       

[image: ]
[image: ]
MBA – Masters of Business Administration
DIGITAL MARKETING
LCMB7010
Assessment 1




Student Name   :  SONA VADAKKEKARA
Student ID      :   2212235


Contents
Part- A	3
1. Introduction	3
2. Digital assets	3
3. Application of digital assets	3
3.1 Internal digital marketing structural flows	3
3.2 External advanced promoting primary streams	5
3.3 Digital marketing strategies	7
4. Digital marketing strategies for Tesco products and services.	9
Part B	12
1. Introduction to artificial intelligence	12
2 Introduction to Machine Learning	12
3. Application of AI and Machine learning in digital marketing	13
4. Customer segmentation	14
4.1 Forecasting with machine learning	14
4.2 ROI maximisation using machine learning	14
Conclusion	16
Recommendations	17
References	19



[bookmark: _Toc133763756]Part- A
[bookmark: _Toc133763757]1. Introduction 
The report will aim to critically appraise and appraise the digital impact on each element of the marketing mix and the range of different E-Marketing tools available to marketers. The report will further critically evaluate contemporary digital and e-issues affecting customers, and intermediaries. The organisation that will be chosen for the report is Tesco. The report will also critically appraise and analyse how a retail business organisation such as Tesco is represented digitally and makes use of digital marketing within the media and wider social sphere. The report also exhibits a thorough analysis of digital assets the organisation owns, focusing on its website and providing an indication of the balance between internal and external communication structural flow in the digital markets such as information architecture, and marketers. 
The report will also discuss in depth the applications of machine learning in digital marketing, in order to maximise the ROI. Moreover, the report will discuss the importance of digital assets and how they are applied within the retail organisation Tesco. The report will also discuss internal and external digital marketing structural flows. The digital marketing strategies of Tesco and its usage of AI and machine learning will also be analysed. Effective recommendations will also be provided to Tesco in order to enhance their marketing practices in a competitive environment.
[bookmark: _Toc133763758]2. Digital assets 
Digital assets are assets that are intangible that can exist digitally and they can be owned as well as traded as a physical asset. It can involve things such as digital art, and cryptocurrencies. All the assets are kept stored on digital networks can be electronically as well as digitally transferred. Digital assets are gaining immense popularity due to easy transfer Dawson, (2022). However, they also contain risks such as security breaches, hacking and which result in losing ownership and theft of assets.
[bookmark: _Toc133763759]3. Application of digital assets 
[bookmark: _Toc133763760]3.1 Internal digital marketing structural flows 
Internal digital marketing structure flow is considered a process as well as a system that helps govern the flow of resources as well as information. The structure of the flow entirely depends upon the complexity as well as the size of the organisation, however, they also involve communication as well as collaboration among teams and stakeholders (Huang, 2016).
Tesco is considered a multinational retail giant that is operating in several nations worldwide. As an organisation that holds significant importance in the world of digital marketing. Tesco has made investments in building a robust internal digital marketing structure. The structure helps in ensuring that the organisation’s efforts are very well coordinated as well as aligned with the overall business goals.
The digital marketing team at Tesco closely works with the internal teams including IT project management as well as data analytics, in order to ensure that the campaigns are aligned with the organisation’s business goals. They are also collaborating with external patterns that include technology vendors, and advertising agencies in order to leverage their tools as well as expertise. Moreover, in order to facilitate appropriate internal marketing structural flows, Tesco can potentially use project management software and tools such as Trello or Asana for tracking as well as managing the tasks, resources, and deadlines (Wood, et al., (2016). The organisation can also organise regular meetings such as monthly as well as weekly status updates for ensuring that all the shareholders are aware of the campaign procedure and any challenge or issue that is required to be addressed. 
One of the primary teams accountable for executing digital marketing campaigns at Tesco is the Marketing Operations team. This team is responsible for planning, executing, and optimising marketing campaigns across different digital channels, such as email, social media, and display advertising (Loonam, et al., 2018). The team ensures that marketing campaigns are aligned with business goals, and they work closely with other internal teams, such as product management, data analytics, and IT, to ensure that campaigns are supported by the necessary infrastructure and data.
The Showcasing Tasks group utilises the venture-the-board device to manage undertakings and cut-off times. This device assists in guaranteeing that all partners know about the advancement of the meetings and that any issues or difficulties can be tended to instantly. The managers in Tesco likewise have standard gatherings to examine progress and recognise regions for development. They examine the information from the meetings and make vital changes in accordance with improved execution. One more group engaged with the inner advanced showcasing structure at Tesco is the Information Investigation group. This group is liable for gathering and investigating client information to illuminate advanced showcasing efforts (Brannem, et al., 2020). They work intimately with the promoting activities in order to guarantee that the meetings are information-driven and upheld by the foundation. The information examination group likewise gives bits of knowledge on clients’ conduct and inclinations, which assists with fitting promoting efforts to specific client sections. 
The IT group is likewise a basic piece of Tesco's interior computerised promoting structure. They are answerable for giving the fundamental innovative foundation to help computerised showcasing efforts. This incorporates ensuring that Tesco's website is all-around advanced for web search tools, giving dependable facilitating administrations, and keeping up with the vital computerised promoting devices and frameworks. The IT group similarly guarantees that Tesco's computerised showcasing efforts are secure and safeguarded from digital assaults (Tse, et al., 2016). The copywriting and configuration groups are answerable for fostering the substance and imaginative resources utilised in computerised promoting efforts. They work intimately with the Advertising Tasks group to guarantee that the material and imaginative resources are steady with the brand's informing and values. 
The Copywriting group is answerable for making convincing messages that resonate with the interest group, while the planning group makes eye-catching visuals and illustrations that catch the crowd's attention. Tesco's advanced promoting structure is similarly upheld by outside accomplices, like publicising offices and innovative sellers. These accomplices give extra skill and assets to help Tesco's advanced showcasing efforts (Harun, et al., 2018). For instance, Tesco works with publicising offices to create and execute inventive promotion campaigns that are customised for specific client sections. They similarly work with innovation sellers to give entrance to showcasing computerisation equipment that assists to level out promoting tasks.
[bookmark: _Toc133763761]3.2 External advanced promoting primary streams 
Outside computerised promoting underlying streams at Tesco include the cycles and frameworks that the organisation uses to team up with outer accomplices, such as offices and retailers, to execute advanced showcasing efforts. Tesco works with outside accomplices to use their domination, instruments, and assets to help its computerised advertising endeavours. One of the essential outer accomplices that Tesco works with is publicising organisations. Promoting offices gives the inventive and vital ability to help Tesco's computerised advertising efforts. They work intimately with Tesco's Advertising Activities group to foster operations that are lined up with business objectives and are custom-made for precise client sections (Haesevoets, et al., 2017). The organisation similarly works with Tesco's Copywriting and Configuration groups to foster innovative resources, for instance, promotion duplicates, visuals, and designs, that are predictable with the brand's advice and values. Promoting offices equally assist Tesco with recognising new computerised showcasing open doors, for instance, arising web-based entertainment stages or promotion arranges, that could be utilised to contact new consumers. 
Another key external accomplice that Tesco works with is innovation traders. Innovation dealers give admittance to showcasing computerisation methods and stages that assist Tesco with smoothing out the process of promoting tasks. For instance, Tesco utilises promoting computerisation stages to oversee email campaigns, web-based entertainment posting, and other showcasing exercises. These stages help to mechanise repetitive undertakings and empower Tesco. Tesco additionally works with information and investigation sellers to acquire experiences in client conduct and inclinations. These experiences assist Tesco with fitting its computerised promoting efforts to explicit client sections, expanding the adequacy and return on initial capital investment of these missions (Heller, 2017). Information and investigation merchants additionally assist Tesco with estimating the exhibition of its missions and recognise regions for development. Outside computerised promoting underlying streams at Tesco work with areas of strength by outer accomplices. 
Tesco's Showcasing Tasks group works intimately with organisations and sellers to guarantee that tasks are executed proficiently, successfully, and promptly. They regularly discuss with outer accomplices to guarantee that all partners know about the advancement of the mission and issues or advances that need to be tended to. Tesco additionally utilises project executive instruments, like Asana, to oversee assignments and reduce time with outside accomplices. This assists with guaranteeing that all partners know about their obligations and that tasks are finished on time (Heller, 2017).  Tesco's Showcasing Tasks group similarly gives clear briefs and rules to outer accomplices for guaranteeing that tasks are reliable with the brand's values, as well as working with outside accomplices, Tesco additionally teams up with different associations, such as powerhouses and influencers, to advance its items and administrations.
 These joint efforts include Tesco working with powerhouses and influencers to make content that spreads Tesco's products and processing to their crowds. Powerhouses and influencers are ordinarily chosen according to their main interest group, their range, and their commitment. Tesco additionally teams up with different retailers, like Ocado and Morrisons, to advance its products and services (Bilińska-Reformat, et al., 2018). These coordinated efforts include Tesco working with different retailers to offer joint advancements and limits to clients, expanding the permeability and appeal of its items and administrations.


[bookmark: _Toc133763762]3.3 Digital marketing strategies
Current strategies
The marketing strategies of Tesco are centred around utilising computerised channels to reach as well as draw in customers, it increases brand mindfulness as well as helps in driving deals. Tesco utilises an assortment of computerised showcasing strategies, for instance, email promoting, web search tool advertising virtual entertainment showcasing, and pay-per-click promoting, to interact with buyers at various stages of their purchasing process. One of Tesco's key advanced promoting techniques is email marketing. Tesco has a huge client information base that it used to send designated emails to clients. These strategies can be customised in view of client inclinations and conduct, such as past buys or interests (Rosnizam, et al., 2020). Tesco additionally sends customary bulletins and limited-time messages to clients to stay up with the consumers on new items, exceptional offers, and advancements. Tesco additionally utilises virtual entertainment that showcases drawing in clients and constructs brand mindfulness. The organisation has major areas of strength through web-based entertainment stages, including Facebook, Twitter, Instagram, and LinkedIn. Tesco utilises these strategies to share content, for instance, item pictures and recordings, special offers, and client audits. The organisation likewise utilises web-based entertainment to answer client questions and criticism as quickly as possible, the organisation is also assisting with further developing consumer loyalty and devotion (Grigorescu, A. and Zaif, 2017).
One more significant advanced digital marketing strategy for Tesco is site improvement (Website design enhancement). Tesco's website is advanced for web indicators, such as Google, to guarantee that it shows up at the highest point of indexed lists when clients look for important tags. Tesco utilises Web optimisation strategies, including watchword research, content streamlining, and external link establishment, to further develop its web index rankings and direct people to its website. Tesco additionally uses pay-per-click (PPC) promotion to direct people to its website and increment deals. PPC publicising includes paying for advertisements to show up at the highest point of list items or through virtual entertainment stages (Chen, 2022). Tesco utilises PPC promotion to target special consumer fragments, guaranteeing that its advertisements are seen by the appropriate audience at the ideal time.
In addition to this computerised showcasing system, Tesco similarly utilises a scope of different procedures to reach and draw in consumers. For instance, the organisation utilises resourceful promoting, for instance, SMS informing and message pop-ups, to arrive at consumers on their cell phones. Tesco likewise utilises offshoot showcasing, where it accomplices with different websites to advance its goods to a more extensive crowd. One more significant advanced marketing strategy for Tesco is content promotion. The organisation makes a scope of content, including blog entries, recordings, and online entertainment posts, to draw in consumers and structure brand mindfulness (Singh, et al., 2015). Tesco's products are in many cases zeroed in on proposing some benefit to clients, such as guidelines or ways to utilise its items, as opposed to directly advancing its items.
Lastly, Tesco utilises information and examination to illustrate its advanced marketing techniques. The organisation gathers information on client conduct, inclinations, and associations with its website and virtual entertainment channels. This information is utilised to distinguish patterns and bits of knowledge that can be utilised to further develop Tesco's computerised advertising efforts and consumer experiences.
New strategies
Tesco is consistently searching for new and innovative ways to associate with its consumers and remain ahead of its competitors. The new marketing techniques used by Tesco are Customised advancements, Tesco has been exploring different possibilities regarding customised advancements that are custom-made to all consumer’s shopping inclinations and choices. By breaking down the information on consumers' buying history and conduct, Tesco can offer customised innovations that are bound to interest them. For instance, Tesco's Clubcard steadfastness plot has been utilised to accumulate data on consumers' shopping choices and inclinations, which Tesco then, at some point, uses to offer improved advancements and arrangements (Singh, et al., 2015). This customised approach improves consumers’ experiences as well as appeals to consumers to spend more. 
Tesco Portable, Tesco has been venturing into the cell phone market with Tesco Portable, which offers reasonably flexible plans with various advantages and rewards. The organisation has been advancing Tesco Portable on its website, and through virtual entertainment channels to contact more extensive consumers. Tesco Portable has turned into a well-known choice for consumers that are searching for reasonable plans, and it has assisted Tesco with growing its consumer base past its conventional staple retail offering (Ellis and Bhakta, 2015). Online entertainment showcasing, Tesco has been using resources in web-based entertainment advertising to arrive at a new segment and interface with its consumers on a more intimate level. Tesco's online entertainment channels, including Facebook, Twitter, and Instagram, are regularly refreshed with new products, advancements, and company news (Ross and Harrison, 2016). Tesco has similarly a highly committed YouTube channel that contains cooking instructional exercises, and item surveys, that resonates with its main interest group.
Natural drives, Tesco has been focused on decreasing its natural effect and has sent off a few initiatives to advance supportable practices. One of its huge drives is the "Little Aides Plan," which includes a few manageability objectives, for instance, reducing food wastage, utilising 100 percent environmentally friendly power, and proceeding with feasible farming. Tesco has been advancing these campaigns through its promoting efforts, which have assisted the organisation with upgrading its image and appeal to naturally familiar consumers. Internet shopping, Tesco has been putting resources into its internet shopping stage to take care of the developing interest in online shopping for food. Tesco has been advancing its web-based shopping experience through its website, virtual entertainment channels, and other web-based channels (Peeroo, et al., 2016). The organisation has similarly been offering beneficial transmission choices, such as instant home delivery, to make online shopping more accessible and helpful for its consumers.
Taking everything into consideration, Tesco is constantly searching for new and creative ways of improving its image and associating with its clients, and remaining ahead of its competitors. By executing these new showcasing systems, Tesco has had the option to grow its consumer base, improve client dedication, and advance economical practices, which have assisted the organisation with keeping up with its market position as a forerunner in the staple retail industry.
[bookmark: _Toc133763763]4. Digital marketing strategies for Tesco products and services.
As possibly the biggest retailer in the world, Tesco has been utilising computerised advertising systems to advance its items and administrations to consumers. Social Media Marketing, Tesco has been utilising virtual entertainment platforms such as Facebook, Instagram, and Twitter to advance its products and services. Through virtual entertainment, Tesco has had the option to make drawing in happy consumers, post refreshes on items and advancements, and associate with consumers. By doing this, Tesco has had the option to increase brand mindfulness, consumer dependability, and agreements (Loonam, et al., 2018). For instance, Tesco has been utilising online marketing to develop its Clubcard dependability plot, which rewards consumers for their reliability. Tesco has been utilising Facebook to publicise its Clubcard advancements, such as coupons, choose arrangements, and cashback offers. Additionally, Tesco has been utilising Instagram to advertise its new products and other food to draw in more new customers ( Yawson and Yamoah, 2022). By utilising online marketing to promote its products and services, Tesco has had the option to contact a more extensive consumer base and drive deals.
Email marketing, Tesco has been utilising email marketing in order to promote its products and services to its consumers. By sending customised and designated messages, Tesco has had the option to support a return to buys and drive deals. Tesco has been sending customised advancements and arrangements to its Clubcard consumers, which depend on their shopping tendencies and inclinations (Joshi, 2016).  By utilising email marketing, Tesco has had the option to upgrade consumer dependability and increment deals. Influencer marketing, Tesco has been teaming up with advertisers to promote its products and services to their consumers. By teaming up with advertisers who have a huge following and impact on their crowd, Tesco has had the option to contact a more massive crowd and create more deals (Coates, et al., 2019). For instance, Tesco has collaborated with food bloggers and Instagram influencers to promote its food items and recipes to their followers. This approach has assisted Tesco with interacting with a different crowd and making a more customised involvement with its consumers.
Content Marketing, Tesco has been utilising content advertising to give significant data and experiences to its consumers. By making educational content, Tesco has had the option to draw in new clients and reinforce its relationship with existing ones. Tesco has been utilising its website and virtual entertainment channels to distribute recipes, cooking tips, and other food-related content that requests to its target consumers. This approach has assisted Tesco with safeguarding itself as a trusted brand and structuring brand dependability among its consumers. Mobile Marketing, Tesco has been utiliisng advertisers to reach its consumers on their cell phones and tablets. By making dynamic websites and applications, Tesco has had the option to give a consistent shopping experience to its buyers (Younis, 2015). Tesco's versatile application permits consumers to peruse and buy items, view advancements and arrangements, and track their Clubcard applications. This approach has assisted Tesco with taking special care of the developing interest in portable shopping and upgrading consumer commitment. 
Search Engine Marketing, Tesco has been utilising search engine marketing to direct people to its website and increase deals. Tesco has been utilisng Google Advertisements to target slogans connected with its items and executives, for instance, "staple conveyance," "new produce," and "web-based shopping." By utilising search engine marketing, Tesco has had the option to build perceivability on web indexes and draw in consumers that are searching for items and other things that Tesco has to offer (Younis, 2015).
Overall, Tesco has been carrying out different marketing techniques to advance its items and attract its audience. By utilising Social Media Marketing, email marketing, influencer marketing, content marketing, mobile marketing, and search engine marketing. Tesco has had the option to make a more customised shopping experience for its consumers and drive sales as the retail business is constantly developing. 
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[bookmark: _Toc133763765]1. Introduction to artificial intelligence 
Artificial Intelligence has a large number of uses across different businesses, including medical services, finance, transportation, assembling, and diversion. For instance, artificial intelligence can be utilised to analyse weaknesses, further develop exaction identification in monetary exchanges, enhance store network the executives, and make customised suggestions for consumers. In any case, the advancement of artificial intelligence raises moral and social worries, for instance, work removal, protection concerns, and predisposition in navigation (Verghese, et al., 2018).  As artificial intelligence innovation keeps on advancing, it is vital to guarantee that it is created and utilised in a moral and dependable way to expand its advantages while limiting its negative impact.
Artificial intelligence (AI) has become progressively important in this today's world and age because of its capacity to perform undertakings that commonly require human knowledge, for example, visual discernment, discourse acknowledgment, direction, and normal language handling. Simulated intelligence can change pretty much every part of our lives, including medical services, transportation, money, training, and diversion (Verghese, et al., 2018).   Artificial intelligence can perform tasks quickly and more precisely than people, prompting expanded efficiency and productivity. This can assist organisations with setting aside time and money and further develop consumer loyalty.
[bookmark: _Toc133763766]2 Introduction to Machine Learning 
AI is a subsection of computerised reasoning (AI) that includes the utilisation of calculations and measurable models to empower machines to attain information and pursue predictions or choices without being indisputably modified. In other words, machine learning can break down and recognise designs in vast datasets and attain from them, which empowers them to make forecasts or make moves in view of new information (Bell, 2022). This interaction is known as preparing, where an AI model is taken care of with a lot of information to empower it to recognise designs, gain from them, and sum up the learned examples to new information.
Moreover, machine learning is a subset of artificial intelligence that includes utilising calculations and measurable models to empower machines to attain information and settle on forecasts or choices without being unequivocally modified. AI calculations can distinguish designs in huge datasets and gain from them, permitting them to make expectations or make moves in view of new information (Bell, 2022) There are three primary kinds of machine learning administered, unaided, and supported learning. AI has t many applications, including picture and discourse acknowledgment, normal language handling, prescient examination, and proposal frameworks.
[bookmark: _Toc133763767]3. Application of AI and Machine learning in digital marketing 
Artificial intelligence (AI) and Machine Learning (ML) are quickly changing the field of advanced promoting by assisting advertisers with streamlining their missions, further developing client focusing on, and conveying customized encounters (Cioffi, et al., 2020). Here is a portion of the utilisations of simulated intelligence and ML in computerised showcasing:
Predictive analytics: AI and ML calculations can investigate tremendous measures of information to recognise designs and foresee future results. This can help marketers to make data-driven decisions about their campaigns, such as which channels to focus on and which content will be most effective.
Customer segmentation and targeting: artificial intelligence and ML can assist advertisers with distinguishing the most important client fragments and making designated decisions to contact them. This can prompt more proficient utilization of showcasing assets and higher change rates.
Chatbots and virtual assistants: man-made intelligence-controlled chatbots and consumer service can give customised client care and back nonstop, further developing consumer loyalty and diminishing the responsibility on human specialists.
Content optimisation: computer-based intelligence and ML calculations can examine client conduct and inclinations to upgrade content, for instance, item proposals or customised email campaigns, to build commitment and changes
1. Consumer information acquisition techniques 
Tesco's Club card is a loyalty program that permits clients to procure attention for consumers and gives Tesco significant information on client conduct and inclinations. The information is then used to make designated offers and advancements in view of consumers' shopping experiences. Tesco utilises consumer reviews to assemble criticism on consumer loyalty, item inclinations, and shopping encounters. The information is utilised to further develop the consumer experience and illuminate item advancement. Tesco uses screens web-based entertainment channels to assemble bits of knowledge on client feelings and input on items and administrations (Azan and Karimah, 2022). This assists Tesco with answering client needs and worries as soon as possible. Tesco utilises website examination devices to investigate consumers’ activities on its website, for instance, which items consumers are looking at, how long they stay on a page, and which pages they exit from. This information is utilised to further develop the web architecture and client experience. Tesco involves in-store information assortment strategies, for instance, footfall examination and shelf track, to figure out client conduct and streamline store designs and item positions.
[bookmark: _Toc133763768]4. Customer segmentation 
[bookmark: _Toc133763769]4.1 Forecasting with machine learning
Tesco utilises AI machine learning to break down verifiable deals’ information, outer factors like climate, advancements, and different variables to anticipate future interest in its items. This empowers Tesco to upgrade stock levels, work on stock accessibility, and lessen squandering. Tesco utilises AI to advance costs by investigating client buying conduct, contender costs, and different variables to recognise the best price tags for its items. This can prompt higher deals and productivity. AI and machine learning assist Tesco with anticipating deals for new items, permitting the organisation to settle on information-driven choices on showcasing systems, creation levels, and stock administration (Shaikh, et al., 2022). 
Tesco utilises forecasting to upgrade its inventory network by determining requests, distinguishing the most productive courses for conveyance, and anticipating expected interruptions. This assists Tesco with further developing productivity, lessening costs, and giving a superior client experience. Generally speaking, Tesco's utilisation of AI for estimating permits the organisation to settle on information-driven choices that upgrade stock levels, further develop inventory network proficiency, and give a superior client experience (Paccagnini, 2021). This at last assists Tesco with remaining in front of the opposition in the retail business. By and large, Tesco's utilisation of AI for determining permits the organisation to go with information-driven choices that streamline stock levels, further develop store network effectiveness, and give a superior client experience. This eventually assists Tesco with remaining in front of the opposition in the retail business.
[bookmark: _Toc133763770]4.2 ROI maximisation using machine learning
Tesco, one of the world's biggest retailers, utilises AI to augment profit from ventures (return for capital invested) by distinguishing potential chances to increment income and diminish costs. Tesco utilises AI calculations to section clients in view of their buying conduct, socioeconomic, and different variables. This assists Tesco with making designated showcasing efforts and customised advancements that increment consumers’ commitment and unwariness. Tesco utilises AI to advance costs by examining client buying conduct, contender costs, and different elements to distinguish the best price tags for its items (Sparks, 2018). This can prompt higher deals and benefits. AI assist Tesco with advancing stock levels by anticipating request, recognising unpopular items, and reducing waste. This prompts cost investment funds and expanded productivity.
 Tesco utilises AI to identify deceitful exercises, for instance, taking Visa exchanges and phone audits. These assist Tesco with decreasing mishaps and keeping up with consumers’ trust. Tesco utilises AI calculations to streamline its inventory network by determining requests, recognising the most proficient courses for conveyance, and anticipating expected disturbances (Kollias, et al., 2022). This assists Tesco with further developing productivity, diminishing costs, and giving a superior client experience.



[bookmark: _Toc133763771]Conclusion
Based on the analysis above it has been concluded that Digital assets are gaining immense popularity due to easy transfer. However, they also contain risks such as security breaches, hacking and which result in losing ownership and theft of assets. Tesco utilises AI machine learning to break down verifiable deals information, outer factors like climate, advancements, and different variables to anticipate future interest in its items. Further, it has also been concluded that a significantly advanced digital marketing strategy for Tesco is site improvement (Website design enhancement). Overall, Tesco has been carrying out different marketing techniques to advance its items and attract its audience. By utilising Social Media Marketing, email marketing, influencer marketing, content marketing, mobile marketing, and search engine marketing. Tesco utilises AI to advance costs by examining client buying conduct, contender costs, and different elements to distinguish the best price tags for its items. This can prompt higher deals and benefits. AI assist Tesco with advancing stock levels by anticipating request, recognising unpopular items, and reducing waste.
Moreover, Tesco is constantly searching for new and creative ways of improving its image and associating with its clients, and remaining ahead of its competitors. Tesco also utilises AI to identify deceitful exercises, for instance, taking Visa exchanges and phone audits.




[bookmark: _Toc133763772]Recommendations 
· Increase investment in online sales: One of the main changes to the retail business lately has been the increase in online sales. Tesco has proactively made a huge interest in its web-based contributions, however, there is still an opportunity to get better. Tesco could profit from expanding interest in web-based deals by offering more items web based, working on its web-based stage and client experience, and growing its conveyance choices (Thakur, 2018). This would permit Tesco to contact a more extensive crowd and increment deals.
· Embrace sustainability: Sustainability is a developing concern for customers, and Tesco could profit from embracing manageable practices. Tesco could diminish its carbon impression by putting resources into environmentally friendly power, lessening bundling waste, and obtaining items from feasible sources (Jones, et al., 2015). Therefore, Tesco wouldn't just work on its standing yet could likewise decrease costs and work on its main concern.
· Expand its product offerings: Tesco is recommended to build its deals by expanding its product offerings. This could incorporate the contribution of more superior items, adding more global items, and expanding its own-image contributions. Thus, Tesco could speak to a more extensive scope of clients and increment its deals. Tesco could profit from extending its online product offerings by offering more items on the web. This could incorporate the contribution of more selective online items, for example, restricted release design things or tech items. Therefore, Tesco could separate itself from contenders and draw in clients who are searching for exceptional items.
· Improve customer experience: Improving customer experience is fundamental for any business hoping to increment deals. Tesco could profit from putting resources into its client care, working on its in-store insight, and offering more customized offers and advancements. Thus, Tesco wouldn't just enhance consumer loyalty but could likewise increment client conviction and deals. Tesco could further develop the customer experience by giving more customised shopping encounters (Calder, et al., 2016). This could incorporate contributions to individual shopping administrations, giving suggestions in view of a client's inclinations, or giving a more customised web-based shopping experience. Thus, Tesco could increment consumer loyalty and faithfulness.
· Reduce costs: One of the best ways of further developing funds is to decrease costs. Tesco could profit from diminishing its expenses by improving its store network, decreasing energy utilization, and lessening the above costs. By lessening costs, Tesco could expand its net revenues and work on its primary concern. Further, upgrading stock is an essential method for diminishing expenses. By keeping up with the right stock levels, Tesco can diminish the expenses of conveying an overabundance of stock while staying away from stock outs that could bring about lost deals. Tesco can likewise consider utilising stock administration programming to assist you with dissecting stock levels and pursuing more informed decisions
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