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Executive summary 



To summarise, the consultant was asked to investigate was whether policies in the areas of ethics, sustainability and quality have improved (or not) the customer experience at Tesco. Tesco’s sustainability problem is that it has not completed all SDGs that the government proposed. Consequently, Tesco is in the process of fulfilling SDGs that need completion. Tesco should continue collaborations with WWF and expand on its “little helps plan” to ensure customers get sustainable products. Tesco’s ethical issue is that it does not follow its code of conduct. Resultantly, its suppliers suffer from Tesco’s incorrect processes and acts. For further development Tesco needs to work more closely with suppliers and ensure all their needs are satisfied and follow its conduct. Tesco’s quality problem is that it needs full engagement on its Clubcard scheme to prevent losing customers. Resume the Clubcard scheme as it has the ability to satisfy customer needs and continues trading success.
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1.0 Introduction 




The report has been requested by the Chief of Tesco on the 15/06/2020. The purpose of this report is to present Tesco’s customers experience. The consultant of Tesco has been requested to write a 3500-word report to identify that if Tesco understand and engage with customers regarding ethics, sustainability and quality by using theories and models discussing issues and improvements. The researcher has identified with evidence that Tesco has various problems with ethics and sustainability. The sources that have been used for the report are articles and websites. The date of the submission is 03/07/2020.



































2.0 Findings 
2.1 History of Tesco 

Tesco is a successful supermarket chain and founded by Jack Cohen in 1919. Tesco has greatly developed and improved in many areas in comparison to when it first launched. Tesco’s mission statement is “To be the champion of customers” (Tesco PLC, 2020). In addition, Tesco’s vision statement “to be the highly valued business by the customers we serve, the communities in which we operate, our loyal and committed colleagues and of course, stakeholders” (Business Case Studies, 2020).

In 1924, the name “Tesco” was created and 5 years later opened its first store in London. Due to the immense success and to expedite the purchasing process, Tesco began self-service. In 1995, to build a long-term relationship with customers, Tesco created the loyalty scheme of ‘Tesco Clubcard’. It was a huge success in the first year of implementation; 5 million customers gained. To continue its growth strategy, in 2000 Tesco launched its online website “Tesco.com” which serves over 20 million customers (Tesco PLC 2020). According to Wales Online (2019), in 2020 Tesco is opening three more discount stores “Jack’s” which states to bring ‘great tasting food at the lowest possible prices' to win back customers from its competitors such as Aldi.




2.1.1 CRM system

CRM stands for Customer Relationship Management

According to Rouse (2020) of the article search customer experience,
“Customer relationship management (CRM) is the combination of practice, strategies and technologies that companies use to manage and analyse customer interactions and data throughout the customer lifecycle, with the goal of improving customer services relationship and driving sales growth”.

CRM system is of significantly high importance to any organisation as it helps the organisation to construct a strong relationship with their customers in which customers will be loyal and customer retention is created. As revenue and customers loyalty are both qualities that can drastically affect an organisation, the CRM system that an organisation uses is a great management strategy that results in increasing profits for the organisation (Forbes agency council, 2017). 


2.1.2 Tesco – CRM

In 1995, Tesco created the club card loyalty scheme which is one of the greatest CRM programmes that Tesco uses to collect its customers database accord to customers purchase history of the store and online. It holds over 17 million customers in the UK. This helps Tesco to priority its customers, be loyal and serves a little better every day (Tesco-careers, 2020).


2.2 Business Ethics

Business ethics is type of professional ethics or applied ethics are the moral principles that have the position of guiding the business’ process in which a business manage its transactions and itself. Business ethics is relevant to all parts of business conduct and is applicable to the conduct of individuals and entire organisation (CFI For Business, 2020). 

2.2.1 Tesco’s Ethics 

According to Tesco CEO Dave Lewis (2015), Tesco’s ethical trading programme is a core element of its promise to trade products responsibly. Tesco’s code of business conduct (chart placed in appendices 1) puts forward its minimum expectations for all employees. It provides information on approaching and managing each key risk that can occur. Tesco has outlined that they have 21 guides of issues and also provides information of who to contact for help. Furthermore, Tesco’s code of business conduct consists of three elements that keeps Tesco safe and protected. Tesco’s focus is that it must always follow the law. Tesco’s customers trust entirely depends on its reputation as a law-abiding organisation. Additionally, it provides a protective layer of training, support, and procedures to ensure Tesco abides the law. Tesco follows by its values to guide them when decisions have to be made as they believe by doing this it will result in the correct outcome. The 3 elements are: “No one tries harder for customers, we treat everyone how they like to be treated and we use our scale for good” (Tesco PLC, 2020).
Business Benchmark (2020), has stated that Tesco is rated for farm animal welfare (BBFAW) at tier 2 – integral to business strategy, since the report started in 2012. Tesco has progressed from tier 4 – making progress on implementation this shows that Tesco is taking animal welfare seriously of its ethical production for customers. One of Tesco’s competitor Aldi the German grocery chain was developed in 1961 by the Albrecht family (Aldi, 2020) is just below Tesco in Animal welfare at tier 3 – Established however need more work to be completed. 

Despite Tesco CEO’s statement regarding Tesco’s code of business conduct, unfortunately, Butler of The Guardian (2015) asserts that, Tesco suppliers are arguing that Tesco is not following its code of practice. To explain, the five worst issues were Tesco changing contract terms, unreasonable charges for customer complaints, long delays in payments, demands for a capital contribution to cover marketing costs, and no compensation was given to suppliers when Tesco made errors in ordering the number of products they required. According to data provided by YouGov, it is evident that Tesco is not completely following its code of business conduct. 66% of suppliers stated in a survey that Tesco does follow its code however 34% of suppliers stated that Tesco rarely or never follows its code resultantly Tesco is one lowest complying with code supermarket in the United Kingdom. Tesco’s competitor Aldi is positioned first on YouGov’s data simply because Aldi is following its code of business to a higher extent in comparison to Tesco. The reason as to why Aldi is compliant with their code is because they work closely with their suppliers in order to offer customers a low-priced product. Essentially, Aldi have a strong long-term relationship with their suppliers as a result this allows Aldi to balance demand and supply effectively (Futurelearn, 2020).




2.2.2 Sustainability

“Sustainability focuses on meeting the needs of the present without compromising the ability of future generations to meet their needs” (Investopedia, 2020).
The idea of sustainability consists of three different components. These are environmental, economic and social. To note, social is informally otherwise known as people, profits and planet. 



2.2.3 Tesco sustainability 

Tesco contributes to fulfil most of the United Nation sustainable development goals (SDG) (chart placed in appendices 2) with its “Little Helps Plan”. SDG is a guide for organisations, civil society in tackling global challenges, and promoting a sustainable future. Tesco’s “Little Helps Plan” is a core part of the business to its employees, shareholders, suppliers, customers, communities and the environment additionally it is through the framework which shapes the long-term method to sustainability. Tesco stated that it helps the business to monitor and improve its performance both within its own operations and the wider supply chain and starts from its persons, who work for Tesco and in its supply chain. It is about working in a way that protects the planet, serving its customers with affordable, healthy, sustainable products and supporting communities in places where Tesco has a stake. Tesco’s “Little Helps Plan” supports its code of business conduct to ensure it uses leadership behaviours and values to guide Tesco under its conduct and decision making to ensure the organisation is acting accordingly for its business and customers (Tesco PLC, 2020). 

According to Edie news article (2019), Tesco’s CEO has confirmed that Tesco is working with head of food commodities Emma Keller of the World Wide Fund for Nature (WWF) in a part of Tesco’s objective to supply its customers with “good quality, affordable food that is produced in a sustainable way”. Dave Lewis added that collaborating with WWF will help to ensure the natural environment is safe and protected for the generations of the future. Tesco is aiming to provide data of 20 sustainable products which includes egg, milk, vegetable, fruit and pre-prepared lines by 2030 to halve the impact of its customers shopping basket. Furthermore, WWF (2020), claims that Tesco have already made commitments to the communities it serves, customers and the environment with the help of its “Little Helps Plan”. 

Additionally, Tesco was rated 48% by Marine Stewardship Council (MSC) in 2018 for the sustainability of seafood sources which was lower in comparison to its competitor Aldi who was rated at 80% offering the greatest portion of sustainable seafood in the United Kingdom. Tesco was determined to succeed and be more sustainable than Aldi. Fortunately, Tesco achieved its objective in 2019. Tesco achieved the MSC certified sustainable seafood award (MSC, 2019). 





2.2.4 Triple Bottom Line (TBL)



Elkington, J. (1994) created the Triple Bottom Line (TBL) “Towards the sustainable corporation: win win – win business strategies for sustainable development”. The triple bottom line is a process by which an organisation’s impact and sustainability are shown on both a local and global scale. It is composed of environmental, economic and social. There are three P’s of the triple bottom line which are people, planet and profit each one has an important role in an organisation. 
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According to Tesco PLC (2020), it is implied that Tesco puts the Triple Bottom Line into application and upon that Tesco covers the education, poverty, climate, inequality, food and water crisis. Tesco contributes to the Triple Bottom Line in many different methods. To explain, 

Environmental: Tesco supports and promotes sustainable and healthy products and agricultural systems – that make effective use of production, diminish waste and supply nutrition for customers as it is greatly fundamental to the organisation. This clearly substantiates that Tesco care for their customers health. 

Social: Tesco strives for its colleague’s health and well-being to be stable, both physically and mentally, while at home and work. Tesco collaborates with Health Charity Partners to develop a health programme. 

Economic:  Tesco transfers and trades products through its network of stores and operations, Tesco interacts with millions of people on a daily basis. Tesco follows its values by treating “people how they want to be treated” in addition Tesco allows people to have their human rights. Tesco also ensures that those employees in the supply chain are protected. 



2.2.5 Corporate Social Responsibility (CSR)

CSR is a growing business procedure that integrates sustainable development into an organisation’s business model. It has a positive effect on the factors of economic, social and environmental. 

The researcher has identified that there are two theorists who believe in different concepts of corporate social responsibility; Milton Friedman who was an American economist and statistician. The theorist developed Friedman shareholder theory in 1972, which is a normative theory of business ethics advanced, it holds that a firm is the main responsibility to its shareholders.  Friedman argues that engaging in CSR can potentially affect a firm’s efficiency (Investopedia, 2019).
The other theorist is Archie Carroll who is a business management author and professor. Carroll developed the theory of pyramid of corporate social responsibility (CSR) in 1979. The pyramid displays four of the significantly important responsibility types which are Economic, legal, ethical and philanthropic responsibilities. The framework elucidates as to how and why organisations should manage its social responsibility. Carroll asserts that if an organisation does not engage in voluntary actions as it may result in legal issues in the future which may damage the firm’s efficiency. Carroll’s pyramid is still used by organisations today as its design is often changed, discussed, criticised and quoted by scholars, business leaders, social pundits and politicians (Toolshero, 2020). Resultantly, it indicates that Tesco applies Carroll’s pyramid theory instead of Friedman’s theory into the organisation. To explain, 
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Economic responsibility- Tesco gains economic benefits which are positive through good value and choice for customers, skills and employment training, long-term collaborations with suppliers and developing of areas that are deprived (Tescoplc,2020). 

Legal responsibility – Tesco obeys safety laws and regulations resultantly delivers a safe working environment for its employees and customers to shop in countries that it operates in (Tescoplc,2020). 

Ethical responsibility – The ethical trading programme that Tesco operates is a core element of its assurance to purchase and sell its goods responsibly. Tesco’s customers want to know that all purchases made are produced under satisfactory conditions and everyone that is involved in the process is treated fairly (Ourtesco.ie, 2020). 

Philanthropic responsibility- The Guardian (2020) explains that to reduce food waste Tesco donates food to community groups and charities, including domestic violence refugees, children’s breakfast clubs, and homeless shelter. This approach turns the food into healthy and nutritious meals and gives support to people who are vulnerable.



2.3 Quality Management System (QMS)


“A QMS can be defined as a standard system of process or responsibilities that are used to attain quality objectives and policies”. A Quality Management System helps organisations to coordinate its activities in order for the organisation to continue customer satisfaction and regulatory requirements. Additionally, QMS supports for continuous enhancing of effectiveness. The QMS is linked to the ISO 9001:2015 (International Organisational for Standardisation). This system documents evidence that an organisation is achieving these standards. 

There are four stages involved in QMS:

Quality planning assists in selecting a particular goal in order for an organisation to achieves its objective. The quality planning needs to be free of any errors and the goals must be known by the employees. 

Quality assurance assists in observing whether a plan is currently in the correct process or not. A quality assurance consists of processes and audits that must be used to assess the overall effectiveness. 

Quality control is chronologically after quality assurance. Quality control supports an organisation in the factual measurement of work that is either completed or is currently in progress. 

Documentation: A Quality Management System entirely depends on correct documentation. Documentation is defined as carrying out operations one after another in the correct way. If there is no documentation resultantly a QMS may fail (Asq.org, 2020). 


There are many QMS models and theories which businesses adopt to improve the organisations quality such as Total quality management (TQM), Balance score card (BSC) and European foundation for quality management (EFQM).





2.3.1 Total Quality Management (TQM) 

TQM model was created by Walter A. Shewhart based on statistical quality control. Joseph Juran who was an evangelist in the area of quality and quality management was also part of the TQM model management approach to ensure customer satisfaction (Inc. 2020). 

Total quality management (TQM) is regarding management methods that are used to improve and enhance the productivity and quality of the organisation. TQM is a wide-ranging approach of management that works throughout the organisation. It involves all employees of all departments and it can include customers and suppliers (Inc. 2020). 


Entrepreneur Gartenstein on article Smallbusiness.cron (2019) asserts that the advantages of TQM are that it leads to better products produced at a lower price. An organisation should use information that is of high quality in order to improve and enhance processes which will reduce waste and save time. This can lead to expenses that are reduced therefore it can be transferred to customers as lower prices. When an organisation correctly implements TQM, the organisation will have the ability to diminish variability consequently giving the customers the consistency they value. This results in high customer loyalty and earns their continued business. Employee engagement needs to have engagement at all levels. This will save capital on training and reduces turnover. For example, Tesco’s main CRM system is the Clubcard scheme through this Tesco obtains high quality information of its customers. It is the process by which Tesco understands its customers needs. This allows Tesco to develop new advertising campaigns and products that are based on Tesco’s customers’ changing preferences and tastes. Resultantly, customers want sustainable, low price and high-quality products. Tesco offers vouchers in addition to its Clubcard scheme therefore customer can purchase repeatedly bought products at a lower price (Tesco plc, 2020).  

Despite the advantages, there are disadvantages to TQM. One of the disadvantages is that it needs for organisations total engagement to quality improvement, and the challenges of obtaining this engagement. In order to be successful, all levels of management must engage with the system. Lack of information and effort will result in undermining the success and cause negative effects throughout the organisation of a TQM system.  





2.3.2 Balance Score Card (BSC) 

Balance Scorecard model (BSC) was created by Drs. Robert Kaplan and David Norton in 1992. An action management structure that “balances” four main perspectives inside an organisation. The goal was to change an organisations vision and mission into correct actions (Toolshero, 2020). These are the four perspectives: 
Financial 
The term Finance is a measurement of an organisation’s success it incorporates with profit margins, return on investment (ROI) and sales number. The important financial values will differ according to the specific objectives of the organisation. 

Customer
It is essential for an organisation to look through its customer perspective as it will lead the organisation to recognise what is working with its customer base and result in requirement to adapting. This can be measured through customer satisfaction survey, number of issues resolved and customer service calls. 

Internal process
Internally assessing the quality and efficiency of the business’ result of execution which helps organisation leaders examine how successful internal method and procedure are operating, or if any modification needed to increase profitability. 
  
Learning and growth 
Inspecting the importance of performance based on technology used to human capital to infrastructure and company culture. These items are frequently missed and also evaluate how it’s all serving the organisation as far as objective attainment. 

According to author Bernard Marr in the article Bernard Marr (2019), there are many advantages of a balanced scorecard (BSC). One advantage it brings is better strategic planning. To explain the balanced scorecard supplies one with an advantageous framework for communicating and building strategy. The strategy map helps management to reflect on the cause-and-effect of the relationships between dissimilar strategic objectives. The author Bernard Marr also adds that a balanced scorecard (BSC) can improve performance reporting. To elucidate, a balanced scorecard has the ability to guide the design of performance dashboards and reports. This make certain that the management reporting will have emphasis on strategic issues of great importance and help an organisation to observe the implementation of its plan. For example, Tesco uses Clubcard scheme to collect its customers data which results in a better planning strategy therefore this develops the communicating and building strategy that is used with customers. Consequently, a loyal and long-term relationship is formed (Tesco plc, 2020).   
In spite of all advantages there are disadvantages of a BSC. One disadvantage is that it must be made suitable for an organisation. To explain, one cannot copy another example of a BSC due to all organisations having unique needs therefore an organisation will need to invest time to create and customise a BSC that adapts to its organisation. One other disadvantage is that it requires a large amount of data. To elucidate, usually a BSC requires employees to record information which is essentially data logging. Most employees dislike this procedure due to finding it monotonous and impede work that is required to attain objectives (Heartpace, 2020).


2.3.3 European foundation for quality management (EFQM)


EFQM model was founded in 1988. The goal was to create stages at which organisations can gain knowledge from one to other to repeatedly improve an organisations performance. The model focuses on sustainable excellence in which efficiency, quality and sustainability are the vital factors. The foundation of the EFQM model inherent the total quality management (TQM) model (Toolshero, 2020). There are 9 elements which are divided into ‘enables’ and ‘results.’ ‘Enables’ covers leadership, people, policy & strategy, partnerships & resource and processes. This is how the organisation conducts and manages employees and resources, plans its strategy, reviews and monitors important procedures. ‘Results’ covers persons, customer, society and key performance which are what the organisation gains. This covers the level of fulfilment of the organisation’s customers and employees; it indicates the impact on the community (NEF Consulting, 2020). 


The advantage of using the EFQM model is that it will enhance customers satisfaction and loyalty. It builds a common sense of purpose throughout the organisation. Additionally, it motivates and engages other stakeholders and employees which therefore results in positive financial performance and leads to effective organised use of data and operation (Aqm.fr, 2020). For example, Tesco’s main priority is its customers in order to be successful Tesco offers its employees a plethora of benefits in exchange to work hard for customers as that will result in Tesco generating capital and customer loyalty from success of this procedure (Tesco plc, 2020). 


Although there are advantages, there is a disadvantage which is that the EQFM cannot be used by all types of organisations. To explain, despite the EQFM being used successfully by numerous medium and large organisations, it was initially created and intended for organisations of the commercial sector therefore the EQFM model may not adapt to voluntary companies and social organisations (Aqm.fr, 2020). 















3.0 Conclusion 






3.1 To conclude, regarding Tesco ethics, Tesco states that it completely follows its code of conduct however suppliers claim with that Tesco does not act upon its statement. For sustainability, Tesco is striving to fulfil the SDGs to provide customers with a sustainable future and challenging competitors in terms of sustainability to be “the champion for customers”. To develop, Tesco should continue using its Clubcard scheme to collect customers data which allows Tesco to supply customers’ needs, gain loyalty and long-term customers. 





































4.0 Recommendation 


4.1 For ethics, to improve and enhance Tesco’s CRM system to a higher-level Tesco will need to progress from tier 2 to tier 1 on animal welfare (BBFAW) chart. This will show customers that Tesco is ethical, and customer focused. Tesco will need to work closely and follow the code of conduct when collaborating with its suppliers to ensure they are satisfied. Tesco must observe and explore its competitor Aldi’s relationship with its suppliers and implement the practice that Aldi uses. 

4.1.1 To improve sustainability, Tesco must fulfil all United Nation sustainable development goals (SDGs) in order to promote a sustainable future for its customers. Tesco must expand on the “little helps plan” to create a long-term process to sustainability for the better environment for customers. Tesco should continue providing customers with food that is of good quality and sustainably produced with the help of the World Wide Fund for Nature (WWF). Tesco must continue its success in seafood sourcing. 

4.1.2 To improve the quality of the CRM system Tesco must continue with its Clubcard scheme by offering customers their specified needs with help from its employees and suppliers to ensure everyone is satisfied. 





























5.0 Appendices

Appendices 1 



[image: ]

Appendices 2 
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