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Executive Summary 

This report critically analyses Amazon’s approach to digital innovation by using an Ambition Matrix and Customer Journey Mapping. These frameworks help identify strengths, opportunities, and current consumer behaviour’s for the company to work with. The report proposes a new digital innovation designed to address consumer issues, and to address these issues with a new digital innovation. There is an enhanced Customer Journey Map with the new digital innovation.
The report highlights key consumer and industry trends and market insights for Amazon, and data on the organisation. Also, there is information on the background of the company.
 










Part 1
Introduction & Background
Of Organisation

For this report, Amazon will be the organisation that will be chosen for the discussion. They are a global company with millions of customers and are one of the biggest companies in the world.
Amazon was founded by Jeff Bezos in 1994. Initially named “Cadabra”, Jeff Bezos created Amazon.com. Firstly, it was a bookstore set up in his garage, and in 1999, the company expanded beyond books into other categories. This strategy earned Amazon the nickname “the everything store”. From 2006-2015 Amazon rapidly grew into a massive multinational technology company by expanding into a vast range of products and services. Amazon has launched its own cloud computing service called “Amazon Web Services”, rebranded its video service, “Amazon Instant Video”, acquired the video gaming website “Twitch”, has released its own smart home assistant “Echo”, and acquired the high-end supermarket chain “Whole Foods”. 
Since Amazon was first founded, it has grown into one of the most influential companies of its era and has been credited as making online shopping mainstream. The owner has been proven to be highly innovative and a highly successful businessman. Amazon launched in the United Kingdom in 1998 as Amazon.co.uk and began with over 1.2 million book titles.
Amazon.com is one of the most successful brands in the world; the company has been in business for over two decades and has recorded an unprecedented business success in human history. (Ukeni 2015).
[bookmark: _Int_XpP3SDVE][bookmark: _Int_Dvi6FkOs][bookmark: _Int_K9yiH8Kq][bookmark: _Int_1HhdptKm]By 1995, Amazon quickly became the world’s top online book selling website. Two popular web portals (Yahoo and Netscape) placed it in their featured websites list. Two business practices correlated with Amazons immediate scalable success, it was capable of adjusting to rapid demands of products while maintaining satisfied customers. Amazons mission statement still reflects these core concepts today. (Berryman 2014).

[bookmark: _Int_eWhLyiKR][bookmark: _Int_aXTp2XoZ]“To be Earth’s most customer-centric company, where customers can find and discover anything they might want to buy online, and endeavors to offer its customers the lowest possible prices”. (Berryman 2014).

[bookmark: _Int_RVDLDfgj][bookmark: _Int_fksW3LBP][bookmark: _Int_1Rwh0NLi][bookmark: _Int_dgOZXASz]“Amazon created a supply chain based on wholesale relationships for inventory it did not have, acting as the middleman in the shipping process because it still only had its Seattle warehouse. With this logistical design, Bezos was able to ship to over 50 states and 45 countries in July 1995. Bezos’s bachelor’s degree in computer science and electrical engineering from Princeton (1986), provided him insight to the interface, information systems and database capabilities Amazon relied on. Leveraging these three technically competitive factors allowed customers to easily find the books they needed and simplified the purchasing process. He sought balance between capability, performance, and low operation costs in the selling and delivery of books. This is supplemented by their customer-oriented culture; not just a necessary task but also a value they believe makes Amazon profitable. According to Bezos, “customer focus is a cultural issue” and he expresses it as a differentiator for Amazon”. (Berryman 2014).
[bookmark: _Int_lc9MjjzV]“When Amazon releases a new service, it’s directed at innovating within their current customer base or exploiting the market for new ones. In July of 1996, they launched their “Associates” program, allowing independent websites to receive commission revenue at 3-8% per sale. Specifically, this was performed by inline linking to Amazon titles and was one of their first vertically integrated moves. The dynamic reach that individual sellers could achieve at the niche level produced a great revenue source for Amazon. The success of this program took hold in 1997, when large companies at the time such as Yahoo and America online, became the top grossing associates in the program”. (Berryman 2014). 
“Amazon is worth $2.166 trillion and is valued in the top 5 companies in the world. They have 310 million users worldwide and 230 million inside the U.S.A. Amazon provides $300 per year for each employee and will spend over $1.2 billion for free skills training for their employees, helping them further their careers in tech and in-demand roles such as cloud computing”. (Amazon 2025).
“When Amazon was founded in 1993 by Jeff Bezos, it was just known as an online bookstore. Growth was very slow but after severn years, Amazon started to achieve their goals and became the most widely used and largest online bookstore. (Althafairi 2019).
Key Consumer & 
Industry Trends

Here are some key consumer trends that Amazon are facing;
Sustainability: Consumers are increasingly favoring eco-friendly products and sustainable practices, including minimalistic and biodegradable packaging.
A.I and Personalization: Amazon shoppers are more comfortable using A.I tools for purchase decisions, driving Amazon to invest heavily in A.I for personalized recommendations and customer service.
Voice Shopping: The use of devices like “Alexa” is making voice-based shopping a critical part of the customer journey, requiring new strategies for product discoverability.
Value-Conscious Shopping: Inflation has led consumers to cut back on spending, increasing the importance of “deals” and “free shipping” for consumers.
Fast Delivery Expectations: Consumers have come to expect fast and convenient delivery. A trend set by Amazons Prime service.
Here are some key industry trends that Amazon are facing;
A.I and Automation: Amazon is heavily investing in A.I and machine learning across its operations, from advertising and customer service to warehouse robotics and drone delivery.
Growth in Amazon Business: The B2B e-commerce platform is experiencing significant growth, expanding its seller network and customer base for business-to-business transactions.
Third-Party Sellers: Third party sellers continue to dominate the platform, highlighting Amazons role as a marketplace for a vast range of products.
Advertising Growth: Amazons advertising services are a major driver of its growth, offering marketers a combination of data-driven targeting, commerce integration, and innovative formats. 
Logistics and Fulfillment: Technology is transforming fulfillment, with an increasing focus on automation, efficiency, and sustainable practices like electric vehicles and route optimization.
Dominant Product Categories: High performing categories include Home & Kitchen, Electronics, Beauty and Personal Care, and Automotive Accessories. (Amazon 2025).

As the world’s largest online marketplace serving over 300 million active users, Amazon continues to shape the e-commerce landscape, adapting to evolving consumer behaviours and technological advancements. (Khagram 2025). 
In 2025, the most significant shifts being driven by Amazon revolve around sustainability, the integration of artificial intelligence (AI) and augmented reality (AR) into shopping experiences, and an expansion of online services. Staying aware of these trends and understanding the implications will be important for any business looking to strengthen their presence on an increasingly competitive platform. (Khagram 2025).
Sustainability is no longer just a preference for consumers – it has become an expectation. Shoppers are making more conscious, informed decisions, often favoring brands that prioritize environmental responsibility, ethical sourcing, and sustainable business practices. (Khagram 2025).
To meet the demands of the informed consumer, e-commerce platforms are increasingly adopting greener policies that sellers must align with. One major area of change is packaging. (Khagram 2025).
There is a growing push for recyclable and biodegradable materials, with commitments to eliminating unnecessary plastic and ensuring all packaging meets eco-friendly guidelines by 2030. Businesses selling online must consider how their packaging choices affect both their environmental footprint and brand image. (Khagram).
Beyond packaging, sustainability is now heavily influencing product categories, particularly in fashion and household goods. Consumers are seeking products made from recycled materials, organic fabrics, and responsibly resourced ingredients. (Khagram 2025).
[bookmark: _Int_7zgwvfo5]As these expectations grow, brands that fail to adapt risk losing out to competitors who are successfully marketing their sustainability credentials. (Khagram 2025).
Artificial Intelligence (AI) and augmented reality (AR) are transforming online shopping, creating more personalized and interactive experiences for consumers. A.I is being used to refine search results, tailor recommendations, and provide data-driven marketing strategies. With algorithms continuously learning from customer behaviour, businesses must ensure that their product data is structured correctly to maximize visibility in search and recommendation engines. (Khagram 2025).
[bookmark: _Int_Spi3hluS]Meanwhile, AR is changing how customers engage with products before making a purchase. By allowing consumers to visualize items – whether furniture in their home, clothing on their body, or beauty products on their face – AR reduces uncertainty and improves customer confidence. This leads to fewer returns and increased customer satisfaction. Businesses that embrace these technologies can enhance the online shopping experience and differentiate themselves from competitors. (Khagram 2025).
E-commerce is no longer just about selling products – it is about offering comprehensive services that cater to shifting consumer lifestyles. The rise of online grocery shopping is a key example, with rapid delivery services expanding to offer a wide range of fresh and household essentials. Strategic partnerships with established retailers are also helping platforms broaden their offerings, providing customers with more choices and convenience. (Khagram 2025).
Subscription-based shopping models and flexible purchasing options are also gaining traction. (Khagram 2025).
[bookmark: _Int_dzaqjpqD][bookmark: _Int_LR8WCdkb]Try-before-you-buy services, particularly in clothing and accessories, are addressing consumer hesitations around fit and quality. These services give customers greater confidence in their purchases and improve conversion rates for sellers. (Khagram 2025). 
For businesses, these developments highlight the importance of agility and adaptability. (Khagram 2025).
Keeping up with the changing expectations of online shoppers and integrating new service offerings where possible can create opportunities for growth and long-term customer retention. (Khagram 2025).
“The diversification of consumer behaviour towards sustainable products, growing health concerns, climate change, the globalisation of information, and the reduction of food waste are emerging trends shaping contemporary markets. (Nastase 2025).
Data on Amazon

Amazon Annual Report

2024 was a strong year for Amazon
Our total revenue grew 11% year-over-year (“YoY”) from $575 B to $638 B. By segment North America revenue increased 10% YoY from $353 B to $387 B, International revenue grew 9% YoY from $131 B to $143 B, and AWS revenue increased 19% YoY from $91 B to $108 B. For perspective, just 10 years ago, AWS revenue was $4.6 B, and in that same year, Amazon’s total revenue was $89 B. (Amazon 2024).
Amazon’s operating income in 2024 improved 86% YoY, from $36.9 B (an operating margin of 6.4%) to $68.6 B (an operating margin of 10.8%). Free Cash Flow, adjusted for equipment finance leases, improved from $35.5 B in 2023 to $36.2 B. (Amazon 2024).
[bookmark: _Int_QXgmcbdC]Apart from financial reports, we made our customers' lives meaningfully better and easier. In our Stores business, we substantially expanded selection, continued lowering prices (independent research firm, Profitero, found Amazon the lowest-priced online U.S retailer for the eighth year in a row), and for the second year in a row, we shipped at record speed to our Prime members. AWS launched a slew of new infrastructure and AI services that make it even easier to build remarkable customer experiences, including our latest custom AI silicon (Trainium 2), a new set of Frontier foundation models in Amazon Nova, and significant expansion of available models and features in our leading Generative AI (“GenAI”) services Amazon SageMaker and Amazon Bedrock. Prime Video continued to offer compelling original shows, including new seasons for Fallout, Reacher, The Boys, and The Lord of the Rings: Rings of Power, movies like Roadhouse, The Idea of You, and Red One, live sports like Thursday Night Football and UEFA Champions League in Europe (with the NBA and NASCAR coming in 2025), and new selection, highlighted by Apple TV+ joining Prime Video Channels. We launched a series of new Kindle devices that included a new color version, a larger Scribe option, and our fastest Paperwhites ever (the collection of which drove the highest Kindle unit sales for a single quarter in over a decade). And, we continued to add more selection, price transparency, and same day shipping for Amazon Pharmacy. (Amazon 2024).
[bookmark: _Int_TuZLXwuJ][bookmark: _Int_JJcgq8Bs]These accomplishments are a subset of what the team launched in 2024, but represent a lot of invention, hard work, and thoughtful execution across Amazon. (Amazon 2024).

Industry Data

Here is some Industry Data on Amazon
Amazon (Amazon.com/Inc) is a dominant global player in the e-commerce, cloud computing, and digital advertising industries, reporting $638 billion in revenue in 2024 and a market capitalization of over $2 trillion in 2025. Its primary business segments are Online Stores, Amazon Web Services (AWS), Third-Party Seller Services, Advertising, and Subscriptions.
[bookmark: _Int_BDhZFBBf]Online Stores & Third-Party Sellers: Third-party sellers are crucial to Amazon’s marketplace, accounting for over 60% of total unit sales in Q4 2024. The online stores segment generated $247 billion in revenue in 2024, while third-party seller services brought in $156.2 billion. (Amazon 2025).
Amazon Web Services (AWS): AWS is Amazon’s major profit engine, despite accounting for around 16% of total revenue in 2024. AWS revenue grew 19% in 2024 to $107.6 billion, and accelerated to 20% growth in Q3 2025, reaching $33 billion in that quarter alone. The company plans to invest over $100 billion in AI infrastructure to maintain its cloud dominance. (Amazon 2025).
[bookmark: _Int_Y2dmq1EW]Advertising Services: This segment is a significant and rapidly growing revenue stream, with revenue reaching $56.2 billion in 2024 (an 18% increase year-over-year), positioning Amazon as the third-largest retail ad network. (Amazon 2025).
Subscription Services: Primarily driven by the Prime membership program, this segment generated approximately $44.4 billion in revenue in 2024, growing 10% from the previous year. (Amazon 2025)
The Amazon fulfillment process is a highly engineered, technology-driven sequence designed to ensure millions of customers worldwide receive the right products quickly, reliably, and at the lowest possible cost. It integrates automated systems, robotics, advanced analytics, and human oversight to maintain speed and accuracy. (Ali 2025).

Market Insights

Here are some Market Insights on Amazon
Amazon’s recent market performance is characterized by strong overall revenue growth driven by significant momentum in its AWS cloud division and resilient e-commerce and advertising segments, despite substantial investment in AI infrastructure.
Key Financial & Business Insights (Q3 2025)
Overall Financial Performance: Amazon reported a 13% YoY increase in net sales to $180.2 billion in Q3 2025, beating analyst expectations. Net income also surged to $21.2 billion, up from $15.3 billion in Q3 2024, partly due to tax gains from investments in Anthropic. (Amazon 2025).
AWS Re-Acceleration: Amazon Web Services (AWS) was a key highlight, with sales increasing 20% YoY to $33.6 billion, an acceleration in growth not seen in some time and easing concerns about competitive pressure. This was driven by strong demand for both core infrastructure and AI-related workloads. (Amazon 2025). 
[bookmark: _Int_3b5XmhEa]AI Investments and Strategy: The company is investing heavily in AI, with capital expenditures (CapEx) for 2025 projected at around $118 billion, largely directed towards AI data centres and the development of custom AI chips like Trainium 2. The Trainium 2 chips are fully subscribed and considered a multi-billion dollar business. (Amazon 2025).
E-Commerce & Advertising Strength: North America e-commerce sales grew by 11% YoY, while advertising revenue jumped 24% to $17.7 billion, a high margin segment that continues to grow faster than core retail, competing effectively with platforms like Meta and Google. (Amazon 2025).
[bookmark: _Int_XzqbWPXn][bookmark: _Int_menzqE0A][bookmark: _Int_N8YhQBAe]Operational Efficiency & Headwinds: Operating income was $17.4 billion, but would of been higher at $21.7 billion without special charges, including a $2.5 billion FTC legal settlement and $1.8 billion in severance costs from planned job eliminations. The company is focusing on being lean and moving fast amidst the technological transformation. (Amazon 2025).

Market Trends

E-Commerce Dominance: Amazon maintains a dominant position in the U.S e-commerce market, accounting for approximately 40.4% of U.S retail e-commerce sales in 2025. Prime membership loyalty and the expansive logistics network, with faster delivery times (including same-day options), are key competitive advantages. (Amazon 2025).
AI Integration: AI is being integrated across the entire eco-system, from AI shopping assistants like “Rufus” in the retail segment to agentic AI infrastructure in AWS, which management expects to drive significant future sales and efficiency. (Amazon 2025).
[bookmark: _Int_vriwUhbX]Competition & Regulation: Amazon faces ongoing competition from ultra-cheap marketplaces like Temu and Shein, as well as an existential threat from an FTC antitrust suit that could potentially force operational changes. In the cloud space, while still the market leader with a 30% share as of Q2 2025, it facies intense competition from Microsoft Azure and Google Cloud Platform, which are currently showing higher growth rates. (Amazon 2025).
Consumer Beaviour: Price and discounts remain the most influential factors for consumer shopping on Amazon, with many consumers (76%) concerned about inflation in 2025. (Amazon 2025).
[bookmark: _Int_YMQpS1Dt]“Technological innovation and advancement will further optimize the performance of the product, making it more widely used in downstream applications. Moreover, consumer behaviour analysis and market dynamics (drivers, restraints, opportunities) provides crucial information for knowing the e-commerce analytics market. By analyzing data from multiple sources, e-commerce businesses can gain insights into how they are performing, identify areas for improvement, and make data-driven decisions to optimize their online sales and marketing efforts”. (Rao 2024).

Innovation Ambition Matrix
&
Customer Journey Mapping

Here is an Innovation Ambition Matrix, and a Customer Journey Map, to analyze current innovations for Amazon.
Innovation Ambition Matrix
	
	
	Transformational

	
	
	Implementing AI delivery drones

	
	Adjacent
	

	
	Expand into new markets in e-commerce and logistics
	

	Core
	
	

	Improving Amazon.co/e-commerce experience
	
	



This shows Amazon’s core, adjacent, and Transformational options for innovation.
Core: Amazon should focus on improving their Amazon.com and e-commerce experiences.
Adjacent: Amazon should focus on expanding their e-commerce and logistic operations into new markets.
Transformational: Amazon should implement AI drones for faster and more accurate delivery.
“By using web services to enhance collaboration in business eco-systems, companies support innovation and expand the value of goods and services that they deliver to customers”. (Thierry 2009).



Customer Journey Map for Customer in the United Kingdom
	
	Awareness
	Consideration
	Purchase
	Post-Purchase

	Actions
	Ordering New Item
	What Item
	Payment Option
	Delivery

	Touch Points
	Amazon App
	Amazon App
	Amazon App
	Van Delivery

	Emotions
	😍
	😊
	😊
	😠

	Pain Points
	App Was Good
	Good Choice
	Good Price
	Late and Not Delivered Correctly

	Solutions
	Work On App
	More Choice
	Lower Prices
	New Delivery Options



Here is a customer journey map showing the order process, touch points, emotions, pain points, and solutions for the customer.
Customer Journey Mapping is a powerful marketing tool that helps retailers gain a complete understanding of customers’ shopping patterns and preferences by charting the touch points retailers have with customers across the pre-purchase, purchase, and post-purchase stages. This strategic approach not only sheds light on arrears ripe for enhancement but also paves the way for more targeted and personalized marketing efforts. Retailors leverage customer journey mapping to grow a customer base, increase revenues, and ultimately yield better business outcomes. (Sneed 2025).

“Consumer engagement in consecutive stages of the customer journey, looks at how users engage at various points in the customer journey”. (Thakkar 2024).






Part 2
Proposal of New Digital
Transformation Initiative
For Amazon

New Digital Innovation for Amazon: AI Drone Delivery for U.K customers
The company is experiencing issues with its delivery service. Customers are not happy with deliveries being late, and parcels are not being delivered to the correct places. Customers have also had issues with theft of parcels.
The proposal for AI drones to deliver our parcels will eliminate these issues. Our drones can be programmed with exact information regarding time, location, and can deliver our parcels to within inches of other personalized locations, and in a quicker time than our current delivery options. These drones will also have security features.
[bookmark: _Int_4SvybL3N]This will have a positive impact on the company. Customers will in the future order their products knowing that there will be no issues with delivery. This will increase our customer base, therefore increasing revenue for the company. Our drones can be sold to third-party sellers to bring in other revenue options for Amazon. This will increase delivery times rapidly, meaning the company can fulfill more orders, therefore increasing revenue for Amazon and will cut out emissions from our delivery service, therefore helping the environment. Labour costs will be reduced, this will also bring in extra revenue for Amazon.

The supply chain landscape is undergoing rapid evolution, driven by increasing consumer demands for speed, reliability, and cost efficiency. Traditional logistics systems, reliant on human labour and fossil-fueled-powered vehicles, are struggling to keep pace with these demands, particularly in the context of e-commerce growth and globalization. The inefficiencies inherent in conventional delivery systems, including high labour costs, environmental concerns, and limitations in scalability, highlight the need for transformative solutions. (Odumbo 2025).
Here is an updated Customer Journey Mapping
Amazon using drones for delivery in United Kingdom

	
	Awareness
	Consideration
	Purchase
	Post-Purchase

	Actions
	Ordering New Item
	What Item
	Payment Option
	Delivery

	Touch Points
	Amazon App
	Amazon App
	Amazon App
	Drone Delivery

	Emotions
	😍
	😊
	😊
	😄

	Pain Points
	App Was Good
	Good Choice
	Good Price
	Delivered On Time & Accurately

	Solutions
	Work On App
	More Choice
	Lower Prices
	Get Feedback



[bookmark: _Int_txxSJh9M]“Amazon.com is a powerful international retailer that is using artificial intelligence for online shopping. Amazon has used artificial intelligence in e-commerce, and results show customers have had better experiences. (Anh, 2019).
Measuring Impact and Success: 
The company should send feedback enquiries to every customer that has ordered through the new delivery option, and this will give the company valuable feedback in which the company can make changes if needed. The success of the new delivery option will be measured by gaining a larger customer base, increasing revenue for the company, customer satisfaction, and reducing costs and delivery times.
[bookmark: _Int_t52ud3yu]“Customer satisfaction is highly emphasized in a great number of companies because of its critical role in the continuous improvement of businesses. The performance of business processes in both product and service is determined by customer satisfaction. 
Organisations can achieve their goals and objectives through reliance on customer satisfaction, since the future profitability of firms is highly dependent on their customer satisfaction”. (Taherdoost 2021).
[bookmark: _Int_Cg3aLUsC]Amazon is one of the most well-known e-commerce corporations and operates internationally. Customers can share their opinions by giving stars and reviews for what they buy. (Anbunami 2024).
Conclusion

In conclusion to this report, Amazon’s current approach to innovation has been discussed.
This report has an Ambition Matrix and Customer Journey Mapping. These will highlight customer issues and show a new digital innovation to address these issues. 
This report also discusses how Amazon can embrace AI to deal with consumer demands in today’s world. 
I hope this report helps, thank you.
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