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[bookmark: _Toc141720962]1.0 Introduction 
Digital marketing has become a crucial apparatus for distinct companies operating in a variety of industries to promote the brand by addressing the needs and demands of the target clients of the respective corporations It equips the enterprises with the scope of enforcing curated marketing strategies which facilitate enhancing the brand awareness of the concerned business organisations. With the emergence of distinct digital media platforms and technology-based solutions, digital marketing is becoming a preferred alternative for enterprises to promote and advertise their brand. 
Therefore this report would be drafting a digital marketing strategy of Amazon in the UK that would begin with a discussion of the organisational strategy followed by a detailed documentation of PESTLE analysis and consumer insights, The report would also include customer experience and competitor analysis followed by a detailed investigation of the governance and reputation of Amazon. The study would further proceed with a meticulously designed digital marketing strategy involving discussions on the strategic framework and tools as well as tactics that would be used. It would also comprise a projection of the KPIs and key metrics followed by detailed documentation of the estimated costs that the project would incur. 

Purpose of report
The purpose of this report is to evaluate the business strategy of Amazon in the UK. The report will suggest a digital marketing strategy for Amazon’s operations and business in the UK market. 
[bookmark: _Toc141720963]1.1 Organisational Strategy
Mission: The mission of the renowned e-commerce platform Amazon is to become the most client-oriented enterprise in the world. This has always been the central concept guiding the operations, business strategies, performance as well as marketing inclinations of the brand (amazon.jobs, 2023). The company’s objective is to focus more on operational strategies which enable the enterprise to effectively cater to the needs of the clients. 
Vision: Amazon is a dominant e-commerce platform and its growing presence in the retail and technology industry is highlighting its vision to become the best client-centric enterprise and a safe workplace accompanied by the goal; of becoming the best employer in the market (aboutamazon.com, 2023). 
Values: Amazon’s business operations and strategies are centred around its consumers highlighting the company’s customer obsession more than its focus on competitors. The constant development of product lines and its creative endeavours highlight the inherent preference for innovation accompanied by the company’s long-term goals (aboutamazon.com, 2023). The enterprise also exhibits its value in achieving operational excellence. 
Brand strategy: The precise business strategy that has been enabling Amazon in maintaining its position in the market involves its customer experience tactics, advanced search engine optimization as well as an effective UI followed by product diversification techniques and a curated brand story. The brand strategy has been facilitating Amazon to cater to the needs of its clients while enhancing its production and distribution capacity which has made the company one of the dominant e-commerce platforms in the industry. 
Brand story: Amazon's brand story reflects a carousel that might be scrolled enabling the company to add distinct marketing modules as well as campaigns. Such a story facilitates Amazon in distinguishing its marketing and product lines from others (marketplaceamp.com, 2023). The illustration of the brand story of Amazon has been contributing to the success of the marketing and promotional tactics of the company. 
[bookmark: _Toc141720964]2.0 Pestle Analysis 
Political: The UK is known for its stable parliamentary democracy that enables the country to draft effective policies and optimise their implementation. It has to be noticed that although the government reflects a welfare state tendency it also plays a distinct role in drafting and enforcing business-friendly schemes for the corporations to operate freely and profitably within the country (Wang et al. 2022). The policy of Brexit has however been acting as a major uncertainty for the political scenario of the country accompanied by the fluctuations in the geopolitical situations of the world where the UK is actively involved that impact the prospect of maintaining a productive business environment. 
Economic: The country is one of the strongest economies of the world with a GDP of £2.2 trillion as of the fiscal year 2022 (statista.com, 2023). The economy of the UK is market-oriented resulting in the free execution of a distinct type of business. This is also the key reason behind becoming one of the financial hubs of the world accompanied by the establishment of a number of financial service corporations. However, the country is currently suffering from a high inflation rate due to the rise in the price of energy and oil which is also impacting the profitability of a number of its industries as well as reducing the purchasing capacity of the clients in the economy. 
Social: The social structure of the UK is majorly divided into strata based on economic and materialistic prosperity. The country has a thriving working class with access to quality education that helps companies in recruiting employees with precise skills and qualifications (Xu, 2021). The country has a multicultural and diverse environment accompanied by the training provided by its universities which makes it easier for corporate organisations in building a productive and well-trained workforce using local workers and fresh graduates. 
Technological: The UK is continuously investing, researching, and developing new technologies and incorporating such technologies in industries and the education sector. The country has a thriving number of internet users which has been calculated to be 64.99 million as of 2021 indicating the access and usage of the internet and online platforms by people (cia.gov, 2023). Technology has been contributing to the progress of the economy and has been assisting the operations of its business sectors. 
Legal: The country has a well-classified legal system that safeguards the interest of customers, employees as well as companies. The Employment Act of 1996 provides exclusive rights to the employees while exhibiting the ability to safeguard the interest of the workers in the organisation. The Equality Act of 2010 has been further introduced by the British legal system to prohibit discrimination during or after the recruitment in a business enterprise accompanied by the explicit regulation of the minimum wage per person in a given financial year to prevent the working class from slipping below poverty line (Richards and Sang, 2021). 
Environmental: A number of British interest groups, activists as well as government authorities are taking sustainable initiatives to protect the biodiversity of the country accompanied by strong activism and strict legal frameworks facilitating the same. The country adheres to the SDG goals and therefore enforces strict climate-oriented protocols for the industries to prevent pollution and reduce carbon footprint (Carter and Little, 2021). The customers of various industries in the UK are reflecting a distinct behavioural pattern that indicates a growing preference for sustainable products and ethical operations.  This has been impacting the organisational operations and business strategies of the distinct brands and companies operating within the UK. 
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Figure 1: PESTLE Analysis
[Source: enterslice, 2020]
[bookmark: _Toc141720965]3.0 Consumer Insights 
Interpretation of the information obtained from the business market based on which a business organisation is able to know about the needs as well as demands of the customers better is known as consumer insights (Gupta et al. 2020). Thus, it can be said that consumer insights can provide businesses with the ability to gain a deeper understanding of the consumer base.
[bookmark: _Toc141720966]3.1 Introduction of chosen models
Identification along with the utilisation of the most appropriate framework before selecting the digital marketing approaches is a quintessential requirement as it can allow a firm to implement its digital marketing plan more efficiently. In this case, Amazon is not an exception and can use the RACE framework in addition to the Customer Life Cycle Management model for the proper selection as well as execution of the digital marketing plan for the business.
The RACE framework can be beneficial for Amazon since it enables the organisation to identify the digital activities that can lead to the improvement of the digital marketing performance of the business (Suh and Chow, 2021). This in turn can lead the organisation in the betterment of the business performance. 
Apart from this, the Customer Life Cycle Model can also be used by Amazon as it can make the company able to understand the buying decisions of the customers. This particular model is based on 5 basic aspects which are awareness, research, comparison, purchase as well as retention (Safanta et al. 2019). This model plays a quintessential role in the determination of the level of success of an organisation and Amazon is not an exception as in digital marketing the most crucial task is to understand the criteria based on which the customers make their purchasing decisions. 
[bookmark: _Toc141720967]3.2 RACE
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Figure 2: RACE Framework
[Source: pinklemonade, 2018]

	R (Reach)
	Amazon can use digital marketing campaigns with attractive taglines for grabbing the attention of the customers better. This is due to the reason that the attractiveness of the tagline can allow the company to make a distinct appeal to the customers which can give it a competitive edge in the highly saturated business market. This can attack unique visitors and enhance followers on the social media site of the company leading to an increased consumer base.

	A (Act)
	Amazon has to emphasise the development of attractive leads which can be posted on various social media platforms. This can allow the firm to establish a further strong relationship with the potential client base (Piranda et al. 2022). This can drastically enhance the sales rate of the firm. The more shares commenced, and the likes the leads can get, the prospect of the firm can get increased.

	C (Convert)
	Amazon can employ a data-driven marketing strategy which can allow it to analyse the collected market data and bring required changes in the digital marketing strategy in order to make the products more attractive to the customer base. The best part of this approach is the personalisation of the advertisement content which can compel the customers to buy the products offered by the firms. Digital surveys can help in gaining proper market insights.

	E (Engage)
	Amazon can post feedback about various products from influential customers on various social media sites and can also announce special discounts for loyal customers (Coll and Micó, 2019). This can trigger the customer base of the firm to remain loyal.



[bookmark: _Toc141720968]3.3 Customer Life Cycle Management
[image: ]
Figure 3: Customer Life Cycle Management
(Source: webopedia, 2023)
Awareness
Amazon can use various social media platforms to ensure that customers are well aware of the various product lines which the company offers. Apart from this, the use of search engine optimisation technology can allow the organisation a hassle-free customer experience during searching for any particular product of their needs which can save their precious time (Das and Mishra, 2019).
Research
Amazon can use various blogs and posts for highlighting its new products to the customers so that the product can grab the attention of the customers during the process of research based on which the purchasing decision of the customers are dependent.
Comparison
Amazon can emphasise providing a list of similar products as per the search result to the customer so that the client can easily compare the products and thus can pick the most appropriate or suitable one for purchasing. The proper guidance to the customer can increase customer experience.
Purchase
By providing an attractive brochure during the time of purchase, the organisation can allow the customers to know the main objectives of the product and thus can use the product without facing any issues (Liangyu, 2020). This can aid the organisation to gain the trust of the customer on the brand.
Retention
The organisation can focus on providing better customer support so that customer complaints can be rapidly mitigated. This can be enhanced by giving proper after-sales support to the customers.
[bookmark: _Toc141720969]4.0 Customer Experience  
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[bookmark: _Hlk141728622]Figure 4: Customer Persona of Amazon
[self-created]

Demographic - Camila Stewart is a 23-year-old woman who lives in London and is working in the information technology sector. 
Profile - Being a software engineer, she does not get an adequate amount of time to go for physical on-store shopping and tries to shop from E-Commerce websites.
Motivations for using product/service - She is a working woman and lives alone in London, she wants to shop her necessary items from e-commerce websites to attain better deals and get the products at her doorstep.
Goals for using this service/product - Amazon is a profound company and it delivers quickly so the main goal of hard is to grab better offers and fresh products.
Pain Points - Going offline shopping is difficult for her as it is time-consuming. 
2. [image: ]
Figure 5: Customer Persona of Amazon
[self-created]
Demographic - Henry Jones 21 years old is a college student from Bristol, United Kingdom.
Profile - Henry is a student as well as a YouTuber side by side who makes videos by reviewing new gadgets.
Motivations for using product/service - He is very enthusiastic about technology and reviews different electronic gadgets on his YouTube channel. Therefore, he likes to try Amazon because this eCommerce platform offers a wide range of new gadgets.
Goals for using this service/product - Henry was searching for new technology tools within an affordable price point because he wants to provide authentic opinions to his followers on YouTube.
Pain Points - being a college student, he has a limited budget so he searches for offers to buy gadgets.
3. [image: ]
[bookmark: _Hlk141728835]Figure 6: Customer Persona of Amazon
[self-created]
Demographic - Natasha Wilson is a 60 years old retired lady who lives in Manchester, United Kingdom.
Profile - She was a high school teacher and lives alone in Manchester after retirement. She is fond of cooking different items in her leisure time. 
Motivations for using product/service - Natasha is quite fond of cooking, but due to health issues, she is unable to visit stores physically. Therefore, she is eager to try Amazon to acquire items for cooking purposes.
Goals for using this service/product - Natasha was searching for reliable eCommerce to buy food items as safety is essential. She was suggested to use Amazon by one of her colleagues.
Pain Points - Previously she was unable to find a trustworthy platform from which she can buy grocery items. 
Outline customer journey
A customer journey map can be described as a sequence of interactions that are orchid between a potential customer and the business organisation during pre-purchase, purchase as well as post-purchase periods (Shiratori et al. 2021). A potential consumer goes through various stages before making a firm decision regarding purchasing a product from a specific brand such as researching, contrasting substitutes, and gathering adequate amounts of information from various databases as well as from the organisation itself. Evaluating the customer journey map, a business enterprise can significantly identify the potential lacks that are in the customer service which are needed to be improved to enhance the customer satisfaction and retention rate by a considerable amount in the long run.
Stages of Journey - The stages of the customer journey include awareness of the specific product or service considering the product or service by comparing it with other alternative brands and items, and experience after buying. Every consumer undergoes these respective phases.
Activities - In the very first stage of the customer journey map, an individual gets to know about the product or the specific brand name. In the next stage, the person researches thoroughly the brand as well as the products and services that are offered by the company. Afterward, the individual compares different alternative products that are available in the marketplace. And lastly, make the decision of purchasing a specific product or service from a particular business firm. 
Feelings and needs - by analysing as well as evaluating the customer journey map, an organisation is able to apprehend the feelings as well as preferences of the potential consumers.  
Potential opportunities for improvement - The main idea of this journey map is to help an organisation apprehend the issues associated with customer service as well as the product categories that are needed to be rectified as per the preference of customers to eliminate any grievances among the customer base (Keiningham et al. 2020).
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Figure 7: Customer Journey Map of Amazon
[self-created]

Identify channels 
Social media platforms are the most significant channels in this digital Era to communicate with consumers and resolve their queries as well as issues in a significant way. As per the statistical data of 2023 it has been recognised that more than 4.5 billion individuals across the globe use social media sites to accumulate information regarding various topics and brands (forbes.com, 2023). In addition to this, communication through the messaging features in social media platforms such as Instagram, Facebook as well as Twitter is accessible and it is helpful to reach a larger group of audience within a short span of time through attractive posts and personalised advertising (Taillon et al. 2020). Amazon will be able to communicate with its target audiences through social sites and influence their decision-making procedure to choose Amazon over other brands. In addition to this, email is another effective channel to connect with people all over the world. It is an easier system to put forward information as well as data regarding the offers and discounts to potential consumers. It is a convenient platform to communicate and maintain the confidentiality of the conversation. Through email service, a customer can send attachments with which the customer service Amazon can apprehend the issue and come up with appropriate solutions to offer optimum satisfaction.
[bookmark: _Toc141720970]5.0 Competitor Analysis 
Microenvironment analysis 
Porter's five forces is a strategic assessment used to analyse competitive dynamics within the retail industry following Amazon Inc company. Therefore, considering the multiple variables that could assist Amazon's digital marketer to come up with an inclusive and robust digital marketing plan.
The threat of new entrants: According to Niu and Zhao, (2023), the online retail industry in the UK is fiercely competitive. In the case of Amazon, it acts as a dominant leader as it positioned itself high which puts barriers to new entrants. Despite this, following the existing players namely Tesco, Asos, and others are well-known online merchants putting pressure on Amazon to invest in continuous development in technologies.
Bargaining power of buyers: Buyers in the online-retail industry possess a great deal of bargaining chips owing to the accessibility of multiple platforms where consumers can easily compare prices of similar products along with reviews in an attempt to acquire cheaper options (hivelr.com, 2023). This implies that the risk is moderate as Amazon can utilise an excellent digital marketing approach that will highlight cheaper options along with promoting secure shipping and tailor purchases.
Suppliers' bargaining power: In contrast, as stated by Cao, (2023), considering Amazon's business, third-party sellers, distributors, and, manufacturers are among the suppliers that market goods on online platforms. Despite having an immense supplier network that leads to favorable negotiations, certain major vendors possess negotiation power as a result of their best-selling traits and offer special discounts this can lead Amazon to face high costs, unfavorable delivery output, and others. Choudhary et al. (2021), has mentioned that in  this situation, suppliers' power is high and to mitigate such issues, building attractive conditions, highlighting multiple benefits to retain solid bonds, improving experiences, and others.
The threat of substitute: Following the UK online retail market, the threat is high where Amazon competes with companies that hold booths brick and mortar, and online landscape along with niche businesses and others. Delfanti, (2021), has explained that  in the technological aspect, rivals utilise virtual reality which gives the consumer an innovative way to purchase. While, product-wise, availability, price, and, quality might impact Amazon which leads customers to switch platforms. As per Sandhya, (2023), the threat of alternatives also varies on economic conditions and consumer preferences.
Competitive rivalry: The level of industry rivalry is high where from large players to small and emerging companies operating against Amazon company. Despite this, local companies are also putting pressure on and generating dynamic situations. However, the company's core competitors are Ebay, Asos, and Tesco which cater to the UK market and capture a huge customer base. Amiri, and Vida, (2023), has stated that The majority of the competitors are thriving to obtain high market share alongside developing price competition which might lead to hampering Amazon's price structure in the near future. To avoid such circumstances, Amazon must put pressure on unique-value propositions along with offering exclusive offers and adopting a customer-centric approach like utilising data-driven tools to grasp consumer purchase patterns and thus retain a competitive edge.
[bookmark: _Toc141720971]6.0 Governance & Reputation 
According to Read and Smith, (2023), previously Amazon has gained a track record for upholding business ethics and handling its public image. These consider the ongoing aspect as the business landscape is continuously evolving and copping up with new challenges. However, these aspects also get derived from the company's actions and responses owing to the concerns linked with data protection, AI, inclusion, and others. Despite this, consumer usage of digital technologies and Ai solutions will impact Amazon in both positive and negative ways. The usage of digital technology by consumers generates vast data alongside concerns about privacy and security. As Amazon obtains a huge amount of data that potentially track customers buying pattern and pinpoint using promotional ads. Therefore, it is essential to adopt robust security measures so that customers' sensitive information is safeguarded. In regard to this, previously amazon has faced a lawsuit owing to its data exploitations (wired.com, 2022). As a result, to overcome such an image, Amazon must focus on developing an excellent strategy that sustains transparency. 
In contrast, based on the other implication, as stated by Papagiannidis et al. (2023), the Ai algorithm often provides a vital option for the consumer which might be regarding customised advertisement, product recommendation, and, others that can lead to impact trust. On the hand, biased and discriminatory characteristics of Ai can lead to ineffective decisions which can lead Amazon to deal with lawsuits. However, despite this, following customer service, Amazon leveraging Ai-assistant and chatbox has improved responses. Dimitrakaki, (2022), has indicated that it is crucial to maintain a balance between human interaction and Ai-powered engagement so as to deliver holistic customer experiences. Amazon which fails to maintain such aspects can develop dissatisfaction among customers. As the technology is getting more sophisticated, amazon to comply with regulations might face a certain level of obstacles.
[bookmark: _Toc141720972]7.0 Conclusion
Digital marketing is the most integral part these days in this competitive market because it assists in standing out with an adequate reputation and notable image. In this section of the study, a comprehensive understanding of digital marketing's importance in the context of Amazon has been covered. Starting from the mission and vision along with the value of the organisation to the various external aspects that impact the enactment of Amazon have been covered with the help of PESTLE analysis. Along with that, to provide a comprehensive overview of the target audience and their experiences, adequate communication channels along with customer life cycle management have been discussed.



[bookmark: _Toc141720973]Part 2
[bookmark: _Toc141720974]1.0 Digital Marketing Strategy 
[bookmark: _Toc141720975]1.1 Outline the SMART Objectives
	Specific
	Measurable
	Achievable
	Realistic
	Timely

	Attract new customers through digital marketing strategies.
	The stated objective can be measured as a hike in customer retention rate by 45% followed by a 55% hike in the total number of customers.
	This can be achieved by aligning marketing strategies with the grievances of its customers. 
	Customers are the predominant target of Amazon. Marketing plays a dominant role in attracting and engaging with customers (Desai and Vidyapeeth, 2019). Thus, this is a realistic objective and solution to strengthen the customer base.
	6 months

	Build better customer-brand relationships by offering better post-sales services along with enhanced customer experience.
	This can be determined based on a 15% increase in the company’s customer conversion rate
	As for the stated aim, this can be attained by underpinning the challenges experienced by customers and providing aid for the same (Rikap and Lundvall, 2022). 
	The outcomes of a business are directly related to customer experience. By initiating viable and effective services, the company will be able to retain its customers properly (Wibowo et al. 2020).
	8 months

	Enhance brand awareness by initiating relevant and effective knowledge and information related to the brand.
	This particular objective can be determined on the basis of the company’s sales experienced an increase of 60%.
	To attain this concerned objective, the company has to imply on spreading relevant information regarding the brand and its offerings to attract both additional and existing customers. The higher the awareness, the higher will be the sales leading to better performance.
	This objective is highly realistic as sales are enhanced when more customers know about the brand (Cheung et al. 2019). 
	10 months



[bookmark: _Toc141720976]2.0 Strategic Framework 
There are various methods that Amazon can opt for in order to prepare a strategic plan to achieve its marketing objectives (West, 2019). As a result, given below is the TOWS model that would indicate the company's initiatives and capabilities extensively:
[bookmark: _Toc141720977]2.1 Overarching Strategy 

	Weakness-Threats
	Strengths-Threats

	· Amazon operates in a highly competitive e-commerce market which contributes to its threats. The inability to influence price comprises the brand’s weakness. For this gaining competitive advantage is essential by providing products at comparatively lower prices (Yasa et al. 2020).
· Following that, the business model of Amazon is imitable. For this, the strategies of the firm must be advanced to avoid internal and external challenges from competitors.
	· Amazon has a strong brand image which results in various competitive threats. To reduce the same, extensive strategies underpinning different market regulations and laws must be abided by.
· The company offers a wide range of products initiated by different brands declined Amazon's margin. Thus, a cost-leading strategy and diversified and unique product lines are essential.

	Weakness-Opportunities
	Strengths-Opportunities

	· As Amazon depends on a third party for products and services, low-quality and defective items are a weakness. For this, the company can opt for quality standards along with a quality-checking team.
· Security and data issues are also the weakness of the concerned company. For this, the company has the opportunity to implement advanced technology to secure data and ensure customer security from fraud and other issues.
	· Amazon is a globally recognised brand that already has a loyal base of customers. With enhanced and strategic digital marketing activities, the company has plenty of opportunities to strengthen its existing as well as new customers (Dash et al. 2021).
· By investing in the R&D department along with marketing, the company has the potential to increase its business capabilities with customer support and brand awareness.



[bookmark: _Toc141720978]3.0 Tactics and Tools 
[bookmark: _Toc141720979]3.1 SEO/SEM
Amazon can highly focus on the search engine optimisation (SEO) process so that the customers do not have to face excessive website traffic. According to Verma et al. (2020), apart from this, search engine marketing (SEM) can be used by the business organisation where it can take the help of paid advertisements which will pop up along with the search results obtained by the customers. As per Kundu, (2021), this can assist the firm in promoting newly launched products which in turn can enhance the sales rate of the firm by grabbing the attention of the customers better.
[bookmark: _Toc141720980]3.2 Display Ads
By the efficient utilisation of digital marketing approaches an organisation can be able to maintain its competitive position in the business market. This is not an exception in the case of Amazon as the implementation of the digital marketing plan properly can enable the organisation to display several advertisements of different products on various social media platforms. Azizi et al. (2022),has stated that this display of advertisements can be made personalised by the company depending on the distinct buying habits of the customers. The company can implement this by analysing the search history as well as the buying patterns of the customers. If this strategy can be implemented effectively, the company can achieve tremendous success in digital marketing and can also compel customers to buy products. This is due to the reason that constant popping up of advertisements of the products which are according to the interest of the customers can lead them to place orders for the product resulting in enhanced revenue growth of the firm.
[bookmark: _Toc141720981]3.3 Email, social media
The digital marketing approaches of Amazon can be optimised if the company can enhance the rate of occurrence of its digital marketing campaigns. According to Silvia, (2019), the company can also take the initiative to promote this campaign on different social media platforms so that the company can be able to reach out to a diverse base of customers which is a quintessential requirement for the long-term success of the firm.
Apart from this, the organisation can also take the help of email marketing for remaining connected with the loyal customer base and also to keep them informed about the special discounts and offers that they can avail of during the next order or purchase from the company. As per López García et al. (2019), this can enhance the relationship of the loyal customers with the firm which can act as a strength for the company and can also allow the firm to get a competitive advantage in the harsh business market.
[bookmark: _Toc141720982]3.4 Digital communications tools 
By the efficient utilisation of digital communication tools, Amazon can establish a strong connection with its potential customer base. As a result of this, the organisation can be able to know about the pain points of the costumes and thus can accordingly bring changes in the entire process of product development and marketing as well. According to Agrawal, (2021), the organisation can also give special attention to the development of unique marketing content so that various products offered by the firm can show enhanced sales rates. In addition to this, the personalised marketing comment which can be developed by analysing the market demands to attract a specific client base can also allow the firm to show optimum growth as well as development.
[bookmark: _Toc141720983]4.0 Key Metrics and KPI and their Identification 
After the implementation of the designed marketing plan, it is essential to identify and measure the success of the implied strategy. As per Ghahremani-Nahr and Nozari, (2021),to do so, it is necessary to take up certain metrics or KPIs that demonstrate the growth or downfall of the company’s performance post-the strategy implementation Given below are certain KPIs that Amazon can undertake while measuring its performance post the implementation of its digital marketing plan:
Customer Retention Rate: The rate of customers that the company has been able to retain is demonstrated through the mentioned KPI. As per Muchardie et al. (2019), the higher the retention rate of customers, the more effective the company’s strategies Therefore, after the consideration of the designed plan, if the mentioned rate of Amazon increases by 45%, it can be said that the strategy had been effective.
Web Traffic: This denotes the number of customers visiting the website of the company. Increasing traffic on the company’s website is considered to be a viable scenario. Therefore, a hike in the web traffic of Amazon by 30% would indicate the effectiveness of the strategy.
Sales: Greater sales results in greater profitability. As a result, a marketing strategy leading to hiking sales is extensively prominent for a company (Peter and Dalla Vecchia, 2021). Hence, if there’s a 6% hike in post-marketing sales of Amazon, the strategy can be said to be working.
Conversion Rate: This reflects the number of customers initiating purchases after visiting the page. The higher the rate, the better it is for the company. Herein, a 15% of hike in the said rate would be beneficial for the company.
[bookmark: _Toc141720984]5.0 Cost  
The preparation and implementation of the overall digital marketing strategy involves the incurring of a certain amount of costs. Demonstrate below is the breakdown of costs Amazon has been estimated to incur:
	Particulars
	Cost (£)

	SEO expenses
	£2,500

	Display Ads expenses
	£3,000

	Social Media Marketing expenses
	£4,000

	Tools of Digital Communications
	£3,600

	Research and Development
	£3,900

	Miscellaneous
	£2,000

	Total
	£17,500


An estimation of £17,500 would be incurred by the company, Amazon. There are various expenses associated with SEO, Social Media Marketing, Research and development, and Miscellaneous that the company has been identified to incur.
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                                                   Customer Persona of Amazon  • Camila Stewart is a 23 - year - old woman who lives in London and is working in the information technology sector .  • She is a working woman and lives alone in London, she wants to shop her necessary items from e - commerce websites to attain better deals and get the products at her doorstep .  • Being a software engineer, she does not get an adequate amount of time to go for physical on - store shopping and tries to shop from E - Commerce websites .  • Going offline shopping is difficult for her as it is time - consuming . Motivations for using  product/service  Pain points     Demographic  Profile   • Amazon is a profound company and it delivers quickly so the main goal of hard is to grab better offers and fresh products . Goals for using this  service/product  
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                                                  Customer Persona of Amazon  • Henry Jones 21 years old is a college student from Bristol, United Kingdom .  • He is very enthusiastic about technology and reviews different electronic gadgets on his YouTube channel . Therefore, he likes to try Amazon because this eCommerce platform offers a wide range of new gadgets .  • Henry is a student as well as a YouTuber side by side who makes videos by reviewing new gadgets .  • B eing a college student, he has a limited budget so he searches for offers to buy gadgets . Motivations for using  product/service  Pain points     Demographic  Profile   • Henry was searching for new technology tools within an affordable price point because he wants to provide authentic opinions to his followers on YouTube . Goals for using this  service/product  
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                                                   Customer Persona of Amazon  • Natasha Wilson is a 60 years old retired lady who lives in Manchester, United Kingdom .  • Natasha is quite fond of cooking, but due to health issues, she is unable to visit stores physically . Therefore, she is eager to try Amazon to acquire items for cooking purposes .  • She was a high school teacher and lives alone in Manchester after retirement . She is fond of cooking different items in her leisure time .  • Previously she was unable to find a trustworthy platform from which she can buy grocery items . Motivations for using  product/service  Pain points     Demographic  Profile   • Natasha was searching for reliable eCommerce to buy food items as safety is essential . She was suggested to use Amazon by one of her colleagues . Goals for using this  service/product  
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