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[bookmark: _Toc144046229]Part 1
1. [bookmark: _Toc144046230]Introduction
In today's ever-evolving digital world, businesses must adapt to keep up with the current market trends and preferences. As technology evolves at breakneck speed, digital marketing has become vital for companies to drive tangible business results. Digital marketing is the practice of promoting and advertising brand offerings through digital channels (Chaffey et al., 2019). These channels may include social media, email, search engines, websites, and mobile apps. It involves using various digital marketing strategies and tactics to reach and engage with target audiences, increase online visibility, drive website traffic, generate leads, and, ultimately, convert customers. This report aims to develop a digital marketing strategy for Amazon in the United Kingdom. The first section of the report will evaluate the brand strategy and conduct a situation analysis for Amazon. Drawing insights from this analysis, the subsequent section will comprehensively develop a digital marketing strategy. This comprehensive approach will encompass the objectives, tools, key metrics, and associated costs of the strategy, thereby providing a compelling roadmap for Amazon's success. 

1.1. [bookmark: _Toc144046231]Organisational Strategy
Amazon is one of the world's largest and most successful online retailers, offering many products and services. Established in 1994 by Jeff Bezos, the company has experienced remarkable growth, expanding its operations to over 200 countries worldwide.
Brand Mission: The brand mission of Amazon is to relentlessly focus on customer satisfaction by delivering innovative products, services, and experiences. It is evident in its mission statement that it aims to be "Earth's most customer-centric company, where customers can find and discover anything they might want to buy online" (Amazon.com, 2023). 
Brand Vision: The vision of Amazon is to be the world’s most innovative and customer-centric company. It is reflected in the company’s long-term vision of revolutionising the way people shop and conduct commerce globally (Wells et al., 2018). This vision statement of Amazon emphasises the company's commitment to being ahead of the curve and always delivering the best customer experience.
Brand Strategy: Amazon's strategy is multifaceted and involves a combination of factors contributing to business success. Firstly, the company strongly focuses on customer service, which is at the core of everything they do (Warrier et al., 2021). It is supported by investment in technology and innovation, which enables the company to continuously improve its offerings and stay ahead of the competition (Rodrigue, 2020). Secondly, Amazon has diversified into various businesses beyond the core retail operation, including cloud computing, digital media, and hardware. Weinman (2015) explains that this approach allows the business to create new revenue streams and leverage its existing customer base across multiple verticals. Finally, Amazon has a culture of operational excellence and efficiency, which facilitates driving down costs and optimising operations. This, in turn, allows Amazon to offer its customers low prices and greater value.

2. [bookmark: _Toc144046232]PESTLE Analysis
PESTLE analysis is a strategic tool to evaluate the external macro-environment or remote environment that can impact an organisation's operations. It helps identify the opportunities and threats that an organisation might face and allows it to react appropriately to these trends (Daniels et al., 2013). In this regard, the influence of various external factors on the business performance of Amazon in the UK market is discussed below.
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Figure 1: PESTLE Analysis Framework (Jenson, 2012)
Political: The UK government plays a significant role in regulating e-commerce businesses. For instance, the government has been supporting a free trade environment, facilitating Amazon's growth in the country. However, Amazon's tax practices have been under scrutiny, as it has been previously criticised for avoiding taxes (Yang and Metallo, 2018). Additionally, Brexit's uncertainty has created challenges for Amazon to operate freely across European borders.
Economic: The UK's economy is one of the largest in Europe, and it heavily influences the business activities of Amazon in the region. Amazon's sales within the UK make it a significant contributor to the country's economy, with over 25,000 UK-based employees and revenue of over $30,000 million annually (Coppola, 2023). However, increased competition from other online retailers in the country, such as Tesco and M&S, could negatively affect Amazon's market share and profitability.
Social: The increasing demand for online retail has led to changes in consumer behaviour, with more people turning to online shopping instead of traditional brick-and-mortar stores. Moreover, the UK market is highly diverse, and Amazon has demonstrated its ability to cater to different cultures' unique needs and preferences. However, increasing numbers of consumers are becoming socially conscious and eco-friendly, which might negatively impact Amazon's image due to the growing concerns about the company's carbon footprint and waste generation.
Technological: Amazon is renowned for its strong technological infrastructure, which enables efficient operations, fast delivery, and a seamless customer experience. The UK market is highly technologically advanced, and therefore, Amazon has an opportunity to leverage cutting-edge technology such as AI, machine learning, and big data to enhance its services. For instance, Amazon's innovation in the healthcare industry, such as the development of Alexa, has contributed to Amazon's market share growth within the UK (Wright, 2020). 
Legal: In the legal landscape, Amazon's operations are subject to legal regulations governing intellectual property, data privacy, and competition law. The increasing prevalence of digital data privacy regulations may affect how Amazon uses customer data. Moreover, the UK's exit from the EU has created uncertainty concerning trade agreements.
Environmental: Environmental concerns have been rising globally, and Amazon has been scrutinised for its packaging waste, carbon footprint, and greenhouse gas emissions (Caraway, 2020). The UK government has set targets to reduce emissions and promote clean energy. Therefore, Amazon can benefit from investing in environmentally friendly practices and promoting sustainability in the UK market. For instance, the company has launched initiatives such as "Shipment Zero" and is working towards reducing its carbon footprint.

3. [bookmark: _Toc144046233]Consumer Insights
Consumer Insights are a detailed and profound understanding of customers' behaviour, preferences, and attitudes towards brands or products (Chaffey and Ellis-Chadwick, 2019). For Amazon, consumer insights can play a significant role in developing a digital marketing strategy that can resonate with UK consumers. This report will apply the POEM Model and Customer Life Cycle Management Model to gather consumer insights for Amazon in the UK market.
3.1. [bookmark: _Toc144046234]POEM Model
The POEM model assesses the interaction points between paid, owned, and earned media, as shown in the figure below.
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Figure 2: POEM Model (Flores, 2013)
Paid Media: The first dimension of the model is Paid Media. An effective means of understanding this dimension entails an in-depth analysis of Amazon's advertising and promotional tactics. With a keen focus on online ads, PPC campaigns, and social media marketing, Amazon has successfully remained top-of-mind for its consumers. Additionally, the retailer has implemented a loyalty program that rewards customers for their continued patronage.
Owned Media: This dimension analyses Amazon's various owned assets, such as its website and mobile application. By examining the user experience of these platforms, the retailer can stay current with evolving consumer needs. Implementing easy-to-use functionalities like the Wish List and 1-Click Ordering can greatly enhance the overall customer experience.
Earned Media: The Earned Media dimension examines how customers communicate with one another regarding Amazon. It includes their social media interactions and reviews. Through analysing customer feedback on social media channels and review sites, Amazon can better understand the perceptions of its brand from a consumer perspective.
3.2. [bookmark: _Toc144046235]Customer Life Cycle Management Model
The Customer Life Cycle Management Model refers to the different stages a consumer goes through when engaging with a particular brand (Whittington, 2018). It facilitates gathering valuable insights into the behaviours and preferences of consumers, thus allowing businesses to align their strategies to meet the needs and expectations of their target audience. The five stages of this model are presented in the figure below.
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Figure 3: Customer Life Cycle Management Model (Kumar and Gupta, 2016)
Awareness: Amazon uses various strategies to generate awareness of its offerings among its target audience. These include advertising campaigns on TV, print, and digital media. The brand also uses influencer marketing to reach out to its customers. Additionally, Amazon leverages its online presence and optimised search engine rankings to attract potential customers.
Consideration: At this stage, Amazon focuses on providing a seamless user experience through various digital channels, such as its website and mobile app. The online giant has focused on providing valuable information on product specifications, reviews from other customers, and blogs on its website to provide prospects with all they need to make informed choices. Furthermore, Amazon offers flexible payment options such as pay-later services for eligible customers.
Purchase: In the purchase stage, Amazon has streamlined its e-commerce platform to make the buying process fast and convenient. To maintain its competitive edge, the brand offers fast and reliable delivery services such as Amazon Prime and Same-Day delivery. Additionally, the company's device support services extend beyond purchase, providing various customer assistance tools such as live chat, dedicated support hotlines, and a comprehensive help centre.
Retention: Amazon's algorithmic approach to personalisation allows it to predict what the customers are looking for and recommend products based on their previous purchases and browsing history (Davies et al., 2020). Amazon has also successfully implemented various loyalty programs, such as the Amazon Rewards Visa Card, which offers cashback rewards on purchases made on the Amazon platform. 
Advocacy: Amazon positions itself as a leader in the advocacy stage by implementing a referral program where existing customers can earn incentives by referring new customers (Gershon et al., 2020). This tactic leverages the power of word-of-mouth marketing, which is a powerful tool in the customer life cycle management strategy.

4. [bookmark: _Toc144046236]Customer Experience
Customer experience in digital marketing refers to a consumer's overall impression of a brand's online presence, as well as the interactions between the consumer and the brand across various digital touchpoints (Nuseir et al., 2023).
4.1. [bookmark: _Toc144046237]Consumer Persona
Consumer persona is a fictional representation of a company's target customer based on demographic and psychographic factors, buying habits, and other characteristics. Businesses must understand their target audience, which can be best achieved by developing consumer personas. The three consumer personas for Amazon are developed below.
1. The first persona is 'The Busy Professional.' It represents individuals who have a busy work-life balance and prefer time-saving options. They juggle their work with household chores and do not have time to explore physical stores. They prefer online shopping and value quality, time-saving and ease of purchase. Typically, this persona is attracted to Amazon's fast shipping times, large inventory, and seamless ordering process.
2. The second persona is ‘The Tech-Savvy Millennial.'  They are young and technologically savvy individuals who enjoy being the first to try out the latest gadgets and gizmos. They are interested in shopping for innovative products that cater to their need for social engagement. They value products highly rated by other consumers and come with personalised recommendations. This persona is also very active on social media and likes to share their purchases with others. Amazon caters to this persona with their extensive product catalogue, user reviews, and social media integration. 
3. The third persona is 'The Foodie.' Sarah is a self-proclaimed foodie who loves experimenting with new cuisines and recipes. She relies on Amazon for speciality ingredients and cooking supplies that are difficult to find in her local grocery store. She emphasises the quality and origin of her food items and always checks Amazon's product descriptions and reviews before purchasing. As a loyal Amazon customer, Sarah takes advantage of the various food-related services offered by Amazon, such as Amazon Fresh for grocery delivery and Amazon Prime Now for quick meal preparation items.

4.2. [bookmark: _Toc144046238]Channel Structure
Amazon operates a multi-tiered distribution channel that includes direct and indirect channels and its online marketplace platform. The company's direct channels comprise its warehouses and fulfilment centres, which store and dispatch merchandise to customers. Disintermediation allows Amazon to control the customer experience, from product selection to post-purchase delivery. The company also has indirect channels that sell products through third-party sellers, subscription services such as Amazon Prime, and affiliate programs (Etro, 2022). These channels provide a vast inventory for customers, making Amazon a one-stop shop for various product categories.

5. [bookmark: _Toc144046239]Competitor Analysis
The micro-environment or operating environment of a business refers to the immediate internal and external factors that directly impact the day-to-day operations and profitability of the business (Wheelen et al., 2017). The competitor analysis of Amazon in the UK market will be assessed through the Porter Five Forces Model.
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Figure 4: Porter Five Forces Model (Dobbs, 2014)
Rivalry Among Competitors: The UK retail market is highly competitive, characterised by the presence of several players. Amazon faces competition from established retailers such as Tesco and Asda. Additionally, several online marketplaces like eBay are vying for the same customers. Competitors are continually innovating and enhancing their offerings to serve customers better, which results in a high level of rivalry between existing players in the market.
Bargaining Power of Suppliers: The bargaining power of suppliers is low. In the UK retail market, Amazon deals with various suppliers and manufacturers. Amazon has established a strong position and reputation as a leading retailer, which has increased its bargaining power over suppliers. Amazon can negotiate favourable terms with suppliers due to its size, market position, and economies of scale. Additionally, Jing (2018) articulates that Amazon has developed its line of products, such as AmazonBasics, which has allowed it to bypass suppliers and exert greater control over its supply chain. 
Bargaining Power of Buyers: The bargaining power of buyers in the UK retail market is moderate. Amazon's retail operations in the UK market have a vast customer base that spans households, individual consumers, and other businesses. With the help of detailed customer data, Amazon can offer personalised recommendations and targeted marketing, which can help strengthen its customer loyalty. However, buyers can switch to other retailers and online marketplaces if they perceive better options. 
Threat of New Entrants: The threat of new entrants in the UK retail market is moderate. Amazon has already established a strong brand reputation and loyal customer base. The need to develop a brand image, establish a network of suppliers, create a robust logistics system, and compete with established players like Amazon implies significant startup costs and investments that could deter potential entrants.
Threat of Substitute Products: The threat of substitute products for Amazon is low in the UK retail market. While several other e-commerce platforms in the country are offering similar products, Amazon's diverse list of offerings, along with its reputation and reliability, make it difficult for buyers to switch. 
6. [bookmark: _Toc144046240]Governance & Reputation
As a leading player in the retail market, Amazon confronts notable implications on its governance and reputation management arising from the increasing consumer use of digital technology and Artificial Intelligence applications. One of the significant effects that digital technology and AI have brought to Amazon is the ability to capture and analyse vast amounts of consumer data, which is crucial in developing personalised marketing strategies and enhancing customer experience (Erevelles et al., 2016). However, collecting such a large pool of customer data is responsible for adhering to stringent privacy policies to shield customers from any potential cyber threats. Any personal data breach could damage Amazon's reputation, resulting in a loss of trust in the company and impeding its growth and profitability.
Furthermore, integrating AI in e-commerce has enabled Amazon to improve its predictive analytics, optimising its supply chain management and reducing operational costs. The application of AI also enables Amazon to detect and respond to customer concerns more quickly and efficiently. Nevertheless, as AI continues to evolve, it poses a significant challenge to Amazon's governance and reputation management due to potential biases and ethical concerns. For instance, misaligned algorithms in AI deployment could result in discrimination based on gender, race, or religion, thereby exposing Amazon to reputational risks. Therefore, Amazon must adopt robust governance frameworks and strict privacy policies to safeguard its customers' data and maintain ethical and transparent data usage processes. Such measures will help Amazon maintain its reputation and avoid any potential legal or regulatory sanctions while continuing to thrive in a data-driven retail ecosystem.


[bookmark: _Toc144046241]Part 2
1. [bookmark: _Toc144046242]Digital Marketing Strategy
Digital marketing strategy refers to a comprehensive plan of action that outlines how an organisation can utilise digital media channels and technologies to achieve specific business objectives (Sweetwood, 2016). It is a blend of creativity, data analytics, consumer behaviour research, and innovative techniques that aim to create and nurture a strong online presence for a brand. In this regard, the digital marketing strategy development process is illustrated below.
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Figure 5: Digital Marketing Strategy Development Process (Chaffey et al., 2019)
Drawing on the insights from Part 1 of the report, this section will develop a digital marketing strategy for Amazon.
1.1. [bookmark: _Toc144046243]Outline the SMART Objectives
As Amazon continues to expand its digital marketing strategy, it is essential to develop SMART objectives that align with the overall business goals. The three SMART objectives for the digital marketing strategy are as follows, 
1. Improve the perception of Amazon as a sustainable brand by increasing positive sentiment towards its sustainability initiatives by 20% on all social media channels by 2024. It will be measured by analysing the sentiment of social media comments and mentions related to Amazon's sustainability initiatives and comparing it to the sentiment at the start of the year.
2. By the end of 2024, increase customer satisfaction ratings by 15% by implementing a personalised and intuitive user interface that enables customers to seamlessly navigate the website, find relevant information, and easily complete transactions. This objective will be monitored by analysing customer feedback, ratings, and reviews on the website. 
3. Increase the brand's social media impressions by 30% next quarter by running targeted ad campaigns and creating shareable content. This objective will be assessed by tracking metrics such as reach, engagement, and impressions on social media posts and analysing social media insights data.

2. [bookmark: _Toc144046244]Strategic Framework
A strategic framework is a structured approach to planning, implementing, and analysing the digital marketing strategy for Amazon. It involves identifying the business's goals, analysing the target audience, choosing the appropriate channels and tactics, and tracking the performance metrics. Essentially, a strategic framework for Amazon's digital marketing strategy will provide a roadmap for the business to achieve its desired outcomes in a measurable and sustainable manner.
2.1. [bookmark: _Toc144046245]Overarching Strategy
The overarching strategy is developed through a TOWS Analysis. TOWS Analysis is useful for identifying strategic options and making informed decisions about an organisation's future course of action.
	

Internal Factors


      External Factors
	Strengths
1. Strong brand awareness
2. Diversified product offerings
3. Excellent supply chain management
4. Innovative technologies such as Amazon Web Services and Alexa
5. Large customer base and loyalty through Prime membership
	Weaknesses
1. Highly dependent on third-party sellers for revenue
2. Limited physical retail presence
3. High employee turnover in fulfilment centres
4. Concerns over data privacy and security create a negative perception

	Opportunities
1. Expansion into emerging markets
2. Diversification into new industries, such as healthcare and finance
3. Increased focus on sustainability and social responsibility
4. Strengthening of partnerships with other retailers and businesses
	
S/O Strategy
Leverage its robust customer base to create and promote its sustainability initiatives, positioning it as a socially responsible corporation.

	
W/O Strategy
Diversifying the product offerings and services of Amazon to reduce over-dependency on any one category or segment

	Threats
1. Intense competition from established players.
2. Increasing government scrutiny on antitrust and labour practices
3. Economic downturns and fluctuations in consumer spending
4. Cybersecurity threats and hacking attempts
	
S/T Strategy

Maintaining a competitive edge through strategic investment in technology and innovation to enhance the customer experience.
	
W/T Strategy

Mitigating data privacy and security concerns of customers by implementing stricter policies and regulations


Table 1: TOWS Framework for Amazon
Based on the TOWS analysis, the overarching digital marketing strategy for Amazon in the UK online retail market is:
“The integrated digital marketing strategy of Amazon aims to leverage eco-friendly messaging and user-centric designs to enhance Amazon's sustainable brand reputation while fueling customer experience and boosting social media traction through targeted, engaging content.”

3. [bookmark: _Toc144046246]Tactics and Tools
To fully implement its digital marketing strategy and meet its objectives, Amazon must effectively utilise various digital marketing tools, including SEO/SEM, email marketing, social media, and website design. Each tool plays a crucial role in achieving specific objectives, and Amazon must pursue each method strategically and purposefully.
3.1. [bookmark: _Toc144046247]SEO/SEM 
One of the main digital marketing tools that Amazon may leverage as part of its integrated digital marketing strategy is Search Engine Optimization and Search Engine Marketing (Berman and Katona, 2013). Amazon can leverage the power of SEO/SEM to enhance website traffic and attract a larger customer base. By utilising keywords and optimising content for search engines, Amazon can ensure that potential customers find their website regularly. Through SEM, Amazon can target specific audiences and run paid advertising campaigns that increase brand visibility and drive conversions. For example, Amazon can employ keyword optimisation techniques for their sustainability efforts, such as product descriptions including words like 'sustainable' and 'eco-friendly'. Similarly, Amazon can use Google AdWords to advertise its eco-friendly products, thereby reaching customers who are actively searching for sustainable options.
However, one issue that may arise with SEO/SEM strategy is keyword stuffing. Amazon must avoid overusing or stuffing the keywords, as doing so may negatively impact its website's search engine rankings. To tackle this issue, Amazon can prioritise developing premium, informative content that delivers substantial value to its audience. Another challenge that may arise is intense competition for sustainability-related keywords, leading to higher costs. Hence, Amazon can employ a bid management strategy, focusing on keywords with lower competition and higher relevance.

3.2. [bookmark: _Toc144046248]Email Marketing
Email marketing is another powerful tool that Amazon can use to support its integrated digital marketing strategy. Amazon can use email campaigns to communicate with its customers, share information on new product launches, offer personalised recommendations and promotions, and showcase its sustainability initiatives. For instance, Amazon may notify customers via email if they have supported a sustainable cause while shopping, emphasising the brand's commitment to sustainability. Email campaigns can also be timed to coincide with significant events like Earth Day or a product launch with an eco-friendly focus. Additionally, by collecting data on customer preferences, Amazon can tailor email content, improving customer satisfaction and driving engagement levels.
The challenge with email marketing is ensuring that the emails are not perceived as spam. When an email is marked as spam, it damages the sender's reputation and reduces the chances of the recipient opening an email from the sender. To overcome this, Amazon can proactively attain customers' consent before sending them promotional emails. One of the best ways to do this is by creating opt-in forms that the customers can fill out to consent to receive promotional emails (Reimers et al., 2016). It will set clear expectations on the frequency and type of content to be received.
3.3. [bookmark: _Toc144046249]Social Media Platforms
As a global e-commerce giant, Amazon has a significant presence on various social media platforms (Moore and Tambini, 2018). Social media platforms such as Facebook, Instagram, Twitter, LinkedIn, and YouTube can be utilised to achieve Amazon's objective of increasing sentiment and impressions. For instance, Amazon can create engaging social media posts featuring its sustainability initiatives, utilising images, videos, and infographics to maximise reach and shareability. Amazon can utilise relevant hashtags to capitalise on trending topics, increasing social media impressions and prompting conversations around sustainability. Additionally, Amazon can use paid advertising on social media to target specific audience segments and increase its social media following. The issue that Amazon may face with social media marketing is negative social sentiment. When faced with negative comments or reviews on its social media channels, Amazon must respond quickly and transparently to address and resolve the issue as quickly as possible.

3.4. [bookmark: _Toc144046250]Corporate Website
Amazon's website is at the core of its digital marketing strategy, and it should be intuitively designed to optimise the customer experience, increase satisfaction, and facilitate smooth transactions. Amazon can adjust its website design and layout to ensure it is user-friendly, mobile-optimised, and easy to navigate. Amazon can elevate its brand reputation and increase customer satisfaction by continuously updating its website with engaging content, such as blogs, videos, and case studies. However, an issue that may arise is technical difficulties that result in the website's downtime or page errors, leading to a negative customer experience. Amazon can mitigate this by ensuring its site is optimised for performance, regularly maintaining its servers, and providing timely technical support for user issues.
4. [bookmark: _Toc144046251]Key Metrics and KPI 
The digital marketing strategy of Amazon is an essential aspect of the company's success, with several objectives aimed at enhancing customer experience, increasing brand awareness, and promoting sustainable practices. The achievement of these objectives in the UK market requires the identification of Key Performance Indicators that allow for the evaluation of marketing efforts' effectiveness (Chaffey and Smith, 2022). Metrics that can be used to evaluate each of the three objectives set by Amazon are discussed below.
Objective 1 - Improving the perception of Amazon as a sustainable brand
The first objective of the digital marketing strategy of Amazon can be evaluated using the following metrics,
· Social Media Sentiment: Analysis of social media comments and mentions related to Amazon's sustainability initiatives will provide insights into customer perception. By comparing the sentiment at the start of the year and the current sentiment, Amazon can assess the effectiveness of its sustainability initiatives and improve its brand reputation.
· Customer Engagement Rate: By measuring the number of customers who engage with Amazon's sustainability initiatives, such as through participation in recycling programs or reviewing products' environmental impact information, the company can assess the success of its initiatives in promoting sustainable practices.
· CSR Reporting: Annual Corporate Social Responsibility reporting provides detailed information on Amazon's sustainability initiatives, such as greenhouse gas emissions and waste management. The CSR report provides a comprehensive view of Amazon's commitment to sustainability and can be used to evaluate the effectiveness of the company's sustainability initiatives.
Objective 2 - Enhance customer satisfaction ratings
The second objective of the digital marketing strategy of Amazon can be evaluated using the following metrics,
· Customer Feedback: Detailed feedback from customers regarding the website's user interface, page load time, product descriptions, and ease of navigation can provide valuable insights into areas that require improvement. Regularly analysing feedback and promptly addressing customer complaints can lead to increased customer satisfaction ratings.
· Conversion Rates: Tracking conversion rates can provide critical data on customer behaviour and the effectiveness of marketing efforts. If the website's user interface and customer experience are intuitive and seamless, it can increase conversion rates and, consequently, higher customer satisfaction ratings.
· Net Promoter Score: The company can evaluate customer satisfaction levels by measuring the likelihood of customers recommending Amazon to friends or family. A high NPS score indicates that customers are satisfied and would promote Amazon to their networks, increasing brand awareness and loyalty (Owen, 2019).

Objective 3 - Increase the brand's social media impressions
The third objective can be evaluated using the following metrics,
· Reach: By tracking the number of unique users who see Amazon's social media posts, the company can evaluate its social media outreach efforts. Additionally, monitoring the number of impressions received from organic and targeted social media posts provides data on the level of engagement and effectiveness of marketing campaigns.
· Engagement: Metrics such as likes, shares, and comments can provide insights into the effectiveness of Amazon's content marketing strategy. Creating engaging and shareable content can lead to increased engagement, ultimately leading to increased brand awareness and social media impressions.
· Customer Retention: Tracking the number of customers who return to Amazon's social media platforms can provide insights into customer loyalty and satisfaction. Creating personalised and engaging content that resonates with customers can increase customer retention and, consequently, brand awareness.

5. [bookmark: _Toc144046252]Cost 
	Estimated Cost for Implementing the Strategy

	Resources 
	Cost 

	Objective 1 - Improving the perception of Amazon as a sustainable brand

	Hiring social media managers, content creators, and videographers
	£85,000

	Partnership deals with environmental and sustainability organisations
	£105,000

	Investing in eco-friendly packaging solutions
	£230,000

	 
	£420,000

	Objective 2 - Enhance customer satisfaction ratings

	Developing a personalised website interface that uses AI algorithms
	£220,000

	Hiring website developers, AI specialists, and UX designers
	£105,000

	Conducting user experience testing and collecting customer feedback
	£35,000

	 
	£360,000

	Objective 3 - Increase the brand's social media impressions

	Developing content calendar to highlight unique value propositions and sustainability initiatives 
	£70,000

	Building strategic partnerships with social media influencers and running targeted ad campaigns
	£85,000

	Incorporating gamification and interactive elements into Amazon's social media content 
	£35,000

	 
	£190,000

	 
	 

	Total Strategy Cost
	£970,000


Table 2: Estimated Cost of Strategy Implementation
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All supported by a consistently applied content strategy
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