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[bookmark: _Toc196227634]1. Introduction
[bookmark: _Toc196227635]1.1 Background on Amazon
It was started by Jeff Bezos in 1994. It started as an online shop but quickly grew into a global market with everything from tech to home goods. Since then, Amazon has expanded into many fields, such as cloud computing, entertainment, and AI. With services like Prime Video and Amazon Web Services (AWS), the leader in cloud technology, Amazon has become a major player in areas other than e-commerce. Its customer-centric approach and constant innovation have positioned Amazon as a market leader, having millions of customers worldwide and continuously improving its brand value (Lai et al., 2022).
[bookmark: _Toc196227636]1.2 Overview of Brand Extension
Brand growth is using a current brand name to bring out new goods or services in different areas. Amazon's brand growth means using its well-known image, customer trust, and market reach to move into new areas beyond its original e-commerce base. Amazon can get many growth opportunities from a successful brand extension. It can build on the value of its existing brand and make customers more loyal. By entering new areas, Amazon can expand its product line, make less of its money from one source, and get an edge over its competitors. For instance, Amazon's move into smart home products with Amazon Echo was a smart use of its technology skills and adding Alexa, Amazon's voice helper, to its existing environment. This growth gave Amazon more ways to make money and made its place stronger in the growing market for smart technology (Loken, Joiner, and Houston, 2023).
[bookmark: _Toc196227637]2. Developing the Brand Extension
[bookmark: _Toc196227638]2.1 Selection of the New Product/Service
A healthcare service would be a highly useful product for Amazon's brand growth. As telemedicine grows and health and technology become more connected, Amazon has a unique chance to enter the healthcare business. Amazon already has a base in the healthcare business with Amazon Pharmacy, a website where people can buy prescription drugs online. As a natural next step, this could be expanded into a more complete healthcare service, like Amazon Care, an app-based healthcare platform that offers virtual appointments, medications, and fitness tracking. Amazon aims to simplify everyday life by offering handy, customer-focused services. This new service fits with that vision. Amazon has many customers and is good at using technology to make services easier. This makes it a good candidate to shake up the standard healthcare market. The healthcare market is becoming more and more appealing as telemedicine and health data management grow (Tahirkheli, 2022).
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[bookmark: _Toc196227639]2.2 Relevance to Amazon's Existing Product Portfolio
Amazon's healthcare service adds to what it already offers by working well with its smart technology and Alexa environment. Alexa can do many things, like controlling smart home devices, setting notes, and giving real-time information on many topics, even when they ask her about theirhealth. Amazon can add voice-activated services that help customers better control their health by expanding its services to healthcare. For instance, Alexa could be a personal health helper, telling users to take drugs, plan doctor visits, or track health measures like heart rate or sleep habits. Amazon's data management tools, like Amazon Web Services (AWS), can also store health information safely and give individuals personalized healthcare insights. Amazon Prime and the company's large shipping network could also be very helpful in getting medical supplies and medications to people who need them. Amazon can use its established infrastructure, brand recognition, and customer loyalty to improve the user experience and drive uptake of the new service by putting healthcare services in the same environment that customers already trust for shopping, entertainment, and cloud services (Sofía Espinoza-Hernández et al., 2023).
[bookmark: _Toc196227640]2.3 Competitive Advantage and Market Differentiation
Amazon's move into healthcare gives it an edge over its competitors because of its well-known name, strong technology, and loyal customers. Amazon has a great reputation for coming up with new ideas, putting customers first, and making it easy for people to use their products in many different areas. Because of these strengths, it is a good fit for the healthcare business, which is increasingly moving toward digital solutions and data-based tools. With AWS, Amazon is the leader in cloud computing, which gives it the technology to store and control large amounts of data safely and legally. Its huge transportation network sets it apart from other healthcare companies even more by making it easier and faster for customers to get healthcare goods like prescription drugs. One great thing about the Alexa environment is that it can be used as a personalized healthcare helper. This gives Amazon a direct line to customers through voice-activated interactions. Amazon's customer loyalty programs, like Amazon Prime, could also offer special perks to people who use the new healthcare service. This would make people more likely to stick with Amazon and encourage more people to use the new service (Karp et al., 2024).
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[bookmark: _Toc196227641]3. Segmentation, Targeting, and Positioning (STP)
[bookmark: _Toc196227642]3.1 Market Segmentation
Market segments for Amazon's new healthcare service can be made based on demographic, geographic, psychographic, and psychological factors.
· Demographic Segmentation:Adults between 18 and 65, mostly those with middle- to highincomes, could use Amazon's health care service. These customers probably know how Amazon works and have the money to buy healthcare products that are simple to use and do the job well. Also, the service can target older people who may need to see their doctor more often and are likely to use technology to manage their health.
· Geographic Segmentation:It might be hard to get to health care services in cities and suburbs, but most people there have access to the Internet and know how to use technology. The first part of the rollout will focus on large towns in the US and other developed countries.
· Psychographic Segmentation:People who are health-conscious, tech-savvy, and value ease, cost, and speed in healthcare will like the service. Key goals will be customers who care a lot about their health, preventative care, and how easy it is to get medical services.
· Behavioral Segmentation:Customers who have previously used online services like healthcare or e-commerce can get a better service. People who are health-conscious and keep track of their health with apps and gadgets will like this service (Kumar et al., 2024).
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[bookmark: _Toc196227643]3.2 Targeting Strategy
Initially, Amazon's plan for getting people to use its healthcare service will likely focus on narrow marketing. Amazon has a lot of different customers, but healthcare is very controlled, so each customer will need solutions specifically made for their health wants and tastes. At first, Amazon can focus on people who care about their health, people who are good with technology, and middle- to upper-income families used to telehealth. This group is more likely to be open to a digital health service that fits into their daily lives and is part of Amazon's environment. The main focus will be people who want an easy and personalized healthcare experience. Amazon can provide this through its Alexa-powered services and AWS technology. As soon as the service works well and customers believe it, Amazon can shift its focus to a wider range of groups, going beyond the initial niche section (Souza et al., 2024).
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[bookmark: _Toc196227644]3.3 Positioning Strategy
Amazon will market its healthcare service as an easy, tech-based option that fits into its customers' lives. Using Amazon's current technology infrastructure, the value offering will focus on being easy to get to, affordable, and personalized. People will see the service as a complete way to handle their health since it includes medical advice and works with Alexa to keep track of health, make doctor visits, and send medicine alerts. The fastest and easiest way for Amazon to stand out is to market itself as a more handy and cost-effective option to standard healthcare services. Customers will like how easy it is to use video chats, how quickly prescriptions are delivered through Amazon's transportation network, and how personalized health tracking works with Alexa. The service will be even more appealing because Amazon is known for being reliable and developing new ideas (HARIRIAN, STEVENS, and FRIEDMAN, 2023).
[bookmark: _Toc196227645]4. Customer Persona Profile
[bookmark: _Toc196227646]4.1 Demographic Profile
Amazon's new healthcare service would be best for tech-savvy people between the ages of 25 and 55, focusing on those between 30 and 45. People in this age range are likely to have middle- to high-level incomes and work full-time in white-collar jobs like technology, banking, and healthcare. These people have the financial ability to spend on easy healthcare services that save time and offer personalized solutions. Busy workers or health-conscious people who care about speed in handling their health would be the best customers. The target group would be evenly split between men and women, with a slight bias towards women users because women are more likely to be involved in their healthcare. These buyers would mostly be from cities and suburbs, where healthcare may be harder to get but where people have access to the Internet and are comfortable with technology (Ly et al., 2023).
[bookmark: _Toc196227647]4.2 Psychographic Profile
Amazon's healthcare service is best for busy, modern people who value ease and time-saving. They care greatly about their health and put comfort and personal care first. They often do things like work out, meditate, and eat healthily. These customers want personalized experiences and want to find ways to control their health in their daily lives. To do this, they often use smart technology to monitor their health. They are driven by the need for healthcare services to be easy to get to, work well, and be affordable. This customer will also likely use new, digital-first options that work with how they normally do things. They care about getting good care, but they also like how Amazon's service can save them money and time by making it easy to use and integrating well with other Amazon products, like Alexa (York et al., 2021).
	Category
	Details

	Demographic Profile
	Age: 25-55, Income: Middle to high, Occupation: Professionals

	
	Gender: Balanced, slight female skew.Geography: Urban/Suburban

	Psychographic Profile
	Lifestyle: Busy, health-conscious.Values: Convenience, efficiency

	
	Motivations: Personalized care, tech integration, Brand Preference: Amazon

	Behavioral Profile
	Shopping Habits: Frequent Amazon shopper, Service Usage: Regular

	
	Healthcare Use: Telemedicine, prescriptions, Loyalty: High



[bookmark: _Toc196227648]4.3 Behavioral Profile
The perfect person for Amazon's healthcare service also does much shopping online, buying everything from gadgets to food on Amazon's website. This customer likes to use digital services like Amazon Prime, Amazon Alexa, and other Amazon services because they are convenient and save them time. They will likely use Amazon's healthcare site often, especially when buying prescription drugs or making video appointments. They are a loyal customer who values ease of use and speed. This makes them more likely to use new Amazon services that are part of the Amazon environment they already trust and depend on for their daily needs (Akbari and Bigdeli, 2022).
[bookmark: _Toc196227649]5. Marketing Mix Strategies
[bookmark: _Toc196227650]5.1 Product Strategy
Amazon's new healthcare service will use digital tools to make care more personalized, easy to get, and available to everyone. Users can use Amazon's Alexa environment to book healthcare appointments, get their medications, and get fitness advice. The product will work with Alexa so that users can keep track of health data like blood pressure, sleep habits, and medicine alerts. The design will focus on making it easy to use, with a clean, simple layout that can be reached through the Amazon app, devices with Alexa, or the website. The healthcare service will keep Amazon's image for dependability and customer focus, ensuring that all talks and services meet high healthcare standards. Better features than now include faster response times for chats, tests driven by AI, and the ability to easily combine health data from other Amazon devices, making a full and easy-to-use healthcare environment (Kitsios et al., 2023).
[bookmark: _Toc196227651]5.2 Price Strategy
Amazon will probablyinitially use entry pricing for their new healthcare service, which means they will offer low prices to attract users and grow their market share. This method is similar to how Amazon has entered new markets in the past: by charging less than competitors to get many people to buy from them. As time goes on and more people use the service and become loyal to the brand, Amazon may switch to value-based pricing, where the price represents the extra ease of use, technology, and personalized care the service offers. Cost leadership will be a key factor in the price plan, as Amazon has the edge of current facilities and a vast transportation network, which helps lower operations costs. The prices will be set so middle-income families can afford the service while still getting high-quality care (Majka, 2024).
[bookmark: _Toc196227652]5.3 Place Strategy
Amazon will mostly use its online means to deliver the new health service to people. This fits with Amazon's main business plan, which is based on selling directly to customers (DTC) through its online store. Customers can use the service on the Amazon website, the Amazon app, and gadgets that work with Alexa. As a bonus, the service will be offered 24 hours a day, seven days a week. Amazon Prime members may also get special perks, like faster appointment times, savings on health-related purchases, or faster access to some health experts. Amazon can quickly ensure customers get their medications and health goods through its well-established shipping network. In the long term, Amazon may work with real stores, especially where healthcare services are harder to get to. However, because Amazon is a digital-first company, the main way it sellsits products will still be online (Phares, Dobrzykowski, and Prohofsky, 2021).
[bookmark: _Toc196227653]5.4 Promotion Strategy
Amazon will use digital marketing and focused ads to get the word out about its new healthcare service. The service will be part of Amazon Prime, meaning current Prime users will get special deals and perks. Using social media like Instagram, Twitter, and Facebook, ads will teach people how easy it is to use Amazon's healthcare service by showing how well it works with Alexa for health management. Partnering with health and tech influencers will help get the word out and build trust among the target group. It will also use email marketing to let its current customers know about the new service, offering rewards for those who sign up early. Digital ads and redirect efforts will be crucial for getting people to the healthcare service's landing pages. SEO will also ensure the service ranks highly for related search queries (Moorman et al., 2023) .
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[bookmark: _Toc196227654]6. Conclusion
[bookmark: _Toc196227655]6.1 Summary of Key Insights
The launch of Amazon's new healthcare service is a big chance for the company to expand its products while building on its technology, customer trust, and infrastructure strengths. The service is aimed at tech-savvy, health-conscious people between the ages of 25 and 55 who value convenience and individualized care. This group is perfect for a company like Amazon, which already has many services that work well together, like Alexa and Prime. Amazon can become a star in digital healthcare by providing video advice, fitness tracking, and medication services. This will combine technology with personalized care. Amazon's "penetration pricing" strategy will help them get many users, speeding up uptake initially. Over time, the service will help Amazon's market share in the healthcare industry, adding to its reputation as a company that offers new and easy-to-use solutions. Amazon's place in the market will also be strengthened by its service, which will offer a unique combination of health services in its larger tech environment (Carreno, 2024).
[bookmark: _Toc196227656]6.2 Recommendations for Success
Amazon should build trust with its customers by being open and honest about privacy and data security for its healthcare service to succeed. Having partnerships with reputable healthcare workers will make the service seem more trustworthy. Amazon should also focus on educating users through focused efforts to make more people aware of the service's perks and ease of use. Amazon should keep changing the service based on what the market says. They should use customer polls, data, and usage trends to improve the platform(WILLIAMSON et al., 2022). 
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