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The critical evaluation of the CRM over Tesco’s performance has been requested by Chief Executive Officer of Marketing Week, which is the journal produced by Tesco and it is required to be submitted by the 22nd of August at 3 PM. The report is required as a conclusion to the research made into the ethics and sustainability of the company, to establish how Tesco is embracing and adapting these concepts in the business and if the utilisation of these concepts is negatively or positively impacting Tesco’s performance. 
The critical evaluation will be supported by evidence from inside the company, as well as outside the company, to ensure that there is no conflict of interests in the report and that each information has been verified in multiple credible sources to validate its accuracy. Examples of evidence that will be used are represented by internal reports made by Tesco and shared with the shareholders, and their accuracy will be checked using outside studies and researches, as well as statistics. At the same time, to establish Tesco’s position on the market by using these elements as criteria, comparisons with other retailers will be made, such as Asda, Morrisons or Sainsbury, mainly to assess what Tesco is doing good or not so good and be able to offer useful recommendations at the end of the report. 
The topics that will be touched through the report are ethics, where Tesco’s Policies and Practices will be assessed by offering a comprehensive analysis of how Tesco is staying true to it’s Code of Conduct, and the company’s ethical issues will be assessed, sustainability, where Tesco’s Little Helps Plan will be evaluated in contrast with the Sustainable Development Goals, and Loyalty, where Tesco’s Clubcard will be evaluated. At the same time, each topic will cover a comparison between Tesco’s practices and other similar stores practices to check where Tesco is positioned on the market. 
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Business ethics became a very popular concept when companies started to rise and the population became more civilised, and it is considered to be the social norm and moral stance between companies, which is similar to the social norms that are acceptable in today’s society (Drucker, 1981). In today’s business society, being ethical means to conduct the business with care for environment, stakeholders, employees and customers (Schwartz, 2002). Looking further into this idea, this care can be seen by acting well with no hidden purposes, by treating equally and fair every person, and by not damaging beyond repair the planet’s goods (Jones, Parker, ten Bos, 2005).
The most recent Code of Conduct published by Tesco is for the last year, in 2021 (Appendix 1), where the company made different promises in four main areas of interest (Tesco, 2021). The first area addressed by Tesco in their Code of Conduct is the customer area, ‘looking after our customers’ (Tesco, 2021). Here, the company promised that it will always have clear prices and accurate marketing, which means that the company takes responsibility for not creating fake advertising, and that the prices advertised are matching the store prices (Tesco, 2021). In addition to this, Tesco is assuring the customers that the food and the non-food products sold in the stores have a high standard of quality and freshness, with no expired or damaged goods (Tesco, 2021). Lastly, Tesco is promising its customers that their data is safe, and they are not sharing it with third parties that can use it in malicious ways (Tesco, 2021). The second area addressed by Tesco in the company’s Code of Conduct is represented by employees, ‘working together’ (Tesco, 2021). Within this area, there are three aspects touched by the company, and these are health and safety, where the company promises the employees that they will always be safe at work and that their health will be protected as much as the company can, by offering training on health and safety, and ensuring that the workplace is safe (Tesco, 2021), equal opportunities and diversity, where Tesco promises their employees that they will not make differences based on criteria such as gender or religion, and they will hire people from all communities and minorities, only based on their skills and experience (Tesco, 2021) and respect, dignity and fair treatment, which means that the company will treat every employee with respect and it will not practice any form of modern slavery within the company (Tesco, 2021). The third area that Tesco covers in the company’s Code of Business Conduct is their suppliers. Within his area, Tesco agrees to adapt to any competition laws, to respect any sanctions and export controls, to respect human rights and to practice ethical trading, to ensure that there are laws in place that protects their suppliers and that the contracts protects not only Tesco but the suppliers as well, and that the brands and intellectual property are correctly implemented in the company (Tesco, 2021). Finally the last aria that Tesco addressed is the company’s reputation, and here, Tesco promises to not commit any type of fraud, to not accept any bribery in any form even though there might be gifts or entertainment, to always check for conflicts of interest, to constantly offer charitable donation, to not engage in insider dealing and market abuse but to engage in political activities, to keep accurate accounting and not have any form of money laundering, to keep the information secure and to practice external communication and to use social media (Tesco, 2021). All these promises that Tesco made mean that they are taking into consideration every stakeholder, and because the customers are the main focus of the Code of Business Conduct, it means that the company considers the Customer Relationship Management very important. 
Because the stakeholders are the focus of the Code of Business Conduct, it can be deducted the fact that Tesco follows the Stakeholders theory, where every stakeholder is actually a part of the company and they can share both winnings but also losses, and each stakeholder can make different claims (Freeman et al, 2010) over Tesco. 
Through their business code of conduct, Tesco shows responsibility and care for every stakeholder, and it shows that the company tries to be as ethical as possible. At the same time, Tesco has faced some ethical issues in the past as well as recently, which affected brand’s Customer Relationship Management, and made people doubt Tesco's actual intentions that are showed in the Business Code of Conduct. Starting chronologically, in 2004, the school has been accused of damaging local communities retailers suppliers and consumers and it was classed as unfair and unethical (Dresser, 2004). Two years later, in 2006, Tesco has been accused of using illegal child labour in Bangladesh, and studies have shown that Tesco did not take any responsibility for this issue claiming that there was no evidence of child labour (Ringshaw, 2006). However, this attitude directly contradicts the ethical claims where the company stated that they will not use any form of modern slavery. A few years later, in 2015, Tesco faced a major scandal with its suppliers, as the suppliers accused the company of not following the grocery code of practice, as well as delaying payments, and having a poor attitude towards suppliers (Butler, 2015). This scandal continued up until 2016 where it was revealed that Tesco actually delayed the payments to suppliers knowingly (Simpson, 2016), and this contradicted the suppliers part from Tesco’s Code of Conduct (Tesco, 2021). 2016 was a difficult year for Tesco because not only they faced the issues with the suppliers, but they also had a data breach in November where multiple personal accounts at Tesco Bank were attacked cybernetic and the attackers were able to obtain the customers’ debit card details and were able to make illegal transactions (Womersley Smith, 2018). For this, The United Kingdom Financial Conduct Authority also known as FCA announced that they have fined Tesco Bank with £16.4 million (Womersley Smith, 2018). In order to repair their public image, Tesco's CFO addressed the ethical issues in an interview a year later in 2017, where he acknowledged all the past issues and promised to work on not repeating those mistakes again, and to improve the image of the brand and to be seen as an ethical retailer (CNBC, 2017). Starting with 2017, Tesco has not been involved in any ethical scandal, and all the news about the ethical part of the company have been more than positive, for example the fact that in 2021, Tesco began to ensure that all the workers and all the suppliers earning at least a living wage (Allen, 2021). Tesco's efforts have been finally recognised, as this year, in 2022, Tesco has been finally recognised as being the most ethical retailer in the United Kingdom (Cole, 2022). 
Compared with retailers within the similar price range as Tesco, at the current moment, Tesco is the most ethical retailer in the United Kingdom, however Morrisons and Asda are being placed on the last two places in the United Kingdom (Cole, 2022), which means not only that Tesco has been able to improve into staying true to the company’s code of conduct, but it is also a favourite within the customers, meaning that Tesco has a great Customer Relationship Management.
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As well as it is the sustainability became very important in the business world because with the progress of businesses, the earth’s resources became limited, and sustainability become very important in the world and in every company (Biedenweg, Monroe, Oxarart, 2011). 
The sustainability is something that Tesco values as well, and in order to show their initiatives, Tesco created the Little Helps Plan, which focuses on 4 main areas: people, product planet and places. The people area is combining all of Tesco's stakeholders including customers, employees and suppliers, and Tesco’s initiative here is to look over people, to offer inclusivity and diversity, while respecting the human rights (Tesco, 2021). Moving into the product area, Tesco's focus here is to reduce the food waste, and offer healthier alternatives to its customers (Tesco, 2021). The third main area of Tesco's Plan is the planet, and here Tesco shares the fact that the company actively engages in reducing the waste and reducing the negative impact that the business has over the planet, and that it actively promoting farming and sustainable agriculture (Tesco, 2021). Finally, the plan focuses on places, and within this area Tesco shares that the company has multiple charities, and that they are looking forward to giving back to the community (Tesco, 2021). The highlights of Tesco's plan are that 82% of employees gave positive feedback about working at Tesco, that the emissions are 54% lower than in 2015, that almost £60 million worth of meals were donated during the financial year 2020-2021, and that more than 80% of the unsold food has been re-distributed in the United Kingdom, more than 50 billion calories have been removed since 2018 and 1 billion pieces of plastic have been removed from the packaging in the United Kingdom (Tesco, 2021). 
Tesco's little helps plan comes as a direct response of the worlds sustainable development goals which have been adopted in 2015 as the global call to end poverty, to protect the planet and to ensure that by 2030 all people can enjoy what the planet has to offer (UNDP, 2015).
In addition to this, Tesco has adapted to the circular economy, where all the resources are reused, in order to avoid the waste, minimise the costs, and to ensure that the planet will never be out of resources because they are reusable (Dove, 2021).
When compared to similar retailers from the sustainability perspective, Tesco has an overall score of 69% while Asda is situating at 71% and Morrisons at 68%, which means that there is a very tight competition between those three and Tesco is right in the middle (Lawrence, 2022).
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When choosing to use market segmentation, a company splits its target market within multiple segments, based on various principles (Martin, 2011). The importance of this activity is that it allows the company that uses it to better understand its potential customers, and to ensure that it is able to fulfil all the needs and all the wants of the customers, while helping the company to create a market strategy to promote its products to various segments of the market (Martin, 2011). 
The loyalty ladder represents a common scheme in marketing, where the companies are looking for effective ways of transforming each prospect, which is the potential customer, in an active advocate of the company, which means that they will promote the company to everyone they will be a regular client and a strong relationship will be formed between the brand and the customer (Mascarenhas, Kesavan, Bernacchi, 2006). 
Tesco's way of building loyalty is through the Tesco Clubcard, which is considered to be one of the greatest loyalty scheme in the world, because the app offers each shopper personalised offers based on what they are they are buying, and this is proved to be the best tool of ensuring that the customer’s needs are satisfied (Rowley, 2005). 
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In conclusion, it can be argued that Tesco's position on the market from an ethical point of view and a sustainable point of view means that the company’s Customer Relationship Management is successful. Even more than that, Tesco has actively showed that the past issues have been addressed and solved, and for the last five years, Tesco worked hard to become one of the most ethical companies in the United Kingdom. 
While comparing Tesco with other similar supermarkets, Tesco is way above from an ethical point of view, but it is also closely catching up from a sustainable point of view. 
At the same time, Tesco has the best loyalty scheme for the customers which is the Clubcard and this proves once again that the Customer Relationship Management is used very effectively. 
[bookmark: _Toc95810376]Recommendations
From an ethical perspective, the only recommendation for Tesco is to keep up with the work from 2017, and to avoid any further ethical conflicts in order to keep their place as the most ethical retailer in the United Kingdom. 
However, from a sustainable perspective, Tesco should look at its competitors to find out what competitive advantage they have and to find a way of using it in Tesco’s favour to improve its sustainable reputation. 
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1. Tesco’s Code of Business Conduct
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