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[bookmark: _Toc96421785]Executive summary

Ethics and sustainability processes are becoming increasingly important in today's organisations. Customers are more concerned with ethics and how and by whom items are manufactured. Furthermore, a customer relationship management system has become critical in an organisation since it aids in customer loyalty and happiness.
The ethical and sustainability of TESCO was studied, and certain difficulties were discovered. TESCO had issues with slavery, animal-tested products, and its Clubcard reward programme was hacked. TESCO has already taken the initiative and joined the Modern Slavery Intelligence Network; however it has been suggested that in order to protect its customers' privacy, the company should strengthen its network security and invest more money in cyber security.
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The Chief Executive Officer of Marketing Week, a Tesco-owned online journal, commissioned the research. The CEO and his team are looking at "the influence of ethical trading and sustainable policies and practises on the organization's Customer Relationship Management performance." The report must be submitted by 15:00 p.m. on February 25, 2022.  
Nowadays, it is difficult to attract new clients and gain their loyalty or trust, therefore CRM has become essential for businesses to engage in.
Segmentation and loyalty ladders are also significant since they allow organisations get to know their clients and help them determine promotional rewards for their customers.
The journal's marketer conducted secondary research to critically evaluate TESCO's ethical and environmental policies.
[bookmark: _Toc96421787]
Findings
Historical Development of Tesco 

TESCO organisation was founded by Jack Cohen in 1929 he opened the first store in Burnt Oak, Edgware, situated in north London. 
The organisation expanded rapidly, in the 1930s, Jack Cohen began buying stores and expanding his business, to London boroughs, and even into the surrounding counties. However, the first supermarket opened in 1958, in Maldon, Essex.
In 1973, TESCO was the most competitive shop in the UK, with reasonable prices and a gas station on each one of its main locations. Soon after, TESCO launched a price-cutting programme dubbed "Checkout at TESCO," which increased the value given to customers by focusing on cheaper pricing.
In 1995, the company extended its operations by opening stores in Hungary, the Czech Republic, Slovakia, Poland, Ireland, Thailand, and Malaysia, as well as entering India.
In the same year, TESCO Clubcard was introduced, overtaking Sainsbury's in market share, and gaining 5 million new members in the first year.
Nowadays, Tesco is a very successful organisation, has 20 million of Clubcard membership, its strategy is very efficient  and this can be proofed by the sales, profit, and market share in 2022, as shown in the figure 1 below, where according to (Tescoplc.com) Tesco had the highest share in the last four years, due to rising share in shops and online, also the brand index increased by 177 basis points, owing to market-leading gains in value perception and quality. 
. 
Fig. 1 Market share
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Fig. 2. Sales 
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According to (EXPRESS.CO.UK) Tesco has maintained its market share dominance, currently holding 27.9% of the market. Sainsbury's is second with 15.7 percent, followed by Asda with 14.2 percent and Morrisons with 10.1 percent.
Please see appendix A for more important dates of Tesco foundation.
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Customer relationship management, is described by (Scott, 2001) as "a collection of business procedures and overarching policies meant to capture, retain, and offer service to consumers."
“The purpose of a business is to create a customer who creates customers” - Shiv Singh
Nowadays, it is a challenge for organisation to bring in new customers and dealing with the current customers is not easy either, in this innovative commercial environment. 
Besides, customer relationship management system helps organisation in effectively approaching the market challenges such as identifying who their customer is and what they want. 
Moreover, investing in customer relationship management is a must for companies, by implementing customer relationship management system will improve the performance and the competitiveness of the company. 
Customer relationship management is very important to Tesco as it helps knowing its customers and assist it undertaking the most effective methods to retain his customer. 
Additionally, to know his customer data collection is needed, according to (Tesco.com) collecting personal data assists TESCO in running the business and serve customers better day by day, as allows to identify who their customer is, also help TESCO to build a long-term relationship with its customers and keep their trust.  
Furthermore, with the pandemic of coronavirus, gaining customer trust became one of the most important things for Tesco, in fact according to (CIO.ECONOMICTIMES.COM) Tesco has change a lot in the last year, such shift changes, due to the increase of the online, Tesco anticipated all of that with the help of data analysis and addressed through the power of analytics and insights. Moreover, Tesco has launched the UK's largest closed-loop grocery media and insight platform, which is powered by dunnhumby, a new platform designed to assist suppliers and agencies better communicate with consumers and understand their changing demands.
This closed loop platform will provide brands and their agencies with the right insight to drive more interactive, two-way relationships with customers, helping brands build stronger connections with their customer base and building loyalty for both suppliers and Tesco, by combining Tesco's extensive understanding of its customers gained through Tesco Clubcard and in-store insights with dunnhumby's leading data science expertise.
For example, Welch Robert noted in Tesco’s annual report 2021, that their business is driven by value, price, promotion, and Clubcard initiatives, as well as governance and accountability mechanisms, also they established product development and quality management processes in to make decision based on the demands of their customers. increasing customer satisfaction Tesco offers a 24-hour service, allowing customers to purchase their products at any time of day or night.
Besides, Tesco started collaborating with other stores and established a media and insights platform, allowing marketers and agencies access to the abundance of customer data it collects through Clubcard and in-store insights. Moreover, there are various benefits from improving CRM, according to (Buttle and Maklan, 2015), reduce marketing cost, by improving customer retention, through the Clubcard points-based strategy Tesco build a long-term relationship with its customers. 
[bookmark: _Toc96421789]2.2 Ethics and Sustainability

DESCRIPTIVE ETHICS

 TESCO has implemented a Corporate Social Responsibility initiative in response to ethical pressures. 
TESCO is following Archie Carroll Pyramid of Corporate Social Responsibility which is divided in 4 responsibilities: Philanthropic, ethical, legal, and economic. 
TESCO seek to ensure that rights are respected and that any infractions are corrected, driven by their principles of "Treating everyone how they like to be treated" and "Every Little Help makes a Big Difference."
To that aim, TESCO assist their suppliers in adhering to the ETI Base Code and doing proper checks on their supply chains, ensuring that suppliers follow TESCO standards on human rights. 
 On the other hand, Friedman advocated for a pure type of capitalism and opposed any action that distorted economic liberty. 2 According to Friedman, a corporation's socially responsible actions impair economic freedom because shareholders have no control over how their money is spent. As a result, Friedman argues that businesses should concentrate on activities that are causally related to profits, thus rejecting altruistic activities that do not create income.

NORMATIVE ETHICS

TESCO communicates with its customer using two strong tools: advertising and marketing. 
According to (TESCOPLC.COM) code of business behaviour, customers desire straightforward information about products, which TESCO provide through television or print advertising.
Furthermore, their messages influence Clubcard members to buy, and to gain their trust and fidelity, since they give out coupons for promotions via e-mails, at point of sale, or by post. TESCO ensure that the message they deliver is accurate to prevent fines from the authorities and the loss of customer trust.
“An organisation’s obligation to maximise its positive impact and minimise its negative effects in being a contributing member to society, with concern for societies long run needs and wants.  CSR means being a good steward of society’s economic and human resources” 
Lantos, (2000)

However, in 2019, ethical issues have been found, according to (Ethical consumer, 2019), TESCO has been marked low on the following ethic aspects: 
· People - slavery
· Politics - Tesco was penalized half a point in the Anti-Social Finance category because any payment over £1,000,000 per year is considered excessive. Tesco has subsidiaries in several tax hideouts, including Hong Kong, Cyprus, Jersey, and Guernsey.
· Animals – testing on animals
· Environment - hazardous substances used in its electrical gadgets

The information that emerged from the three-year inquiry, is that one of their suppliers had been busted using slave labour, with some of the 400 victims working for as little as 50p per day on farms, garbage recycling centres, and poultry factories.
TESCO sustained on the newspaper “The Guardian” that they did not knew anything about that, so in 2020 joined the Modern Slavery Intelligence Network, which is a collaboration between several key corporations in the UK food sector, in response of what happened.
The MSIN's goal is to create and test a structured information sharing mechanism that will help members: 
• Protect employees from exploitation. 
• Prevent and disrupt worker exploitation in their supply chains
 • Prepare systems for detected trends.
 (Tesco modern slavery statement, 2021)

However, when comparing Aldi and Tesco in terms of ethics, Aldi gets a higher-ranking score, they do not accept products that are tested on animals. 
Aldi company strategy is founded on three essential values: consistency, simplicity, and accountability. Furthermore, TESCO has a better loyalty strategy than Aldi, the Clubcard.
Please see Appendix B for further information on the ethical comparison between supermarkets. 
TRIPLE BOTTOM LINE SUSTAINABILITY DEVELOPEMNT PLAN
The economic pillar 
They are committed to redistributing excess food to feed individuals in need, for examples, TESCO works in partnership with food banks and regional charities. According to the BBC Food Network, this redistribution guarantees that any good food left over at the end of the day finds its way to people's plates, preventing food waste. As well, TESCO encourage customers to eat healthier by raising the amount of nutritious food sold.
TESCO firmly believe in the United Nations' Declaration of Human Rights and the International Labour Organization's Core Conventions. Any violation of a person's human rights is unethical.
Governments have begun to provide incentives and tax advantages to businesses that employ green business strategies. Many firms have seen their bottom lines improve because of waste reduction and increasing use of recycled materials in manufacturing.
[bookmark: _Toc55654063]In terms of sustainability TESCO implemented a plan, named “The Little Helps” a plan which is the framework that guides TESCO on their long-term sustainability strategy. It helps them show, monitor, and improve their performance. TESCO makes a difference on topics like diversity and inclusion, healthy, sustainable diets, climate change, and food poverty through the framework's four pillars: People, Product, Planet, and Places, this is state on Sustainability the Little Help, annual report, 2022.
Little things that TESCO does may have a major impact on the lives of its workers, customers, and neighbours. 
According to their official website TESCO.COM, the community approach is structured on three important pillars that contribute to the flourishing of local communities.
TESCO, on the other hand, is beaten by Aldi, since Aldi does local business and has a contract with local suppliers to promote British businesses, which has resulted in their winning an award for the best shop for three years in a row. Furthermore, Aldi and TESCO have the same sustainability goals, and both stores are doing their utmost to meet them. 
TESCO, on the other hand, was the first supermarket to provide independently certified food waste statistics, and its stats are more detailed than any other retailer, demonstrating a commitment to openness and attaining its ambitious objective of zero in-store food waste.
Please see appendix D. for further information on sustainability. 
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According to Reichheld, certain businesses have more loyal consumers, workers, and shareholders than their competitors.
As a result, "happy staff produce happy customers," which can lead to a positive connection.
Initial segmentation study is critical for loyalty leaders to target their efforts towards prospects who are likely to be loyal in the first place.
The loyalty ladder is a relationship marketing concept that sees customers move through relationship levels.

Price reductions, increased product availability, and well-trained workers were among Tesco's initiatives to gain and retain consumer confidence and loyalty. It also delivered a lot of information to clients through in-store brochures and its website.  

Furthermore, Clive H. claims that loyalty marketing is more likely an active CRM strategy; in reality, TESCO has developed a customer-first approach to achieve greater success with its Clubcard CRM strategy.
Please see appendix C for further information. 
On the other hand, Clubcard data collection allows TESCO to break people in two different section and then they can be targeted by promotional activity. 
The influence of a customer loyalty programme is not equal for all customers; some are interested in pricing, service staff, and technology, while others may be interested in something else. Some customers use several loyalty cards and receive points for their purchases as a matter of routine, but they are picky about incentives.
People are fighting over Clubcard loyalty, "how can a customer be loyal to an organisation if they have more than one Clubcard." according to Clive Humby, in his Scoring point book.
Also, if a corporation does not have the right plan, loyalty cards may threaten corporate growth. Customers may also be angered if they are uncomfortable revealing personal information to receive the program's benefits. 
Besides, Asda superstore does not believe in Clubcard loyalty and has a distinct approach of offering as many discounts as possible, says that lower price on the right products win.
On the other hand, Aldi data collection is possible just when personal data is only collected, kept, or processed if it is necessary for established, explicit, and lawful objectives, as they do not have a Clubcard scheme strategy. They place a great value on protecting the personal information of its workers, customers, and business partners.
​ Tesco is on a mission to get to know its consumers, what they want, why they need it, and their pain spots to make high-impact enhancements to their shopping experience. Tesco can identify what behaviours need to be monitored so they can compare in-store and online experiences by knowing their consumers' identities and key drivers for each channel.
 TESCO uses InMoment platform to know its customers needs, the aim was to measure not only in-store experiences but also online and digital experiences to help improve customer retention no matter how the customer interacts with the brand.
Cost leadership
According to its annual report 2017, Tesco can achieve cost leadership by aiming for the lowest costs in the industry and offering its products and services to a wide market at the lowest rates. The six-strategy approach is predicated on Tesco's ability to keep operational expenses under control so that they may sell their items competitively and earn significant profit margins.
[bookmark: _Toc96421791]4.0 Conclusion 

Finally, ethical, and sustainable policies and practises have been increasingly significant in recent years; also, TESCO is the most successful company in the United Kingdom, thanks to its Clubcard strategy and customer-centric approach.
TESCO does not follow cost leadership in its totality; it has low-cost products as well as higher-cost products, so they use cost leadership to assist some of their customers. They also use differentiation because they offer various brand offers, as well as clothing and financial services, so they use differentiation to satisfy their customers.
[bookmark: _Toc96421792]5.0 Recommendation
TESCO should improve privacy and confidentiality, should enhance its technology safety because half a million Clubcards have been hacked, and login and passwords have been taken. Tesco should monitor and spend more in cyber system to protect its costumer confidentiality.
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Tesco’s History and Future
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1960s - 70s

Over 500 more stores steadily
‘opened across the country. This
expansion included Tesco’s first
so-called “superstore” in Maldon,
Essex. The following few decades
saw Tesco continuing its expansion,
‘opening more stores and stocking
more varied items such as TVs and
other home appliances as well as
‘opening their first petrol station in
1973.

1993

Tesco's “Every Little Helps” slogan
started appearing in stores.

1948

Tesco opened its first “self-
service” store in St Albans in
Hertfordshi

1995

Tesco introduced Clubcard, the
ground-breaking loyalty card
which would provide the business
key customer behaviour and
insights for the first time.

— o

Tesco's founder Jack Cohen
started a humble stall in the East
End of London selling groceries.

1929

Tesco branded tea was a huge
success and before long the first
Tesco store officially opened in
Burnt Oak, Edgware.

1997

The first Tesco Extra opened, a
hypermarket concept offering a

large range of both food and non-

food lines.

2020

Tesco more than doubled online
capacity in a matter of weeks to
serve customers at the height of
COVID and surpassed 1.5 million
online delivery slots available per
week.

1924

Jack met T.E Stockwell, a partner
at atea suppliers; it was only then
that the name Tesco was born by
‘combining the “TES” initials from
Stockwell with the beginning of
his own surname Cohen to form
“Tesco”.

- 2001

Tesco launched its own clothing
range, Florence & Fred.

2017
Tesco merged with Booker the
wholesale business, creating the

largest food services business
the UK.
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