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The advent of digital technology has revolutionised the business landscape of the world and has altered the interaction of multinational corporations with the consumers in the business environment of promotion and entering new market (Verma, 2025). Digital marketing has been taken as a strategic asset rendering corporations that aim at achieving sustainable growth in foreign markets (Jeyaratha, 2025).
Tesco is the example of one of the largest retail chains in the world, so the study of this phenomenon can be relevant. Through its many global operations, Tesco is confronted with the two issues of ensuring a strong global brand image, as well as marketing to local tastes and cultures. With the trend of consumer behaviour moving towards online shopping, it is also important to appreciate how Tesco can use digital marketing to realise its global expansion both in terms of scholarly research and practise (Srivastava, 2025).
The reason behind the research is that even though extensive literature exists focusing on digital marketing in domestically oriented studies, there are a few studies that discuss its strategic implementation in the global growth of multinational retailers. Based on this, the proposed study will fill that gap by addressing digital marketing practises at Tesco in overseas markets.
Research Aim
This study will seek to address how business growth and development can be influenced by use of digital marketing in international markets using Tesco as one of the case studies. In particular, the study aims at seeking insights into the manner in which Tesco has managed to strike a balance between global standardisation of platforms and local responsiveness in its online marketing campaigns and how such optimal impacted on its success in overseas markets.
Research Objectives
· To look at the strategies and processes that Tesco uses in its digital marketing to gain platform standardisation and local adaptation.
· To make comparisons on the performance outcomes of Tesco digital marketing strategies in different international markets.
Research Questions
What is the impact of digital marketing on Tesco’s business growth and development in international markets?

[bookmark: _Toc213367028]2. Literature Review
[bookmark: _Toc213367029]2.1 Digital Marketing: Concept and Evolution
Digital marketing can be described as a marketing technique of marketing products and services through digital channels, platforms, and technologies to help in relationship building, customer engagement, and driving customer engagement. It comprises social media marketing, marketing tools, email marketing, data-driven advertising, and influencer marketing. According to the works of scholars like Dufour (2025) and Srivastava (2025), digital marketing indicates a shift of the old paradigm of marketing models traditional mass communication to the interactive, personalised and data-oriented form of interaction.
The marketing digital revolution is supported by the fact that access to the internet and mobile phone spread all over the world. According to Deák and Szabo (2025), the shift to digital versus traditional marketing has reconstituted the relations with customers and given companies the opportunity to provide real-time communication and determine the effectiveness of the campaign in question with the highest level of accuracy.

[bookmark: _Toc213367030]2.2 Electronic Marketing and Business Development
Empirical research attests that proper digital marketing plans have a positive correlation with the growth and competitiveness of businesses. Verma (2025) concludes that brand awareness and customer attraction, and international expansion are the benefits of digital marketing allowing firms to talk to a wide variety of people worldwide at low costs. Furthermore, data analytics can be used to give firms practical insights into the behaviour of consumers that will enable them to optimise their marketing investment and perform better in the market.
As it has been mentioned by Olbrich, Schultz, and Holsing (2025), digital marketing is no longer a separate aspect of the corporate strategy that only affects the sphere of communication as well as the fields of innovation, customer satisfaction, and product development. Companies that adopt digital tools effectively may maximise their business operations, expand businesses, and stay ahead of competitors due to their ability to respond and endure competitiveness.

[bookmark: _Toc213367031]2.3 Global Marketing Strategies: Standard or Localization
One of the central theoretical issues in international marketing is the question about how to achieve the global consistency and local responsiveness. Global-local dilemma, which was discussed by such authors as Levitt (1983) and more contemporary theorists in marketing, implies that companies should make a choice between standardisation of marketing strategies across the world so that the brand will be coherent or it should be tailored to local preferences and local cultures (Öztürk, 2025).
In the context of multinational companies such as Tesco, this balance is very vital. An excessive amount of standardisation can cause local consumers to become alienated whereas excessive localisation can serve to destroy brand identity (Olbrich et al., 2025). It is in digital marketing where this conflict between needs can be uniquely resolved to enable the companies to create content dynamically and retain the general global brand storeys.

[bookmark: _Toc213367032]2.4 Digital Marketing within International Context
There are other complexities in digital marketing in the international arena, such as the differences in cultures, language, regulatory differences, and differences in technologies. Muzira, Chifamba and Chifamba (2025) point out that digital marketing in the world has to be sensitive to context, so that the message cuts across to the local audience. Businesses will then have to implement dynamic measures like region-distinct social media campaigns, association with local influencers, as well as the development of multilingual contents.
As an illustration, Tesco has stores in other countries like China, Hungary and Malaysia and must adopt different strategies of online marketing to fit the different consumer behaviours. According to a study by Özturk (2025), companies that use digital marketing tools that are culturally adjusted achieve more involvement and brand loyalty in the global market.
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Tesco has led the digital revolution in the retailing sector, where it has heavily invested in e-commerce, mobile applications and online advertising. Its marketing practises tend to integrate data-based knowledge and customer-oriented movements. An example is the Tesco loyalty programme, the so-called Clubcard, which combines the analytics of customer data to make offers personalised and enhance retention.
Moreover, the global approach to its international strategy indicates that Tesco pays special attention to the balance of global branding and localization. The Tesco has also been conducting regionally significant digital campaigns in Central Europe, and the same company has engaged with local digital platform in Asia like WeChat and Lazada to increase its engagement (Naznin et al., 2025). These approaches emphasise the desire by Tesco to harmonise its international brand image with the local market tastes.

[bookmark: _Toc213367034]2.6 Research Gap
Most of the literature investigating the effectiveness of digital marketing is narrowed down to one specific market or, small and medium-sized business. A deficiency in empirical research exists on the application of digital marketing by multinational retailers like Tesco to promote the expansion of international business (Muzira et al., 2025). The available literature also does not specify the way digital marketing can be standardised and localised simultaneously to maximise these results and deliver them in various markets.
This paper will thus attempt to capture this gap by analysing the global digital marketing initiatives of Tesco, how they adapted to suit the various international markets and the overall business performance of the company.

[bookmark: _Toc213367035]3. Methodology
The research design used in this study is qualitative secondary research design which is based on all available existing data and published articles instead of new primary data. This is to examine the impact of digital marketing on the international business growth of Tesco by summarising academic, corporate, and industry evidence.
The study in question is quantitative research that is going to be carried out through a systematic review conducted within a single domain, namely the field of human resource management. The research design and philosophy under discussion is a quantitative study that will be implemented in the form of a systematic review within one single area, which is the sphere of human resource management (Jeyaratha, 2025).
This study adheres to the interpretivist school of thought where emphasis is placed on the interpretation and meaning of information in the available materials. Because digital marketing strategies differ depending on cultural and organisational settings, the interpretivism approach enables one to understand the approach taken by Tesco in a nuanced manner (Dufour, 2025). The research applies an inductive design since it does not propose a specific hypothesis and builds up on knowledge and trends as a result of reviewing secondary literature.

[bookmark: _Toc213367036]3.2 Data Collection
The sources of data that will be included will be manifold and comprise of credible secondary sources such as:

· Scholarly papers and books about digital marketing, internationalisation and global retail management.
· Tesco business reports including annual reports, shareholder presentations and official marketing statements.
· Reports prepared by reputable bodies in the industry and marketing areas such as Statista, Euromonitor, and Deloitte detailing the current retail and digital marketing trends around the world.
· Credible media sources (e.g., Forbes, Marketing Week, The Financial Times) that could give insights into Tesco recent efforts in the digital campaigns and their performance.
These sources will provide both theoretical and practical approaches to the Tesco marketing strategies and performance in foreign markets.
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The information will be interpreted by a qualitative thematic analysis. This will entail dedication and extraction of common themes, trends, and patterns in terms of Tesco use of digital marketing to achieve global expansion. The process includes:
· Considering the literature review in order to find the corresponding ideas, including global standardisation, local adaptation, and digital transformation.
· Organising and coding results of various sources.
· Comparing trends in different markets to determine how Tesco executive is converting its digital strategies across borders.
The thematic approach allows systematic combination of various data to present the research objectives in a concise and coherent way (Deák and Szabó, 2025).

[bookmark: _Toc213367038]3.4 Reliability, Validity, and Ethics
Credible and updated sources will be applied to achieve reliability and validity. The results will be cross-/vector-checked (triangulated) on the basis of academic, corporate, and industry sources to increase their accuracy. Ethical standards are also going to be kept by referencing all the materials in a proper fashion, the avoidance of plagiarism, and the responsibility of using the information which is publicly available. Ethical risks are low because no human subjects will be used (Awad and Alharthi, 2025).

[bookmark: _Toc213367039]3.5 Limitations
Secondary research is limited in some ways. The article relies on the quality and fullness of current data that are not necessarily going to correspond directly to the study topic. The publications of the company can be biassed, and there is no primary data that will allow the researcher to personally listen to Tesco managers or customers. Such constraints will be reduced through the comparison of different independent sources as well as being critical in the course of analysing them.

[bookmark: _Toc213367040]4. Expected Findings
The study will likely show that the digital marketing makes a great contribution to the Tesco growth and competitiveness in the global markets. It is expected that:
1. Tactical Integration: Tesco uses a combined digital marketing approach comprising of SEO, social media, e-mail marketing, and data analytics to strengthen the brand throughout the world.
2. Global and Local: Tesco has managed to achieve global standardisation and local adaptation locally, i.e., having the same brand identity and adjusting the content to the cultural and language impact.
3. Increased Customer Interaction: An efficient digital marketing campaign creates better customer relationship, loyalty, and customer repeat buying behaviour in various markets.
4. Differences in performance by market: These include performance outcomes that will differ with each country basing on the availability of digital infrastructure, culture responsiveness, and consumer digital literacy.
5. Managerial Implications: The research will determine the best practises and other important success factors to deal with digital marketing in a multinational business, providing practical advice to the management of the global retailers.

[bookmark: _Toc213367041]5. Limitations
Though not exhaustive, the research will meet with some limitations:
1. Claims of Case Study: Given the nature of Tesco being the focal point, it is possible that the results cannot be extended to other firms or industries.
2. Availability of Data: Few individuals can gain access to top corporate secrets thus limiting internal analysis.
3. Subjectivity: The interpretivist approach can create bias in the researcher when interpreting the data.
4. Time and Resource Constraints: Cross country survey and cross-country interviews can be time-consuming and resource consuming.
5. Rapid Technological Change: The dynamism of digital marketing is truly high, which implies that findings can have a short-lived temporal quality.

[bookmark: _Toc213367042]6. Timeframe
	Research Activity
	Timeline
	Duration

	Topic approval and literature review
	Week 1–2
	2 Week

	Research design and instrument development
	Week 3
	1 Week

	Ethical approval and pilot testing
	Week 4
	1 Week

	Data collection (interviews and surveys)
	Week 5–7
	3 Week

	Data analysis and interpretation
	Week 8–9
	2 Week

	Drafting of findings and discussion chapters
	Week 10
	1 Week

	Final write-up and proofreading
	Week 11
	1 Week

	Submission and review
	Week 12
	1 Week



[bookmark: _Toc213367043]7. Conclusion
This research proposal will aim at exploring how digital marketing has influenced the business growth and international progress of Tesco. As the work focuses on the equalisation between international standardisation and the responsiveness to local factors, the study will contribute new information on how multinational retailers can use digital tools to optimally perform in various markets (Jeyaratha, 2025).
The relevance of the study is in the fact that it not only expands the knowledge on digital marketing as it can be considered in terms of the strategy of international business, but it also has a practical implication as it provides advice on how managers can maximise international marketing campaigns. By undertaking strict qualitative as well as quantitative research, the study will enhance the knowledge on the role of digital marketing as a driver of multinational success in the ever-tightening world (Olbrich et al., 2025).
The research will finally become an academic and managerial tool, shedding light on how companies such as Tesco utilise digital marketing not as a medium of communication, but as a strategic tool that will allow them stay competitive across the globe, allow the firm to grow sustainably, and maintain customer contact in the long run (Naznin et al., 2025).
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