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[bookmark: _Toc57575922]Introduction
The primary concern of this study is to explore end-to-end customer journey which refers to a series of interaction between the organization and the customers over a specific period of time. End-to-end customer experience encompasses three different elements and these are customer contact point, customer journey and customer experience environment. Customer experience is essential in business processes. One of the primary goals of marketing is to reach customers and influence their decision making. According to the funnel analogy, customers systematically narrow down their initial considerations while making decisions, weighing options and buying products. This study is centred on the innovative marketing strategies and customer journey of Amazon UK.
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[bookmark: _Toc57575924]Innovative marketing strategies for increasing brand awareness
Brand awareness refers to the extent to which potential customers recognize a brand. Therefore, brand awareness refers to the knowledge of the customers about a business. The innovative marketing strategies of Amazon have allowed them to achieve a range of branding benefits including customer recognition, credibility, 	customer loyalty, confidence, brand equity, consistency, and talent attraction and shared values. Amazon attempts to increase brand awareness among the customers because it would enable them to 
· Promote their business across various channels 
· Introduce a range of new services and products
· Create a business reputation
· Retaining and finding loyal customers
Amazon has used various innovative marketing strategies over the years to build brand awareness and these are discussed below:
1. Amazon on social media:
In order to increase brand awareness, one of the most innovative marketing strategies used by Amazon is social media marketing. Amazon posts product promotion on its social media channels in order to drive sales. Amazon's Facebook page has more than 29 Million likes. In order to increase brand awareness among the customers, Amazon tries to reply to a large number of customers on their posts. This enables customers to get useful information from the brand. Amazon creates conversations and contributes to it in an effective manner and this is believed to be important for driving brand success on social media (Huang et al. 2020). The Twitter account of Amazon was primarily used for promotional activities but now it is more focused on engaging its customers in the additional services like Amazon Music and Prime Video. Amazon’s Pinterest account is an extension of the original store. It is used by customers to browse for a range of purchase ideas. Spark is also used by Amazon to enhance social engagement. It is one of the most effective ways of creating brand awareness.
· Amazon on Twitter: Amazon has more than 3 million followers on Twitter. The Twitter account is mainly used by Amazon to communicate with the customers. This is believed to be an effective marketing strategy. Amazon has several other Twitter account dedicated to customer support. The Twitter account is widely used by the company to promote its services like Amazon Echo or Amazon Pay. Moreover, Twitter is used for promoting products like whole food and grocery items (O’Reilly and Stevens, 2018). The Twitter accounts of Amazon are created on the basis of the geographical market.
· Amazon on Facebook: The official Amazon account on Facebook has more than 29Million followers. The Facebook account is mainly used by the company for product promotion and update. They use a comprehensive vision strategy for informing the customers. The Facebook page of Amazon is believed to be a critical customer touch-point as well. The company news of Amazon is also promoted through the official account of the company. 
· Amazon on Instagram:  The Company has more than 1.7 million followers on Instagram and this account is mainly used by them for interviews with authors and artists. They also use video content for promoting their products and services. The creative stories on Instagram are used as a promotion for interviewing authors, artists and other influencers as well (Lorenzo, 2017). This is believed to be one of the most innovative marketing strategies used by Amazon for increasing the brand awareness of the customers. 
· Amazon on Pinterest: The Company has more than 80,000 followers on Pinterest and this account is used for promoting their products. Thematic mood boards are used by the company for product promotion. However, the Instagram community of Amazon is not as big as the other communities. Companies like Target have a larger community on Instagram. 
· Amazon on Twitch: The Company has more than 18,000 followers on Twitch and this account is mainly used by them for promoting the Prime community games. It is a live streaming platform created for achieving a gaming community. In the year 2014, Amazon bought Twitch for $1 billion (Majed et al. 2018). Twitch has been used by Amazon for marketing for the last 6 years. Prime members are able to play free games on Twitch as well. 
2. Partnership with Snapchat
Amazon uses multiple platforms to promote its services and products. They have also partnered with other social media channels like Snapchat to develop a 'visual search tool' which would allow users to scan a specific product using the Snapchat camera in order to get a detailed product card. Amazon affiliate program is believed to be an innovative marketing strategy which is widely used by the company for increasing brand awareness. Users are able to insert affiliate links in order to promote certain products that appear on the board (Ghosal, 2018). Amazon has also introduced an influencer program and this has taken their marketing strategy to a whole new level. Therefore, social media influencers are able to build a storefront with a range of recommended programs for commission. However, Amazon might have to reconsider this strategy as a result of the increasing use of Instagram Checkout. Amazon has improved the customer journey by enabling them to purchase products through the shortest paths. Amazon has taken several initiatives to make customer journey simpler (Althafairi et al. 2019). The increasing use of social media as a marketing strategy allowed Amazon to increase customer experience as well. 
3. Amazon Prime membership
Amazon Prime is another innovative marketing strategy used by Amazon to increase brand awareness. Amazon Prime enabled the company to achieve more customers. The Amazon Prime Community is growing rapidly. There are several benefits with Amazon Prime including faster delivery, access to endless contents and more discounts on products and services. People are ready to pay $100 annually for Prime membership particularly due to the fast delivery services. The Prime members enjoy fast shipping which usually takes less than 2 days. A large number of customers have become Prime member due to this effective marketing strategy. Amazon offers big discounts to the Prime members and this is a part of their innovative marketing strategies. Customers are able to purchase grocery items using their Prime membership. The innovative marketing strategy has recently enabled Amazon to acquire supermarket chain for Whole Food (West, 2019). Moreover, this innovative marketing strategy has led the company to engage its customers in a binge-worthy media. Customers are able to access movies, videos, series, music and e-book due to the prime membership. The Amazon Prime ROI in the year 2017 is proof of its growth. An average of $1300 was spent by the Prime members in 2017 and this is believed to be twice as much as what is spent by a regular Amazon customer. In the year 2018 more than 100 million users bought Prime membership and this is due to the aggressive marketing strategies of Amazon. Amazon Prime Day is also a part of its innovative marketing strategy and the company takes this opportunity to offer more discount to customers (Vieira et al. 2019). This event was celebrated for a single day when they started this campaign in 2015. However, in the year 2018, the event was celebrated for 36 hours. This led to an increase in sales of $4.8 billion.
4. Amazon recommendation
The product recommendation on Amazon is a marketing strategy itself. Customers do not need to click on product recommendation as they appear at a different level on their own. Customers are able to view product recommendations while browsing the site. The recommendation engine of Amazon suggests that more than 35% of products are purchased on the basis of the product recommendation. This innovative marketing strategy for Amazon is supported by AI technology. The technology refers to the purchases made by the customers to the questions they ask Alexa in order to make these recommendations for the customers (Wayne, 2018). The data silos are divided by Amazon in an effective manner in order to provide a cohesive experience for the customers. Amazon also uses Email marketing for product recommendations. This means they send product recommendation to the customers via their email. The emailing strategy of Amazon has allowed them to boost their sales as well. 
5. Seasonal events
Amazon also uses seasonal as a part of their innovative marketing strategies. Amazon offers discounts to customers on a special occasion like Black Friday and Christmas. Amazon takes the opportunity for these special occasions as a shopping event. Customers are encouraged to buy more products due to the discounts and offer on the products and services. The special events have boosted the sales growth of Amazon. Flash sales and lightning deals in the UK broken all the sales record of the company (Hahn et al. 2018). The growth of Amazon as a result of the seasonal events allowed them to gain a competitive advantage over several e-commerce retailers and brick and mortar stores as well.
These are some of the innovative marketing strategies of Amazon which are believed to be effective in boosting the sales of the company. The marketing strategies of Amazon are supported by AI and AR/VR technologies. Marketing technologies have been beneficial to Amazon in several ways. It has not only allowed them to meet the business goals but also enabled them to simplify customer journey (Sidali et al. 2016). However, the bad marketing strategies of Amazon such as fake reviews have affected the reputation of their business to some extent. It has been found that some of the reviews on Amazon are paid and too good to believe. Therefore, Amazon should focus on improving its marketing strategies and it has been found that fake reviews are used for influencing the buying behaviour of customers.
[bookmark: _Toc57575925]Evaluation of customer journey across a variety of communication channels
The consumers today expect hyper-personalized and seamless user experience while interacting with brands or companies, including immoderate communication across various devices and channels. Organizations try to deliver that at each stage of a consumer life-cycle in order to fulfil stakeholder expectations and strengthen the brand relationship with the target audience (Mikolajová and Olšanová, 2017). Most market leaders agree that developing a well-connected consumer journey across every channel and touch-point is critical to the overall success of marketing strategies. However, the big retail businesses like Amazon are highly satisfied with their techniques of leveraging consumer data for creating relevant experiences. 
Over several years, Amazon, the largest multinational companies of e-commerce, has built up an immense reputation among online buyers. In the western markets especially the company is viewed as an online portal for accessing information regarding the products that they are willing to purchase (Hong, 2015). Google data implies that Amazon is the most common retail search term in America. 
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Fig 1: Most common retail search terms on Google
(Source: Hong, 2015)
The customer journey across multiple communication channels has been evaluated by using the Traditional Funnel Metaphor theory proposed by McKinsey. This theory demonstrates the phases involved in a consumer journey from being aware of a product to making the final purchase of the product. The consumers start the purchase journey by initially considering a number of potential brands and they eventually reduce the number methodically in order to purchase a product (Court et al. 2009). The customers of Amazon go through the same journey and the marketers find innovative ways to include the brand or company the initial-consideration in the decision-making journey of the brand.  These stages include awareness, brand familiarity, consideration, product purchase and loyalty. 
[image: ]
Fig 2: Traditional Funnel Metaphor
(Source: Court et al. 2009)
At each stage, consumers go through a variety of communication channels in order to move on to the following stage. At each stage, a set of communication channels play a crucial role in the decision-making process of both the consumer and the brand. In the case of Amazon, the following communication networks are generally involved in the decision-making process.
1. Awareness
The journey of customers begins with a fundamental question which revolves around where consumers can find the necessary product that could meet a specific requirement. Amazon is able to pinpoint the origin of this question and evaluate the platforms that provide the answer for guiding its marketing efforts (Farah and Ramadan, 2017). Amazon engages with consumers through the following communication channel at this phase. 
· Clicks and ad impressions: The awareness campaign of Amazon is built around display advertisements or paid displays on Google, Twitter, Instagram, YouTube and Facebook. Amazon keeps track of the delivered impressions and the number of times the Ads were clicked. 
· Search volume: Google Analytics is used by Amazon for tracking the keywords used by people for finding their site, the number of time people spend on it and the geographic locations of the viewers (Gollnhofer and Schüller, 2018).
· Social platforms: Consumers are highly engaged on social platforms and often use Google, Twitter, Instagram, YouTube or Facebook for gathering brand information. Amazon uses it as a metric for measuring brand awareness by counting shares, comments and likes. 
2. Familiarity
During the phase of being familiar with a brand, consumers come across a variety of communication channels and touch-points. Amazon uses data for sending consumers personalized information regarding their products. Consumers access information from other sources too. The following communication channels play a crucial role in this phase.
· Word-of-mouth: Consumers inform one another about Amazon and its services through oral communication as simple as any other day-to-day conversation (Wagner et al. 2020). The process of story-telling however makes someone familiar with the services of the company. 
· Advertisement: Consumers become familiar with the current offerings of Amazon from digital and traditional advertisements.  
· Email: The open rate of Emails over time is evaluated by Amazon and it is considered one of the most powerful channels of communication at this phase.
3. Consideration
Consumers do not purchase from every single company that they are aware of. Amazon uses outreach and data for encouraging the advocacy of the customers and this factor contributes much to brand consideration (Ramadan et al. 2019). A wide range of customer touch-points plays an effective role at this phase.
· Feedbacks: Consumers are expected to go through the feedbacks shared by users on multiple social platforms and websites before finally considering Amazon. This is why Amazon turns its happy customers into advocates. Positive feedbacks act as an effective influencer for instigating the decision of the customers. 
· Word-of-mouth: Word-of-mouth again plays a crucial role at this stage and peer-to-peer conversation compels a person to consider some brands and bypass the others. The high-value service stories of Amazon are passed on from one buyer to the other. However negative experiences similarly influence brand consideration (Sandes and Botelho, 2020). 
4. Purchase
For influencing the purchase decisions of the customers, Amazon the biggest retail service provider use a wide range of network for letting the consumers know about the company’s relevant services. Several data sources and communication channel influence the purchase decision of the company. 
· Google search: When consumers look up products on Google they are redirected to various online delivery sites or applications. Amazon is the largest multinational e-commerce retailer always appears as the dominant one. The strong brand awareness and consideration of Amazon also play a crucial role here. 
· Website: The website of Amazon is an influencer too. The details appearing on the website of Amazon including pictures, reviews or delivery details influence the purchase decisions of the consumers (Wilson-Nash et al. 2020). The website allows open communication between the sellers the customer by acting as a mediator.  
· Direct communication: Before making purchases, few questions may appear on a consumer’s mind. The consumer may directly communicate with customer executives or the sellers regarding the product. The transparency of customer executives may influence the purchase decision of the customer.
5. Loyalty
The post-purchase phase is actually the most crucial point in a consumer journey and it determines the retention ability of a company and the likelihood of repurchase. Amazon uses a range of repurchase strategies for retaining loyal customers. Consumers influenced by post-purchase experience may exhibit strong loyalty towards the brand. At this point, several touch-points again play a crucial role. 
· Survey: Customer surveys at the post-purchase stage determine the degree of satisfaction with a product (De Keyser et al. 2020). Customer surveys in a similar manner allow Amazon to communicate with customers in order to determine what they feel about Amazon’s services. Amazon keeps in touch with the customers for determining their effectiveness and ability to influence a repurchase.
· Loyalty program: The loyalty programs of Amazon play an effective role in enhancing the post-purchase experience of the customers. The aim of these programs is to increase customer loyalty through rewards and member cards. Customers offer several benefits to loyal customers, especially the Prime users, such as discounts, rebates, rewards and subscriptions. 
· Support teams: The support teams of the customers directly communicate with the customers regarding their post-purchase queries. The support teams provide genuine support throughout the post-purchase process for enhancing customer experience. 
· Blogs: Blogs, service reviews and product reviews of Amazon on various blogging websites and YouTube may influence other customers. Generally, the post-purchase experiences are communicated to other costumers through blogging (Farah and Ramadan, 2017). The blogs and video blogs determine the loyalty of the customers. 
The decision-making process of e-commerce users is a circular journey incorporating four integral phases. This is a more compact version of the previous model proposed by McKinsey. The circular customer journey includes initial-consideration set, active evaluation by customers, purchase moment and post-purchase experiences. Like the previous model, in the beginning, consumers consider a set of companies, brands or services on the basis of brand perception and their exposure to the current touch-points. Next, consumers go through active evaluation by gathering information. They subtract or add brands for evaluating the specifics. At the purchase moment, the final brand is selected and after the purchase is made, customers develop expectations on the basis of their experience for informing the following journey of decision (Court et al. 2009). This is a cycle rather than a funnel and this model is currently more effective in the retail market. It can be asserted that Amazon has long emphasized touch-points that act more like marketing techniques for defining the end-to-end journey of the customers. Keeping that in mind, it could be said that the strategic use of the communication networks throughout the circular journey, has prevented Amazon from diverting its attention from the end-to-end journey of the users. The touch-points rather keep the audience engaged and guide them on to the following phases. 
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Fig 3: Circular decision journey
(Source: Court et al. 2009)
The consumer journey of Amazon has revealed that the retail giant has developed an incredible reputation amongst the e-commerce users that have cemented over the years what customers expect from online retailers in general and from the brand. The e-commerce giant has accomplished an enviable feat of creating a strong brand image amongst the consumers across diverse groups and geographic territories. Amazon uses the communication channels very strategically so that these channels and networks could act as a marketing medium for the company. In general, Amazon has come across incredibly well in terms of meeting stakeholder expectations by using a range of communication channels at each phase of their journey (salesforce.com, 2020). It can be claimed that the customers of Amazon can expect service prices to be reasonably competitive for making deliveries swift, and providing hassle-free and fair return policies. By all accounts, e-commerce users and marketing analysts have accepted the company to be a paradigm of excellence and customer-centric. The website of the product is very convenient and drops down thousands of displays once a product has been searched. The products details include clear titles, prices, and additional purchase options that redirect customers to third-party sellers. In fact, the differentiation strategy of the brand has provided personalized experiences to customers. In the South-East Asian countries, Amazon has availed cash-on-delivery service or pay-on-delivery service upon realizing the low dependency on credit cards and lack of trust in prepaid options. The scenario has changed over the last few years but the option is exploited widely by Asian customers (Gollnhofer and Schüller, 2018). 
[bookmark: _Toc57575926]Conclusion 
Intensive research on Amazon’s marketing techniques and consumer journey reveals that Amazon uses strategic and innovative marketing for defining the end-to-end journey of the customers rather than diverting from it. The long emphasized touch-points of Amazon are integrated into its marketing network so that the company can get involved in each phase of the consumer journey. It depends on a wide range of communication networks, channels and platforms at every stage so that it does not divert its attention from the end-to-end consumer journey. In fact, the touch-points are used as strategies for engaging the audience at each phase. 
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