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[bookmark: _Toc153775304]Introduction
In the continually evolving business scenery, the digital sphere is emerging as a critical arena that is altering how companies engage with consumers, create brand resonance, and drive growth. Since creating an accurate and structured strategy is essential for achievement in this digital era, the "Digital Marketing Plan" for "Tesco" might be explored. Successful digital marketing requires a thorough understanding of the theoretical foundations of specific obstacles in addition to a strong knowledge of wider digital improvements (Kingsnorth, 2022). This includes doing digital market research and developing full plans for digital marketing, in addition to covering the finer points of online promotional strategies. This virtual journey offers an opportunity for the podcast pursuant to examination, "Tesco," to make the most of the many opportunities of the internet.
[bookmark: _Toc153775305]1.0 Part 1: Organizational Analysis and its current Digital Strategy
[bookmark: _Toc153775306]1.1 Organizational Strategy: Brand missions and values
A brand's purpose, goals, and intended customer service are all clearly evident in a mission statement. It is thrilling and provides readers with a summary of the activities of the business as well as desired effect. This declaration might shift as the business expands and interprets its objectives.One can determine what the target market is by outlining the brand's objective. Everything that your company does can be connected to its purpose if it has a statement of purpose that is clear (Lin, Lin and Wang, 2021). It could be used as the ideal introduction when introducing a new audience to the company. It can be used as a great gauge to see if fresh efforts fit in with the overarching brand goal.One can determine what the target market is by outlining the brand's objective. Everything that your company does can be connected to its purpose if it has a statement of purpose that is clear. It could be used as the ideal introduction when introducing a new audience to the company. It can be used as a great gauge to see if fresh efforts fit in with the overarching brand goal. The public and employees should be able to identify with its purpose. The employees should be able to use a brand statement of purpose as a guide when making decisions or speaking on the behalf of the company. Finally, the mission statement may be an essential element to showcase to potential investors and partners that clearly communicate the value that the brand makes (Gupta et al., 2020).
Brand mission and vision of Tesco
Tesco is a UK-based business that grew from a market stall to the nation's largest supermarket through some of the toughest economic times. Since its founding in 1919, this corporation's goals and mission statements have been essential to its survival. Its steady expansion while keeping the client at the center of what it does is a sign of an established mission and vision.
One crucial tool for setting a company's growth ambitions is a corporate vision statement, which ought to be supplemented by regular polls on the internet. A mission statement for an organization is also very helpful. It identifies the strategic approach that aligns with an organization's business strategy and ensures possible success. Together with the business's basic beliefs, the two statements have shaped the growth.
Vision of Tesco
●  	Clarifying Tesco's desired position in the future is the goal of the vision statement. The company's goal to be highly appreciated indicates its continued devotion to providing for each player's demands in an array of ways in order to win their trust.
●  	Tesco has established itself to be a brand that appeals to everyone by making sure that it can cater to all consumers, including those who purchase online. The organization is proud to employ over 450 000 people from 11 markets to provide support for its UK clientele. With such a large staff, no client is overlooked and can't obtain goods if they need them.
Brand value
"Customer-focused, caring for everything, and little help make an impact" are among Tesco's fundamental values. These tenets have acted as Tesco's corporate identity for over a century. Tesco has developed an internal culture that values and cherishes its customers, which makes it a trustworthy company (tescoplc.com ,2023).
[bookmark: _Toc153775307]1.2 Online and offline business of Tesco 
Tesco extended their product line slowly. A variety of goods can be purchased, including food, books, toys, clothes, household items, and even gasoline. Currently, Tesco is a major international supermarket with about 5,000 outlets throughout several European nations. Still, the UK market remains to be its key focus. The core of Tesco's company plan is acquisition-driven development. However, they don't forget about the clients who help the business grow naturally. Keeping It Simple is the retailer's phrase, and they include this concept into their business plan as well. It may be delivered both offline and online. It has numerous retail locations worldwide. Additionally, the vast majority of its goods are sent out centrally. The remaining portion is sent straight to Tesco stores by suppliers. Its outstanding web approach makes it simple for customers to make purchases online. Tesco's internet approach demonstrates its dedication to convenience and value. Online and retail purchases are equally efficient. Its online presence is easy to use, much like its stores. Tesco's online operation has been tremendously successful all through the years.  Tesco has also had an upward trajectory in the UK grocery sector. Since 2010, Tesco has focused on consistently improving its online operations in an effort to offer consumers a worthwhile experience when they shop online. Tesco also just launched Click and Collect services, allowing consumers to place purchases online and pick them up at any Tesco location.
[bookmark: _Toc153775308]1.3 Internal and external flows 
The firm culture, assets, and objectives are instances of the elements that make up the internal setting. The macroenvironment, which includes impacts from the fields of politics, economics, law, and technology, and the microenvironment, which consists of vendors, distributors, rivals, and consumers, are examples of external flow.
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Figure 1.1 Created by Writer (Myself)

 Company culture and goals
It is Tesco's mission to "make the things that matter better, collectively." It is obvious from the statement that everyone adds to this company's success. It thus fosters a setting in which everyone can reach their potential while encouraging the company's continued development (tescoplc.com ,2023).
●    Tesco's image both inside and outside of the UK
depends heavily on its unwavering commitment to its clients' health, as demonstrated by this component. These days, this shop is possibly the best in the area since it carries foods straight from the farm and goes further than usual to maintain the highest levels of hygiene throughout all of its locations.
● Tesco continues to reiterate its ongoing commitment to delivering its customers with superior service every time it celebrates over a century of providing great value. The firm achieves this by providing its purchasers with more than merely an assortment of items; in addition, it forges an intimate connection with them to assist them to come up with more favorable decisions.
Macro environment
Political aspects
A variety of regulations relevant to online advertising and data security must be considered in Tesco's digital marketing strategy. Observing GDPR along with other data privacy laws is important. Any modifications to the federal laws controlling e-commerce and digital advertising might have an effect on this business. It's critical to continue developing and to adjust approaches as needed. Tesco's online advertising method needs to be adaptable enough to handle any future changes in rules that could negatively impact the digital marketing and e-commerce industries. GDPR, along with other laws protecting data must be strictly adhered to. The political landscape in the UK continues to shift, therefore it's vital to stay informed and adjust strategies as needed.
Economic factors
The general state of the market and the stability of the country's finances will affect consumer spending. "Tesco" should monitor economic data and inflation. There may be a reduction in consumer expenditure during downturns. However, given the present situation with the economy, the business stands to gain from present purchasing via the internet trends.
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Figure 1: Annual GDP graph of the UK
(Source: Statista.com, 2022)
Technical factors
The UK always implements smart and innovative technologies in the business operations. It's essential for online advertisers to keep up with the constantly evolving technologies. In light of enhanced customer experiences, Tesco may make use of AI-related technological advances.  Knowing which websites are most often used by the target market's demographic information is essential (Buye, R., 2021). Websites which sell products on the internet, social media platforms, and applications on handheld devices should all be given consideration when creating accounts.
Legal aspects
The British government always looks out for its residents, enacting employment laws and human rights regulations.Adherence to data protection regulations is vital to prevent legal issues. Tesco ought to have a robust data privacy policy in place.
Microenvironment
Customer
Tesco emphasizes its clients at the center of the entire company. When they're not happy, they're the ones who stick with the vendor or find another one. Additionally, the company receives a wealth of valuable information from its customers. Customers buy products that live up to their standards and satisfy their wants. Improved products draw in more buyers. Lastly, a broader demographic finds varied distribution outlets appealing. Tesco may thus target a broader spectrum of market sectors.
Products
Tesco considers how its goods are viewed and displayed to their customers, from quality to safety, packaging, and designs. There are linked aspects such as category management and building products. They always strive towards improving their offering in light of feedback from collaborators and customers.
Rivals
Tesco has stiff competition, especially from the shops listed below. Although there is a lot of competition in the UK retail market, Tesco, Asda, and Sainsbury's are the three most prominent brands.
[bookmark: _Toc153775309]1.4  Marketing Strategies of Tesco 
[bookmark: _Toc153775310]Sostac marketing model 
One of the most often used methods of planning a strategy is the SOSTAC method of market evaluation and preparation. The popular assessment tool, known by its acronym SOSTAC (situation analysis, objectives, strategy, tactics, actions, and control), has a reputation for yielding better results. The SOSTAC planning tool understands that the initial phase in entering a new market for an organization is to assess both the business's current position and the conditions of the new market. This information can assist with the planning process; the scenario comprises the industry's policies and anticipated market. The company's goals are also essential since they will guide management on the steps that have to be taken to meet the goals (Irwanto, Murniati and Fauziyah, 2021).
The SOSTAC model's next phase is developing an accurate plan. A company's plan outlines the methods it plans to accomplish its objectives and goals. An effective strategy ought to take the business setting and goal-achieving process into account. The third variable in the model is tactics; a tactic is a little attempt that adds up to the strategy and helps an organization like Tesco achieve its objectives. The exact steps a business will take to carry out its planned plan are called actions. The control stage is the final one phase in the SOSTAC technique. Control entails evaluating the company's approach. 
[image: ]
Figure 2: SOSTAC model
Source:  (Irwanto, Murniati and Fauziyah, 2021).

Technology is progressively becoming more and more significant in marketing as it helps businesses increase sales and satisfy customers. Tesco is additionally employing technologies to enhance its marketing efforts. Instead of using their physical shops, the usage of internet forums has helped generate enormous sales and turnover. Tesco is growing more and more dependent on growing internet services since it uses the information to determine products that are in high demand and identify those that need to be advertised and promoted. In addition, online information gives Tesco access to customer input and ratings of satisfaction from a variety of sources. Tesco receives advantages from a wealth of the web information that it can use to create its current internet advertising approach and offer services to customers. Email advertising has shown to be an effective way of providing customers with details on items and services, in addition to website or e-commerce marketing efforts. Tesco has found that marketing via email is really helpful for their online company.
Tesco will be enabled to identify market trends, industry interests, and market segmentation using the help of web analytics. It is seen as a crucial instrument for ascertaining the hobbies and tastes of clients. Tesco's internet presence accounts for a significant portion of the company's earnings, therefore using internet analytics will be helpful. Web analytics makes it easy to monitor website traffic from a variety of sources such as email, social networks, search engines, and displayed advertisements. With analytics for the web information, Tesco could expect significant profit even with a smaller marketing expenditure. Big Data analytics is becoming increasingly popular, and many businesses are employing it to boost their competitiveness (Lies, 2019). Tesco will be enabled to collect more income as well as function more efficiently thanks to the application of big data. Tesco should make certain to use technologies for big data analytics to enable prescriptive as well as predictive analytics. Using these tools will make it easier to analyze enormous quantities of data quickly and in real time. Big data has the added advantage of being able to handle both arranged and unstructured data types. Data mining methods such as clustering, segmentation, regression analysis, and correlation are used to derive consumer insights.
CRM is additionally considered to be very significant in regulating customer happiness. Technologies such as the internet and CRM should be explored by Tesco as well. In addition to helping Tesco maintain its current clientele, CRM will enable the company to attract prospective customers. CRM is an approach that studies client requirements to assist establish a solid rapport between the customer and the business. Tesco will be able to find profitable consumers, boost sales, and encourage product cross-marketing with the use of CRM. Tesco ought to employ the kind of CRM software which best suits its needs as there are multiple kinds accessible (Wang, 2023).
Targeting
TESCO's goods and services take into account the requirements of its consumers as a whole. In addition, the business has developed unique product sets for different customers in accordance with their needs and tastes. In contrast to other high street shops, the corporation has dealt with the customers' ability to negotiate with them. TESCO plc's product line is targeted at customers who have the ability to negotiate for excellent products from merchants. In order to build a client base that is conscious of brands, the company has focused its approach to pricing and product assortment on building brand loyalty.
Positioning
The items on the shelves of TESCO have maintained an important gap between price and quality. Sansbury offered medium-quality items at an affordable price point in contrast to TESCO. When it pertains to the premium product category, TESCO performs superior operationally. In contrast to Waitrose and M&S, the products are reasonably priced.
Positioning map
The company's outstanding achievement has been demonstrated by TESCO plc's performance in the stock market and dividend per share. The dividend rate remains unchanged from the previous year. The creation of value through diversified operations has been acknowledged as a critical component of management. With the launch of Tesco Bank and Tesco Mobile, the business's commercial operations have become broader. The company has taken advantage of the UK's growing digital technology sector by investing a substantial sum in the development of the virtual network infrastructure. In addition to generating social value, the TESCO brand did so by opting to refund the business rates exemption during the COVID-19 pandemic with the goal to benefit groups that require extra assistance. Through the Club card characteristic, values can be made available to the participants. The firm took the decision to launch the price match programme in order to provide unique benefits to the brand's devoted clients  (forbes.com , 2021).
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Figure 4: Positioning map of Tesco
Source : (forbes.com , 2021).
[bookmark: _Toc153775311]1.6 Marketing mix of Tesco 
The 4Ps of publicity, or the promotional mix, are a set of principles that assist marketers in developing and carrying out successful marketing initiatives. The concept enables businesses to identify and improve the vital components needed to promote and market their products and services. The strategy for marketing consists of four parts: product, pricing, venue, and promotion.
Product
Tesco sells a wide range of goods, such as food, clothing, technology, and home goods. Their range of goods is made to meet the wide spectrum of wants of their clientele, ensuring that they will be able to easily find all they require in one location (Rosnizamet al., 2020).
Price
Tesco aims to bring in budget-conscious customers by providing affordable prices for its goods. In order to make sure that its pricing is reasonable and competitive, the firm continuously tracks and evaluates the prices of its rivals.
Place
Tesco has an extensive network of retail locations in the UK and other nations. The business carefully chooses the sites of its retail locations to guarantee that they are easily accessible to customers, taking into consideration factors like competition presence, client needs, and population density. Tesco has an extensive website and provides customers with the ease of doing their consumer shopping from anywhere (Caliskan, Özkan Özen and Ozturkoglu, 2021).
Promotion
Tesco often offers reductions, incentives, and multi-buy deals in the store to entice customers to make purchases. Tesco engages in public relations efforts to uphold a favorable brand image and foster customer connections. Tesco engages with customers through promotional emails, internet advertising, and social media platforms such as Facebook, Twitter etc.
Physical 
Tesco has carefully arranged its items in its retail locations to facilitate cross-selling, all while responding to the needs and preferences of its customers. One thing that's thought to be important is how clean the shops are. In addition to its actual shop, Tesco's online site is simple to use (Darmawan and Grenier, 2021).
People
The company's success is mostly down to their excellent sales assistants. Tesco uses a variety of campaigns, such as Buy as You Earn and The colleague Privilege Cards, to motivate its staff. 
Procedure 
Streamlining the method of billing and making it easier to buy items both online and offline are two facets of Tesco's marketing mix strategy. Tesco maintains a seamless working procedure by recruiting staff members who are capable of handling consumers with speed.


2.0 : Develop a Digital Marketing strategy 
[bookmark: _Toc153775312]2.1 SMART objectives
Applying the SOSTAC framework can be clarified as the use of SMART components. Maintain SMART targets for the strategic goals, connect them with tactics, and ensure that everyone on the team is aware of the specific goal. The staff can stay on task employing the marketing resources and tactics included in Smart Insights. Managers can set targets by using the sophisticated module, which forecasts results and ROI for business partners' digital marketing activities (Panda and Mishra, 2022).
[bookmark: _Toc153775313]2.2 Digital communication tools
Participation on Social Media: Using various social media channels is crucial for communicating with the audience, promoting goods, and fostering an atmosphere of community.
Email Promotion: Maintaining close contact with the audience necessitates developing an email list of buyers to  Tesco products. Retail businesses are thinking about running targeted advertising campaigns that are paid on platforms such as Facebook, Instagram, Twitter, and Google Ads. By allocating money for paid advertising, they are able to broaden their audience and raise understanding of the programme. Regular programme monitoring and modifications ensure cost-effectiveness (Peter, and Dalla Vecchia, 2021).

[bookmark: _Toc153775314] 2.3 Buyer personas to help design customer experience
Market segmentation
	Bases of segmentation
	Target customers of Tesco

	Geographic
	Region: UK
The whole United Kingdom can be the primary target of the marketing initiatives.
Population:
Urban Areas: These areas are characterized by cities and sizable towns and have a high population density.
Suburban Areas: The suburbs that surround large cities have a modest population density.
Rural areas: The rural areas having low population
.

	Demographic
	Age: Teenagers (18–24), Working Professionals (25-40), Middle-Aged Adults (41-60), and Seniors (61+).
Gender:
Male - Targeting male interested in family, lifestyle,
Female– All the female members
Occupation: All type of working persons from every socioeconomic groups
Social status: Lower Income, Middle Income, and Higher Income.
Family size: Singles, Couples without Children, Small Families, and Large Families.

	Psychographic
	Lifestyle: All Professionals Seeking Budget friendly goods
Personality: Person seeking a wider range of products in low budget

	Behavioral
	Occasions: Regular
Benefits sought: High-volume, low-cost
User status: Long time clients
Attitude: Cost conscious



The marketplace has been divided into four categories based on the above mentioned factors.
Under its groceries and high street retail businesses, TESCO has mostly dealt with food and conventional commodities including books, clothing, toys, and electronic goods. Given the items' necessity, TESCO can decide to take into account various UK geographical regions, ranging from rural to semi-urban and cities (De Villiers, Tipgomut and Franklin, 2020). People of all ages find the products and amenities offered by shops and high streets to be equally acceptable. The products that TESCO offers are necessary for individuals of both genders. The two advantages to TESCO Plc's behavioral market category are pricing and quality efficiencies. A client who values quality would ordinarily be the first option for TESCO items.
For example,
[bookmark: _heading=h.p93nahijl3cm]Customer Persona
Customer Name: John Harvard
Background
Completed the  master's in literature
Demographics
●      Male
●      Age 30 years
●      Annual income: $ 20000-25000
●      Lives in South West England
Goals
Interested in discounts and promotions, appreciate diversity and price
Obstacles
The swift expansion of digital media led to heightened rivalry.
Greatest phobias
Escalating rivalry in the retail sector and changing buyer habits

[bookmark: _Toc153775315]2.4 The impact of machine learning on digital marketing 
With the advent of automation into previously time-consuming and tedious activities, machine learning techniques have become essential in the field of digital marketing. Algorithms like these have the capacity to filter through intricate information, exposing trends and allowing forecasts based on data. Artificial intelligence referred to as machine learning makes it feasible for computer programmes to develop and acquire knowledge on their own while needing to be explicitly written. Machine learning is used in online advertising to evaluate huge amounts of data in order to find trends, create forecasts, and obtain insights (Miklosik et al., 2019).
The way advertisers interact with their intended consumers has completely shifted thanks to artificial intelligence automation of marketing. This paradigm change eliminates routine tasks like social media planning, marketing via email, and ad management for campaigns, hence simplifying the procedures for marketing. As a consequence, businesses ensure a unified and focused message while saving valuable time and money. With this improved efficiency, marketers may concentrate on more complex duties like evaluating campaign results and creating creative marketing plans.
AI has affected digital marketing in additional fields as well, such as customer care, where chatbots powered by AI and AI-powered virtual assistants have developed into very sophisticated instruments. With the capacity to understand language that is natural, these systems that use AI provide immediate customized assistance to clients. They skillfully answer consumer requests, provide item suggestions, and enhance the customer's experience, all of them foster customer devotion and happiness (Li, 2019).
A groundbreaking era in digital marketing has recently been brought about by AI and machine learning, offering a plethora of advantages that have completely changed the way that companies like Tesco are promoted as well as how consumers are engaged. The key element of modern marketing, customization, has reached unparalleled levels. With the use of such technologies, marketers may create encounters that are specifically tailored to the activity and preferences of their customers. Companies may provide customized content, suggestions for goods, and advertisements by evaluating particular interactions and data, which substantially improves customer retention and loyalty. This degree of personalization dramatically boosts the possibility of purchases while also improving the end-user experience (Mu and Zeng, 2019).
The marketing information system is a software program useful for collection and evaluation of information to make various business decisions and this software may be used by Tesco regarding obtaining useful information about what the customer want, their buying habits and the best way to marketing different products. 
The customer relationship management program is one of the best approaches that involves segregation of customers on the basis of their store expenditure and Tesco can use this program to make major segregation of their customers to make differentiation among customers with higher spending and occasional customers.
Tesco working with thousands of first tier suppliers on a partnership basis who are located in the UK and other parts of the world where the organization is operating and there is a transparent business approach among suppliers and the organizations and this is the key strategy of the human right approach of the organization.  
Tesco has been using artificial intelligence, big data and cloud which are major disruptive technologies for making digital transformation of various operations of the organizations and these digital data can be used for major operations of the company and making major decisions and important for customer segmentation and targeting the potential customers. 
[bookmark: _Toc153775316]2.5 Evaluation of Machine learning applications help in digital marketing to maximize return on investment and return on stakes
Clients have deliberately used high-engagement media for advertising, such Facebook Static Ads, to generate effortless, impulsive purchases from the most engaged customers' social media feeds through integrating intelligent product recommendations with the likely to buy ML model. Companies like Tesco have to find and target customers who have an intense desire towards buying the things that are most likely to persuade them to do so at any moment. Tesco clients have seen an important rise in return on advertising expenditure, the recruitment of new clients, and the creation of lifetime value across every client's unique journey as a result from offering marketers having access to this knowledge (Beauvisageet al., 2023).
Numerous companies like Tesco are increasing their investment in AI because of the technology's tremendous return on investment. To be effective in their marketing strategy, an organization must gather every bit of information as possible. In addition, the organization has to analyze the data effectively and draw conclusions from it. A particular component of artificial intelligence (AI) that is helping a lot of businesses improve their advertising efficiency is machine learning, which has boosted return on investment.
The use of artificial intelligence (AI) and the use of machine learning (ML) are transforming the area of Digital Marketing in this day and age of rapid advances in technology. These powerful instruments allow enterprises to use knowledge derived from data, enhance relationships with customers, optimize advertising efforts, and seize previously untapped prospects for development and prosperity. Algorithms powered by AI may examine customer information and activity to determine which demographics are most suitable for focused marketing. AI enhances return on investment (ROI) and improves the efficacy of digital marketing efforts by improving ad placements, execution, and content (Landers and Behrend, 2023). In the era of digitization, the use of AI is really essential for business growth. Some of the advanced data analysis applications or tools that Tesco may employ to observe changes in the business include Hadoop, R, and Weka. 
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