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Executive Summary
Tesco Plc is one of the biggest multinational grocery and merchandise retailers that have a vast number of locations all over the world. Analysing the gross revenue of this organisation, it is among the three largest retailers all over the world. Different policies of ethical factors, sustainability and segmentation are described in this research. This research also critically evaluates the practices of Tesco to manage the CRM. Diverse types of segmentation strategies are also described in this study by Tesco. The recommendations for developing the CRM technology are also illustrated in this study.
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1.0 [bookmark: _Toc106288618][bookmark: _Toc106294174][bookmark: _Toc106294457]Introduction
Tesco Plc is one of the biggest multinational grocery and merchandise retailers that have a vast number of locations all over the world. Analysing the gross revenue of this organisation, it is among the three largest retailers all over the world (Tesco, 2022). Therefore, the organisation is very much focused on offering better customer service to develop a better amount of customer relationships that help organisations to get a higher amount of brand image in the international market. Diverse types of secondary data from journal articles, textbooks and their official website are going to be taken to conduct this report. In this report, the investigation of CRM (Customer Relationship Management) policy and practices of Tesco are going to analyse to provide a clear overview of diverse types of ethical sustainability and segmentation related policy. Secondly, diverse types of critical discussion about the sustainable models and theories are going to be described in the study. This study also describes Tesco's engagement with diverse types of segmentation of customers. Applications are also going to be evaluated in this study. This Report has been requested by the CEO of Tesco’s to be delivered the 17th of June 2022 by Mr Tounoudjou a Marketing Assistant.































2.0 [bookmark: _Toc106288619][bookmark: _Toc106294175][bookmark: _Toc106294458]Findings
2.1 [bookmark: _Toc106288620][bookmark: _Toc106294176][bookmark: _Toc106294459]History and Development of Tesco

Tesco is one of the biggest multinational grocery and merchandise retailers that have its headquarters in the UK. As per the analysis of the revenue, it is among the 9th largest organisations in the world. This organisation was founded in the year of 1990 by Jack Cohen (Tesco, 2022). Due to offering better products and customer service, the organisation has around 100 Tesco shops all over the country within 20 years of its operation. In early 1990, Tesco expanded its global operation in around 11 other countries. Analysing the major revenue of the organisation, this organisation has a brand value of 10.7 billion US dollars all over the world. Around 27.3% of the market share has been occupied by Tesco plc by offering diverse types of products and services. Only in the UK, the revenue of TESCO in the year 2016 was around 4.3 billion which has been enhanced to 5.6 billion within 2022 (Bedford, 2022). That clearly depicted that organisation has a better brand image all over the UK.
 [image: ]
[bookmark: _Toc105763399]
Tesco is one of the biggest brands offering diverse types of offline services. However, due to the pandemic scenario and the global lockdown, the organisation shut down more than 2000 shops which affected the overall revenue of the organisation. In the year 2022, the total number of employees that Tesco has is around 354744. Among this number, most of the employees are working in the United Kingdom and the Republic of Ireland (Bedford, 2022). Therefore, it can be depicted that the organisation needs to be more focused on their customer relationship management for gathering more revenue that helps them to reopen their branches in other locations. 



2.2 [bookmark: _Toc106288621][bookmark: _Toc106294178][bookmark: _Toc106294460]Ethics and Sustainability
2.2.1 [bookmark: _Toc106294179][bookmark: _Toc106294461]Ethical Policies and practices 
Proper application of the ethical practices and policies is very much beneficial that helps organisations to maintain a valuable reputation that helps to develop better success higher the organisation must contact the business properly ethically and legally. This type of proper code of business conduct and ethics provides several types of ethical business practices. It also helps to detail differences in ethical business behaviour of all kinds of responsibilities such as employee agent officers, directors, and company (Tesco, 2022). Tesco has developed a better amount of cultural value tree that helps to maintain a better commitment to diverse types of ethical business conduct. Tesco's cultural values maintain a strong culture of safety by managing their ethics and compliance. For managing the ethics in the organisation, diverse types of acts and policies are there such as group anti-bribery policy, group conflict policy, grouped gift, and entertainment policy data, privacy policy, human rights responsible sourcing and others that help them to get a better result.  
The group anti-bribery policy is very much beneficial for the organisation to maintain a better relationship with their organisation. In the current situation, bribery and corruption created a substantial number of issues that affected the oral consumer market to be one of the most competitive ones (Tesco, 2022). The investment of cost in the business operation home on the customers trust that affects the organisation to get a better amount of revenues. Therefore, the bribery policy helps to minimise expectations for complying with anti-bribery law. Along with that, every Tesco business unit also must implement or adopt an effective and primary compliance program that manages the business.  
The giving and receiving of gifts or diverse types of entertainment are one of the normal ways that help the business organisation to maintain a better relationship with just take holders and suppliers. This policy of customer relationship management can provide better support to the Tesco PLC to offer diverse types of appropriate gifts at the time of doing a better business with their consumer. This policy is also being developed for the group-wide threshold for seeking the approval of diverse types of entertainment and gifts as were the requirement of the supplier cell consumers. Currently, the application of cyber security is creating a vast number of issues for the organisation to protect all kinds of customers for being safe. It leaks diverse types of potential data of customers as well as organisations. Protecting the proper data of the customer can help the organisation to get a better amount of brand image in front of the consumer base (Tesco, 2021). For protecting against this issue, the IT management would regularly test to implement diverse types of patches that affect the cyber criminals to insert diverse types of viruses. Along with that they also perform and compliment to ensure that their patches are activated properly that portrait and authorise traffic on the malicious content in the system server. 

2.2.2 [bookmark: _Toc106294180][bookmark: _Toc106294462]Sustainability Policies and practices 
Sustainability is also very much beneficial and assists organisations to get a higher amount of revenue in the international market. Currently, most of the customers all over the UK are looking for diverse types of sustainable products that help the carbon emission issue and the limitation of non-renewable energy sources. Tesco has developed group environment policies. This policy depicted the ability to produce food defence upon diverse types of a natural and healthy world. Therefore, it is highly required for Tesco to tackle its climate change and properly protect the ecosystem. As per the future assumption, the global population will be around 10 billion in the year 2050 that is create a huge amount of pressure on the natural world (Tesco, 2022). Therefore, to mitigate climate change issues the organisation has taken several types of approaches that could create a positive effect on the environment. The organisation is working to source diverse types of materials and ingredients in a way that helps to minimise their impact on the environment. They also construct and operate diverse types of store centres and offices by managing the local environment and community instructions. Maximisation of the efficiency in the delivery of the product is also very much beneficial by reducing the distribution network that also helps them to minimise the pollution to the environment. In the sustainable policy, they have also identified diverse types of environmental issues such as greenhouse gas emissions, biodiversity, deforestation, waste management, and water and packaging issues. (WWF, 2022) Therefore, the use of customer relationship management can help them to provide better support to Tesco to minimise diverse types of uses of non-renewable energy.  
Along with protecting the world from diverse types of issues related to sustainability, they may work with the WWF to fight against diverse types of issues and make affordable sustainable and healthy food available to everyone. The organisation also plans to mitigate or eliminate all kinds of deforestation from Tesco's products by 2020. Similarly, they also make changes in their packaging system within 2025 that are clearly to be fully recyclable packaging (WWF, 2022). The organisation is very much focused on providing fully sustainable products to its customers through the application of customer relationship management in an affordable way. Secondly, they also help to distort nature by managing food production. They complete their journey of providing 100% certified responsible seafood products to their consumers to best manage the customer relationship. They also planned to eliminate the waste from the productivity of the organisation by managing diverse types of operation 

2.3 [bookmark: _Toc106288622][bookmark: _Toc106294181][bookmark: _Toc106294463]Segmentation and the Loyalty Ladder
Customer loyalty and the proper influence of segmentation is playing a significant role that helping a particular organisation to get a higher amount of revenue in the international markets. Tesco had invested 1 million US dollars to improve diverse types of offers for offering the customers to increase the retention rate (Aiello et al. 2020). Proper application of customer attention is highly essential for the disco to get a higher rate of customer lifetime and profitability. Through the application of the customer relationship by offering online telling as well as financial products to the consumers. Tesco has provided the club card TV which provides diverse types of free films and other series that help to offer the buyer station making process incentive skin and other factors. In the years 2012 and 2013, Tesco lost a good amount of customer share due to the reduction in household spending of their consumers (Nasir et al. 2019). At that time, customer loyalty helps them to sustain themselves in the market and get better revenue. In the international market, there are a total of two types of customer loyalty such as behaviour loyalty and attitudinal loyalty.  
Tesco has used the loyalty letter along with the commitment-based segmentation as per retaining their existing customer. They also used this system in 6 diverse types of stages such as logging in, developing, cautionary, established, dedicated, and logged off (Faour-Klingbeil and Todd, 2018. A review on the rising prevalence of international standards: Threats or opportunities for the agri-food produce sector in developing countries, with a focus on examples from 2018). Tesco is majorly working with their upside-down sequence that helps the newest customers to make a better impression about the organisation's product. In Customer relationship management, the organisation has used automated event messaging that helps them to encourage their existing customers for regular purchases (Bombaij et al. 2022). They provide a registration email to get the customer's data with a 5 pounds discount on the first purchase The journey begins that influences the customer's behaviour. Higher amount of customer relationship management the organisation also offers a loyalty program that helps organisations to get a higher number of delegated customers with diverse types of variety of incentives such as a shop with the partner and doubling the points of regular purchase. This type of commitment-based segmentation and loyalty letter helplessly go to get a higher rate of revenue and the consumer best in the international market.  

Critical analysis of Tesco operations 
Diverse types of practices of the organisations are very much focused on providing diverse types of products that help the organisation. Tesco has diverse types of policies that help them to be one of the biggest retailers in the UK. As per the operation of the organisation, Tesco PLC has used their trading fairly to be ethical which helps to represent the product has been produced at a fair and appropriate price for them. The famous ethical theory of Utilitarian ethics is that the greatest number of good health and particular organisation get the greatest number of people (Everett. and Kahane, 2020). Therefore, in the operation of Tesco providing proper and best quality products help them to get a good amount of customer base all over the region as well as in the UK. The application of proper sustainability can provide them with the opportunity to meet all the expectations of the consumers in a particular area. They have also used the commitment-based segmentation that helps the organisation to be committed to better productive work. Therefore, the organisation is very much appropriate for managing diverse types of operations in the organisation. 
 
Tesco's engagement with customer’s segmentation 
Tesco is one of the major macro and macro-environmental factors that affect the marketing decisions of the organisation. As illustrated by Kaymak & Uçar (2019), proper application of diverse types of segmentation can provide support in managing diverse types of activities. Diverse types of production services offered by Tesco cannot be attractive to all the people on diverse types of equal terms. Analysing differences in needs and wants among people is very much effective. Therefore, it can be Idealised that this course is a major consumer base that helps to satisfy the needs of a particular group. Analysing the operation of the segmentation, geographic demographic, psychographic and behavioural segmentation can help the organisation to get better support. As per the geography segmentation, the UK and 13 other countries are being targeted by Tesco to get better customers (Tesco, 2022). Similarly, due to providing diverse types of customer-centric products, all age categories along with different gender people are being targeted by the organisation to get better revenue. Analysing the psychographic segmentation traditional along with the contented conformers are being targeted to gain a better customer base. Among the major benefits, the cost advantage along with the variety of various products can help the disco to get a better brand among the consumer base. 
 
[bookmark: _Toc106288623][bookmark: _Toc106294182][bookmark: _Toc106294464]3.0 Conclusion
Analysing the operations of the organisation, Tesco is very much focused on their ethical and sustainability practices that help them to get a better amount of consumer base. Among the major ethical practices, diverse types of policies related to varied factors such as bribery act, cyber security, group gift events and others help the organisation to be one of the best retailers all over the world. Similarly, for conducting the sustainability practices, the application of diverse types of sustainable protocols and different practices to minimise the issues of using non-renewable and waste helps them to offer natural food to their consumer base. On the other hand, the application of commitment-based segmentation is beneficial for managing the activities in the organisation. Diverse types of segmentation are also illustrated about that including four types of segmentation that happened used by Tesco to attract a large consumer base.

[bookmark: _Toc106288624][bookmark: _Toc106294183][bookmark: _Toc106294465]4.0 Recommendations
Customer relationship management best strategy that helps a particular organisation improve their customer attention and to gain new customers. Among the major strategies that Tesco can use are customer interaction and behaviour tracking to idealise the major prospects of the customer. As opined by Saleh and Saheli (2018), it also helps to analyse both online as well as offline customers' expectations from your wide range of stores. It also helps to protect diverse types of data of potential consumers to a secure system where the IT department of the organisation does not need to update patches every day. The proper application of ethical databases and the CRM tool from the hotspot or pipe drive can help the organisation to understand the customer's requirements and boost the sales volume of the organisation. This type of strategy helps to enhance the consumer profitability and the customer base by a huge amount with the latest offers in Club card provided by Tesco.  
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Figure 1: Revenue of Tesco in the UK
(Source: Bedford, 2022)
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