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[bookmark: _Toc203776441]Introduction 
Marketing is the quintessential element in this globalized business environment. Amazon includes a focused level of marketing emphasizing balance among people, planet and profit. However, as the company's operations are massive on a global scale, the implementation of marketing promises in real-time operations becomes a major challenge. In this report, the essential steps taken by Amazon to promote its technology with a sustainability balance will be critically evaluated. The issues of Amazon in the implementation of marketing promises in real time will be analyzed.
[bookmark: _Toc203776442]Task 1: Marketing analysis of Amazon 
[bookmark: _Toc203776443]Concept of marketing and investment performed by Amazon 
[image: fig01_01wo.jpg]
Figure 1: Marketing process and consumer relationship
(Source: Learning Materials)
In the opinion of Vargo et al., (2023), the marketing concept of a company is based on comprehending the marketplace and customer needs and then designing a campaign strategy based on customer touchpoints.  Subsequently, construction of a marketing program is required that creates consumer value in high-margin, and Amazon performs investment to follow this above-mentioned model (Statista, 2019).  In 2024, the data suggests that Amazon has spent almost 21.4 billion dollars on promotional marketing and advertisements. This represents almost a 5.4 % increase compared to the previous years. The digital marketing and advertising on multiple platforms helped the company to increase revenue by 49 billion dollars, almost triple the amount from 2019. The internet footprint is high for Amazon as it creates a very good balance between its technology and e-commerce landscape. Amazon has become the leader in retail media advertising as well as becoming the global leader. 
According to the above facts, financial, human and infrastructure resources are deployed by Amazon in an optimized manner to get the maximum level of market footprint from the Internet. It is helping the company get ahead in the global technology race, and it increases brand perception and value among young consumers who prefer online marketing compared to offline markets (Ziółkowska, 2021). Moreover, online marketing helps in decreasing the carbon footprint as ad campaigns can be operated with less physical equipment, as well as creating a sustainable image for the organization. 

[bookmark: _Toc203776444]Macro and Micro marketing concepts of Amazon
The macro marketing environment can be analyzed by PESTLE, and micro marketing will be analyzed by SWOT mentioned below:
	Political Factors
	Climate change policies have become priorities for governments as the world is facing a deep climate crisis. Amazon must focus on environmental sustainability to claim its ethical and moral high ground, with compliance with National governments throughout the globe.

	Economic factors 
	The green economy is the new trend. Sustainable product design and packaging are getting attention from young generation consumers, and it is reshaping the overall economic pattern of society. 

	Social Factors 
	Maintaining transparency is one of the most important factors in developing green campaigns and delivering them in a practical way. In the case of Generation Z and Millennial consumers, the trend to buy from companies with a high focus on sustainability and environmental governance is prevalent in the present time. Thus, Amazon should not only focus on advertisements but also give real-time results of the sustainability policies to enhance brand value.

	Technological factors 
	New technologies like cloud computing and real-time data analytics are enhancing operational efficiency (Vincenzi et al., 2023).  However, this technology should be coupled with renewable energy sources and green technology to optimize resource use and decrease the carbon footprint of the organization at an optimized level. 

	Legal Factors 
	Emission laws and packaging practices are important to follow through, as every government is targeting a reduction in overall carbon emissions to achieve the environmental sustainability goals, according to the United Nations sustainability goals (European Commission, 2025). Thus, the legal climate suggests Amazon act on it effectively and take legal compliance seriously without doing any kind of greenwashing. 

	Environmental factors 
	Environmental factors like Zero carbon footprint, proper corporate social responsibility and its impacting factor create accountability for companies to follow through (Yu et al., 2022).  Thus, Amazon needs one major change in policies, implementation and monitoring to get through to a transparent marketing and trustworthy state. 

	
	



Table 1: PESTLE analysis
(Source: Created by Learner)
[bookmark: _Toc203776445]SWOT Analysis
The micro factors of Amazon can be analyzed through SWOT analysis.
	Strengths
	Weaknesses

	Amazon makes strong investments in green data centers, which are powered by renewable energies, and it helps in the reduction of the carbon footprint that creates real-time positive impact on the brand value.  Amazon is trying to lead in becoming a major player in sustainable e-commerce marketing with an outstanding brand valuation (Charles, and Uford, 2023). 
	It is witnessed that the carbon footprint from packaging and logistics has been a major issue for the organization. The overall packaging with plastics has increased plastic pollution, and it has degraded the brand reputation of Amazon.  This weakness has to be recovered. 

	Opportunities
	Threat

	Sustainable packaging and the development of a sustainable product line are crucial components for Amazon’s success. Use of renewable energy, water conservation and reduction in single-use plastics are great opportunities for Amazon, and it should help in increasing the brand recognition of the organization. Thus, enhancing market dominance and market footprint as well. 
	Greenwashing claims can be a major threat to companies like Amazon. It will disrupt the goodwill of the company, and the company can get legal suits from governments, disrupting the smooth flow of business. 


Table 2: SWOT analysis
(Source: Created by learner)

[bookmark: _Toc203776446]Influence of the marketing strategies of Amazon 
The marketing strategy of Amazon has got a laser-like focus on green marketing. In social media and the website, the company has directly posted the packaging innovation that highlights a reduction in single-use plastics by 9 % showcasing their remarkable progress in managing plastic pollution and its degrading impact on the environment.  According to the marketing on the website, the company is reducing weight in the shipment packaging by almost 43 % and it complied with laws in the US, Canada and the EU in 2015 (Statista, 2019). The marketing strategy is effectively focused on showcasing more strength on sustainability factors. The use of overall eighty thousand metric tons of single-use plastics has been avoided by Amazon since 2020. This kind of green campaign has been very useful in developing a sound strategy for overall market development. 
[bookmark: _Toc203776447]Analysis of the target market 
[bookmark: _Toc203776448]Main audience 
The main audience of Amazon is based on millennials and the young generation of consumers. The target audience both prefer online marketing as they follow and buy through online mode. Thus, if the marketing and the practical operations of Amazon must be streamlined effectively, it can be witnessed that the need analysis of the audience has to be performed perfectly, and it can help the organization to grow in the best possible way. Thus, the targeting should be performed with the psychological aspect of the consumers. 

[bookmark: _Toc203776449]The main materials used to capture the target market
In the opinion of Darmawan and Grenier, (2021), data analytics is the key component of Amazon, and it has created a real-time development of ad campaigns according to the needs of the consumers. The main materials used by Amazon include Amazon product ranking, which helps in developing a database system and making recommendations to capture the product market. It is witnessed that Amazon is focusing on proactive sustainability measures at present. It is helping the company to become one of the most impactful from the perspective of brand image. It helps the company to grow and delve into the new market of Generation Z, who are focused on buying from brands that effectively follow the environmental measures in the most effective way. Thus, optimized output can be achieved with a high-level competitive advantage. 
[bookmark: _Toc203776450]Segmentation, targeting and differentiation 
Amazon’s marketing strategy is focused on consumer needs, and its delivery is spot on. There are mainly four types of segmentation which are followed by Amazon. Geographic, demographic, psychographic and behavioral presentation. 
Geographic segmentation: Geographic segmentation is an essential aspect as it covers location, and in the case of Amazon, the urban and semi-urban areas with developed internet are targeted. Customers residing in metropolitan cities all over the world are the primary target of the company. Approximately 70 % of the sales on Amazon are performed in the metropolitan city areas (Cortez et al., 2021). 

Demographic segmentation: The demographic segmentation is based on the age group, gender, and in the case of Amazon it serves its product from 15 years to almost 70 years. However, the main target range of consumers is the millennials and younger generation consumers who are the most frequent buyers, and they can be easily targeted with focused marketing on social media platforms.  
Psychographic segmentation: It is very important to manage the psychological aspects of the segmentation. In case of the psychographic aspect, one aspect is analyzing the buying perception of the consumer in a refined way (Amiri, and Vida, 2023). For example, in the case of Amazon, the sustainability message is present in packages, and it is promoted on the website efficiently. It helps in increasing the positive psychology in creating a brand that works for the climate change aspect. However, the greenwashing aspect is one major issue that creates a negative impact on the overall buying perception of consumers. However, Amazon developed a great marketing campaign targeting mainly millennials and the young generation in an effective way to enhance exponential growth for the organization. 
Behavioral segmentation: The behavioral segmentation of consumers includes buying patterns, buying time, and the quality of buying. Consumer behavior is an essential aspect in developing a target market. If from the perspective of consumers, the behavioral pattern is witnessed by Amazon mainly targets the consumers with product diverse brand image and its sustainability policies. 
Thus, target market is defined as consumers within age of 15 – 50 years living in urban areas with frequent buying pattern and keen sense of sustainability aspect.  The differentiation of the brand can be performed with the help of sustainability, and it can be performed with policies of company that support the climate change aspect. 

[bookmark: _Toc203776451] Positioning and Analysis of the Marketing Mix 
According to Islami et al., (2024), Brand positioning reflects the strong ability of the organisation, which aligns with the strategic marketing practices by ensuring the customers' demands, expectations and operational effectiveness. Amazon's brand position focuses on maintaining a customer-centric, environmentally friendly and innovative brand portfolio, which is the new brand motive towards green evaluation.



	Element 
	Current Strategy
	Critical Evaluation 

	Product
	Launching “Climate pledge friendly” and sustainable, environmentally friendly packaging.
	Amazon is focusing on shifting its branding towards green branding by providing Limited product integration (Vidal Santos et al., 2023).

	Price 
	Dynamic and premium pricing for green-certified product items.
	The pricing strategy relies on the premium sector because sustainability nowadays has become a privilege, and it is not appropriate for price-sensitive customers, which creates a great division among consumer consumption.

	Place 
	Focusing on reducing carbon emissions as a global E-Commerce leader.
	Amazon strategically acknowledged the sustainability initiative by identifying the major green consumption area, which is mostly in Europe and the US region, because the Asian region has a price sensitivity.

	Promotion
	Generating awareness through different social media platforms, emails, websites and messages.
	Through different campaign content, social media short content video format and different posts will be the major attraction and promotional tool by raising concern towards environmental sustainability and the benefits of green consumption.

	People
	Conducting training programs to enhance the ability of employees while integrating green strategy and DEL policies.
	Amazon is taking the initiative to create an inclusive working culture by conducting training and learning programs to create a behavioural change among the employees that helps in supporting the green innovation (Yu et al., 2022).

	Process
	Investing in integrating renewable machinery, data centres and environmentally friendly logistics.
	The operational progress faces several barriers, which are mitigated by different strategies and mitigation. However, the operational progress continues by acknowledging the customer feedback and identifying the gaps to enhance their effectiveness in green evaluation.

	Physical Evidence
	Creating eco-labels, utilising electronic vehicles and innovations in warehouses.
	Focusing on labelling their green initiative to showcase their concern towards environmental sustainability. However, many users receive plastic packaging, which creates difficulties in strongly stating the green narrative.


Table 3: Marketing Mix Analysis
(Source: Self-developed)
Analysing the different market perspectives, it has been identified that marketing is not shaping customer perception; it's more towards illustrating the organisational truth and motive. Amazon is facing difficulties due to a lack of awareness in claiming their green initiative, but in reality, they are not taking any serious action to provide a ground-level experience. Amazon focuses on utilising green resources; however, their data centres consume high energy usage which leads to criticism. People are currently becoming more and more concerned regarding the green evolution and green packaging, where having lack of evidence and accountability creates difficulties in setting the brand image as a green brand (Khalil et al., 2021). Moreover, our inclusivity in pricing creates difficulties for many people because it is priced in the premium category, which is not accessible for many users.

[bookmark: _2obrrzvwm1iq][bookmark: _Toc203776452]Selection of Media 
[bookmark: _ianpufo38djd][bookmark: _Toc203776453]Primary targeted market area 
Amazon mostly focuses on targeting people who are aware of environmental sustainability, preparing for green consumption and maintaining a green lifestyle, tech-savvy, mainly Gen Z and millennial people (Theocharis, and Tsekouropoulos, 2025). In summary, it is more likely to teach ethical consumption and genetic awareness regarding environmental sustainability by trying in marketing strategy. 
Mostly, the younger people have the demand and expectation from the international brand to become more environmentally friendly by maintaining their corporate accountability and transparency. 
[bookmark: _duw9h3dof1vm][bookmark: _Toc203776454]Taking initiative 
Amazon focuses on generating awareness regarding the green initiatives through different social media posts, video blogs, and infographics to explain their efforts and their willingness towards environmental sustainability. Through a video campaign, they are highlighting their new electrical transportation, sustainable packaging materials and how their green operation will continue to attract people. In the initial stages, they are positioning their green initiatives and packaging as a level of climate pledge-friendly by offering sustainability and environmentally friendly packaging materials. 
[bookmark: _24a0zix9twaa][bookmark: _Toc203776455]Amazon accountability 
During their marketing strategy, they are focusing on enhancing their brand portfolio and positioning their brand as a green and environmentally friendly brand. However, a lack of awareness and a lack of analysis make the accountability phase difficult because many users receive plastic packages; however, they are selecting the green and sustainable packaging options (Maarif et al., 2024). Many customers are providing feedback that they are paying extra for sustainable packaging, but they are receiving the old traditional packaging, which creates disappointment among the target market.


[bookmark: _cjuabzfcp0px][bookmark: _Toc203776456]Key Channels and Methods of Communication Used in Marketing
Amazon, focusing on conducting their marketing campaign mostly the digital platforms, should have different social media, email campaign websites featuring search engine optimisation and influencer marketing. 
Social media marketing is used to promote their new initiative by showcasing different hashtags like Amazon sustainability, creating blog posts and video content. Through an email campaign, Amazon sends a personalised email to each existing customer related to a detailed conversation about the green initiative, like the product deals, reducing their carbon emissions and delivery options during their eco-friendly shopping experience.
The website and application also feature their new campaign and their launch initiative by illustrating the benefits of environmental sustainability and how each eco-friendly purchase can create a major impact on the environment. Search engine optimisation also helps in creating great marketing by utilising the algorithm and the customers' searches to create awareness worldwide. According to Watanabe et al., (2021), Collaborating with highly engaging influencers who have an immense audience can easily promote Amazon's new initiative and their green product delivery options for ensuring strong engagement and acquiring a strategic market reach for Amazon.
[bookmark: _my03epk729re][bookmark: _Toc203776457]Significance and Justification
Amazon's sustainability marketing campaign successfully generates high engagement and creates a sensation among the targeted market area. Their Eco-labelled product can be easily found by customers, which reflects the user-friendly features. In social media platforms, through comments, they create a strong engagement, which is beneficial for them to reach their desired market area. The annual ESG report also stated their investment in renewable energy implementation to avoid high levels of carbon emissions (O’Rourke, 2025). However, other information channels and third-party critics create different questions regarding their market effectiveness and operational effectiveness. This critic highlights Amazon's weakness where their vision is not aligned with the implementation, and there is a strong absence of critical analysis.
[bookmark: _bu4lm02kmp6d][bookmark: _Toc203776458]Effectiveness of Campaign Assessment and Its Measurement Metrics 
 Analysing the Amazon sustainability marketing campaign, it has been acknowledged that it is a successful brand campaign in the context of the conversion rate, utilising hashtags and click-through rate. They are engaging analytics in social media platforms and conducting different activities related to their green initiatives, reflecting that they have a positive reaction from the customers. Amazon is focusing on publishing a report that helps in showcasing their reduced rate of carbon footprints, along with raising awareness among customers by showcasing the carbon footprint reduction for each order. Moreover, they should focus on acknowledging the third-party feedback and reviews for enhancing their operational activities and their accountability for real-time successful sustainability achievement.

[bookmark: _62edggg2i9pg][bookmark: _Toc203776459][bookmark: _gfsu0s8lc973]Task 2: Shortcomings of the Marketing Plan of Amazon and Conclusion Based on the Above Discussion 
[bookmark: _Toc203776460]Inconsistency in Execution:
Amazon's sustainability marketing campaign showcases their initiatives, their motivation and their enthusiasm towards implementing green practices in their operation. However, the customers did not receive the expected experience through their order, where some consumers claimed that they were receiving traditional packaging instead of the sustainable packaging they had ordered. This inconsistency in maintaining the claims creates difficulties and confusion among consumer over a global brand by questioning their accountability.
[bookmark: _c8qbmg3baxzk][bookmark: _Toc203776461]Allegations of Greenwashing:
The third-party critics and several news channels believe that Amazon is focusing on marketing campaigns rather than integrating any significant initiatives into their ground-level organisational activities. They also questioned their campaigning because they identified a lack of transparency regarding the actual impact of this mini-initiative, along with they also showcase in the doubt that customers may not choose the sustainable packaging option due to pricing sensitivity. The people are becoming more concerned towards their sustainable options, where they are questioning and demanding evidence of their actual green operation.

[bookmark: _anvt1x0tc1x][bookmark: _Toc203776462]Accessibility and Affordability Gap:
For many consumers, this price sensitivity creates a barrier to utilising the sustainable pathogen options. Amazon positioning is a sustainable delivery option in the premium range, where cost-conscious people cannot utilise this green initiative and sustainable packaging option. Amazon markets their sustainability operation as a privilege where it is the responsibility of a global brand to replace its traditional packaging items with sustainable options, which leads to creating ethical concerns. 

[bookmark: _pryve4orj7c0][bookmark: _Toc203776463]Weak Customer Engagement:
As a global brand, Amazon has a Limited opportunity for engaging with each customer and creating a strong interaction with the customer (Vollero et al., 2023). The campaign receives a lot of comments and shares; however, different customers' feedback and reuse create a negative impact on the customer trust and reliability in the brand. This also leads to a major reason for diminishing the emotional connection and loyalty towards Amazon.

[bookmark: _i53ankz3za2w][bookmark: _Toc203776464]Measurement Limitations:
Amazon focuses on genetic awareness regarding their green initiative; however, they are maintaining a significant absence of transparency, maintaining accountability in the ground-level customer experience while delivering their actual product. This continuous feedback and third-party critical and questionable aspects reduce the stakeholders' and the investors' confidence towards the green initiative, which creates a major negative impact on the long-term effectiveness (Khalid et al., 2024).
[bookmark: _lf0ypoge6fvt][bookmark: _Toc203776465]Task 3: Recommendations
Analysing different aspects of allegations, difficulties and their motivation, there are some recommendations which can help in improving the Amazon sustainability initiative by making a strategic marketing campaign. Analysing the existing capabilities of Amazon, this is a practical recommendation to enhance they are brand operations.
[bookmark: _ai9r7xdfvqog][bookmark: _Toc203776466]Ensure Consistency Across Markets
Amazon should purchase on maintain its standardised green initiative practices by ensuring its claim in its marketing campaign. Critical analysis and monitoring can be a beneficial option for Amazon to maintain their standardisation in the green initiative to mitigate any absence of negligence, and maintaining checklists is also a mandatory responsibility of the logistic partners (Lima et al., 2025).
[bookmark: _htj9n6baldiv][bookmark: _Toc203776467] Increase Transparency through Independent Verification
Increasing transparency by showcasing the reduced rate of carbon footprints on each other. Real-time data will help in increasing customer confidence and trust in the brand and mitigate all the claims and third-party critics' allegations (Jain and Mitra, 2025). Moreover, Amazon can also acquire third-party ESG certification to mitigate all the greenwashing allegations.
[bookmark: _9wg3ovsqqwgu][bookmark: _Toc203776468]Introduce Tiered Green Pricing Models
Amazon should focus on mitigating the affordability issue by creating a strategic different price structure for eco-friendly products, which should include budget-friendly green alternatives along with premium alternatives to ensure each customer's requirement and demand. This way, they can ensure inclusivity and ethical value.
[bookmark: _9atyia53qjsf][bookmark: _Toc203776469]Implement Real-Time Impact Metrics
Amazon should introduce a real-time showcase of the impact of each product order on the customer. The real-time impact on environmental sustainability by calculating the production rate of carbon footprint by clicking the sustainability and eco-friendly delivery option can encourage people towards repeating their purchase and influence towards sustainability (Jasmy et al., 2024). They can easily portray this as a green brand revolution for a globally leading brand and mitigate all the issues by posting customer confidence.
[bookmark: _c7lngud6rcr][bookmark: _Toc203776470]Expand Educational Content and Collaborations
Different educational content collaborating with the professional and publishing blogs regarding their business growth in their sustainability aspect, along with their different strategies and initiatives in their logistics and supply chain management. This can help in maintaining transparency and showcase their effort and their motive towards environmental sustainability for achieving long-term benefits.
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