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Executive Summary
The primary aim of this report is to critically evaluate the marketing function of Amazon and recommend strategic marketing methods for enhancing its long-term effectiveness. It would use theoretical frameworks like STP Model, 7Ps Marketing Mix, Integrated Marketing Communications (IMC), Resource-Based View (RBV) and the SOSTAC Model for highlighting the operational and strategic gaps and make recommendations.
Amazon has significant expertise in data-driven marketing through AI-enabled personalization, ad delivery and logistical convenience. The marketing efforts of the company are highly integrated across paid and owned marketing channels which is supported by comprehensive metrics like ROAS, CTR and Prime acquisition. However, there are gaps related to emotional branding, heavy reliance on transactional messaging and under-utilization of earned media. Moreover, there are significant concerns voiced in regards to the personal data usage and sustainability initiatives. Hence, a SOSTAC-based recommendation can be utilised for better impact. The recommendations include value-based marketing, purpose-driven branding and localized storytelling. 
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[bookmark: _Toc203812296]1.0 Introduction
In this age of globalization and tech innovation, marketing plays a central role in influencing consumer perceptions, driving business growth and generating brand loyalty across diverse markets. Amazon was founded in 1994 and has grown to become the world’s largest online retailer accounting for about 10-15 % of global online spending (Michael, 2025). In 2024, more than 309 million people used Amazon around the world generating more than $ 638 billion in revenue for the company indicating growth trends of 9.5-11% year-over-year (Michael, 2025). The global scale of operations of the company is underscored by comprehensive digital innovation like AI-enabled personalization, one-click ordering, same-day delivery and Alexa voice ecosystem. 
The main aim of this report is to critically evaluate and analyse the marketing function of the company through exploration of the environmental pressures, customer empowerment and digitalization. It would identify the key challenges that affect the marketing strategies analyzing the macro/micro factors, STP strategies, communication channels and performance metrics while identifying the gaps in the current approach. The purpose of the report is to identify the strengths and weaknesses on the basis of the critical analysis to make informed recommendations using the SOSTAC model.
[bookmark: _Toc203812297]2.0 Task 1: Marketing Concept and Market Environment Analysis
[bookmark: _Toc203812298]2.1 Role and Strategic Importance of Marketing at Amazon
Marketing is not merely a promotional tool but serves as an essential driver of creating value through identification of customer needs, adapting the service offerings and delivering satisfaction within a competitive environment (Aiolfi et al., 2021). Resource-Based View (RBV) model states that competitive advantage is drawn from valuable, rare, inimitable and non-substitutable resources (Zvarimwa and Zimuto, 2022). The marketing resources of Amazon like AI-enabled personalization, customer trust and brand ecosystem are also closely aligned with the RBV principles. It also leads to sustained competitive advantage as Amazon’s average conversion rate is 10%-15% with staggering 74% for prime members (Khan, 2025) in comparison to average e-commerce conversion rates which is around 2.5%-3% (Big Commerce, 2025). This performance is largely driven by the sophistication of AI-driven algorithmic recommendation which leverages the shopping history and real-time behavioural data of the customers to recommends products which positively impacts user behaviour. 
Pascucci et al., (2023) posited the idea of marketing as a strategic function and not merely a promotional tool. This is evident in the integration of AI/ML technologies across different customer touchpoints by Amazon. The company has invested $ 21.4 billion in advertising in 2023 while increasing investment in the Demand-Side Platform (DSP) program by $ 2.1 billion to a total of $12.3 billion in the last 6 years (Johnson, 2025). The DSP program is aimed at targeting ads using the first-party shopper data and utilizes real-time bidding and optimization that makes the marketing highly effective and controlled.
The Prime ecosystem offered by Amazon also has significant marketing resources integrated with it. Michael (2025) stated that there are more than 200 million Prime subscribers which is continuing to grow. The marketing of the company is driven by exclusive deals like Prime Day, Lighting Deals, loyalty-driven content and integrated promotions. It also showcases the dual role played by marketing which is not limited to being reactive but is also proactive to shape consumer habits and generating a marketing ecosystem that lock in the consumer behaviours. For example, Prime Day generated $ 14.2 billion in gross merchandise within a 48-hour period (Malin, 2025). Numerator (2025) also indicated that 87% of the customers have been Prime member for more than a year and 63% households shopping on Prime Day has placed more than 2 orders. This highlights the effectiveness of the expanding Prime memberships usage and generating loyalty through repeat purchases. On the other hand, the voice commerce platform Alexa by Amazon also indicates a strategic foresight on future marketing channels, although it is in its nascent stages. While the ROI and direct metrics are limited, the continuous evolution of the technology demarcates the future-oriented direction of the company marketing.
It should be stated that Amazon’s marketing is not merely responsive to the changing consumer preferences but it drives the consumer demands. The consumer needs are anticipated by the machine learning models which leads to prompting suggestions like “Customers who bought this also bought that”. According to Chaffey & Smith (2022), the feed-forward model of marketing automation demonstrates that personalized and predictive marketing strategies leds to continuous refinements based on customer responses which enhances the efficiency of marketing and revenue generation. For Amazon, this model underscores the use of algorithmic recommendations, tailored promotional content and targeted ads which is the central core of the marketing strategy. McKinsey & Company (2021) also indicates that such systems of marketing can result in 40 % of site revenue from personalization. However, the use of personal user data also raises ethical concerns related to privacy and autonomy which is not that much focused in marketing of Amazon. While the advantage of personalization driving efficiency and growth cannot be denied, it also calls for ethical scrutiny about marketing to use customer data for impacting the purchasing decisions. 
[bookmark: _Toc203812299]2.2 Environmental Influences on Strategy
[bookmark: _Toc203812300]Macro-Environmental Factors: PESTLE Analysis
Political: Taxes and Ethical Scrutiny
Amazon is directly influenced by rising digital taxes and antitrust scrutiny. For example, according to Storbeck (2025), Germany is looking to impose 10% digital tax on global tech groups. It would force Amazon to adjust their pricing as well as revenue forecasts. The company is also facing anti-competitive lawsuits files by United States (US) Federal Trade Commission (FTC) can also curb the promotional freedom enjoyed now. It could also call for more conservative marketing practices. Therefore, political factors like tax, inflation rates, exchange rates and others have severe impact on Amazon which is beyond the control of the company. 
Economic: Inflation and Rising Labour Costs
Economic factors like inflation rates, tax rates affect the operations of any business. Ha et al., (2024) opined that inflation around the world is on the rise which is affecting logistical and labour costs. Amazon has responded by increasing the prices of selective services and products while expanding on the fee-based services like Amazon Prime. However, this negatively affects the margin flexibility for promotional deals and calls for more strategic pricing models to balance customer value and profitability.
Social: Changing Consumer Preference Trends
The rise of social media, digital innovation has changed the consumer preferences and perceptions of convenience. Raji et al., (2024) opined that the consumer preferences have changes to demand ethical transparency valuing brand purpose and sustainability. Additionally, the rise of social media and influencer recommendations on Instagram and TikTok has changed how customers discover and purchase different products. The current marketing strategy of Amazon under-leverages these trends which creates a unique opportunity for the company to integrate a socially resonant content and platform marketing.
Technological: Innovation and Inflation
Technological innovation is crucial factors which enables competitive differentiation, operational efficiency and personalization to drive customer engagement in digital economy of today. Amazon continues to invest heavily in the Artificial Intelligence/Machine Learning (AI/ML) and cloud infrastructures primarily through its Amazon Web Services (AWS) for pushing the marketing innovation through personalization, voice commerce and dynamic pricing (Alasa et al., 2025). However, the ever-increasing global inflation and increasing logistical costs severely challenge their pricing strategies which is a microeconomic pressure that calls for strategic rebalancing. 
Legal: GDPR
The General Data Protection Regulation (GDPR) imposed by the European Union (EU) is effective from May 2018 and offers people control over their personal data while imposing strict conditions for targeting users in e-commerce marketing (Wolff and Atallah, 2021). Amazon adheres strictly to the full GDPR and ePrivacy Directive like consent-based cookies, transparent opt-out mechanisms and pseudonymisation (Amazon Ads, 2025). Despite that, Amazon was levied $ 883 million GDPR fine in Luxembourg in 2021 due to non-compliant advertising practices (Burgess, 2021). This duality, comprehensive compliant infrastructure and enforcement actions and fines, expresses the reactive nature of navigating the risks associated with data privacy.
Environmental: Sustainability and Environmental Pressures
Amazon co-founded The Climate Pledge along with Global Optimism for ensuring net-zero carbon by 2040 while reaching 100% usage of renewable electricity in 2023 which is 5 years before schedule (Amazon, 2024). According to Blum (2022), Amazon also secured a total of 15.7 GW of solar and wind PPAs which makes them the largest corporate renewable energy purchaser in the world. However, it is argued by activists and environmental NGOs that Amazon relies heavily on offset strategies to meet these benchmarks and the carbon footprint of the company continues to grow.
[bookmark: _Toc203812301]Micro-Environmental Factors
Competitive Rivalry
Amazon operates in a highly competitive global digital market facing immense competition from large players like Alibaba and Walmart as well as small specialist retailers (Jindal et al., 2021). Due to this rivalry, Amazon invests heavily in marketing technologies like DSP, automation as well as offer loyalty-developing programmes like Prime memberships.
Bargaining Power of Suppliers
Amazon offers crucial cloud infrastructures through AWS which is also deployed internally for marketing analytics, real-time bidding and campaign scaling (Santos, 2021). Due to this, the internal efficiencies of the company are significantly enhanced for marketing as well as integrates strategic interdependencies between AWS, logistics and marketing.
Bargaining Power of Buyers
Customer bargaining power is relatively high due to easily available substitutes and transparent price comparison tools. There are more than 310 million active users of Amazon services around the world which demonstrates the immense bargaining power of customers (Taylor, 2025). This is handled by the company through membership benefits, Prime loyalty psychology and hyper-personalization which leads to brand loyalty and reinforcement of the switching costs.
Threat of New Entrants
Amazon enjoys a strong market presence around the world. However, the barrier to new entrants in e-commerce is relatively lower, especially in niche segments, where start-ups can challenge the company in specific product categories. Amazon addresses this by acquiring emerging players and expanding their operations at scale for vertical-specific ecosystems.
Threat of Substitutes
Amazon faces moderate to high threats from substitutes, especially from direct to consumer (D2C) brands, physical retailers and platform-based shopping like TikTok shop. Amazon mitigates this through value added services, rapid fulfilment and deep integration across its ecosystem.
[bookmark: _Toc203812302]Analysis of Strategic Responses
Data Privacy and Consumer Trust
The strategies used by Amazon like pseudonymisation or opt-outs are aimed at compliance mechanisms aligned with GDPR (Saemann et al., 2022). However, the imposed 2021 Luxembourg fine demonstrates previous gaps that exists which calls for stringent systemic checks. The issues of data privacy and Ai-enabled marketing optimization is handled. The reactive nature of the processes showcases an immediate need for continuous compliance checks and validation related to advertising frameworks.
Environmental Sustainability
Amazon has invested $2 billion through the Climate Pledge Fund as well as achievements in renewable energy sources indicate a comprehensive strategic shift (Blum, 2022). However, criticism from NGOs and internal activists indicate risk to their reputation due to commitments being based on offsets leading to continued carbon growth in its operations. Hence, this is a mismatch between the external reputation of the company and the internal environmental performance that have potential consequences for marketing.
Technology-Enabled Adaptation
The integration of AWS-powered analytics, real-time personalization and DSP are reflective of the proactive approach undertaken by the company for leveraging the digital tools for marketing (Fang, 2023). However, rising inflation around the globe and increasing logistical costs and cloud costs need better optimization to prevent pricing strategies from undermining loyalty initiatives.
[bookmark: _Toc203812303]2.3 STP and Marketing Mix (7Ps) Evaluation
[bookmark: _Toc203812304]Segmentation
Amazon uses demographic and behavioural segmentation leveraging the data collected from prime subscriptions, Kindle usage, Amazon Go store purchases and Alexa interactions. Carmely (2023) stated that the target demographics of Amazon is between 18 and 60 years old with 45% accounting for 35-to-49-year range. Moreover, 37% non-Prime members purchase multiple times in a year while 48% Prime customers buy at least once a week and 74% once every few weeks (Carmely, 2023). According to Red Stag Fulfillment (2025), Prime subscribers spend has declined from $1400 in 2019 to $1170 in 2024 while non-Prime spending has remained stable from $600 in 2019 to $570 in 2024. This indicates market saturation effects while allowing clear demarcation of consumer value. 
[bookmark: _Toc203812305]Targeting
The company leverages AI-enabled individualized targeting through Amazon DSP. According to Ad Badger (2025), the average Click Through Rate (CTR) on Amazon advertising is 0.47% with 284,398 clicks due to behavioural targeting using first-party data like browsing history, search patterns and purchase history for hyper-personalization.  While the active use of AI and user data leads to optimization of conversion, it also raises serious ethical and privacy concerns. Hence, marketing is being successful to target and convert potential customers, it is often expected to have severe legal and ethical consequence for the company.
[bookmark: _Toc203812306]Positioning
The company brands itself as “Everything Store” which focuses on price leadership, convenience and extent of service coverage. However, the lack of emotional engagement in this approach especially in comparison to its brand-focused competitors may harm the reputation and engagement (Gupta and Bansal, 2023). Kaveh et al., (2021) also stated that emotionally engaged customers are more likely to spend more as well as being more resilient to switch to competitors. While it should be stated that Amazon has taken initial steps to develop a purpose-driven brand through Climate Pledge initiatives, the marketing mix still lacks emotional differentiation.
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Figure 1: Positioning Map
(Source: Created by the author)
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[bookmark: _Toc203812308]Product
Amazon offers a wide variety of products to its customers such as Prime, Alexa, Kindle, AWS, Fresh which showcases strong product portfolio and innovation. Michael (2025) stated that Amazon reached 200 million Prime customers around the world which is at the forefront of cross-category engagement. 
[bookmark: _Toc203812309]Price
Amazon also uses dynamic pricing algorithms in order to adjust the pricing of millions of its product range multiple times daily (Naceva, 2024). This strategy enables the company to maintain competitiveness but can also lead to reduction of profit margins as well as generate customer distrust similar to the surge pricing criticisms during emergencies (Chapman, 2018). In order to reduce the impact of this, Amazon locks in the prices of Price and implements subscription models for stable revenue generation while taking advantage of dynamic pricing tactically. 
[bookmark: _Toc203812310]Place
The logistical infrastructure of Amazon supports same day delivery in core regions and it also plans to extend this service to 4000 rural US areas by 2025 (Reuters, 2025). The speed of delivery is also aligned with consumer expectations while supporting the promise of service made by the brand. However, there is a rising cost associated with the logistical scale as well as sustainability concerns especially regarding emissions and packaging. 
[bookmark: _Toc203812311]Promotion
The promotional portfolio of Amazon includes the following:
· Prime Day that generated $ 14.2 billion in gross merchandise within a 48-hour period (Malin, 2025)
· Influencer marketing and Twitch content
· Amazon DSP advertising which has generated $17.3 billion in ad revenue (Scanlon and Joseph, 2025)
It should also be stated that Prime Day serves as both a sales channel as well as brand expansion tool. However, the primary focus is on volume deals in order to overcome storytelling and emotional branding.
[bookmark: _Toc203812312]People
AI-enabled customer service allows scaling of the service but there is a lack of emotional and empathetic connection which has limited advantage for developing deeper brand affinity.
[bookmark: _Toc203812313]Process
The one-click ordering and seamless returns offered by Amazon has set the standard for the industry. However, there are significant financial and environmental cost of the free returns due to which Amazon is experimenting with sustainable return models for the future sustainability (Banda, 2024). It should be noted that a balance between sustainability and convenience is necessary in the future.
[bookmark: _Toc203812314]Physical Evidence
Amazon has thousands of reviews and 4.7-star mobile app rating which is indicative of strong UX credibility. On the other hand, the company is also making significant progress in sustainable packaging through the Packaging by Amazon initiative which indicates its efforts in sustainability directives (Banda, 2024). However, the use of single-use packaging still undermines the promise of the brand on environmental sustainability.
[bookmark: _Toc203812315]2.4 Communication Channels and Media Effectiveness
The communication strategy of Amazon is aligned with Integrated Marketing Communications (IMC) model through a combination of paid, owned and earned media in a coordinated manner (PESO model) for delivering a unified brand message across different channels (Rehman et al., 2022). On the other hand, the AIDA Model (Attention, Interest, Desire, Action) signifies the tactical journey of the customers (as detailed below) starting with attracting attention with the Prime Day or Alexa ads while encouraging action through targeted offers. The assessment of the ROI across its different meting channels and optimal media allocation is underscored by the Media Mix Models, especially the marketing attribution frameworks.
[bookmark: _Toc203812316]Communication Media Mix
Paid Media
· The search ads and sponsored brands or products are intended for targeting the high-intent buyers during moments of need (Long et al., 2022). The first-party data driving the sponsored campaigns leads to visibility boost during major sales events like the Prime Day.
· Amazon DSP leverages precise targeting to extend reach through external sites. 
Owned Media
· The highly segmented email marketing campaigns like the post-purchase prompts, order confirmation leads to continuation of desire and action. 
· Using Alexa voice and app prompts through in-product messaging offer timely alerts and contextual cues to reinforce the engagement with the existing customers (Jones, 2018).
Earned or Shared Media
· The frequent customer reviews and collaborations with influencers comprise the earned media which leads to the development of trust and credibility organically.
[image: A screenshot of a computer

AI-generated content may be incorrect.]
Figure 2: Customer Review
(Source: Amazon, 2025)
· However, Amazon is somewhat under-developed in terms of emotional engagement that can help the company to develop emotional storytelling.
Traditional and Video Advertising
· The company also leverages high-profile ad campaigns like the Super Bowl Alexa ads which functions as owned-paid hybrid media channels to deliver emotional connection and wider awareness (Rodehorst, 2019).
· However, these campaigns are inconsistent and less frequent but capable of attracting the attention. It also does not properly integrate into the daily media discourse of Amazon.
[bookmark: _Toc203812317]AIDA Model, IMC and Media Mix Alignment
· Attention: It is ensured through high-impact circumstances like Prime Day and large-scale video ads.
· Interest: It is generated through DSP marketing, contextual messaging and search advertising.
· Desire: The desire is generated by Amazon through personalized recommendations, limited-time deals and upselling messages.
· Action: The action is facilitated through one-click purchases, Prime membership benefits and loyalty prompts.
It can be stated that Amazon excels in grabbing the attention and converting them to actions through data-driven owned and paid media communication. However, the desire stage does not have sufficient emotional depth as content is mainly promotional or discount driven. Additionally, media mix indicates a high inclination towards paid or owned media channels for Amazon while emotional storytelling and earned media receives limited emphasis. It leads to weaker authenticity and brand advocacy. On the other hand, the IMC framework also needs synergy and consistency which is not present in Amazon’s sporadic emotional messaging which also feels to integrate with the operationally-driven communications.
[bookmark: _Toc203812318]2.5 Metrics and Control
It is necessary to measure both the short-term performance and long-term value by using tools like CTR, lifetime value (LTV), Net Promoter Score (NPS). The Balanced Scorecard model states that it is necessary to balance the performance of the company across financial, growth perspectives, internal processes and customers (Mio et al., 2022). Control Theory, on the other hand, posits continuous monitoring and feedback mechanisms for ensuring refinement (Todorov and Jordan, 2002). Since the dynamic marketing system cannot be totally controlled, Control Theory posits that all the action of the company should be aligned with each and objectives of the company.
· CTR and CVR: Amazon monitors the CVR and CTR across its different campaigns. 
· Prime Sign ups and New to Brand Sign Ups: The Beta dashboard of Brand Metrics offers different analytical insights like new-to brand sales, customer conversion rates, consideration index which allows advertisers to evaluate the customer acquisition and loyalty.
· Lifetime Value (LTV) and Return on Advertising Spend (ROAS): Amazon’s advertising tools include LTV modelling and multi-touch attribution for tracking short-term sales and long-term customer value.
· A/B Testing and Multi Touch Attribution: As stated by Du et al., (2019), Amazon should integrate random testing across its different display, streaming and search touchpoints in order to determine isolated campaigns contributions to optimize its marketing campaigns.
[bookmark: _Toc203812319]3.0 Task 2: Conclusion
The marketing strategy of Amazon has significant strengths like comprehensive personalization using AI, exhaustive use of data analytics and seamless customer experiences across its different platforms. These capabilities enable the company to ensure customer acquisition, retention and continued competitive advantage. Moreover, the company is also investing highly in developing AWS infrastructure and global logistics in order to increase its capability to offer value consistently and at scale. The company has also adapted to the environmental and legal challenges like GDPR compliance and sustainability concerns which marks somewhat future-driven marketing activities.
However, there are several gaps as well. Amazon is heavily reliant on transactional and data-driven strategies which does not resonate emotionally with the customers that reduces long-term brand equity. There are also concerns of ethical usage of user data like data privacy and autonomy of participation, especially due to the rise in behavioural targeting. Moreover, Amazon relies heavily on offsetting which is creates distrust due to its perceived sustainability commitments. There is also the issue of media saturation and reducing ROI on performance ads which indicates that existing approaches of marketing may not be effective in the future. To sum up, Amazon’s marketing is highly optimized and easily scalable, but it needs to evolve in order to balance emotional engagement, ethical integrity and environmental authenticity to ensure its relevance and effectiveness due to the rise of value-conscious market.
[bookmark: _Toc203812320]4.0 Task 3: Recommendations
SOSTAC model offers a structured approach to analyse and develop marketing strategies enhancing their effectiveness. The recommendations for Amazon using the SOSTAC model are as follows:
[bookmark: _Toc203812321]4.1 Situation
The marketing effectiveness of Amazon is limited due to the existence of several gaps like:
· Emotional branding deficit as the marketing strategies are overtly transactional that leads to lack of deeper emotional resonance. The community and social influencers are comparatively underdeveloped.
· High reliance on data-driven optimization that leads to prioritization of short-term metrics like CTR and ROAS instead of brand loyalty and long-term equity.
· Media saturation due to heavy reliance on owned or paid media that reduces authenticity and reduces earned or social connection.
These gaps are in direct conflict with the rising inclination of customers towards purpose-driven experiences and trusted brand relationships.
[bookmark: _Toc203812322]4.2 Objectives
· Increase emotional engagement by 20% year-over-year which would be measured through sentiment analysis and advocacy metrics.
· Develop long-term brand equity which can be demarcated by increasing BrandZ metrics or qualitative brand trust scores.
· To address the growing ethical concerns to ensure transparency of data usage as well as influencer practices. It can be measured through reduced complaints and improved satisfaction within a 12-month period.
[bookmark: _Toc203812323]4.3 Strategy
It is recommended for Amazon to migrate from transactional-focused approach to a value-based marketing which is centred around purpose-driven branding, authentic content and community development. On the other hand, the focus should also be on the influencer content for developing trust and ESG storytelling which would resonate with Gen Z and sustainability-inclined customers. This can be done through narrative targeting which is informed by data without compromising the authenticity.
[bookmark: _Toc203812324]4.4 Tactics
· Localized Storytelling Campaigns: Amazon should formulate region-specific creative teams for producing human-focused narratives which is localised in nature like success of local entrepreneurs through the Black Business Accelerator.
· ESG and DEI Content Marketing: Using Amazon Ads, greater visibility should be ensured for sustainability initiatives and DEI programs by running purpose-driven campaigns. 
· Strategic Influencer Collaborations: Greater priority should be given to mid-level creators and micro-influencers with high engagement and value to offer curated storytelling rather than obvious product promotion. It would be highly effective for Gen Z and millennial customer segments.
· Amazon Inspire Feature: 
[bookmark: _Toc203812325]4.5 Action
· Organizational Alignment: Creating cross-functional creative teams that are regional to combine marketing, analytics and social impact for co-creating emotional content.
· Budget Reallocation: Reallocate 10-15% of performance ad spending and demarcate it for storytelling and influencer driven emotional ad campaigns.
· Influencer Policy Updates: Formulate stringent policies to maintain content integrity and disclosure guidelines. Offer necessary training for influencers on brand values and DEI messaging.
· Platform Modifications: Amazon can introduce incentive driven initiatives for customers to post in Inspire with reward points, spotlights and badges for improving UGC quality and reach.
· Scheduling and Sequencing: Amazon should launch initial pilot storytelling campaigns in major markets like US, India and UK to test its efficacy over a 6-month period.
[bookmark: _Toc203812326]4.6 Control
· New Metrics Dashboard: It would enable efficient tracking of engagement rate, sentiment scores and customer advocacy index on the basis of repeat referrals and social media shares. Survey can be done to monitor brand trust scores.
· Media Attribution: Leverage multi-touch attribution for measuring the impact of emotional campaigns on LTV against the transactional campaigns.
· Brand Equity Measures: After campaign rollout, the benchmarks can be improved in BrandZ or Interbrand scores to perceive effectiveness of the marketing campaigns.
· Ethical Audit: Amazon should monitor the compliance of the influencers, DEI representation metrics and consider customer feedback on personal data usage.
· Quarterly Review: It should also conduct quarterly review of the marketing campaigns for refining the tactics, making adjustments to better align with objectives and re-balance the media mix as and when necessary.
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Review this product
Share your thoughts with other customers

( Write a customer review

Customers love the curling iron's ability to create amazing, long-lasting curls in seconds, and appre
quick heating time and three different heat levels. They find it easy to use, with one customer noting it
saves time and effort, while another mentions it works particularly well on long hair. Customers praise its
high-quality construction, with one noting it stays intact all day, and consider it well worth the money.
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Kaitlin

Jededkok Unbelievable
Reviewed in the United States on May 6, 2025
Size: Tinch = Color: Gold | Verified Purchase

This product is unbelievable. | am not and never have been girly girl with all the dexterity skills it takes to
curl hair often. This tool, is everything. It doesn't pull, even when it did get stuck once, it reverses so that
you can reset the hair correctly. My hair never holds a curl, I dont care who has tried to curl or what spray
has been used, my hair will always fall flat. For some reason, my hair stayed bouncy and beautiful all day,




