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[bookmark: _gjdgxs]Executive summary
Digital marketing is a crucial aspect of organizations as it enhances growth and expansion. Traditional marketing is outdated, and the current market has changed in a way that requires new technologies to succeed. Customers want to be satisfied to buy more. Therefore, it is crucial to evaluate the structures of an organization to understand its digital marketing status. This report will evaluate digital marketing in two parts. Part A will analyze digital marketing at Tesco. Part B will reveal how machine learning can improve digital marketing to ensure the growth of the ROI. 
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[bookmark: _30j0zll]Introduction
Marketing activities are important in business practice because they drive an organization’s growth. Marketing activities present products or services to customers, attract the right customers and relay the right information for product or service promotion. Marketing can be done in many ways, and one of them is digital marketing (Kiradoo, 2016). Digital marketing is described as the use of digital tools like the internet and the computer to create awareness about services or products. The current organizational environment has changed to a great extent as technologies are increasingly used in most organizational practices, as explained by Hanelt et al. (2021). The application of the internet has changed the taste of consumers, which means businesses should also change their ways of operation to meet these new tastes. Digital marketing has replaced traditional marketing, which is characterized by its effectiveness and efficiency (Saura et al., 2019). Digital marketing focuses on customer attention and the brand name, which means the aim is to make customers more attached to the services or products. Digital marketing is relevant in instances where organizations want to go international or acquire new markets from farther regions. Tesco is one of the many companies that has invested in digital marketing. It has succeeded because of digital marketing technologies. 
This report will discuss these concepts in detail in reference to Tesco, a supermarket chain in the UK. It will be divided into two parts. Before discussing these two parts, the report will provide details about Tesco, its history, and its mission and vision. The first part of the report will address how Tesco is represented digitally and how it uses digital marketing within media and the wider social sphere. It will analyze the digital assets of Tesco by focusing on the website. It will also provide an indication of the balance between internal and external communication structural flows. Lastly, it will address information architecture and effective strategies in digital communication. Part 2 will discuss the application of machine learning in digital marketing to maximize ROI. 
[bookmark: _1fob9te]Overview of Tesco
Tesco is a multinational grocery and general merchandise retailer located in the UK. This organization was measured in terms of gross revenues as the third-largest retailer in the world in 2011 (Aiello et al., 2020). In the same year, this organization was ranked as the ninth-largest retailer in the world in terms of revenues. It has shops all over Europe in countries like Hungary, Slovakia, and Ireland, among many other countries. The founder of this company is Jack Cohen, who developed the idea of having a grocery store. He founded this grocery store in 1919 as he started selling war-surplus groceries in the East End of London (Palmer, 2005). The brand of this company first appeared in 1924. The company has grown gradually through various stages through acquisitions and mergers in the 1950s and the 1960s (Aiello et al., 2020). Tesco started to introduce new features in the 1990s to improve service provision and attract more customers. One of the features introduced is the loyalty card, mostly branded as the Clubcard. The company later introduced the internet shopping service to ensure customers could access different products without much struggle. For instance, in 2001, Tesco was involved in internet grocery retailing in the US (Aiello et al., 2020). It also made an investment in digital marketing in 2002 when it purchased HIT hypermarkets. Therefore, the company’s progress in digital marketing has been witnessed since the early 1990s. 
[bookmark: _3znysh7]Tesco’s vision and mission 
The vision and vision of this company play a critical role in the development of digital marketing, which means it is relevant to discuss it. The mission statement of Tesco is to make things better together (Humby et al., 2007). The mission statement makes it clear that everyone should be involved in the development of digital marketing to ensure the company succeeds as far as the provision of services and selling of products in the market is successful. The statement has three crucial parts that include improved health, distinguished quality, and improved lives (Tesco Plc, 2022). All these three parts of the mission statement can be achieved through digital marketing efforts that ensure efficiency and effectiveness in business operations. The vision statement of this company is to be a valuable business enterprise (Humby et al., 2007). Being a valuable business enterprise involves serving customers and communities in the best way possible. The statement reveals that quality is not an option but a guarantee as far as service provision and the sale of products are concerned. Therefore, the mission and vision of this supermarket chain are important in digital marketing plans. In other words, digital marketing development is reliant on the vision and mission statements. 
[bookmark: _2et92p0]Part A
[bookmark: _tyjcwt]Representation of Tesco digitally 
Digital representation of an organization can be in many ways. Four different aspects have been studied to represent organizations digitally. Three of them lie within an organization, while one of them lies outside the organization. Alignment, identity. Operations, and politics (Innovation & Technology Business School, 2019). Tesco is represented by these four factors in the digital sphere as far as marketing operations are concerned. The image below represents these factors. 
[image: ]
Source: (Innovation & Technology Business School, 2019)
[bookmark: _3dy6vkm]Alignment 
[bookmark: _2jxsxqh]Alignment in digital representation includes management, strategy, and processes. The alignment of the digital part of the organization is controlled by the management of the organization. It represents how the digital part of the organization should be run (Innovation & Technology Business School, 2019). At Tesco, digital management is at the core of the digital transformation phase. In the last 15 years, Tesco has transformed the customer experience from a digital perspective as it has invested in different digital platforms like the state-of-the-art website (Tesco, 2022). The management of this organization determines how the investment should be made. For instance, it draws plans that should be followed in these investments. Strategy, as part of the alignment, outlines the bigger plan of the digital outlook of an organization (Innovation & Technology Business School, 2019). It means that the strategies of an organization represent the digital aspect or sphere. It is hard for an organization to succeed if it does not contain a clear strategy, especially in the digital sphere. Tesco is represented digitally by its strategy. The digital strategy of Tesco has two streams (Baker, 2010). The first steam is to develop smartphone apps, and the other steam is to ensure all websites of the company are enabled through a mobile. The essence is to ensure the digital marketing space of the retail store is successful. The digital strategy of this organization describes why this organization is transforming its operations into a digital perspective. For instance, Tesco knew that it was a designated and essential retailer. The demand for online shopping was high, and the company saw the need to give its customer a new and better experience (Baker, 2010). Therefore, strategy aligns this organization with representing it digitally. Processes are the last part of the alignment, which involves allowing an organization to operate or act digitally. When an organization acts digitally in the market and in the stores, then it is represented digitally. Here, organizations should identify their possibilities for digitalization, prioritize, and optimize them to be seen by customers and other stakeholders from a digital perspective. An organization cannot be described or represented as digital if the digital processes do not have value (Innovation & Technology Business School, 2019). Tesco’s processes represent it digitally because they bring value from a market and customer perspective. Tesco is armed with all data, which enables it to generate personalized discount offerings. It later sends these deals to customers’ mobile devices or Clubcard accounts (Tesco, 2022). Here, the company offers customer value because of the digital processes. Tesco also uses a mobile app that provides a better in-store experience, which allows customers to browse products, allowing for easier shopping. Here, the value is in the market perspective because the company attracts more customers due to a better in-store experience. When the company digitizes service provision and other operations in the store, it shows that the company is represented digitally. 
[bookmark: _1t3h5sf]Identity
Identity can also represent an organization digitally through leadership, culture, and people. Digitalization in an organization should be headed or led by people with a digital mindset (Innovation & Technology Business School, 2019). Thus, if an organization wants to be recognized by external forces as digital, it should start by having proper mindsets that can lead the digital revolution. The digital part of Tesco has proper leadership to oversee the digital transformation. At Tesco, there is a team of IT experts that oversee the implementation of digital infrastructure decisions. The technology team of this company is made up of over 3000 IT experts spread across different countries, such as the UK, Poland, India, Czech Republic, and Hungary (Tesco Plc, 2022). The team solves problems and implements new decisions regarding the digital department of the retail store. The availability of this IT team in these countries represents this organization digitally. 
Culture can also represent an organization digitally as it gives it a digital identity. It means that an organization should design a strong company culture that can allow investment in digital infrastructure (Innovation & Technology Business School, 2019). A good start of culture is when it embraces the pillars of the “digital mindset” and ensures they are combined with the individual culture. Tesco has a team-oriented culture that gives it an identity as far as digital transformation is concerned (Tesco Plc, 2019). The culture of this organization is to foster innovation, empowerment, and personal growth to ensure better service provision to clients. Here, the culture of this organization identifies it as a digitally-oriented retail store. 
People identify a digital organization or represent it because they bring the digital mindset that grows an organization digitally. Organizations should embrace people to be part of the digital revolution, which can decide if it succeeds or fails (Innovation & Technology Business School, 2019). The people of an organization are the ones who develop ideas and solutions. The human resource function is called the people team at Tesco. The company knows that people are the heart of what is achieved within and outside the organization (Tesco Plc, 2019). For instance, if it succeeds in the market, it is because of the employees who have put in their dedicated work. These people also provide ideas on how the market should be digitally transformed. The ideas are then taken by the team of IT experts, who can then plan on how to transform the organization. Therefore, the people at Tesco give the identity of this organization, who at long last can represent the organization digitally. 
[bookmark: _4d34og8]Operations
Operations in an organization can represent it digitally through action, execution, technology, and resource allocation. Technology and resource allocation is the most important digital representations of an organization (Innovation & Technology Business School, 2019). When an organization needs to be transformed digitally, it does not require new resources but reallocating the resources present in an organization. It is crucial to avoid investing in resources that may not add value to the digital part of the organization (Innovation & Technology Business School, 2019). Tesco has consistently used existing technologies to digitalize its operations. For example, it opened the frictionless store in London using the computer vision technology that was supplied by Trigo Company from Israel (Silverstein, 2022). The Israeli company supplied the AI technology skills to develop the frictionless store. However, other resources used in developing this store were present at the company. Therefore, the resources available in this retail chain represent its digital operations. Technology represents an organization digitally by dictating what can be done to improve company operations (Innovation & Technology Business School, 2019). Tesco uses many technologies to ensure its operations are effective, and customers find it an easy time to shop and access products in the stores. Some of the digital technologies at Tesco include the information technology used in constant communication and the heat sensing technologies that can monitor lines at tills, among many others. These technologies improve operations at this retail store, which represents the organization digitally. 
[bookmark: _2s8eyo1]Politics
This last aspect represents the external influencers of the digital part of the organization. It is the duty of the organization to establish a digital alignment, identity, and operations, but the organization relies on political support to be involved in the digital transformation toward a digital economy (Innovation & Technology Business School, 2019). It means that if politics have a digital mindset, an organization will be influenced to go the digital way. E-government is a common factor in politics that can represent an organization’s digital aspect. Governments should create environments and provide tools that can improve the implementation of digital processes within an organization. Besides, governments should introduce regulations regarding the implementation of digital technologies. The UK government is a good example to illustrate how it influences digitalization at Tesco. The UK government has a digital strategy of building an inclusive, competitive, and digital economy (Government of UK, 2022). This government allows the combination of ideas that can create an enabling environment where technologies can be developed. Tesco uses this chance to work with many other partners like the Israeli firm that installed the frictionless store to ensure digital transformation. The digital environment of the UK and its politics represents Tesco digitally. Other governments in the eleven countries where this retail store is located also have their digital politics that enable Tesco to be digitally transformed and represented. 
[bookmark: _17dp8vu]How Tesco uses digital marketing within media
Tesco uses social media platforms and TV in digital marketing. Specifically, Tesco uses Facebook, Twitter, Pinterest, and Google+ to engage with customers and advertise products as part of its digital marketing efforts (Moth, 2013). Facebook is one of the most popular platforms at Tesco used in digital marketing. Tesco has done a tremendous in using its timeline to post engaging visual content where customers can interact with it and make moves to purchase the products of this company. Tesco is different from other retailers because it posts one visual content in one day (Moth, 2013). This content is always related to the products it offers in its stores. The retail store uses a more natural way of encouraging conversations with customers through live chats with different experts. The images below illustrate how the company uses this media platform in digital marketing. 
[image: https://assets.econsultancy.com/images/resized/0002/8185/tesco_facebook-blog-full.jpg]
Source: (Moth, 2013)
The engagements with customers are a clever way to drive up the number of fans on Facebook, who can then be esteemed customers of this retail store. The customer care channels on Facebook also provide convenient support services to customers to improve the provision of digital marketing services. Since digital marketing involves interacting with customers to create a good impression from a digital platform, Tesco has perfected the art of doing things digitally to impress customers as far as service provision is concerned. 
Tesco also uses Twitter in digital marketing to engage with customers and provide the necessary assistance. The retail store has many accounts on Twitter to provide different services to customers. For instance, the company has over 16 Twitter accounts for customer care, real food, jobs, wines, and special offers (Moth, 2013). The essence of many accounts is to offer assistance to customers to enhance the digital marketing aspect of the organization. Tesco customer care is the most important Twitter account as the admin of this account responds to and resolves customer queries, which helps the company in selling more products after solutions have been found. The screenshot of the tweet below is an illustration of how Tesco uses Twitter to respond to customers. 
[image: https://assets.econsultancy.com/images/resized/0002/8188/tesco_twitter-blog-full.jpg]
(Moth, 2013)
Tesco uses Pinterest in digital marketing to engage customers with its products. The overall aim is to familiarize customers with the products offered in the stores. The company has revised its strategy on Pinterest to pinning third-party content rather than only promoting its content or products. Therefore, Pinterest is mainly useful for product promotion. A screenshot of how the company uses the platform is shown below. 
[image: https://assets.econsultancy.com/images/resized/0002/8190/tesco_pinterest-blog-full.jpg]
(Moth, 2013)
The company uses Google+ in promotions to ensure customers get engaged with the content or products offered in the stores (Moth, 2013). However, the content posted on this media platform is the same as the one posted on Facebook. The company provides a link that can identify the content on Facebook. However, the aim is the same; to ensure customers interact with the products, which is a way of promoting company products. 
TV is the other media used by Tesco in digital marketing. Tesco uses TV in ads to promote company products. It is a marketing strategy employed by the company where ads displaying different products are shown in different shows (Hobbs, 2016). The essence is to target new customers who love TV shows. Advertising on TV requires the company to pay the owners of the TV for the content to be displayed on the screens. Tesco has been using this media for a long, but recently, it was worried as there was a declining reach of TV advertising because of the emergence of new media like YouTube that also can accommodate the use of ads. 
[bookmark: _3rdcrjn]Tesco website
A website is important when all digital marketing activities need to be executed effectively. It is a powerful channel that describes how the company operates and what is offered in the market. Generally, a website should represent the company’s brand, product, and service in a manner that is clear and memorable to customers (Cebi, 2013). All other digital marketing elements direct customers or guests to the website. Therefore, when designing a website for a company, everything should be based on quality and effectiveness. Tesco has its website designed on these qualitative elements. Tesco has a memorable and clear website that attracts customers based on how it displays its content (Tesco Plc, 2022). The content is mainly products offered in the stores of the retailer store. When one opens a tab of this website for the first time, the requirement is to register to be a customer of this chain. However, it does not mean that display is blank because one has not logged into the website. The website displays the products offered by the company and the discounted prices, as shown in the screenshot below. 
[image: C:\Users\HUDSON\Pictures\Screenshots\Screenshot (40).png]Source: (Tesco Plc, 2022)
Even if one has not registered or logged into this website, he can see products offered at discounted prices. If he is within the premises of the retail store, he can visit and buy the product of his interest. It shows that the website is attractive to non-customers and turns them into customers. A good website should be accessible to all users to attract all people. Based on the screenshot above, the website of this company is accessible to all users as one does not require to register to view the products of the retailer shop (Cebi, 2013). This website is also easy to navigate once a person has registered to be a customer of the retailer store. Customers should not find it hard to move from one webpage to the other to limit frustrations. One can click the details of the products he wants to buy without much difficulty. One advantage of this website is that it is easy to search for items using the search bar. One needs to know the name of the product he wants and search it through and navigate to find the preferable type and size. It has the help function if a user is a stuck midway. Therefore, the way the website has been designed and how it displays products is the centerpiece of the digital marketing of this organization. 
[bookmark: _26in1rg]Internal and external communication structural flows
Communication is an essential pillar in organizations to allow them to achieve the desired objectives. However, good communication alone is not gone; there should be internal and external communication structural flows (Verčič & Špoljarić, 2020). Internal and external communication should have certain structures to ensure stakeholders do what is right to push the organizational agenda to the next level. Internal communication structural flows happen within an organization, while external communication flows happen outside the organization. At Tesco, there is an imbalance between external and internal structural flows. In digital marketing, information should flow based on a certain structure to accommodate the culture, mission, and vision of an organization (Harvard Business Review, 2019). Tesco uses a hierarchical communication structure aligned with the organizational structure. It means that communication occurs from the top leadership as it flows down to other departments and employees in the lesser positions (Harvard Business Review, 2019). Based on this structure, digital communication in this retailer store occurs through emails and direct messages from respective departments. It means that once the message is from the top management, it goes to different leaders in respective departments, which is then shared with individual employees. 
The external communication structural flows in this organization follow a horizontal communication approach. A horizontal communication approach happens when the management sends out a message without considering the hierarchy (Charles & Marschan-Piekkari, 2002). Here, when customers are sent a message concerning products, they access it equally from the company’s management. Specifically, customers get the message from the organization through social media platforms. Facebook, Twitter, and the company website are mostly used in this communication flow. Based on how communication is relayed, it is a horizontal communication structural flow. The company uses conferences, webinars, and supplier newsletters to communicate with the suppliers, which is a horizontal communication flow. 
[bookmark: _lnxbz9]Information architecture and strategies
Information architecture is useful in digital marketing as far as effectiveness and success are concerned. Information architecture is where an organization sorts and labels content on the website in a usable manner (Morville & Rosenfeld, 2006). Generally, websites convey information, so it is upon the organization to label and sort content in a usable manner. In other words, the content displayed on the website should be easy to access, understand, and use. Tesco’s information architecture is based on these reviews. Based on how the website of this company is designed, every content posted is usable. For instance, it is sorted and labeled in a manner that customers can access different information. If customers want to search for different products, there is a search bar and a help option that can be useful guidance in accessing the required information. Therefore, the information architecture used by Tesco is understandable and easy to access. 
Different strategies are used in digital marketing in this organization. Digital marketing strategies are used to promote the products offered in the company stores. Digital marketing strategies chosen by the company are based on the digital infrastructure the company owns, such as social media platforms and the company website (Morris, 2009). Tesco has created a website that can easily be accessed through a mobile phone. Here, customers can access the company website, view information, and choose products they intend to buy. It shows that the digital infrastructure used by the company is customer-centric. In other words, it favors customers to ensure they are attracted, which is also a promotional strategy as far as the online services of the company are concerned. It displays discounted products on social media platforms and the website to promote goods and attract customers. Therefore, the effective strategies used by Tesco are based on what it owns as digital tools. 
[bookmark: _35nkun2]Part B
The success of digital campaigns is based on four pillars; personalization, automation, analytics, and optimization. Imagine one technology that can multiply the effectiveness of all these aspects of marketing at once. Perhaps, this technology is machine learning. Most organizations that have crossed the international border have applied this technology in digital marketing campaigns (Bhattacharya, 2022). The benefits of machine learning in digital campaigns are many and diversified, as discussed below. These benefits are meant to maximize the return on investments. 
The application of machine learning in digital learning improves customer experience. Organizations aim to deliver a high-end customer experience because it creates an environment where customers can buy more products or services to improve revenue (Bhattacharya, 2022). When machine learning is integrated into the digital marketing processes, chatbots are installed on the website to add to the customer experience. Most customers prefer their chat queries are answered faster. It is at this point where machine learning and AI technology come in to improve customer experience. Chatbots zero the wait time for customers (Kathayat, 2022). They do so by broadening the database without manual interference after successful implementation. Chatbots are also reliable as they can transfer calls or chats to customer care agents who can answer customers in an instant timeframe. In this scenario, customers can feel valued as the management of an organization provides instant feedback, enabling them to make faster decisions concerning the products or services of the organization. Once customers develop this feeling, they become attached to the organization, and they can easily buy the services or products due to loyalty. Having loyal customers is beneficial to a firm as it increases the returns on investment. Therefore, machine learning can increase ROI by improving customer experience. 
Machine learning is useful in content creation and curation, which can improve an organization’s revenue. Content in digital marketing is important, and it is sometimes described as the king because if there is no content, marketing a brand becomes a problem (Bhattacharya, 2022). Content creation and curation require hours of digging and brainstorming. Since an organization depends on time as an asset to succeed, when much time is taken, the ROI can be much lower. Machine learning tools can be used to save valuable time in writing and publishing. Vestorly and Flipboard are the common tools used in this process of content creation and curation (Kathayat, 2022). These tools allow organizations to use the right content in advertisements to attract customers. The tools create engaging content that attracts many customers, which can maximize the return on investment. Therefore, organizations should use machine learning to improve content creation, which can then improve ROI. 
Based on the analysis in part 1 above, websites have been described to be important aspects of digital marketing. Websites provide a platform where organizations can advertise their products and services to attract customers. Machine learning can be used to improve website design to make the platform attractive (Bhattacharya, 2022). The technology can create websites that users can find useful and interactive. Simple and easy websites are easily loved by users because they can search for items they are interested in before making their purchases. If customers can find it convenient to use websites, they can easily buy products, which is a better way of improving the returns on investment. 
Machine learning is useful in marketing automation, which can improve sales in the market. Studies show that marketing automation tools can increase the revenue of an organization by more than 10% in a year (Kathayat, 2022). It is why 79% of renowned brands use marketing automation in their operations because they want to acquire more revenue. When the marketing of an organization is automated, the growth strategy is taken to the next level. Machine learning has tools that can decode and learn from trends and suggest the best possible actions to take for better yields. Machine learning can help in customer segmentation, useful when an organization wants to offer goods based on customer preferences (Yadegaridehkordi et al., 2021). An organization offering products or services based on customer preferences can dominate the market because of higher sales. In this case, it can receive higher returns on investment. Therefore, machine learning can improve ROI through marketing automation. 
Machine learning can improve ROI by creating more optimized advertising. The traditional form of advertising involves choosing the right ad content and selecting the right channel where customers can interact with the services or products (Bhattacharya, 2022). However, such kind of advertising is more of a manual job that cannot deliver the right expectations. When AI technology is used in this activity, advertising can be more optimized. It means that machine learning technology can allow the organization to find the right audience. Reaching potential customers ensures the organization spends the right resources on advertising, which means that it is difficult to undergo a loss. Machine learning technology saves organizations the time required to reach the targeted audience. Thus, the company can increase its sales within a short time. In this regard, the returns on investment can improve. 
Lastly, machine learning help in automated email marketing campaigns that can improve ROI. Seasoned marketers prefer to look for the automation of email marketing to improve the return on investment (Bhattacharya, 2022). Email marketing powered by machine learning is crucial in leveraging nuanced customer segments and personas. Machine learning can help email marketing to succeed in various ways. One of them is content creation, as described above. Machine learning helps in the creation of the right content that can be used in advertising products. Also, machine learning can help email marketing in data segmentation where the right customers are targeted (Abakouy et al., 2019). Also, email marketing can have the right timing if machine learning is applied. It means that an organization can send the right message at the right time. Once email marketing is in the right state, an organization can sell high amounts of goods, which leads to profitability. Therefore, email marketing is better when machine learning is applied. 
[bookmark: _1ksv4uv]Conclusion
This report was divided into two parts, part A and part B. These two parts addressed the same theme, “digital marketing,” but they were discussed from different perspectives. Part A analyzed digital marketing at Tesco, a UK organization. It addressed how this organization has gone far in terms of digital marketing. It analyzed the digital marketing assets of this organization. Part B of this report discussed why machine learning is important in digital marketing to improve ROI. In this part, machine learning is crucial in digital marketing as it creates the right environment for an organization to reach customers and improve the returns on investment. Based on the discussions in these two parts, digital marketing is the new way of doing business to improve organizational profitability, which can then boost ROI. Traditional marketing is outdated and does not bring the right value to customers. Digital marketing harnesses the right options to influence customers’ behaviors toward purchasing products or services. Organizations should invest in digital marketing because it is the long-term plan for success. Organizations should use the existing resources to create a digital marketing environment for further growth and expansion. 
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