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[bookmark: _Toc44544458]Executive Summary
TESCO is the largest supermarket in the U.K. that provides quality products. Since its establishment, the company has implemented different strategies to improve its Customer Relationship Management. Customer Relationship Management is crucial for a company like Tesco to improve its competitiveness and to enhance continuous improvement. Theories on ethics and sustainability, Six Sigma, and DMAIC approaches can be used by a company to improve its CUSTOMER RELATIONSHIP MANAGEMENT through establishment of relevant policies. The factors behind TESCO’s success are establishment of customer-centric policies and strategies to improve customers experience through provision of quality products and services. The company has a strong CUSTOMER RELATIONSHIP MANAGEMENT because it upholds ethics, quality and sustainability through implementation of policies. However, it has a large inventory and needs to upgrade its technology. The company has a chance to differentiate its pricing policy in the new markets. The report recommends that the company should improve its CUSTOMER RELATIONSHIP MANAGEMENT through business intelligence, adding value to the customers, and improve its ability to predict consumer patterns.  
   


[bookmark: _Toc44544459]1.0 Introduction
TESCO supermarket is a recognised brand in the U.K. market guided by its vision of offering inexpensive goods and promoting consumers to reflection ‘healthy’ eating as well as purchasing ‘good quality’ products. TESCO focuses on its responsibility towards society as they satisfy their quest for profitability. As a result, the supermarket has launched different programs over the past, such as ‘Every Little Helps’, ‘One in Front’ initiative, ‘Clubcard’, and savings account. The initiatives have led to an increase in loyal customer base. Other growth strategies include online shopping, ‘double up’ vouchers, ‘customer-centralism’, club-card rewards, plus ‘free fruit in-store’ for kids. The development has led to an intense competitive advantage which is being threatened by new rivals such as ALDI and LIDL. The rivals have enticing strategies such as low-price shopping. The competitors are attracting new customers and threatening to entice loyal TESCO customers. As a result, TESCO must renew its relationship with the customers to maintain its sale, customers and consequently, profits. The paper aims at preparing a report to evaluate the advantages of employing moral business operations and establishing sustainable products to the consumers plus the potential impacts of TESCO’s sustainable resources on customer relationship. 
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Ethics and sustainability have been at the heart of the business to ensure that the supermarket maintains its competitive advantage in the country by maintaining and renewing their customers’ experience. TESCO code of conduct requires its employees to be customer-centric through having clear prices and marketing strategies, adopting high-quality food and product standards, and protecting customer data (TESCO). Customer loyalty has remained intact as a result of an uncompromised brand, openness on the importance and purpose of data collected, and loyalty in using data collected for the purpose intended for. The store, through its supply chain, has managed to supply quality products that comply with laws and regulations on safety products. Additionally, the store upholds fair competition with other stores. For instance, the store can be restricted to trade with a country or group and have to comply with the restriction to maintain customers’ trust and loyalty.
TESCO sustainability policies enhance environmentally friendly operations through their store. The three sustainability policies include carbon footprint recalculation, enhancing energy effectiveness in the store plus distribution, and a roadmap to adopt renewable electricity. The store adopted the ‘F plan’ strategy launched in the U.K. to participate in the roadmap to reduce carbon emission in the country (TESCO 2020). When a business participates in efforts that will benefit their wellbeing, customers will always be associated with them through doing business. TESCO’s continuous measures to participate in green energy have been the greatest in the industry, making it the number one preferred store by consumers.
Despite the store’s efforts to adopt ethical and sustainability policies that improve the experience of the customers, competitive supermarkets have engaged their customers in their ethical and sustainable measures, posing a huge threat to TESCO. The biggest competitor, ASDA, has engaged consumers in sustainability efforts to lessen food misuse in the country by adopting pro-environment conduct on food throw-away plus sustainable retailing measures. Edie (2019) reported that ASDA partnered with Leeds University in the U.K. to campaign against food waste through enhancing positive behaviour based on consumer insight on food storage, labelling, as well as the inspiration of leftovers. As a result, consumers have started changing their consumer behaviours, thereby reducing food waste. In addition, ASDA has adopted a timber sourcing policy which is driven by WWF-UK forest campaign to ensure that it adopts 100% FSC by the end of 2020. The store is also engaged in forums with multi-stakeholder organizations to campaign for the protection of forests in the U.K. and has requested its customers to join them in the quest (Ethical Consumer 2019). 
ALDI is another upcoming competitor of TESCO in the U.K. market. ALDI has adopted customer-centric approaches in its operations such as facilitating responsible shopping, promoting health and well-being through its products, excellent customer communication, enhancing safety and quality to the customers, and fair rules for returning products (ALDI 2015, p. 14-18). ALDI endeavours to protect the environment through efficient use of sustainable resources, adopting modern cooling facilities, intelligent lighting and heating energy, and use of modern technology to reduce emissions. Additionally, it is campaigning for avoiding waste and recycling reusable among its consumers (ALDI 2015, p. 54-61). 
The three store’s ethical and sustainability measures are engaging their consumers to participate in supporting ethical standards and environmental sustainability in the process of business transactions. Their efforts are supported by the triple-bottom-line theory, which provides that corporate leaders should adopt a bottom-line approach to enhance economic, social, and environmentally sustainable results (Andy 2012). The three approaches must be independent to obtain independent results. That is why the stores establish different policies to guide the adoption of strategies and how their success will be measured. For instance, the stores establish reduction of emission at a given percentage over a certain period of time. The strategy is different from following the law to provide healthy and quality products to their customers. The expected results are different and are quantified differently.  Additionally, stakeholder theory comes in when the stores incorporate all stakeholders in achieving ethical and sustainable operations (Andy 2012). Stakeholders involve the consumers, the government, the store, and the environment. Engaging customers through data and information collection to inform the services to be provided ensures a customer-centric approach to business operations. Also, the stores are engaging their consumers to adopt sustainable environmental measures such as reducing food waste, sustainable shopping, and adopting recycling measures to prevent environmental pollution.  
[bookmark: _Toc44544462]2.2 Ethics and Sustainability
[bookmark: _Toc44544463]2.2.1 Theories in ethics and sustainability
Ethics and sustainability in business can be explained from Kant’s theory of categorical imperative (Kant 1993). The theory explains that a business becomes moral when it performs its duty to conform to innate ethical laws through commitment. Utilitarian theory by Mill explains that moral actions are based on the ability to maximize the usefulness of operations while minimizing negative significance (Nill and Schibrowsky 2007). The two theories should inform TESCO to inspire its policies in guiding its contemporary business conduct. The policies should be formulated to enhance the company to make a commitment to produce the best for the maximum number of people to benefit. Even though TESCO is committed to bear the cost, it is worth compared to achieving customer loyalty and market share, which consequently drive more sales and revenue compared to its competitor. On Kant’s categorical imperatives, any policy developed by TESCO is consistent without compromise to treat customers with respect and autonomy at all times. As a result, the store always meets its customer’s demand. The success of TESCO is based on cooperating with the customers in the society to recognize their diverse needs and empower them by addressing those needs at affordable prices (Nicolaides 2015, p. 7). In the end, TESCO builds trust through commitment and client satisfaction to strengthen its CUSTOMER RELATIONSHIP MANAGEMENT.
[bookmark: _Toc44544464]2.3 Quality 
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Deming’s approach can be adopted in TESCO to enhance commitment and improve quality through four fundamental steps. The steps; plan, do, check, as well as action, must be repeated every time the store is implementing a strategy to enhance continuous learning as well as improvement in function, product, and process (Nicolaides 2015, p. 7).

The planning stage will involve conducting an analysis of existing circumstances through ethical data collection and strategizing on how to implement quality improvements. For instance, when implementing TESCO mobile, the company was targeting customers who prefer online transaction. The company analysed the need for online transactions and the benefits it would bring to its CUSTOMER RELATIONSHIP MANAGEMENT. Then, a pilot project was adopted to test the usage of TESCO mobile through a sample population. An analysis of effectiveness of the app was done to inform further revisions to make it more desirable. If it meets envisioned results, the measures can be implemented by involving all stakeholders (Nicolaides 2015, p. 8). Each process was conducted ethically and with utmost dedication to enhance standardization of online transaction policies (Brown et al. 2015).
There are several things that TESCO’s management considered careful not to overlook. First, every stakeholder took part in the Deming Cycle process to ensure that they navigate the customer’s needs and wants effectively. Therefore, suppliers were included since they are a significant factor in the process. The company adopted effective feedback mechanisms to ensure accurate measurement and examination of the quality of the consequences of the mobile app strategies. In this process, managers controlled the quality as well as the operational output of the process to ensure that the results were not misleading (Brown et al. 2015). TESCO has improved the quality of mobile operations through continuous improvement and feedback from the customers.  
[bookmark: _Toc44544466]2.3.2 Six Sigma approach
The approach measures the improvement of processes through internal and external customer satisfaction by improving the quality of products and services. The main aim of the approach is to cut off variations experienced in improvement processes. How has TESCO used this approach? The store has achieved consistent as well as desired outcomes amidst stiff competition. If the business desires to achieve continuous improvement with minimal defects, then it should adopt this strategy. How has it worked?

The DMAIC roadmap is utilized to improve the quality and reduce the problems in implementing TESCO’s policies. First, TESCO defines the problems and the objectives to link any project to the overall objective of improving customer relationship. The objectives are SMART to achieve tangible benefits aimed at retaining and attracting customers against the incoming competition. Measurement stage involves quantifying collected data, analysing it through different tools, and drawing conclusions based on the results (Ruzena and Moroslav 2012). In the analysis phase, the main reason for customer reference of ALDI over TESCO was conducted to identify the gap between products and services offered between TESCO and the competitors. Once the gap (need for online transaction) was identified, causes (long queues in the stores) were determined, and opportunities (TESCO mobile) established. The causes were verified through observation and survey and validated by the use of statistical tools for accuracy (Buttle 2012, p. 68). Then, potential solutions (TESCO mobile) were drawn by developing an action plan to improve reduce the time taken to shop identified. Control phase was then implemented by drawing a monitoring plan to ensure that solutions generated were maintained for long as a lasting solution to time wasted in queues. In this phase, the monitoring system, standards, plus procedures were verified to enhance benefits and development and to comply with online transaction policies (Ruzena and Moroslav 2012). 
[bookmark: _Toc44544467]3.0 Conclusion
An approach adopted by companies to manage their relationship with existing and potential customers is referred to as customer relationship management (Iriana and Buttle 2007). The strategy helps businesses to streamline their policies, enhance stronger customer relationships, improve sales, excellent customer service, and boost profitability (Klapper et al. 2011). TESCO’s ethical, as well as sustainability guidelines, have influenced the excellence of its CUSTOMER RELATIONSHIP MANAGEMENT.
TESCO takes its CUSTOMER RELATIONSHIP MANAGEMENT seriously through adopting policies which aim at serving the customer first, and profitability comes next. Different ethical and sustainable policies have had different impacts on the quality of CUSTOMER RELATIONSHIP MANAGEMENT. The business is guided by its desire to make the world a better place through the production of affordable and sustaining products for its customers. Polices are guided by the triple-bottom-line approach. On policies related to consumers, TESCO aims at addressing consumer needs and wants as they come through affordable prices. The products contribute to quality health and are acquired through sustainable techniques that reduce negative impacts on the environment. The following are specific policies and how they have impacted on the quality of TESCO’s CUSTOMER RELATIONSHIP MANAGEMENT.
Strengths of CUSTOMER RELATIONSHIP MANAGEMENT include strong policies that promote ethics, quality, and sustainability. Policies on ethical trade- the store promote fair trade foundation and competition. As such, it supports and promotes good working conditions for all employees in every level of management (Klapper et al. 2011). As a result, employees have the zeal and purpose of serving the customers to their satisfaction. Customers keep coming back for more products and services to have the same quality experience. Food safety policies- TESCO has ensured the provision of certified, quality, healthy, and safe products through vetting and auditing all suppliers. Most of the products are organic. The supermarket ensures that all the products do not have any element of genetically modified components or any derivatives. Customers have gained confidence and loyalty towards the store’s products.  
Environment-related policies- TESCO supports Waste and Resource Action Program aimed at reducing waste products, and consequently, environmental pollution. As such, more than fifty percent of store waste recycled while the degradable is decomposed to produce manure, and then directed to farms for organic production. Additionally, TESCO involves the society to embrace measure to reduce waste through sustainable shopping and better storage of perishable goods through seminars and programs to create awareness. Community involvement policies- TESCO’s role is to serve the community through business, and it takes its corporate social responsibility seriously. As such, the store assists the needy through charities as well as community projects. It has sponsorship programs where needy children are sponsored to receive an education. The store has annual charity activities which take place with the help of the community. Strong bonds are built during these activities, creating a cohesive environment to conduct business. Shopping policies- the store provides for home shopping services through its online shopping website. Most consumers prefer shopping online and go to the stores to pick their products without making long queues. The method of shopping is less costly and takes a short time. Therefore, customers will always prefer TESCO over other stores due to convenience in shopping. Heath policies- TESCO cares for the health of the employees and their customers. The store endeavours to deliver balanced as well a healthy lifestyle through the sale of high-quality food, which is well labelled to direct the customers on their usefulness for their health. Customers make informed choices when purchasing the products. 
TESCO CUSTOMER RELATIONSHIP MANAGEMENT ’s weaknesses include large daily inventory due to many customers, making the company less competitive. The company also needs to invest in advanced technology in all its branches to ensure coordination for quality services. Opportunities include decreasing transportation cost to lessen the cost of products can increase its market share and consequently, profits. New environmental policies will enhance the company’s ability to integrate sophisticated technology to establish its market share in every new product category. Adoption of new technology will enhance TESCO to differentiate its pricing strategy in new markets. The company will maintain a loyal customer base through provision of excellent service and value-centric propositions. The major threats include liability laws in new markets and isolationism experienced in other economies is negatively affecting the company’s sales. Also, intense competition from companies with attractive incentives is threatening TESCO’s market share and customer base. The company will have to go back to the drawing board and come up with strategies to maintain their customers.     
[bookmark: _Toc44544468]4.0 Recommendations
Despite how successful a business is, there is always room for improvement to enhance customer relation, loyalty, experience, and guarantee a competitive advantage (Joseph et al. 2007). The best strategy for TESCO to adopt is business intelligence to improve the quality of CUSTOMER RELATIONSHIP MANAGEMENT systems. Business intelligence involves understanding the customers and knowing the type of products that can satisfy their needs (Accenture Technology Vision 2017). 
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The business intelligence conducted above can guide TESCO to improve its CUSTOMER RELATIONSHIP MANAGEMENT systems. The systems should be improved in such a way that they can track how customers interact with the business, give them room to access the information, evaluate the past, present, and predict the future to enhance informed decision-making. Since CUSTOMER RELATIONSHIP MANAGEMENT system stores information about customers, the sales department can use the information to coordinate, market, and offer after-sales services to the customers. According to Freeland (2003, p. 89), redefining the objectives of a CUSTOMER RELATIONSHIP MANAGEMENT system can enable a business to serve customers better and faster, thereby improving the quality of customer service. The following are the goals that TESCO should aim at adopting to enhance improved CUSTOMER RELATIONSHIP MANAGEMENT and solve its major challenge- competition.
[bookmark: _Toc44544470]4.2 Ethics 
TESCO should focus on improving its brand to add value to the customers. It can do so through commercials, campaigns, give-away, and reintroduce the ‘Clubcard’ and discounted prices. The systems will be customized to collect and analyse customer’s data to explore the best customer with the most shopping over a given period of time (Joseph et al. 2007). Rewarding such customers will trigger people to embrace more sales. Additionally, the systems should make the business owners understand the customers’ insights to determine their future economic impact on the business. The system should inform the business about its financial ability as well as risk elimination. The store should ensure that the system is updated and up to date. It should also be practical, realistic, plus capable of informing on how to address the customers’ needs.
[bookmark: _Toc44544471]4.3 Sustainability 
TESCO should organize its CUSTOMER RELATIONSHIP MANAGEMENT initiatives through setting the strategies to compare the needs being addressed by the current business model, and the new existing wants that the business can address to prevent customers from seeking them elsewhere as Peter et al. (2013, p. 17) explains. Additionally, the store should consider other factors of success, such as the ability to predict the behaviour of customers based on their consumption patterns. It is also important for TESCO to draw more value from customer contact activities to inform their move on enhancing quality products at a low cost of service. Finally, the business’ marketing must be revisited to identify the gaps leading to low-quality customer services and wastage of money to quantify every resource spent. 
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Improve  


Control  



Product and sevice improvement


Plan: Plan to change the process, predict the consequence of the change and plan how to measure the consequences


Do: Implementation of the change in small scale and measure the effect, 


Check: critically envaluate the change experienced, if any


Act: Adopt the change permanently and change the process, if it was useful. Abandon it if not.
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