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Corporate social responsibility ultimately looks at if a business has a responsibility for the products and services that they are selling to the public and how they are putting different measures in place and taking part in different activities to increase corporate responsibility. CSR is widely acknowledged as a desired action helps to achieve high business performance and also benefits the communities (Price & Sun, 2015).It is important that corporate social responsibility is central when running a business of any type, and is always thought upon when making decisions to do with the company. It is important to think of the relationships with shareholders, consumes/customers, employees, suppliers, the community and social activists groups and how to maintain/increase them to give them the best service possible. The level of corporate social responsibility will all depend of the size on the business, research and development, labour market conditions, and the stage in the industry life cycle (McWilliams & Siegal, 2001). A part of corporate responsibility is going above and beyond the legal requirement to satisfy and achieve goals that have been set out to make the business better and higher achieving. Many businesses or organisations are motivated by corporate social responsibility activities, but is there a connection with corporate social responsibility and increasing their financial performance? Would businesses and organisations do all that they are doing with corporate social responsibility if they were not getting a profit or good publicity by doing it? (McWilliams & Siegal, 2001). 
Milton Friedman was against corporate social responsibility, believing that businesses were defending the free enterprise especially when the businesses were claiming they were just for profit but also promoting social aspects which are desirable to customers and stakeholders. He believes that companies use catch words to pull in the interest of consumers, for example taking responsibility for pollution etc. Friedman stated that ‘what does it mean to say that business has responsibilities? Only people can have responsibilities’ (Friedman, 2005). Friedman expressed that businessmen have the responsibility to conduct the business to achieve their desires which is the long-run is to make as much money as possible and will try to make the most money by trying to please the consumers, customers, stakeholders and anyone else within the business. Friedman looked at how this process raises political questions, which are on two levels: principles and consequences. The political principles how it will affect the taxing on the business as well as deciding on how tax proceeds will be spent. There are different provisions put in place to control the tax functions, these are: elaborate constitutional, parliamentary and judicial (Friedman, 2005). The other political question was the consequences, which looks at if the person in charge of the business can discharge social responsibility but then looks at how he has money of stakeholders, customers, consumers and looks at how can he spend all that money. ‘The doctrine of “social responsibility” taken seriously would extend the scope of the political mechanism in every human activity.’ (Friedman, 2005). This means that CSR is the backbone to every business, everyone has it and every will have it, even if it is just for profit.
On the other hand, Henry Mintzberg is for corporate responsibility, he see’s CSR as a natural enlightenment, he believes that businesses are giving back to the communities and people involved within the business. Mintzberg believes that if employees are treated well from the management in the business then the employees will work better, get the employees more involved and the company will make more money (Minztberg, 2005). Actions by individual organisations will benefit the corporate sector as well as the public and local communities that they work in, for example reducing food waste in Tesco and not sending it to land fill, they are decreasing the amount stuff filling up landfills, and people are gaining from them selling the items cheap or giving them to charities. 
Carrol came up with four components which distinguish corporate social responsibility.  By having these four stages it creates a foundation for businesses to have a guideline and the nature of the business’s responsibilities. The four stages are:
Economic responsibilities – businesses have an economic responsibility to the society, as this business must bring an economic growth to the area and the society expects them to be able to manage and sustain themselves, and for shareholders to want to invest in the company. ‘Society allows businesses to take profit. Businesses create profits when they add value, and in doing this they benefit all the stakeholders of the business.’ (Carroll , 2016). 
Profits are essential for a reward for the owner, managers and investors but they are also essential when they are reinvested back in to the business. Through the economic responsibilities businesses will take business concepts which are fundamentally to achieve a higher financial effectiveness. Sometimes businesses only think about profits and do not achieve much on the other stages of Carroll’s pyramid. The economic responsibility is the baseline requirement which it’s the priority to be met in the business world (Carroll , 2016). 
Legal responsibility – all businesses have legal requirements that they must follow the guidelines of, such as laws and regulations, sometimes the society sees this as ‘codified ethics’, meaning that they have put these regulations in place to suit the company or business. 
Ethical responsibility – these are things that are done by businesses but they don’t have to be done by law. By taking an ethical responsibility, they are undertaking activities such as engaging with the local communities, doing activities and embraces standards through the organisation, although these things do not have to be done by law they are expected nonetheless (Carroll , 2016). The hope when undertaking things with an ethical responsibility is to be responsive to the expectations of the public, to increase values and standards with the hope that it will reflect on the consumers, employees, and the stakeholders, increasing their want in visiting and buying from their company. Ethical and legal responsibilities have quite complicated distinctions between them both, as both of these can have very similar responsibilities and can both have a strong ethical dimension but different components through the communities and societies have given the businesses the legal codification. This can lead to confusion within the public as they may find difficulties in defining or understanding them differently. 
Philanthropic responsibilities - this responsibly is completely voluntary, but the world we live in today it can be and is expected from businesses. This is where businesses are expected to go above and beyond for their company, customers, employees and stakeholders, with the hope they the public will have a sense that the company is giving something back to the local people, rather than just focusing on the profit and keeping it all to themselves and the local community isn’t impacting positively from them. Some of the engagement that Carroll encourages is ‘gifts of monetary resources, product and service donations, volunteerism by employees and management, community development and a number of other positive actions’ (Carroll , 2016). There are some similarities between ethical and philanthropic, as the public still expect different businesses to do these types of actions, the society expects businesses to give gifts and undertaken different voluntary roles but if the company doesn’t take on this responsibility then they will not be labelled as ‘unethical’ (Carroll , 2016). 
Looking at the business Tesco, The non-executive chairman of Tesco (Allan, 2017) stated that ‘this year has been a significant one for Tesco, where, against a challenging external environment, we have continued to make progress against our purpose: to serve shoppers a little better every day’. There have been many different things that Tesco as a company have taken part in and introduced to be able to serve their customers a little better every day. In October of 2017, Tesco shared their plans to create long-term value for stakeholders and the stakeholders, investors and suppliers were invited to hear more about the six strategic drives, which in 2017 were medium and long-term decisions by (Lewis, 2017) the group chief executive. The six strategic drives have been put in place to create sustainable value for Tesco’s four stakeholder, which are the customers, colleagues, supplier partners and our shareholders. 
· Customers- are in every decisions that are made, in every plan that Tesco develop and are at the heart of everything Tesco do as a company. Tesco are looking at feedback which has been given and are continually working on and improving the points which have been given, including the price, service, quality and availability in stores and online. In 2017, (Lewis, 2017) the group chief executive of Tesco stated that they have developed over 2,422 new products to increase the quality, availably and price on items available for purchase. Also increasing healthier options on the shelfs and making shopping a little easier for parents by offering free fruit for children, little gestures like this makes a large impact on parents shopping with children, making the shopping experience more enjoyable than before. In 2017 the typical basket will cost 6% lower than it did back in September of 2014. Tesco has also made offers simpler, one of the ways they have done this is cutting multi-buy promotions by 24% which by doing this doesn’t encourage the person to buy more than what they actually need just because it is on offer, and most the time the offers are on unhealthy products (Lewis, 2017). The existing brand guarantee initiative is still working well and saving shoppers money. 
· Colleagues – through customer feedback and yearly operating profit increasing by 30%, it is showing that Tesco’s colleagues are going the extra mile to help customers (Lewis, 2017). Colleagues are able to fill out ‘what matters to me’ forms, which are then looked at by management and different steps are in place to take action if needed, this fills colleagues with trust that Tesco management are doing the what they can to deal with any problems that colleagues do not agree with or like. Creating bigger opportunities for colleagues has been a big focus in 2017 which 4,000 colleagues being promoted to higher roles within the business, have employed over 100 graduates and increased to supporting 1,200 work placements and apprenticeships (Lewis, 2017). 
· Supplier partners – having strong supply partners it means that Tesco can serve their customers better, with better products. Tesco have over 5,000 members with their supplier network, completing a survey with the suppliers, it shows that 77% of the suppliers are happy and positive with the relationship they have with Tesco. Tesco have been recognised by the supply chain ‘body GS1 UK’ for supporting small British suppliers (Lewis, 2017). 
· Shareholders- Tesco have set out more detail on their medium-term ambitions to share more with their shareholders, one of their ambitions they have shared is the deliver a group operating margin of between 3.5%-4% by 2019/20. Tesco have set out an intention to recommence paying dividends, which will return value to the shareholders. Some of Tesco’s major shareholders are: BlackRock, Inc holding a percentage of 6.64%, Norges Bank holding a percentage of 5.96%, Schroders plc holding a percentage of 4.99% and GIC Private Limited with a holding percentage of 3.08%, these percentages are from 19th February 2018 (Tesco Plc, 2018).
· Governance – one of Tesco’s corporate responsibility, was to be committed that by the end of 2017, that no food which is safe for human consumption will go to waste. There has already been a 148% increase of the amount of food that is being donated to people in need. 
In 2016/17 Tesco made a huge £49,867million on Group sales in the UK. 
Focusing on waste in Tesco 
One of Tesco’s major aims is to cut down on waste, which has led to this new initiative ‘tackling food waste from farm to fork’ (Tesco , 2017). In 2016-17 just 0.5% of their food was wasted as a result of not selling it, not going to charities or for human consumption (Tesco , 2017), 0.5% may sound like a small amount but it actually worked out to be 46,684 tonnes. There was an aim that no food that is safe for human consumption will go to waste by the end of 2017, although the waste amount has decreased it hasn’t completely been solved. Tesco are proud to say that no food waste has gone to landfills since 2009, with waste being a big focus within the business they are aiming to ‘help to halve global food waste by 2030’ (Lewis, 2017). 
One of Tesco’s own operations is the community food connection programme and using the food cloud with fare share to redistribute food which is edible to people in need, they do this by collecting the food that is on sell by date which hasn’t been sold in the store that day, a group of charities will be set up on the food cloud and will have their designated days where they pick up from the store to feed the people within their charity since starting this waste programme in 2014 over 10 million meals have been donated to over 5,400 charities, by Tesco doing this they are taking on the philanthropic responsibility, as they do not have to do this but they are to feed the less fortunate, although it could be argued against that they are only doing this to keep their waste numbers down and just want to pass the food on. If there isn’t a charity or they do not pick up the donation for some reason then the food will then go in to a colleague shop and the food will be reduced down to as little as a penny, this is an ethical responsibility that Tesco have adopted as this procedure has a benefit of the staff working in the stores as they have the option to buy food for very cheap and it positively impacts the business as it doesn’t go in to the waste and doesn’t affect the statistics. In 2016 there was only 111 stores donating their waste to charities, but now there is over 1,700 stores involved. The Tesco surplus donations started in 2013/14 with just as little as 268 tonnes being donated, between 2014/15 it raised to 1,383 tonnes of donations, then increasing in 2015/16 to 2,303 tonnes of food donations, this has increased by 148% reaching 5,700 tonnes being donated through 2016/17 (Tesco , 2018), this shows that the different steps that they have put in and there is a lot more interest from the charities wanting the food donations. They have worked closely with their fruit and vegetable suppliers, selling over 68 million portions, in different ways, which may otherwise been wasted. Another example where they are reducing waste is bringing crop flushes in to stores, from the farmers, due to the weather the crop may not grow how it is supposed to, so Tesco will buy the whole crop and sell it for cheaper to the customers at lower prices than usual, this fruit and vegetables that have been used in crop flushes are apples, cherries, cauliflower, lettuce, strawberries and carrots.
Tesco have been working closely with Bartlett and Sons LTD, which are either loose carrots or bagged up Redmere branded carrots. The carrots which are not suitable to be used as lone products but are still fresh and edible can be added in to ready meals and soups to save on wasting them and then the carrots which are not used will be then be utilised as animal feed, by having all these different options just for carrots is good as these products don’t just get chucked away, there are many different ways on using them. 
One of the new initiatives was to change the packaging on meat and produce that are available at Tesco stores, for example the have made changes with their supplier of chicken, they have come up with a new ‘buy one keep one’ design on chicken packaging, so customers can use one and keep the other one fresh, which is saving on waste in the customers’ homes and saving them money, which is an ethical responsibility that they have introduced. They have also changed the packaging on bags of salad, so the consumer can use what they want and the reseal the salad bag to keep it fresher for longer. 
Looking at total UK food sales in 2016/17, the total food sales were 9,957,374, the total food waste was 46,684 tonnes. Tesco expect the total food sales is to go up 107, 050 reaching 116,900,324 by the end of 2018, and the food waste to go up 4,004 reaching 50,688 tonnes by the end of 2018 (Tesco , 2018). This shows although Tesco are doing a lot to reduce waste and have put many new initiatives in place to reduce waste, there is still a lot of waste from the stores, this isn’t all food waste. In 2016/17 there were 25,109 tonnes of damages which were wasted, 7,373 not safe to donate items wasted which affect the percentage of waste in the company but these cannot be helped but have a huge impact on waste shrinkage (Tesco , 2018). While the stuff under the food surplus safe for human consumption figures showed that 5,700 tonnes were donated, 16,605 tonnes was turned in to animal feed and 16,391 tonnes was turned in to anaerobic digestion and energy recovery (Tesco , 2018). 
Conclusion 
Corporate social responsibility is the heart of every organisation, whether it be for profit or non-profit. Every company will have something in place which they are responsible for and will act on it to increase their sale or to get more people to visit their business. There are different levels that businesses can act on, and this can distinguish if the company is looking just for profit, or is actually doing good for the people. There has been research in to Milton Friedman and Henry Mintzberg and their beliefs on CSR. Then looking at the big company on Tesco and what their CSR report expresses that they are doing for the company, focusing on the food waste aspect of their report. 
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