Digital Case Studies
Starbucks
Long known (and sometimes mocked) as the purveyor of high-priced luxury drinks, Starbucks naturally also struggled during the recession. Like Ford, though, Starbucks has bounced back largely through a masterfully orchestrated digital transformation.
Starbucks COO Kevin Johnson perhaps sums it up best: “Where others are attempting to build a mobile app, Starbucks has built an end-to-end consumer platform anchored around loyalty.” The company’s main innovation is their Mobile Order and Pay app. This is fundamentally a customer-first strategy, as it addresses the basic wants of the consumer: convenience, line avoidance, and so forth. Coupled with their extensive loyalty program, the app gives Starbucks the perfect venue to upsell and market to consumers. Furthermore, the app funnels back massive amounts of user data to the company, allowing them to better understand their customers’ habits and desires.
Starbucks has certainly invested large amounts of money into their digital transformation, with their technology and partnership spending increasing in just the past year from $145 million to an estimated $250 million. But their efforts have more than paid off, as not only have their profits soared, but they’ve seen an “unparalleled frequency” in repeat customers.

CaixaBank
You might not be as familiar with CaixaBank as with  Starbucks, but it’s not only the number one bank in Spain, it’s also been hailed as the most innovative force in banking today. CaixaBank themselves describe their people-first digital transformation as a four-pronged strategy.
The first component of their strategy focused on what CaixaBank calls “digital proximity,” wherein they simplified the relationship between clients and branches by merging channels of communication and functionality. Examples include such tools as “The Wall,” which can be used for chat, file sharing, and more, or “Ready to Buy,” which dramatically speeds processes such as loan approval.
Secondly, CaixaBank has used their digital efforts to provide clients with more detailed and to-the-minute reporting of financial information. With servives like ReciBox and CardBox, clients have real-time access and alerts, as well as analyses of costs and spending patterns.
The third prong should be a familiar one: streamlining backend processes in both speed and integration. Commented CaixaBank’s Head of Electronic Channels Benjamí Puigdevall, “Digital user experience requires a new paradigm for how internal processes are executed.”
Finally, CaixaBank has also implemented digital platforms for both client and employee feedback. This not only tells the bank how well their current strategies are working, but also helps them decide where to direct future efforts.
Tesco’s Digital Marketing Strategies: A Detailed Case Study
Tesco is an English multinational food and general merchandise retailer with offices in Welwyn Garden City and Birmingham. In 2011, Tesco was the world's third-largest retailer based on gross revenue and the ninth-largest based on revenue. This Case Study is about Tesco's digital marketing strategies to increase sales and customer retention. Read on to know more about Tesco's marketing strategies.

The corporate philosophy of Tesco is primarily one of cost leadership with a focus on accessibility, choice, and customer satisfaction. Tesco is well-known both domestically and abroad for emphasising cost, comfort, and value. The supermarket chain’s continued prosperity depends on the Clubcard since it attracts repeat customers who increase sales. 
[image: ]
This case study will discuss Tesco’s digital marketing strategies and how they are working to increase sales and customer retention.
Tesco’s SEO Strategies
Tesco’s Website Strategies
All companies today need to make sure their websites are optimised for search engines. Let’s take a look at how Tesco does in search engines and the outcomes they can expect.
Tesco’s website has an authority score of 75, receives 31.5 million visitors from organic search, and 14.4K visitors come from paid search. 
Below, you can see some of the tools they use for website analytics and tracking. 
Omniture SiteCatalyst
Provides your website with actionable real time intelligence regarding online strategies and marketing initiatives.
Adobe Taag Dynamic Management
Usage statistics- Lets marketeers and analysts manage their marketing tools

Hotjar
Heatmap – For use analysing surveys, feedback and funnel applications.
Optimizely
Empower organisation to deliver more relevant and effective digital experience on websites and mobiles through personalisation.
On a website’s main server, an SSL certificate file is installed. It is simply a data file that contains the public key, the owner’s name, and other information. Without an SSL certificate, TLS is unable to encrypt website traffic.
The SSL Certificates that Tesco installed are listed below.
Entrust EV
Usage statistics
SSL by Default
Website directs traffic.


Tesco’s On-page SEO Strategies
They post around five blogs every month which is majorly written by their employees.
Example- Making people aware of ‘Arm Forces Day’. Charity activities TESCO employees are involved in to raise money for veterans.

Tesco’s Off-Page SEO Strategies
Off-site ranking factor optimization refers to improving how search engines and users perceive a site’s popularity, relevance, trustworthiness, and authority.
The website of Tesco has 22.7 million monthly visitors and prioritises 2.8 million keywords. 
Tesco’s Social Media Strategies
Tesco has multiple profiles on Facebook and Instagram. They have a separate Instagram account for each of the different categories and countries that they exist in.
Tesco’s Google Ads Strategies
Tesco also employs many Google Ads strategies to get more traffic from the online medium. They have 1 paid keyword that brings them 1.6K worth of traffic and costs $435. 

Tesco’s Target Audience
Tesco’s target demographic is those who are interested in deals and sales, value variety and are cost-conscious. Tesco originally positioned itself as a high-volume, low-cost retailer with the goal of catering to all socioeconomic groups. However, later in the 1990s, it changed its positioning to one that not only offers low-cost “Tesco Value” items but also premium range products under its “Tesco Finest” range. 
Tesco’s Best Campaigns#FoodLoveStories
#FoodLoveStories acknowledges the social and emotional components of eating, which are now more important than ever for so many people. It offers solace. You have some power over it (assuming everything works well!). It’s safety. We are all brought together by it.
That theme has been continued in the most recent #FoodLoveStories instalment, which highlights the pandemic’s ability to bring people together via food. 
After the shutdown began, @Tesco swiftly released a number of advertisements depicting lockdown victims. One was a family cooking their beloved grandma’s lamb meal in each member’s home using a video messaging app. After that, they all gathered for a virtual supper and sat down to eat. Of course, the concept was that they could maintain a connection through food even if they were physically apart.
The advertisement was produced in four days using the same video-call technology as the commercial. That is pretty amazing for a TV commercial that was of broadcast quality. Because of its quickness, @Tesco was able to hold a mirror up to numerous individuals as they prepared for lockdown.
The more quickly businesses grasp our reality and take action, the more memorable and powerful their message will be. This is where brands can stand out.
Conclusion
These tactics were employed by Tesco to safeguard and enhance its standing in the digital market. 
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