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Abstract
The aim of the research study is to evaluate the influence of digital marketing practices on increasing the customer base in the UK retail sector with reference to Tesco. The present academic research is important as it has examined and defined the scope of strategies of digital marketing that Tesco has adopted. The consideration of the challenges encountered by Tesco and the prospective solutions undertaken makes the present study innovative. The research has been conducted by using quantitative methods including surveys. There has been use of interviews with the marketing executives at Tesco. Therefore, mixed methods have been used in the research. The study concluded with the data that Tesco's strategies of digital marketing have increased the base of customers. The study has been able to connect the theoretical body of knowledge about digital marketing with a company example, Tesco. Social media marketing, mobile marketing and email help Tesco reach many new customers and interact with them effectively. Complications include issues of data security and of technological change. The methods for increasing data protection and staff’s consistent training are crucial to maintaining the effectiveness of digital marketing and customers’ trust. An analysis of the study shows that 80% of the participants had a positive perception of Tesco’s digital marketing strategies.  64% acknowledged the effectiveness of the strategies and 80% also considered the virtual experience as commendable. the use of mobile applications has led to the expansion of the customer base by 1% which translates to 5. 14 million customers.  The future implications of the research are consideration of advanced analytics of data, predictive analysis and comparative analysis of Tesco and other enterprises. 
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Chapter 1 - Introduction
[bookmark: _heading=h.30j0zll]1.1: Introduction
The study is considered with the analysis of the impact of the strategies of digital marketing for growing the consumer base through UK retail. Through this, the chapter is going to make an understanding of the research problem as well as the significance of the research. 
[bookmark: _heading=h.1fob9te]1.2: Background of the study
Digital marketing is having a big impact on the UK retail sector because it makes a genuine link between businesses and their customers. In this context, it should be mentioned that retail businesses use a variety of strategies, including social media platforms, search engine optimization, and reaching audiences that are aware of digital trends, to make their goods and services more visible to consumers in the dynamic market (Dolega et al. 2021). Therefore, 41% of customers in the UK are in charge of controlling their active participation on digital marketing platforms. In order to increase sales, it helps retail organisations meet the expectations of digital marketing by expanding their consumer base inside their operational region (Sabanoglu, 2022). 
[bookmark: _heading=h.3znysh7]1.3: Problem Statement
The study focuses on understanding the role and effects of digital marketing techniques in developing customer reach in the Existing UK retail sector considering the case of Tesco. As with any rapidly changing areas, new technologies are being incorporated into the vendor mix to expand both coverage, customer outreach and sales. This research also seeks to find out which of these techniques of digital marketing, like social media marketing, email marketing, content marketing, and SEO are most effective in terms of customer acquisition and customer retention. Furthermore, about how these strategies work and how data science is applied to enhance their effectiveness and the churn rate. The research will use case studies and existing data to identify the trends and offer recommendations on how UK retailers can expand their customer base in the severed competition and the changed market conditions that are tilted towards online commerce. The results should assist in revealing how digital marketing can act as a key enabler of retail development and customer acquisition in the United Kingdom. Tesco has some problematic aspects, especially in digital marketing where it faces obstacles in data security and technological implementation. Some of them include data breaches and inadequate training of the employees on emerging technologies. This background propels the research questions towards emphasizing the ways through which Tesco can improve its digital initiatives amid these major challenges.

[bookmark: _heading=h.2et92p0]1.4: Aims, Objectives, Research Questions, Hypothesis, Propositions
Aim - The aim of the research study is to analyse the impact of digital marketing strategies on growing customers based in the retail industry of the UK. 
Objectives
· To analyse the concept of digital marketing
· To examine the impact of digital marketing strategies to improve the customer base within the UK retail. 
· To identify issues that the UK retail faces in case of improving customer base through digital marketing strategies 
· To recommend strategic development for avoiding digital marketing issues in the retail industry to improve the customer base.
Questions
· What is the impact of digital marketing strategies to improve the customer base in UK retail?
· What are the issues that the retail industry of the UK faces in the case of improving customer base through digital marketing strategies? 
[bookmark: _heading=h.tyjcwt]1.5: Rationale/Importance of the Research
This research project performs well enough to be considered noteworthy since it provides readers with a thorough understanding of the many obstacles that arise when using digital marketing strategies to expand a company's consumer base. Therefore, the findings of this study will also assist in developing plans or engaging in successful tactics within the operational domain of various retail firms to increase their client base through digital marketing methods. Additionally, compiling data from the present study, will provide the researcher with opportunities to do research on the same issue in the future.
[bookmark: _heading=h.3dy6vkm]1.6: Methodology (sources, population, sample, measuring instrument, data collection, data analysis)
The study is developed with the primary data analysis where the analysis of the quantitative data is developed. The sample size for the research is 25 as 25 consumers from the different UK retail are selected for the data analysis. Survey questionnaires are the main tool for analysing the raw data from the participants.   
[bookmark: _heading=h.1t3h5sf]1.7: Scope of the Study/Demarcation (International, national, geographic area)
This research project performs well enough to be considered noteworthy since it provides readers with a thorough understanding of the many obstacles that arise when using digital marketing strategies to expand a company's consumer base. Therefore, the findings of this study will also assist in developing plans or engaging in successful tactics within the operational domain of various retail firms to increase their client base through digital marketing methods. Additionally, by compiling data from the present study, it will provide the researcher with opportunities to do research on the same issue in the future.
[bookmark: _heading=h.4d34og8]1.8: Structure of the Dissertation

[bookmark: _Toc172635128][bookmark: _Toc172635157]Figure 1: Dissertation Structure
Source: (Self-developed)
[bookmark: _heading=h.2s8eyo1]1.9: Summary of Chapter 1
This is the chapter that developed general concepts of digital marketing strategies. Through this, there is the consideration of the general problems of the research area. On this note, the chapter is also focused on the research problems that can make a critical demonstration of the research study. 
[bookmark: _heading=h.17dp8vu]Chapter 2: Literature Review
[bookmark: _heading=h.3rdcrjn]2.1: Introduction
The chapter is going to make an analysis of the general idea of the research area. Through this, there is the consideration of the theoretical presentation of the research area. The chapter is focused on the analysis of the previous studies regarding the research study. Through this, the analysis of the literature gap also makes a proper understanding of the analysis of the research study. 
[bookmark: _heading=h.35nkun2]2.2: Base theory of the sub-discipline/different background aspects of the concept
A brief understanding of the theoretical framework on which many digital marketing initiatives in the retail industry are based is presented below: There is the AIDA model among widely known theories, which describes the process a consumer experiences when deciding to make a purchase (Song et al., 2021). Digital marketing initiatives therefore seek to gain attention through content that is interesting, appeal through messages that are informative and interesting, and get people to take action by designing persuasive offers that are customised and linked to Excellent follow-up calls to action. Another crucial one is known as customer journey mapping which refers to the definition and continuous improvement of the possession a customer acquires from the point when he or she gets to know about a certain brand up to the moment he or she gets support after buying a product. Segmentation and targeting are very important since retailers have to split the market into certain groups according to their data of demographic, behavioural or psychographic nature and then act to favour every segment with the proper measures.
Content creation with specific reference to blog and article writing is very crucial alongside search engine optimization (SEO) in that the content posted online has to be credible and appealing to the potential market. Omni-channel retailing integrates several digital as well as the physical shopping touch-points to offer a better shopping experience while also increasing customer satisfaction and loyalty (Mosquera et al., 2017). It is the use of social media platforms such as Facebook, Instagram and Twitter to create awareness, interact with the clients and create a place for the customers. The approach of using emails for selling and communicating with customers still proves to be effective. Finally, data analytics and machine learning allow retailers to analyse the consumers' activity, and their behaviour and predict their patterns as well as to target them in a more effective manner. All these theories and concepts put together help retailers to be well-equipped and enable the expansion of their customer base while operating within a constantly shifting interface of digital commerce and client demands.
[bookmark: _heading=h.1ksv4uv]2.3: Theoretical frameworks/models, and related research issues
Theoretical concepts and paradigms also help in offering a logical way of analysing the various aspects of digital marketing strategies in the retail sector. The most common model, at present, is the 5S model, which consists of Sell, Serve, Speak, Save, and Sizzle. It outlines that selling products, serving customers, conversing, offering savings, and stirring up interest are critical factors to achieve monetization and consumer devotion. Despite this, critics have pointed out that the 5S framework presents a very good overall view of digital marketing strategies but brings out just a simple perspective of the same.
Another widely used model is the STP model which stands for Segmentation, Targeting, and Positioning, which focuses on marketing communication that deals with the appealing and convincing of a distinct customer segment. However, some scholars opine that the STP model may lack efficacy as it fails to accommodate the fact that consumer behaviour may change over time and thus may require a constant overhaul of the firms' marketing strategies due to changes in the digital arena.
Furthermore, customer engagement concepts like the Customer engagement model (CEM), illustrate how bonding with the customers on an emotional level helps in creating loyal and advocating customers (Fernandes and Castro, 2018). Although this framework gives helpful suggestions it could be insufficient in addressing the given practical realities that question how such objectives can be met in practice using digital marketing tools.
In regard to the other research-related issues, it is evident that the accurate assessment of the impact of digital market communications in the expansion of the consumer base is still a bit of a puzzle. Although tools like click-through rate, conversion rate and return on investment are widely used, there is still scope for more comprehensive measures that can truly reflect the impact of digital marketing on consumer behaviour and brand perception.
As per Wuisan and Handra, (2023) another question that can be crucial to digital marketing communication is the role of the convergence of online and offline communication. Although the omnichannel marketing strategy is used prolifically, the successful coordination of all the channels continues to be an issue of much concern for most firms in the retail industry.
Third, some of the trends that are unique to digital marketing that must be considered include privacy and data management which have become an important consideration in the wake of the GDPR. While customer data is a valuable tool in targeted promotional campaigns that can get more customers to shop in the retailers’ outlets, the retailers have to be careful that they do not infringe on the customers’ privacy rights or the regulatory rules governing the use of such data.
In summary, this research contributes to the extant literature by discussing the theoretical frameworks and models of DM strategies in the retail sector, but there is a deemed importance for more empirical research to address the practical concerns and issues of this rapidly evolving field.
[bookmark: _heading=h.44sinio]2.4: Previous studies and lessons learnt
E-Commerce has brought a revolution to the retail business and has had significant effects on the consumption patterns of consumers (Wang et al., 2020)
Consumer Behaviours and Expectations
Informed Consumers
According to Schweidel et al., (2022), the use of digital tools in consumerism makes consumers more informed. According to this source, customers naturally search for reviews and compare different products before purchasing online. Retailers have to do their best to fulfil these expectations by being more transparent and guaranteeing product quality.
Personalization
It also makes it possible for retailers to gather data and even give individualised attention to their shoppers. Service customers expect to receive offers and promotions relevant to them; Thus applying this data can enhance customer relations.
Reviews and Trust
It was also noted that recommendations through online reviews and ratings are highly influential to the consumer. In the opinion of Kerschbamer et al., (2023) consumers give credence to the opinions of other consumers and allow such opinions to guide their purchase decisions. By using positive reviews and user generated content as seen above, credibility and trust are built up.
Shift in Shopping Patterns
Online Shopping
The most significant factor explaining its use is that it has proven to be very convenient. E-commerce platforms provide numerous products, comparison to product features, and convenient delivery services, as is expected by modern consumers (Dong, 2021).
Mobile Shopping
According to Siyal et al., (2024), mobile devices are an integral part of shopping. Customers use them to search for products, read some of their reviews, and buy, thus making the combination of online and offline shopping less distinct.
Omnichannel Experience
Retail is moving to these new strategies and these are successfully summarised by the term “omnichannel.” This is in accordance with Brands' approach that seeks, as far as possible, to offer a uniform shopping experience in physical stores, over the Internet, or using handheld devices. The consumer journey is a continuous one in the minds of the consumers and as such, it should not be fragmented.
E-channels have become embedded in the consumer buying process and value as has been characterised by increased e-shopping and mobile buying (Wagner et al., 2020). Consumers are expecting a more individualised and seamless shopping process across all touchpoints, leaving retailers no choice but to apply this change as a means of survival.
[bookmark: _heading=h.2jxsxqh]2.5: Gaps identified to situate own research
There are several gaps within the current literature and research relating to employing digital marketing techniques for the expansion of consumer bases in the UK retail sector. These include a lack of systematic reviews that evaluate how particular advertising strategies, for example, social networks or targeted email marketing, foster customer acquisition and loyalty. Therefore, it is essential to review the literature that addresses the application, coordination, and impact of multiple digital media platforms and technologies like AI and machine learning in the promotion of products and businesses. Earlier research was found to have shortcomings mainly in the sense that there was no exhaustive study of the relationship between electronic marketing communication and customer interactions in the retail industry. This research is therefore useful in filling the gap of a case-to-case account of Tesco, looking at the specifics of their use of digital marketing, the consequent changes in their customer base and the problems they experienced. Although previous research offers an overview of potential digital marketing initiatives, existing scholarly works tend to overlook the precise application of these measures concerning the enhancement of customer bases in the UK retail industry. Therefore, this research seeks to fill that gap by establishing the impact of Tesco’s digital marketing on its customer base. The problems that affect the UK retail business and strategies used to address them are also discussed in the research. The use of this strategy is to offer solutions for dealing with difficulties in digital marketing and for enhancing client base development within the field of retail.  In addition, there is a lack of published literature related to the UK retail market, which underscores the importance of more papers that offer relevant information addressing the context of the market.
[bookmark: _heading=h.26in1rg]2.6: Summary of Chapter 2
The chapter that focuses on a review of the literature offers a synthesis of previous studies on digital marketing practices in the retail sector. Through it, you learn about models like AIDA or customer journey maps as well as fundamental concepts such as segmentation and targeting. It emphasises content marketing, search engine optimization, and channel selling strategies Use of calls to action on the website social media marketing Use of email marketing use of analytics study. The chapter provides a synthesis of the findings pertaining to the ability of these strategies in seeking and maintain customers, improving customers' experiences, as well as increasing sales. It also defines areas that have not been explored earlier, making the current study to build on new findings and give recommendations to the retailers for expansion of the base of consumers.
[bookmark: _heading=h.8swhl7wmg1ao]Chapter 3 - Methodology
[bookmark: _heading=h.zf398mbiw19s]3.1: Introduction
This is the chapter where the researchers are going to present different methods of the data collection. Through this there is the consideration of the development of the entire strategy of the research. Here ethical consideration of the research study also developed that can create proper value through the development of the research data.  
[bookmark: _heading=h.e88s1plk8mfp]3.2 Research Philosophy 
In order to determine the effect of digital marketing tactics on growing the client base in the UK retail sector, the researcher in this proposal adopted a positivist research philosophy. According to Mbanaso et al. (2023), the positivist philosophy aims to assist researchers in gaining information about their subject matter through the analysis of activity, action, or reaction.
[bookmark: _heading=h.23eljnnkkd3b]3.2: Philosophical position of the research and why?
In order to determine the effect of digital marketing tactics on growing the client base in the UK retail sector, the researcher has chosen to employ a positivist research philosophy in this study proposal. The positivist philosophy analysis activity, action, or reaction to assist the researcher learn more about the subject (Mbanaso et al., 2023).
[bookmark: _heading=h.j0sktzj26zad]3.3: Paradigm position of the research and why?
Descriptive study design was chosen by the researcher in accordance with the research paradigm. It helped the researcher determine how digital marketing techniques may increase the size of the retail industry's consumer base. Determining traits associated with consumer interaction and digital marketing is also beneficial for achieving outcomes (Siedlecki, 2020).
[bookmark: _heading=h.lnna96p8lchr]3.4: Position of Research Approach and why?
For the research study on "The Impact of Digital Marketing Strategies to Grow Customer Base in the UK Retail Industry: In "Strategic Management: A Case Study of Tesco," a mixed-method approach was highly appropriate. Therefore, by using both qualitative and quantitative data collection methods, the subject could be understood or captured in its entirety. The numerical data from the consumers' interaction, sales velocity, or website hits offered a strong benchmark for validating the outcomes of virtual marketing campaigns. However, surveying customers and conducting interviews with Tesco's marketing department provided a significant understanding of the factors that influenced the buying behaviour and attitude towards digital advertisements.
Thus, the use of both approaches guaranteed that the study included quantitative results of digital marketing alongside the qualitative nature behind such figures. This made the study access other related data to confirm the findings hence improved internal and external validity. Therefore, adopting both methods allowed for comprehensive evaluation and provided recommendations for enhancing Tesco’s modern approaches to digital marketing for the purpose of attracting more clients.
[bookmark: _heading=h.nqvxrjciks50]3.5: Methodological stance of the Research and why?
The researcher employed strategies, sample techniques, and data gathering procedures to carry out the total task in this present study project (Pandey and Pandey, 2021). In order to fulfil the study's objectives, it helped the researcher learn more about the effects of digital marketing techniques on the retail industry's consumer base. 
[bookmark: _heading=h.re1y8h70mboc]3.6: Stance of the Research Strategy and Design and why?
The research method and plan on exploring the effectiveness of the digital marketing techniques that would be used in increasing the number of customers of the UK retail sector with a focus on Tesco also involves the use of mixed research design. This design incorporates quantitative data culled from customer questionnaires as well as marketing data derived from marketing confirming the quantitative data derived from specific questions posed to Tesco’s marketing team. The logic behind such an approach is to obtain detailed information about the customers’ behaviour, choices, and their reaction to various digital marketing campaigns. More importantly, qualitative information gives more meaning and further explanation to certain strategic management interventions and their performance. Hence, the expansion of the customer base by digital marketing strategies will be examined through both qualitative and quantitative data in the study. It confirms strong research results providing vital recommendations for improving the digital marketing strategy in the retail business. Tesco is a timely company as it is among the leading retailers from the United Kingdom and has adopted vivid digital marketing strategies for its business.
[bookmark: _heading=h.lzigrynazsbw]3.7: Research Sample and Population
A straightforward random sampling strategy used by the study to determine the appropriate sample size for data collection. The researcher must be assisted in choosing a certain sample size from a variety of demographics by using this particular strategy (Obilor, 2023). In order to get feedback on the effect of digital marketing tactics on growing the company's client base, the researcher used a sample size of twenty-five customers from various Tesco stores in the UK. On this note, the researcher collected the primary qualitative data through interviews from four people of Tesco marketing department. The justification for choosing the sample size of 25 is that the research focuses on Tesco’s digital marketing possibilities within the framework of a finite sample. Nonetheless, the study might have used a small sample hence reducing external validity. The limitation of the survey is solved through the use of data with the help of qualitative interviews that make the data abundant and accurate.
[bookmark: _heading=h.k43euefchwq3]3.8: Data Collection and Data Analysis Tools/Techniques
The researcher collected primary data about the topic area by applying the primary data collection process (Mazhar et al., 2021). The primary data was collected using a quantitative method, which must aid the research in obtaining accurate results regarding the role that digital marketing is playing in strengthening the customer base within the UK retail industry. On this note, primary qualitative data was also collected through this research study from the marketing department of the organisation. 
[bookmark: _heading=h.4ihp2pfvlr56]3.9: Ethical Consideration of the Research
The participants through the research study are provided with the consent form and this makes sure that the participants are giving the information from their own wish. This can make proper ethical value through the development of the research study.  It is also made sure that the researchers did not manipulate the participants for giving any type of the information. On this note, all of the data related to the research study are protected under the Data Protection Act. After the completion of the research study all of the data will be removed from the storage. Even, it is made sure that there will be no access of the third party to use the dataset. The study safeguarded the anonymity of the participants as a way of guarding their identity. This study specifically sought informed consent as the participants were aware of the data to be used in the study. Data was collected and kept secure and undisclosed to anyone and this study respects GDPR and all other regulations to do with data protection of the participants.
  
[bookmark: _heading=h.9n906pt1hwrr]3.10: Summary of Chapter 3
This research study's methodology chapter uses Tesco as a case study to examine how digital marketing techniques affect the expansion of a company's client base in the UK retail sector. Using a combination of quantitative data from online surveys of Tesco consumers and qualitative data from in-depth interviews with Tesco marketing executives, it uses a mixed-methods approach. Measures of sales growth, consumer involvement, and satisfaction are the main topics of data collecting. The chapter explains the data analysis methodologies, sampling tactics, and ethical issues in order to provide readers a thorough grasp of how Tesco's digital marketing initiatives affect both customer acquisition and retention.

[bookmark: _heading=h.9nxa3xngdmp4]Chapter 4:  Data Analysis and Discussion 
[bookmark: _heading=h.i03689f9ufyt]4.1 Introduction 
The present chapter will present and examine the data findings. In the present chapter, data findings collected from surveys will be presented in the form of graphs. The chapter will analyse these findings and support the analysis of the interview transcripts. The complete chapter will assess the data findings as per the research objectives. 
[bookmark: _heading=h.4r8l2z4oyee2]4.2 Analysis and Discussion 
[image: Forms response chart. Question title: What is your age?. Number of responses: 25 responses.]
It can be seen from the above chart, that the age group of 50-60 comprises 36% of the survey participants, followed by the age group of 30-40. 
[image: Forms response chart. Question title: What is your profession?. Number of responses: 25 responses.]
As per the above figure, 28% of the participants belong to the occupational group of both IT employee and student. 
[image: Forms response chart. Question title: Do you consider Tesco’s digital marketing strategy effective? . Number of responses: 25 responses.]
It can be observed from the above figure that the majority of 64% of the participants consider that Tesco has adopted a strategy of digital marketing. 
[image: Forms response chart. Question title: For how many years have you been purchasing products from Tesco?
. Number of responses: 25 responses.]
It can be seen from the above figure that 28% of the participants have purchased products for 1, 2 and 3 years from Tesco. 

[image: Forms response chart. Question title: Does Tesco undertake regular development in its digital strategies?. Number of responses: 25 responses.]
As per the above graph, it can be seen that 80% of the participants consider that Tesco undertakes developments in strategies of digital marketing. 
[image: Forms response chart. Question title: Do you recommend Tesco’s virtual shopping experience to new customers?
. Number of responses: 25 responses.]
As per the above chart, 80% of the respondents consider the virtual experience provided by Tesco recommendable. 
Based on the above charts, it can be stated that practices of digital marketing are an important aspect of Tesco's enhancement of its customer base. Digital marketing is defined as the inclusion of different channels for connecting with stakeholders, including consumers (Peter and Dalla Vecchia, 2021). Digital marketing simultaneously refers to the use of Web 2.0 tools and the Internet. The major digital channels that are leveraged are marketing through social media, content marketing, SEO and email marketing. The adoption of these channels helps an organisation to reach an extensive base of customers with minimum effort, time and financial resources. The use of digital channels has gained prominence with developments in technology, competition edge and meeting the changing demands of the customers. This aligns with all the components of the 5S model.
Tesco, a prominent retail supermarket in the UK, has also adopted the practice of digital marketing for the perpetuation of its customer base. 80% of the consumers in the survey have affirmed that Tesco has effectively included its strategies of digital marketing. A similar insight is gained from the interview conducted with managers in the marketing department. The company has leveraged different digital platforms such as Twitter, Facebook and Instagram to connect with the consumers. For example, Tesco with its digital strategy of marketing has been to reach 42 million users on TikTok (MarketingWeek, 2023). The use of digital channels has helped the company in sharing information about specialised deals and products. The coordination with the consumers through this method has helped in improving customer engagement and keeping them informed. The active presence on social media platforms has helped the purchasers in solving any queries and concerns (Dong, 2021), and it has improved the service to the customers. A prominent digital medium that has been harnessed by Tesco is the organisation’s official application. This digital tool has supported the customers in easily navigating through the products of the company and also collecting points of Clubcard. Tesco has simultaneously focussed on mobile marketing. Mobile marketing has grown in importance for providing customers with options of convenience, accessibility and ease of use (Siyal et al., 2024). Mobile marketing has been included for the customers by integration of the official and dedicated mobile application, Tesco Mobile App (Tesco, 2024). Through the application, the customers are given easier options to navigate the range of products offered by the organisation. The easier navigation is also supported by options for filtering the location of the store and checking coverage. The convenient options in the Tesco Mobile App have increased the customer base by more than 1% which translates to nearly 5.14 million customers (Agnew, 2022). Even easier options for payment are integrated in this application making the process of digital innovation strengthened. Being a popular business, it uses the internet to access a large population in the shortest time possible with the objective of improving the customers’ experience, increasing its brand appeal, and, therefore, increasing sales. It is evident that the utilization of digital marketing approaches has expanded the customer base for Tesco. Mobile applications, emails and social media as the primary advertisement channels are suitable for targeting customers directly and providing the best shopping experience. These strategies have benefited by enhancing customer loyalty, increasing sales and expanding the market base.
The offering of convenience through the digital tool has encouraged the audience to regularly shop and increased customer loyalty. On the other hand, email marketing has been used for directly connecting with customers. The use of this marketing has enabled in sending of personalised newsletters and offers. The efficacy of email marketing and its exclusive offers have resulted in open rates of 87% (Faull, 2020). Tesco has taken the help of data analytics in gaining information about the consumer’s search history and sending recommendations based on this. The said strategy has been useful as the customers in advance get recommendations based on their choices. The proactive and targeted outlook of the company has assisted in boosting sales. Simultaneously, when the customers get to choose products from the company, they feel the urge to recommend the company to new customers. During the last quarter of 2020, the sales of the company have increased by more than 15% (Bedford, 2024). Therefore, both the instances of attraction of new customers, increasing customer base and repeated purchases are strengthened.
Tesco however also faced certain challenges in the implementation of the practice of digital marketing. The primary challenge has been encountered due to the rise in concerns about data security. Tesco's digital tactics of digital marketing have increased the intensity of customer recommendations. Customers when purchasing products through online platforms prefer easier navigation and convenience (Kerschbamer et al., 2023). It has been seen from the survey findings that 80% of the respondents consider the virtual experience provided by Tesco recommendable. The application of digital channels has made it easier to compare the products in terms of specifications, product usage and price (Schweidel et al., 2022). In a similar vein, the integration of comments and reviews on all the digital platforms such as social media sites and the mobile application makes the comparisons more consolidated. New customers can know the products in more detail and are able to make more prospective decisions about whether they will buy products from Tesco. 
Manager 2 in the interview has talked about this issue in particular. The foundation of digital marketing lies in dependence on the collection of information from the customers and storing them. The said information in the absence of effective data protection protocols lies completely vulnerable to external attacks and manipulation by third parties. Similarly, the information is stored on the cloud storage making such instances of data breach more prevalent. The other loophole in the exhaustion of the practice of digital marketing lies in the lack of acceptance among human resources. The organisation in some instances feels that the development and training provided to the staff are not as par with the change in technological developments (Stanikzai and Ali, 2024). It is the absence of skill upgradation that leads to resistance among the staff in the marketing team. At the same time, there has been continuous change in technological innovations and advancements. It becomes difficult for an organisation, massive in its scale of operations, to integrate new technology regularly. The update in technology requires continuous investment in financial resources. At times, this becomes constrained and it leads to making the tactics of digital marketing hampered. The allied limitation in the practice of digital marketing is making the personalisation more uniform, accountable and justified. It implies that Tesco at times makes its advertising and marketing practices more intrusive. This creates a negative repercussion among the customers. The purchasers feel dissuaded from making any purchases from the brand, decreasing the customer base.
[bookmark: _heading=h.jwqxveki5k3u]Tesco, nevertheless, has included prospective practices for addressing the challenges faced. The prominent way the company has addressed the issue of data privacy and data breaches is through the integration of robust mechanisms of security. The cloud storage is protected through strong encryptions (Seth et al., 2022). Similarly, the customers have included transparent practices in the use of data. For example, the company has communicated with the audience regarding which data will be collected and how it will be applied in the business. Concurrently, the organisation also gives options of convenient opting-out from the promotional offers. It has increased the trust among the consumers and also assisted in increasing the customer base. The company has included adequate financial investment deciphered from the interview with Managers 1 and 4. There has been the adoption of effective tools of social listening for the resolution of customer concerns. Any form of negative experiences among the customers are transformed into positive experiences increasing the customer base. Appropriate initiatives for the development of digital skills have been included for upskilling and reskilling of the workforce. If these strategies are to be adopted, the risks are likely to be brought under control, customers’ confidence is likely to be upheld, and the successes in the usage of digital marketing tools are likely to be achieved.
4.3 Summary of Chapter 4
The above chapter presented the data findings gained from the survey responses and the interview. The research findings have been properly analysed and supported by the graphical representation. It can be seen from the data analysis that all the strategies of data marketing have a prospective influence on the increasing customer base at Tesco. 

[bookmark: _heading=h.xmaeh23ynrcb]Chapter 5: Conclusions, Limitations & Recommendations
[bookmark: _heading=h.296q4d1viz0j]5.1: Introduction 
Digital marketing has promising capability for enhancing the customer base of Tesco. The present chapter will discuss the concluding remarks based on the research objectives. Final thoughts about the research problems will be examined. There will be consideration of the areas in which the said research to academia, management and scholars. Recommendations for future research and also limitations of the academic study will be considered in this chapter. 
[bookmark: _heading=h.137ivb75d2vv]5.2: Conclusions on each research issue/objectives/proposition
Objective 1: Digital marketing has become a prominent strategy for establishing connections with stakeholders, including customers.  The business houses have included diverse digital channels such as content marketing, social media, SEO and email marketing. Each of these digital channels has been helpful for the enterprises to access an extensive base of audience within minimum pursuits, financial resources and time. It is the fluctuations in the technological landscape, choices and necessities of the customers that have made digital marketing a crucial element in the business environment. Tesco, a popular supermarket in the UK retail market has similarly gained advantages from the incorporation of digital marketing. 
Objective 2: The diverse strategies of digital marketing have supported Tesco in the perpetuation of its customer base. It has been observed from the interview responses that executives in Tesco have given prime importance to the inclusion of tactics of digital marketing. The application of social media as well as the use of the official website of Tesco has benefitted the organisation. The use of digital strategies comprises offering detailed specifications about the products. These specifications include knowledge about price, product deals and exclusive offers. The execution of personalised marketing through emails has also helped the company to prioritise customisation, supporting customer needs. 
Objective 3: The organisation nevertheless encountered diverse complications in the endorsement of digital strategies. The prominent impediment has been due to a rise in security concerns and issues of data breaches. The entire digital strategy is based on storing the information about the customers. Therefore, any form of setbacks in this storing process creates an adverse impact on the customers. The customers feel a lack of motivation or desire to share any form of information with the company, hampering the process of customisation considerably. On the other hand, there are complications from the aspect of internal resistance. It implies the workforce is not empowered and equipped enough to accommodate the technology in business. 
Objective 4: Tesco has also included different practices for supporting its digital strategy in marketing. Each of these strategies has become important for the promotion of the customer base. There has been the inclusion of mechanisms of robust security such as cloud storage, encryptions and effective collection of data and taking rights decisions and actions based on it. Digital marketing has included adequate financial investment for the consolidation of the tactics of digital marketing. In addition, there has been considerable involvement in practices of upskilling the workforce to integrate virtual marketing considerably. 
[bookmark: _heading=h.1vclwlv9pm9f]5.3: Conclusions on the research problem 
The research has underscored the pertinent function of techniques of digital marketing in the expansion of the customer base with reference to Tesco. The analysis in the present research has highlighted the prominence of strategies of marketing such as email marketing, SEO and content marketing by use of social media sites. The research problem has focussed on understanding whether Tesco has been able to improve its customer base by integrating of digital strategy. From the research findings, it has been evident that Tesco has really been able to improve its customer base. In addition, the present research has highlighted that digital marketing has been important in gift retention and acquisition of customers improving dynamic growth in the landscape of the UK retail market. 
[bookmark: _heading=h.kqt7nymi3xsd]5.4: Summary of the research findings and outcomes 
The study has been able to define the chief strategies of digital marketing showing their efficacy in retention and acquisition of customers. The research has been conducted regarding Tesco and shown that the company has successfully integrated the strategies of digital marketing. The use of diverse tools of digital marketing such as SEO, email and social media marketing has been given attention in academic study. Therefore, the outcome of the research shows the importance of effective measures of data protection, continuous upgradation, digital learning and workforce development. Some of the key findings of the study are the changes that have been brought about by digital marketing on the retail sector especially the ability to reach out to the customer and obtain information about the customers. Retail chains & grocery should therefore exploit social media platforms as they offer a cheap method of marketing compared to traditional ones. This shift requires organisations to remain dynamic in embracing technology innovations and capital for security purposes as they seek to safeguard the customer’s data to build trust. Also emerging from the study is the need for personnel to engage the consumers directly by being more personal with them hence acquiring their loyalty and making more sales. That is why these digital initiatives can succeed in creating certain benefits to build the competitiveness and sustainability of the whole retail sector.
[bookmark: _heading=h.uagtvomk096]5.5: Original Contribution of the Research (i.e.: management, academia, scholars) 
The research has offered actionable perceptions and insights to the management regarding the strategies of effective digital marketing. The use of said practices is important for managers to improve retention and acquisition of customers. The research has provided practical solutions addressing difficulties due to technological adaptation and data security. 
The present research has contributed to the academic knowledge regarding the practices of digital marketing in the retail sector of the UK. There has been a detailed analysis of Tesco, offering a real and practical example of the assimilation of strategies of digital marketing.
The research has provided empirical information as well as analysis that can be closed for the conduction of further research in the domain of digital marketing. Moreover, scholarly contribution comprises a connection between theoretical foundation and organisational example.  
[bookmark: _heading=h.n2ocq9u33c91]5.6: Limitations of the Research 
It is worth mentioning the fact that this research has only concentrated on Tesco as a retailer which means that it provides information only on Tesco as a UK-based retailer. This limited range implies that conclusions that may be drawn may not be useful for other retail supermarkets since each one of them may use different digital marketing techniques and involve customers differently. The research results may also not be very transferable to other retail firms in the UK, within the broad context of the research industry.
Also, the proposed research was limited by the available time and funding. They influenced the scope and the analysis of data in terms of how deep and comprehensive they were. Thus, the study can lack systematic data from more sources and or retail environments, thus limiting the validity of recommended conclusions. It is also noted that it is possible to conduct further research that is based on the multi-retailer and encompasses a greater amount of data, which can help to get a deeper insight into the use of digital marketing among UK retailers.
5.7: Recommendations/Areas for further/future research
Future research can take place regarding advanced analytics in digital marketing along with the role of big data. There can be consideration of the role of predictive analytics in the promotion of customisation and personalisation. The research concluded by pointing at the necessity of continuing to examine the case of efficient digital marketing and protecting data in retailing. As for the suggestions for future investigation, further development must include the usage of higher technologies and big data analysis. Scholars can employ these insights to fine-tune approaches to unify practical applications, strengthen safeguards for customers’ information, and develop methods for leveraging information technology in marketing customers’ value and business expansion.  In addition, past research can take place regarding the comparative analysis of digital marketing practices among diverse retail supermarkets in the UK. 
[bookmark: _heading=h.q7afnkavkkgl]Based on these two recommendations can be suggested. 
· Tesco can increase its capacity in leveraging data analytics, regarding customer experience personalization. Tesco can now use more advanced analytics that will show the customer preference and their behaviour that will allow the company to launch more specific marketing actions and products that will increase the level of customer satisfaction and, therefore, their loyalty.
· Tesco should continue to improve and add more components to its omnichannel plan in relation to the online and offline experiences of its customers. This could entail ensuring there is synchronization of using stores and online shops for shopping possibly through pick up of internet purchases at stores and touch screen terminals at stores. This will help integrate the shopping experience contributing to customers’ interactions with the brand on various contact points.
5.8: Summary of Chapter 5 
It can be summarised from the above chapter, that the concerned research has emphasised the importance of practises of digital marketing with reference to Tesco. The findings of the research have contributed to the accomplishment of all the research objectives. In the present chapter, the limitations of the academic study and future implications have been considered. 
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Appendices
[bookmark: _heading=h.2emeewwon2i3]Appendix 1 Survey Questionnaire
1. What is your age?
· 20-30
· 30-40
· 40-50
· 50-60
2. What is your profession?
· Student
· IT employee
· Doctor
· Sales executive 
3. For how many years have you been purchasing products from Tesco?
· 1 year
· 2 years
· 3 years
· 4 years 
4. Do you consider Tesco’s digital marketing strategy effective? 
· Yes
· No
· Not Sure
5. Does Tesco undertake regular development in its digital strategies?
· Yes 
· No
· Not Sure
6. Do you recommend Tesco’s virtual shopping experience to new customers?
· Yes
· No
· Not Sure
[bookmark: _heading=h.be6puhlgb6qn]

Appendix 2 Interview Questions and Transcript
Question 1 What is the position of Tesco in adopting the strategy of digital marketing?
Manager 1: “Our company feels the importance of digital strategies such as the use of social media platforms for improving the customer base.”
Manager 2: “Tesco has always given importance to using advanced technology for maintenance of its competitive edge.”
Manager 3: "I have felt that our organisation has undertaken adequate financial investment in the promotion of digital strategies of marketing."
Manager 4: “Tesco has always believed in maintaining a digital approach for retaining the competitive edge in the retail market.”
Question 2: What challenges have been faced by Tesco in the adoption of the strategies of digital marketing?
Manager 1: "The primary challenge that jeopardises Tesco's approach in digital marketing is the inclusion of digital infrastructure with the prevalent system."
Manager 2: “Data privacy is a major issue while becoming fully reliant on the digital innovations in marketing.” 
Manager 3: " I consider that digital marketing requires continuous updating in the business system and is not always feasible with our efforts."
Manager 4: “The digital trends have been continuously changing and to keep pace with these changes is sometimes difficult.”
Question 3: What major steps have been implemented by Tesco in addressing the problems of digital strategy for increasing its customer base? 
Manager 1: "Our organisation has tried to make an adequate financial investment in digital strategies of marketing."
Manager 2: “Tesco has always favoured the integration of an effective security system and has been able to maintain data transparency for supporting customers.”
Manager 3: “The company has integrated smartphone applications and aims to enhance convenience among customers.”
Manager 4: “Our department has also updated training for its staff to adapt to the changing technological advancements.”
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