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[bookmark: _Toc144162234]Introduction
In the ever-evolving landscape of business, the formulation and execution of an effective digital marketing strategy have become imperative for companies seeking to thrive in the digital age. At the heart of this strategic process lies the identification of business goals and objectives, serving as the compass that guides the organization towards success. This assessment delves into the realm of digital marketing strategy development, focusing on the UK market. The task at hand involves crafting a comprehensive digital marketing strategy for a company with a prominent online presence within a selected industry. This strategy will harness the power of digital tools, including AI-driven algorithms, to engage the target audience, optimize user experiences, and achieve measurable outcomes. Through a meticulous exploration of brand elements, market dynamics, consumer insights, and competitive landscape, this assessment aims to showcase how a well-informed, data-driven digital marketing strategy can shape a company's trajectory in the modern business landscape.
[bookmark: _Toc144162235]Brand Mission and Values
Tesco's brand mission centres around enhancing the lives of its customers by providing them with high-quality products, exceptional value, and a convenient shopping experience. The company's commitment to delivering a personalized, customer-centric approach is aligned with its core values of:
No one tries harder for customers: Tesco's dedication to customer satisfaction is a driving force behind its digital marketing strategy. Through data-driven insights and personalized recommendations, Tesco tailors its online interactions to meet individual preferences and needs.
Treat people how we like to be treated: This value underscores Tesco's approach to digital marketing, emphasizing empathy and respect in all customer interactions. It guides in creating user-friendly interfaces, providing helpful information, and resolving customer issues promptly in the digital space.
Every little help makes a big difference: Tesco's commitment to making a positive impact extends to its digital marketing initiatives. The company employs its online platforms to promote sustainable practices, share nutritional information, and support local communities, aligning its digital presence with its broader societal contributions (TESCO, 2022).
[bookmark: _Toc144162236]Current digital marketing strategy
Their current digital marketing strategy encompasses a holistic approach that focuses on various online channels, personalized experiences, and data-driven insights. The following sections provide an overview of Tesco's current digital marketing strategy:
1. Omnichannel Presence
Tesco has established a strong omnichannel presence, ensuring that customers can seamlessly interact with the brand across various digital platforms. Their strategy integrates online channels with physical stores, allowing customers to shop through the Tesco website, mobile app, and in-store kiosks. This aims to provide a consistent and convenient shopping experience regardless of the channel customers choose. Tesco.com, which receives over 25 million visits each month and has the second-highest conversion rate of any UK grocery website at 28%, is the second-most visited grocery website overall(Kar, Bansal and Mishra, 2021).
[image: A graph of a number of people

Description automatically generated with medium confidence]
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2. Personalization and Customer Segmentation
One of the key strengths of Tesco's digital marketing strategy is its emphasis on personalization. The Tesco Clubcard loyalty program serves as the foundation for customer segmentation and personalization. By analysing purchasing behaviour, browsing history, and preferences, Tesco tailors marketing messages, recommendations, and promotions to individual customers owes to enhanced customer satisfaction and drives repeat purchases(Palmer, 2005).
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3. Data-Driven Insights
Tesco leverages data analytics to gain insights into customer behaviour and preferences. They use this data to refine their product offerings, pricing, and marketing campaigns. Through advanced analytics, Tesco can identify trends, predict demand, and optimize their inventory management, leading to more efficient operations and customer experiences(FATRICIA, 2016).
4. Social Media Engagement
Tesco maintains an active presence on various social media platforms, including Facebook, Twitter, Instagram, and YouTube. They use these  to share promotions, new product launches, recipes, and engage with customers in real-time. Social media enables Tesco to create a sense of community, respond to customer queries, and gather feedback directly from their target audience(Giannini, 2023).
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Tesco official Twitter account
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Tesco official YouTube channel
5. Content Marketing
Tesco employs content marketing to provide value to its customers beyond traditional product listings. They create and share relevant content, such as cooking tips, recipes, and health-related articles, positioning themselves as a trusted source of information. This approach  establish a deeper connection with customers and encourages them to engage with Tesco's digital platforms regularly(Awadari and Kanwal, 2019).
6. Mobile App and E-commerce
The Tesco mobile app offers a comprehensive shopping experience, enabling customers to browse products, manage shopping lists, make purchases, and even schedule deliveries. The app's user-friendly interface, coupled with features like barcode scanning and personalized recommendations, enhances customer convenience and encourages mobile shopping(Ryu and Simpson, 2011).
7. Influencer Collaborations
Tesco occasionally collaborates with influencers and bloggers to showcase their products and recipes. These collaborations help tap into the influencer's followers, expand brand reach, and create a buzz around Tesco's offerings.
Marketing strategy of TESCO
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The PESTLE analysis provides a comprehensive overview of the factors influencing the online grocery market in the UK.
	Political Factors

	Government Regulations: The UK government's regulations related to data privacy, consumer protection, and online advertising can impact the strategies and operations of digital marketing for groceries.
Brexit Implications: Changes in trade agreements and regulations due to Brexit may affect supply chains, import/export of groceries, and overall market dynamics(MONTE Francesca, 2021).
Taxation Policies: Taxation policies, such as VAT (Value Added Tax), can impact pricing strategies and overall profitability of online grocery businesses.
Source:(Ryu and Simpson, 2011)

	Economic Factors

	Economic Growth: The overall economic performance and disposable income levels of consumers influence their spending behaviour on groceries, both online and offline(Pajni, Sharmaa and Jain, 2022).
Inflation Rates: Fluctuations in inflation rates can affect pricing strategies and consumer purchasing power, impacting the demand for online grocery shopping(Awadari and Kanwal, 2019).
Unemployment Rates: High unemployment rates may lead to reduced consumer spending, affecting the growth of the online grocery market.
Source:(Awadari and Kanwal, 2019)

	Sociocultural Factors

	Changing Consumer Preferences: A shift towards healthier eating, organic products, and convenience-driven shopping behaviours can impact the types of groceries being marketed online(Amankwah-Amoah and Osabutey, 2020).
Demographic Trends: An aging population and increasing multiculturalism can influence the types of products, marketing messages, and languages used in digital campaigns.
Lifestyle Changes: Busier lifestyles and urbanization can drive the demand for online grocery shopping, emphasizing convenience and time-saving aspects(Sharif, 2014).
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	Technological Factors

	Digital Infrastructure: The UK's well-developed digital infrastructure, including high-speed internet and widespread smartphone usage, provides a conducive environment for digital marketing in the grocery sector(Palmer, 2005).
E-commerce Platforms: The availability and functionality of e-commerce platforms and apps impact the ease of online grocery shopping and the effectiveness of digital marketing efforts(Farndale et al., 2011).
AI and Data Analytics: Integration of AI-driven personalization, chatbots, and data analytics can enhance the customer experience and optimize digital marketing strategies(Khirbat and Ramanjaneyulu, 2018).
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	Legal Factors
	Data Privacy Regulations: Compliance with data protection laws, such as GDPR, is crucial for maintaining consumer trust and ensuring legal digital marketing practices(MONTE Francesca, 2021).
Advertising Regulations: Adherence to advertising standards and regulations set by authorities like the Advertising Standards Authority (ASA) is necessary to avoid legal issues in digital marketing campaigns.
Competition Law: Regulations related to fair competition and anti-trust laws can impact market dynamics and the strategies used by online grocery businesses.
Source:(Sharif, 2014)

	Environmental Factors:
	Sustainability Concerns: Growing consumer awareness about environmental issues can influence marketing strategies, emphasizing eco-friendly packaging, local sourcing, and sustainable practices(Berquier, 2019).
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Understanding consumer behaviour is a critical aspect of effective marketing and business strategy, and the United Kingdom's market is no exception. The dynamic landscape of the UK market necessitates a comprehensive approach to gather and leverage consumer insights for strategic decision-making. In this context, the POEM Model (Paid, Owned, Earned Media), Customer Lifecycle Management, and RACE Framework (Reach, Act, Convert, Engage) emerge as valuable tools to comprehend and engage with consumers throughout their journey.
[bookmark: _Toc144162239]POEM MODEL
The POEM model is a framework used in the field of marketing to categorize different types of media channels based on how a brand or company interacts with them. POEM stands for Paid, Owned, and Earned Media, and it helps businesses strategize their marketing efforts by understanding the distinct characteristics of each type of media(Rosengren, 2019).
Paid Media:
Tesco's paid media efforts in the UK market involve various digital marketing initiatives, including online advertisements, social media promotions, and sponsored content. Tesco invests in paid media to reach a wider audience, drive traffic to its online platforms, and promote its products and services(Marketline, 2017). Through targeted advertisements on platforms like Google Ads and social media channels (Facebook, Instagram, Twitter), Tesco aims to create brand awareness and attract potential customers. Paid media campaigns also include email marketing, where Tesco sends promotional offers and updates to its customer base(TESCO, 2022).
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Owned Media:
Tesco's owned media consists of its own digital assets and communication channels. This includes its official website, mobile app, social media profiles, and email lists. Tesco strategically uses these owned media platforms to engage with its customers, provide information about products, offer personalized recommendations, and promote loyalty programs like the Tesco Clubcard. The Tesco website and app serve as digital storefronts, allowing customers to explore products, check prices, and make purchases. The use of owned media helps Tesco maintain control over its brand messaging and customer interactions(TESCO, 2022).
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Tesco official app
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Tesco official social media account
Earned Media
Earned media refers to the organic mentions and discussions about a brand that are generated by customers, media outlets, influencers, and other third parties. Tesco's earned media in the UK market often involves customer reviews, social media posts, and news articles. Positive reviews and recommendations from satisfied customers contribute to Tesco's reputation and credibility. Additionally, Tesco's engagement with social issues, sustainability efforts, and community initiatives often lead to earned media coverage, further enhancing its brand image(Vasan and Gupta, 2021).
[image: A screenshot of a computer

Description automatically generated]
[image: A screenshot of a computer

Description automatically generated]
TESCO review on Popular online sites
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Customer Lifecycle Management (CLM) is a strategic approach that businesses use to effectively manage their interactions and relationships with customers throughout the entire lifecycle of their engagement with the company(Vasan and Gupta, 2021).
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	Awareness 
	Tesco employs a multifaceted approach to building awareness among potential customers. While conventional offline strategies such as in-store displays and traditional advertising remain pivotal, Tesco also harnesses the power of digital marketing. The latter includes dynamic endeavours like social media campaigns and online advertisements, which significantly amplify the visibility of the Tesco brand(MONTE Francesca, 2021).

	Consideration 
	During the consideration stage, Tesco strategically deploys digital marketing strategies to engage and influence potential customers. Tailored social media advertisements and meticulously crafted email campaigns furnish prospective patrons with comprehensive information about products, special offers, and the convenience quotient. By doing so, Tesco adeptly guides these consumers towards making well-informed decisions(Pajni, Sharmaa and Jain, 2022).

	Purchase 

	Both digital and offline marketing channels intricately weave together at the purchase juncture. Tesco's online platform is designed to facilitate effortless product exploration and seamless online transactions. In parallel, offline efforts are manifested through ingenious tactics such as promotions tied to loyalty cards and alluring in-store discounts. These tactics synergistically incentivize customers to proceed with purchases(Singh et al., 2021).

	Post-Purchase 

	Tesco's post-purchase engagement strategies are predominantly executed through digital marketing channels. Post-purchase emails enriched with personalized recommendations constitute an endeavour to heighten customer satisfaction subsequent to the transaction. Meanwhile, offline facets like customer service available within the physical store premises and a hassle-free return policy collectively contribute to shaping the overall post-purchase experience(Berquier, 2019).

	Loyalty 

	Tesco's Clubcard loyalty program assumes a pivotal role in fostering customer allegiance. This program operates by conferring personalized rewards based on individual shopping behaviour, encompassing both the online and offline domains. Tesco leverages digital mediums such as the Tesco app to dispense exclusive offers, thus further solidifying the bedrock of customer loyalty(FATRICIA, 2016).

	Advocacy 
	Tesco seamlessly bridges the digital and offline realms when it comes to advocacy. The supermarket capitalizes on digital platforms to encourage content customers to share their favourable reviews and experiences online. Complementing these endeavours are offline strategies including community engagement events and strategic partnerships, which collectively augment the potency of positive word-of-mouth marketing(Fairlie, 2004).
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The RACE framework, developed by Smart Insights, stands for Reach, Act, Convert, and Engage(Sestino et al., 2021). It's a comprehensive approach to digital marketing that covers the entire customer journey. Let's apply this framework to Tesco's marketing strategies.
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	Reach
	In terms of reaching their target audience, Tesco has a strong presence both online and offline. Online, they utilize various channels including their official website, social media platforms, email marketing, and even online advertising(Tian, 2021). 

	Act

	Tesco's digital marketing strategy encourages actions from their customers. Online, they use compelling visuals and user-friendly interfaces on their website and mobile app to prompt users to browse products, add items to their carts, and engage with their offerings(Pawar, 2019). 

	Convert

	To convert interest into sales, Tesco employs effective strategies. Online, they provide a seamless checkout process, various payment options, and personalized product recommendations based on browsing and purchase history(Heller, 2017). 

	Engage

	Tesco places emphasis on engaging with their customers even after the sale. Through personalized email marketing and notifications on their app, they keep customers informed about special offers, new products, and loyalty rewards(Ustinova, Karpova and Turbanov, 2019). 
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The success of any business depends heavily on providing excellent client experiences in the dynamic retail environment of today. Understanding and meeting the varied requirements and preferences of its clients is crucial for a well-known store like TESCO. In this situation, creating well-defined buyer personas is a key technique for creating customer experiences that strongly connect with different consumer categories(Dwivedi et al., 2021). TESCO can create specialised strategies that not only cater to each customer's specific needs but also promote enduring brand loyalty by learning about their lives, aspirations, and behaviours. In the parts that follow, we'll go over four thorough buyer personas, each of which represents a certain sort of consumer, and how TESCO can use these revelations to improve its customer experience strategy(Giannini, 2023).
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In the realm of digital marketing, Tesco faces competition from several key players in the UK retail sector. One notable competitor is Sainsbury's, which has established a robust digital presence through its user-friendly website and mobile app. Sainsbury's utilizes personalized marketing strategies, employing customer data to tailor product recommendations and promotional offers. This approach enhances customer engagement and fosters brand loyalty(Klaus, 2014).
In the UK retail market, Tesco faces several key competitors, including:
Sainsbury's: Sainsbury's is a major supermarket chain in the UK. It competes with Tesco across a range of products and services, including groceries, clothing, and financial services.
Asda: Asda is another prominent competitor, offering a wide range of products, including groceries and non-food items, at competitive prices.
Morrisons: Morrisons is a supermarket chain known for its focus on fresh food offerings. It competes with Tesco in terms of product quality and customer service.
Aldi and Lidl: These German discount retailers have gained a significant foothold in the UK market by offering low prices and a limited selection of products. They target price-conscious consumers and compete with Tesco on price and value.
Waitrose: Positioned as a higher-end supermarket, Waitrose competes with Tesco in the premium segment, offering quality and specialty products.
[image: A screenshot of a phone

Description automatically generated]
Source(Statista, 2022)
[bookmark: _Toc144162244]New Strategies
I discovered the issue with the company's digital marketing during my analysis of TESCO from customer reviews, and I came up with some solutions to enhance the user experience and address their issues.
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In response to the evolving landscape of digital marketing and consumer preferences, TESCO is poised to implement a cutting-edge digital marketing strategy. This strategy leverages AI-powered algorithms to create a highly personalized shopping experience for its customers.
AI Algorithm Integration:
The heart of this strategy lies in the integration of AI algorithms. These algorithms will meticulously analyse a user's purchase history, browsing behaviour, and the information stored in their profile. For instance, if a customer consistently opts for organic produce, the AI will intelligently prioritize showcasing new organic arrivals and related products. By adapting to customer preferences, TESCO will amplify its ability to satisfy unique consumer needs(Giannini, 2023).
AI-Powered Virtual Assistant:
The integration of an AI-powered virtual assistant stands as a pivotal component of this strategy. Designed to facilitate real-time engagement, the virtual assistant will engage users in dynamic conversations. Whether aiding in product discovery, suggesting recipes that match their preferences, or guiding them through the shopping journey, this assistant will elevate the shopping experience to new heights of convenience and assistance(Deveau, Griffin and Reis, 2023).
[bookmark: _Toc144162245]SMART Objectives
	Specific Objective:
	Implement AI algorithms to analyse customer purchase history, browsing behaviour, and profile information to enhance personalized product recommendations.

	Measurable Objective:
	Achieve a 15% increase in customer engagement with AI-generated product recommendations within the first six months of implementation.

	Achievable Objective:
	Develop and integrate AI algorithms that can accurately analyse and interpret customer data, enabling the system to provide relevant and timely product suggestions.

	Relevant Objective:
	Align AI-generated recommendations with TESCO's commitment to customer satisfaction and providing tailored shopping experiences that cater to individual preferences.

	Time-Bound Objective:
	Complete the integration of AI algorithms and commence personalized product recommendations within three months. Monitor and analyse customer engagement for the subsequent six months to assess the impact on sales and customer satisfaction.



	Specific 
	Launch an AI-powered virtual assistant capable of engaging users in dynamic conversations and aiding in various aspects of their shopping journey.

	Measurable 
	Achieve a 20% reduction in customer support inquiries related to product discovery and shopping assistance through successful utilization of the AI-powered virtual assistant within the first year of deployment.

	Achievable 

	Develop and train the virtual assistant to effectively understand user queries, provide accurate responses, and adapt to user preferences during interactions.

	Relevant 
	Enhance customer experience by offering real-time, AI-driven assistance that aligns with TESCO's dedication to convenience and support.

	Time-Bound 
	Complete the development and testing of the AI-powered virtual assistant within six months and launch it on TESCO's digital platforms. Continuously monitor its performance and customer feedback over the following year to ensure its effectiveness in improving the shopping experience.



[bookmark: _Toc144162246]TOWS Matrix
[image: A diagram of a swot analysis

Description automatically generated]
TOWS matrix source(self-made)
1. Strengths
· Strong brand reputation and customer base.
· Access to vast amounts of customer data.
· Financial resources to invest in AI technology.
· Established physical store network.
2. Weaknesses
· Potential resistance to change from traditional methods.
· Need for proper data privacy measures to handle customer data.
· Employee training and adaptation to new technology.
3. Opportunities
· Growing trend towards personalized shopping experiences.
· Increasing consumer reliance on digital channels for shopping.
· Potential for differentiation through advanced AI technology.
4. Threats
· Intense competition in the retail and e-commerce sectors.
· Data security and privacy concerns.
· Rapidly evolving technology landscape.
5. Strategy Formulation
SO Strategies (Strengths-Opportunities)
· Develop an AI-powered recommendation engine that provides personalized product suggestions based on customer data.
· Capitalize on the trend of personalized shopping by prominently marketing the AI-driven shopping experience.
· Leverage the existing physical store network to offer seamless integration between online and offline shopping experiences.
WO Strategies (Weaknesses-Opportunities)
· Invest in comprehensive employee training programs to ensure a smooth transition to the new AI-driven strategy.
· Strengthen data privacy measures and communicate them transparently to build customer trust.
· Collaborate with technology partners to develop innovative solutions that align with customer preferences.
ST Strategies (Strengths-Threats)
· Utilize the strong brand reputation and customer base to position TESCO as a leader in AI-powered shopping experiences.
· Establish partnerships with cybersecurity firms to enhance data security and alleviate customer concerns.
· Differentiate from competitors by showcasing the advanced AI technology through marketing campaigns.
WT Strategies (Weaknesses-Threats):
· Mitigate resistance to change by gradually introducing AI features while maintaining traditional shopping methods.
· Monitor and adapt to the evolving technology landscape to remain at the forefront of innovation.
· Collaborate with industry associations to collectively address data security and privacy challenges.
6. Strategic Framework:
Vision: To redefine the shopping experience by seamlessly integrating AI technology with customer preferences, ensuring convenience and personalization.
Mission: To provide customers with a dynamic and personalized shopping journey through the integration of AI algorithms and an AI-powered virtual assistant, while prioritizing data security and privacy.
[bookmark: _Toc144162247]Strategy
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Recognize and Embrace Digital Evolution:
· Acknowledge the dynamic nature of the retail industry and the transformative power of digital technologies.
· Embrace change as a constant factor and understand the consequences of failing to adapt.
· Continuously monitor industry trends, consumer behaviours, and emerging technologies to remain at the forefront of digital evolution.
Source:(Deveau, Griffin and Reis, 2023)
Education and Learning from Broken Experiences:
· Foster a culture of experimentation and risk-taking within the organization.
· View failures as valuable learning opportunities and extract insights for improvement.
· Encourage teams to iterate on digital initiatives based on lessons learned from setbacks.
Source(Pawar, 2019)
Avoid Tunnel Vision and Sense of Urgency:
· Continuously assess the competitive landscape and consumer preferences.
· Guard against becoming internally focused by maintaining a forward-looking perspective.
· Cultivate a sense of urgency to respond swiftly to market shifts and capitalize on emerging opportunities.
Source(Basimakopoulou, Theologou and Tzavaras, 2022)
Cause-Effect Analysis for Competitive Advantage:
· Implement a cause-and-effect approach to evaluate the impact of digital initiatives.
· Define key performance indicators (KPIs) aligned with business objectives.
· Measure the effects of AI-driven personalization and virtual assistant integration on customer engagement, sales, and loyalty.
Source(Ustinova, Karpova and Turbanov, 2019)
Overcoming Data Paralysis with Common Vision:
· Gather and analyse data from various sources while avoiding data paralysis.
· Establish a shared vision and strategic goals for the digital strategy across departments.
· Ensure data is actionable and aligned with specific business objectives, fostering collaboration and informed decision-making.
Source(Haleem et al., 2022)
Leveraging Digital Ethnography and Behavioural Economics:
· Utilize digital ethnography to gain deep insights into customer behaviours and preferences.
· Understand customer decision-making processes and pain points to inform user experience design.
· Apply principles of behavioural economics to design online experiences that drive desired customer actions.
Source(Amesho et al., 2021)
Addressing Digital Darwinism through Leadership:
· Empower leaders to lead the digital transformation journey at all levels of the organization.
· Foster a culture of innovation, adaptability, and continuous learning among leadership.
· Provide resources for ongoing digital education and skill development to equip leaders for navigating the evolving digital landscape.
Source(Kreutzer and Land, 2015)
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In the pursuit of implementing a cutting-edge digital marketing strategy, TESCO recognizes the significance of employing a diverse range of tactics and tools to effectively engage its customer base and provide a highly personalized shopping experience(Kraus et al., 2021). These tactics and tools encompass various facets of digital communication, including Search Engine Optimization (SEO), Search Engine Marketing (SEM), Display Advertising, Email Marketing, and Social Media Marketing. In addition, TESCO is committed to incorporating AI-powered algorithms to enhance its strategies and create a seamless and tailored journey for its customers.
Search Engine Optimization 
TESCO's digital marketing strategy begins with a comprehensive SEO approach. Through meticulous keyword research, content optimization, and on-page enhancements, TESCO aims to secure higher rankings on search engine results pages (SERPs). By aligning its website content with relevant customer queries, TESCO can attract organic traffic and enhance its online visibility. This approach involves creating valuable and informative content that addresses customer needs, incorporating strategic keywords, optimizing meta tags, and improving site architecture to ensure an optimal user experience(Spais, 2010)
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Mozlow’s Hierarchy source(Hoo et al., 2023)
Search Engine Marketing 
TESCO understands the value of immediate visibility on search engines. Through SEM, TESCO can employ paid search advertising to display its products and services prominently on search engine results. By strategically bidding on keywords related to its offerings, TESCO can target specific audience segments and capture their attention when they are actively searching for relevant products. This tactic ensures immediate visibility, drives traffic to the website, and maximizes conversions(Kushwaha, 2020).
Display Advertising
Incorporating display advertising allows TESCO to extend its reach beyond search engines and target potential customers across a vast network of websites and platforms. Through visually appealing and targeted banner ads, TESCO can reinforce its brand presence and engage users on websites that align with its offerings. Utilizing data-driven insights, TESCO select the most relevant websites and demographics to display its ads, ensuring a high probability of capturing the attention of potential customers(Choi et al., 2019).
Email Marketing
Email marketing remains a powerful tool for engaging existing customers and fostering brand loyalty. TESCO can leverage its customer database to deliver personalized and relevant content directly to users' inboxes. This content could include personalized product recommendations based on past purchases, exclusive offers, and informative content that adds value to the customer's shopping experience. By segmenting the email list and tailoring content to each segment, TESCO can enhance customer engagement and drive repeat purchases(Venugopal, 2012).
Social Media Marketing
TESCO recognizes the immense potential of social media platforms in reaching a broad audience and building brand awareness. Through engaging content, visual storytelling, and interactive posts, TESCO can connect with its customers on platforms such as Facebook, Instagram, Twitter, and LinkedIn. By utilizing AI algorithms, TESCO can analyse user behaviour and preferences to deliver highly targeted ads and content that resonate with individual users. This approach not only strengthens brand loyalty but also encourages user-generated content and organic sharing, amplifying TESCO's online presence(Jamil et al., 2022).
Integration of AI-Powered Algorithms:
TESCO's cutting-edge digital marketing strategy sets itself apart by incorporating AI-powered algorithms to create a hyper-personalized shopping experience. By analysing customer behaviour, purchase history, preferences, and browsing patterns, these algorithms can predict and recommend products that align with everyone’s interests. 
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Organic Search Metrics 
· Organic Traffic: Measure the number of visitors coming to the website through organic search results.
· Keyword Rankings: Track the ranking positions of targeted keywords on search engine results pages (SERPs).
· Organic Click-Through Rate (CTR): Monitor the percentage of clicks the website receives out of the total impressions in search results.
· Bounce Rate: Assess the percentage of visitors who navigate away from the site after viewing only one page, indicating the relevance and engagement of the content.
· Conversion Rate: Measure the percentage of organic visitors who complete a desired action, such as making a purchase or signing up.
Source(Ghose and Yang, 2008)
Paid Search Metrics 
· Click-Through Rate (CTR): Monitor the percentage of clicks an ad receives out of the total impressions.
· Conversion Rate: Measure the percentage of users who take the desired action after clicking on the ad.
· Cost Per Click (CPC): Track the cost incurred for each click on a paid advertisement.
· Return on Ad Spend (ROAS): Calculate the revenue generated from ads compared to the cost of running the ads.
· Quality Score: Assess the relevance and quality of keywords, ad copy, and landing pages, which impacts ad positioning and cost.
Source(Yang et al., 2020)
Display Advertising Metrics
· Click-Through Rate (CTR): Monitor the percentage of users who click on display ads out of the total impressions.
· Conversion Rate: Measure the percentage of users who take the desired action after interacting with a display ad.
· Viewability: Evaluate how often display ads are viewable to users.
· Cost Per Mille (CPM): Calculate the cost per one thousand ad impressions.
· Return on Investment (ROI): Measure the revenue generated from display advertising compared to the cost.
Source(Filiopoulou, Rigou and Faliagka, 2019)
Email Marketing Metrics
· Open Rate: Monitor the percentage of recipients who open the marketing emails.
· Click-Through Rate (CTR): Measure the percentage of recipients who click on links within the email.
· Conversion Rate: Evaluate the percentage of recipients who complete the desired action after clicking.
· Unsubscribe Rate: Track the percentage of recipients who opt out of future emails.
· Revenue per Email: Calculate the revenue generated from email campaigns.
Source(SABBAGH, 2021)
Social Media Metrics
· Engagement Rate: Measure the interaction (likes, comments, shares) per post relative to the number of followers.
· Click-Through Rate (CTR): Evaluate the percentage of users who click on a link or call-to-action within social media posts.
· Follower Growth Rate: Track the rate of increase in social media followers.
· Social Share of Voice: Monitor the brand's share of the overall social media conversation in its industry.
· Social Return on Investment (SROI): Measure the revenue generated from social media efforts compared to the cost.
Source(S.K., 2019)
AI-Powered Algorithms Metrics
· Personalization Effectiveness: Measure the percentage of recommended products that result in conversions.
· Conversion Uplift: Calculate the increase in conversion rates attributed to AI-powered recommendations.
· Customer Satisfaction: Collect feedback and ratings from customers on the personalized shopping experience.
· Average Order Value: Measure whether AI recommendations lead to higher spending per order.
· Repeat Purchase Rate: Track how often customers return for more purchases due to personalized recommendations.
· By regularly analysing these metrics and KPIs, TESCO can assess the performance of its digital marketing strategy and make data-driven decisions to continuously enhance the personalized shopping experience for its customers.
Source(Ochella and Shafiee, 2021)
Estimate
the potential costs involved in implementing a cutting-edge digital marketing strategy like the one you described for TESCO.
Technology and AI Infrastructure: This can range from tens of thousands to several hundred thousand dollars, depending on the complexity and scale of the AI infrastructure. Licensing fees, hardware costs, cloud computing expenses, and data storage can contribute to this budget(Giannini, 2023).
Data Collection and Analysis: Data collection tools, storage, and analysis platforms might range from a few thousand to tens of thousands of dollars, and even more if sophisticated data analytics tools are employed(Whitepaper, 2019).
AI Development and Integration: Hiring AI specialists, data scientists, and developers could cost anywhere from $80,000 to $150,000+ per year for each expert, and development costs for AI algorithms can vary greatly. The total cost might be in the hundreds of thousands to millions of dollars(Deveau, Griffin and Reis, 2023).
Content Creation and Management: Content creation costs can vary widely based on the type and volume of content required. It's conceivable that this could range from tens of thousands to hundreds of thousands of dollars annually.
Digital Advertising: Advertising budgets can be substantial. A mid-range estimate might be anywhere from $50,000 to $200,000 per month or more, depending on the platforms, target audience, and campaign scale(SABBAGH, 2021).
Staff Training and Education: Training costs depend on the number of employees and the training methods used. It could range from a few thousand to tens of thousands of dollars.
Testing and Optimization: Ongoing testing and optimization costs can be around 10-20% of the initial development costs per year, depending on the complexity of the AI algorithms and the pace of changes required.

Security and Privacy Measures: Security investments can vary widely. Budgeting a few tens of thousands of dollars for cybersecurity measures, audits, and legal consultations would be a reasonable estimate.
Change Management: Implementing a new strategy organization-wide involves change management efforts to ensure a smooth transition and adoption. This could involve additional costs for training, communication, and employee engagement.
Considering the various components mentioned earlier, here's a rough breakdown of potential costs and their ranges:
Technology and AI Infrastructure: $100,000 - $500,000+
Data Collection and Analysis: $10,000 - $100,000+
AI Development and Integration: $500,000 - $2,000,000+
Content Creation and Management: $50,000 - $200,000+
Digital Advertising: $600,000 - $2,400,000+ (annually)
Staff Training and Education: $10,000 - $50,000+
Testing and Optimization: 10-20% of initial development costs annually
Security and Privacy Measures: $20,000 - $100,000+
Change Management: $50,000 - $200,000+
Adding these ranges together gives you a rough estimate of the total implementation cost, which can be anywhere from $1.3 million to $5.5 million or more for the first year. Remember that some costs, like AI development and infrastructure setup, may be higher initially but decrease in subsequent years, while costs like digital advertising and ongoing optimization are recurring expenses.
1. [bookmark: _Toc144162250]  Conclusion
In conclusion, the process of formulating a robust digital marketing strategy is not merely a journey but a strategic voyage that requires a deep understanding of the company's core values, the intricacies of its industry, and the nuances of its target market. The case study of Tesco's cutting-edge digital marketing strategy demonstrates the transformative potential of embracing advanced technologies, particularly AI-powered algorithms, to curate personalized shopping experiences that resonate with customers on a profound level. As technology continues to advance and consumer behaviours evolve, businesses must recognize that the foundation of a successful digital marketing strategy remains rooted in a firm grasp of their present context, a profound insight into their audience's needs, and a keen awareness of the competitive landscape. By weaving together these crucial elements, a data-informed, agile digital marketing strategy can chart a course towards growth, customer loyalty, and market leadership in the dynamic digital realm.
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Family-Focused Fiona

Background: Fiona is a 35-year-old mother of two young children. She values convenience
and efficiency in her shopping experience. She works part-time and manages most
household responsibilities. She wants to ensure her family has healthy meals without
spending too much time in the store.

Needs and Goals

Convenience: Fiona is looking for a seamless shopping experience. She appreciates easy
navigation through the store and a user-friendly online shopping platform.

Family-friendly: Fiona wants a store that caters to the needs of families with young
children. She appreciates family-friendly sections, quick checkouts, and a variety of child-
friendly products.

Quality and Health: Fiona prioritizes fresh, high-quality produce and organic options for
her family's meals.

Budget-conscious: While quality is important, Fiona is also mindful of her budget. She

appreciates discounts, loyalty programs, and promotions.

Customer Experience Strategy

* Create designated family-friendly zones within the store, offering kids' carts, healthy
snacks, and convenient checkout options.

* Develop a user-friendly mobile app with features like shopping lists, personalized
recommendations, and easy ordering for home delivery.

« Provide informative content on recipes, meal planning, and nutritional information to
assist Fiona in making healthy choices for her family.

« Offer loyalty programs and special discounts on family-oriented products to attract

and retain Fiona's business.
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Health-Conscious Harry

Background: Harry is a 28-year-old fitness enthusiast who prioritizes a healthy lifestyle. He's
focused on eating clean and getting his nutrients from whole foods. He's dedicated to

regular exercise and often shops for specialized dietary products.

Needs and Goals

Healthy Options: Harry looks for a wide range of organic, gluten-free, and plant-based
products. He values transparency in sourcing and nutritional information.

Variety: He appreciates a selection of fresh produce, lean proteins, and superfoods to
support his diet.

Convenience: Harry prefers a shopping experience that saves him time, such as express
checkout lanes or a streamlined online ordering process.

Expertise: He seeks knowledgeable staff who can assist him with finding specific dietary

products and provide insights on nutrition.

Customer Experience Strateqy

e Curate a dedicated section for health-conscious shoppers, showcasing organic,
gluten-free, and plant-based products, with detailed labelling of nutritional
information.

* Develop a mobile app that allows customers like Harry to easily filter and find
specialized dietary products, and offer personalized recommendations based on his
preferences.

* Provide in-store workshops or digital content featuring nutritionists or health experts
to educate customers like Harry about the benefits of various products.

« Train staff to be knowledgeable about dietary preferences, ingredients, and

nutritional values to assist and guide customers.





image20.jpg
Busy Professional Benjamin

Background: Benjamin is a 32-year-old professional working long hours in a demanding job.
He values convenience and efficiency in his shopping experience as he juggles work,
personal life, and errands.

Needs and Goals

Convenience: Benjamin is looking for quick and efficient shopping options. He prefers self-
checkout kiosks, curb side pickup, or home delivery.

Ready-to-Eat: He often opts for ready-to-eat meals and snacks that save him time on
cooking and meal preparation.

Tech-Savvy: Benjamin appreciates technology-driven solutions like a mobile app for easy
ordering, personalized recommendations, and quick reordering of frequently purchased
items.

Limited Time: He wants to spend as little time as possible in-store. He prefers clearly

labelled aisles and well-organized displays.

Customer Experience Strateqy

« Implement self-checkout kiosks for faster in-store shopping and prioritize curbside
pickup and delivery options for customers like Benjamin.

e Develop a wuserfriendly mobile app with features like personalized
recommendations based on his purchase history and time-saving shopping lists.

* Create a designated area for ready-to-eat meals, snacks, and convenience items
with clear labels indicating nutritional information and dietary preferences.

* Optimize store layout for easy navigation, with clear signage and intuitive displays

that help Benjamin find what he needs quickly.
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& Melissa Hancke

** June 6, 2023

I have been using this app for a few years finding it really convenient and useful for quick shop,
however, past two weeks have been dreadful. The favourites no longer work and keeps jumping back
to start of the list making it pretty useless unless you want to search each item individually! Really
hope this issue is resolved soon otherwise it will be pointless in me keeping it which is a shame!

17 people found this review helpful
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. Kirsty Monaghan

*kk August 14,2023

Not a nice user experience. The filters are ignored. I filtered by brand and it was still showing brands |
didn't select. And the filters you chose stay at the top of the page really big so that you can barely see
what you are scrolling for. | do however really like the woosh delivery service for a quick delivery and
the fact your clubcard points and vouchers are instantly recognised
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. Stephen Wills

* June 3, 2023

Like others the app is now unusable for shopping as everytime you scroll down the list of items and it
has to load the next section, it resets you back at the top. Worst of all, I tried just scrolling multiple
times to preload all the screens so | could then shop in peace and the whole app crashed. Don't know
what update was done recently, but it needs to be rolled back as this makes online shopping
impossible unless you want something in the top section of your app.

4 people found this review helpful
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Danbron, 27/01/2022

App is good but behind the competitors
The app is generally good and | do my shopping generally through here rather than on the
website. However it is lacking behind the competition. A lot of other supermarkets offer
reviews on products so customers can get an idea what others think of the product before
purchasing. Some apps also let you get a refund for certain goods Le poor date, damaged
goods etc that may have not been noticed on delivery, currently the process is having to
phone up which can be a pain compared to pressing a few buttons. Unrelated to the app but
you should offer a service (again some of your competitors do) where if you pay for bags
you give them back on your next shop and your credited back for returning the bags. Bags
are generally much easier and then the items are sorted properly into different bags, it also
saves the delivery driver having to bring the whole grates in which are often dirty.

Would also be good to get access to reviews, has them in the website, but not the app.
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