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[bookmark: _Toc212638219]1. Introduction
[bookmark: _Toc212638220]1.1 Introduction to Amazon 
Amazon is a global digital-commerce and technology leader, operating in retail, cloud computing, devices, streaming and logistics, with presence in over 200 countries and territories. Its culture emphasises innovation, customer-centricity and continuous diversification beyond e-commerce into hardware (Echo, Kindle), cloud services (AWS) and entertainment. Recently, Amazon has placed sustainability and circular-economy thinking at the heart of its strategy  for example co-founding The Climate Pledge in 2019 with the goal of net-zero carbon across its operations by 2040 (Amazon, 2025).  The proposed Amazon Renew brand is designed as a strategic extension of Amazon’s environmental and CSR agenda, combining its technological and logistical strengths with growing consumer demand for sustainable alternatives.
[bookmark: _Toc212638221]1.2 New Brand Concept: Amazon Renew
Amazon Renew is a new eco-lifestyle and sustainable-tech sub-brand under Amazon, offering certified refurbished electronics (smartphones, laptops, tablets), eco-designed accessories made from recycled materials, and green logistics (carbon-neutral delivery, minimal-waste packaging). The purpose is to promote circular consumption and reduce electronic-waste by extending product life cycles, encouraging trade-in and reuse and supporting recycling initiatives. Strategically, the brand aligns with Amazon’s broader sustainability commitments such as meeting 100 % of its global electricity usage with renewables and co-founding The Climate Pledge (Amazon, 2025a). 
[image: ]
Figure 1 Amazon Progress
(Source: Amazon, 2025a)

Amazon Renew is based on the existing Amazon ecosystem Prime membership, massive e-commerce platform, device portfolio (Echo, Fire TV) and global logistics infrastructure that allows consumers to have a convenient customer experience and a positive environmental impact.
[bookmark: _Toc212638222]1.3 Market Trends & Rationale 
Sustainable tech and circular business models have a strong inclination towards the macro-environment. The 2024 Global E Waste Monitor 2024 is a record of the world quantity of e-waste, with 62 million tonnes of e-waste produced in 2022, of which just 22.3 percent has been reported as correctly collected and recycled (Unitar, 2025). According to a forecast by UNITAR (2024), the e-waste is projected to increase to 82 million tonnes by 2030 an increase of 33 per cent. The consumer behaviour encourages this change: the 2024 Deloitte Gen Z and Millennial Survey revealed that 64 per cent of the Gen Z, and 63 per cent of the Millennials are willing to spend more on an environmentally-friendly product or service (Deloitte, 2024). Moreover, a survey conducted by PWC (2024) revealed that average consumers will pay 9.7 percent more when buying sustainable products. Competitively, other brands like Apple Renew (trade-in/refurbished), Dell Refurbished and Best Buy Trade-In are already in operation. However, there is a gap in opportunities between trusted global platform, complete logistics and device ecosystem and robust sustainability proposition. Amazon Renew fills this void with brand-trusted refurbished technology, sustainability-friendly delivery, and a circular product that appeals to the sustainability-conscious consumers and builds on the scale of Amazon.
[bookmark: _Toc212638223]1.4 Segmentation
Segmenting the potential market for Amazon Renew can be approached using several bases:
· Demographic: Primarily adults aged 20–40 years, tech-savvy professionals, middle to upper income (household disposable income), early adopters of devices and comfortable purchasing online.
· Psychographic: Eco-conscious, value-driven consumers who prioritise sustainable living, seek innovative tech, adopt minimalistic or conscious consumption lifestyles, and feel personal responsibility for environmental impact.
· Behavioral: Frequent online shoppers (particularly on Amazon’s platform), device upgraders/traders, those who respond to circular economy offers (trade-in/refurbished), early adopters of smart-home and connected tech, and willing to engage with sustainability credentials.
· Geographic: Urban and semi-urban metropolitan areas in developed markets (North America, Western Europe, parts of Asia-Pacific) and increasingly in advanced emerging markets where Amazon operates, where infrastructure supports fast logistics and device penetration is high.
	Segment
	Profile
	Key Needs

	Segment A
	20-30, young professionals, tech-first, sustainability-aware
	Affordable high-quality tech, refurbished, low-carbon impact

	Segment B
	30-40, family households, value quality + sustainability
	Reliable devices, trade-in options, eco-packaging, convenience

	Segment C
	Corporate/SME buyers, responsible procurement officers
	Sustainable tech procurement, circular-economy credentials, lifecycle tracking


This segmented view helps target those most receptive to sustainability-tech offerings and fit with Amazon’s digital-commerce strengths.
[bookmark: _Toc212638224]1.5 Targeting 
The primary target for Amazon Renew will be eco-conscious millennials and Gen Z professionals (Segment A) aged roughly 20-40 years, located in urban centres, who are frequent online shoppers, early adopters of technology and willing to pay a premium for sustainable products for example, 64 % of Gen Z and 63 % of Millennials are willing to pay more for sustainable goods (Deloitte, 2024). This group is well aligned with Amazon’s digital-first platform, device ecosystem and Prime customer base. The secondary target comprises corporate clients and procurement units (Segment C) seeking sustainable tech solutions with circular-economy credentials and responsible supply-chains.
[bookmark: _Toc212638225]1.6 Differentiation 
Amazon Renew’s unique value proposition can be summarised as: “Trusted quality, sustainable value.” Differentiation is built on several bases (after Philip Kotler):
· Product quality: Amazon-certified refurbishment ensures high standards, warranty and brand credibility.
· Brand trust: Amazon is a global platform trusted for logistics, device ecosystem and customer service.
· Sustainability: Low-carbon logistics (aligned with The Climate Pledge), eco-packaging and circular model (Amazon, 2025a).
·  Technology & ecosystem integration: Seamless trade-in/up-grade via Amazon devices, Prime incentives, Alexa integration, and global fulfilment capability. This combination creates a barrier to entry for simpler refurbished models and gives Amazon Renew a compelling differentiated position.
[bookmark: _Toc212638226]1.7 Positioning 
Positioning statement:
“To encourage eco-friendly buyers to purchase high-quality technology with minimal environmental footprint, Amazon Renew provides certified refurbished technology and eco-lifestyle technology solutions powered by the trusted Amazon name and worldwide logistics to make innovation, reliability and sustainability a one-stop experience”.
Compared to competitors, Amazon Renew holds a unique niche of offering a wide range of devices/eco-products, a global e-commerce service, trade-in and upgrade services, and carbon-neutral shipping.
[bookmark: _Toc212638227]2. Marketing Mix (7P’s)
[bookmark: _Toc212638228]2.1 Product 
Amazon Renew will have a selection of refurbished electronics (smartphones, laptops, tablets, smart-home items) and environmentally friendly products and accessories out of recycled or up-cycled materials (e.g. recycled aluminium laptop shells, biodegradable phone cases, solar-powered chargers). It is concentrated on the quality assurance of the products: every device is Amazon-refurbished, ran to pieces, restored to a like-new condition, is covered by a warranty and graded. This high-quality refurbishment criterion enables the customers to have confidence in purchasing second-hand technology. The brand image is one of sustainability and trust, there is a new Amazon Renew logo which uses a green leaf design, the packaging is environmental friendly (only a small amount of plastic, recycled cardboard, ink made of soy), and the warranty/registering system is digital through the ecosystem of Amazon, so it is easily supported. Through the incorporation of the Amazon device platform (Echo, Fire TV, Kindle) and e-commerce logistics, Amazon Renew will become a developed brand, not a second-hand one, as the brand of environmentally friendly tech.
[bookmark: _Toc212638229]2.2 Price 
The Amazon renew pricing will be value-based and set below the new devices but higher than the normal second-hand markets to indicate quality, certification and sustainability qualifications. As an example, a refurbished flagship smartphone would be sold at a price that is 30-40 percent lower than the new retail, yet slightly more than second-hand that was not certified because of the warranty and sustainability premium. Research by PWC (2024), indicated that buyers are willing to pay extra for sustainable goods: one survey found consumers willing to spend 9.7 % more on sustainably produced goods.  Another study by Faelli (2023), suggested a premium of around 12 % on average for sustainable products.  Amazon Renew will also offer flexible pricing options: trade-in discounts to encourage device hand-back, subscription/upgrade plans where customers can pay a monthly fee to keep devices up-to-date, and bundle pricing for eco-accessories. This tiered model allows price-sensitive but sustainability-minded consumers to enter at lower cost, while premium users opt for full-service bundles.
[bookmark: _Toc212638230]2.3 Place
Distribution of Amazon Renew products will exploit the global reach of Amazon’s main e-commerce platform plus a dedicated Renew microsite/sub-brand portal. The Renew portal will integrate seamlessly with the Amazon app, Alexa voice-shopping and Echo devices for example customers can say “Alexa, show me Amazon Renew deals” to browse certified refurbished tech. Logistics will emphasise sustainability: carbon-neutral shipping options, consolidated eco-packaging, and optimized delivery routes to reduce emissions. Reverse logistics for trade-in programs will be built in customers can return old devices via prepaid packaging and Amazon picks them up or arranges drop-off, feeding into the refurbishment cycle. Global markets will be addressed, initial launch in North America, Europe and major Asia-Pacific hubs where online commerce and Amazon’s infrastructure are strong; with urban & semi-urban areas prioritized. The online model reduces the need for physical storefronts and allows Amazon Renew to scale quickly while leveraging Amazon’s logistic backbone (Rodrigue, 2020).
[bookmark: _Toc212638231]2.4 Promotion 
The promotion strategy for Amazon Renew focus on the key theme “Reduce. Renew. Reuse.” via digital campaigns across multiple channels. With consumers increasingly expecting brands to act on sustainability, 85% of consumers reported they have adopted more sustainable behaviours and 45% expect sustainability as a given in e-commerce offerings (McKinsey & Company, 2024). 
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Figure 2 Consumer Preference Statistics
(Source: McKinsey & Company, 2024)

Key tactics include:
· Social media & influencer partnerships: Collaborate with eco-influencers and tech-savvy creators to run short-form videos on YouTube, Instagram and TikTok demonstrating trade-in, refurbished tech and green delivery (Thomas, Fowler and Taheran, 2023).
· Content marketing & sustainability storytelling: Create mini-documentaries or blog series about circular-economy, device life-extension, and Amazon’s logistics innovations. Engage audiences via PR features and CSR narratives about Amazon’s climate pledge.
· Cross-platform integration: Leverage Amazon’s own ecosystem  for example display Amazon Renew banners on the main Amazon site, send Prime-member emails, offer Alexa voice-shopping prompts like “Alexa, show me Amazon Renew deals”.
· Collaboration with NGOs & green initiatives: Partner with environmental non-profits to certify the refurbishment chain or co-host events/trade-in drives. These alliances enhance credibility and provide third-party validation.
· Integrated Marketing Communications (IMC): Combine digital ads, email marketing, PR, content and offline messaging  (Stănescu, Nicolae and Ciobanu, 2024). For example at pick-up centres or trade-in kiosks in select markets into a unified brand voice.
Given that 63% of online shoppers say the eco-friendliness of packaging is a deciding factor, and 65% consider whether an e-shop is socially responsible, Amazon Renew’s promotion must highlight both the sustainable credentials and the trusted Amazon brand (Ecommerce Europe, 2024).
[bookmark: _Toc212638232]2.5 People 
Amazon Renew’s people strategy emphasises internal and external stakeholders. Front-line customer-service staff will be trained in sustainability communication, enabling them to explain the refurbishment process, eco-impact and warranty clearly. Workers throughout the fulfilment and logistics processes of Amazon will be recruited as green ambassadors, who will take part in trade-in events, in-house recycling programs and sustainability trainings. To engage the external community, Amazon Renew will introduce a loyalty program (ex: Renew and Reward), where repeat customers/users who buy devices are made brand ambassadors, leave reviews and collect eco-points that can be used to purchase accessories- converting satisfied customers into brand advocates.
[bookmark: _Toc212638233]2.6 Process
The Amazon Renew process is geared towards customer experience that is smooth, and socially responsible. The process of online buying trade in refurbish cycle is simplified: the customers start with trade-in through Amazon and get prepaid eco-packaging, send old device, get a renewed one with instant upgrade or with a discount. The supply-chain is transparent with every refurbished device being tracked with certification, and optionally by blockchain-based traceability to demonstrate refurbishment history and carbon-savings. The shipping is carbon-free and consolidated routes/eco-packaging help to minimize waste. Convenience of the customer is in the center: obvious returns policy, quick delivery, and all warranty are the elements that bring confidence to the refurbished category.
[bookmark: _Toc212638234]2.7 Physical Evidence 
Physical evidence conveys the sustainability credentials of Amazon Renew with physical and digital signals. The packaging will be designed not only with a minimal and simple design but also with post-consumer recycled cardboard, soy-based ink and zero non-recyclable plastic. According to a Survey conducted by Eickenberg (2025), More than 54 per cent of consumers intentionally purchased sustainably packaged products in the last six months, and 90 per cent are more likely to purchase a brand whose packaging is environmentally friendly. The business is relevant due to the fact that the global sustainable packaging market is expected to be USD 433.9 billion by 2029 (Mordor Intelligence, 2023). 
[image: ]
Figure 3 Sustainable Packaging Market Size
(Source: Mordor Intelligence, 2023)
The eco-labels and certification badges (i.e., “Carbon-Neutral Delivery”, certified Refurbished”) will be displayed on the Amazon Renew pages on the site, as well as detailed sustainability reports and client testimonials focusing on satisfaction, quality, and sustainability. The unboxing will feature a QR-code with the refurbishment story and carbon savings of the device. This concrete will help the customers trust refurbished quality and strengthen the green promise of the brand.
[bookmark: _Toc212638235]3. Marketing Strategy Pitch
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[bookmark: _Toc212638236]4. Reflection
[bookmark: _Toc212638237]4.1 Learning from Brand Development
The creation of Amazon Renew enabled me to bridge the gap between the marketing theory and practice in a significant manner. I started by using STDP framework to identify a distinct audience of sustainable technology in the business model of Amazon. By the use of segmentation and targeting, I understood how powerful eco-conscious Gen Z and millennial consumers are in the context of e-commerce trends. Based on the positioning model by Kotler, I developed a value proposition that focuses on the trusted quality and sustainable value, which assisted me in formulating what is unique about the brand.
As I proceeded to the 7Ps marketing-mix model, I was able to understand that strategic and operational decision should be in line with each other to ensure the maintenance of a consistent brand name. It was through this process that I realized the power of theory in becoming useful when it is attached to real things like pricing or product design. I also liked to experiment with the creative aspect to create the visual identity of Amazon Renew, tagline, and sustainability message. The ability to collect data and analyze it with the help of reputable sources like McKinsey, Deloitte, and Statista contributed to honing my data-analysis skills and made me understand that one has to be able to back up marketing arguments with facts. In general, this experience has helped me learn more about the power of creativity and critical thinking to build successful, socially responsible brands.
[bookmark: _Toc212638238]4.2 Learning from Pitch Preparation
The marketing-strategy pitch preparation was not an easy task, but it was rewarding. I needed to summarize a whole strategy within several minutes and make it convincing and interesting. This had to make me put a lot more emphasis on clarity instead of detail and on the narrative behind Amazon Renew instead of the structures themselves. The poster design assisted me in practising the visual storytelling through colour, icons and brief taglines such as Reduce. Renew. Reuse.” to make the sustainability message shine.
Initially, I had a hard time reducing the theoretical concepts, without losing their richness, but practice enabled me to be more comfortable, and even more natural in conveying my messages. I have also learned to expect various stakeholder views: investors wanted a commercial feasibility, and consumers were concerned with the trust and the environment impact. Pitching helped me to be confident, timely, and presentable. It also made me remember that being compelling may always rely on the ability to empathize with audience. 
[bookmark: _Toc212638239]4.3 Skills and Future Improvement 
I gained better critical-thinking skills, teamwork skills and strategic-planning through this project. An analysis of sustainability at Amazon needed me to interpret  conflicting information and make effective decisions under uncertainty. Working in collaboration helped me see who various viewpoints can help make a marketing concept stronger, whereas the introspection process taught me to analyze my own choices more objectively.
In the future, I will develop better analytical rigour by incorporating additional quantitative methods of evaluation including market-size forecasting and ROI modelling. I also wish to enhance my storytelling and sustainability knowledge so that I can be able to develop profitable and yet ethical campaigns. This assignment has given me more confidence in applying theory into creative marketing practice and has inspired me to further grow as a reflective, strategic marketer.
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