

 
[bookmark: _Toc97291735]Executive Summary

This report consists of a thorough investigation of the Customer Relationship Management at Tesco based on ethical and sustainability policies and practices, also the influences of segmentation and the loyalty ladder. A critical analysis of ethical and sustainability models and theories have been explored to assist in Tesco’s in potential improvements to its customer relationship management. How Tesco utilises the loyalty ladder and segmentation of its customers to improve customer relationship management. 
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This report has been requested by Christian Felices on the 25th February 2022. 
This report will contain a in depth investigation of the customer relationship management polices and practices based on Tesco’s ethical and sustainability practices and the influences of segmentation and the loyalty ladder. A comparison of other organisation in the same industry has been conducted. 
A critical discussion of a variety of ethical and sustainability models and theories have been explored to seek potential improvement to Tesco’s customer relationship management.
How Tesco engages with segmentation of customers and how they utilise the loyalty ladder to improve their customer relationship management. 
Finishing with a conclusion on the performance of customer relationship management at Tesco. 
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Customer relationship management involves a mixture of practices, technologies and strategies an organisation uses in order to manage and process customer data and certain interactions throughout the lifecycle of the customer, in order to improve sales and improve overall relationships (Chai, 2022). 
Customer relationship management is very much a customer focused method. Organisation’s main objective of customer relationship management is on the customers of business. Helping organisations gain vital first-hand knowledge on its consumers allows them to serve their customers in the best most efficient way, resulting in a number of benefits including profits increase, more proactive and creating long term loyal customers (Commercemates, 2022). 
Customer relationship management has a number of benefits to organisations which can not only help improve but build stronger relationships with its customers. Having the data to enhance and organisations knowledge their customers can lead to a better loyalty of the customer, increase of profits, improves communication and custom retention, which are the overall aims of customer relationship management (Bramble, 2022). 



















Tesco ethical policies and practices 

Tesco ethical policies stand very clear within the organisation, the forefront of their operation being the motto ‘every little helps’ indicating their strong belief in helping their consumers in better living. Tesco also state they are committed to helping customers, colleagues, the communities, and the planet (Tesco.com, 2022). 

Tesco being one of the innovators in customer relationship management, as they created a loyalty card for its customers this empowered Tesco with an endless amount of valuable information which would ultimately have great long term on the organisation. The loyalty card named Tesco Clubcard demonstrated to be a very successful strategy which is why they lead the UK market. Tesco Clubcard allowed Tesco to approach its customers in a customised personal manor, through the data collection and analysis on customers personal details to buying preferences and also spending budgets (Businessessays, 2022). 
Tesco state, “Our Code means more than just following the law and our policies. It’s about using our Values and Leadership behaviours to guide our conduct and decision-making so that we are always doing the right thing for each other and the business.” Indicating a connection to aligning their core values in doing the right thing and having a positive ethical attitude (Tesco.com, 2022).

Further investigations have found Tesco gained Ethical Consumer’s best rating for its supply chain management in September 2019 which would imply a high moral and fair principal organisation. However, the UK’s largest modern slavery ring was exposed, which consisted of 400 victims working for as little as 50p per day. One of Tesco’s suppliers had been using this slave labour force, as well as other similar organisations such as ASDA, M&S and Sainsbury’s. This demonstrates a poor ethical concern for the victims of these crimes, as the organisations have since released statements mentioning their lack of knowledge on the supply chains operations (EthicalConsumer, 2022).

[bookmark: _Toc97254865][bookmark: _Toc97291738]Tesco are currently trading non-free range eggs and factory farmed meat which resulted in the organisations animal testing middle rating to drop to a lower rating in 2019, they also trade with organisations that continue to test on animals and sell their products. This evidence portrays an unethical approach to the welfare of animals from Tesco as an organisation (EthicalConsumer, 2022). 

Investigations have uncovered the tax avoidance techniques of Tesco, with holdings in tax havens such as Cyprus, Jersey, Guernsey and Hong Kong. Tesco’s response seemed a little suspicious mentioning the holdings in Cyprus and Hong Kong were in the liquidation process. Due to the lack of clarity in Tesco’s statement, a poorer rating was handed out by Ethical Consumer (EthicalConsumer, 2022). 

Tesco sustainability policies and practices 

Tesco embrace a number of sustainability practices and policies, one of which is the ‘Made Mindfully’ symbol which revolves around Tesco products being manufactured or grown from more environmentally friendly materials and have a encouraging effect on the environment. This sustainability practice has resulted in Over 50% of Tesco’s clothing products being ‘Made Mindfully’ (Tesco.com, 2022). 
Ranking 17th out of 77 organisations in The Sustainable Cotton Ranking 2020 report, Tesco are fully aware their organisation plays a dominant role in considerably high use of cotton. Which is why by 2030, it is their aim to be sourcing 100% of their clothing products responsibly and sustainably. 
As Cotton plays a huge part of the organisation, Tesco aim to create better deals for its farmers ensuring they are getting a fair trade and that the environmental effects are reduced to minimal. Signing the Sustainable Cotton Communique in 2017 to source 100% of its cotton more sustainably by 2025 (Tesco.com, 2022). 




























Asda are another organisation who share similar ethical policies as Tesco and state the importance of sustaining high ethical standards and that everyone across the entire organisation is encouraged to do the right thing (ASDA.com, 2022).  
During research there were many ethical discrepancies which conflicted with Asda’s ethical policies. Ethical Consumer gave Asda a worst rating for its approach to Pollution % Toxins Workers Rights, Animal Rights, Factory Farming and Tax Conduct. 
Asda were accused of gender discrimination by its workers, where it was alleged that retail staff members which consisted of mainly females where being paid less than warehouse staff which were primarily male. This is unethical behavior from Asda as an organisation and will have a considerable impact on its success. 
Following this gender discrimination uproar, it’s reported that Asda have enforced new contracts upon its members of staff across the nation, which is believed to negative financial impact, Asda have highlighted alongside this new contract anyone who did not want to accept their new terms would be dismissed (Ethical Consumer, 2022). This does not have an accurate reflection to Asda’s ethical policies instead it is violating worker rights.
Asda demonstrate many sustainability practices, new to the industry is Asda’s sustainability trial store which aims to reduce plastic usage and promote recycling, without any increase in price for greener products. This sustainability strategy in Middleton is estimated to save one million pieces of plastic each year (ASDA.com, 2022). 
With sustainability targets to make all packaging recyclable by 2025 without compromising on quality. Since 2007 Asda have been working towards reducing packaging weight and have achieved a 27 percent reduction. This reveals Asda’s consistent concern for the environment ultimately demonstrating good sustainable image (ASDA.com, 2022).   















Like other organisations explored within this report, Sainsbury’s ethical policy expresses the importance of being fair and treating people fairly throughout the organisation, they also indicate being the most trusted retailer where people love to shop (Sainsbury's.co.uk, 2022), which reflects an instant relationship between the customer and retailer. 
One of the many Sainsbury’s mottos are ‘Helping everyone eat better’. Originating in 1869, set up by John James and Mary Ann Sainsbury with the need to provide good food for everyone at affordable prices and to this day Sainsbury reflect the importance of their core with this motto (Sainsbury's, 2022). 
Sainsbury’s sustainability polices align with practices made by the organisation, working with Science Based Targets Initiative to reduce GHG emission produced by their own operations by 2035. Sainsbury’s ethical approach to the environment mentioning aims to limit global warming temperatures as part of the Paris Agreement (Sainsbury's, 2022), aligning this objective with their business objective.
Consistently portraying a good sustainable image Sainsbury’s offer recycling facilities in 273 stores nationwide, where cans, glass, paper and other materials can be recycled. In the pipelines is a Deposit Return Scheme which is currently being conducted where 5 pence coupons are being offered to customers in exchange of plastic bottles (Sainsbury's, 2022). This initiative demonstrates good proactive actions from Sainsbury’s to tackle sustainability goal and objectives.   


















Ethical and Sustainability models and theories


IDIC model – CRM model 
(Please see appendix 1.1) 

The IDIC model is essential for organisations applying customer relationship management in a range of different circumstances. The model was developed in 1995 by Peppers and Rogers, gives organisations the foundations of executing effective customer relationship management in four key stages. 
Identify – Gathering as much data as possible to gain a better understanding of customer purchase behaviors, needs and wants. 
Differentiate – Separate customers depending on their value to the business this stage is to ensure efforts are being carried out efficiently on the right customers. 
Interact – During this stage customer relationship management strategies are applied to interact with customers and gather more information, analysing interactions and data to potentially offer a more customised service. 
Customise – This final stage is where using all the data collected and careful analysis the organisation can offer a more personal service ensuring all customer needs are fulfilled (Lucidchart, 2022). 















Triple bottom line – Sustainability model 
(See appendix 1.2)

Management consultant and sustainability expert, John Elkington created the model Triple Bottom Line (1998). The model enforced a influence of the planet and the people having an impact on profits, that an organisation can operate in a fashion which enhances people’s lives and well being of the planet and still be profitable (Kenton, 2022). Organisations which engage with the Triple Bottle Line model show a positive ethical and sustainable attitude.  
With sustainability being at the heart of the triple bottom line model, it highlights its vital role in business today. Indicating the connections between the environment and community linking to generating profits and all sharing equal values. Reducing packaging waste can create cost reductions resulting in being more environmentally friendly and resulting in increased profits (Indiana business review, 2022). 




















TESCO’s engagement with segmentation of its customers

Segmentation marketing allows organisations to align their efforts on the most beneficial customers, ensuring maximum efforts are made to communicate with the right customers and be accurate in what products to offer a particular segment (Hanlon, 2022). 
Tesco leading the way with its Tesco Clubcard scheme is a genius customer relationship management tool. The platform equips the organisation with key first-hand information on its customers and is continuously providing valuable data on all its users every time an interaction is made. Tesco strategically separate Clubcard users the moment they log into there account instantly segmenting customers to make sure marketing is efficient as possible. Chief Executive at Tesco, Philip Clarke has mentioned their key tool to boosting sales is the Clubcard platform which holds immense amounts of data (Internet Retailing, 2012).  
Originally set out to be a provider of cheaper affordable products with the emphasis of the ‘Tesco Value’ range, the reputation building for Tesco was high volume, low-cost. This soon changed in 1990’s where Tesco introduced ‘Tesco’s Finest’ range which was high quality items with premium prices (Shastri, 2022). This demonstration of segmentation shows Tesco reaching out to the complete opposite end their current target market. 


















The loyalty ladder at Tesco

The Tesco Clubcard program is a great example of how the organisation utilise the loyalty ladder to improve its customer relationship management. As well as gathering valuable personal data on each customer from the moment they sign up, each time the card is scanned or a transaction has been made, the program records important information such as spending habits and preferences. Customers can then be sent coupons which have been generated from the data retrieved from the customer. This results in repeat custom, increase profits and customer loyalty (Marketing Teacher, 2022).  























[bookmark: _Toc97291740]Conclusion

To conclude this report, a critical analysis of the customer relationship management at Tesco and evaluation on policies and practices of Tesco based on ethical and sustainability within the organisation. Tesco as an organisation do a great deal to utilise segmentation, targeting and the loyalty ladder. From the constant gathering of information allowing the organisation instant access ultimately to improve service and build relationships which is vital in the success of the organisation. 




[bookmark: _Toc97291741]Recommendations

Recommendations are improved damaged reputation of using organisations which carry out slave labour to operate their business. Tesco could consider reporting on the situation and market its ethical stance towards this matter. Another issue found during this report was the gender discrimination which ended in unethical behaviour from the higher board at Tesco. To resolve this matter and improve employee satisfaction would be to renegotiate contracts to benefit employees.
improve or invest in marketing of the Tesco Clubcard as the platform currently only provides data of Clubcard holders and investing in gaining new customers to use the platform would only give Tesco an insight to a new possible segment of the market. 
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Appendix 1.1
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(Ninjaoutreach, 2019)
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