


[bookmark: _Toc95810369]Executive Summary
The report was analysing the impact of ethical and sustainable policies and procedures over the customer relationship management. After discovering that Tesco is not the most ethical retailer, as they did fraudulent actions and were sued by the shareholders, the customer relationship was not affected by these actions at all, as Tesco, despite the fraud, continued to offer great services to the customer and an amazing experience. Tesco’s actions toward sustainability have an impact over the customer since many people are starting to look for retailer that share the same values as them, and Tesco is not disappointing, by being constantly involved in sustainable actions. However, there is always room for improvement, and Tesco could start act more ethical and try to be more innovative and follow Asda’s sustainable example. 
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[bookmark: _Toc95810370]Introduction
Tesco is a British retailer that sells general merchandise, telecommunications and financial services. The company is employer for more than 360000 employees all around the Europe and United Kingdom and carries out the selling through online channels as well as store, being known as one of the biggest supermarkets in the United Kingdom (Global data, 2022). 
Because the company is a giant in the United Kingdom and Europe, the main focus is the customer and Customer Relationship Management, to make the profit rise and allow the company to keep growing. For this purpose, the CEO and an assigned team started extensive research over the company’s ethics and sustainability policies and practices to determine how exactly are these impacting the Customer Relationship Management, as this is the sum of all the actions of a company that affect the customer in any way, and by analysing those, the customer experience can be improved (Kumar, Reinartz, 2018).
Based on this, the business report has been requested by the Chief Executive of Marketing Week, which is the online journal produced by Tesco and it is due to be submitted on the 25th of February 2022. The report will be compiled by looking at Tesco’s ethical policies and practices, Tesco’s sustainability policies and practices, as well as the influences of the market segmentations and the loyalty ladder, and, at the same time, they will be compared with other supermarkets, to see what the customers’ preference is overall. At the end, based on all the findings and if necessary, recommendations will be made that can help Tesco improve its Customer Relationship Management. 
[bookmark: _Toc95810371]Findings
[bookmark: _Toc95810372]Ethics Policies and Practices
Every employee of Tesco must be aware of the Code of Business Conduct and Ethics and work closely under the guidance provided. The code is important from an ethical point of view because it is seen as the company’s promise to deliver an excellent service to the customers, respect every supplier and set clear practices for every employee, manager and representatives to be able to grow the Customer Relationship Management and operate in a morally correct and honourable way (Assing, 2016). 
The company’s Code of Business Conduct (2021) creates moral and ethical expectations from Tesco. Morally, according to the company’s code, the retailer is expected to offer a safe place to every employee, by respecting the Human Rights, offer equal opportunities no matter the race, gender, and other criteria, and be inclusive and diverse. Ethically, the company is engaging in practicing ethical trading, issue laws that protects the company’s suppliers, and Tesco also creates clear guidelines in regard to fraud, bribery or money laundering. For the customers, Tesco promises to protect every consumer, offer clear prices and marketing and have a high standard of quality for every item sold by the company. 
As a result of Tesco’s Code of Conduct, every employee, customer, shareholder or supplier is expecting that the company will act on their own code and have a high level of ethical behaviour in every decision or action that the company is making. To have a concrete example, the diversity and inclusion at the workplace is known to have a direct impact over the Customer Relationship Management (Haller, lee, Cheung, 2021), and Tesco launched the ‘Black Action Plan’ to help people from the United Kingdom’s Black Community to find a job easier and to be promoted more often, while respecting the guidelines for equal opportunities (Parr, 2021).

However, Tesco has been accused of many unethical actions during the years, and the general opinion is that the company is not an ethical company, even though they are trying through different methods, like being more diverse than other companies, but there are bigger issues that Tesco needs to focus on (Dresser, 2004).  One example of an unethical action which led Tesco to be sued by its investors was the fact that they modified their revenue by £326m, which created an entire scandal because Tesco misled its shareholders (Chapman, 2016). In the same note, the accounting scandal has been investigated for more than five years, and Tesco was found guilty of modifying its own financial statements, committing fraud, which was a clear guideline in their own Code of Conduct, and the company was fined (Nazir, 2020). The retailer’s representants statement at that point was one in which they apologised and said that the company is a different business. 
Taken into consideration all the arguments above, it was important to check exactly where Tesco’s place is on the UK Customer Satisfaction Index (2021). As it can be seen in Appendices, at the last check, Tesco was at the end of the Top 50 Organisation rated by customers. However, it is also important to note that none of Tesco’s direct competitors, Asda or Morrisons, were part of the top, customer favouriting the German discount store Aldi, or high-end supermarkets such as Waitrose or M & S Food. However, Tesco did have another appearance in the top 10 organisations with their Tesco Mobile service. 
At the same time, Tesco’s Customer Relationship Management seems to be stronger than ever as the company was recently awarded with the Best Customer Experience Impact in 2021 at the CX Elite Awards 2021 (Powell, Roberts, 2021). Tesco’s customer experience insight manager argues that the reason behind the retailer’s impact was the fact that they analysed the data gather from customers and tried to offer to the customers exactly what they needed. 
In regard to an ethical theory, based on Tesco’s code of conduct, the retailer seems to be an adept of the stakeholder theory. This means that Tesco engages with every stakeholder and is committed to create a meaningful experience for customers, suppliers, shareholders and employees (Brown, 2013).

[bookmark: _Toc95810373]Sustainability Policies and Practices
In 2018, Euclid created a survey among young generation in regard to the importance of sustainability when choosing a brand. The results revealed the fact that the more than half of millennials and almost half of people from Generation Z are considering crucial that their own values are aligned with the brand values. In addition to this, Erez (2019) confirmed for Forbes that sustainability is a key practice for retailers not only to be able to protect the environment and reuse the resources, but to attract new customers from the younger generations and create a long-lasting loyal relationship between the brand and the consumer. With other words, a brand can improve its Customer Relationship Management if they are more careful about their practices and work towards becoming more sustainable.
Tesco’s vision about sustainability is translated into the Little Help Plan, which a framework of all the sustainable goals of the retailer, which allows the company to be transparent with their actions and, at the same time, check its own progress, as well as identify weaknesses, areas that needs improvement or areas in which they excel (Tesco Plc, 2022). The company is focused on four pillars: People, Products, Planet and Places, and the retails is constantly making efforts to improve and make a difference in the world. The Little Helps Plan is aligning with key Sustainable Development Goals, in line with the UN Global Compact guidance. To name a few, the company is aligning with SDG 2, in reference to Zero Hunger, where the company wants to minimise the food waste, SDG 12, which refers to responsible production and consumption and where Tesco aims to make its packaging fully recyclable by 2025 (Tesco Ireland, 2022). Moreover, Tesco is an adept of the circular economy, which is representative for a sustainable society, where the aim is to extend every product’s lifetime by finding new ways to use it, remanufacture it or recycle it (Calzolari, Genovese, Brint, 2021).
In opposition to the accusation of neglecting its own ethical policies and practices, the sustainability practices of Tesco are praised by everyone, and there is constant news with the improvement that Tesco is making on their plan. In the retailer’s most recent report of sustainability, they declared that they have made noticeable progress in each of their categories. The highlight of the Little Helps Plan for the year 2020/21 can be found in Appendices, but to note just a few, the company removed 1 billion pieces of plastic from its UK packaging, they redistributed 82% of the unsold food, and they also donated more than £60m worth of food to UK food banks and charities. 
Tesco’s actions were confirmed by multiple articles as well. For example, Tesco partnered with OLIO, a food sharing app, to provide unsold fresh food to people from the community, to prevent the food to be wasted (Mitchell, 2021). Moreover, Tesco offered their customer the opportunity to help the community, especially the children living in food insecurity homes, and the customer responded by providing more than three million meals to the kids by participating in Buy One to Help a Child campaign (Mitchell, 2021).
Another retailer with a focus on a healthy planet is Morrisons. The company said in their most recent sustainability report (2021) that they ‘depend on a healthy planet’ to be able to offer customers the best experience and the best products. At the same time, the company recognised that working as a team with their long-term suppliers, colleagues and communities is crucial for the customer’s experience. Morrisons interest and actions towards sustainability are backed by multiple articles and news. An example would be the fact that recently, Morrisons started to scrap the expiry date or the ‘use by’ date from the milk bottles to help reduce the waste of milk in every home and encourage the customers to use the products and smell it before throwing it away (Mitchell, 2021). At the same time, the company acted to reduce the greenhouse gases, by working with its own suppliers, and the retailer hope to achieve a 20£ reduction in cardon emission by 2030 (Mitchell, 2021).
An example of innovation in customer experience through sustainability is Asda’s example. The retailer opened an entire sustainable store, which offer healthy food alternatives, less plastic and the opportunity to be a part of saving the planet at the same inexpensive prices (Asda, 2021). The store opened as a trial first, but the plan is to continue to open multiple sustainable stores across the United Kingdom, so that they can reach more customers that are concerned by sustainability. 
While Tesco is having multiple actions to make the company more sustainable, Asda took it to the next level by the opening of an entire sustainable store, and Tesco could use this example and try to offer more such alternatives to their customers. 
[bookmark: _Toc95810374]Building loyalty
Market segmentation is an important tool that help a company to divide its customers into different groups based on different criteria, to be able to identify each group’s needs and wants, and to be able to offer suitable products or services in accordance to those, so they can maximise the profit and minimise the loss, as well as reduce the risk of customers not being interested in what a company is trying to sell (IMS Marketing, 2022).
Tesco uses market segmentation in different ways. Apart from the geographic and demographic segmentation, which are a standard for every company, Tesco is using different types of positioning of products with the help of the marketing mix to be able to attract customer. Dudovskiy (2016) argued that Tesco uses a wide range of positioning, including Functional positioning, symbolic positioning and multi-segment positioning. The retailer uses the functional positioning to offer high quality products through their Tesco Finest range for customers that are looking to buy better quality food at almost the same prices. The symbolic positioning is mainly used to engage with customers that have multiple expectation from a store, for example in regard to the sustainability, and Tesco is satisfying those needs by having a Fair-Trade range of products. Lastly, the company is using a multi-segment positioning to target consumers that are looking for high end products at an expensive price, as well as consumers that are looking for cheaper alternatives, to ensure that both types of customers can find all they need in every Tesco store. 
At the same time, to gain customer’s loyalty and transform them from prospect to advocates, in line with the guidelines provided by the loyalty ladder, the most efficient and known way is through Tesco Clubcard, which is widely known to be the best type of loyalty scheme on the United Kingdom’s market, as this is helping Tesco not only to engage with customer, but to also collect data about their wishes and spending habits so they can later analyse it and make them offers and discounts based on what they need, to have a higher level of customer retention (Powell, 2004).







[bookmark: _Toc95810375]Conclusion
The report was looking at how ethics and sustainability are impacting Tesco’s Customer Relationship Management. From an ethical point of view, even though Tesco is not the most ethical company, as they are not always true to their own Code of Conduct and had previous issues with its shareholders for fraudulent actions, the customer experience does not seem to be impacted at all, as the company was recently awarded for outstanding customer experience. From a sustainable point of view, Tesco is constantly looking to improve and to come up with new ways of reducing food waste or improve its sustainability. Compared to Asda, Tesco seems to be behind in innovation. 
Tesco is using multiple types of segmentation to attract customer and to satisfy every need of the market, and their loyalty scheme, Tesco Clubcard, is the best on the United Kingdom market, as it allows the company to collect and analyse the data for the benefit of the company and for the benefit of customers as well. 
In conclusion, even though the ethical practices of the company are not having an enormous impact on the Customer Relationship Management, the sustainability policies and practices are important for customer, and by acting constantly toward sustainable goals, Tesco is making its customer happy. 


[bookmark: _Toc95810376]Recommendations
Even though the ethical practices of Tesco are not impacting the customer experience, it is recommended for Tesco to start acting more in accordance with the Code of Business Conduct, to adhere more to the Stakeholder theory not only in theory, but also in practice, by respecting the shareholders and the suppliers and provide accurate services.
At the same time, Tesco could use Asda’s sustainable store example as a trial to check if this will be something that will interest the customer, so they can evolve and be leaders on the market such as Asda. 
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Tesco’s Code of Business Conduct Contents
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