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[bookmark: _f0eh94kpqyw][bookmark: _Toc153773235]1. Introduction 
[image: ]
ASDA logo
(Source: Tangentia.com, 2023)
Digital marketing started in the fiscal year 1990 when the Archie search engine was developed. Companies started preferring online strategies like database marketing, as compared to limited list brokers. Databases pertained to tracking customer insights for companies that provided advantages to the company and built a relationship between buyer and seller. ASDA is a British supermarket chain that was bought by Walmart in the fiscal year 1999. One of the biggest and most well-known retailers in the United Kingdom (UK) is ASDA. With its 600 locations, it currently serves over 18 million people each week (Globaldata.com, 2023). 
To address new demands, the British Empire used machine learning, and an omnichannel strategy for retail, and now-iconic lines. In another way, a corporation can get a competitive advantage and stand out from the crowd by implementing the various techniques included in the ASDA marketing plan. ASDA is using digital marketing to promote customer engagement and draw its latest product innovation, rather than as a direct sales tool because customers do not like it being used to sell to them. ASDA launched its Grocery Home Shopping in the fiscal year 1997 with a prior focus on food (Globaldata.com, 2023). 
[image: ]
 Sales growth 
(Source: Statista.com, 2023)
In the fiscal year 2009, ASDA initiated the migration of its online shopping service to a further platform and sought a resolution to make transactions as convenient as possible for its customers. ASDA has more than 145,000 employees serving approximately 18 million customers worldwide (Corporate.asda.com, 2023). The overall revenue is estimated to be $ 6.87 million along with sales growth of 9.6 % (Corporate.asda.com, 2023). The ensuing analysis will delve into the intricate facets of ASDA’s digital marketing strategies, shedding light on how this retail powerhouse navigates the digital landscape to stay ahead of the curve. Through an exploration of ASDA’s digital assets, sweet spots, and effective strategies, this report seeks to unravel the complex tapestry of digital marketing within the context of a globally recognized retail leader.  
[bookmark: _k53dunarr75c][bookmark: _Toc153773236]2. Analysis of ASDA’s retail business   
[bookmark: _tw78b614wqyl][bookmark: _Toc153773237]2.1 Marketing Mix (7P’s)
[image: 7Ps of the Marketing Mix - Comprehensive Marketing Strategy Framework]
7P’s of marketing 
(Source:  calidadengestiondeproyectos.com))
This comprehensive analysis of the marketing mix of ASDA explores the 7Ps of ASDA and explores the corporation’s business and marketing strategies. The 7 Ps of marketing is Product, Price, Place, Promotion, People, Process, and Physical Evidence. This mix strategically establishes a business in the market and can be utilized with different levels of force.    
Product: ASDA provides a broad line of products like groceries, clothing, electronics, household items, and more. The focus is on providing a variety of products to meet customer needs based on different segments (Ologunebi and Taiwo, 2023). 
[image: Asda own brand products]
Source:- ASDA product - Bing images
Price: ASDA is well recognized for its adherence to providing low prices to customers. Price, promotions, discounts, and value packs are usually used to draw price-sensitive customers.  
Place: ASDA has a widespread web of physical stores across the country of the UK, making its products conveniently obtainable to a large customer base. Online shopping and home delivery assistance are a major part of ASDA’s distribution strategy. 
[image: Asda refreshes website as tablet version launches | News | Retail Week]
Source:-( Asda refreshes website as tablet version launches | News | Retail Week (retail-week.com)

[image: Asda ‘streamlines’ online presence as its shuts down Direct website]
Source:-  (marketingweek.com)

Promotion: ASDA engages in different promotional activities to develop consciousness and attract customers. Advertising through TV, radio, print, and online channels is used to communicate promotions and offerings (Campo et al., 2021). 
People: This refers to the employees and their role in delivering the customer experience. ASDA’s staff plays a pivotal role in assisting, and information, and maintaining an optimistic shopping environment. 
Processes: Encompasses the methods and processes utilized to deliver the products and services. Efficient supply chain management, checkout processes, and online order accomplishment are examples of processes in the retail context. 

Physical Evidence: In retail, this refers to the tangible elements that contribute to the overall customer experience. The layout and design of ASDA stores, the quality of products, and the packaging are all attributes of physical evidence that impact customer perception (Campo et al., 2021). 
[bookmark: _Toc153773238]2.2 Sweet Spot of Asda
[image: When Should You Outsource? How to Identify Core Competencies]
               Source:- (launchteaminc.com)
The term “sweet spot” in marketing generally refers to the factors that contribute to the company’s success in acquiring its target audience and gaining its business goals. Asda is known as a company that runs on value for money. A sweet spot is their competitive pricing while supplying quality items. Giving promotions, loyalty programs, discounts can draw and retain customers. Asda may aim to find the appropriate balance that keeps consumers coming back without compromising profitability. Asda has convenient shopping experience, both in-store and online. Services such, as click and collect or home delivery have greatly improved customer satisfaction. Asda utilizes channels, online advertising, social media and e commerce platforms to connect with a broader audience and cater to tech savvy consumers.






2.3 Segmentation, Targeting and Positioning of Asda

            [image: 15 Marketing Models You Should Know - [Free Books]]
         Source:- 15 Marketing Models You Should Know -(bigbobchang.com)
1). Segmentation:-  There are two types of segmentation like psychographic, geographic, and demographic segmentations.
· Demographic Segmentation:- The Company's comprehensive market strategy incorporates a wide range of demographic market segmentation. ASDA's own brands target middle-aged male clientele or family men, allowing them to purchase items at a moderate cost from a respected brand. To attract young kids, i.e., the younger customer group, ASDA has created jam-packed in-house merchandise as well as fun-loving activities (Smith and Zook, 2019).
· Geographic Segmentation:- ASDA has practically every site in the UK covered with a total of 633 retail units, and the service facility is provided in almost every pin code in the country. Geographic market segmentation, on the other hand, has been observed in the locational approach. The gas stations were chosen to be near highways, where there is a locational advantage. ASDA living stores have also been carefully situated in the heart of cities and prime locations (Baines et al., 2017).[image: ]
Source:- Asda store numbers by size 2017-2019 statistic | Statista
2). Targeting:- The Company's demographic target has been described as a family man with a medium earning potential. The ASDA service facility has provided family elements and household products to the middle-aged population, particularly males (Maister, 2003). Despite the fact that the Company's sales of fashion products have also attracted and targeted women.
3). Positioning:- In the food and retailing industries in the United Kingdom, big corporations such as TESCO and Sainsbury are present. As a result, competition among these players is strong. However, as a result of the competitive pricing strategy, market performance has improved. Market performance may be improved by focusing on the most effective market segment and implementing a marketing strategy to entice that prospective market segment to participate. In terms of delivering varied products and services, TESCO has a 26% market share (Prospects.ac.UK, 2021). Whereas Sainsbury's has a 14.9% market share, ASDA has a 14.3% market share.
[image: ]
                    		   Source:- (makingbusinessmatter.co.uk)
[bookmark: _Toc153773239]2.4 Structural flows of internal and external communication 
The internal communication flows through top-down communication. Leadership processes strategies, and important updates to workers at Asda which is conducted through meetings, emails from associates, interval newsletters. Head departments of Asda communicate goals, projects, and updates to their teams. This is done through team meetings, and internal collaboration platforms. External Communication flows through customers and suppliers. Asda does promotions, product launches, and brand messages to customers through social media, and in-store promotions. Communication medium for resolving customer queries, complaints and feedback which is done through customer service helpline, social media support, and online chat. Asda revolves around procurement needs, to meet quality benchmarks. This are optimized and discussed through supplier meetings, procurement portal and official communications.  
[image: ]
                                             Source:- Self -developed
[bookmark: _Toc153773240]2.5 Internal Communication 
[bookmark: _Toc153773241]2.5.1 Formal Communication Network
Downward Flow: ASDA’s top management makes strategic decisions that flow down the hierarchical structure. Employees receive clear directives on their tasks, safety rules, and information about organizational strategy and products. Transparent communication regarding advantages like health care, promotions, pensions, and training is crucial (Liu et al., 2020). 
Upward Flow: Managers at ASDA need insights from employees to mitigate problems and make informed decisions. Executives value feedback from employees, listening closely to opinions, complaints, and suggestions. Upward communication ensures that managers are aware of emerging trends, challenges, and employee perspectives. 
Horizontal Flow: Horizontal flow occurs between peers to mitigate problems, perform job duties, and collaborate on projects (Yue et al., 2021). ASDA employees spend time communicating through requests, notes, memos, and discussions to improve cooperation and project results.
[bookmark: _Toc153773242]2.5.2 Informal Internal Communication  
Every organization like ASDA has an informal communication network known as the grapevine. The grapevine supplements formal channels, serving as a vital source of information. Informal communication at ASDA includes casual conversations that contribute to a sense of community. 
[bookmark: _Toc153773243]2.6 External Communication
Communication beyond ASDA’s organizational boundaries is termed external communication playing a significant role in building relationships and creating goodwill. 
Informal External Communication: Although external communication is formal, informal contact with outsiders, like customers is essential for comprehending their necessities (Obrenovic et al., 2020). High-level managers at ASDA recognize the value of keeping in touch with customers to receive feedback and insights. ASDA uses formal written communication like letters, pamphlets, and annual reports for external communication. Interaction with news media helps in disseminating information about ASDA’s initiatives, values, and achievements (Labanauskaitė et al., 2020). 

[bookmark: _4xypob6i77xo][bookmark: _Toc153773244]2.7 Digital Transformation of ASDA 
[image: ]
 Brick-and-Mortar 
(Source: Investopedia.com, 2023) 
Asda was depended on brick-and-mortar stores which was their main model for operations. The company relied on the older way of marketing channels which was popular those days like the television, radio, print media, and in-store promotions (Saura, 2021). The channels were a mediocratic medium to promote their products and services. The operational flow was straightforward flow (Pandey et al., 2020).
[image: ]
 Omnichannel marketing 
(Source: Self-developed) 
Slowly the organization over period integrated their brick-and-mortar stores with digital channels to reach more consumers of their target (Olson et al., 2021). Asda implemented omnichannel strategy as per consumers demands and made channels that were easily available through mobile, online, and in-store to give a collective and outstanding customer experience (Dumitriu et al., 2019). 
[bookmark: _bi5hc0tfkeg][bookmark: _Toc153773245]2.8 ASDA’s Digital Marketing Strategies 
Asda, uses digital marketing strategies to gain brand visibility, communicate with its customers, and bring customer loyalty at desk (Erdmann and Ponzoa, 2021). ASDA’s existence on worldwide media and wider spectrum is seen as they follow these strategies:  
Multichannel Approach: Asda relies on multichannel approach for drawing more customer and retaining them. Asa uses utilizes various media mediums for spreading their marketing voice. This possesses email, social media, mobile, television, print and display ads. This allows to the company to reach higher grounds of customers (Peter and Dalla, 2021). 
Social Media Engagement: ASDA has a well know presence on social media platforms and they use Facebook, Twitter, and Instagram. These apps or sites are best to share their brand and interacting with customers. They usually post and update, which assists in creating an ASDA community.   
[image: ]
 Facebook handle of ASDA
(Source: Facebook.com, 2023)

[image: ]
Instagram handle of ASDA
(Source: Instagram.com, 2023)


[image: ]
Twitter handle
(Source: Twitter.com, 2023)
Brand Promotion: ASDA improves its brand by utilizing the strategies of digital marketing. Content creation on social media reflects the ASDA’s beliefs, favoring value for money, and shows societal promotions or happenings. Frequent branding on their overall platforms drives the brand’s impression on customers (Chen et al., 2020).  
Customer Engagement: ASDA comprehends how important it is to sync with shoppers personally. Social media provides a place for instant contact, that allows ASDA to answer customer questions, collect thoughts, and resolve issues quick. This interaction builds a community and customer loyalty (Low et al., 2020). 
Online Advertising: Apart from social media, ASDA puts investments in website ads to sync with more individuals. For instance, ads displayed on related sites, paid content, and search engine ads. The aim is to increase their presence and navigate customers to physical shops and their digital shops (Guven, 2020).  

[bookmark: _hgkgiqo97g7v][bookmark: _Toc153773246]2.9 ASDA’s Marketing Tactics 
[image: ]
(Source: Corporate.asda.com, 2023)   
ASDA blends promotions, price cuts, and loyalty programs into their marketing game plan. These mechanisms are developed to draw new customers, keep current ones, and instill a feeling of amusement and worth for buyers. The marketing mix of ASDA’s promotions contains different tactics, seeking to catch the eye of its needed customers (Mondol, 2021). 
Discounts and special offers: ASDA’s uses special offer and discounts for their customer as they deliver a good opportunity to individuals to save money or acquire special advantages, serve or products. Asda reduces the expenses of their products and services, usually by a percentage to draw more shoppers (Chaffey and Ellis-Chadwick, 2019). These in return, builds consumer loyalty, acquire new customers, and increases sales.   
Loyalty programs: Asda involves in approaches like loyalty programs in their stores and websites. These programs usually offer points or discounts based on the frequency and number of purchases. Loyalty members may enjoy exclusive advantages, personalized offers, and early access to promotions. This not only encourages customer retention but also fosters a sense of loyalty and brand affinity (Herhausen et al., 2020). In return, these provides better consumer engagement, quantifiable influence on brand identity, increase consumer retention, and brings higher incremental CLTVs.  
[bookmark: _Toc153773247]2.10 SOSTAC Analysis of ASDA 
[image: ]
 SOSTAC anlaysis 
(Source: Revroad.com, 2023)
SOSTAC analysis is a framework used by businesses for strategic planning of their marketing and business planning. The full form of SOSTAC is Situation, Objectives, Strategy, Tactics, Action, and Control. Here is the SOSTAC analysis of ASDA.  
Situation: ASDA has a strong presence of their brand. Asda offers a wide range of products. Asda’s stores have crossed over 834. Asda has weaknesses that arrives from other online competitors. Asda has weak customer service as they the staff lacks training, poor customer handling of complaints. Asda faces issues in their inventory management, data security, and supply chain disruptions (Katsikeas et al., 2020). 
Objectives: Asda objectives include, increasing market share, improving customer share, extending online presence, launching new product lines.
Strategy: Asda is strategizing to focus on their commitment of products’ quality and reasonability, and to transform the brand as value-driven concept. Asda’s strategy includes enhancing of their loyalty programs and promotions to bring more customers to their stores. Asda seeks to focus on improving their customer service by providing training to their staff members to better handle customers and deliver positive in-store and online shopping experience. Asda plans to optimize their websites through services on personalized recommendations and easy navigations. 
Tactics: To stay competitive, Asda wants to use dynamic pricing strategy to meet flexibility. Asda uses loyalty programs and discounts for regular customers. Asda looks for places to open new stores. And, before entering new market they pertain to feasible studies to evaluate. Asda seeks to provide training to their employees who talk to customers behind the desk. Asda is focusing to provide their employees with problem solving skills. For their website betterment Asda is using usability testing and collects the customer feedbacks for their websites. Asda is spending a lot to optimize their websites in faster loading and convenient navigation approach. Asda wants to input order tracking in their algorithm of websites. 
Action: To place the tactics in curriculum, Asda needs to take this action. They have to analyze their pricing strategy, with the use of available software like Omnia Retail, Vendavo, Price2SPY. The responsibilities should be allocated to pricing analyst, marketing team, and IT department. Within one month the analysis should be done and the programs should be accomplished within 3 months. Further, the company should keep track of their market share. Customer service training should be excelled through education on training. Particularly, on employees who face customer on daily basis. The program should be provided within two months with adequate budget allotment (Verhoef and Bijmolt, 2019). Further, customer service ratings should be checked regularly to see if they are progressing or not. To develop their online websites, they should hire web developers. Responsibilities should be assigned to IT department team, and User Experience team. Within four months the optimization part should be done. Further, speed and navigation of the website should be measured.  
Control: Asda should compare real performance data against predefined KPI targets. The corporation should identify areas where performance meets or exceeds expectations and domains that require improvement (Melović et al., 2020). Investigation should be done on variances from unanticipated results. Tracking should be done on trends over time to specify patterns or shifts in performance. Asda administrators should appreciate open communication and feedback from teams involved in strategy implementation. Comparing performance metrics would be an advantage with industry standards and prospects and through which they can identify possibilities for enhancement or domains where Asda is outperforming competitors.                           
[bookmark: _tlxoaxf4i39s][bookmark: _Toc153773248]3. Critical Analysis of Internal Marketing Technologies
Adoption of Advanced Technologies: According to Veleva and Tsvetanova, 2020, ASDA’s commitment to utilizing advanced technologies for internal communication, collaboration, and training reflects a proactive approach to improving workplace efficiency. The adoption of these tools is aimed at creating a more synchronized and streamlined work environment. Advanced technologies include project management tools, communication platforms, and training software. 
Intranet Utilization: The use of an intranet is indicative of ASDA’s recognition of the significance of a centralized hub for internal communication (López García et al., 2019). Intranets usually serve as a repository for important company information, updates, and cooperative spaces. ASDA’s intranet likely facilitates convenient access to resources, policies, and announcements, contributing to a more informed and engaged workforce (Wang et al., 2020). 
Messaging Apps and Collaborative Programs: ASDA’s incorporation of messaging apps and collaborative platforms liens up well with contemporary workplace trends. According to Krishen et al. 2021, these tools promote real-time communication, allowing teams to partner seamlessly, irrespective of physical location. Partnership platforms encourage project management, document sharing, and collective decision-making, promoting a culture of teamwork and efficiency. 
[bookmark: _33y131yw37m3][bookmark: _Toc153773249]4. Analysis of Digital Assets of Asda
[bookmark: _np8txdqnm22c][bookmark: _Toc153773250]4.1 E-commerce Websites 
ASDA’s e-commerce platform known as Asda.com, is designed with priority for customers. Its user-friendly interface assures a seamless online shopping experience. Adherence to security is critical in promoting trust among online shoppers (Melović et al., 2020). This likely possesses secure payment gateways, encryption protocols, and frequent security audits to protect customer data. The website of Asda delivers numerous payment options, user reviews, expansive product information, 24/7 consumer assistance with the help of their e-commerce websites. An easy categorization of different products can be seen in their websites, including facilities like filtering products according to prices, and color, types etc. These design and techniques deliver a positive experience for their consumers.    
[image: ]
				Source:- Asda.com 
[bookmark: _kx0a88onrn8t][bookmark: _Toc153773251]4.2 Business to Business (B2B)
Asda understands the importance of building robust relations with suppliers and manufacturers.      
Asda’s good relation with their manufacturers, and suppliers gives an advantage of network efficiency. The digital platform in use while communicating or meeting with suppliers and partners shows a strong relationship with B2B relationships. This portal of communication uses electronic procurement systems that creates a smooth interaction, order progressing and partnering programs with business associates (Vieira et al., 2019).     
[bookmark: _vrzppyvpwx17][bookmark: _Toc153773252]4.3 Business to Customer (B2C)
Asda is focused to give B2C experience through their physical and online platforms. This gives them an advantage with reference to customers as they have multiple channels to purchase from the brand. Asda with the help of B2C extends their market reach and satisfies customers preference and shopping behaviour. As Asda uses customer relationship framework it shows their efforts of meeting consumer demand. This possesses CRM systems that monitor customer engagement, history of consumer buys, and choices. Tactics like promotions and loyalty programs can be enhanced, developed and monitored by CRM.      
[bookmark: _uw02y3x3tly7][bookmark: _Toc153773253]4.4 Business to Government (B2G)
Asda engages in government transactions This possesses adherence and abiding rules and laws with government agencies, partnering with them, or participation in public-private programs. As Asda uses digital communication medium to interact with government bodies it shows there efficient and clear communicating ground (Rangaswamy et al., 2020). This may possess digital submissions for adherence documentation, participation in government driven agendas and employing online platforms for executive reporting.   
[bookmark: _lgvqu6uvgt29][bookmark: _Toc153773254]4.5 ASDA’s Chatbot- 24-Hour Service
Asda’s 24/7 chatbot assistance is a proof of their commitment to enhancing the experience of their consumers. The access to customer executive for a whole day long assures mitigation of customers queries (Hole et al., 2019). Through the analysis of the chatbot a real-time response can be obtained through Asda improves the customer communication. It can handle customer inquiries, straight interactions through a systematic process, and via which a quick assistance is given. This ensures a smoother and short customer service.      

[image: ]
			Source:- Asda Help Centre (custhelp.com)
[bookmark: _cyhq25a9okle][bookmark: _Toc153773255]4.6 Marketing Information Systems (MIS) 
A Marketing Information System (MIS) is important for collecting, analyzing, and handling marketing data and information to better or enhance the process of decision-making. ASDA has installed POS systems to collect real-time transaction of their consumers data. For instance, information on customer purchases, popular products, and sales trends. As opined by Kingsnorth et al. 2022, Data from e-commerce websites gives insights into online customer behavior, preferences, and purchase patterns. Information from loyalty programs assists in comprehending individual customer preferences and shopping habits. ASDA’s MIS includes CRM systems to analyze customer data, manage relationships, and recognize opportunities for personalized marketing (Katsikeas et al., 2020).
[image: Key ares of the business- Success components of a business]
 					Source:- (slideshare.net)
Analytics tools process large datasets to derive actionable insights. For instance, analyzing sales data, customer demographics, and market trends. ASDA uses tools to analyze social media data, tracking brand mentions, sentiment, and engagement levels. ASDA incorporates customer feedback from surveys and other feedback mechanisms into its MIS to evaluate customer satisfaction and collect suggestions for enhancement. The MIS integrates data from market research on competitors, pricing strategies, and industry trends.   
ASDA’s digital assets showcase an integrated method to engaging with different stakeholders. From customers to business partners and government entities, ASDA leverages digital tools to improve communication, streamline transactions, and collect valuable insights for strategic decision-making. The combination of user-friendly e-commerce platforms, and digital engagement in B2B. B2C, and B2G transactions, advanced customer service, and a 24/7 chatbot position ASDA at the forefront of digital innovation in the retail industry.   
4.7 Google Analytics of Asda:- 
The image below shows that how many Audience visited the Asda website for last 3months.
[image: ]
		Source:- asda.com Traffic Analytics, Ranking Stats & Tech Stack | Similarweb



[image: ]
 		This image shows the competitors of Asda
		Source:- asda.com Traffic Analytics, Ranking Stats & Tech Stack | Similarweb
[image: ]
This image indicates the Marketing channels Distribution
		Source:- asda.com Traffic Analytics, Ranking Stats & Tech Stack | Similarweb
[image: ]
This image shows links from asda to other website by traffic share.
Source:- asda.com Traffic Analytics, Ranking Stats & Tech Stack | Similarweb

4.8 Search Engine Optimization(SEO) for Asda:- Creating an organic search and content strategy to boost brand reach and engage potential prospects.
[image: Search Engine Optimization | Artibeus IT Support]
		Source:- Search Engine Optimization | Artibeus IT Support
1). Onsite:- Websites that consistently post new information on a certain topic receive higher ranks from search engines. 
2). Offsite:- Search engines like to see that websites other than your own are linking back to your webpages. When other websites link to your content or people share your content on social media, you have a better chance of being listed prominently in search results.






4.9 Pay Per click(PPC) for ASDA:-  
  [image: Pay Per Click - What Is It, Formula, Calculation, Example]
				Source:- (wallstreetmojo.com)
	The PPC advertising strategy is based on commercial marketers bidding against one another (Nunan and Knox, 2011). This is a digital marketing approach. 
It is also known as cost-per-click advertising (CPC). The owner of a webpage, also known as the web publisher, allows businesses to advertise products/services on the owner's page; each time a visitor on the publisher's webpage clicks on that advertisement, the business pays a certain amount to the publisher, thus the name pay-per-click/costper-click advertising (Farris et al., 2010). 






4.10 Customer Relationship Management for ASDA:- 
[image: ] 
				Source:- (grpconsulting.ca)
Customer experience at ASDA determines loyalty and degree of happiness. Marketing and customer experience are inextricably linked since, in order to receive favorable feedback on marketing and customer experience, consumer concerns must be resolved . ASDA  must analyze customer experience to identify specific areas for improvement. To deal with the expanding population, emergent challenges must be addressed. Customer experience may be measured in terms of ethical dealing and the supermarket's capacity to meet the demands of its consumers 





4.11 Cookies of ASDA:- 
[image: ]
                                           Source:- Asda.com
To promoting ASDA cookies, some strategies can be apply.
1). Social Media Campaigns:- Use Facebook, Instagram and other sites to promote ASDA cookies, interact with viewer through eye – catching images , conduct focused advertising campaigns that content that feature the cookies 
2). Content Creation:- Provide interesting and educational content, like blog articles, films that highlights various  cookies flavor baking advice, recipes and event that go well with ASDA cookies.


[bookmark: _tjxhshs4b4wp][bookmark: _1afbpg91gkgf][bookmark: _Toc153773256]5. Information Architecture and Effective Structure 
[image: ]
(Source: Asda.com, 2023)
Information architecture is the backbone of ASDA’s digital presence, shaping how information is organized, presented, and navigated on its website and other digital platforms. ASDA employs Search engine optimization (SEO) strategies to improve the visibility of its website in search engine results. Keyword optimization, quality content, and backlink strategies contribute to a robust online presence. Strategies for conversion optimization like calls-to-action, streamlined checkout processes, and user-friendly forms, are implemented on the website. ASDA’s system of arranging information accelerates prosperous advertising by enhancing customer interaction. Products are categorized clearly, making searches convenient, and recommendations modified to history purchases which adds to a pleasant user experience (Drummond et al., 2020). This leads to a higher probability of customers discovering and purchasing products, increasing sales rates.  
[bookmark: _v97oju95kq25][bookmark: _Toc153773257]5.1 ASDA’s product and services
ASDA, a top UK retailer, covers broad customer needs with their wide line of products. ASDA offer everything from groceries and clothes to electronics and house-hold products. ASDA’s single-place concept provides customers simple shopping for important and high-end items. To be more specific, ASDA offers café products, services like scan and go, click and collect assistance, pharmacy products, and optician service.   
[bookmark: _jc3m6o3n8w57][bookmark: _Toc153773258]5.2 Promotions for the products and services
ASDA uses both traditional and digital promotional strategies to develop awareness among its customer ground and drive sales. The promotional scenario includes weekly flyers, in-store promotions, and digital channels like social media and email campaigns. Special focus is placed on seasonal promotions, offering discounts and exclusive deals during holidays and events. Digital marketing plays a crucial role in ASDA’s promotional strategies (Behera et al., 2020). Asda has marketing strategies like displays ads, limited time offers for consumers that create positive shopping experience. Asda also provides loyalty programs in their stores and online to reward their regular customers. Asda does their promotion according to seasonal events and cultural occasions. Uses consumer data for personalized giveaways based on the individual’s preference algorithms and buying history. 
[bookmark: _7agyfp9xk7gg][bookmark: _Toc153773259]6. Conclusion and Recommendations
[bookmark: _ngup34qx3zi7][bookmark: _Toc153773260]6.1 Recommendations
ASDA being a major player can take advantage of strategic adjustments and innovations in its marketing mix to further fortify its market position and meet evolving customer expectations. 
Product: Expanding the range of sustainable and eco-friendly products across all categories, responding to the evolving demand for environmentally aware preferences. 
Price: Implement dynamic pricing strategies that consider aspects like demand, time of the day, and customer segments for certain products, maximizing revenue and optimizing customer value.  
Place: Fortify the incorporation of online and offline channels by refining the omnichannel experience assuring consistency and convenience for customers transitioning between online and physical stores. 
Promotion: Develop interactive digital campaigns, leveraging augmented reality (AR) or virtual reality (VR) to engage customers and create memorable experiences. 
People: Provide thorough training to employees about sustainability programs, enabling them to effectively interact these efforts with customers and line up with the brand ‘s values. 
Processes: Optimize the online checkout process for simplicity and efficiency, diminishing friction and abandoned carts. 
Physical Evidence: Invest in in-store experience improvements like innovative displays, interactive zones, or digital signage, to create a more immersive and amusing shopping environment. 
[bookmark: _z12p8lt6dojt][bookmark: _Toc153773261]6.2 Conclusion
In conclusion, ASDA as a prominent retail player has illustrated a commitment to meeting customer needs through a diverse range of products and dynamic promotional strategies. The analysis of its information architecture, effective approach, lining up with industry trends and evolving customer preferences. By lining up the marketing mix with emerging trends and customer expectations, ASDA can improve its competitive advantages and continue to be a leader in the retail industry. Frequent assessments and adaptations to the marketing mix will be required to stay responsive to dynamic market conditions and customer preferences. 

[bookmark: _qrxzlucq0ngh][bookmark: _Toc153773262]Task 2
[bookmark: _3ejqjtmvhhu0][bookmark: _Toc153773263]1. Introduction 
Machine learning is a powerful mechanism for digital marketing that utilizes data analysis to forecast customer behavior and enhance marketing campaigns. 51% of marketers recently use artificial intelligence in some capacity, and another 27% intend to do so within the next two decades, according to a Salesforce survey (Miklosik et al., 2019). One may save time and money by utilizing machine learning algorithms to assess client journeys, predict trends, and personalize content. 
Within the landscape, Machine Learning (ML) emerges as a powerful force wielding its impact across different domains, with implications for the field of digital marketing (Miklosik and Evans, 2020). In this section, the applications of Machine Learning have been analyzed in the digital marketing context with an examination of how it can be used to maximize Return on Investment (ROI) and Return on Sales (ROS).   
[bookmark: _qrl0r7u1gaf9][bookmark: _Toc153773264]2. Machine Learning in Digital Marketing 
[image: ]
Applications of Machine Learning 
(Source: Solulab.com, 2023)
Digital Marketers use Machine Learning to analyze patterns in the actions of users utilizing a website. This assists them in forecasting the new behavior of users and rapidly optimizing advertising offers. 
[bookmark: _n0728nnketsd][bookmark: _Toc153773265]2.1 Customer Segmentation 
One of the primary applications of Machine learning in digital marketing depends on its ability to glean worthy insights from extensive datasets (Arasu et al., 2020). Machine Learning algorithms can analyze digital platforms, enabling marketers to generate highly targeted and personalized campaigns. By using ML-driven customer segmentation, businesses can modify their marketing approach to particular demographics, assuring a more resonant and engaging brand experience. Segmenting customers into groups according to their behavior and interests is known as customer segmentation (Kotane et al., 2019). By analyzing customer data, machine learning algorithms are able to recognize client segments that are more likely to react to specific marketing programs. Data collection from a wide variety of sources, like social media interactions and website analytics can be used to do this.   
For instance, Spotify is a company that uses customer segmentation. Spotify targets audiences inot segments on the basis of their musical preferences by analyzing user data, like listening history and playlists, using machine learning algorithms. Because of this, they are able to deliver each user customized playlists and recommendations which accelerates engagement and retention (Thilagavathy and Kumar, 2021).  
[bookmark: _b8nur4w129dx][bookmark: _Toc153773266]2.2 Predictive Analytics
Machine Learning’s Predictive capabilities are invaluable in digital marketing. By analyzing historical data, ML algorithms can forecast future trends, enabling marketers to measure customer needs and preferences (Nair and Gupta, 2021). Predictive analytics, powered by ML, empowers businesses to optimize their marketing strategies, allocate resources, and stay ahead of market changes. Predictive analytics is a potent tool that makes predictions about the future by evaluating previous data using machine learning algorithms (Ma and Sun, 2020). 
For instance, Netflix is an organization that uses predictive analytics in its online advertising. Netflix analyzes user data, like watch history and ratings, using machine learning algorithms to forecast which movies and TV shows a user will enjoy. Because of this, they are able to suggest that are distinct, which accelerates engagement and retention.  
[bookmark: _h593pwgs8kym][bookmark: _Toc153773267]2.3 Enhancing User Experience 
In the digital realm, user experience is paramount. Machine Learning plays a pivotal role in optimizing user experiences by personalizing content delivery, proposing relevant products, and streamlining navigation, ML algorithms ensure that user interactions are not only seamless but also modified to individual preferences, fostering brand loyalty (Singh et al., 2023). 


2.4 AI in Digital Marketing:- 
AI in digital marketing employs artificial intelligence capabilities such as data collecting, natural language processing, machine learning, and data analysis to get consumer insights and automate marketing processes and choices. 
The benefit of AI is that it can help you obtain insights into client behaviors quickly by gathering massive volumes of data.
[bookmark: _g5ukxaygos2o][bookmark: _Toc153773268]3. Maximizing ROI and ROS with Machine Learning 
[image: ]
 Machine Learning Algorithms 
(Source: Solulab.com, 2023)
Machine Learning (ML) has significantly affected the field of digital marketing, providing marketers with powerful tools to improve their strategies and maximize Return on Investment (ROI) and Return on Ad Spend (ROS). In the business world, return on investment, or ROI, is the cornerstone of sound financial decision-making. To put it simply, return on investment (ROI) compares the cost of an investment to the return it generates, usually expressed in monetary terms. ROI is a useful metric for evaluating the efficacy of different plans, projects, or initiatives
[bookmark: _tk23o5wvi8yg][bookmark: _Toc153773269]3.1 E-CRM in Artificial Intelligence (AI)
[image: A chart that lists common AI features in CRM platforms]
AI features in CRM platforms
(Source: Techtarget.com, 2023)
Electronic Customer Relationship Management uses AI and ML to improve customer communications, customize marketing efforts, and build lasting and strong relationships.
PPC Optimization 
[image: Amazon ppc automation]
PPC Optimization Over Time
(Source: Top4seller.com, 2023)
PPC advertising is the backbone of a successful digital marketing and ML algorithms that contribute a significant role in maximizing campaigns for maximum effectiveness.  
[bookmark: _Toc153773270]3.2 Targeted Advertising 
ML algorithms analyze enormous amounts of data to identify patterns and behaviors. This allows for more precise audience targeting, assuring that ads reach the appropriate individuals at the pepper time (Boujrad and Lamlili, 2021). Targeting the appropriate audience increases the likelihood of conversions, decreasing ad spend on audiences less likely to engage. This precision leads to a higher ROI and ROS. 
[bookmark: _n0e3wf4qsstm][bookmark: _Toc153773271]3.3 Personalization 
ML assists in generating personalized experiences by analyzing user behavior and preferences. Personalized content and suggestions can enhance customer engagement. Personalized content increases the probability of conversion as users are more likely to engage with content that aligns with their choices. Higher engagement usually translates to a better ROI and ROS.
[bookmark: _qanlbrpawkqd][bookmark: _Toc153773272]3.4 Predictive Analytics 
Algorithms of ML predict upcoming user behavior on the basis of historical data. Marketers can employ this information to measure trends, optimize campaigns, and allocate resources effectively. Predictive analytics assists in optimizing marketing strategies, assuring resources are assigned to the most effective channels and campaigns, thus boosting ROI and ROS (Shah et al., 2020).
[bookmark: _3xq8ym1eynbw][bookmark: _Toc153773273]3.5 Dynamic Pricing 
ML enables dynamic pricing strategies based on market conditions, competitor pricing, and customer behavior in real time. Dynamic pricing helps in boosting revenue by modifying prices based on demand and competition, directing to improved ROI and ROS.
[bookmark: _f7ijtxzi6qvg][bookmark: _Toc153773274]3.6 Chatbots and Customer Support
ML-driven chatbots deliver quick responses to customer queries, providing a personalized and efficient customer assistance experience. Improved customer satisfaction and customer support efficiency add up to increased customer loyalty and repeat business, positively impacting ROI and ROS.
[bookmark: _8bsxqg33612u][bookmark: _Toc153773275]3.7 Fraud Detection 
ML algorithms can analyze patterns of user behavior to detect and prevent fraudulent actions. By diminishing fraudulent transactions, businesses can save resources and revenue, leading to an improved ROI and ROS.
[bookmark: _t6s64juggzrp][bookmark: _Toc153773276]3.8 A/B Testing Optimization 
[image: introduction-website-a-b-testing-diagram]
A/B Testing 
(Source: Usabilitygeek.com, 2019) 
ML can automate and optimize A/B testing processes, helping marketers quickly specify the most effective variations. Quicker and more precise A/B testing leads to quicker optimization of marketing strategies, resulting in improved ROI and ROS.
[bookmark: _fpql3vslbmrk][bookmark: _Toc153773277]3.9 Anomaly Detection 
Ad performance can be tracked by anomaly detection software without putting a strain on your staff. To create an expected performance model, the machine learning models incorporate historical data and campaign performance (Arora and Faisal, 2022). This enables you to identify and address any anomalies that affect your campaigns, such as variations in traffic and behavior metrics. 
[bookmark: _6mnu7bh8k9m1][bookmark: _Toc153773278]3.10 Enhanced Programmatic Bidding
More sophisticated machine learning systems are able to determine which bids and ad impressions generate the highest profit margins per dollar. Google's Smart Bidding platform, for instance, uses strategies with higher conversion rates to optimize auctions in real-time.




Automated Software Program
[image: ]
Salesforce Commerce Cloud Services
(Source: Ksolves.com, 2023)
Asda invest in advanced technologies like ML, AI, IoT, blockchain, in cloud-based EPM, HCM, CRM, and autonomous database. Asda has purchased software like Salesforce Commerce Cloud for their electronic commerce in the fiscal year 2022. IBM Sterling Commerce for electronic commerce in the fiscal year 2011. SAP SRM for suppliers’ relationship management in the fiscal year 2013.     
[bookmark: _8taap17oyxlg][bookmark: _Toc153773279]4. Conclusion 
In conclusion, Machine Learning is a transformative force in digital marketing, offering unparalleled abilities in acknowledging customer behavior, optimizing strategies, and maximizing returns. However, the ethical considerations and the accountable use of data must accompany this technological advancement. As businesses continue to promote the era of data-driven decision-making the incorporation of Machine Learning in digital marketing will show the future of customer engagement and brand success.  
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