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Executive Summary  

 	The following report shows different policies and practices related to ethics and sustainability that may affect Tesco's CRM performance. A concrete example is the fair-trade policy through which ethical activities can be seen, with the help of which new customers have been attracted and sales have increased. The next report also notes that Tesco does not focus on ethical values ​​or improving CSR.
 	The fact that Tesco owns companies that do not take social responsibilities into account as suppliers make Tesco an indirect factor in climate change.
The research discusses the advantages of ethical trading and sustainable resources to consumer loyalty. The impact of Tesco's ethics and environmental standards on the customer experience will be examined in this discussion. Improved CRM systems and a high-quality brand image are two of the goals of the company's recommended changes.
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INTRODUCTION

 	Tesco started as a market stall in East London in 1919 but today has as one of its strengths the fact that it is the largest grocery retail in the UK.
Tesco's mission is "to be the champion for all customers in the provision of quality and affordable products with convenience."
The next report is about internal feedback along with important information about the company's activities and programs.
At the same time, the report aims to discuss the political and ethical impacts of trading, but also to observe the performance of customer relations management in Tesco.
The report will also show an issue regarding the influence of segmentation and loyalty scale on CRM.
The information will be thought critically, which results in some information being positive and some being negative, but it will come with some solutions for improvement.
[bookmark: _Toc96623658]The following information will be information gathered with the help of online sources and the following will be an individual work.
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FINDINGS 
[bookmark: _Toc96623659] 
 	TESCO has made numerous attempts to enhance its bottom line by emphasizing its socially conscious stance as a grocery chain. When Tesco first started, the company's purpose was to offer "cheap food within the grasp of everyone (Zerbino, 2018). At one point. However, this changed in the 1980s, and it became clear to the company that it could provide affordable and high-quality goods. New consumers were gained, and Tesco's market position was strengthened thanks to its shift in the direction of being a socially accountable retailer towards its consumers and surroundings. Ethical sustainability is an organization's capability to avoid degradation of resources to preserve an environmental balance, according to Young, Hwang, McDonald and Oates (2010). According to this definition, ethics refers to the moral ideals that guide a company's operations. TESCO's standards in these areas have considerably improved the entire customer experience, even though it has always been known for its commitment to ethics and sustainability. Its existing code of ethics compels it to engage with the Worldwide Fund for Nature (WWF) to develop a new environmental impact gauge for some of its most popular items, for example. By strengthening its socially responsible supermarket position, TESCO can both survive and grow its business despite ever-increasing competitors.
 	As the U.K. supermarket market has become more competitive over the last few decades, Tesco has maintained a commanding lead due to its increased emphasis on ethical and sustainable consuming strategies. Figure 1 illustrates supermarket share from 2015 to 2020, with Tesco holding comfortable information. Wuaglobal (2018) demonstrates how operational the corporation's practices towards ethical and sustainable consumerism have been in enhancing the customer experience. Tesco won the United Kingdom's consumer online experience baseline assessment (Sota, 2018). Customers mentioned that Tesco appeared to care more about their consumer journey and helped them feel environmentally aware based on their initial impressions.
Figure 1. U.K.'s marketplace share as from 2015 to 2020
[image: Chart

Description automatically generated]


[bookmark: _Toc42839296]Customers in the United Kingdom are increasingly looking for supermarkets to carry ethical and environmentally friendly products. Since supermarkets have made an effort to engage their consumers in these areas, virtually everyone has. Animal welfare, honey production, cocoa and palm oil production, and animal rights and interest are three of the most critical factors in supermarket rankings and ratings regarding ethical and ecological policies.

 	According to ethical and sustainable honey consumption and production regulations, the regular harvesting of honey from hives contributes to dwindling honey bee numbers. Some supermarkets have shifted their customers' ethical and environmental concerns by focusing on bee welfare. Wainwrights, Equal Exchange, Hilltop Honey, and Littleover Apiaries appear to have better bee welfare reforms than Tesco. For supermarkets to effectively promote responsibly sourced systems that help local and small scale growers and manufacturers, Young, Hwang, McDonald, and Oates (2010) argue that they must be competent as advocates for ethically produced products. To engage their customers in ethical and sustainable practices, supermarkets require their honey suppliers to consider the overall welfare of bees.

 	Cocoa and palm oil offer supermarkets unprecedented capacity to participate customers in ethical and sustainable practices. According to Ingram et al. (2018), cotton is a troublesome crop due to forced labour chemical solid utilization, and most plants are growing G.M. cotton. A lack of good policies in workers' rights, contamination, and controversial technology result in negative ratings for supermarkets that sell their own-brand cotton items (Soltani et al., 2018). Companies including Tesco, Sainsbury's, and Waitrose have established explicit targets for buying sustainable cotton but have failed to meet them. It is found in nearly 50% of grocery products, from cleansers to meals. So, supermarkets that choose to avoid palm oil are better positioned to respond to the industry's sluggish adoption of ethical and ecological practices.
Organic palm oil is not used in any significant stores like Marks and Spencer, Suma, Waitrose, or Tesco. Reasoned action can help us better understand how these supermarket rules can improve customer experiences since it underlines the impact of preexisting consumer attitudes in their decision-making process. Customers interpret cues based on their desired outcomes. The customers of Tesco are viewed as rational, self-interested individuals. If Tesco's actions aren't helping customers become more ethical and sustainable consumers, they may not participate in their policies.

 	In this section, many quality models and theories are discussed and critiqued. Instances of how TESCO has used the quality system to assess and improve their CRM system are included in the evaluations.
Quality Models and Improvement of Ethical and Sustainable Practises and Policies
To better serve its customers, Tesco uses TQM or total quality management. As a result of its emphasis on defect and waste elimination, TQM has proven to be an effective tool for businesses of all sizes. When it comes to measuring and improving an organization's customer relationship management, frameworks are at their centre designed for this purpose (Dewnarain et al., 2019). Quality theories and models can assist TESCO to develop its ethical and sustainable practices so that it can serve its customers with higher value compared to its rivals. The IDIC, QCI, and Payne's Five Forces models are a few examples.

 	Using the IDIC model (identify, differentiate, interact, customize), organizations can plan and build CRM activities in a wide range of contexts. Identification, Differentiation, Interaction, and Customization (IDIC) are CRM implementation's key steps. In the first step, identification, Tesco gathers data such as the reference number, address, and past purchases at each contact point to influence its ethical and sustainable practices. As a result, the supermarket may enhance its rules and procedures by obtaining as much info as possible on each consumer to better understand their requirements, wants, and purchase habits.
 	The second phase identifies and categorizes customers based on their present and expected lifetime values. On the other hand, Tesco must consider the fact that not all of its customers regard ethical and environmentally friendly initiatives equally (Yusof, 2019). On the other hand, Tesco will be able to prioritize its customers by categorizing them according to their perceived benefit to the firm. By focusing on the most critical customers, organizations can adjust their interactions with each group for optimal profitability, according to Murray, Gao, and Kotabe (2011). Tesco's CRM tactics are used in the third stage to boost customer connections with ethical and environmentally sustainable principles. A company should begin establishing customized interactions with customers as soon as the clients have been analyzed and classified appropriately (Gil-Gomez et al., 2020). Tesco, as an example, might provide prizes and loyalty advantages to valued consumers to encourage them to keep purchasing. The organization must also keep in mind that it should constantly improve its ethical and sustainable policies by learning from every encounter. In the end, Tesco will analyze the customer experiences it has documented to develop more personalized one-on-one services. A company's priority should be determining what its customers want so that current policies and strategies can be tailored to meet those needs.
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The Quality Competitive Index (QCI) Model

 	TESCO's ethical and sustainable practices can be improved with the QCI model, an efficient quality model (Hughes, 2021). Customer relationship management (CRM) model QCI concentrates on acquisition, loyalty, and penetrating as the three major activities of the QCI. Tesco's customer relationship management may be better measured and improved with the help of this model. Consumer pain points, company goals, and other variables all play a role in determining whether or not a customer is ready to interact or purchase. This, in turn, affects the overall consumer experience (Kumar et al., 2018).
 	Consequently, Tesco's customer relationship management efforts and offering are affected by the customer experience, including its offer to its customers. Many actions are focused on client acquisition and retention, as depicted in Figure 3's expanded inner circle (Fig. 3). To accurately analyze Tesco's ethical standards and consumer relationship management, the QCI model takes into account the expertise and people associated with maintaining its entire system sustainable.
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Segmentation is a key action in improving CRM for TESCO.
To do this, Tesco has divided customers into three groups, up-market, mid-market and cost-conscious. With this help Tesco managed to keep a history of the customers, what they bought and how much they spend. These are important data by which Tesco has managed to find out what its customers want but also how it operates in stores. Along with these data and information about customers, they managed to provide the right products for customer satisfaction, thus increasing the quality of services and sales. However, Tesco is not necessarily based on cost efficiency, so other companies like Lidl are more efficient.
However, with the help of the loyalty program, Tesco received a lot of appreciation from customers, thus making Tesco grow significantly in sales.
Another loyalty implementation of Tesco is the implementation of club cards, which are distributed to its customers through which a customer earns a ClubCard point for every £ 1 spent. These points are constantly accumulating, which is a significant factor in CRM performance.
[bookmark: _Toc96623663]At 150 points a customer receives £ 1.5 through a voucher, leaving the customer to request these vouchers for the remaining points, thus increasing customer satisfaction and creating a pleasant experience which will therefore lead to increased revenue. These loyalty programs have attracted new customers and increased customer satisfaction, reaching over 16.5 million members.
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 Conclusion

 	Tesco is the largest retail grocery store in the UK, and you can easily see the various activities and practices they have.
Tesco has a number of ethical issues, such as the previous examples in the report or the issue of fair payment a few years ago. The bartenders were paid more because they worked harder, which led to a rather major ethical issue for Tesco.
At the same time, certain sustainability issues can be observed, as shown in the example with suppliers who did not care at all about these sustainable factors.
Tesco is working hard and investing in new suppliers to ensure that they become as sustainable as possible.
At the same time, Tesco has shown how it uses segmentation and the fact that it has data on all customers through several procedures such as Tesco ClubCard. Thus, with the help of this segmentation, it will be able to offer a better quality service or to be able to implement new futures for current and future clients.
Tesco also relies on good loyalty, so it offers the ClubCard service, through which it can offer customers back certain vouchers and discounts.










[bookmark: _Toc106352175][bookmark: _Toc106352333]Recommendations
 	TESCO's CRM systems could benefit from the following suggestions for mitigating these drawbacks. Tailoring ethical and sustainability practices to the needs of all stakeholders, including staff and consumers, should be a top priority for Tesco's ethical and sustainability practices. Most customers and workers will never see these policies because they are part of its corporate responsibility responsibilities. Reusing and recycling materials is important for any ethical and environmentally friendly approach. These rules should be included in Tesco's stated mission (Laszlo, 2018). Tesco's goals, values, and ambition are interconnected and work together to shape the corporate operations as an ethical and responsible organization. Thirdly, the social responsibility policy of Tesco should be implemented throughout the entire production process from start to finish. Companies must actively encourage their staff to contribute to community service projects, according to Windsor (2006). It is also important for companies to have procedures in place to ensure that their customers have a positive experience and a strong sense of belonging to the community. As a result, Tesco must work to uphold high standards of ethical behaviour (Student, 2021). Fourth, the business should set attainable objectives. It is important to begin thinking about accomplishing your goals as soon as you have established a mission. As the last step, the company should develop an environmental policy targeted at reducing non-recyclable trash and decreasing the carbon footprint of its supply chain. Because Tesco can better connect with its customers as a result of these recommendations, they are a success
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