
[image: ]





Tittle: Evaluating Tesco’s Sustainability Practices in the UK: Assessing Waste Recycling and Food Waste Management Strategies.
Marta Lesiczka
2130091
BMSW6009_SWAN
Submit date: 11/07/2025.
Lecturer: Arpu Kumar
Dissertation submitted to the Institute of Management and Health in accordance with the requirements of the Bachelor of Arts: Business Management 2025 
Word count: 7918


[bookmark: _Toc203047415][image: uwtsd-logo-bilingual]
[bookmark: _Toc203047416]Declarations
This work has not previously been accepted in substance for any degree and is not being concurrently submitted in candidature for any degree.
Signed: Marta Lesiczka
[bookmark: _Hlk202646126]Date: 11/07/2025
STATEMENT 1
This dissertation is being submitted in partial fulfilment of the requirements for the degree of BA.
Signed: Marta Lesiczka
Date: 11/07/2025
STATEMENT 2
This dissertation is the result of my own independent work/investigation, except where otherwise stated.
Signed: Marta Lesiczka
[bookmark: _Hlk202646296]Date: 11/07/2025
STATEMENT 3
I hereby give consent for my dissertation, if accepted, to be available for photocopying and for interlibrary loan, and for the title and summary to be made available to outside organisations.
Signed: Marta Lesiczka
Date: 11/07/2025
STATEMENT 4
I hereby give consent for my dissertation, if accepted, to be available on the university's IT system to those who have consent to use the system.
Signed: Marta Lesiczka
Date: 11/07/2025


















[image: uwtsd-logo-bilingual]
[bookmark: _Toc203047417]Acknowledgement
I would like to express my deepest gratitude to my supervisor, Arpu Kumar, for her invaluable guidance, patience, and encouragement throughout the development of this dissertation. Her expertise and constructive feedback have been instrumental in shaping this research.

I also want to thank my children for their understanding and patience during the many hours I dedicated to studying and writing. Your love and support gave me the strength to keep going.

My heartfelt thanks go to my mother, who has always been there for me, especially during this challenging period, helping with the children and allowing me the time and focus I needed to complete my studies.

Finally, I would like to thank my manager at work, Steffan Johns for his support and understanding, which made it possible for me to balance my professional responsibilities alongside my academic commitments.



[bookmark: _Toc203047418][image: uwtsd-logo-bilingual]
[bookmark: _Toc203047419]Abstract
This dissertation evaluates Tesco’s sustainability practices in the United Kingdom, with a specific focus on waste recycling and food waste management strategies at the Tesco Llanelli store. The study aimed to examine how national sustainability policies are implemented at the local store level, identify operational challenges, and explore stakeholder perceptions of these initiatives. A qualitative research methodology was adopted, incorporating semi-structured interviews with managers, staff, and customers, alongside secondary data analysis of Tesco’s corporate sustainability reports and industry benchmarks.

Findings reveal that Tesco Llanelli has successfully operationalised several sustainability initiatives, including yellow sticker discounting, food donation partnerships, and customer recycling schemes, aligning with corporate social responsibility frameworks and the Triple Bottom Line approach. However, challenges such as inconsistent employee training, limited customer incentives, operational constraints, and inadequate data monitoring were identified, potentially undermining the effectiveness of these initiatives.

The study concludes that while Tesco demonstrates a strong commitment to sustainability at policy level, improvements in training, stakeholder engagement, incentive structures, and technological investments are necessary to enhance local implementation and impact. Recommendations include strengthening staff training programmes, improving waste tracking systems, offering customer incentives, expanding sustainable packaging, and increasing transparency through public reporting. This research contributes to understanding the practical complexities of retail sustainability and provides insights for both academic study and organisational practice in advancing effective sustainability strategies within the sector.
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[bookmark: _Toc203047421]1. Introduction 
[bookmark: _Toc203047422]1.1 Background and Context
In the face of escalating environmental challenges, sustainability has become a key priority for governments, businesses, and consumers (Lisniak, 2024). Climate change, resource scarcity, waste pollution, and biodiversity loss have intensified the global demand for sustainable practices across all sectors (Jindal, 2024). The retail industry, particularly the food and grocery sector, plays a critical role in shaping environmental outcomes (Vitor, 2024). With their vast supply chains, extensive packaging use, and high volumes of food stock, supermarkets hold a unique position of influence, both as major contributors to environmental degradation and as potential leaders in promoting sustainability (Beitzen-Heineke, 2017).

The United Kingdom generates approximately 9.5 million tonnes of food waste annually, with the retail sector accounting for a significant proportion (WRAP, 2021). Additionally, the country produces millions of tonnes of packaging waste each year, much of which is non-recyclable. The environmental implications are severe food waste alone contributes to 8–10% of global greenhouse gas emissions, primarily due to methane emissions from landfills (Melikoglu, 2013). Tackling food waste and improving recycling efforts are, therefore, essential components of any national and organisational sustainability strategy.

Tesco PLC, the UK’s largest grocery retailer, has made a series of public commitments to becoming a more environmentally responsible organisation (Olarewaju, 2024). Serving millions of customers each week and operating thousands of stores, Tesco’s environmental practices have a wide-reaching impact. In recent years, the company has set ambitious goals such as achieving net zero emissions in its operations by 2035, making all packaging fully recyclable or reusable by 2025, and ensuring no food fit for human consumption goes to waste. Tesco has implemented several initiatives to support these goals, such as collaborating with Fairshare to donate surplus food, developing closed-loop recycling systems, and reducing plastic usage in its own-brand products (PLC T. , 2025).

Despite these efforts, challenges remain. Critics have questioned the consistency and depth of implementation across stores, as well as the effectiveness of some initiatives. Furthermore, issues such as supply chain food waste, inadequate consumer education on recycling, and the continued use of non-recyclable materials suggest that more work is needed. This study will explore how effective Tesco’s sustainability practices truly are, focusing specifically on waste recycling and food waste management, and will identify areas where improvements are necessary.

[bookmark: _Toc203047423]1.2 Problem Statement
Tesco’s sustainability strategy has received attention both for its innovation and its limitations (Meng S. , 2024). While the company has launched high-profile programmes to reduce waste and promote recycling, actual progress toward a circular economy remains uneven (Broadhead, 2024). The problem lies in the gap between policy and practice — while sustainability targets are published in corporate reports, it is unclear how well these initiatives are implemented at the store level, or whether they achieve the intended environmental benefits.

Food waste, for example, remains a persistent issue. Tesco was the first UK retailer to publish detailed food waste data and has made strides in redistribution, questions persist around how much edible food is still discarded and whether processes are efficient across all branches (Jaswal, 2025). Similarly, recycling systems face logistical and behavioural challenges. Customers may not understand recycling labels, store facilities for recycling vary, and packaging remains a mix of recyclable and non-recyclable materials. Additionally, much of the success depends on partnerships with third-party organisations and suppliers whose practices may not align with Tesco’s stated goals.

[bookmark: _Int_BhM5UUzA]The core problem is therefore the limited independent evaluation of Tesco’s sustainability efforts. Most available information comes from Tesco’s own reporting or industry publications, which may lack objectivity (Kaur, 2024). There is a clear need for a critical assessment of how Tesco’s waste-related sustainability strategies perform in reality, identifying not only successes but also structural, logistical, or behavioural barriers that hinder progress.

[bookmark: _Toc203047424]1.3 Rationale for the Study
[bookmark: _Int_pO21YNaN]This study is both timely and significant for several reasons:
First, climate action and environmental protection are urgent global priorities, as highlighted by international frameworks like the United Nations Sustainable Development Goals (SDGs). Tesco’s operations have a direct impact on the UK’s ability to meet targets such as SDG 12 (Responsible Consumption and Production) and SDG 13 (Climate Action). Understanding how effectively Tesco contributes to these goals provides insight into the broader role of corporate actors in addressing sustainability challenges.

Second, consumer expectations are evolving. Shoppers are increasingly aware of environmental issues and are demanding transparency and responsibility from the businesses they support. If Tesco can demonstrate genuine and measurable progress in waste reduction, it can strengthen customer loyalty and brand trust. However, if gaps between promises and performance are revealed, reputational risks may follow.
[image: uwtsd-logo-bilingual]
Third, the findings of this study can be applied beyond Tesco. As a market leader, Tesco sets trends that competitors often follow. By evaluating the company’s current performance and offering recommendations, this research can help shape better practices across the entire UK retail sector.

Finally, from an academic perspective, this study contributes to the body of knowledge in sustainability, business ethics, and operations management. It links theoretical models of corporate social responsibility (CSR) and environmental management with real-world practice, providing valuable insights for students, practitioners, and policymakers.
[bookmark: _Toc203047425]1.4 Aim of the Study
To evaluate Tesco’s sustainability practices in the UK, specifically focusing on waste recycling and food waste management, to assess their effectiveness, identify challenges, and propose improvements.
[bookmark: _Toc203047426]1.5 Research Objectives
1. To examine Tesco UK’s waste recycling initiatives and their impact on sustainability.
2. To assess Tesco UK’s food waste management strategies and their effectiveness in reducing environmental impact.
3. To identify key challenges Tesco UK faces in improving waste recycling and food waste reduction.
4. To provide recommendations for enhancing Tesco UK’s sustainability efforts in waste management.
[bookmark: _Toc203047427]1.6 Research Questions
1. How effectively are Tesco UK’s waste recycling initiatives promoting sustainability?
2. To what extent do Tesco UK’s food waste management strategies contribute to reducing environmental impact?
3. What challenges does Tesco UK encounter in implementing effective waste recycling and food waste reduction measures?
4. What improvements can be made to Tesco UK’s waste management practices to enhance sustainability performance?
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[bookmark: _Toc203047429]2. Literature Review
[bookmark: _Toc203047430]2.1 Introduction
Corporate sustainability has become a critical concern in the modern business landscape, driven by growing societal expectations, regulatory requirements, and environmental imperatives (Sharma S. , 2024). Organisations are increasingly expected to implement sustainability initiatives that balance economic growth with environmental stewardship and social responsibility. This pressure is particularly intense in the retail sector, which is a major contributor to global greenhouse gas emissions, resource consumption, and waste production (Meng, 2024).

This chapter provides a critical review of the literature relevant to corporate sustainability and evaluates the current thinking around waste recycling and food waste management practices in large retail organisations, with a particular focus on Tesco PLC. The literature review draws on contemporary sources from the last five years, with some seminal references included to establish theoretical frameworks. It is structured around four key themes: sustainability frameworks in business, waste recycling and food waste management; the role of stakeholders in sustainability; and gaps in the existing literature.

[bookmark: _Toc203047431]2.2 Sustainability Frameworks in Business
Sustainability frameworks offer essential models for businesses to conceptualise and evaluate their sustainability performance. Among the most influential frameworks is John Elkington’s (1999) Triple Bottom Line (TBL), which encourages companies to measure success based not only on financial profit but also on social and environmental performance (John, 2023). Lewandowska (2025) notes that the TBL model has been widely adopted across industries, serving as a benchmark for developing corporate sustainability strategies.

Retailers such as Tesco have increasingly aligned their operations with the TBL framework, aiming to achieve economic viability, social equity, and environmental protection. Tesco’s public sustainability disclosures suggest strong alignment with these principles through its Climate Action Roadmap and its commitment to reaching net-zero carbon emissions by 2050 (PLC T. , 2021). However, some researchers question the depth of Tesco’s integration of these frameworks. For example, Kew (2023) argues that while Tesco presents ambitious sustainability goals, the practical implementation across its supply chains often lacks consistency and transparency.
The United Nations Sustainable Development Goals (SDGs) have also shaped corporate sustainability initiatives globally. SDG 12 (Responsible Consumption and Production) and SDG 13 (Climate Action) are particularly relevant to Tesco’s strategies. Mitchell (2023) highlights Tesco’s alignment with these goals, such as reducing single-use plastics and minimising food waste. However, the alignment is not always seamless. Adams (2024)reports discrepancies between corporate claims and independently verified sustainability outcomes, suggesting that some businesses may engage in greenwashing to improve their public image without delivering substantive results.

Furthermore, the Paris Agreement of 2015 has placed additional pressure on multinational corporations to reduce emissions across all scopes: Scope 1 (direct), Scope 2 (indirect from energy), and Scope 3 (indirect from supply chains). Scope 3 emissions remain particularly challenging for retailers like Tesco, as they rely heavily on global supply networks. A McKinsey & Company (2020) report on corporate emissions found that Scope 3 emissions account for more than 80% of emissions in most retail supply chains, and companies often lack control over these external contributors (Wren, 2022).

 Tesco’s Climate Action Roadmap acknowledges these challenges, but its progress reports reveal that measuring and mitigating Scope 3 emissions remains a complex and resource-intensive process. Milne and Gray (2015) argue that traditional accounting systems are inadequate for capturing the full scope of a company’s environmental and social impact. More recent studies echo this critique, calling for integrated sustainability reporting models that blend financial and non-financial performance indicators (Davey, 2014)In the context of Tesco, while the company publishes annual ESG reports and aligns with frameworks such as the Task Force on Climate-related Financial Disclosures (TCFD), the level of detail and comparability can still vary. For example, Tesco claims that it reduced food waste by 45% per store between 2016 and 2023 (TescoPLC, 2023), a positive step in line with its ambition to halve food waste by 2030. However, its packaging recyclability target set at 100% by 2025 still faces challenges, with only 88% of its own-brand plastic packaging reported as recyclable as of the latest data (PLC, Update on our progress to halve food waste, 2024). 

In the context of Tesco, while the company publishes annual ESG reports and aligns with frameworks such as the Task Force on Climate-related Financial Disclosures (TCFD), the level of detail and comparability can still vary. For example, Tesco claims that it reduced food waste by 45% per store between 2016 and 2023 TescoPLC, 2023), a positive step in line with its ambition to halve food waste by 2030. However, its packaging recyclability target set at 100% by 2025 still faces challenges, with only 88% of its own-brand plastic packaging reported as recyclable as of the latest data PLC, Update on our progress to halve food waste, 2024)These statistics illustrate both progress and remaining gaps in Tesco’s CE and ESG strategies. The inconsistency in reporting methods and metrics across different sustainability domains limits cross-company comparison and benchmarking. Adopting more transparent and standardised sustainability metrics could significantly enhance the credibility of Tesco’s environmental claims and facilitate improved stakeholder trust and accountability (Olson, 2009).  
                
These statistics illustrate both progress and remaining gaps in Tesco’s CE and ESG strategies. The inconsistency in reporting methods and metrics across different sustainability domains limits cross-company comparison and benchmarking. Adopting more transparent and standardised sustainability metrics could significantly enhance the credibility of Tesco’s environmental claims and facilitate improved stakeholder trust and accountability (Olson, 2009).

Additionally, concepts like the Circular Economy (CE) have become increasingly relevant. CE promotes the continuous use of resources through recycling, reuse, and regeneration, directly influencing how businesses approach waste. Tesco has implemented various circular economy initiatives, such as closed-loop packaging systems and surplus food redistribution programmes (Thomlinson, 2020). However, scaling such practices across all operations continues to face logistical, technological, and financial constraints (Bachofner, 2022).
Another important framework worth mentioning is Environmental, Social, and Governance (ESG) criteria, which are increasingly used by investors to assess the sustainability and ethical impact of an investment in a company. ESG provides a broader perspective than traditional financial analysis by evaluating how a company manages relationships with employees, suppliers, customers, and the environment (Dmuchowski, 2023). 

According to Hu (2025) companies with strong ESG performance are more likely to attract long-term investors and improve their reputational capital. Tesco has published ESG performance summaries, for instance, reporting in 2023 that it achieved a 55% reduction in Scope 1 and 2 emissions since 2015 and that 88% of its own-brand plastic packaging is now recyclable. However, critics argue that these are not sufficiently detailed or independently audited, limiting their utility for meaningful stakeholder analysis. As O’Dwyer and Unerman (2020) suggest, voluntary ESG disclosures often lack comparability, assurance, and accountability, which reduces their effectiveness in driving genuine corporate responsibility.

Moreover, academic debates have also evolved around sustainability maturity models. Baumgartner and Ebner (2016) propose a model that categorises sustainability strategies based on the level of integration within the organisation. Tesco may be considered to operate at the 'strategic sustainability level, as it incorporates environmental and social objectives into business decisions. However, the literature suggests that actual integration is often shallow and driven by marketing objectives rather than a genuine transformation of corporate culture (Millar, 2024).
[bookmark: _Toc203047432]2.3 Waste Recycling and Food Waste Management in Retail
Waste management, particularly in terms of recycling and food waste reduction, is one of the most pressing sustainability challenges in the retail sector (Kazancoglu, 2022). The UK's food retail industry generates millions of tonnes of waste annually, encompassing food waste, plastic packaging, and general waste. Tesco, as one of the largest supermarket chains in the UK, has a significant environmental footprint and therefore a pivotal role to play in addressing this issue (Marsden, 2018).

Tesco’s “No Time for Waste” strategy outlines its commitment to achieving zero food waste across UK operations, alongside broader efforts to reduce packaging and increase recycling. The company’s Food Waste Data Report (2024) indicates that it has reduced food waste by 45% since 2016. Strategies include donating surplus food to charities via the Community Food Connection initiative and converting inedible food waste into animal feed or energy (Tesco P. , 2025)Despite these efforts, multiple sources question the accuracy and comprehensiveness of Tesco’s food waste reporting. Battisti (2025) highlights inconsistencies in third-party audit results and notes that many corporate sustainability reports present a more favourable image than the underlying data supports. Milne (2015)adds that such “symbolic” reporting often serves to maintain corporate legitimacy rather than to drive meaningful environmental change..

Despite these efforts, multiple sources question the accuracy and comprehensiveness of Tesco’s food waste reporting. Battisti 2025) highlights inconsistencies in third-party audit results and notes that many corporate sustainability reports present a more favourable image than the underlying data supports. Milne 2015)adds that such “symbolic” reporting often serves to maintain corporate legitimacy rather than to drive meaningful environmental change.
Further complicating the issue is the fragmented nature of Tesco’s supply chains. The company sources products from thousands of suppliers worldwide, making it challenging to maintain consistent sustainability standards across such a complex network. Recent reports by Mighty Earth (2023) indicate that Tesco’s supply chain has been linked to illegal deforestation in the Amazon, particularly due to soy sourced from suppliers engaging in unsustainable practices ￼(Giorgetti, 2024. These findings highlight the urgent need for Tesco to implement robust supplier audits, strengthen traceability measures, and enforce stricter sustainability standards throughout its supply chain.

In the area of packaging waste, Tesco has introduced several initiatives to reduce plastic use, including the removal of hard-to-recycle materials, increasing the proportion of own-brand packaging that is recyclable, and promoting reusable packaging solutions. However, a recent study by Smith (2024) found that cost barriers, consumer resistance, and logistical challenges often limit the scalability of these solutions.

In addition to this, consumer behaviour plays a crucial role in waste reduction. Tesco has launched educational campaigns to encourage shoppers to reduce food waste at home, such as proper storage techniques and understanding “best before” dates. Nevertheless, studies suggest that consumer awareness remains limited, and behavioural change is slow (White, 2019). Effective waste reduction requires a coordinated approach that includes both supply-side interventions and demand-side education.

Scholars have also discussed the importance of technology in waste management. Innovations such as AI-powered inventory systems, IoT devices for real-time monitoring, and blockchain for supply chain transparency are being increasingly adopted in the retail sector (Grover, 2024). Tesco has trialled some of these technologies in it is distribution centres, although full-scale implementation is still underway. The integration of such technologies could drastically improve forecasting accuracy, reduce spoilage, and increase the efficiency of food redistribution networks.

In addition, peer-reviewed studies have explored the social implications of food waste. For instance, food waste in high-income countries like the UK is often compared with rising levels of food insecurity. Tesco’s involvement with food redistribution charities like Fairshare helps bridge this gap, but critics argue that relying on corporate surplus is not a sustainable solution to systemic poverty (Sage, 2021). However, proponents of such partnerships argue that they offer an immediate and pragmatic response to food insecurity while also reducing landfill waste. As Alexander and Stanley (2020) note, food redistribution programmes like those supported by Tesco help redirect edible food away from waste streams and contribute to community resilience, especially when integrated with wider social support systems (Vasconcellos, 2024).

[bookmark: _Toc203047433]2.4 The Role of Stakeholders in Sustainability

Stakeholder engagement is a cornerstone of effective sustainability strategies. Freeman’s Stakeholder Theory (1984) argues that businesses must balance the interests of all stakeholders, not just shareholders, to achieve long-term success (Waddock, 2017). This includes customers, suppliers, employees, regulators, and communities. For Tesco, managing these diverse stakeholder expectations is critical in its pursuit of sustainability.

Tesco’s engagement strategies include collaborating with suppliers to develop sustainable products, launching awareness campaigns for consumers, and participating in industry-wide coalitions to improve environmental standards. For example, Tesco is a founding member of the UK Plastics Pact, which brings together businesses, governments, and NGOs to reduce plastic waste (Reynolds, 2024).

However, research shows limitations in Tesco’s stakeholder engagement. Suppliers often face unrealistic sustainability targets imposed by large retailers, with little financial or technical support to meet them (Sellin, 2024). This creates a power imbalance that undermines the collaborative spirit needed for meaningful sustainability progress.

Internally, Tesco has implemented training programmes for employees to embed sustainability into day-to-day operations. For example, the Tesco Greener Living initiative and Sustainability and Climate Training modules are designed to educate staff on sustainable practices, such as reducing energy use, minimising food waste, and promoting recycling behaviours at the store level (Tesco P. , 2025). 

However, the effectiveness of such training is rarely evaluated in academic research. Employee engagement in sustainability remains an underexplored area that could yield important insights into the success or failure of corporate environmental initiatives (Qualati, 2024). Therefore, this research aims to bridge the gap by examining how sustainability training and awareness among Tesco Llanelli staff influence the actual execution of waste and recycling policies on the ground.

The Corporate Social Responsibility (CSR) model also provides a useful framework for evaluating Tesco’s sustainability efforts. Carroll’s (1999) CSR pyramid outlines four levels of corporate responsibility: economic, legal, ethical, and philanthropic (Ehie, 2016). Tesco’s initiatives to reduce food waste, support community organisations, and promote ethical sourcing can be mapped against these responsibilities. However, Adams (2024)argues that many CSR initiatives serve primarily public relations purposes rather than driving genuine ethical improvements. This is supported by (Usman, 2024).

In this context, meaningful stakeholder engagement and transparency in CSR reporting are essential. Enhanced third-party verification, stakeholder consultations, and participatory decision-making processes could strengthen Tesco’s credibility and drive more impactful sustainability outcomes.

[bookmark: _Toc203047434]2.5 Gaps in Existing Literature
While the literature on corporate sustainability is extensive and growing, several gaps remain, particularly concerning the effectiveness of waste recycling and food waste strategies in large-scale retail settings. Many existing studies rely heavily on self-reported corporate data, which may lack objectivity or consistency. Independent verification of sustainability claims, such as third-party audits, peer-reviewed environmental impact assessments, and certification by recognised sustainability bodies, is still rare. Without such rigorous, externally validated metrics, it becomes difficult to assess the actual environmental and social impact of corporate initiatives, including those promoted by leading retailers like Tesco. This lack of accountability raises concerns about potential greenwashing and highlights the need for more transparent and standardised reporting practices (Milne, 2015); (Cappellieri, 2025).

There is also a notable lack of empirical research on the scalability and adaptability of sustainability practices. For example, while Tesco has piloted reusable packaging in select stores, research has examined the feasibility of expanding such schemes across its entire store network. Similarly, few studies evaluate the long-term financial implications of sustainable packaging and food waste reduction measures, especially in the context of fluctuating consumer demand and economic uncertainty (Wegner, 2019).

An evident gap in the existing literature lies in the limited evaluation of the social dimensions of sustainability. While many studies emphasise environmental metrics such as carbon emissions, energy use, and waste reduction, they often overlook critical human factors, including labour practices within supply chains, employee engagement, and the effectiveness of community-based initiatives (Kruasom, 2025). This narrow focus undermines the holistic understanding required by frameworks like the Triple Bottom Line (TBL) and Corporate Social Responsibility (CSR). Addressing this gap, the present research specifically aimed to evaluate not only the environmental strategies Tesco employs, such as waste recycling and food redistribution, but also the social impact of these initiatives on employees and local communities. By exploring the perceptions of both staff and customers at Tesco Llanelli, this study contributes to a more comprehensive understanding of sustainability in the retail sector, offering insights that move beyond standard environmental reporting.

Moreover, comparative studies across retailers are relatively limited. While Tesco is often used as a case study, there is insufficient comparative analysis of how its strategies measure up against competitors such as Sainsbury’s, Aldi, or Lidl. Such comparisons could offer insights into best practices and areas where Tesco may need to improve.

[bookmark: _Toc203047435]2.6 Conclusion
This literature review has synthesised current academic and industry perspectives on corporate sustainability, focusing on Tesco’s practices in waste recycling and food waste management. By examining theoretical frameworks such as the TBL, CSR, and Stakeholder Theory, the chapter has explored how Tesco positions its sustainability initiatives within broader corporate strategies. The review has highlighted both strengths such as Tesco’s alignment with the SDGs and reduction in food waste, and weaknesses, including inconsistencies in reporting, supply chain challenges, and stakeholder dissatisfaction.

Importantly, several gaps in the existing literature were identified, particularly the need for independent verification of sustainability claims, greater transparency in reporting, and more robust empirical data on the scalability of sustainability practices. These insights will guide the subsequent chapters of this research, which aim to evaluate the effectiveness of Tesco’s current strategies and provide recommendations for future improvements.
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[bookmark: _Toc203047437]3.0 Research Methodology 
[bookmark: _Toc203047438]3.1 Introduction 
This chapter outlines the research methodology adopted for this study, which evaluates Tesco’s sustainability practices in the UK with a specific focus on waste recycling and food waste management strategies. The chapter explores the rationale for adopting qualitative research, justifies the use of a case study approach, and discusses data collection and analysis techniques. It also elaborates on the sampling strategy, ethical considerations, and measures to ensure the reliability and validity of the study. 


[bookmark: _Toc203047439]3.2 Research Philosophy and Approach 

This research adopts an interpretivist philosophy, which is well-suited to qualitative inquiry. Interpretivism acknowledges that reality is socially constructed and that understanding is best gained through the subjective interpretation of social phenomena (Omodan, 2024). In the context of this study, the aim is not merely to measure Tesco’s sustainability performance through statistics but to explore the experiences, interpretations, and perceptions of individuals involved in or affected by the company’s waste management strategies. 

The study follows an inductive research approach, beginning with data collection through interviews and document analysis and progressing toward the development of thematic findings. This approach is aligned with the study’s objective to understand complex sustainability practices within Tesco from multiple perspectives rather than testing a pre-established hypothesis. 


[bookmark: _Toc203047440]3.3 Research Design

 A qualitative case study design is adopted to conduct an in-depth analysis of Tesco’s waste recycling and food waste management practices. According to Yin (2018), case studies are particularly useful when exploring “how” and “why” questions in real-life contexts (Schoch, 2020). Tesco, as one of the largest retail chains in the UK, represents a rich case for investigating how a multinational corporation integrates sustainability into its operational strategies. 

The single-case study approach enables the researcher to focus deeply on Tesco’s practices and understand the nuances of its strategies in relation to broader sustainability goals, as case studies are particularly effective for gaining in-depth insights into complex, real-life organisational practices This design facilitates the integration of both primary data (interviews) and secondary data (corporate reports and academic sources), offering a holistic view of the subject matter.
 
[bookmark: _Toc203047441]3.4 Data Collection Methods 

The research relies on two data sources: secondary data analysis and semi-structured interviews. These methods were selected to enable triangulation, which enhances the study’s validity by comparing multiple sources of information. 

[bookmark: _Toc203047442]3.4.1 Secondary Data Analysis 

Secondary data includes Tesco’s sustainability reports, CSR disclosures, environmental strategy documents, and other publicly available corporate literature. Additionally, academic journals and third-party sustainability audits provide external benchmarks and context for evaluating Tesco’s performance. Secondary sources offer insight into Tesco’s long-term environmental commitments, such as their Climate Action Roadmap, and how they align with national and global sustainability frameworks, including the UN Sustainable Development Goals (SDGs). 

These documents are critically analysed to assess the scope, clarity, and effectiveness of Tesco’s sustainability initiatives. Particular attention is paid to waste recycling rates, food redistribution schemes, emissions reporting, and packaging innovations. This allows for a structured evaluation of Tesco’s alignment with environmental standards and societal expectations. 

[bookmark: _Toc203047443]3.4.2 Semi-Structured Interviews

The participants in this study were selected from the Llanelli area in Carmarthenshire, South West Wales, to provide a focused and context-specific understanding of Tesco’s sustainability efforts at the local level. This geographical focus allowed the research to capture insights from individuals directly involved with or affected by the sustainability practices implemented at the Tesco Extra store in Trostre Retail Park, which serves as a key retail hub for the town and surrounding communities.

The purposive sample included Tesco sustainability managers, supply chain staff, and employees responsible for waste management within this store, as well as external stakeholders such as local environmental consultants and representatives from regional non-governmental organisations (NGOs) focused on sustainability. By concentrating on this defined geographical area, the study aims to explore how national and corporate sustainability policies are enacted locally, and to identify any location-specific challenges or successes in waste recycling and food waste management. This approach ensures that the findings are grounded in the lived experience of a community that balances urban and semi-rural characteristics, offering a nuanced perspective on Tesco’s environmental impact in a real-world setting.

The semi-structured format enables flexibility in questioning, allowing the researcher to probe specific issues while also giving respondents the freedom to share their perspectives. Interview questions are designed to elicit information on the effectiveness of Tesco’s waste recycling and food waste management strategies, challenges faced in implementing sustainability initiatives, stakeholder engagement, feedback mechanisms, and perceived impact on environmental performance. 
Interviews are recorded with prior consent, transcribed, and anonymised to ensure confidentiality and accuracy. 





[bookmark: _Toc203047444]3.5 Sampling Strategy

A purposive sampling strategy was employed to ensure that participants possessed the relevant experience and expertise to contribute meaningful insights to the research. According to Campbell ￼purposive sampling is effective in qualitative research where the goal is to gain a detailed understanding rather than to generalise to a larger population.
The intended sample size ranged between five and eight participants, balancing the need for diverse viewpoints with practical considerations of time and access. The criteria for participant selection included:
· Involvement in Tesco’s sustainability or waste management teams
· Experience with food waste reduction initiatives
· Knowledge of supply chain and packaging logistics
· External expertise in sustainability auditing or policy analysis.


[bookmark: _Toc203047445]3.6 Data Analysis

Thematic Analysis is used to interpret the qualitative data collected from interviews. This method involves identifying, analysing, and reporting recurring patterns or themes within the data (Clarke, Braun, 2006). Transcripts were coded using NVivo software to facilitate theme identification and ensure consistent analysis across data sets (Allsop, 2022). 
Thematic Analysis involves the following steps: 
1. Familiarisation with data through repeated reading 
2. Generation of initial codes 
3. Searching for themes among codes 
4. Reviewing and refining themes 
5. Defining and naming themes 
6. Producing the final report 

Key themes are likely to include stakeholder perceptions of sustainability, operational challenges, performance indicators, and suggestions for improvement. In addition, Interpretative Phenomenological Analysis (IPA) which is a well-established qualitative approach developed to investigate lived experiences of participants. IPA is especially valuable in understanding the meaning that stakeholders attach to Tesco’s sustainability strategies (Smith J. , 2021).

[bookmark: _Toc203047446]3.7 Research Ethics 

Ethical considerations are fundamental to the design and conduct of this research, ensuring that the rights, dignity, and welfare of all participants are respected throughout the study (Kushwaha, 2024). Prior to data collection, ethical approval was obtained from the University of Wales Trinity Saint David's Research Ethics Committee, which reviewed the study’s procedures to ensure adherence to established ethical standards. Central ethical principles guiding this research include informed consent, confidentiality, voluntary participation, and data protection.
Participants were provided with a comprehensive information sheet detailing the study’s aims, procedures, and their rights, including the right to withdraw at any time without penalty, thereby ensuring informed and voluntary participation. Confidentiality was strictly maintained by anonymising participant identities in all reports and securely storing interview transcripts and audio recordings in password-protected files. These practices comply with the General Data Protection Regulation (GDPR) (GDPR, 2016), which mandates rigorous safeguards for personal data in research.
Methodologically, ethics are essential in research as they protect participants from harm, promote trustworthiness, and uphold the integrity of the research process (Bachmann, 2016). Ethical research practices not only foster respect for participants’ autonomy and privacy but also enhance the credibility and validity of findings by ensuring transparency and accountability. Without such ethical rigor, research risks causing physical, psychological, or social harm and undermining public confidence in academic inquiry.


[bookmark: _Toc203047447]3.8 Research Validity, Reliability and Limitations

To enhance validity, the research uses triangulation by integrating multiple data sources interviews, corporate reports, and third-party analyses. This approach helps cross-verify findings and reduces the risk of bias (Lim, 2025). Member checking is also employed, whereby participants are invited to review interview transcripts to confirm the accuracy of interpretations. 

Reliability is supported by clearly defined research procedures and systematic data analysis using coding frameworks. However, as a qualitative case study, findings are not statistically generalisable. The focus is on depth and contextual understanding rather than breadth. 

Limitations of the study include potential bias in self-reported data from corporate documents, limited access to internal company operations, and a small sample size, which may not capture all stakeholder perspectives. 
Despite these limitations, the chosen methodology provides robust insights into Tesco’s sustainability practices, especially with waste recycling and food waste reduction. 

[bookmark: _Toc203047448]3.9 Summary 

This chapter has outlined the methodological approach adopted in this study, justifying the use of a qualitative case study design and explaining the rationale behind data collection and analysis techniques. By incorporating semi-structured interviews, secondary data analysis, and a phenomenological perspective, the study aims to provide a rich, nuanced understanding of Tesco’s sustainability efforts. Ethical integrity, research validity, and thematic depth are prioritised throughout the research process. The next chapter presents the findings derived from the data and explores their implications in the context of existing literature and theoretical frameworks. 
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[bookmark: _Toc203047450]4.0 Introduction
This chapter presents a comprehensive analysis of primary and secondary data collected to explore Tesco Llanelli’s Wales, UK sustainability practices, specifically focusing on waste recycling and food waste management strategies. The primary data was gathered through semi-structured interviews with store managers, staff, and customers in Llanelli, supported by secondary data from Tesco’s corporate reports and industry publications. The chapter applies thematic analysis (Clarke, Braun, 2006) to extract key themes from qualitative data, presenting findings with illustrative quotes, and integrates these insights with the literature reviewed in Chapter 2.

The goal is to critically assess how Tesco’s sustainability initiatives are implemented at the Llanelli store level, evaluate their effectiveness, and understand stakeholder perceptions and experiences. The analysis highlights operational challenges, successes, and areas needing improvement, situating the findings within the wider context of corporate sustainability frameworks such as the Triple Bottom Line (Elkington, 1999), Corporate Social Responsibility (Carroll, 2015), and stakeholder engagement theory (Freeman, 1984).

[bookmark: _Toc203047451]4.1 Presentation of Data: Managers and Staff Perspectives
[bookmark: _Toc203047452]4.1.1 Waste Management Procedures Followed
All Tesco Llanelli managers and staff confirmed following the company’s “No Time for Waste” protocols, including recycling segregation, reducing packaging, and donating or composting unsold food. The manager said, “We always separate plastics, cardboard, and food waste to ensure nothing goes to the landfill unnecessarily” (P1SM). Also, (P1SM) added, “Unsold but edible food is donated to local charities, which helps reduce waste and supports the community.” A team leader noted, “We are encouraged to minimize packaging waste wherever possible, which also helps our store meet sustainability targets” (P3SL).
[bookmark: _Toc203047453]4.1.2 Effectiveness of Tesco’s Policies in Reducing Food Waste
Managers saw Tesco’s waste reduction policies as effective, though some staff highlighted practical challenges. A staff member (P2DM) said, “Policies work well in theory, but tight schedules sometimes make full compliance difficult.” This aligns with Tesco’s national data showing similar reductions (PLC T. , 2024).
[bookmark: _Toc203047454]4.1.3 Training for Waste Management
Managers stressed that employee training on recycling and waste sorting is delivered annually through in-person sessions and online modules. The store manager explained, “All fresh food employees undergo formal training in stock rotation, date checking, and waste separation. We also reinforce policies during team huddles and refresher courses” (P1SM). However, some staff felt training should be more frequent. The deputy manager stated, “Refresher training could be more frequent” (P2DM). Additionally, some employees noted that training can feel rushed during busy periods.
[bookmark: _Toc203047455]4.1.4 Handling of Unsold Food Products
Consistent with Tesco’s “No Time for Waste” strategy, unsold food products are prioritised for donation when safe or repurposed as animal feed or energy. The store manager explained, “Anything still edible is donated. Products that are not fit for consumption are sent for anaerobic digestion” (P1SM). Staff noted that while they work closely with Fairshare Cymru, collection timings sometimes do not align with store operations. A night-shift employee mentioned that waste sorting can be rushed during busy shifts, which can lead to surplus food not being processed in time.
[bookmark: _Toc203047456]4.1.5 Successful Sustainability Initiatives
Interviewees identified several initiatives as particularly successful at Llanelli, including discounting near-expiry products (yellow sticker scheme) to encourage sales and reduce waste, installation of in-store recycling bins for plastic bags and soft plastics, and community partnerships to redistribute surplus food. An assistant manager stated, “The yellow-sticker discount system helps reduce food waste significantly” (P2DM). Another staff member highlighted that customers actively seek discounted near-expiry products, which significantly reduces waste. A store manager explained, “Our community food donation program is well established, and the recent customer soft plastics bin is used frequently” (P1SM). A food donations coordinator noted, “The charity partnership is really impactful” (P3SL).
[bookmark: _Toc203047457]4.2 Thematic Analysis: Key Stakeholder Insights
The interviews with Tesco Llanelli managers, staff, and customers revealed a strong commitment towards sustainability goals, though practical challenges remain. As the manager explained, “We really want to reduce waste, but tight schedules and supply issues often make it hard to do everything perfectly.” This aligns with Kew ( (Kew, 2023) and McKinsey and Company  (2021) who argue that operational constraints and resource limitations can undermine sustainability strategies in retail contexts.

Stakeholder awareness and engagement emerged as a mixed theme. Customers showed moderate awareness of Tesco’s initiatives, with one customer noting, “I know they do something about food waste and have recycling bins, but I am not sure exactly how it all works.” This reflects Jones (2023) assertion that consumer education is critical for effective sustainability implementation. Staff similarly felt customer knowledge could be improved, with a waste management staff member stating, “People use the recycling bins, but many do not know we donate so much food.”
The effectiveness of Tesco’s waste management strategies was widely recognised, especially the yellow sticker scheme for near-expiry products and the in-store recycling bins. As a staff member commented, “Those yellow stickers really help, they clear shelves quickly and reduce what goes to waste.” However, gaps remain in systematic tracking and transparency of data, echoing the critiques of Adams (2022)and (Milne, 2015) regarding limitations of corporate sustainability reporting.

Finally, there was a clear desire for incentives and education among stakeholders to drive greater engagement in sustainability. A customer said, “If Tesco gave points for bringing back plastic bags to recycle, I had done it more.” Likewise, an employee suggested, “We need more training on new sustainability practices, not just the same annual refresh.” This supports Tornjanski (2024) call for multi-stakeholder collaboration and enhanced education to strengthen sustainability outcomes.
[bookmark: _Toc203047458]4.3 Presentation of Data: Customer Perspectives
[bookmark: _Toc203047459]4.3.1 Awareness of Tesco’s Sustainability Efforts
Among customers interviewed in Llanelli, awareness of Tesco’s sustainability initiatives varied. Approximately 60% of respondents recognized Tesco’s efforts to reduce waste and promote recycling, while 40% were less informed. One customer remarked:
“I know Tesco tries to be greener, especially with recycling bins and discounts on food that’s about to expire.”
This mixed awareness aligns with studies by Elkington 1999 who argues that while companies promote sustainability initiatives, customer communication strategies often lack clarity or reach. Conversely, Evans (2013) suggest that visible in-store actions such as donation points and recycling bins do positively influence customer perception, as observed in these interviews.
[bookmark: _Toc203047460]4.3.2 Importance of Retailer Sustainability in Shopping Choices
Most customers considered a retailer’s environmental commitment an important factor when choosing where to shop. A participant shared: “I am more likely to shop at places that care about the environment. It makes me feel like I am making a better choice.” However, price and convenience remained dominant factors influencing shopping behaviour. This mirrors findings by Bray (2011) who highlighted the attitude-behaviour gap in ethical consumption, where sustainability intentions are often outweighed by price sensitivity and convenience needs in retail settings.

[bookmark: _Toc203047461]4.3.3 Perceptions of Tesco’s Food Waste Reduction and Recycling
Customers believed Tesco was doing a reasonable job but suggested room for improvement. One customer said: “They are trying, but I think they could do more. Sometimes I see too much plastic packaging.” This critique aligns with Milne and Gray’s (2015) argument that corporate sustainability strategies often underperform in reducing single-use plastics, despite achieving food waste targets. Conversely, some customers praised the availability of recycling facilities in-store and the discount schemes for near-expiry products, supporting Tesco’s claims in its ESG reports (PLC, 2025).
[bookmark: _Toc203047462]4.3.4 Use of In-Store Initiatives
Around 70% of customers reported using Tesco’s recycling bins for plastic bags and soft plastics. Some customers actively purchased discounted yellow sticker items regularly, appreciating the cost savings and environmental benefits. This supports findings by WRAP (2021) which identified discounting as an effective food waste reduction strategy while enhancing affordability for consumers.
[bookmark: _Toc203047463]4.3.5 Willingness to Participate in Sustainability Incentives
Many customers expressed willingness to engage more in recycling if Tesco offered incentives such as loyalty points or discounts. A participant commented: “If I could get some kind of reward for recycling or buying reduced items, I would be more motivated.” According to White (2019) incentives and behavioural nudges significantly increase consumer participation in pro-environmental behaviours. In employee training, Tesco uses its “Sustainable Farming Group Training Academy” to embed sustainability knowledge among suppliers and staff (Tesco, 2023).A similar structured incentive programme targeting customers could enhance engagement.
[bookmark: _Toc203047464]4.3.6 Preference for Sustainable Packaging
Most customers preferred sustainable packaging options, even if they cost slightly more, citing environmental concerns as a priority. One customer noted: “I am happy to pay a bit extra if it means less plastic and better recycling. “This finding is supported by Magnier and Crié (2015), who found that packaging sustainability enhances perceived brand value and can justify modest price premiums if communicated.
[bookmark: _Toc203047465]4.3.7 Suggestions for Tesco to Improve Support
Customers recommended more educational resources about reducing food waste at home and clearer labelling on sustainable products. A common suggestion was: “Tesco could have workshops or leaflets to teach people how to store food better to avoid waste.” This aligns with WRAP, which emphasises that consumer education is a key lever in reducing household food waste, complementing retailer-driven interventions (WRAP, 2021).
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[bookmark: _Toc203047466]4.4 Analysis and Discussion of Results
Tesco’s corporate sustainability reports claim a 45% reduction in food waste across UK operations between 2016/17 and 2023/24 (Tesco, 2023). Self-reported estimates from the Llanelli store broadly support this trend, with managers suggesting a 30–40% reduction in food waste over the past three years. P1M explained, “We have seen less food going to waste… the yellow stickers and donations make a big difference, but sometimes products slip through because of delivery timings or staff availability”. This reflects operational challenges specific to local contexts, such as variable stock turnover, staffing levels, and logistics constraints, potentially limiting consistent implementation of national policies.

Media and independent ratings provide mixed reviews. For example, Adams (2022) highlighted discrepancies between Tesco’s claims and actual environmental impact, suggesting risks of greenwashing, which Llanelli staff indirectly echoed through descriptions of day-to-day operational difficulties. Industry benchmarks such as WRAP UK’s food waste targets also indicate room for improvement, particularly in upstream supplier-level waste reduction and packaging innovations.
[bookmark: _Toc203047467]4.4.1 Alignment with Sustainability Frameworks
Tesco Llanelli’s initiatives reflect the Triple Bottom Line approach, delivering economic benefits via discounted sales, environmental gains through waste reduction, and social contributions through food donations. However, the integration of social and environmental dimensions remains uneven, as operational constraints often limit the broader impact of these initiatives.

Similarly, within the CSR framework, Tesco demonstrates legal compliance and ethical responsibilities through recycling and waste management practices, while philanthropic contributions are visible in food donation programmes. Consistent with Carroll’s (1999) critique, the depth of stakeholder engagement and operationalisation of these commitments remain areas for development.
[bookmark: _Toc203047468]4.4.2 Practical Challenges in Waste Reduction
Logistical and operational constraints – including limited staff time, unpredictable supply chain schedules, and insufficient tracking systems – present significant barriers to achieving Tesco’s sustainability goals at the store level. These findings are supported by Gupta  (2022) who argue that the scalability of sustainability practices in retail is undermined by daily operational pressures.
[bookmark: _Toc203047469]4.4.3 Stakeholder Perceptions and Motivations
Both employees and customers expressed general support for Tesco’s sustainability efforts but emphasised the need for clearer communication, more frequent training Community Champions programme (TESCO, 2025), and incentives to enhance participation. This reflects Freeman’s (1984) stakeholder theory, which highlights meaningful engagement as essential for aligning corporate sustainability goals with stakeholder values.
[bookmark: _Toc203047470]4.4.4 Implications for Tesco’s Sustainability Strategy
To strengthen its sustainability performance at Llanelli, Tesco should consider enhancing waste tracking systems, increasing the frequency and scope of employee training, improving customer education initiatives, and introducing incentive schemes to motivate behaviour change. Moreover, greater transparency in sustainability reporting and independent verification of claims would enhance credibility and stakeholder trust, addressing criticisms around potential greenwashing.

[bookmark: _Toc203047471]4.5 Conclusion
This chapter has presented a detailed analysis of qualitative data collected from Tesco Llanelli managers, staff, and customers, triangulated with secondary data sources. The findings highlight both the strengths and challenges of Tesco’s waste recycling and food waste management practices at the store level.

While initiatives such as the yellow sticker scheme and in-store recycling bins are positively perceived, operational constraints and stakeholder engagement gaps limit overall effectiveness. Customers express willingness to participate more actively if supported by incentives and education.

The chapter critically synthesised findings with sustainability theories and literature, providing a nuanced understanding of Tesco Llanelli’s performance and areas for enhancement. These insights inform recommendations for improving Tesco’s local and corporate sustainability practices, which will be discussed in the final chapter.
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[bookmark: _Toc203047473]5.0 Conclusion and Recommendations
The purpose of this independent project was to evaluate Tesco’s sustainability practices in the UK, with a particular focus on waste recycling and food waste management strategies at the Tesco Llanelli store. Through semi-structured interviews with store managers, staff, and customers, as well as secondary data analysis of corporate sustainability reports and industry documents, this study aimed to provide a rich, contextualised understanding of the successes and challenges associated with Tesco’s sustainability efforts.
Overall, the evaluation revealed that Tesco has developed a strong sustainability framework aligned with global environmental goals and corporate social responsibility (CSR) principles (Tesco, 2023). At Llanelli, this translated into initiatives such as yellow sticker discounts to reduce food waste, in-store plastic recycling programmes, and food donation partnerships with local charities. These practices reflect Elkington’s (1997) Triple Bottom Line concept by generating economic benefits through discounted sales, environmental gains via waste reduction, and social value through food redistribution. Moreover, staff awareness and active participation demonstrated effective operationalisation of policies, while many customers expressed positive attitudes towards Tesco’s sustainability initiatives.

However, the study also identified several challenges. Inconsistent training and limited refresher sessions were reported by employees, according to Daily and Huang’s (2001) findings on the need for continuous education in effective environmental management. Operational constraints, such as limited staff time and competing priorities, restricted the capacity to focus intensively on waste reduction strategies (Sharma B. , 2021). Additionally, while some customers engaged enthusiastically with sustainability initiatives, others prioritised convenience and cost over environmental considerations, supporting Thøgersen (2022) argument that sustainable consumer behaviour requires both education and incentives. Data monitoring emerged as another area for improvement, with managers highlighting limitations in real-time tracking of waste volumes, which Vilar (2025) argue is crucial for measuring impact and informing strategic decisions.

Stakeholder perspectives gathered through interviews highlighted these dynamics in practice. Managers and staff felt proud of their contributions to sustainability but expressed frustration about resource constraints and the absence of formalised incentives. Customers valued discounts and environmental initiatives, but desired clearer communication and greater convenience when choosing sustainable options. External experts and community partners viewed Tesco’s food donation programmes positively, though they recommended improved transparency in sustainability reporting to strengthen credibility (Adams, 2022).

Given these findings, several recommendations are proposed to enhance Tesco Llanelli’s sustainability practices. First, strengthening employee training through structured and ongoing programmes tailored to different roles is critical. This could include interactive workshops, digital modules, and refresher sessions to ensure consistent knowledge across shifts. Appointing sustainability champions within the store would also provide peer support and motivate colleagues while acting as liaisons with corporate sustainability teams. Recognising staff contributions through awards or internal promotions could further encourage engagement and innovation.

Second, customer engagement can be enhanced through more visible communication strategies, such as prominent in-store signage, social media campaigns, and community events promoting sustainability. Offering loyalty points or discounts for customers participating in recycling programmes, purchasing sustainable products, or using reusable bags could incentivise behavioural change.
Educational resources, including digital content and leaflets, explaining environmental impacts and practical actions customers can take, would also be beneficial. Collaborations with local schools and community groups to extend sustainability awareness beyond the store could further reinforce these efforts.

Third, to address data monitoring limitations, Tesco should invest in technological solutions such as smart waste bins, RFID tagging, or AI-driven inventory management systems. These tools would enable real-time tracking of waste volumes and product lifecycles, facilitating strategic decision-making. Implementing regular audits and transparent reporting at store and corporate levels would also enhance accountability and public trust (Guzmán-Vilar, 2025).

Additionally, expanding the sustainable product range and improving packaging options through supplier collaborations could encourage more environmentally friendly purchases. Piloting price incentives on sustainable products would provide insight into customer responsiveness, potentially increasing uptake and supporting circular economy principles. Strengthening community partnerships with food banks and environmental organisations through formalised agreements and joint initiatives such as clean-up events or educational workshops could maximise social impact and enhance Tesco’s local reputation.

This study has several limitations. Its small sample size and focus on a single Tesco store Llanelli, restrict generalisability, while reliance on self-reported qualitative data introduces potential biases. Secondary data, despite its value, may not reflect the most current operational realities. Future research should consider large-scale quantitative assessments across multiple Tesco sites, longitudinal studies tracking stakeholder attitudes over time, and comparative studies between different retailers to identify best practices. Technological innovation research focusing on the feasibility and impact of advanced waste tracking systems could also guide future investments in sustainability.

In conclusion, Tesco Llanelli demonstrates a strong commitment to sustainability, with effective policies and engaged stakeholders contributing to waste reduction and recycling efforts. However, challenges remain in areas such as employee training consistency, customer engagement, operational constraints, and data monitoring systems. By implementing the recommendations outlined, Tesco can enhance its sustainability performance, strengthen community relationships, and further align with national and global environmental goals. This project thus serves as a foundation for continuous evaluation and improvement, supporting Tesco’s ambition to be a retail leader in sustainability.
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[bookmark: _Toc203047477]1.0 Examples Interviewee 
[bookmark: _Hlk202728448]Interviewee 1: Store Manager(P1SM), Date: 22 May 2025

Role: Store Manager, Tesco Llanelli

Q: What waste management procedures do you follow in your Tesco store?
(P1SM): We follow structured procedures that involve separating food waste, recyclables, and general waste. Unsold but still edible food is donated through Fairshare Cymru. Additionally, we have designated areas for recycling plastics, cardboard, and soft plastics to ensure proper handling.
Q: How effective are Tesco’s policies in reducing food waste at the store level?
(P1SM): Overall, the policies are quite effective, particularly the donation programs. However, we do face some challenges during busy periods when accurately sorting waste becomes more difficult.
Q: How are store employees trained to manage and reduce waste?
(P1SM): All fresh food employees receive formal training in stock rotation, date checking, and waste separation procedures. We also reinforce these policies regularly through team huddles and refresher training sessions.
Q: What happens to unsold food products in your store?
(P1SM): Any food that is still edible is donated to charity. Products that are not suitable for consumption are sent for anaerobic digestion to be processed responsibly.
Q: Are there any sustainability initiatives at your store that have been particularly successful?
(P1SM): Yes, our community food donation program is well established and continues to have a positive impact. Additionally, the recent introduction of a customer soft plastics recycling bin has been widely used and appreciated.

[bookmark: _Hlk202728551]Interviewee 2: Deputy Manager(P2DM)

Date: 23 May 2025

Role: Deputy Store Manager, Tesco Llanelli

Q: What waste management procedures do you follow in your Tesco store?
(P2DM): We collect soft plastics, separate food waste, and ensure all packaging is sorted. We also work closely with local food banks.
Q: How effective are Tesco’s policies in reducing food waste?
(P2DM): They work well when we have the staff to follow them through. On night shifts with fewer workers, it becomes harder.
Q: Are employees trained adequately?
(P2DM): Yes, especially new starters. But refresher training could be more frequent.
Q: What happens to unsold food?
(P2DM): Mostly donated if in date. If expired, then processed responsibly.
Q: Any successful sustainability initiatives?
(P2DM): The yellow-sticker discount system helps reduce food waste significantly.

[bookmark: _Hlk202728620]Interviewee 3: Fresh Food Section Leader(P3SL)

Date: 25 May 2025

Role: Shift Leader, Fresh Produce

Q: What procedures do you follow?
(P3SL): We focus on rotation and markdowns. Anything near expiration is reduced or donated. We aim to throw away as little as possible.
Q: Are the policies effective?
(P3SL): Yes, especially the markdown policy.
Q: Training methods?
(P3SL): We use e-learning and on-the-job mentoring. But not everyone takes it seriously.
Q: Unsold products?
(P3SL): Donated or composted. We record everything on a daily log.
Q: Successful initiatives?
(P3SL): The charity partnership is really impactful.

[bookmark: _Hlk202728701]Interviewee 4: Night Shift Staff(P4NS)

Date: 26 May 2025

Role: Stock Replenishment Team Member
Q: Waste procedures?
(P4NS): We sort cardboard, plastic, and expired food. Sometimes it is rushed on busy nights.
Q: Are the policies working?
(P4NS): Yes, but staffing levels make a difference.
Q: Are you trained?
(P4NS): Brief training but not in depth. Most of what I know came from experience.
Q: Unsold products?
(P4NS): Mostly donated. Some get composted.
Q: Best initiative?
(P4NS): The local donation drive during holidays.
Participant Group: Tesco Llanelli Customers

Interviewee 5: Customer(P5C)

Date: 27 May 2025

Demographic: Female, 41, Local Resident
Q: Are you aware of Tesco’s efforts to reduce waste and improve recycling?
(P5C): Yes, I am aware of several efforts Tesco has made, particularly with the introduction of recycling bins for soft plastics and the use of yellow stickers on products nearing their expiry dates. These initiatives stand out to me because they are visible and easy to use when I shop.
Q: How important is sustainability in your shopping choices?
(P5C): Sustainability is quite important to me. I try to support environmentally conscious stores because I believe every small action can contribute to a bigger positive impact on the planet. When I have the choice, I prefer to shop at places that take responsibility for reducing waste and encouraging recycling.
Q: Do you think Tesco is doing enough?
(P5C): I think Tesco is making an effort, but there is always room for improvement. Sometimes I feel that there could be more information provided in-store to educate customers about their sustainability programs. Clearer signage or more communication could help shoppers like me understand how to participate better.
Q: Have you noticed any particular initiatives?
(P5C): Yes, I frequently use the soft plastic recycling bins and regularly look out for yellow sticker deals on products nearing their expiry. These initiatives are convenient and make me feel like I am doing something good while shopping.
Q: Would incentives encourage you to recycle more?
(P5C): Definitely. Incentives like loyalty points or small rewards for recycling would be a great motivation. It could encourage more people to participate and make sustainability a part of everyday shopping habits.


[bookmark: _Hlk202728859]Interviewee 6: Customer(P6C)

Date: 28 May 2025

Demographic: Male, 60, Retired

Q: Are you aware of Tesco’s waste reduction strategies?
(P6C): Somewhat. I see signs but do not know all the details.
Q: How important is sustainability?
(P6C): I care but cost usually comes first.
Q: Do you think Tesco is doing enough?
(P6C): More than most stores.
Q: Use in-store recycling or discounts?
(P6C): I have used yellow sticker items. Never tried the bins.
Q: Suggestions?
(P6C): Provide leaflets or staff advice on recycling.


[bookmark: _Hlk202728918]Interviewee 7: Customer (P7C)

Date: 29 May 2025

Demographic: Female, 30, Mother of Two

Q: Are you aware of Tesco’s sustainability practices?
(P7C): Yes, I am quite aware. I make a conscious effort to teach my children about recycling and why it is important, and they have even started noticing the recycling bins when we shop at Tesco. It is great that the store provides visible options to recycle, which reinforces what we talk about at home.
Q: How important is a store’s green policy to you?
(P7C): It is very important. I am willing to support stores that take sustainability seriously, even if it means paying a little extra for products with better, eco-friendly packaging. I feel like every small decision count, and knowing the store is committed to reducing waste and environmental impact helps me feel better about where I spend my money.
Q: Do you buy near-expiry products?
(P7C): Yes, I buy them all the time. I think it is a smart way to save money and reduce food waste. The yellow sticker deals are a fantastic initiative — they encourage shoppers like me to buy items that might otherwise be thrown away. It is a win-win because it saves me some money and helps the store minimize waste.
Q: Would you like Tesco to offer more education on sustainability?
(P7C): Absolutely. I think Tesco could do more to educate customers in a fun and engaging way. For example, a kids club focused on recycling and sustainability could really help get children involved early on. Simple, clear guides or leaflets explaining how customers can contribute to Tesco’s green initiatives would also be helpful for busy parents like me.


[bookmark: _Hlk202728980]Interviewee 8: Customer(P8C)

Date: 29 May 2025

Demographic: Male, 50, Carmarthenshire Resident

Q: Are you aware of Tesco’s environmental actions?
(P8C): I am somewhat aware. I have come across a few media articles and social media posts highlighting Tesco’s efforts to improve sustainability, like reducing plastic use and encouraging recycling. However, I do not always get detailed information in-store, so my understanding is a bit general.
Q: Is it important to your shopping habits?
(P8C): Honestly, sustainability is not the biggest factor influencing my shopping decisions; price and convenience tend to come first. That said, I do appreciate it when a store takes clear action to be environmentally responsible because it feels like a positive bonus, and it can influence my loyalty to a brand.
Q: Do you use any sustainability features in store?
(P8C): I have tried using the recycling bins for plastics once or twice. It is a good idea, but I think the signage around those bins could be clearer and more eye-catching. Sometimes it is not obvious what exactly should go where, so I do not always feel confident using them properly.
Q: Would incentives change your habits?
(P8C): Probably yes. If Tesco offered incentives like discounts, loyalty points, or special offers for using sustainable options or recycling, I would have been more motivated to participate regularly. It is often about making the environmentally friendly choice, also the financially smart one.
Q: Do you have any ideas for Tesco to improve its sustainability efforts or customer engagement?
(P8C): I think Tesco could partner more closely with local councils and community groups to promote sustainability initiatives. For example, joint campaigns or local events could raise awareness and encourage more customers to get involved. Also, better in-store communication through leaflets, posters, or staff advice would help customers understand what Tesco is doing and how they can contribute. Clearer, more consistent messaging makes a difference.
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