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Executive Summery
The present report is a critical assessment of the marketing practice of Amazon, in terms of its fit with the strategy and ESG. It also identifies the strengths of Amazon related to the data-driven marketing, customer segmentation, automation and utilisation of digital media. Although its sustainability communications are considered part of greenwashing, Amazon still has a competitive advantage in terms of its specific campaigns and customised experiences. Important indicators such as ROAS, CLV, and conversion rates demonstrate good results. Based on these findings, it is advisable to increase the transparency of sustainability, optimise localisation, and perfect the targeting of ads using available services. Such strategies can be implemented under the resource capacity of Amazon and can help in its long-term development, ethical interactions, and a better trust of stakeholders in the global market that is gradually growing more competitive.
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[bookmark: _Toc203668417]Introduction
The use of marketing is one of the most critical ways through which Amazon achieves its leadership position on a global scale in the e-commerce sector. Amazon is changing its approach to sustainability by introducing a carbon credit investment product through its Sustainability Exchange, which allows its suppliers and business customers to reduce the remaining emissions and strengthen its journey towards net-zero by 2040 (Jennifer, 2025). At the same time, the company has ramped up its renewable energy commitments of matching 100% of global operations' electrical requirements with renewables through major investments in wind, solar and even nuclear energy that have been surpassed well in advance of the targets. 
In the contemporary competitive online world, strategic marketing enables Amazon to remain currently, novel and customer oriented. This report takes a critical analysis of the marketing activities of Amazon by utilising such models as the PESTLE, Porter's Five Forces and SOSTAC models to determine effectiveness. It discusses how Amazon has been doing sustainability, digital interaction, and consumer targeting. Amazon's use of data, automation, and use of communication strategies in various platforms has also been analysed. The recommendations offered in this report are practical and resource-conserving since they are aligned with the ESG framework. It will aim to determine the role played by marketing in ensuring that Amazon remains successful and can build long-term brand loyalty.
[image: Amazon has taken another major move in addressing climate change by launching a new carbon credit service on its Sustainability Exchange platform. This initiative helps businesses invest in quality carbon credits. It supports nature-based projects and advanced carbon removal technologies. Amazon aims to enhance transparency, credibility, and corporate participation in voluntary carbon markets by offering access to vetted credits. Amazon’s Next Big Sustainability Move Amazon is making big changes to reach net-zero carbon emissions by 2040. It will switch to carbon-free energy, electrify its delivery fleet, and boost energy efficiency in data centers. The retail giant has achieved its 100% renewable energy goal 7 years ahead of schedule.  RELATED: Amazon Expands Renewable Energy with 17 New Projects in Spain & First in Portugal Source: Amazon The company knows that cutting emissions is important. However, some emissions are hard to get rid of completely, where carbon credits come in. Carbon credits provide a mechanism to offset these unavoidable emissions by funding projects that capture or prevent carbon from entering the atmosphere. Amazon’s Chief Sustainability Officer, Kara Hurst, highlighted the need to tackle deforestation. It makes up 30% of global carbon emissions. She said that businesses can make real progress on their climate goals by investing in nature and technology for carbon removal. Hurst particularly remarked that: ]
Figure 1: Amazon 
(Source: Jennifer, 2025)
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[bookmark: _Toc203668419]The Concept and Importance of Marketing at Amazon
Marketing can be defined as satisfying customer needs to reach organisational goals by understanding customer needs. In the case of Amazon, it will have to invest heavily in marketing operations so that it can expand across the world and retain its top position in the market. The advertisement and promotion costs of the firm are enormous; in the year 2020 alone, the company spent $16.9 billion on advertising (Spanier, 2022).
Amazon’s Sustainability Marketing
Amazon has been promoting its sustainability heavily, with the most successful campaign being the Climate Pledge, promising to go net-zero by 2040 (Amazon, 2025). It is backed by marketing campaigns with electric delivery vehicles and a green energy project. The success of such marketing is, however, disputed. Amazon is accused of the so-called greenwashing, as it does not support the marketing messages with its actual practices. As an example, even though Amazon talks about its climate efforts, its carbon footprint has been continuously rising, with 18% growth in 2021 (Amazon, 2021). This discrepancy between the marketing message and the real impact of this company on the environment negates the credibility and efficacy of its sustainability marketing.
[bookmark: _Toc203668420]Macro and Microenvironment
PESTLE Analysis
	Factors
	Impacts on the organisation's marketing strategy

	Political
	The international trade regulations, tariffs, and political affiliations have a huge impact on the operations of Amazon globally. As an example, the trade issues after Brexit have disrupted the supply chain between the UK and the EU that serves Amazon and raised the prices, which led Amazon to localise the warehouses and streamline the marketing strategy across the borders.
The GDPR in Europe and the CCPA, or California Consumer Privacy Act, in the US, among other data protection laws, are such laws that have compelled Amazon to become more transparent in its data management practices. This is also reflected in their marketing messages, where security, data privacy and user trust are increasingly being emphasized in the marketing messages to reassure customers of these areas.

	Economic
	Consumer buying power and pricing options on Amazon have been directly impacted by worldwide inflation, interest rate volatility and currency fluctuations. IMF suggests that global growth is still divergent and uncertain, and this has decreased consumer spending in certain markets (IMF.org, 2025).
Amazon has retaliated by selling value-for-money bundles of products, as well as selling its Prime membership at discounted prices, such as transportation costs. Additionally, Amazon has been driven to offer aggressive promotions, discounts and loyalty campaigns in the aftermath of economic recessions in leading markets, which stimulates their sales volumes.

	Social
	Amazon has been forced to respond to changes in consumer values, particularly since the introduction of ethical consumerism. According to Statista, more than 66 per cent of Gen Z and 80 per cent of Millennials feel the impact of sustainability on their purchasing decisions (Statista.com, 2025). Amazon has since introduced the so-called Climate Pledge Friendly product label, talks about its renewable power and eco-friendly logistics practices, and sells its ESG success.

	Technology
	Innovations, likely artificial intelligence, machine learning, cloud computing (through AWS), and automation technologies have enabled Amazon to scale the customer experience to the personal level. The tools will help Amazon to provide personalised advertisements, foreseeing product recommendations, and targeted promotions, which are the central factors of their marketing strategy.

	Legal
	Amazon has introduced the stories about being legal into the brand strategy. Advertising tends to contain hints of ethical behaviour, treatment of employees, and community assistance projects. These aspects contribute to upholding the confidence of the people and protecting the brand image under the influence of the judicial process.

	Environment
	Global sustainability and climate change movements have put Amazon under pressure that it needs to mitigate its an impact on the environment. Amazon reported that it has invested heavily in green fulfilment centres, carbon-free energy resources, along with using recyclable packaging (Aboutamazon.com, 2025).


Table 1: PESTLE Analysis
(Source: Self-Created)
“Porter’s 5 Forces Analysis”
“Low New Entrants Threat”
Amazon is a market giant with a very powerful brand image. It has a strong delivery capability, a big warehouse and a strong financial scale. It has invested heavily in marketing, logistics, service and eCommerce services because of its size (Zhou, 2023). Furthermore, this reputation makes it hard for any business to undo this reputation and build a dominant market position.
“Strong Competition Rivalry” 
Amazon firm a majorly competitor within a strong competitive marketplace, and it shows that the virtual retail sector competition is increasing rapidly. Amazon significantly competes in a highly competitive sector, and an examination of its rivals reveals that the online retail industry is seeing a sharp rise in competition (Onggowidjojo and Ellitan, 2023). High growth of participants, because of cheap switching costs, small brands and startups are emerging in the overall marketplace. Furthermore, eBay, Alibaba, Walmart, and Flipkart are powerful rivals of Amazon.
“Moderate Suppliers' Bargaining Power”
This part shows that the supplier’s bargaining power is identified as “low to moderate”. Suppliers manage the items available in the Amazon online store (Lai et al., 2022). Also, the cloud services of Amazon are based on technology platforms which require hardware and equipment.
“Strong Buyers' Bargaining Power”
At Amazon, customers' buying power is high. Customer satisfaction and the quality of goods are the two primary pillars of Amazon. The cost of switching is very low to the clients, but today, many choices are available. Since consumers can access thousands of information about products and services available from different vendors, there is a likelihood of consumers discovering a substitute very easily.
“Low Substitutes Threat” 
The analysis shows that low switching costs, high availability and low cost of substitute products and services pose threats. Walmart and Amazon are appealing because customers may switch with no additional expenses through the help of these forces. The brand image of Amazon and its robust infrastructure, distribution, warehousing chain and service quality act like a guard against these risks.
[bookmark: _Toc203668421]Amazon's Target Market Analysis
Amazon's marketing strategy is centred on advanced knowledge about its target market, which includes sophisticated segmentation, targeting, differentiation, and positioning, carried out using carefully balanced marketing mix.
Market Segmentation and Targeting
The overall target audience of Amazon is large, however, based on the segmentation strategy that the company observes, it can reach specific consumer groups successfully.
Demographic: The age group of 25-34 is always the biggest group with the percentage share of the total users of Amazon in the United States between 28.8 and 30%, followed by 35-44, which takes 19.6 and 26% (O Donoghue, 2024). This population group is tech-savvy, enjoys large purchasing power, and places a priority on convenience. This information indicates that the most common mobile shoppers on the platform are millennials and Gen X.
Psychographic: The consumers addressed by the company are time-starved and convenience-seeking. These people have active lives, and they will pay to get services such as Amazon Prime that will ease their lives. The number of subscribers to Amazon Prime has grown to more than 240 million across the global market as of 2025, compared to 200 million in 2024 and 150 million in 2023, at a rate of 33% increase since 2019 (Mosby, 2023). They are price aware, although this is not simply the lowest price but a formula of price, speed and service which determines the value.
Behavioural: Amazon is after users depending on their online shopping behaviour. Free and fast shipping, an extensive product range, and a seamless buying experience are the key contributors to this segment. 56% of customers begin the search for their product on Amazon, which is more than search engines (42%) and Walmart (29%), indicating that the platform has more of these two attributes (Lauing, 2024).
Differentiation and Positioning
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Figure 2: Amazon Differentiation from their competitors
(Source: Self-developed)
Amazon vs. Competitors
	Dimension
	Amazon
	Flipkart
	Walmart
	eBay

	Product Selection
	12M+ products; 61% from 3P sellers; global marketplace
	150M+ products; India-focused; limited global seller access
	21 categories; 150k sellers; more curated
	2.1B listings; strong in auctions/used items

	Pricing & Membership
	Dynamic pricing; Prime ($139/yr); high loyalty & spend (Maverick, 2024)
	Super Coins (no fee); limited engagement
	Walmart+ ($98/yr); fuel perks; smaller e-com revenue (Sup drop, 2025)
	No membership, auction pricing, and slower growth

	Logistics & Delivery
	400+ centres; 72% U.S. in-house; same/1-day delivery (Maverick, 2024)
	Ekart logistics; average 3–7 days delivery
	2–3-day shipping; store-based fulfilment
	Seller-managed; 5–10-day delivery via Global Shipping

	Technology & Innovation
	AI, Alexa, AWS (31% market share), robotics (Maverick, 2024)
	AI localised for India; limited infrastructure
	Store No. 8 for innovation; trials in AI
	Auction tech; lacks R&D depth

	Global Reach & Localisation
	58 countries; strong localisation (CoD in India)
	India-only; 2nd to Amazon India
	20+ countries; weaker e-commerce presence
	190 countries; limited fulfilment infrastructure



Technology-wise, Amazon has a strong competitive moat spearheaded by their use of AI to personalise Alexa and AWS, which drives much of the web. Finally, Amazon is globally everywhere and locally relevant at the same time: it operates in 58 countries with local services such as Cash on Delivery in India, and it is better than Walmart's digital supremacy and eBay's lightweight infrastructure.
The Marketing Mix (7Ps) and Effectiveness
Amazon is very dominant in its integrated 7P marketing mix:
	Product
	An ever-expanding catalogue of goods and services, including its own hardware (Echo, Kindle) and high-margin services like Amazon Web Services (AWS).

	Price
	A cost-leadership model combined with dynamic, data-driven pricing and the bundled value of a Prime subscription.

	Place
	An omnichannel strategy, dominated by its global e-commerce websites and mobile apps, but increasingly supported by physical locations like Whole Foods and Amazon Go (McGee, 2020).

	Promotion
	Highly targeted, data-driven promotional activities. This includes on-site sponsored ads, personalised email campaigns, and massive global events like Prime Day, where ad growth grew 19% YoY to $14.3 billion as a competitor to Google and Meta (Vanian, 2024). Amazon's total advertising revenue soared to approximately $56.2 billion in 2024, demonstrating the scale of its promotional engine (Johnson, 2025).

	People
	Although highly automated, the company’s focus on a positive customer experience, with easy-to-navigate service channels, reflects its "customer obsession" ethos.

	Process
	The entire purchasing journey is optimised for simplicity and speed, from one-click ordering to a hassle-free returns process.

	Physical Evidence
	The user-friendly website and app, the iconic smile logo on its packaging, and the physical presence of its delivery fleet and stores all provide tangible proof of the brand's reliability and scale (Bigmarketing, 2024).



This is an outstanding strategy. According to a study conducted in 2020 by Channel Advisor and Dynata, 53% of online adults in the U.S. start their digital buying plans using Amazon as a search engine (Emarketer, 2020). This, together with the conversion rate, proves that Amazon has taken the best of its competition and is now the standard market option in online retailing, as they have taken over its targeted market.
[bookmark: _Toc203668422]Selection of media and its importance
Amazon has an elaborate multi-channel communication strategy, which is overtaken by digital platforms. Its e-commerce site (which is a media channel itself), search engine marketing, social media and email marketing are the most important channels. The choice is very suitable and effective since it is in line with the online behaviour of its intended audience.
Search Engine Optimisation (SEO) and Paid Search: Amazon has its search dominance as the cornerstone of its communication. The company has two approaches to the strategy: organic and paid. Naturally, now more than 56% of the product searches begin at Amazon itself, which means that the company has its own e-commerce search engine of e-commerce. This can be attributed to its success in on-site SEO practice since product listings are optimised towards the A9 algorithm (Feedvisor, 2020). On the outside, Amazon spends majorly on paid search against search engines such as Google to reach consumers at the point of intent. This is very efficient, because it catches the consumers who are already seeking products and guides them to the Amazon convertible environment. These sponsored adverts fall under the category of advertising services, which in the year 2024 amounted to a whopping $56.22 billion, a 20% rise as compared to the year 2023, which further highlights the huge size and efficiency of this medium (Marketplace Pulse, 2025).
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Figure 3: Amazon advertising Service sales
(Source: Marketplace Pulse, 2025)
Social media: The social media plan of Amazon is not about direct sales but is more of brand building and creating a community. A 2022 case study made a point that Amazon tells stories through such platforms as Facebook and Instagram, sharing the information about the influence that its products and services have on real people, and, in this way, creating an emotional connection (Vaghela, 2022). A younger audience is captured with the help of online video streaming, such as live channels like Twitch with 105 million users, mostly Gen Z, and influencer marketing (MediaBrief, 2025). This method is suitable because it develops brand affinity and trust, which are vital to long-term loyalty. Although the direct ROI of social media may be difficult to measure, it plays an essential part in enhancing brand perceptions and encouraging consideration. Studies have shown that a favourable brand image, which is built through social media, greatly affects the purchase behaviour on the site.
Email Marketing: Email is one of the effective and strong channels of Amazon. It works because of hyper-personalisation that results in significantly increased ROI. Although the industry average ROI stands at a large $36 per $1 spent, automatic and personalisation campaigns even outdo it (Rijn, 2025). As an example, automated welcome emails can have an open rate of 50%, and almost half of the people who click on an abandoned cart reminder convert (Emarketer, 2023). 
[image: A graph of marketing content

AI-generated content may be incorrect.]
Figure 4: Responses through clicking by email-marketing
(Source: Emarketer, 2023)
This personalised method that is based on purchase history, browsing data and so on guarantees higher engagement. Even segmented campaigns can raise revenue by up to 760%, and gaining an open rate up by 26% through the personalisation of the subject line is achievable (Campaignmonitor, 2022). In the case of Amazon, a data-driven company, this channel is ideal to its strengths and enables the company to have a direct, personalised, and inexpensive channel of communication to its hundreds of millions of customers, which leads to more purchases and subsequent loyalty.
Importance of this media
The selected media by Amazon, which include SEO, paid search, social media and email marketing, are critical because they flow along the digital consumer behaviour and the models of data-driven used by Amazon. SEO and paid search help to capture high-intention users who generate huge traffic both on external and internal platforms. Social media has an emotional connection and brand credibility, particularly with Gen Z, which promotes long-term loyalty. Hyper-personalisation, which is the force behind email marketing, ensures high ROI since users are targeted in real-time. All these channels will make Amazon noticeable, reliable and convincing in all stages of the customer journey to maximise conversion, improve repeat sales and retain its position as a dominant force in e-commerce in the global market with effective, scalable communication.
[bookmark: _Toc203668423]Measuring success and Control using SOSTAC
Marketing at Amazon is measured and managed via a data-driven and stringent review of strategy by using the SOSTAC framework, in which strategies deliver numbers in outcomes.
Situation: Amazon functions as the biggest global e-commerce brand, however, sees strong opposition from competitors including Walmart and Alibaba, coupled with rise of regulatory concern over the majority it holds in the market and environmental effect.
Objectives: Marketing goals are sorted according to the five S model: Sell (sell products and build market share), Serve (add value and strengthen loyalty via the Prime ecosystem), Speak (build brand engagement over reviews and social media), Save (boost efficiency by use of programmatic advertising and automation) and Sizzle (build brand excitement through innovations and events like Prime Day).
Strategy & Tactics: Its fundamental element is merciless customer-centricity that is attained with the help of the segmentation, targeting, positioning, and the 7P tactics described above in detail
Action: The approach is implemented by a perpetual, ‘always-on’ set of automated campaigns, with major promotional activities happening every now and then and involving an extreme amount of cross-functional planning.
Control: It is the most serious phase in which the results of performance are compared to the aims, almost in real-time. Amazon employs a complex set of metrics dashboards to determine efficacy. Key Performance Indicators (KPIs) contain:
Advertising Cost of Sales (ACoS): The ad spends to sales ratio. This is one of the fundamental efficiency measures that helps to strike a balance between profitability and growth.
Return on Ad Spend (ROAS): Revenue per dollar in ad spend. The reciprocal of ACoS. Although an optimal ROAS (Revenue theerated/AD spend) is commonly stated as anything over 3:1, such a goal can be relaxed; a lower ROAS could be tolerated in the case of launching a new product to capture market share (Emarketer, 2023).
Conversion Rate (CR): The conversion rate of visitors. The average CR of Amazon is a record-high 9.96% in comparison to the average e-commerce CR of 1.33% (Sequence Commerce, 2025). This measure proves the performance of the whole customer experience, from ad creative to checkout.
Customer Lifetime Value (CLV): More spending and retention among Prime members contributes to the heavy investment of Amazon into Prime benefits (e.g., free shipping, video, music). The average excited member spends 1340 yearly in comparison to 650 by other people (Mathews, 2020).
New-to-Brand Metrics: These are used to measure the capacity of campaigns to generate altogether new customers, and they measure market expansion and not sales to customers who are already in the market.
These indicators show that the marketing strategy of Amazon is a powerful success. High conversion rates, huge advertising revenue and high CLV returns of Prime members show a mutually reinforcing successful model.
It is kept under control by the constant feedback loop that is fuelled by the high technology. Amazon already uses Amazon Marketing Cloud (AMC), a secure, clean room environment in which it can process anonymised, aggregated data of its ads and its first-party sources (Menon, 2022). This enables diversion, cross-channel analysis and complex multi-touch attribution models, instead of the unsophisticated last-click measurement. Marketers will be able to visualise every customer touchpoint of the customer journey that started with a social media impression and ended with a final display ad view, and then a sponsored product click and know the real value of each interaction. This is when data-driven minute-by-minute control allows Amazon to optimise its marketing machine at every step, carrying out A/B testing continuously, re-targeting and budget reallocations almost in real-time to ensure maximum efficiency and ROI.
Effectiveness of this marketing strategy of Amazon
This marketing strategy would be very efficient since it combines the components, which are data-driven decisions, individualised automation, and real-time performance management. With the help of the SOSTAC framework, Amazon uses every one of its tactics with specific goals in mind and constantly streamlines the campaigns by using KPIs such as ACoS, ROAS, and CLV. Technologies such as Amazon Marketing Cloud allow seeing the path to be pursued to reach a customer on a granular level and spend the budget wisely. The approach will not only enhance conversion and loyalty but also ensure that Amazon can maintain its leading position in the industry through competitive and regulatory forces, as the approach results in measurable and scalable marketing performance.
[bookmark: _Toc203668424]Conclusion
The marketing strategy of Amazon is characterised by data-driven accuracy, high-level segmentation, and customer orientation. The application of the SOSTAC framework guarantees planning, implementation, and control, whereas such KPIs as ROAS, ACoS, and CLV allow tracking the performance effectively. Amazon already uses a combination of SEO, paid search, social media and hyper-personalised email marketing to ensure it is meeting the changing digital consumer behaviour. The brand pays a lot of attention to automation and real-time analytics with the use of such tools as Amazon Marketing Cloud, which allows constant optimisation of campaigns. Despite the arguments against greenwashing in sustainability campaigns, the marketing of Amazon is still powerful because it has always focused on the values of its marketing, convenience, and trust. The company maintains superior customer experience, dynamic pricing, rapid delivery and omnichannel presence, which have been fuelling its e-commerce dominance. The technological innovation, combined with the personalised interaction, strengthens the status of Amazon as a global leader. Overall, marketing activities that Amazon undertakes are quite efficient, measurable, and flexible to provide the results which make clients more loyal and enable them to keep leading the market.
[bookmark: _Toc203668425]Recommendations
According to the conclusions and taking into consideration the ESG (Environmental, Social, and Governance) framework, Amazon is recommended to increase the level of transparency of its Environmental programs and publish sustainability reports, made by a third party, and make sure that green marketing conveys measurable results. This would increase confidence and lessen reputation risks. Based on the Social pillar, Amazon needs to increase inclusive marketing that will reflect local cultures in the emerging markets, to support the engagement of communities, making it cost-effective (Tarnanidis et al. 2025). It also must persist with individualisation to make stronger consumer relationships by using ethical data exploitation. In terms of Governance, Amazon needs to be more responsible through more internal controls of marketing assertions and environmental, social, and governance adherence. These are doable with the resource base and the digital foundation of Amazon and will make marketing more real, responsible and resilient as is expected in the long run by the stakeholders.
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