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INNOVATIVE MARKETING STRATEGIES AND CUSTOMER JOURNEY
Marketing in the new age is one regular strategy that is adopted in numerous companies. Most companies have taken up to ensure they use the current innovative strategy to pursue their consumers and increase sales (Haghighinasab et al., 2013, 27).  Innovative marketing strategies refer to conducting research on the market and understanding the needs of the consumers, their trends and behaviours, developing changes and prototypes, launching programs, promoting and pricing products in ways that will help satisfy their needs (O'dwyer et al., 2009, n.p). Innovation and marketing are two terms that help to develop techniques within a business. Innovation involves generating new ideas that will positively impact a new product and service, while marketing involves communicating service and product information. Innovation in marketing is used to explore new markets that will increase profit and revenues in the organization (Ray, 2015, n.p). Innovative marketing understands the changing diversified world and the changing marketing techniques. Innovative strategies enable marketers to find the performance and change approaches to benefit the consumers' needs using advanced technology ( Wang & Wang, 2019, 6604). This report will focus on Amazon Company to discuss ways the organization will create and use innovative marketing strategies to create awareness of the brand and manage the consumer journey across communication channels. 
Innovative Marketing strategies
Marketing teams should increase their marketing efforts to help increase brand awareness in Amazon Company and ensure a positive impact among the consumer. It is done while managing the cost of marketing failure to deliver in marketing may reduce sales and failure of the business (Allen & Fjermestad, 2001, n.p). In a competitive market, an organization needs to ensure they achieve their goal in the market. The following are some strategies that Amazon should employ to help improve its performance. 
a. Social media marketing
Technological advancement has opened up a window for social media platforms that are essential for marketers and consumer engagements (Masterman & Wood, 2007, n.p). Amazon should utilise the social media platform to engage and attract consumers to its brand. Amazon should not spend most of its budget on advertising but instead on the platforms through efficient engagement with its consumers. Social media platforms offer the best resource to close the gap between the brand and the consumers based on the demographics and target market (Fouskas et al., 2020, 689). Consumers choose to switch their brands when they feel they do not have the necessary attention they need. Amazon marketers should develop innovative and authentic ideas that will help resolve consumer issues efficiently and effectively. 
b. Using word of mouth
Events and roadshows have created a platform for marketers to deliver their brand to consumers. Word of mouth is an example of a powerful tool used in marketing as it allows engagement with the customers. The company's primary goal is to deliver an outstanding consumer experience in a way that is beyond their expectations. Amazon should organise events and roadshows to reach their consumers and directly chat with them to understand their needs and analyse their behaviours. Satisfying the consumers' needs will create loyalty to the brand (Martin et al., 2021, n.p). Amazon should map the customer's journey and ensure they remain amazed anytime they interact with the brand. Convincing consumers about the brand and clearing any allegations will help the company stay at the top of the map in a competitive market. 
c. Retaining the existing consumers
An organisation should understand that it is challenging to acquire new customers than retaining the existing ones into the brand (Escursell et al., 2020, 124314). Amazon must maintain the current consumers to help manage the sales; a company needs to calculate consumer lifetime value and provide more effort to retain them. Retaining consumers in the Amazon brand involves offering the best products and services to keep them (Grewal & Roggeveen, 2020, 8). Controlling the consumers consists of understanding the target customers, understanding their experience, and maintaining a good relationship with the potential customers. When designing the website, the company needs to create a user-friendly platform and use Google analytics to the website. This will help understand the customers' buying patterns and provide all the required information about the products they need. Weekly and monthly email communication will ensure that consumers and the organisation stay in contact. 
d. Geographical Exploration
There is a saying by Milton that says, "If Opportunity does not knock, you have the choice to build a door." When a company or a brand finds it challenging to attract numerous consumers, it is significant to search for new locations to present and promote the brand (Kotler & Armstrong, 2018, n.p). Finding new markets will help the business have high demand with no competition and a low set-up cost.  Amazon should focus on increasing its boundaries; it does not exist (Ray, 2015, n.p). Some of the areas are Scandinavian regions that have not fully embrace the e-commerce business. Creating and promoting their brand on the new sites will reduce their competition cost and increase consumers. Discovering a new location and market indicates that the company will enjoy the benefits of monotony for some time. 
e. Brand Repositioning
When a business analyses their performance and finds they have a low income, it is essential to reconsider the brand positioning and find new ways of elevation. Using SWOT analysis, a company will understand the various ways that its company will ensure success. One weakness observed in Amazon Company is losing their margins in some areas (Ramos et al., n.d). Free shipping to consumers is one reason that has increased the risk of losing margins in the market. Additionally, Amazon has a business model that is easy to imitate, which gives it a difficult time with the competitors. An innovative marketing strategy will ensure that Amazon integrates new tools in building a unique business model that will put the brand on a map in the market. The Unique selling proposition for Amazon is innovation and customer service, which helps to shape the brand position. Amazon should offer genuine and unique solutions to their consumers. 
f. Exceptional expertise
An organisation should use different platforms and channels to address the needs and issues tabled by their customers. To show consumers the expertise offered by the company, it is essential to write blogs, position the company as an expert in the industry, conference talks, and use media to pass information and other developments. Amazon should select their organisation to represent their competitors and the entire e-commerce industry by offering exemplary services to the consumers (Hooley et al., 2020, n.p). Addressing issues raised by the consumers also involves organising conference talks and active chats with the customers through media platforms. It is essential to ensure that the company remains unique and professional in its services to society. This is one way to attract consumers to the brand.
g. Provision of solid product and service
Not only are the amounts of online buyers growing, yet the lead of the client ends up being more intentional. It is never been more fundamental to have the choice to equal various brands and vendors in your space on a customer support level and to have solid and positive reviews from buyers (Martin et al., 2021, n.p). Considering the insights, new makers sell clearly to purchasers in the U.S., either through their channels or on Amazon (Stadler, 2017, 276). To match these makers, Amazon should remain trusted the sight of the buyers. In the event that the company dispatch their arrangements to clients, ensure that the transports can be essentially essential much as helpful as could be anticipated.
Challenges facing Innovative marketing strategies
Many stakeholders do not care about creativity from the marketers. They are more concerned with the product presented to them. Marketing attribution is a primary key to allow an organisation to prove their value to the stakeholders. Marketing in the current world is more powerful and challenging as it affects decisions made to improve marketing tips among people in society. The company's stakeholders and executives are not marketers, making it difficult to analyse information that will be useful to them in various ways (Kuehnl et al., 2019, 560). Giving an explanation to the consumers on their needs can be difficult for the content creators. A company has employees from different teams, which call them to work together in building marketing strategies. Miscommunication is one factor that might affect the marketing strategies in the market. Cohesive communication in a company will ensure an efficient engagement between the consumers and the brand. To battle contradicting messages, all divisions should be working from a similar comprehension of which to target, what is the best informed for that crowd, which channels are fruitful and failing to meet expectations (Vakulenko et al., 2019, 465). On the off chance that each group is taking a gander at measurements from different stages that cannot be standardised and analysed, there will undoubtedly be confusion in the mission. Advertisers should focus on social event individual level measurements through a brought together estimation model to limit this. This will give every division of the showcasing group and different partners an exact beginning stage of data adaptable across specialty units.
Consumer Journey
Over the years, marketing strategies seem to change from time to time. Currently, technological advancements have pushed marketers into digital marketing. Marketers rely on SEO, paid search, content creation, and social media to reach their audience (Wagner et al., 2017, 109). Despite all the changes and transitions, the customer journey remains the same. Customer journey is one of the factors considered by marketers regardless of where they are running their activities. Customer journey refers to the offline and online points that help determine how consumers interact with a brand and the information they sought to make any purchase decision (Wagner et al., 2017, 110). The successful brand ensures that they develop a unique journey from the communication process to purchasing process that enables interconnection and improves the experience. Marketers should understand how their consumers engage and consume the message that separates them from their consumers.





Customer Journey Map for Amazon

AWARENESS
· This is the first step of the journey. At these stage, the consumer has vague information about the online shops and would like to select one of the website to make the purchase. 
· Watch from adverts
· Hear from family members and peers.
· Get email newsletter











	
Activities
· Analyze the time used to deliver the product.
· Analyze the feedback and the reviews.
· open the product and prove that it is what you exactly looked for. 
· Leave a feedback and rating about the site. 
Activities
· Seek advice from friends and families
· Visits various stores and ask for their opinions.
· Read blogs and websites about Amazon. 
· Learn about various online sites.
· Look for sales


Activities
· Read reviews about the site and find the perfect sale agent. 
· Ask necessary questions and ensure the feedback is satisfying. 









Components of modern Customer Journey
People all around the world are highly connected to electronic gadgets. The current world has the world at its fingertips, ensuring that the customer journey has dramatically evolved. The customer journey in the contemporary world is more difficult to analye compared to the previous years.  The current customer journey must be more personalized (Venkatesan, 2017, n.p). Marketers should understand the specific types of content that the target customers like to engage within their daily lives. The content should also be served on the preferred channels. The process involves understanding the purchasing patterns of the consumers. Find the proper channels that allow people to engage with the Amazon brand. This consists of analysing their social media engagement and email details. Also, Amazon could engage their members through messages to understand how they feel about the brand; this is one way to ensure personalisation between the brand and the consumers (Herhausen et al., 2019, 16). Technology has brought new channels, opportunities, and pathways to provide an efficient customer journey. 
Creation of digital pathway
In the current technological world, consumers can access new brands daily on their phones and other gadgets. This is the consideration stage of their journey. For Example, a person willing to buy a phone will find other platforms that sell the same phone at different prices, and they may opt for their own choice. In the digital customer journey, the communication process goes both ways. Consumers can find answers they need from their suppliers and the Amazon Company using the gadgets whenever they need. People can also share and see reviews and feedbacks from other people who also form a significant part in dictating their buying pattern. Amazon Company should employ ways to ensure that they respond to the clients and ensure engagement with the suppliers and the products they need. 
New Channels
Awareness is an important stage in any customer company. In the past, consumers became aware of a product through advertisements and presentations through the newspapers, magazines, radio, and television. Some could engage with a brand after a recommendation from their peers and family members.  Technology has changed how people get news about the brand and how they engage with them. Many channels outline new brands and enable people to use them. Amazon is one of the largest brands recognised in the world. 
Personalisation
Marketing in the current world goes beyond buying and selling information about the brand. Marketers have mastered the art of controlling the narrative and analysing content to ensure they are connected with their customers. Marketers must understand how the purchasers move in their daily activities and interaction with the existing contents (Ramos et al., n.d). Brand perception is one aspect that Amazon values the most in their daily operation, which ensures that the engagement between the consumers and the suppliers remains viable. Messaging in the digital customer venture should consistently progress across channels and phases of the pipe and be customised. This is the reason a powerful Omnichannel system is so significant. Promoting informing should stream across channels and gadgets, educated by what the buyer has effectively seen or drawn in with and which phase of the pipe they are in as of now (Vakulenko et al., 2019, 465). For instance, if a buyer has effectively moved into the centre of the pipe, they should presently not see content from the highest point of the channel, which would be a relapse in their excursion.
Stages of Digital Customer journey
Awareness
This is the initial stage for the customer journey, which creates the journey for others. People at this stage are not looking for a product, but they are attentive to the advertisements that come their way. Customers can engage with a brand from the perception they got from analysing the advertising presented to them. Most consumers go for the brand that they are aware of and can relate at all costs. Amazon building its brand awareness among its consumers is a significant trend in e-commerce (Grewal & Roggeveen, 2020, 7). Amazon Company uses videos, blogs, content creation, OTT ads, and social media to capture the attention of their target consumer at the awareness stage in the journey. Other important platforms that can be used include newsletter signups and tracking pixels. 
Consideration
Now in the excursion, purchasers realise they need an item or arrangement, and by far, most go to the web to do their examination. A new review indicates that around 70% of customers investigate Google, while 61% use Amazon (Herhausen et al., 2019, 28). Another study proposes that 40% of customers utilise online media also. The company needs to tell individuals how your item can help utilise contextual investigations, tributes, surveys, item examinations, demos, and tweaked item postings (Martin et al., 2021,n.p). Consider the computerised rack as your virtual customer-facing facade – it needs to flaunt your item in all the glory it deserves. Amazon should focus on analysing its market availability and the product solution through extensive research on the internet. Consideration opens the window for the brand and consumer to make a choice. Amazon should engage their consumers through search availability and provide the exact details that s required to attract consumers into using the company. 
Conversion
This is the stage many organisations lose consumers. At this stage, the consumers have made an option for the website to use, and they are waiting to purchase products. In the modern customer journey, conversion is one of the challenging phases which analyses the shopping abandonment rate (Grewal & Roggeveen, 2020, 8). Purchasing path should be easy to use and access to enable customers to access the services at the website and apps. The company's goal is to retain the existing customers into the brand and allow conversion on the cross-sells and upsells. Using the best content will help provide proof that will help consumers solve their products and overcome sales objections. Marketers overlook this stage, but it is one of the most critical phases of retaining consumers. Amazon should employ characteristics and content that will help maintain the consumers into purchasing products using the brand. Some of the factors that will help keep customers involve introducing discounts on products and the delivery fee. Consumers are looking to use the brand, and if the organisation does not show attention to them, they seek alternatives from the competitors. 
Advocacy
After purchasing products, engagements continue in the customer journey. In this stage, customers share their brand experiences by posting user-generated content on websites and other social media platforms. His is one step into attracting consumers and retaining the existing ones. The process involves reviewing, picture posting, ratings, and feedback from the consumers. Amazon has an honest review and rating site that shows consumers' engagement and attracts consumers. This is a step into increasing the customer lifetime value. This stage focuses on drawing a powerful voice from the consumers. 
Consumer Experience includes all encounters a client has with your image. This incorporates their communication and involvement in items, administrations, measures, approaches, the assumptions you set, and numerous components. It is over 1000 feet and is frequently alluded to as the 'start to finish client venture.' Voice of consumers is the way toward catching and combining contributions from a client about their encounters (Ramos et al., n.d). Its interest is to comprehend the client's needs, needs and discernments. It is the place where you get the crucial data expected to understand the clients truly. Client Advocacy, then again, is tied in with making a move. It draws knowledge from the client's voice and transforms them into activities that can take care of issues for your clients and work on their encounters. Client support should length across the whole client venture.
Customer advocacy is a client-driven technique that can be coordinated into your promoting plan without any problem. An organisation can use your most steadfast clients as brand envoys to fabricate mindfulness and trust, drive deals and fortify client connections. Not to be mistaken for powerhouses, who now have a set-up presence on the web; client advocates are your regular clients, who are considerably more relatable. Having a customer support methodology can be a distinct advantage for a business attempting to stick out. Yet, recall, hearing is not equivalent to tuning in. Hearing is latent while listening is dynamic, so follow up on what they find. Listening shows regard. It's a clear-cut advantage not many brands have. 
By gathering consumer input, you will acquire a wide range of experiences into what your clients need and anticipate from the company. It very well may be quicker conveyance, better correspondence, or other developed client experience. Coordinating with client input with your business' information will assist the organisation with accomplishing a much clearer image of the circumstance, further develop their client experience and pursue the ideal times. Likewise, distinguishing a plunge in numbers and getting negative criticism from their clients could assist Amazon with rapidly getting where the business needs to contribute additional time and work to work on the experience for future clients. Amazon can accumulate this input by utilising a study, requesting surveys, connecting straightforwardly, and gathering bits of knowledge from client movement from their examination.
Ways in which Amazon is building their consumer Experience
Amazon Company understands that customers are their core commitment of activities. A customer service strategy is in the epicentre of all activities within the organisation. The mission of the company entails details on how they are obligated to ensure consumer satisfaction. Amazon has risen to the top by involving strategic forces that will help retain consumers in the brand. Additionally, Amazon Company provides that its consumers can internalise their vision and build a corporate culture (Ramos et al., n.d). Amazon employees use the call centre to engage with the consumers and address their needs while understanding them. Details at Amazon brand are easy to understand and navigate, which helps the consumers engage with the product of their choice. Marketers need to develop a culture of customer support. Hosting different forums has enabled Amazon to tap into the wisdom of the customers for their support. Amazon can offer help as fast as possible by handling the request through their representatives. 
Amazon's ability to create brand equity is one crucial factor in ensuring consumer experience. Amazon can be named a high-esteem brand. They offer an expansive scope of items, from books to children and gems to innovation, separating them from different retailers. Close to this broad scope of things, they additionally offer these items at a charmingly significant cost (Stadler, 2017, 276). The broad reach, along with the decidedly tremendous cost, qualifies them as a high-esteem brand. In their wide scope of brands, they have likewise created their item, the Kindle tablet causing them to develop from retailer to producer (Stdler, 2017, 276). Close to their item with their image name, they also own private marks. These are enrolled under an alternate name but are connected totally to Amazon and just sold by Amazon.
Conclusion
Innovative marketing strategy in the new world acts as the best solution to ensure consumer involvement. Marketers are working in the industry with an environment that allows them to explore new concepts and ideas. Marketing departments use the current strategy to ensure that the consumers remain comfortable integrating information and create a medium that the consumers support. Innovation is an important aspect that helps in the process of marketing. Using technology, marketers can use technological practices by exerting their impact on the brand's effort, allowing brands to challenge the future and remain consumer-centric. Amazon Company has employed new marketing strategies that help decide on various ways to increase the consumer experience with the brand. Understanding the consumers' needs will ensure that the company creates a brand accepted by the market and increases its lifetime value. Innovative marketing strategies provide that the business industry will be elevated in the few years to come. 
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