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[bookmark: _Toc220961532]Abstract
This dissertation intended to evaluate the ways digital marketing can be used to business growth and development in international markets. To make a focused and detailed evaluation, Tesco was selected in this dissertation. The literature of various scholars on digital marketing and its impact on business growth and development was reviewed to develop a theoretical framework for this topic. Established concepts related to digital marketing evolution, digital marketing and business development, marketing strategies in global and local markets, and digital marketing in the international context were examined briefly.
Only secondary data were collected and analysed to achieve the defined aim effectively. To ensure appropriate data collection and analysis, the interpretivism philosophy, the deductive approach, the qualitative method, and a case study strategy were applied by the researcher.
The case studies of four different retail organsiations related to their digital marketing practices and outcomes were analysed to generate reliable findings. The analysed case studies include Tesco, Asda, Sainsbury’s and Morrisons. Academic books, scholarly articles, annual reports, shareholder reports, and marketing statements of the selected cases were explored to extract relevant data. A thematic analysis technique was used to analyse all the collected data in an organised way. 
The key findings of this dissertation indicate that enhanced technological infrastructure is essential to perform effectively in both local and global markets through digital marketing practices and that social media marketing is the most effective digital tool to ensure improved customer engagement and wider reach across the world. 
Based on the findings, retail organsiations are recommended to practice personalised loyalty programs, implement standardised digital marketing practices with the flexibility for localization, and invest in technological framework. 
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Over the past few years, digital marketing has become one of the key stimuli of business development and competitive advantage, especially in the global market.
In the case of multinational companies like Tesco, which exist in diverse geographical locations, digital marketing should be used to appeal to their customers, increase their brand recognition, and sales. The introduction of digital technologies has revolutionised the traditional methods of marketing, providing business with new opportunities to reach in order to reach a larger audience and cope with the dynamics of global expansion (Olbrich et al., 2025).
Tesco which is an international retail chain has been facing a challenge of ensuring that its marketing strategies are localised to fit the local tastes and yet maintain a stable global brand image. Retail is a market that is experiencing a significant change because of the development of technologies, the e-commerce, and the changes in consumer trends. Such changes are driven by the innovation of social media marketing, influencer partnerships, and data analytics (Öztürk, 2025).
This study examines the utilisation of digital marketing by Tesco in order to spur expansion in foreign markets. Since the retail industry is competitive, understanding the effects that digital marketing strategies have on the development of the business is imperative to policymakers and business leaders. The research will be discussing how effective digital marketing systems are including SEO, social media campaigns and online advertisements in increasing the market share and customer loyalty of Tesco (Muzira et al., 2025).
With the growing number of companies embracing the digital format as a way of reaching consumers across different parts of the world, there has never been a time when the role of digital marketing should be considered when it comes to expansion in an international market. According to market trends, spending on digital marketing in the world is on the increase with brands spending good sums of money on the digital platform in a bid to increase their reach. The study will yield an understanding of a strategic position of digital marketing in Tesco overseas expansion as well as offer lessons to other companies operating in the overseas market (Verma, 2025).
The study aims at providing crucial answers to the questions that seek to determine how Tesco is able to reconcile international uniformity and domestic responsiveness in its digital marketing activities. Is the company customising its strategies in particular global markets? What is the performance of these strategies? This paper shall examine the dynamic interdependence between the global marketing consistency and the local market adaptation.
Although current literature discusses the influence of digital marketing in the local market, not many studies focus on the role of the latter in expanding internationally, especially when it comes to large multinational retailers like Tesco. This study bridges the gap in its study of how Tesco has found delicate balances between standardisation and localisation in its digital marketing processes in various countries (Srivastava, 2025).
The sources that will include academic works, the reports of McKinsey and Forrester among other scholar sources, and the knowledge provided by industry reports, will be referenced to determine the validity of the research.
[bookmark: _Toc213367691][bookmark: _Toc220961535]1.2 Research Rationale
[bookmark: _Toc220961536]1.2.1 Theoretical Justification
The importance of digital marketing as a tool to expand business internationally has gained increased academic interest over the past years, especially with the experiences of business enterprises in using digital resources to tap potential clients across the world. Although most of the literature available is focused on the individual marketing tools or local market, the overall effects on the international growth particularly concerning the multinational companies like Tesco, there is a gap in comprehending it.
It is only known that digital marketing allows businesses to deal with customers in real time, track performances and expand marketing activities on various locations. Such strategies as search engine optimisation, social media marketing, and online advertising are among the key tools of the brands looking forward to increasing their presence and communication within the international markets. Companies that have a strong digital presence enhance the ability to target heterogeneously differentiated consumer groups and compete (Pawar et al., 2025).
Whereas there is a lot of information about the role of digital marketing in local markets, there is very little literature exploring the impacts of digital marketing in businesses that have operations at the international level. There are unanswered questions i.e. how the global companies like Tesco can fit their digital marketing campaigns in different cultural, economic and regulatory contexts. It also has a lack of knowledge about the effects of balancing global congruence with local customisation on the overall market performance.
This study aims to fill the need to have a deeper understanding of the manner in which Tesco balances globalisation versus adapting to local cultures in its digital marketing campaigns. This research will examine these strategies and their performance in the different foreign markets and this will shed light on how digital marketing may help in the expansion of businesses across the borders (Olbrich et al., 2025).
[bookmark: _Toc220961537]1.2.2 Practical Justification
Practically, it is of essence to understand methods of maximising digital marketing efforts in foreign markets. In the case of companies like Tesco, the capability to customise the marketing work whilst maintaining an equivalent worldwide brand name can greatly influence the achievement in various parts. The study will help understand how Tesco and other multinational corporations can be more aligned with regard to the local preferences and conditions of the market through digital marketing.
The lack of a definite fact that explains how digital marketing strategies can be adjusted to different international contexts puts the firms at the risk of launching an ineffective digital marketing programme, which will not resonate with the local market. As is the case with Tesco, it may result in loss of sales in regions where the digital marketing efforts are not localised to optimise to the local requirements (Muzira et al., 2025).
Managerial Pain Points: Multinationals are faced with the challenge of assessing the effectiveness of digital marketing programmes in various regions. The inconsistency of the performance data, differences between the practises of the cultures, and the disparity in use of digital data makes the evaluation more difficult. This study aims at solving these problems by providing a model of the important determinants that support the success of digital marketing campaigns in foreign markets.
Businesses that neglect the use of online marketing in foreign markets have lost a significant growth prospect. In the case of Tesco, the lack of digital marketing strategy optimisation within particular markets might result in the slowdown in its growth and lost opportunities in the regions where the dependence on digital platforms becomes more and more obvious. The current study will provide practical guidance on how to improve the efficacy of digital marketing to make sure that international companies will be able to leverage their presence in a variety of markets (Jeyaratha, 2025).
[bookmark: _Toc213367692][bookmark: _Toc220961538]1.3 Research Contribution and Motivation
The current study aims to add to the existing literature in the field of positioning digital marketing in the international business development. Although other researchers have explored multiple areas of digital marketing, there still exists a gap in the understanding of how multinational firms like Tesco properly balance the global marketing strategies with the local adaptation in the context of digital platforms. By examining the digital marketing strategy of Tesco in foreign markets, this paper seeks to give very important insights on how companies can effectively coordinate their marketing activities in various markets.
The current study builds on the existing literature about the theory of global marketing and digital marketing by questioning the concept of integrating global consistency and local responsiveness. It also provides greater insight into the digital marketing plan that could be standardised to reach global markets yet at the same time local world markets could be tailored to fit local needs and interests. The findings will be applied in the theories of dynamic capabilities in digital marketing, particularly where a process of how multinationals overcome the issues of operating in varying geographical and cultural settings are established. Another way that the paper will seek to disrupt pre-existing paradigms of international marketing will be by examining the position of convergence of the digital technologies and international strategy. It will provide an overview in which the companies can take advantage of the digital marketing not just to achieve consistency in branding, but also flexibility in achieving local market needs. The research will assist in adjusting the existing models to include the digital component which is slowly turning out to be an essential component of the international marketing (DUFOUR, 2025).
The paper presents an exhaustive case study of Tesco which has centred on its digital marketing campaigns in different foreign markets to give the research an empirical representation. The case study will illuminate to the real-life problems and the successes that Tesco has had in the process of implementing digital marketing in the global platform. The study will offer practical information about the effectiveness of digital marketing within the framework of the international business growth by considering Tesco strategies, performance rates and global presence of the company. The conclusions drawn in the context of the current case study will not only become helpful to Tesco but also to other multinational retailers and companies that are willing to expand and intensify their operations in foreign markets. The research will assist the companies to know how the business can optimise its online marketing campaigns to get it in a faster development as the business will carefully navigate the intricacies of the local market environment (Deak, and Szabo, 2025).
The study provides practical knowledge to the business practitioner on the main constituents of global and local marketing balancing in the digital era. Research will offer a viable model to be implemented by other companies that aim to master their online marketing in various markets through the evaluation of the approach employed by Tesco. The findings will also enable the firms to plan their online campaigns to have a more satisfactory market penetration and consumer engagement of the market, simultaneously ensuring that the campaigns attract the local market. Besides, the research will offer practical advice on how the efficiency of digital marketing in foreign markets can be assessed. Since more companies are relying on digital platforms, it becomes necessary to understand how to determine the effectiveness of their digital marketing campaigns. The study will touch on the metrics and assessment tools that can help multinational corporations like Tesco to determine the payback of their digital marketing activities in the disparate regions (Awad and Alharthi, 2025).
[bookmark: _Toc213367693][bookmark: _Toc220961539]1.4 Research Aim, Objectives, and Questions
[bookmark: _Toc220961540]1.4.1 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.
[bookmark: _Toc220961541]1.4.2 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: _Toc213367694][bookmark: _Toc220961542]1.5 Dissertation Structure
The dissertation will be organised in the following way:
The first chapter will give an introduction of the research topic including the background, rationale as well as significance of the study. It outlines the research purpose, objective and questions, thus setting the base of the rest of the dissertation.
Chapter 2 is a review of the available literature about digital marketing, strategies of global marketing and the future of international business in the context of the use of digital tools. 
The third chapter elaborates the research design and methodology that will be used in the study. It describes the case-study approach, data collection procedures (such as interviews, surveys and secondary data analysis), and methods of analysis applied in order to address the research questions.
The fourth chapter details the research design, methodology, and data collection methods used in the study. It discusses the approach taken to gather data by survey and analyze to answer the research questions, providing justification for the chosen methods. 
The fifth chapter is the discussion of the findings based on the case-study analysis presented as compared to the research questions. 
This chapter gives a summarisation of the main findings of the study, presents conclusions of what the analysis has determined as well as giving practical recommendations on how Tesco and other multinationals with interest in optimising their digital marketing in the overseas markets.
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The chapter is a critical review of the current literature on digital marketing and its implications on the growth of businesses with particular attention to multinational corporations like Tesco, which are conducting businesses in foreign markets (Solberg Söilen, 2024). The purpose of the chapter is to offer an exhaustive review of major theories, models, and empirical research involving digital marketing, global business expansion, and the convergence of the standardisation and localisation strategies on marketing (Karypidis et al., 2024). Via this, the present literature review will provide the theoretical underpinnings of how digital marketing can be used to facilitate business growth on various global settings.
As identified in Chapter 1, the research problem is that Tesco is trying to employ digital marketing in its internationalisation processes, where it has to maintain a consistent brand image globally and yet has to adopt country-specific markets. In this chapter, these challenges will also be placed in the context of the general academic discourse of digital transformation, international marketing, and business development. This aims at offering a profound insight into how digital marketing tools, including social media, search engine optimisation (SEO), and data-driven advertising play in helping international companies such as Tesco to connect well with their diverse customers (Krishna Pasupuleti, 2024).
[bookmark: _Toc215186447][bookmark: _Toc220961545]2.2 Thematic Overview of the Literature
[bookmark: _Toc215186448][bookmark: _Toc220961546]2.2.1 Digital Marketing Evolution
The digital marketing has developed dramatically within the last couple of decades, and the basis of traditional advertisement gradually is produced by the emergence of digital technologies (Zhang et al., 2025). Quick development of the internet technologies, mobile applications, and social media has prompted a change in traditional marketing methods, including print and broadcast advertising, to the digital platform (González and Gale, 2021). Previously, the marketing strategies where mostly one-way whereby enterprises would disseminate messages to the consumers via mass media. Digital marketing has however changed this model to a dynamic interactive relationship between the businesses and the consumers (Awad and Alharthi, 2025).
Digital marketing is characterised as an approach where the internet and digital technologies, such as mobile communication, social media, email marketing and search engine optimisation (SEO) are used to market the products and services (Fan et al., 2025). The factors that have influenced the development of digital marketing are the broad access to internet connectivity, mobile technology, and the move towards e-commerce (Unterhitzenberger, 2023). This means that digital marketing will provide businesses with opportunities to interact with their customers on a real-time basis, providing them with content that is personalised with references to consumer preferences and data analysis (Wójcik-Czerniawska, 2024).
The possibility to gather and examine huge numbers of data is one of the key forces of digital marketing. Using applications like Google Analytics, companies are able to monitor consumer behaviour, evaluate their campaigns and get an insight into consumer preference (Ottman, 2017). This has contributed to the more effective approach in marketing in which the companies are able to segment their audience and provide them with more personalised propaganda that appeals to their respective needs (Asiah et al., 2022). Digital marketing ensures specific targeting, unlike traditional marketing where; companies were forced to make an effort on a broad base of demographics, which makes the campaigns more effective (Verances et al., 2024).
With persistent development of digital technologies, the new types of digital marketing have been created. As a case in point, social media marketing is now an essential instrument used by companies to communicate with their audience with such platforms as Facebook, Instagram, Twitters, and LinkedIn allowing brands to interact with consumers, share content, and promote products (Kirgiz, 2016). Influencer marketing has similarly been practising well where products are promoted with the help of people with huge social media following following a brand. The said development has rearranged the marketing environment, with digital platforms now playing a central role in the business strategies of different industries (Genova and Tonet, 2025).
The implication of the development of digital marketing on a multinational firm such as Tesco has been immense (Priya Pothuri, 2024). Tesco has been able to survive competition in the market, especially with the rise of online retailers, because of its incorporation of digital marketing methods in its operations which has enabled it to remain strong in the domestic market and overseas markets (Alenazi, 2025). Through the use of digital solutions, Tesco will be able to keep connecting with customers, make sales, and stay competitive in an increasingly digital world.
[bookmark: _Toc215186449][bookmark: _Toc220961547]2.2.2 Digital Marketing and Business Development
The linkage between business development and digital marketing is not new to literature, and there are several studies that have been done to showcase the importance of digital marketing strategies in business growth as far as its competitiveness is concerned (Park et al., 2025). The digital marketing is a very important tool that can be used to widen the market, promote the brand, and interact with a wide range of customers regardless of their location (Alipour et al., 2024).
Digital marketing enables businesses to become more visible in the international markets in respect of their business development (Bondarenko et al., 2023). In the case of Tesco, online marketing has helped the company to go beyond the UK and explore the international markets where individuals are progressively resorting to making purchases online. The capacity to create brand awareness is also among the major benefits of digital marketing in global markets (Köhler and Gründer, 2024). Through SEO, online advertising and social media, Tesco will be able to expand its presence in various regions so that its brand is known by a wide audience (Alhassan et al., 2025).
Additionally, digital marketing enables one to track the consumer behaviour in real time which is essential in the case of a business aiming to perfect its strategies (Rishi and Bandyopadhyay, 2025). Marketing based on data has become an essential part of the business evolution of the modern era since the companies now can customise their campaigns to a certain group of customer segments (Negi and Bajaj, 2025). Through objective data regarding the customer preferences and purchasing and engagement patterns, Tesco can continually streamline its operational marketing plans and create close-up experiences that are likely to appeal to customers in various foreign markets (Chbaly and Brunet, 2023).
The other major strength of digital marketing as part of business development is that it leads to customer loyalty. The digital marketing technologies that Tesco has employed including the Clubcard loyalty programme have enabled the company to establish better connexions with its clients (Dawson et al., 2020). Data on customer interaction will enable Tesco to provide customised promotion, discount and reward plans and improve customer retention (Ivan, 2013). Digital marketing offers the means to develop and sustain loyalty programmes that are essential to business looking to develop a repeat business (Yadav, 2022). 
Digital marketing also enhances this as Tesco can optimise its marketing budgets, in addition to boosting customer interaction. Compared to the classical form of advertising, digital marketing is an opportunity to measure the outcomes in action, which is why Tesco can determine the success of its campaigns in a real time (Hou and Li, 2025). Through the data analytics to monitor the key performance indicators (KPIs), Tesco will be able to allocate its marketing budget more effectively by focusing on the methods that bring the greatest return on investment (ROI) (Bauer, 2024).
Digital marketing has much more to do with the development of businesses in terms of customer acquisition and retention. It also helps in complementing the development of the business through enhancement of operational efficiencies (Peepliwal, 2024). As an example, data analytics can help Tesco optimise its inventory management system, stream its supply chain operations, and forecast demand trends. This will enable the company cut on wastages, increase its product availability and also make the company more profitable. Digital marketing is vital in the integration with the other business functions to facilitate sustainable growth particularly in the international market where the competition is intensive (Shirley, 2024).
[bookmark: _Toc215186450][bookmark: _Toc220961548]2.2.3 Global vs. Local Marketing Strategies
One of the main dilemmas that the multinational companies such as Tesco would face is balancing the world aspects of standardisation and localisation in the marketing strategies (Boonstra and Reezigt, 2023). This is known as the global-local dilemma as it is a strain between ensuring a brand image in different international markets and at the same time cope with the needs, preferences, and cultural differences of local consumers (Jeyaratha, 2025).
On the one hand, global standardisation will enable business organisations to have a consistent brand image that ensures its message is consistent in every market. This strategy helps companies to enjoy the economies of scale through using the same marketing materials and strategies, in different countries (Müller and Wang, 2024). The standardisation risk, however is that it might not be very appealing to the local consumers who might have varying cultural preferences, buying behaviour and local expectations.
Local adaptation on the other hand includes adjusting marketing strategies to meet the specific requirements of a certain market (Muzira et al., 2025). This may involve adjusting product provisions, changing marketing communications and also using localised channels to meet consumers. Local adaptation is specifically very crucial where the cultural difference, regulations, and consumer behaviour do not match with the home market. In the case of Tesco, localisation of the marketing strategies can assist the company to be more in touch with the consumers, enhance brand loyalty and promote sales (Sisodiya and Bhatt, 2025).
The digital marketing offers companies a special chance to strike a balance between the two approaches. Though using conventional marketing systems business had to settle on hard decisions regarding standardisation and adaptation, with digital platforms businesses are able to customise the content at the same time preserving a unified branding aspect across the globe (Zwikael, 2024). To illustrate, Tesco will be able to sustain its brand visibility in the global market through the same social media channels such as Facebook and Instagram, as well as focusing on the local language, culture, and consumer interest (Carrasco Gubernatis, 2024). Tesco can also use the local influence of people, local social media campaigns, and cultural appropriate messages to shape its online marketing plans of a country without sacrificing its international brand (Ward, 2003).
The difficulty however in standardisation and adapting digital marketing though is knowing when and how to tailor information without impacting the brand image (Guimarães, 2023). In the case of Tesco, it involves constant control and review of the performance of digital marketing campaigns in various markets so that there is the appropriate balance between global consistency and relevance to the local market.
[bookmark: _Toc215186451][bookmark: _Toc220961549]2.2.4 Digital Marketing in the International Context
Online marketing on global markets creates a number of challenges wherein consumer behaviour, technology infrastructure, and regulatory conditions vary (Morrison and Coca-Stefaniak, 2024). In case with multinational firms such as Tesco, optimal transition of digital marketing activities in various international markets depends on addressing these problems.
Cultural differences are one of the most important issues that affect digital marketing in the global arena. Cultural values, social norms and the local customs usually influence consumer behaviour and are often vastly different in each country (Julkunen et al., 2025). Research has indicated that individualism versus collectivism, power distance and uncertainty avoidance are all cultural dimensions that are crucial in the reaction towards marketing messages given by consumers (Prior, 2023). Marketing campaigns could be more successful in collectivistic cultures than in individualistic cultures with consumers in collectivistic cultures, such as in marketing campaigns, having traits of community, family and social affiliation that is more favoured than campaigns that focus on individual achievements and independence (Manimaran and Lim, 2024).
In the case of Tesco, these cultural differences were essential in developing digital marketing content that would appeal to the people in the respective countries (Manimaran and Lim, 2024). By integrating marketing messages to the cultural norms and values, the campaigns will not only be more effective but also more authentic and as a result more likely to develop a stronger relationship with the consumers.
Another important element of digital marketing success in the global markets is the technological infrastructure (Feroz et al., 2023). Although a large number of the developed nations enjoy the advantage of accessing high-speed internet and mobile technology, other areas might experience weak access to the technologies (Wirtz, 2024). This gap in the level of technological access implies that digital marketing strategies should be modified to the abilities of a particular market. In online-shy countries such as Tesco might require paying more attention to the mobile-friendly content or operating offline marketing strategies to attract the consumers (Olbrich et al., 2025).
Besides cultural and technological related challenges, there are also regulatory challenges that pose serious problems to digital marketing in foreign markets. Every nation possesses its laws and regulations that support digital marketing, information privacy, and buyer security (Visser, 2024). In the case of Tesco, legal disputes are best avoided by ensuring that the regulations in the country are adhered to as country rules to help maintain the integrity of the company. More stringent laws on data privacy in certain areas may necessitate Tesco to change its data gathering exercises or alter its advertisement technique to suit the demands of the localities.
Through digital marketing tools, e.g., SEO, social media marketing, and data analytics, Tesco will be able to address these issues and to maximise its marketing activities across various markets across the globe (Kucuk, 2023). Nevertheless, international digital marketing is not as easy as it might seem because to succeed, one needs subtle knowledge of local cultural, technological, and regulatory dynamics and be able to adjust the strategies to it.
[bookmark: _Toc215186452][bookmark: _Toc220961550]2.3 Theoretical Foundation and Contribution
Here, the theoretical background, which forms the basis of the study, is the details of the theories and models that guide the analysis of the internationalisation digital marketing strategies applied within Tesco. This section suggests how the theoretical lens identified and justified can help explain the research topic and this is done by identifying and justifying the theoretical lens.
The dynamic capabilities theory is the primary theoretical explanation of the given study. The dynamic capabilities concept is the explanation that offers an understanding of how the firms create, implement, and revitalise their capabilities to suit the changing environment in response to the environment change(Анищенко, 2023). This theory may be especially applicable to the case of multinational corporations such as Tesco that are functioning in dynamic global markets where the digital technologies are swiftly changing the business models and competitive environment.
The central principle of the dynamic capability’s theory is that companies should have the capability of perceiving opportunities and threats, grabbing them and redefining resources and capabilities that sustain a competitive advantage (Kaufman et al., 2023). This skill is very important in digital marketing because the business moves continuously need to adapt their strategies based on new technology, consumers tastes and preferences as well as the market environment (Neiba and Singh, 2024).
The theory of dynamic capabilities is applicable in explaining why Tesco formulates and executes the digital marketing strategies that enable the company to operate efficiently in the various international markets. Tesco is required to keep changing its digital marketing resources, including the use of SEO, social media marketing, and online advertising to suit the particular requirements of any given market (Papaluca et al., 2020). Another aspect of the theory is that it focuses on the capacity of Tesco to innovate and capitalise on digital technologies as a critical element to its competitive advantage in one of the most competitive markets in the retail sector (Alia et al., 2024).
The theory of dynamic capabilities fits the research study well as it explains how a company requires flexibility and novelty in response to external forces, which is pivotal to Tesco digital marketing campaign. With Tesco opening its global markets, the company needs to strike a balance between the standardisation of its digital marketing strategies and the adaptation to the local market situation (Hmurovic et al., 2023). The theory offers information on the way Tesco would restructure its digital marketing tools repeatedly to suit the demands of varying consumer groups and ensure that it sustains its global brand image.
This theory can also be used to allow a gap in the comprehension of how companies can work around the tension to be more global and local in their marketing strategies (Uikey, 2024). Although conventional marketing theories are interested in either standardisation or adaption, the dynamic capabilities theory can be viewed as a more delicate approach that takes into account the ongoing process of developing capabilities. It is therefore a perfect framework to examine how the digital marketing strategies at Tesco have been transformed throughout its expansion into new markets (Naznin et al., 2025).
Moreover, the theory of dynamic capabilities makes contributions to the international marketing literature by offering a framework in which the dynamics of multinational firms on how to leverage digital technologies to improve their competitive position in various geographic areas can be comprehended (Dufour, 2025). The theory provides important information on how Tesco can streamline the digital marketing strategies applied in various international markets by considering factors such as the capability of the firm to adapt and to innovate.
The present research paper presents to the current debate within the area of international marketing due to its application of dynamic capabilities theory to the digital marketing environment. Although a significant portion of the current literature is devoted to the role of digital marketing in domestic markets, the type of research concerning how multinationals such as Tesco can use digital marketing tools in their international growth is little known (Das, 2025). The study builds on the framework of dynamic capabilities as it shows how it can be used to apply in digital marketing of the retail industry.
Another experience that the study brings to the literature is that it provides practical information as to how firms can reconcile global branding with local adaptation in the digital age. The study will use Tesco digital marketing practises in various foreign markets as an empirical source of knowledge on the relevance of dynamic capabilities in enabling multinational companies to attain competitive advantage by embracing the use of digital technology.
In addition, the research will present a new angle to the convergence of digital marketing and the global business strategy and broaden the dynamic capabilities theory into the unique issues confronting multinational retailers in their international marketing strategies. Such contribution will assist in the enhancement and broadening of the theoretical knowledge regarding dynamic capabilities in digital transformation and internationalisation (D’Souza et al., 2023).
[bookmark: _Toc215186453][bookmark: _Toc220961551]2.4 Conceptual Framework
This part presents the idea of the conceptual framework used to understand the role of digital marketing strategies in the international business development of Tesco. The framework summarises major constructs, relationships, and themes of the literature giving direction on the research on the digital marketing strategies of Tesco (Rico, 2023). It aids in organisation of analysis of the case and cross-case comparison in the further chapters.
The theoretical framework acts as a method of integrating the main ideas that were found in the literature review. It connects the digital marketing initiatives by Tesco to its business growth objectives at the international level as well as looking at the harmony between standardisation at the global level and localisation (Muchenje et al., 2023). The framework is meant to demonstrate how the digital marketing tools, including SEO, social media marketing and data analytics can be used by Tesco to increase its brand awareness, customer response, and market share in various global markets.
The conceptual framework consists of a few comrimentary elements, each of which corresponds to a specific construct and shapes the way of the digital marketing and expansion into international business of Tesco. These components include:
Global Standardisation means the application of similar marketing plans in various markets such that the brand of Tesco is the same. Standardisation assists Tesco in being able to have a unified global brand image, thereby eliminating chances of confusion as well as keeping the customers loyal in different regions.
Local adaptation encompasses the modifications which are done to the digital marketing initiatives so as to suit the unique consumer demands, preferences, and cultural peculiarities of various markets. This entails the localisation of content, language and promotional messages to appeal to the local markets without compromising the core brand beliefs.
The digital marketing tools section will discuss the different digital marketing tools used by Tesco, which comes in the form of SEO, content marketing, social media, and data analytics. These instruments allow Tesco to identify certain segments within the market, consumer behaviour, and use its marketing activities to improve its performance in any given international market (Flyvbjerg, 2024).
The central part of the digital marketing strategy in Tesco is the emphasis on the engagement of customers. This aspect discusses the role of digital marketing in enabling a two-way communication between brand and consumers forming long-term relationship and brand loyalty. One example of Tesco using data analytics to tailor offers and retain customers, in this case, is the Clubcard loyalty programme.
Market penetration and growth examines the role of digital marketing in the expansion of Tesco to other countries. Through online solutions, Tesco will be able to access new market segments and gain more market share as well as enhance its competitiveness positioning in various markets (Ikhwan Setiawan, 2023).
This study is conducted according to the conceptual framework that helps to frame the analysis of the case in Chapter 4 and cross-case comparison in Chapter 5. The framework will assist in examining how Tesco has managed to reconcile the two aspects of standardising its digital marketing approaches globally and adapting to local cultures, and how this has enabled the company to grow its business in the foreign markets.
The framework will offer an idea of the success factors affecting the success of Tesco in international markets by concentrating on the interactions between digital marketing solution, consumer contact, and market penetration (Dechange, 2025). It will also assist in revealing weaknesses in the current strategies of Tesco and provide a good lesson to other multinationals that seek to maximise their online marketing in various global markets.
[bookmark: _Toc215186454][bookmark: _Toc220961552]2.5 Conclusion
This literature analysis has critically focused on the evolution of digital marketing, the role in business development, and global-local dilemma encountered by multinational corporations such as Tesco as part of digital marketing strategies (Rahma and Kustini, 2024). The literature review has summarised the key themes of the literature, which offers a holistic glimpse on the role played by digital marketing in the growth of international business.
The most significant issues presented in this chapter consist of the development of digital marketing tools, their adaptation into business development strategies, and dilemmas in balancing global standardisation and the local adaptation (Öztürk, 2025). The relevance of digital marketing was also brought forward in the review on the basis of creating customer engagement and loyalty, market penetration and growth in global markets.
Although there has been increasing literature within the area of digital marketing, some gaps still exist especially when it comes to the multinational retailer such as Tesco (Mishra and Vijay, 2023). Very little research has been conducted on how digitised marketing can be standardised and modified at the same time to accommodate various global markets. In order to seal this research gap, this study intends to use the dynamic capabilities theory to explain the Tesco digital marketing strategies to conduct a more comprehensive study of how the firm juggles between global uniformity and local sensitivity (Rashidirad and Shahbaznezhad, 2023).
The theoretical model of this chapter is a literature synthesis of the most significant themes and constructs, which provides a systematic perspective on the analysis of the digital marketing of Tesco. The framework will inform the research in learning the application of digital tools by Tesco to increase its coverage in foreign markets and remain with a powerful and consistent international brand.



[bookmark: _Toc220961553]Chapter 3: Methodology
[bookmark: _Toc220961554]3.1 Introduction
This chapter has discussed all the appropriate methods and techniques to collect necessary data for accomplishing the defined aim and objectives of this dissertation. Through the selection of suitable research methodologies, the collection and analysis of relevant and accurate data can be ensured in a research project. To ensure the successful evaluation of the impact of digital marketing on Tesco’s growth and development in the international markets, appropriate research philosophy, approach, strategy, and data collection and analysis methods have been explained in this chapter along with their appropriateness for this dissertation.
[bookmark: _Toc220961555]3.2 Research philosophy, approach and design
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Figure 3.1: Research Onion (Saunders et al., 2009)
As digital marketing exists in reality and the growth and development of Tesco can be measured, the implemented ontological position of this dissertation is realism. The researcher has to focus on in-depth analysis rather than measuring facts only which indicates the interpretivist epistemological position of this dissertation (Mbanaso et al., 2023). The evaluation of human experiences may facilitate the effective assessment of the impact of digital marketing on the growth and development of Tesco. Considering the appropriateness of the interpretivism research philosophy for exploring human experiences about any situation, this dissertation has applied the interpretivism philosophy to achieve all its aim and objectives (Saunders et al., 2009).
The inductive approach and the deductive approach are two widely used research approaches (Kumar and Ujire, 2024). The inductive approach supports the development of new theories whereas the deductive approach encourages the analysis of relevant existing theories (Kumar and Ujire, 2024). As there are various theories regarding digital marketing and the performance of Tesco in international markets already available, the deductive research approach has been selected and implemented as the most appropriate approach for this dissertation. Also, the selection of known concepts like digital marketing, growth and development of Tesco, and its performance in international markets has made this dissertation suitable for applying the deductive approach (Saunders et al., 2009).
In order to achieve the defined aim and objectives, this dissertation has applied qualitative method. The appropriateness of non-numerical data for developing an in-depth understanding about the digital marketing approaches of organisations and the impact of these approaches on the growth and development of organisations in international markets has influenced the researcher to choose the qualitative method as it supports the collection and analysis of relevant non-numerical data only (Saunders et al., 2009).
This dissertation has been carried out by implementing a case study strategy. The application of a case study research strategy has enabled the researcher to focus on a specific case and generate contextual findings that are more reliable and credible (Saunders et al., 2009). By using a case study strategy, the researcher of this dissertation has considered the case of Tesco only which has ensured the identification of the real outcomes of its digital marketing practices and their impact on its growth and development in international markets. 
As the impact of digital marketing on Tesco's business growth and development in international markets is evaluated in this dissertation at a single time, it has been completed by following a cross-sectional time horizon.
Both qualitative and quantitative secondary data have been collected while applying the case study strategy.
[bookmark: _Toc220961556]3.3 Justification for case study methodology
The case study research strategy has been selected and applied for this dissertation by considering its suitability for conducting a detailed analysis of any specific issue like the impact of digital marketing on an organisation’s growth and development (Saunders et al., 2009). By generating a detailed understanding of the digital marketing approaches of Tesco and the impact of these approaches on its growth and development in international markets through applying the case study strategy, the developed research question of this dissertation can be addressed directly (Saunders et al., 2009). As a case study strategy allows the researcher to consider specific cases to accomplish the research aim effectively, the generated findings of the research may help the individuals related to the case studies to make informed decisions and ensure the overall improvement of the organisations or situations (Saunders et al., 2009). Case study research strategy supports the collection of secondary data (Walliman, 2021). The selection of secondary data for this dissertation enables the researcher to access more relevant and valid data about the dissertation topic (Walliman, 2021). To identify the different impacts of digital marketing practices on the growth and development of a business in international markets, multiple case studies similar to the case of Tesco have been examined. The analysis of multiple case studies has allowed the researcher to collect data about the impact of digital marketing on business growth and development in international markets from different contexts. This has ultimately increased the validity and credibility of the findings of this dissertation (Walliman, 2021). But the collection of only secondary data may not ensure the complete achievement of the research objectives since existing studies may not have the same purpose as the current study (Walliman, 2021).
[bookmark: _Toc220961557]3.4 Case selection and sampling strategy
To select appropriate case studies for this dissertation, the purposive sampling method has been applied which is a non-probability sampling technique. The purposive sampling method enables the researcher to choose research participants according to their will by considering specific characteristics or criteria (Tajik et al., 2025). While implementing this sampling method, the researcher of this dissertation has been influenced to select case studies in which organisations operate in international markets and carry out digital marketing practices. This non-probability sampling method has been uitilised in this dissertation as it is more appropriate for conducting a detailed analysis of any topic, creating an in-depth understanding, and exploring real-world information regarding the topic (Tajik et al., 2025). The application of this sampling method may facilitate the improvement of existing theories relevant to the selected topic by generating context-related findings (Tajik et al., 2025). Some of the inclusion criteria that have been considered during the selection of necessary case studies for this dissertation are relevant to digital marketing practices, organisations operating in international markets and retail industry, and the availability of publicly available data about the recent digital marketing implementations of the organisations.
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Four cases related to the impact of digital marketing on the growth and development of businesses in international markets within the retail industry have been selected. The selected cases are briefly mentioned below:
	Cases
	Industry
	Firm size
	Geography
	Key focus
	Primary data sources

	Tesco
	Retail industry and more specifically in supermarket sector 
	It has more than 5000 stores across the world (Tesco PLC, 2025).
	A UK-based multinational organisation which is currently operating in four more countries along with its domestic country such as the Republic of Ireland, the Czech Republic, Slovakia, and Hungary (Tesco PLC, 2025).
	Social media marketing, mobile marketing and email marketing 
	The annual reports, publications of Tesco, and industry reports

	Sainsbury’s 
	Retail industry and more specifically in supermarket sector
	Annual revenue was £32.8 billion and employees were 145000 in 2025 (Sainsbury’s, 2026).
	The UK and Ireland (Sainsbury’s, 2026).
	Online promotional operations, social media marketing, and email marketing 
	The annual reports, publications of Sainsbury’s, and industry reports

	Asda
	Retail industry and more specifically in supermarket sector
	In the fiscal year 2024, the total revenue of Asda was £21.7 billion (Asda, 2026).  
	The UK, Scotland, Wales, and Northern Ireland (Asda, 2026).

	Social media marketing, influencer partnerships, and use of other online channels for promotion. 
	The annual reports, publications of Asda, and industry reports

	Morrisons
	Retail industry and more specifically in supermarket sector
	Its generated revenue for the year 2024/25 was £15.8 billion (Morrisons, 2026).
	The UK, Scotland, and Wales (Morrisons, 2026).
	Use of digital tools, social media, and email.
	The annual reports, publications of Morrisons, and industry reports





The analysis of the digital marketing approaches Tesco, Sainsbury’s, Asda, and Morrisons, and their impact on the growth and development of businesses may enable the researcher to identify the different factors of digital marketing that may facilitate or limit the growth and development of retail organisations in different contexts.
[bookmark: _Toc220961558]3.5 Data sources and data collection
Four types of secondary data sources have been considered to collect the required data for this dissertation. Books and scholarly articles related to digital marketing approaches, operations of multinational retail organisations, and growth and development factors of organisations have been evaluated to collect data related to the concepts of this dissertation. The annual reports, shareholder reports, and marketing statements of the selected cases have been examined to gather context-focused data. The researcher of this dissertation has analysed the reports of relevant industrial professionals to identify current digital marketing trends in the retail industry. A number of reliable media sources have been considered in the data collection process. 
To search for appropriate data sources, relevant keywords such as digital marketing, digital marketing approaches of Tesco, Sainsbury’s, Asda, and Morrisons, and performance of Tesco, Sainsbury’s, Asda, and Morrisons in international markets have been used. Google scholar and google have been utilised to find relevant data sources. The latest data sources containing the most reliable and relevant data have been selected and assessed to collect the necessary data. A literature review technique has been applied to collect data from the selected sources which has influenced the researcher to review the existing literature and collect desired data (Chansanam et al., 2021).
[bookmark: _Toc220961559]3.6 Data analysis approach
In order to ensure the efficient analysis of all the collected data, a thematic analysis technique has been used in this dissertation. By applying the thematic analysis technique, the researcher has identified some themes based on the reviewed literature and organised the collected data under these themes considering their characteristics (Squires, 2023).
To generate detailed findings on the digital marketing strategies of the selected cases and the impact of these strategies on their growth and development in international markets, the digital marketing practices of these organisations in each market have been evaluated separately in this dissertation. The researcher has focused on determining how the authorities of these organisations have adopted the preferences of local markets in its digital marketing practices across different markets to ensure their growth and development in all these markets. 
In the cross-case analysis, four organisations in the retail and supermarket industry in the UK have been considered as distinct cases. The applied digital marketing strategies of these organisations in different markets and their outcomes in terms of growth and development have been examined and compared to find out the most effective strategies to ensure their growth. 
[bookmark: _Toc220961560]3.7 Research quality and rigour
The validity of the generated findings of this dissertation has been ensured by collecting data from different sources (Coleman, 2022). To ensure higher validity of the dissertation, concepts related to the dissertation topic have been defined with proper in text citations (Saunders et al., 2009).
The internal validity of the dissertation has been ensured by following a systematic and structured process for completing the dissertation. The inclusion of adequate evidence has also made the findings of this dissertation valid (Saunders et al., 2009).
The consideration of different cases from the UK retail industry and their practiced digital marketing strategies in different markets has facilitated the development of more reliable conclusion. 
The data sources that have been utilised to complete this dissertation have been documented properly here which has increased the overall reliability of the dissertation findings. Higher reliability of the dissertation has also been ensured by discussing all the methods and techniques that have been applied in this dissertation for collecting and analysing the required data (Coleman, 2022).
[bookmark: _Toc220961561]3.8 Ethical considerations
All the used data sources in this dissertation has been cited properly to avoid the risk of plagiarism (Hasan, 2021). The validity and reliability of the data sources have been assessed properly to ensure the inclusion of accurate data in this dissertation (Hasan, 2021). While utilising the annual reports of selected cases and relevant industry reports to gather necessary data, no sensitive company information has been disclosed (Hasan, 2021). During the data collection process, the permission of appropriate authorities have been obtained where necessary to ensure a higher ethical value of the dissertation. 
[bookmark: _Toc220961562]3.9 Chapter summary
The applied research methodology of this dissertation includes interpretivism research philosophy, deductive research approach, case study research strategy, qualitative research method, secondary data, literature review technique, and a thematic analysis technique. The purposive sampling technique has been applied to select the case study. The reliability and validity of the dissertation findings have been ensured by using multiple data sources, considering different markets, and documenting all the applied research methods properly.
[bookmark: _Toc220391627][bookmark: _Toc220961563]Chapter 4: Data Analysis
[bookmark: _Toc220391628][bookmark: _Toc220961564]4.1 Introduction
This chapter presents findings from the selected case studies to create a solid basis for the discussion and conclusion chapters of the dissertation. The findings which are presented in this chapter have been acquired by analysing secondary data from four case studies. The organisations in the selected case studies operate in the retail industry, where organisations sell their products directly to the customers. Data sources used to analyse the case studies are discussed in this chapter along with the background, challenge or opportunity, implemented approach, and outcomes of the case study. 
[bookmark: _Toc220391629][bookmark: _Toc220961565]4.2 Case study
Four case studies have been selected and analysed to extract the necessary data for this dissertation. The case studies of Tesco, Sainsbury’s, Asda, and Morrisons regarding their digital marketing operations and the impact of these operations on their growth and development in international markets have been analysed here. The analysis of the case studies follows a systematic structure in this chapter. The organisations of each selected case study are introduced with relevant contextual and background information. The identified challenges or opportunities in the case studies are explained. Actions implemented in the case studies to address the identified challenges or opportunities by the organisations are explained systematically. The results of the implemented actions in the case studies are measured to determine whether the methods, strategies, and practices were effective in managing the challenges or utilising the opportunities. 
[bookmark: _Toc220391630][bookmark: _Toc220961566]4.3 Case study 1: Tesco
[bookmark: _Toc220391631][bookmark: _Toc220961567]4.3.1 Introduction and background
Tesco is a UK-based global retailer that serves customers with grocery, clothing, electronics, home appliances, and health and beauty products (Tesco PLC, 2026). The journey of Tesco was started in 1919 and is currently operating in 11 countries around the world (Tesco PLC, 2026). It has successfully secured a competitive position in the global retail industry with an annual revenue of £68.2 billion in the year 2024 (Tesco PLC, 2026). The number of physical stores operated by Tesco across the world was 5040 in the year 2025 (Statista, 2026). While operating in the global retail market, Tesco faces intense competition from Walmart, Aldi, Lidl, Amazon, and Marks & Spencer (Tesco PLC, 2026). In order to compete with these organisations, Tesco adopts online operations by establishing its own website along with physical stores. 


[bookmark: _Toc220391632][bookmark: _Toc220961568]4.3.2 The challenge or opportunity
The fast-changing technological environment has made changes in the preferences of Tesco’s target customers in terms of purchasing their necessary grocery and other products. With the availability of technologies, the preference for online purchasing options has increased among customers as purchasing necessary products online is easier and more convenient than traditional purchasing (Bajrami and Qerimi, 2022). Considering the changed preferences of customers, the main competitors of Tesco in international markets including Walmart, Amazon, and Marks & Spencer utilised digital marketing to attract wider customers. Though it was a leading player in the global retail industry, the adoption of digital marketing by its competitors increased its competition and created challenges for it in maintaining a higher competitive advantage (Ijomah et al., 2024). Due to a lower competitive advantage than its competitors, it might face barriers to growth, fail to ensure improved customer engagement and retention, experience a decreased market presence, and ultimately, lose its leading market position (Ijomah et al., 2024). In order to avoid all these consequences, Tesco had to adopt digital marketing so that it could differentiate itself from its competitors and effectively improve its competitive advantage.
[bookmark: _Toc220391633][bookmark: _Toc220961569]4.3.3 The approach and implementation
To address the increasing competition challenges in this industry, Tesco adopted a number of digital marketing practices such as social media marketing, mobile marketing, and email marketing (Samadzadeh, 2024). As almost 69% of the world population engages with at least one social media platform, Tesco utilises multiple social media platforms including Facebook, WhatsApp, TikTok, Instagram, Pinterest, LinkedIn, and YouTube to inform its target customers about its offerings and influence them to purchase these offerings (Statista, 2026). It ran different campaigns on these social media platforms to improve its customer engagement, brand visibility, and brand awareness (Samadzadeh, 2024). It also developed a mobile application through which customers can easily access all its offerings such as order placement, making payments, and tracking the delivery of products, by just installing the app on their phones (Samadzadeh, 2024). To retain customers, increase customer engagement, attract new customers, and create a loyal customer base, Tesco utilised email marketing and sent personalised emails to current and potential customers (Samadzadeh, 2024).


[bookmark: _Toc220391634][bookmark: _Toc220961570]4.3.4 Outcomes and results
The number of users of Tesco’s mobile app has become 18 million globally in 2025 which indicates its increased brand engagement (BCG Matrix, 2026). Tesco arranged 17000 loyalty program campaigns through different digital platforms including Facebook, Instagram, TikTok, and Youtube with the participation of more than 23 million customers around the world (Tesco PLC, 2026). A loyalty program of Tesco during the event of Christmas experienced 76% active participation of its target customers (BCG Matrix, 2026). Around 37% of the total online grocery sales in the UK are made by Tesco (Butler, 2025). All these numbers indicate the successful adoption of digital marketing by Tesco in increasing its brand presence and brand engagement, improving its customer base, and eventually facilitating its growth and development in the global markets. 
[bookmark: _Toc220391635][bookmark: _Toc220961571]4.4 Case study 2: Sainsbury’s
[bookmark: _Toc220391636][bookmark: _Toc220961572]4.4.1 Introduction and background
Sainsbury’s is the second largest retail supermarket chain in the UK which was established in 1869 (Sainsbury’s, 2026). It operates with diverse product ranges including groceries, general merchandise, and financial services (Sainsbury’s, 2026). It mainly operates in the UK and has a very limited presence in the global retail market. As the UK retail industry is one of the most competitive industries in the country, it focuses on offering quality products and services to customers at competitive prices to gain a competitive advantage in this industry (Sainsbury’s, 2026). The primary competitors of Sainsbury’s are Tesco, Asda, Aldi, and Lidl (Sainsbury’s, 2026).
[bookmark: _Toc220391637][bookmark: _Toc220961573]4.4.2 The challenge or opportunity
Sainsbury’s has a strong presence in both the traditional and digital markets in the UK. But its digital presence is weaker in the international markets like its physical stores (Collin-Lachaud et al., 2024). Though it has adopted various digital tools to perform necessary marketing operations in order to survive in the intensely competitive retail market in the UK, its engagement and performance through these digital channels are inconsistent (Collin-Lachaud et al., 2024). Its inconsistent digital marketing performance has led to lower customer engagement, retention, and loyalty compared to other retailers in its local and global markets. Sainsbury’s may experience lower brand visibility because of these challenges. On the other hand, its competitors may get the opportunity to strengthen their position in the market. 
[bookmark: _Toc220391638][bookmark: _Toc220961574]4.4.3 The approach and implementation
Sainsbury’s implements digital loyalty programs, social media marketing practices, and email marketing to improve its digital presence among the local and global customers (Chowdhury et al., 2025). In coordination with Nectar 360, Sainsbury’s introduced the Nectar loyalty program where different data of the customers are used to design personalised offerings for them (Sainsbury’s, 2026). These personalised offerings are communicated to customers through different digital channels like websites and social media. It is also making continuous efforts to increase its digital presence by sharing interactive and attractive content on social media platforms including Facebook, Instagram, Twitter, and YouTube (Chowdhury et al., 2025). It utilises customer data from the Nectar loyalty program to send customised and targeted emails to customers (Chowdhury et al., 2025).
[bookmark: _Toc220391639][bookmark: _Toc220961575]4.4.4 Outcomes and results
The Nectar loyalty program of Sainsbury’s has gained more than 16 million subscribers in the UK in the year 2023-2024 which indicates enhanced engagement of customers with it (Sainsbury’s, 2026). It has experienced a 60% increase in the use of its digital tools by customers (Sainsbury’s, 2026). By sharing engaging and attractive content on various social media platforms, Sainsbury’s has obtained more than 4 million followers across all its social media accounts (DCFmodeling, 2026). This result shows its improved brand awareness. Through targeted promotion, it has ensured 30% increase in its customer engagement rate (DCFmodeling, 2026). While sending personalised emails, 22% customers open these emails and 3.6% of them clicks the attached links (DCFmodeling, 2026). It indicates a higher interest of customers in its promotional offerings. The grocery sales of Sainsbury’s have increased by 9.3% as a result of its Nectar loyalty program (BCG Matrix, 2026).
[bookmark: _Toc220391640][bookmark: _Toc220961576]4.5 Case study 3: Asda
[bookmark: _Toc220391641][bookmark: _Toc220961577]4.5.1 Introduction and background
Asda is a well-known British multinational retail company which has diverse offerings such as foods, beverages, bakery items, grocery products, health and beauty products, clothes, and home and entertainment appliances (Asda, 2026). Asda has secured the position of the third largest retailer in the UK with a total revenue of £21.7 billion (Asda, 2026). It faces tough competition from Tesco, Sainsbury’s, and Morrisons while operating in the UK retail market (Asda, 2026). The frequently changing market trends in the retail industry have created the necessity for Asda along with other retailers to consistently improve its strategies and operations including digital marketing.
[bookmark: _Toc220391642][bookmark: _Toc220961578]4.5.2 The challenge or opportunity
Like other retailers in the UK, Asda also faced the issue of changing customers’ behaviour due to the introduction of digital tools in the business sector. Customers are less interested in visiting stores physically to purchase necessary products rather they are more likely to buy these products through online channels (Ho et al., 2023). This changed behaviour of customers resulted in lower customer visit to the stores of Asda which ultimately affected its sales and revenue negatively. As lower sales and revenue could weaken the position of Asda in the industry, it had to undertake necessary measures to overcome this issue effectively. 
[bookmark: _Toc220391643][bookmark: _Toc220961579]4.5.3 The approach and implementation
Asda introduced an online platform of its own through which customers can search for their desired products, order the products simply with just a few clicks, make payments easily, and choose convenient delivery points (Samadzadeh, 2024). The introduction of the online platform has made Asda capable of managing orders from a huge number of customers from any corner of the world efficiently and increased its brand presence in the local, as well as international markets. It has ran a number of social media campaigns such as ‘Serious About Summer’ and ‘Granfluencers’ on Instagram, TikTok, and Facebook to create effective connections with customers (Bamford, 2024). In order to ensure consistent performance through social media marketing, Asda has appointed Born Social, a social media managing agency (lbbonline, 2026). In order to design and share engaging content with customers through YouTube, Asda created partnerships with Gleam Futures in 2014 (Marketing New Thinking Awards, 2026).
[bookmark: _Toc220391644][bookmark: _Toc220961580]4.5.4 Outcomes and results
After implementing all these digital marketing strategies, the online grocery sales of Asda increased to £3.2 billion and achieved almost 21% of the total market share of UK grocery (Decision Marketing, 2026). By creating a partnership with Gleam Futures, it ensured higher engagement of audiences across the world as it gained 7.6 million views on its YouTube channel within its first 16 months of being launched (Campaign, 2026). 
[bookmark: _Toc220391645][bookmark: _Toc220961581]4.6 Case study 4: Morrisons 
[bookmark: _Toc220391646][bookmark: _Toc220961582]4.6.1 Introduction and background
Morrisons successfully operates in the UK supermarket sector with 1815 stores across the country (Morrisons, 2026). It is one of the most digitally managed retailers in the UK as it offers online grocery purchasing, home delivery, and click-and-collect services to customers (Morrisons, 2026). It offers fresh and high quality foods to the customers which has helped it to develop a positive and strong brand image in the industry (Morrisons, 2026). It has expanded its operations in the international markets in a limited extent with the use of several digital channels. 
[bookmark: _Toc220391647][bookmark: _Toc220961583]4.6.2 The challenge or opportunity
Various digital technologies have made it easier for global retailers to operate in the UK which has increased the competition for Morrisons in its local market (Jones, 2023). Though it adopted different digital marketing strategies, its selected digital channels have not been used adequately, which has failed to ensure its satisfactory reach in global markets (Jones, 2023). The e-commerce infrastructure of Morrisons was not effective enough to manage the data, orders, and engagement of a huge number of customers across the world. All these experienced challenges of Morrisons had made it unable to utilise the opportunities of attracting a wider customer base, expanding into the global retail market, and improving its brand recognition among customers.
[bookmark: _Toc220391648][bookmark: _Toc220961584]4.6.3 The approach and implementation
In order to ensure efficient use of all the adopted digital channels for marketing operations, Morrisons created an internal retail media agency of its own and named it as Morrisons Media Group (Jefferson, 2022). This agency worked to plan and implement focused digital marketing campaigns for Morrisons (Jefferson, 2022). Data collected from these campaigns is used to design personalised advertisements for social media platforms including Facebook and Instagram (Hill, 2024). Email marketing was applied by Morrisons to create awareness among its customers about its offerings (Latterly, 2026).
[bookmark: _Toc220391649][bookmark: _Toc220961585]4.6.4 Outcomes and results
The total earned revenue of Morrisons in the year 2025 was £15.8 billion which was 3.2% higher than its revenue of the previous year (Morrisons, 2026). This number indicates the strong performance of its digital marketing initiatives. 
[bookmark: _Toc220391650][bookmark: _Toc220961586]4.7 Data sources and citations
In order to build these case studies, data have been collected from company published materials, reputable financial news, market research and business analysis sites, and academic databases. The official websites and the annual reports of Tesco, Asda, Sainsbury’s, and Morrisons for the year 2024/2025 have been considered here. An article from ‘The Guardian’ has been used to extract data about the competitive performance of Tesco. Statista and BCG Matrix have been utilised to collect data about the digital marketing actions and outcomes of these actions for Tesco and Sainsbury’s. To obtain relevant theoretical data, peer-reviewed journal articles and research papers have also been selected as the appropriate data sources for these case studies. As all these data sources are verified and credible, they have been utilised to ensure the generation of reliable findings from these case studies. 
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[bookmark: _Toc220391651][bookmark: _Toc220961587]4.8 Case summary
Tesco, Sainsbury’s, Asda, and Morrisons faced some common challenges including changed customer behaviour, increased competition, lower customer engagement, and lower sales and revenue. All of them implemented social media marketing, mobile marketing, email marketing, digital loyalty programs, and influencer partnerships to overcome these challenges. With the successful implementations of these digital marketing approaches, Tesco, Sainsbury’s, Asda, and Morrisons experienced higher customer engagement, market presence, and market share. A summary of analysed cases is provided below:
	Cases
	Challenges
	Opportunity
	Actions
	Implementations
	Outcomes

	Tesco
	Changed preferences of customers and increased its competition
	Opportunity to differentiate itself from its competitors and effectively improve its competitive advantage.
	Social media marketing, mobile marketing, and email marketing
	Campaigns on social media platforms, development of a mobile application and sent personalised emails to current and potential customers.
	The number of users of Tesco’s mobile app has become 18 million globally in 2025. Tesco arranged 17000 loyalty program campaigns through different digital platforms with the participation of more than 23 million customers around the world. Around 37% of the total online grocery sales in the UK are made by Tesco.

	Sainsbury’s 
	Inconsistent engagement and performance through digital channels, lower customer engagement, retention, and loyalty, and lower brand visibility
	Opportunity to strengthen market position 
	Digital loyalty programs, social media marketing practices, and email marketing
	Sainsbury’s introduced the Nectar loyalty program in coordination with Nectar 360, shared interactive and attractive content on social media platforms including Facebook, Instagram, Twitter, and YouTube, and sent customised and targeted emails to customers by utilising customer data from the Nectar loyalty program.
	Sainsbury’s has gained more than 16 million subscribers in the UK in the year 2023-2024. It has experienced a 60% increase in the use of its digital tools by customers. Sainsbury’s has obtained more than 4 million followers across all its social media accounts. It has ensured 30% increase in its customer engagement rate. Its grocery sales have increased by 9.3% as a result of its Nectar loyalty program.

	Asda
	Changing customers’ behaviour, lower customer visit to the physical stores, and lower sales and revenue
	Opportunity to increase sales and revenue  
	Social media marketing, influencer partnerships, and use of other online channels for promotion
	Asda introduced an online platform of its own. It has ran a number of social media campaigns such as ‘Serious About Summer’ and ‘Granfluencers’ on Instagram, TikTok, and Facebook. It has appointed Born Social, and created partnerships with Gleam Futures.
	Its online grocery sales increased to £3.2 billion. It achieved almost 21% of the total market share of UK grocery. It gained 7.6 million views on its YouTube channel within its first 16 months of being launched.

	Morrisons
	Increased competition, inadequate reach in global markets, and ineffective e-commerce infrastructure
	Opportunities to attract a wider customer base, expand into the global retail market, and improve brand recognition among customers
	Use of digital tools, social media, and email.
	Morrisons created an internal retail media agency of its own, personalised advertisements used for social media platforms, and email marketing was applied to create customer awareness
	The total earned revenue of Morrisons in the year 2025 was £15.8 billion which was 3.2% higher than its revenue of the previous year






[bookmark: _Toc220961588][bookmark: _Toc220391652]4.9 Limitations
The collection of only secondary data has created limitations for the researcher in developing comprehensive findings as publicly available sources were solely considered and these sources lacked complete data. Due to the use of inconsistent data sources while analysing the selected case studies, the researcher failed to ensure higher comparability of the findings across the cases studies. As the researcher could not access adequate internal data, the accuracy of the findings may lack of depth. 
[bookmark: _Toc220961589]4.10 Chapter summary
Tesco, Asda, Sainsbury’s, and Morrisons implemented various digital marketing strategies such as social media marketing, email marketing, mobile app, and official website. By successfully implementing all these strategies, they have ensured their enhanced customer engagement, market presence, growth, and development.


[bookmark: _Toc220535016][bookmark: _Toc220961590]Chapter 5: Discussion
[bookmark: _Toc220535017][bookmark: _Toc220961591]5.1 Purpose and positioning
The purpose of this chapter is to make a detailed discussion of the acquired findings from the case studies. To present the critical evaluation of the findings, these are discussed in relation to the literature which has been reviewed in the previous chapter of this dissertation. This chapter not only just narrate the findings but also proper comparison and contrast among the outcomes of different case studies are shown here. By linking the findings with the theoretical framework, this chapter intends to develop a comprehensive understanding of the obtained findings and ensure their alignment with the research question.  
[bookmark: _Toc220535018][bookmark: _Toc220961592]5.2 Analytical framework and logic
In the literature review chapter, Dynamic Capabilities Theory has been applied to confirm the effectiveness of Tesco’s digital marketing strategies in facilitating its growth and development in international markets. The Dynamic Capabilities Theory discusses the ways an organisation can combine its internal and external resources to address different challenges that arise due to the changing business environment (Land et al., 2022). This theory prioritises the achievement of competitive advantage and highlights the importance of coping with the changing environment to gain a higher competitive advantage (Land et al., 2022). To analyse the findings and link them with relevant theories, a hybrid approach is applied in this section. While using a hybrid approach, the findings are analysed under specific themes identified in the literature review chapter and the relevance of each theme to the dynamic capabilities aspects is shown clearly. The findings are analysed under four themes namely digital marketing evolution, digital marketing and business development, global vs local marketing strategies, and digital marketing in the international context.
[bookmark: _Toc220535019][bookmark: _Toc220961593]5.3 Cross-case synthesis: Compare and contrast with literature
Digital marketing evolution
While reviewing existing literature of different scholars, it has been found that organisations are rapidly shifting from traditional marketing to digital ones with the introduction of several of modern technologies in the business sector (González and Gale, 2021). The use of the internet, social media, and mobile applications may enable organisations to implement personalised and engaging marketing practices (Wójcik-Czerniawska, 2024). Digital marketing enables organisations to design their strategies by collecting and evaluating relevant customer data which increases the effectiveness of these strategies. While collecting customers’ data in digital marketing, organisations have to maintain specific laws and regulations related to the security of data (Visser, 2024). Organisations with inadequate internet connectivity and technological infrastructure may not ensure the successful adoption of digital marketing (Unterhitzenberger, 2023).
By analysing the cases of four retail businesses in the UK, it has been found that retailers were influenced to practice digital marketing operations along with their physical stores to address the changing preferences of consumers for online services. From the cases of Tesco, Asda, and Morrisons, it can be seen that digital tools such as social media, websites, mobile applications, and loyalty programs enable them to interact with customers more effectively than traditional in-store operations. Businesses can collect necessary customer data through loyalty programs and use it to develop personalised offerings for customers (Sainsbury’s, 2026).
The literature review section claims that marketing practices have been transforming from traditional to digital and the findings from the case studies have confirmed the claims by demonstrating the shift of Tesco, Asda, Morrisons, and Sainsbury’s from completely in-store operations to adopting digital marketing activities. The use of data collected through loyalty programs by Sainsbury’s to create personalised offerings for customers links with the statement of Wójcik-Czerniawska, (2024), that digital marketing facilitates personalised services to customers through effective data analysis. The reviewed literature discussed that organisations adopt mobile communication while performing digital marketing. But the findings of this dissertation show that not every organisation may practice mobile marketing. It is seen in the findings section that among Tesco, Sainsbury’s, Asda, and Morrisons, only Tesco implements mobile marketing to interact with customers. 
Organisations with sufficient technological infrastructure like Tesco may experience more positive outcomes from digital marketing than organisations with poor technological support like Morrisons. 
Digital marketing and business development
Digital marketing can promote the growth of a business by ensuring effective interaction of the business with a larger number of customers, and increasing brand visibility in international markets (Alipour et al., 2024 ; Bondarenko et al., 2023). Through digital marketing, an organisation can develop appropriate strategies based on the changed behaviour of consumers (Rishi and Bandyopadhyay, 2025). The development and implementation of these strategies can help the organisations to grow efficiently. By increasing the efficiency level of the overall operations of the organisations, digital marketing can contribute to their development (Peepliwal, 2024). Due to diverse cultural, technological, and geographic factors of different countries, digital marketing may not ensure the growth of organisations in all international markets. If organisations fail to manage collected customer data effectively while performing digital marketing, they may not obtain positive outcomes from this approach and experience lower customer engagement.
From the case analysis, it is evident that digital marketing can support the growth and development of organisations by improving their sales, brand awareness, customer engagement, customer loyalty, and market reach. Through mobile applications, Tesco has engaged with 18 million across the world (BCG Matrix, 2026). Sainsbury’s has experienced 9.3% increase in its sales by performing the Nectar loyalty program (BCG Matrix, 2026). The digital marketing operations of Asda have helped it to earn £3.2 billion by selling groceries (Decision Marketing, 2026). It has also been found that Tesco, Sainsbury’s, and Morrisons successfully retain customers and create a loyal customer base through personalised emails.
Scholars in the literature review section argued that digital marketing ensures improved customer interaction. This argument is supported by the findings from Sainsbury’s which state that its customer engagement rate increased all by 30% while performing digital marketing (DCFmodeling, 2026). The statement from the scholars about the positive impact of digital marketing on brand visibility is extended by the case analysis findings. The participation of over 23 million customers across the world in the online loyalty program campaigns of Tesco shows its increased visibility (Tesco PLC, 2026). The adoption of digital marketing strategies by Tesco, Asda, Sainsbury’s and Morrisons to address the increased preferences of customers for online services confirms the declaration of authors that digital marketing considers customer behaviour. The findings from the case studies highlight that not all digital marketing strategies can ensure higher customer engagement. By analysing the case of Sainsbury’s, it has been identified that only 3.6% of customers click the links sent through emails whereas 22% open the emails (DCFmodeling, 2026). This shows the ineffectiveness of email marketing in increasing customer engagement. In every situation and context, social media marketing can maintain improved customer engagement as seen in all the analysed case studies. 
Global vs local marketing strategies
While practicing digital marketing, organisations can improve their brand image in both international and local markets through similar strategies, approaches, and tools (Müller and Wang, 2024). Different digital tools have made it easier for an organisation to reach customers in the global market easily (Carrasco Gubernatis, 2024). As the customers of different markets may have different preferences and purchasing behaviour, the use of similar digital marketing strategies in all the markets may reduce the relevancy of the organisation. An organisation can maintain more effective interactions with its target customers during the implementation of digital marketing strategies if the strategies are modified for different markets according to the diverse characteristics of local customers (Sisodiya and Bhatt, 2025).
Tesco operates successfully in both local and global markets with uniform digital marketing strategies. Tesco’s 37% share of the online grocery sales in the UK, and the participation of 76% of its target customers around the world in one of its loyalty program indicate the effective performance of its digital marketing operations in local and international markets (Butler, 2025 ; BCG Matrix, 2026). In the cases of Sainsbury’s and Morrisons, it has been identified that the inconsistent and inadequate performance of digital marketing results in lower global reach for them (Collin-Lachaud et al., 2024 ; Jones, 2023).
In total, the number of Tesco’s mobile application users is 18 million in both the local and international markets (BCG Matrix, 2026). The partnership of Asda with Gleam Futures has facilitated its successful reach to customers around the world through the use of digital tools (Campaign, 2026). These findings from the case studies ensure the accuracy of the statement Carrasco Gubernatis, (2024), about the ability of digital marketing to reach global customers. Though Sisodiya and Bhatt, (2025), emphasised the importance of localisation in the adopted digital marketing strategies of an organisation to get success, Tesco and Asda have secured leading positions in local and international retail industries with standardised strategies for digital marketing. 
Organisations with improved technological capabilities can utilise their digital marketing approaches more effectively to expand into global markets. 
Digital marketing in the international context
In international markets, organisations have to deal with customers with diverse cultural backgrounds, different laws and regulations, and mixed technological infrastructures which may create challenges for them (Morrison and Coca-Stefaniak, 2024). While performing online campaigns in global markets, businesses can create more effective relationships with customers by customising their campaigns adopting diverse cultural and local preferences (Manimaran and Lim, 2024). Social media marketing, data analytics, and SEO can help organisations to manage challenges in reaching global customers (Kucuk, 2023).
While exploring the selected case studies, it has been identified that all the retailers who are successful in the international markets implement multiple digital tools for marketing operations. For example, Tesco, Asda, and Morrisons use different social media platforms, websites, mobile applications, and emails to communicate with their targeted customers. The implementation of digital marketing practices has enabled Tesco to successfully compete with a larger number of international retailers (Samadzadeh, 2024).
The identification of social media marketing as an effective practice to reach customers worldwide by Kucuk, (2023) has been verified through the analysis of the case studies of Tesco, Asda, Sainsbury’s and Morrisons. All these organisations have successfully interacted with the customers in the global retail market through different social media platforms including Facebook, Instagram, TikTok, Twitter and YouTube consistently (Chowdhury et al., 2025).
Organisations with a strong presence on several social media platforms can ensure effective reach in global markets, just like Tesco and Asda. The unstable implementation of online marketing by organisations may limit their ability to reach customers in international markets similar to Sainsbury’s and Morrisons. 
[bookmark: _Toc220535020][bookmark: _Toc220961594]5.4 Integration to conceptual model
The main concepts that have been discussed and analysed in this dissertation are digital marketing tools, customer engagement, market growth, standardisation strategies, and the dynamic capabilities of organisations. All these concepts are related to each other and influence the development of organisations globally. The effective utilisation of various marketing tools can facilitate improved customer engagement by enabling the in an organisations to maintain active and personalised communication with target customers. When customers are highly engaged with organisations, they become loyal to these organisations and can contribute to their growth and development through repeat purchase, positive reviews, and recommendations. The implementation of standardisation marketing strategies may help the organisations to create a consistent brand image and increase customer loyalty. By improving dynamic capabilities, organisations can use digital tools more effectively for their promotion and gain a better competitive advantage. Among all these concepts, customer engagement plays the role of a mediator as digital marketing increases customer engagement and the engagement of customers encourages business growth. The technological capabilities of organisations, the laws and regulations of a country relevant to digital marketing, and cultural diversity, are the moderators because all these factors impact the outcomes of digital marketing strategies of organisations. Based on the discussion, a revised conceptual pathway for this dissertation may include digital marketing tools, customer engagement, global standardisation, and dynamic capabilities. By linking the findings with the theoretical and conceptual frameworks of this dissertation, a number of propositions have been developed. Customer engagement can be improved through digital marketing, the relationship between business growth and digital marketing can be controlled through customer engagement, organisations can gain a stable brand perception among global customers through standardised online marketing strategies, and dynamic capabilities enable the organisations to handle various challenges in the way of successful digital marketing practices in international markets. 
[bookmark: _Toc220535021][bookmark: _Toc220961595]5.5 Robustness considerations
To explain the impact of digital marketing on the growth and development of businesses in international markets can be explained by considering the disruption of COVID-19, a global pandemic. The influence of digital marketing on the effectiveness of promoting organisations’ offerings among target customers could have been focused on in this dissertation, along with customer engagement while evaluating its role in organisational growth and development. 
Data have been collected from different secondary sources including company reports, industry reports, newspaper articles, journal articles, and different marketing online portals, to analyse selected case studies. By collecting data from these sources, the claims made in the literature section have been verified as these sources mostly provide relevant and reliable data. As these company related sources primarily publish positive results of digital marketing for the companies, there is a minor potential of the inclusion of biased information in the findings. 
Multiple sources have been used in the findings to verify the positive outcomes of Tesco’s loyalty program campaigns on customer engagement. 
[bookmark: _Toc220535022][bookmark: _Toc220961596]5.6 Practical synthesis
Based on the findings, organisations can be recommended to design personalised loyalty programs to ensure higher engagement of customers. They need to develop standardised digital marketing strategies with a scope to adopt local preferences where necessary. As technological infrastructure is a crucial factor for effective digital marketing, organisations are recommended to improve their technological infrastructure. They are also suggested to adopt multiple digital channels for marketing purposes.  
[bookmark: _Toc220535023][bookmark: _Toc220961597]5.7 Chapter summary
The findings from the case studies confirm most of the claims of different scholars identified in the literature review section. The findings also challenge some claims of the scholars. Literature with adequate evidence against the claims needs to be added further. 


[bookmark: _Toc220535024][bookmark: _Toc220961598]Chapter 6: Conclusion
[bookmark: _Toc220535025][bookmark: _Toc220961599]6.1 Introduction
This chapter concludes the whole dissertation by presenting the summary of the study, explaining theoretical and managerial implications for relevant individuals, describing the limitations of the dissertation, and providing proper directions to conduct more effective research in the future by overcoming these limitations. This dissertation intended to evaluate how the growth and development of businesses in international markets can be influenced by using digital marketing. The case studies of four multinational retailers, Tesco, Sainsbury’s, Asda, and Morrisons, have been assessed to collect the required data. The cross-case analysis technique has been applied for effective data analysis and generating reliable findings. 
[bookmark: _Toc220535026][bookmark: _Toc220961600]6.2 Brief summary of key findings
Marketing is transforming from traditional to digital over times as technologies are improving consistently. Organisations can develop more accurate strategies in attracting targeted customers by collecting and evaluating necessary customer data through digital marketing practices. They can operate successfully in local as well as global markets by using digital tools because these tools are appropriate to maintain effective communication with a wider customer base from any locations. The implementation of accurate digital marketing strategies may facilitate the efficient completion of other necessary business operations by providing relevant data about the markets and customers. While carrying out digital marketing activities in the international markets, organisations may face some challenges due to cultural diversity, inadequate technological infrastructure, and complex regulations. With strong online presence and dynamic capabilities, organisations can manage these challenges effectively. By comparing the analysed case studies, it has been found that Tesco and Asda have implemented digital marketing strategies in their local and international markets more efficiently than Sainsbury’s and Morrisons. 
[bookmark: _Toc220535027][bookmark: _Toc220961601]6.3 Theoretical implications
The analysis of all the collected data from the case study has been conducted by following a hybrid approach where data have been assessed according to their themes. While operating in international markets, organisations have to deal with various environments. This dissertation has discussed the Dynamic Capabilities Theory to highlight the ways an organisation like Tesco can integrate its internal and external resources and capabilities to succeed in digital marketing in international markets. The acquired findings from the case studies support this theory by explaining the ways Tesco utilises multiple digital tools including social media platforms, email marketing, online loyalty programs, websites, and mobile apps, to handle different environments in the international markets. Considering the findings, this theoretical framework can be extended by adding that technological infrastructure is an important factor for dynamic capabilities, as it influences the ability of an organisation to employ different digital marketing strategies effectively. The findings of this dissertation can also be linked to the Resource-Based View (RBV) theory. RBV theory focuses on the concept that the achievement of the competitive advantage achievement of an organisation can be facilitated through developing and utilising its internal resources (Lubis, 2022). The improved technological infrastructure can support them to accomplish higher competitive advantage. Organisations like Morrisons, which do not have adequate technological infrastructure need to develop the infrastructure and utilise it to gain advantage over its competitors as it is difficult to imitate (Lubis, 2022). Enhanced customer engagement of Sainsbury’s can also be considered as a valuable and organised resource to achieve competitive advantage. The active presence of organisations like Tesco and Asda on different social media platforms and their loyalty programs can increase their competitive advantage as these are rare and valuable resources. 
The enhanced technological infrastructure of an organisation like Tesco can ensure higher customer engagement and wider customer reach in different markets across the world. With improved marketing performance, it can utilise market growth opportunities. It has identified from the case study analysis that Morrisons has obtained a lower competitive advantage compared to Tesco due to its limited technological capabilities. The practice of email marketing has resulted in lower customer engagement for Sainsbury’s. Only Tesco has experienced positive impacts of mobile marketing in reaching a huge number of customers, whereas other retailers could not implement this digital marketing approach successfully.
After assessing the case studies of Asda, Tesco, Morrisons, and Sainsbury’s regarding their digital marketing performance, it has been seen that loyalty programs facilitate higher customer engagement and loyalty by collecting relevant customer data and considering these data in designing personalised offerings. The findings show that the use of multiple digital tools supports business growth as organisations can communicate with customers of diverse backgrounds and markets efficiently through these tools and influence their purchase intention positively. By offering a consistent experience to customers in terms of promotion, the employment of standardised strategies can ensure brand consistency. The proper utilisation of technological capabilities fosters the positive impacts of digital marketing because technologies are the main element of this marketing approach.
Customer engagement has been found as the mediator in the conceptual model, where digital marketing is in the first position, then customer engagement, and lastly business growth. As described in the findings, moderators of the conceptual model are the technological capabilities, the laws and regulations, and diverse cultures. These factors have been identified as the moderators of the model considering their ability of determining the effectiveness of digital marketing for any organisation. All the findings from the case studies have supported the reviewed literature as well as extended the literature. As the findings have been generated by analysing the case studies of four leading multinational organisations in the global retail industry, these findings can be applied to similar organisations for developing appropriate digital marketing strategies. 
[bookmark: _Toc220535028][bookmark: _Toc220961602]6.4 Managerial implications
Relevant authorities of retail organsiations which operate in international markets can design improved loyalty programs focusing on personalisation to create a loyal customer base for them. It is found in chapter 4 that loyalty programs can directly increase customer engagement as the loyalty programs of Tesco experience the participation of 23 million customers with 76% active participation of its target customers (Tesco PLC, 2026 ; BCG Matrix, 2026). The organisations can divide the whole markets into different customer segments based on relevant customer data, and emphasise specific segments to attract them more effectively (Kimura, 2022). The loyalty programs can be conducted through social media platforms such as Facebook, Instagram, TikTok, and Twitter to ensure wider reach. By examining the rate of repeat purchases after the loyalty programs, the success of this initiative can be identified. 
To create a consistent brand image and ensure relevance with the customers of different markets, organisations have to implement standardised digital marketing practices with the flexibility for localisation (Okonkwo et al., 2023). It is seen in the acquired findings in chapter 4 that Sainburys’ has gained over 4 million online followers through standardised digital marketing practices (DCFmodeling, 2026). The option of adopting local customers’ preferences within the standardised practices may enable the organisations to increase their relevancy to customers. By creating specific policies for such digital marketing practices, they can implement these successfully. The customer engagement rates such as number social media followers, in both local and global markets can be assessed to determine how effectively this recommendation works for the organisations. 
As the improved technological framework is the main condition for gaining desired results from digital marketing strategies, organisations with weak technological frameworks have to increase their investment in technologies and strengthen the infrastructure (Saura et al., 2022). For example, Morrisons has successfully increased its revenue by 3.2% through investing in internal retail media agency and focused digital marketing campaigns (Jefferson, 2022 ; Morrisons, 2026). Organisations can make a proper investment plan including investment areas like mobile marketing, e-commerce platforms, and social media campaigns. The successful implementation of that plan can enable them to obtain better results. The efficiency of online marketing campaigns, performance of mobile apps, and outcomes of social media practices can be used as Key Performance Indicators (KPIs) to monitor the appropriateness of this action. 
[bookmark: _Toc220535029][bookmark: _Toc220961603]6.5 Limitations and directions for future research
This dissertation has been completed by collecting and analysing relevant secondary data only which results in the absence of the latest information about the selected case studies. The obtained findings of this dissertation may not be applied to other context as they are acquired focusing only on the UK retail industry. As the impact of digital marketing on business growth and development is explored at a single point in time in this dissertation and the impacts have not been tracked over times, the cause-and-effect relationships between digital marketing and business growth could be highlighted properly here. 
To increase the generalisability of dissertation findings, further research on this topic can be conducted focusing on multiple sectors by collecting primary data from relevant sources. 
[bookmark: _Toc220535030][bookmark: _Toc220961604]6.6 Closing statement
A clear idea about the role of digital marketing in facilitating or limiting the growth and development of an organisation in the international markets has been developed in this dissertation. 
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