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1. Introduction 
This report provides a digital marketing proposal for Tesco. It includes digital marketing for Tesco's existing online grocery store and mobile app. The proposal targets Generation Z consumers living in the UK, who are characterized as digital natives and use social media heavily, are reliant on their mobile devices, and have changing expectations for brand interactions, sustainability, personalisation, and other elements of business.
Even though Tesco is a well-established brand and has the technology to support online grocery shopping, many younger consumers do not feel emotionally connected to or loyal to supermarkets. Therefore, this proposal addresses the increasing amount of digital competition that younger consumers have, as well as the advances in marketing analytics, AI, and customer relationship management (CRM).
To present an effective digital marketing strategy for this new campaign, a range of current models and theories have been applied, including consumer behaviour theory, segmentation and targeting, integrated marketing communications, influencer-based marketing, sustainability-led consumption, and customer lifetime value.
To positively impact the marketing effectiveness of this digital marketing proposal, Tesco plans to use social media platforms, influencer partnerships, content marketing, and CRM-based personalisation to build a strong brand image and create a value-oriented and socially responsible relationship with Generation Z consumers. Effectiveness of the campaign will be evaluated using both short-term metrics to determine engagement and conversion rate performance as well as long-term indicators of customer lifetime value and loyalty. As outlined in this report, a theory-led approach to digital marketing will help build sustainable growth and a competitive advantage for Tesco in the UK grocery retail industry over time. Over the past few years, Grocery Retailing has seen significant changes due to Digital Transformation, with many businesses adopting new technology in response to changing Consumer Behaviour relating to accessibility and convenience for purchasing products online via desktops or mobile devices. Digital Interaction is now one of the most significant differentiators between grocery retailers, creating Competitive Advantage.
These changes are also evident with consumers aged 18-25 (Generation Z), who have lived their entire lives in digital technology/social media (i.e., Facebook, Instagram) and as such, their behaviour when shopping online (and offline) differs greatly from other generations (Baby Boomers and Gen X). For example: Generation Z tends to prefer visually rich content, interaction via digital media/social media platforms, and influencer marketing. Additionally, ethical purchasing (sustainability, corporate social responsibility) influences the brand perceptions of younger consumers much more than older generations.
Additionally, traditional supermarket retailers frequently have difficulty connecting with and engaging younger generations of consumers because younger consumers view these brands as transactional or functional; they often don’t consider them overspending or aspirational. Although Tesco has made substantial investments in digital Infrastructure (i.e., Online Grocery Platform, Mobile Application, Clubcard Loyalty Program), Gen Z engagement levels with Tesco are still comparable to that of other supermarket retailers. This poses a strategic challenge to Tesco, as younger consumers represent the future growth segments of the company, with substantial lifetime value potential.
This report outlines a Digital Marketing Campaign to strengthen Tesco’s engagement with Generation Z Consumers in the United Kingdom, utilising the current digital marketing theory and Research and will provide detailed examples of utilising data analytics, social media engagement, influencer marketing, and integrated digital communications to develop stronger, longer-term relationships with this target segment.
2. Purpose of the Marketing Plan
The purpose and approach for the digital marketing plan are based on a changing consumer environment; advances in technology; and an increasing focus on developing lifetime customer relationships. Digital platforms generate a significant amount of data that consumers produce online, which companies can use to better understand their customers' preferences, purchasing patterns, and methods of engagement. Retailers can increase the accuracy of their customer segmentation and send more relevant and personalized marketing messages by using Big Data analytics (Theodorakopoulos & Theodoropoulou, 2024).
Tesco can benefit from integrating its online purchase data with its mobile app and loyalty program data to leverage those data points for improved customer relationships. Tesco can utilize the benefits of predictive analytics and AI technologies to maximise the value of data. The increased accuracy of forecasting through predictive analytics improves the digital campaign's efficiency through real-time optimisation of digital advertising and increases return on investment (Al Khaldy et al., 2023). Factors such as the rapidly changing digital landscape require businesses to cater to these expectations, particularly when targeting the generation that is known as "Gen Z" due to their desire for instant gratification, relevancy, and personalized experiences.
The increasing importance of sustainable and ethical behaviours is another significant driving force behind this marketing plan. The younger generation has begun to evaluate companies based on their environmental and social responsibility. Research has indicated that a customer's values regarding environmental sustainability can impact their behaviour after they make a purchase and that these values will result in an increase in loyalty and advocacy for a company over the long term (Nittala & Moturu, 2023). Studies have also indicated that sustainability is a primary factor driving consumer trust and building long-term consumer relationships (Zaman & Kusi-Sarpong, 2024). Through its sustainable initiatives, Tesco now has an opportunity to enhance the relevance of its brand among "Gen Z" consumers by communicating its sustainable efforts more effectively via digital media. The theory of relationship marketing supports the rationale for this campaign due to an emphasis on customer retention and creating long-term value for customers. The concept of Customer Lifetime Value (CLV) is one way to measure how we quantify the value of customer relationships in the aggregate, as opposed to simply measuring short-term transactions (Kojuri & Ali, 2024). In relation to this idea, the application of digital marketing strategies focused on creating a positive consumer experience through engagement, trust and satisfaction will be most important to connect with the younger generation of customers.
3. Situational Analysis
The grocery retail marketplace in the UK is characterised by intense competition between established grocery stores and digitally-enabled retailers that offer discounted prices. As more people shop for groceries online, competition has increased for digital attention, particularly from younger consumers who focus on convenience, usability, and value. The economic situation has also made consumers more price-sensitive, while also increasing the need for longer-term perceived value and personalised offers.
Strengths of Tesco include strong brand awareness among customers, an extensive physical and digital distribution system, and the ability to utilise advanced data analysis capabilities through its loyalty programme (Clubcard). The combination of all these strengths provides a strong basis for developing data-driven marketing and customer personalisation. However, the brand faces a perception challenge within the Generation Z consumer segment. For this generation, the grocery store is often associated with routine and/or necessity and is not viewed as an innovative or relevant lifestyle.
By leveraging social media, influencer marketing, sustainable messaging and personalised marketing through Customer Relationship Management (CRM) systems, we can position Tesco in new ways with younger customers. Many marketing intelligence systems can analyse and integrate data from all customer touchpoints across multiple channels, which will help retailers increase conversion and CLV (Onifade et al., 2024). On the other hand, the threats to competitors will continue to grow as technology evolves, consumers' expectations for seamless digital experiences continue to increase, and competition intensifies from low-cost and/or digitally driven retailers.
Generation Z’s digital behaviour is largely influenced by their use of social media platforms, influencer-driven lifestyles, and visual storytelling. As a result of social media marketing, the movement from traditional e-commerce to Social Commerce is rapidly changing how consumers interact and make purchasing decisions, based on trust and community (Rachmad, 2022). To remain competitive in the long term, organisations must remain relevant in this changing retail environment.
4. Segmentation, Targeting & Positioning
a. Segmentation
Segmentation allows organisations to categorise different markets into identifiable groups, each with similar characteristics and needs. By combining demographic, psychographic and behavioural segmentation variables, organisations will be able to generate actionable insights (Naim, 2023). The value of behavioural data within the digital retail environment is particularly relevant for predicting future consumer behaviour.
For this campaign, Tesco has segmented the market by using the following:
· Demographic Segmentation: Consumers located within the UK, aged between 18 – 27.
· Behavioural Segmentation: Regular mobile & social media users, frequenting on-line retailing sites, and price-conscious consumers, but preferring convenience.
· Psychographic Segmentation: Consumers seeking authenticity, ethics in their desired product and typically influenced by their peers.
Digital Analytics provides greater accuracy in segmenting consumers by identifying executive level behavioural patterns between browsers, retail purchasers, and consumers engaging with organizations through their various digital platforms (Theodorakopoulos & Theodoropoulou, 2024).
b. Targeting
The Target Segment comprises Generation Z consumers who engage regularly with Digital platforms for shopping activity but display low to moderate customer loyalty to supermarket brand names. Generation Z represents a large future customer segment for retailers, due to their long-term purchasing power. Predictive analytics aid targeting decisions by predicting high-value prospects based on historical engagement behaviour and projected lifetime value (Kumar et al., 2024).
c. Positioning
Generation Z will help define how Tesco positions itself and is expected to be digitally convenient and value-driven while being socially responsible. The emphasis on Tesco positioning, therefore, shifts away from the functional attributes of Tesco to the convenience of using it digitally, relationships with employees and suppliers based on ethical standards, and the ability to create personalised digital experiences for their customers (Rachmad, 2024).
5. Digital Marketing Strategy and Channels
Generation Z consumers will be influenced by how they engage through social media channels. As a result, digital interactions among peers, building trust with peers, and facilitating engagement are key drivers of a Generation Z consumer's engagement within a digital environment and facilitate an accelerated progression toward social commerce (Rachmad, 2022). With the continuing evolution of influencer marketing, there has been a preference for authentic influencers (micro-influencers) by consumers rather than the immediate name recognition of celebs (Rachmad, 2024).
This campaign is proposed to start with a small-scale promotion on social media platforms that utilise Instagram and TikTok by partnering with student influencers and young professionals to promote affordable meal ideas, app-exclusive promotions, and sustainability initiatives to enhance relatability and provide social proof.
Content marketing will play an additional integral role in the overall digital marketing plan for Tesco, as it has been proven that the creation and distribution of high-quality content enhance both the potential for consumer engagement via the internet and for sales outcomes (Isibor et al., 2025). With short-form video content and interactive media forming visual components, there will be increased attention and a higher likelihood of converting to a purchase when engaging with consumers through digital marketing channels (Sunarso & Mustafa, 2023). Tesco plans to utilise short-form video content, UGC, and sustainability storytelling as part of the overall digital marketing strategy to enhance engagement and sharing of content.
Integrated marketing communications will support Tesco's consistency across all digital touchpoints. The alignment of social media, mobile app notification, email marketing, and web content will enhance customer satisfaction and reinforce a consistent brand image (Rehman et al., 2022; Butkouskaya et al., 2023).
Personalisation through CRM will improve engagement with Generation Z consumers by allowing Tesco to leverage the data collected through CRM processes across multiple platforms to offer personalised recommendations and promotional offerings. CRM marketing intelligence will help improve conversion rates and the lifetime value of customers through timely, relevant communications (Onifade et al., 2024).

6. Success Measurement and Evaluation
Monitoring the effectiveness of digital marketing is critical for accountability and continuous improvement; thus, short-term digital marketing success will be determined via the use of a combination of both short-term engagement metrics and long-term value indicators.
The following are examples of key performance indicators (KPIs) used to evaluate the effectiveness of digital marketing:
· Social media engagement rates.
· Number of downloads and active users of the mobile app.
· Online conversion rates.
· Customer Lifetime Value.
Long-term performance measurement will be vital when considering Generation Z as their early engagement with a brand can create value for years to come. The establishment of trust and satisfaction are key to creating long-term value, emphasising the necessity to develop a digital strategy that focuses on building relationships (Kojuri & Ali, 2024). Strategies implemented based on predictive CLV models can improve decisions and resource allocation by predicting the future profitability of campaigns (Kumar et al., 2024).
Advanced analytics tools will provide ongoing monitoring, performance benchmarks, and optimisation for campaigns, resulting in improved marketing and return on investment (Al Khaldy et al., 2023).


7. Conclusion
The proposed digital marketing plan for Tesco demonstrates a data-driven and relationship-focused strategy to engage Generation Z consumers. Tesco will be able to utilise contemporary digital marketing theory and introduce best practices in the use of advanced analytics to reposition itself as an ethical, relevant, digitally engaged brand targeted toward younger consumers. The proposed strategy provides a direct link to the rapidly changing consumer behaviour, technological advancement, and sustainability expectations of consumers, which will create long-term loyalty and competitive advantage for Tesco within the UK retail grocery market.
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