings. (Tesco. 2022.)

2.3 Ethical practices 
Tesco's uses this to ensure the security of people's personal data under the data protection act. They obtained this in order to save data on your personal information, such as your billing address, email address, phone number, and date of birth. While Tesco's personal data is secure, it is vulnerable to hacking because it is stored on the internet. Personal data is handled by every member of staff at Tesco's. Ascertain that personal information is gathered, sorted, processed, and distributed appropriately by the corporate organisation. This contains information about an employee, a prospective customer, a customer, and a supplier. And anybody may make a formal request to access the data stored on them to ensure that it is current and correct. Breaching the confidences of customers or employees by selling or purchasing personal data is a serious offence punishable by an infinite fine.
Tesco has drafted a privacy statement that complies with the law, therefore avoiding legal action and a negative reputation. It safeguards the customer's data from being shared or sold to organisations with whom they do not wish to share it.
Examples of ethical workplace behaviours include adhering to the company's regulations, communicating effectively, accepting responsibility, accountability, professionalism, trust, and mutual respect for co-workers. These examples of ethical behaviour promote maximum productivity output at work, and TESCOS has a reputation for excellence in the workplace by providing the highest level of pleasure to its employees and customers in a variety of ways that contribute to the business's success. (Ethical Practice and the Role of People Professionals | Factsheets | CIPD, 2022)
Tesco’s policy is very strict regards to the information they gather of employees in the workplace and how they take customers’ private and confidential information which is very vital to the organisation of Tesco because the business’s reputation will go downhill, and the company will face penalties and be fined if they don’t have the correct policies and practices in place. (Tesco,2022)
 There are two major components to ethics: descriptive ethics, which includes ethical conduct that attracts consumers, and normative ethics, which includes how the organisation portrays itself through a goal statement and ethical beliefs.
According to Schroeder there are three types of ethical business: those that seek to increase profit but also give charity from that profit, those that seek to incorporate social values into daily operations, and those that manufacture ethical products and services. However, this is something that is implemented by leaders who have developed ethical business and are the primary decision-makers (Campbell and Kitson,2008).

Gellerman argues that the four most important rationalisations managers use to justify unethical behaviour are the belief that any activity falls within ethical legal criteria and is therefore not illegal, the belief that the activity is in the best interests of the individual or corporation, the expectation that the activity will somehow take on responsibility and will never be discovered or publicised, and finally, the belief that the activity benefits the firm, the organisation, or even the individual involved.   (Campbell and Kitson,2008).
Descriptive ethics 
The Tesco Little Helps Plan incorporates their commitment to human rights. The strategy builds on the work they had done over many years and focuses on operating the company in a manner that contributes positively to our co-workers, clients, and communities their civil rights.  A plan that addresses the most significant difficulties confronted by employees, which is part of the plan's People pillar, that focuses on delivering on our commitment to treat people how they desire to be cared for. They have, through policy and human rights agenda, dedicated to:
Guarantee international human rights norms observable at all of our suppliers' locations.as well as Concentrate on the most significant hazards to employees throughout the Transparent supplier chains, cooperation with NGOs and labour unions to recognise and address them with others although Friedman theory suggest that business should satisfy shareholders and maximise profits it is also equally important to focus on unethical behaviour that could diminish a company reputation
Blind to Its duty (CSR). 
Tesco supply chain in Malaysia and Thailand had issues which was based on worker having an illegal and unexplained wage reduction, passport retention, unnecessary overtime work as well as to labour brokers heavy indebtedness which was shown to be higher in Malaysia. Tesco addressed these issues by conducting investigation into the allegations within their supply chain, placing support lines and grievance mechanisms in their language for agency workers as well as policy and procedures set in their overseas supply chain. Tesco will also be training managers on inclusion and diversity.  This shows corporate social responsibility. (Reuters. 2022). 
Normative ethics
Tesco uses two main tools to engage customers with which are Clubcard offers and their TV advertisement of their products at specific times of day as well as seasonal promotions to target new and existing customers. Tesco focus on building their trust through Clubcard providing value for money and do offers for the purpose of gaining trust and loyalty.
According to Carroll pyramid, as ethical behaviour includes doing the right thing, being fair, and avoiding harm. A company should be law-abiding and ethical. Unlike the other, this is optional. Being ethical informs stakeholders a company is moral and just and makes customers more comfortable buying from them. Being morally responsible means treating suppliers/employees well. (Thacker, 2022)
The second level of the pyramid is legal responsibility. This is the most crucial phase since it demonstrates how businesses operate. A company's legal responsibilities include compliance with employment laws, competition with other businesses, tax regulations, and employee health and safety. Legal carelessness may damage companies.
Morality doing the right thing, being fair, and avoiding harm comprise the ethical layer of the pyramid. A company must be law-abiding and ethical. Unlike the preceding stages, this one is optional. It is desirable for a business to be ethical since it demonstrates to stakeholders that it is moral and just and makes customers feel more at ease purchasing from it. Being ethically responsible entails being ecologically responsible and treating suppliers and employees with respect. (Thacker, 2022)
For example, Tesco’s holding private data has been critical to customers and employees and making sure every policies and procedures in place to protect them and their company from major adversities such as hackers.



2.4 sustainability 
As one of several recent macro-trends, consumers expect retailers to run more sustainable businesses and reduce their impact on the environment. Jason Tarry, Tesco UK and ROI CEO said: “We’ve been using rail to transport our goods since 2008 and this new service reflects our continuing commitment to rail which has clear advantages for our business, our customers and the planet. Our rail service will be an important part of our efforts to deliver a fantastic Christmas for our customers, but the journey doesn’t stop here as we continue to increase the number of containers we transport by rail as part of our commitment to reach net zero emissions in our operations by 2035.”

Chris Connelly, NTS Deputy CEO and Rail Director, said: “This is fantastic news, not only for DRS and Tesco but also for the environment. This is an example of how rail can play an integral part in the race to net zero. Each train will remove around 40 lorries from Britain’s roads and save 9,000 tonnes of CO2e, and we’re running two trains a day, seven days a week. We’re thrilled to be working with Tesco on this new service, helping them drive down their carbon footprint as they deliver for their customers throughout the UK.”
However, Tesco and other supermarkets came under bad ethical practices In 2007, Tesco was placed under investigation by the UK Office of Fair Trading (OFT) for acting as part of a cartel of five supermarkets (Safeway, Tesco, Asda, Morrisons and Sainsburys) and a number of dairy companies to fix the price of milk, butter and cheese. In December 2007 Asda, Sainsbury’s and the former Safeway admitted that they acted covertly against the interests of consumers while publicly claiming that they were supporting 5,000 farmers recovering from the foot-and-mouth crisis. They were fined a total of £116 million. (Tesco, 2022) Tesco has improved its ethical processes by changing its behaviour.
Triple Bottom Line (TBL)
Triple Bottom Line (TBL) is a 1994 idea that identifies three principles a corporation should follow to be sustainable: people, earth, and profit (“Triple bottom line”, 2009). Many firms are becoming more sustainable. Many individuals nowadays feel that major businesses must be sustainable to be successful. Tesco is a huge company aware of the TBL. Although Their sustainability has flaws, they are dedicated to doing the right thing throughout the Little Helps Plan's three pillars. To minimise their environmental effect, minimising emissions and packing. Maintenance Product safety and quality, health and safety culture, and Customer privacy is crucial. (Triple Bottom Line (TBL), 2022
These are our stakeholders' fundamental expectations. Good business practises (Tesco. 2022).


Influences of segmentation and the loyalty ladder
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(The Loyalty Ladder: A Sideways Look | Eight Leaves | Data Analytics & Software Development, 2022)

Tesco and Sainsbury's Recent Customer Relationship Management Trends: Tesco and Sainsbury's have both been using customer relationship management tactics continuously. According to Tesco (2021), as a very effective instrument for customer service Relationship Management; over 150,000 Tesco customers receive magazines every month.
Having the most recent and exclusive offerings. These publications include advertising, stories, and the newest news. The latest news about our goods and services. Tesco Clubcard is a loyalty program that was launched in 1997. introduced to keep and earn the consumers' loyalty. Customer service techniques that are effective Additionally, relationship management has been expanded globally, with more than 8. Tesco contacted millions of consumers via the CRM solutions it has implemented. To remain in www.tesco.com, which was launched in 2000, keeps in touch with present and new clients. Each of these efforts are having a favourable effect on the decision-making process of customers. On the other hand, According to Sainsbury's (2012), the supermarket chain has steadily encouraged consumers to purchase online. as well as in-store. As with Tesco, Sainsbury's has sent magazines to its customers and the Nectar Card was introduced. Sainsbury's has made data collection a priority. customer encounters. This can become an essential component in formulating the most advantageous marketing methods that work.
Tesco's is one of the most well-known grocery stores in the world. They have built their reputation by increasing product loyalty and meeting the needs of external customers. For example, their unique selling point is to offer club cards to customers. This has become their method of communicating with customers in order to convey the benefits of brand loyalty and relationship building. Tesco's has continually introduced innovative ways to exceed customer expectations, and they have done it in a manner that distinguishes them from other food retailers. They introduce something fresh to entice clients to purchase their goods through the use of discounts and coupons. This is how to establish a positive reputation: by delivering something distinctive that appeals to customers, by analysing what customers want to buy, and by assisting customers in developing trust in order to acquire items.
Increased consumer goodwill aids in the retention of existing customers since they see a benefit from purchasing at Tesco's. The club card fosters confidence in Tesco's and the United Kingdom; sales were enhanced by 4.5 percent volume growth. The club card is utilised for marketing reasons and is a customer service effort. The benefits of this are that they will gain loyal consumers, and that they will maintain a consistent level of service. Additionally, this will build trust among those who already have club cards and will help spread the word about why they enjoy using club cards. Revenue begins to grow when a business develops pricing strategies to increase awareness. Posting it on social media platforms will increase awareness and, potentially, profit. When Tesco's advertises, it will be seen not only on television commercials, but also on the website for those who shop online and those who deliver goods. (Tesco,2022)

· Enhancing the reputation of business and brand – trust and confidence in business and brand leading to the potential expansion into new product ranges/services
· Increased customer retention
Once data is gathered through its CRM system it can split people into different categories and target different customers in different ways to influence them to become loyal customers and move further up the loyalty ladder.















[bookmark: _Toc106324616]3.0 CONCLUSION  

The researcher has found the information on sustainability policies and ethical policies of Tesco’s to be good ethical practice and procedures Tesco’s have in place to govern its operation CRM system has shown its core practises in place by engaging with customers and how they can engage in customer experience and as well as how they collect their data, and it has also found that Tesco is a high profitable organisation and a growing company which is expanding to other countries. Tesco started to focus more on the TBL to influence their growth as well as to secure for the future of being a sustainable company. Furthermore, Tesco’s Clubcard has influence over consumer as it has shown to be great change towards customers decision making. As Loyalty ladder Tesco have used this. Tesco also shown its progress towards lowering carbon emissions to help environmental issues Tesco is also part of the Modern Slavery Intelligence Network.


[bookmark: _Toc106324617] RECOMMENDATION

Tesco can invest in more on cyber security as they hold vast number of private data held would be of risk if breached.
Monitor its supply chain where they do business and make sure government guidelines are followed
And good ethical practice is maintained.
The greater the company becomes so does its responsibility, more sustainable. Products and supply chain improve on its overseas supply chain making sure they don’t breach its code of practice and policies.
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[bookmark: _Toc106324619]4.1 Pestle
 
Political Factors
Since the retailing company operates worldwide, global political factors greatly influence the performance of Tesco. These include, tax rates, acts of legislation and of course, the stability of the country it operates in. Due to ongoing financial instability in the world, many governments encourage retailers to create jobs for the domestic population. As Tesco plays its part in creating employment opportunities, it also, in turn, increases the demand for its products and diversifies its workforce.
Economic Factors
These factors are the main point of concern for Tesco, as they are most likely to leverage costs, demand, profits and prices. Therefore, the company should be aware of any changes in policies, such as changes in taxation or any other factors which could affect the accessibility of finance. It is important to mention that although the business is growing internationally, the company is still quite dependent on the UK market where it has a market share of around 30%.

With that said, internationalization and diversification have been two key strategies pursued by the company over the years, and a major reason for its success. Furthermore, due to decline in disposable income levels and household incomes, Tesco, has shifted most of its focus towards advertising its value brands rather than the more luxurious items.
Social Factors
Due to a variety of social changes, trends indicate that customers in the UK have moved towards bulk shopping and one-stop shopping. Therefore, Tesco has increased the number of non-food items offered for sale. The type of goods and services demanded by consumers is mostly influenced by their beliefs and attitudes which, in turn, are influenced by social conditioning. Because customers are becoming more aware of health issues, due to which their approach towards foods is changing constantly, Tesco is adapting to these changes by accommodating the demand for organic products.
Technological Factors
The advancements in technology have brought various new opportunities for Tesco. Two of the most distinct ones include, firstly, the development and introduction of online shopping with facilities for home delivery. Secondly, self-service checkout points have provided convenience and ease for customers, which in turn have reduced labour costs. Furthermore, Tesco has also invested a significant amount on energy efficiency projects to fulfil its long-term objective to reduce its carbon footprint.
Environmental Factors
With increased pressure on companies to address environmental issues and to adopt ways of operations which what would benefit society, Tesco is clearly committed to reducing its carbon footprint by 50% by 2020. Also, Tesco is minimizing the waste produced in their stores by increasing social conscience in customers.

Legislative Factors
Government policies and legislations also directly impact the performance of Tesco. For example, the Food Retailing Commission (FRC) in 2004 suggested a Code of Practice should be introduced which would ban many current practices, such as changing prices without notice or demanding payments from suppliers. To facilitate these policies, Tesco provides its customers price reductions on the fuel they purchase, in accordance with the amount spent on their grocery stores. Also, there are several promotions offers where prices are lowered. (Contributor, 2022)

(Tesco SWOT & PESTLE Analysis | SWOT & PESTLE, 2022)[image: ]
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