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Introduction

Amazon's success story is unique and important in the field of digital marketing. Amazon is
an international e-commerce giant with a clear brand strategy based on its brand narrative,
purpose, vision, and values. A PESTLE Analysis of the UK market and an examination of
Amazon's immediate surroundings are necessary first steps towards understanding the
company's stance there. Three separate buyer personas help identify target markets, thus a
thorough competitive research is essential. Amazon may improve its marketing strategies by
developing a customer's path to purchase and planning content across channels.
Components include the creation of a content marketing strategy and the analysis of
marketing channels including social media, email, permission, and automated software.
Additionally, by implementing a User Experience Marketing plan, Amazon may increase its
customer retention and loyalty. Using the resultant plan, digital marketing strategies
including display ads, email, and social media will be used. Performance may be measured
with the help of key performance indicators (KPIs), and resources can be allocated with the
help of cost estimations. Finally, the effects of Al and consumer tech use on corporate

leadership and public image will be assessed.
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Strategy for the Amazon Brand

The following are the guiding ideas that serve as the foundation for Amazon's brand

strategy:

* Customer attention: Amazon's primary goal is to simplify, personalise, and expedite the
purchasing experience for its patrons in as many ways as possible. This includes a
comprehensive selection of items, delivery that is prompt and dependable, and

outstanding support for customers (Wielgos et al. 2021).

* Innovation: Amazon is continuously exploring new avenues of innovation in order to
keep one step ahead of its rivals. This encompasses the creation of brand-new goods

and services in addition to the enhancement of the company's already existing offers.

* Authenticity: Amazon is dedicated to becoming a trustworthy and genuine brand in
which its consumers may place their confidence. This necessitates being forthright about
the company's operational procedures and maintaining an honest relationship with its

clientele (Warokka et al. 2020).

Story of the Brand

The Amazon brand narrative centres on the company's commitment to simplifying the
process by which customers may locate and purchase products online. Jeff Bezos started
the firm in 1994 with the idea of developing a virtual bookshop that anybody, anywhere in the
world could use. He had this goal when he first started the company. Since its founding in
1995, Amazon has rapidly expanded to become one of the biggest and most successful

online retailers in the world.

Mission, Vision, and Value

Amazon's mission is to become "the company that cares more about its customers than any
other on the planet." The vision statement of the business is to "be the place where
customers can find and discover anything that they might want to buy online." These are

some of Amazon's values:
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Amazon's primary priority is on ensuring that each individual consumer has the very best

experience that the company can provide.

Amazon is continuously exploring new avenues of innovation in order to keep one step

ahead of its rivals.

Employees at Amazon are given the autonomy to take responsibility for their job and to

make choices that are in the best interest of the company's customers.
Amazon is dedicated to operating in the most frugal manner possible as a business.

Amazon is a company that is fast to make judgements and move quickly to implement

them (Warokka et al. 2020).

Analysis of the Microenvironment and the PESTLE Factors in the

UK Market

Micro-environment

The following are components that make up Amazon's immediate environment:

Competitors: eBay, Argos, as well as John Lewis are among the companies that pose

the greatest threat to Amazon's dominance in the UK market.

Customers: The individuals who shop at Amazon in the United Kingdom represent a
wide variety of backgrounds and come from all walks of life. They are often
knowledgeable, about technology and place a high, importance on ease (Wielgos et al.

2021).

Suppliers: Amazon is able to provide low prices because to its, vast network of reliable
suppliers in the UK. These vendors supply the corporation, with a diverse selection of
commodities such as books, consumer electronics, apparel, and other items for the

house.
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Government regulations: In the UK, Amazon must comply with a variety of restrictions,
imposed by the government. These rules cover a wide range of topics including

employment law, product safety, and taxes (Verhoef et al. 2019).

Analysis Using the PESTLE Framework

Political factors: the political climate in the UK, is relatively stable and the economy is

robust. It is a market that companies like, Amazon should consider incoming.

Economic factors: A number of economic forces are at play here: the economy of the
UK is expanding, and consumer spending is also on the rise. This is great news for
Amazon since it indicates that more individuals are going to be able to take advantage of

their affordable online shopping options (Verhoef et al. 2019).

Social factors: A consequence of society, people in the UK are picking up their digital
skills at an alarming rate. This indicates that an increasing number of individuals are

doing their shopping activities online, which is excellent for Amazon.

Technological factors: The United Kingdom is well recognised as an innovator and
frontrunner in the field of technology. This indicates that Amazon has having access to a

variety of innovative technology that it is able to use in order to strengthen its company.

Legal factors: A well-established legal system that provides enough protection for
enterprises may be found in the UK. Because of this, doing business there is completely

risk-free (Wielgos et al. 2021).

Environmental factors: The United Kingdom is determined to lessen the negative
influence it has on the environment. When expanding its operations in the UK, this

indicates that Amazon will need to be conscious of the effect it has on the environment.

Insights from the UK's Diverse Consumer Base

1.

Demographics: The population of the United Kingdom is made up of individuals from
every corner of the globe, resulting in its demographically varied makeup. The bulk of the

people in this area are white, and the typical age is 40 years old (li 2020).
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2. Income: Because individuals in the UK have a high average income, it implies that they
have more money in their budgets that they may spend on purchasing things online

(Kotler et al. 2020).

3. Technology: Most individuals in the UK are able to connect to the internet, and the
public as a whole is quite knowledgeable about technology. Because of this, it is an

attractive market for e-commerce companies like Amazon.com.

4. Shopping habits: Behavioural patterns around purchasing the population of the UK is
growing increasingly shopping online. Amazon was the destination of choice for 69% of

internet buyers in the UK (Kraus et al. 2021).

5. Brand awareness: Amazon has become a household name in the United Kingdom
because to its extensive presence there. This gives the firm an edge over its competitors

to work over accordingly in the marketplace (Peter et al. 2021).

Analysis of the Competitors in the British Market

In the United Kingdom, Amazon's biggest competitors are:

* EBay: As the largest online marketplace in the world, eBay connects consumers and
sellers from all over the globe in real time. eBay is well-known in the UK because of how

efficiently it brings together buyers and sellers from all walks of life (Tariq et al. 2022).

* Argos: Argos is a well-known British department store that sells a wide variety of
products including apparel, furniture, and electronics. Argos has a large brick-and-mortar
store presence and a booming online marketplace, giving customers several different

alternatives for making purchases. (Verhoef et al. 2019).

* John Lewis: a British department store. Among the many things it offers for sale are
garments, household items, and technological devices. A common name for John Lewis
is just "John Lewis." John Lewis has built a strong reputation in the United Kingdom

because to its dedication to providing excellent service to its customers (Klaus 2014).
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Amazon faces competition from a broad variety of different online companies, including but
not limited to Asos, Zalando, and Next, in addition to its direct rivals. Due to the fact that they
provide different goods and services, these stores are in fierce rivalry for a piece of the

British e-commerce pie (li 2020).

3 Buyers Persona

* Buyer persona 1

' ! ' ! “Results are really important to me - at work and in the business. | don't like
to waste my time”

i i ' @ Goals Problems

i « Toincrease website traffic, generate leads, and grow Lack of time, lack of knowledge about digital marketing,
thair busingss in accordanca with amazon. limited budget

+ To get the best implementation of Technology.

busli , marketing In her with the nalp of
AMazon Services.
Bio
Joye Smith 32 years okd. owns a small business In the gy Industry. Acme Tech Solut Isa pany run by
Joye Smith that offers IT services to other local John, an businessman, built his

company from the ground up with just a few thousand dollars and a lot of sweat equity. Successfully expanding

Age: 52 Acme Tech Solutions, he is now confronted with a new obstacle: digital marketing. Joye recognises the need of
Gender: Female expanding his web presence for his firm but lacks the skills and time to accomglish it on his own. He has a
Location:  Kathenanau, Nepal restricted marketing budget and wants to maximise its effectivenese.

Education:  Bachelors degree, Computer Science

Family: Married, 2 Children, & boy and a girl

Occupation: Owner, Acme Tech Solutions Motivations Behaviors

Income: $60,000 + Toimprove their business, Increasa thew = Works mostly on weekends
profits, and stay ahead of the competition.

Personality: Diplomat, INFJ-A « Haraworking

* Buyer Persona 2

“I place a premium on productivity in the workplace. | hate to see time go to

waste.”

@ Goals @ Frustrations

+ Toincrease brand awareness, generate leads, and « Lack of understanding of digital marketing, difficulty
drive sales keeping up with the latest trends
Bio

Michael Jones runs the show at Acme Industries, a major widget producer. Michael has worked at Acme for five
years and has a history of success in his position there. Acme is now worth several millions of dollars thanks to
his leadership.

M i c h ael J ones Michael, however, now has a new obstacle: he must learn the ins and outs of digital marketing. He understands
the importance of digital marketing to his company's expansion but is at a loss as to how to get started in the
field. Even with his best efforts, he can't seem to stay abreast of what's happening in the world of digital

Age: = marketing

Gender: Male
Michael needs the assistance of an agency that specialises in digital marketing to learn the ropes and keep up

Location:  Australia with the times. He wants to work with a firm that has the right combination of expertise, experlence, and focus

Education:  Bachelors degree, Computer Science on outcomes.

Family: Married, 2 Children, a boy and a girl

Occupation: CEO, Acme Industries

Income: $40,000 Motivations Behaviors

Personality: Diplomat, INFJ-A + To grow their company, increase their profits, « Business, finance, technology

and stay ahead of the competition
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* Buyer persona 3

“At work, results matter a great deal to me. I'm not a fan of idling away my

time..”

@ GCoals & Frustrations

+ Toincrease brand awareness, generate leads, and = Lackof time, lack of resources, difficulty measuring
drive sales through amazon the ROl of marketing campaigns
Bio

Jane Doe g g for Acme Corp! ] sized fim in the widget ndustry. Jane has worked
with Acme for five years and has a history of accomplishment in her position, Sne has raised revenue by $1
million and enhanced brand recognition by 20%.

J ane Doe Howaver, Jane now has a new obstacks to overcome: she must increase the retum on investment for her
advertising efforts. She wants to hire a digital marketing firm that can monitor the efficacy of her ads for her,
Moreower, she is on the lookout for a company that can sssist her in producing material that is both interesting

m: 30 and useful. Jane is convinced that mhmngaagiul msrkellng firm, she would be able to increase the returmn on
Gender: Female investment of her mavkelmg efforts and succeed. She wants to work with a firm that has the requisite
Location:  Auckland axpertise, exparience, and focus on delivering outcomes.

Education:  Bachelors degree, Marketing

Famity: Marrad, 3 Children, 2boyandagirl

Occupation: MarkeUng Manages, Ao Corpuration Motivations Behaviors

Income: $70,000 + To Improwe thewr company’s bottom line, make 8 = Marketing, soclal meda, content creation
difference in the warld, and be recognized for
their work

The Journey of the Customer

The actions that must be taken by customers located in the UK in order to successfully finish

their Amazon purchases are outlined in the following points:

"It was nice to go to "The cashier didn't do much "I tell my friends to go to
the store." to help." this store."
\ ; A
A

"It was hard to
decide between
options on my
phone."

\ \ \ \ )
\‘ | laking research option on b ) Browsing store using ) ) Using services of | | ]
) Need To Purchase \ St ’] ‘\ o ] | Buying ‘\ ‘\ A ‘\ ‘\ Support Services \ / Repeat purchase ]

/ | ] / / N / /

y A / i 4 / ) 4 ( y y
"I need to buy "The price was "I'm so glad you took "I need to buy
something." right for me." my phone call and something else.”
answered my
questions."

* Awareness: The consumer gains an understanding of Amazon and the goods and
services that it provides. This awareness may be developed via a multitude of means,
including internet advertising, social platforms, and word-of-mouth communication,

amongst others (Tariq et al. 2022).
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* Consideration: At this point, the consumer is beginning to give Amazon some thought
as a feasible alternative for satisfying their requirements. This aspect is susceptible to
being impacted by a variety of other considerations, including pricing, product selection,

and feedback from previous customers.

* Decision: The consumer has made the decision to buy anything from Amazon, either a
product or a service. This choice may be affected by a variety of circumstances,
including the customer's available funds, the customer's requirements, and the

customer's preferences (Kotler et al. 2020).

* Post-purchase: After the Purchase Amazon always sends a confirmation email once a
consumer buys anything from them, whether it's a product or a service. Now that they
have the choice, they will be more devoted to Amazon, and the company will see an

increase in sales (Rizvanovic¢ et al. 2023).

Channels

Amazon's communication with its UK consumers takes place via a wide variety of platforms.

These many conduits include the following:

* Advertising on the internet: Internet advertising is one of the primary channels through
which Amazon reaches out to people who could eventually buy one of its items or

subscribe to one of its services.

* Social media: Amazon's goal in using social media to engage with consumers and
promoting the company's goods and services is to increase the number of people who

shop at the online store.

* Email marketing: Amazon employs extensive email marketing to keep in touch with

consumers and advertise new offerings.

* SEO: Amazon utilises a technique called search engine optimisation (SEO) to make its
site more accessible to different user and other crawling programmes. This improves the

visibility of their goods and services in search engine results.

10
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* Affiliation Marketing: A prime instance of affiliate advertising is Amazon's utilisation of

partnerships with different websites to promote its own goods and services.

Content

Amazon produces a wide range of material in order to retain and acquire new consumers in

the United Kingdom. This stuff consists of the following things:

* Product descriptions: Amazon's descriptions of products are easy to understand, brief,
and packed with relevant information. They provide clients the knowledge that they

require to make educated selections about the products that they want to buy.

* Blog posts: Blog articles: Amazon's blog postings offer consumers with information
about a number of subjects, including product reviews, product suggestions, and ideas

on how to live a better lifestyle.

* Video content:. Amazon generates video material that displays its many goods and
services, and this footage can be seen on YouTube. This material may be seen on

Amazon's website as well as on their social media platforms.

The Process of Analysis and Improvement

When evaluating the success of its digital advertising campaigns, Amazon employs a wide
variety of methods. This may find these methods on the Amazon website. The company can
now evaluate the efficacy of its actions and pinpoint problem areas with the help of these
technological advancements. In addition, Amazon uses these abilities to improve the

effectiveness of its many marketing campaigns (Dwivedi et al. 2021).

11
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Content Marketing plan

Table 1: Content marketing plan

A varied population of individuals from many walks of
acquaintance who are usually proficient in technology and

place a high value on convenience.

Product descriptions, blog entries, video material,
infographics, ebooks, and whitepapers are some examples of

downloadable digital content.

Website of Amazon, various social media platforms,
marketing via email, search engine optimisation (SEO), and

affiliate marketing

On a regular basis, the frequency of which varies according

on the content kind and the channel.

Traffic on the website, production of leads, revenue,

awareness of the brand, and happiness of customers

Regular performance analysis should be conducted in order

to identify weak spots in the content marketing strategy and

optimise it in light of the findings.

Marketing using social media

Using social media for advertising allows this to quickly and easily connect with a big
number of people who may become buyers. Amazon is able to use social media to educate
and interact with its consumers, promote its goods and services, and answer their questions.
However, it is crucial to utilise social media channels that are suitable for the demographic
being targeted, and to provide high-quality content that is relevant about the audience

getting targeted. These two conditions must both be satisfied.
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Marketing through email

Email marketing allows for more direct and personal engagement with consumers. Through
email marketing, Amazon is able to keep in touch with its clientele, spread the word about its
latest offerings, and entice customers to buy. Customers must provide their consent before
receiving marketing communications, and only after receiving advertisements that have
been deemed relevant to the customers' interests should they get marketing

communications (Yoga et al. 2019).

Permission marketing

Permission marketing is an approach that solicits consumers' approval before to sending
them promotional materials in an effort to build trust and loyalty. The primary objective of this
exercise is to increase product sales. As a result, the customer is assured of receiving just
information that is useful to them. Amazon is able to obtain consumers' email addresses as
well as to the above information through requesting for permission to send them adverts and
requiring them to submit additional contact information. After that, this may utilise this data to
deliver targeted, personalised marketing communications to clients. However, being open
and honest with regards to how the information that collect from clients will be used, as well
as giving them the option to opt out of getting marketing communications at any time, are

also crucial (Alshaketheen et al. 2020).

Marketing automation:

Marketing automation, often known as automation in marketing, refers to the process of
automating various marketing-related processes. Amazon is able to send out advertising
messages, monitor consumer engagement, and assess the efficacy of various marketing
efforts thanks to marketing automation. This presents the potential to save time and money,
and it might also help Amazon improve the effectiveness of its marketing efforts. One
potential advantage is this. However, proper configuration and usage of the automated
advertising platform in accordance with the laws governing the protection of individual
information is essential. It is also important to make sure the platform is being utilised in
accordance with the law.

13
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eCRM (electronic customer relationship management):

The term "electronic customer relationship management," or eCRM, is used to describe a
method of customer service that emphasises the use of online communication channels.
The abbreviation "eCRM" means "electronic customer relationship management." Amazon is
able to keep tabs on its customers, keep track of their information, and give them
personalised ads all thanks to its electronic customer relationship management system
(eCRM). The organization's ability to send out e-mail and other forms of automated
marketing helps make this a reality. The improved ability to connect with consumers and
provide them with a more individualised buying experience might be a huge boon to
Amazon's bottom line. Amazon's market share might grow as a result of this. It is,
nevertheless, crucial to take the utmost precautions with regard to the collection and
utilisation of customers' data and to adhere to any regulation for the protection of sensitive

information.

Traffic building:

Attracting more people to a website a process known as "traffic building" increases that site's
visitor numbers. Generating traffic is another name for building it. Amazon's website traffic
may be increased using a number of different strategies. Search engine optimisation (SEO),
social media marketing, and paid advertising are all examples of such strategies. Amazon
might benefit from search engine optimisation (SEO), a method that demands time
commitment but could boost the company's ranking in SERPs. Search Engine Optimisation
is shortened to SEO. It is impressive that Amazon can reach such a huge audience and
interact with prospective consumers thanks in large part to its utilisation of social media
marketing. Amazon could possibly able to provide more targeted advertisements to specific

consumers by using sponsored content (Alshaketheen et al. 2020).

E-Customers:

Customers that do their shopping online are referred to as "e-Customers." By offering a

pleasant and quick purchasing experience, Amazon is able to win new consumers and keep

14
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the ones it already has. This involves providing an extensive selection of items at reasonable

costs, giving quick shipment, and providing superior support to customers.

User experience marketing strategy for Amazon

Table 2: Market strategy plan

Audience

Content

Channels

Scheduled

Metrics

Analysis

Optimization

SMART Goals

and

Customers in the United Kingdom who shop at Amazon

Product descriptions that are clear and succinct, search
capability that is simple to use, a quick checkout procedure,
personalised suggestions, and helpful customer service are all

important (Husin et al. 2022).

Website and mobile application of Amazon, as well as social

networking, email marketing, and sponsored advertising

On a consistent schedule, with the frequency of releases varying

according to the channel and the kind of material.

Customer gratification, brand advocacy, continued purchases,

internet traffic, lead development, and revenue generation

Conduct performance evaluations on a regular basis to identify
weak spots in the strategy and then adjust strategy settings in

accordance with the findings.

Specific: To be more specific, raise the amount of people aware of the brand in the UK by

10 percent in the next year.

* Because it identifies the target population (people in the UK), the measure (brand

awareness), and the period (months), this aim is quite explicit.

15
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* This aim may also be measured since it can be monitored using Google Analytics,
which is used to measure the amount of website traffic and the amount of participation

on social media (Tien et al. 2020).

Measurable: Tracking brand awareness may be done using a measurable tool like Google

Analytics, which measures things like website traffic and participation on social media.

* Google Analytics is a sophisticated tool that may be employed in order to monitor the

traffic to a website as well as the interaction that website receives from social media.

* The efficiency of Amazon's digital marketing activities can be evaluated with the use of
these data, which can also be used to pinpoint areas in which the company's overall

strategy may be enhanced (Bottcher and Weking 2020).

Attainable: This target can be accomplished by Amazon since the company has the

necessary resources and sKkills.

* Amazon is a massive corporation that has access to enough funding and has a capable

digital marketing staff.

* The organisation have the necessary resources to develop and execute successful

digital marketing strategies (Tien et al. 2020).

Relevant: This target is important to Amazon's broader business objectives, which include
expanding its revenues and market share in the UK. In other words, this objective is

associated with Amazon's entire business goals.

* Raising the amount of people who are aware of their brand is one of the most important

steps towards improving their sales and their market share.

* Amazon will definitely be able to expand its consumer base and generate a greater

number of sales if it works to raise the profile of its brand (Vieira et al. 2019).

Time-sensitive: The target should be accomplished within one year of the start of the

project.
* This timetable is doable and possible given the circumstances.

16
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* Amazon has a solid history of accomplishing the objectives it sets for its digital

marketing.

Overarching Strategy

Amazon's online advertising strategy in the UK is centred on the utilisation of a myriad of
platforms, with the ultimate goal of connecting with the demographic it seeks to serve. The

following will be included on these channels:

Display advertisements: In order to communicate with a sizable number of people across
websites and mobile applications, Amazon will employ display advertisements. individuals
who are interested in things that Amazon offers will be shown with these adverts, which will

be tailored to those individuals.

* Display advertisements are an excellent tool for rapidly reaching a big number of

people (Nataliia 2020).

* People who have an interest in certain items or categories might be targeted

specifically by Amazon's advertisements.

Email marketing: Amazon plans to utilise email marketing as a way to remain in contact
with its consumers and to promote new items and services. Customers will get emails

tailored to their interests and past purchases, which will be forwarded to them.

* Email marketing is an excellent tool for promoting new goods and services as well as

maintaining contact with existing clients (de Araujo et al. 2021).

* Amazon is able to segment its email list so that it may send its consumers more

relevant emails.

Social media: Amazon plans to market its items and participate in conversation with its
consumers via various social media platforms. The social media postings will be distributed

across many channels, including Facebook, Twitter, and Instagram.

* Engaging with clients and building connections may be accomplished quite

effectively via the use of social media (Nataliia 2020).

17
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* Amazon is able to utilise social media to provide information about its goods,

advertise fresh offerings, as well as hold competitions and give away prizes.

Content marketing: In order to attract and keep the attention of its target demographic,
Amazon will provide high-quality material such as posts on its website, infographics, and
videos. This information is going to be posted on Amazon's website as well as its other

social media outlets.

* Content marketing is unparalleled as a method of generating new consumers and

raising a company's profile online.

* Amazon's strength is in its ability to provide customers with material that is both
interesting and useful. This material not only informs but also interests prospective

buyers, encouraging them to develop emotional ties to the company.

Tactics and Tools

Amazon, the world's largest online retailer, uses a wide variety of strategies and
technologies in its digital marketing plan to attract and keep its massive audience of

customers interested.
1. Display Ads:

Amazon's display ads are an integral part of the company's advertising strategy.
Amazon uses specialised advertising platforms like Google AdWords to reach out to
consumers based on their demographics and areas of interest. Amazon's products
get more exposure and attract more buyers thanks to display adverts that are

intelligently positioned across multiple websites and channels.

2. Email marketing:

Amazon uses third-party apps like MailChimp to fuel its email marketing operations.
Amazon takes a customer-first strategy by dividing up its email list into niches so that

each subscriber receives more relevant messages. Customers are encouraged to
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buy with the brand again by receiving personalised promotions, suggestions, and

news on items they have previously shown interest in.
3. Social Media Engagement:

Amazon uses sites like Facebook, Twitter, Instagram, and Pinterest to interact with
customers and foster a thriving online community via social media engagement. The
firm announces its products, sales, sweepstakes, and other events with engaging
content. By allowing businesses to interact directly with their target audience, social

media may boost both brand loyalty and brand recognition (de Araujo et al. 2021).
4. Influencer Marketing:

Amazon uses influencer marketing to extend the impact of its brand via partnerships
with influential people and content producers. Amazon is able to get genuine
endorsements and boost word-of-mouth by forming partnerships with influencers that

resonate with their target demographic.
5. Customer Reviews and User-Generated Content (UGC):

Amazon encourages its consumers to create reviews and upload user-generated
content (UGC), which increases credibility. Social proof via customer reviews and
user-generated content (UGC) is a key factor in driving sales and expanding

Amazon's product ecosystem.
6. Amazon Prime and Loyalty Programs:

Amazon's Prime membership service and reward programmes are very helpful in
keeping consumers and enticing them to make more purchases on Amazon.
Subscribers are encouraged to purchase regularly on Amazon because of the
benefits that come with being a member, such as expedited delivery, exclusive

discounts, and access to Amazon's video offerings.

19



Prifysgol Cymru
E) Y Drindod Dewi Sant

N University of Wales
Trinity Saint David

%

The Key metrics and KPIs for Amazon’s Digital marketing strategy

Table 3: Key metrics and KPI

Metric KPI Target
Traffic on a website a ten percent increase in a 100 million new users each
year and every month

Participation in social In one year, there will be a 1 million involvement each

media 5% increase. and every month
Open rates for emails 2% growth during the course 20% of emails were opened,
of a year

rates of clicks via emails One percent more after a just 5% were clicked on

year has been added. email
The rates of conversion One percent more after a 1% of all site visitors who
year has been added. make a purchase

Cost Estimation

Table 4: Cost Estimation

Publicity graphics $500,000 each and every month
Marketing through email $200,000 each and every month
Networking and social media a monthly amount of $100,000
Marketing of written content a monthly amount of $50,000

Use of digital technology and the applications of Al

The governance as well as reputation management concerns brought about by consumer
usage of computer technology and the uses of artificial intelligence are complicated and far-

reaching. Nevertheless, some of the most important concerns are as follows:

* Data privacy: Amazon will need to take measures to protect its customers' personal

information by ensuring that it acquires and utilises customer data in an ethical and
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open way. This entails not only complying with any and all data privacy rules and
regulations that may be relevant, but also providing customers with information that is
unambiguous and to the point about the collection and use of their personal data

(Zahay et al. 2019).

Fraud: In order to protect its digital marketing initiatives against fraud and abuse,
Amazon is going to have to take the necessary precautions. This involves the use of
fraud detection systems, the establishment of stringent password regulations, and the

monitoring of behaviour that seems to be suspect.

Brand reputation: Amazon will need to take measures to safeguard its brand image by
guaranteeing that its internet advertising activities are of a high quality and are tailored
to meet specific customer needs. This requires coming up with information that is not
only interesting but also educational, while also steering clear of anything that can be

considered offensive or deceptive (de Araujo et al. 2021).

Al bias: In order to avoid the potential for Al bias within its digital marketing initiatives,
Amazon must continue to be aware of the possibility of such bias and take actions to
limit the risk. This involves ensuring that all the information that is used to train artificial
intelligence (Al) models is comparable to the general population and monitoring the
outputs of Al models for any evidence of bias. Additionally, this involves guaranteeing
that the data that is used to develop Al models is comprehensive of the entire

population (Rangaswamy et al. 2020).

Amazon can assist to guarantee that the digital marketing approach it employs is both

successful and ethical if it gives serious consideration to the consequences described here.

Apart from to the mentioned factors, the following are some more variables that Amazon

need to take into mind while formulating its plan for digital marketing:

The target audience: Amazon is going to have to carefully identify its target
population and then customise its digital marketing activities to appeal specifically to
that demographic in order to be successful. This involves having a solid grasp of the

interests, demographics, and requirements of the target audience.
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* The competition: In order to compete effectively, Amazon will need to analyse the
digital marketing approaches used by its rivals and devise a method that is more
efficient. This involves determining the advantages and disadvantages of the rival
companies, as well as the demographics of their ideal customers (Bottcher and

Weking 2020).

* The budget: Amazon will need to watch its expenditures very thoroughly and
establish a budget in order to successfully implement its digital marketing plan.
Because of this, the approach will be more likely to be cost-effective, and the budget

will be more likely to be adhered to.

* The results: As a consequence of these findings, Amazon will have to monitor the
performance of its digital marketing activities and make appropriate modifications as
necessary. This will be of great assistance in ensuring that the plan is successful and

that the expected outcomes are obtained (Rangaswamy et al. 2020).

The Situation of the company

A good digital marketer, is an individual who is able to make use of data, and insights in
order to design and carry out online, advertising initiatives that are directed towards the
accomplishment, of certain business objectives. They are able to comprehend the present
state of the firm the audience that the client caters to, and the context of marketing for the
purpose to build a digital marketing plan that is both practical and data-informed (Vieira et al.

2019).

Acquiring an understanding of the present state of the firm

Understanding the present status of the firm is the first stage in the process of designing a
digital marketing plan that will be effective. To do this, someone must have an intimate
familiarity with the company's aims and priorities, as well as its intended clientele and
funding constraints. Understanding the company's ongoing digital marketing initiatives is
also crucial. Understanding Amazon's present predicament requires taking into account the

company's triumphs as well as its shortcomings. By looking at their past, this may learn a lot
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about their future development potential and the techniques that have been working or failed

for them.

Finding the best customer demographics:

Knowing the demographics of their prospective clientele is crucial for marketing success. It's
crucial to know the demographics of their audience as well as their likes, dislikes,
motivations, and problems. In addition, knowing how this group uses digital media can allow

this to better target them with their marketing efforts.

Examining the Marketing Sector in Depth:

This need to have a solid grasp of the marketing business as it is right now. The ever-
changing nature of digital marketing necessitates that this keep up with industry trends,
competition analyses, and other relevant developments. Knowing the landscape of their

industry's competitors may help this see both openings and threats (de Araujo et al. 2021).

Developing a Digital Marketing Strategy using Data:

Now that this know where their firm stands, their audience's demographics, along with the
marketing landscape, this can start crafting a successful digital advertising strategy. This
strategy has to be evidence-based, therefore collect relevant data. It has to appeal to
Amazon's stated goals, fundamental values, and target audience. The success and
relevancy of the strategy are guaranteed by using the most recent data and insights
throughout the advertisement ecosystem (Zahay et al. 2019). The digital marketing strategy
should contain a detailed plan that specifies how the business will interact with the people it
hopes to attract. Digital advertising channels such as pay-per-click (PPC), social media
marketing, content marketing, and search engine optimisation (SEQO) should all be included
into the strategy (Bottcher and Weking 2020). The organisation has to have a plan for digital
marketing that details how it will evaluate the efficacy of its various digital marketing
initiatives. This will allow the company to monitor its development and make any required

course corrections as conditions demand.
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Conclusion

A thorough Digital Marketing plan for Amazon can only be developed with an in-depth
familiarity with the company's existing situation, the tastes and preferences of its prospective
audience, and the ever-changing marketing environment. The plan is informed by a
comprehensive examination of Amazon's corporate strategy, missions, eyesight, and values,
and additionally by micro-environment through PESTLE Analysis of the UK market. To
maximise results, a competent Digital Marketer will analyse the competition, develop buyer
profiles, and design a customer journey. Customer engagement and reach may be improved
by developing content marketing strategies and assessing the efficacy of different marketing
channels including social media, email, plus permission marketing. User Experience
Marketing also helps Amazon improve its interactions with its customers. A data-driven and
effective Digital Marketing strategy is made possible by the use of SMART goals, the
definition of strategies and tools, the identification of important indicators and KPIs, and the
estimation of expenses. Finally, a forward-thinking and flexible policy is guaranteed by
acknowledging the effects of consumer technology use and applications for artificial
intelligence on governance including the handling of reputation. Amazon's spectacular rise to
the top of the online shopping and online advertising worlds has been made possible by the

seamless integration of these many aspects of the company's operations.
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