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MARKETING MANAGEMENT- CRITICAL APPRAISALS OF INNOVATIVE MARKETING STRATEGIES TO RAISE AWARENESS OF BRAND AND EVALUATING THE CUSTOMER JOURNEY- CASE STUDY OF AMAZON


Executive Summary
This paper examines how communication transforms innovative marketing using Amazon as a case study. Communication is the key to brand equity, global recognition, and customer resonance. The paper highlights strategic milestones like Prime and Kindle's launch as Amazon grew from a bookstore to a global technology giant. These innovations demonstrate Amazon's market-changing ability and forward-thinking approach. Amazon's success is due to its strong corporate culture and effective marketing communication. The paper reveals the anatomy of effective communication. In today's digital age, businesses need a complete picture of information transmission and reception by breaking down its core components from sender to receiver. Amazon's meteoric rise and sustained market dominance demonstrate the power of innovative marketing strategies and strong communication.
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[bookmark: _Toc144213919]Introduction
Communication plays an important role in integrating the marketing strategies and levelling up the brand equities. For international organizations like Amazon, it is very important to understand the variety of communication channels to ensure a seamless and better operational area for the context of operations. The organization has been adopting dynamic marketing aspects with endeavouring communication models. Investigation of various acts are regulated with the raising of awareness of brand and understanding of the branding and regulating brand loyalty are discussed in the following discussion. This is important to enhance the viability of a brand and create an integrated marketing mix. It also incorporates the explanation of the communication models and understanding of brand equity are regulated in relation with the better situation analysis.
[bookmark: _Toc144213920]Company background
The multinational technology based and e-commerce company Amazon was founded by Jeff Bezos in the year 1994(Amazon, 2023). The organization is currently proclaimed to be the largest and most diverse technology unit. Initially the organization operated itself as a bookstore but gradually it retained the operation of e-commerce and became one of the leading brands with unparalleled level of customer loyalty. The organization has reached its technological and innovation milestone with the launch of Prime in 2005 and Kindle in the year 2007 (Amazon, 2023). Therefore, the constant innovation and records are regulated with the establishing the overall market dynamics and creating the better leadership principles. On obsession related to the corporate culture, it is important to create records and evaluate the integral shaping of the corporate cultures. Creating an appropriate inclination towards the idea of integrating better marketing communication amazon has gained worldwide fame and customer base. 
[bookmark: _Toc144213921]Definition of communication
Communication is defined as an essential tool that allows the transmission and exchanging of information related to new age ideas and thoughts (Haudiet al.,2022). The communication process is entailed with the basics of methods and channels. Effective communication tool creates an encoding of sender and receiver to interpret the actual communication process. The fundamental aspect of communication includes the human interaction and essence of building relationships and sharing knowledge. Communication as a practice is regarded as a key tool in conducting marketing activities. In order to successfully create a strong presence and loyalty towards any brand, communication is regarded as a supreme process. Surjana et al. (2020) commented that without proper level of communication engagement, it is quite a task to create brand presence for any organization. Business relationships and support related to the overall concepts of evaluation are fostered and nourished with healthy communication. Communication can be of different forms and types. This includes verbal communication, visual communication as well as non-verbal communication. In understanding the basic agenda of marketing and brand building, it is important to create a strong connection between individuals and groups.
[bookmark: _Toc144213922]Brief explanation of communication model
Communication as a practice has got various elements incorporated into it. These elements include receiver, sender, messages, channel, feedback and many more (Getchell et al.,2023). By arranging all these factors in the proper alignment, a successful communication can be carried out. Successful implementation of theories and models are regulated with detailing out a theoretical framework. Among ranges of theories and models that are to be implemented in the understanding of the processes. Among various models, the Shannon-Weaver Model is also important to generate a clear and concise concept regarding the entire process of communication. This includes evaluation of the events that initiates from the end of sender and regulates the overall elements to create analysis of the potential sources of evaluation from sending messages till it gets delivered to the receiver. The model of understanding the evaluation processes is regulated with the transmission of signals and messages related to the various forms of communication (Anrieta, 2020). These factors include the transmissioning regulated with the help of evaluating factors on creating better digital communication processes. In association to the use of information processes and  theories are regulated with the digital communication records that can adopt better situational impacts. The key components can be supported with the help of the various factorial considerations. These are:
Sender: The sender is the originator of the message. The sender can be a person, a machine, or any entity capable of generating information. The role of the sender is basically to encode the message into a format that can be transmitted through a communication channel.
Message: The message is the information, content, or signal that the sender intends to convey to the receiver. The messages can be in the form of text, speech, images, data, or any other communicative medium.
Encoding: The encoding practice necessary for understanding the messages. Practicing the encoding involves converting the messages. This can be done into a form suitable for transmission. The process of encoding also requires various factors. There are symbols, codes, or modulation techniques.
Channel: The channel of communication is regulated within the medium through which the encoded message. This is transmitted from the sender to the receiver. Communication channels include physical media, digital networks along with various means that allow the transmission of signals.
Receiver: The receiver is the intended recipient of the message. The role of the receiver is to decode the received signal. This helps in the proper interpretation of the message. In the receiver end the decoding is an important factor. 
Decoding: Decoding is the process of converting the encoded message back into a form that the receiver can understand and interpret. Decoding involves reversing the encoding process to extract the original message from the transmitted signal.
Feedback: Generation of feedback is the basic response provided by the receiver to the sender. This is used to indicate the basic understanding or reaction to the message. Feedback helps ensure effective communication and enables the proper adjustments based on the receiver's response.
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Figure 1: Shannon Weaver Model
(Source: Kubota, 2019)
In organizations like Amazon, Shannon-Weaver Model can be implemented to create evaluation of factors that evaluate an overall idea of the marketing campaigns. Organizational objectives can be achieved with the help of records on the identification and implementation related to the communication processes to create a regulated flow of information (Kubota, 2019). This actually helps to deal with multi-channel communications that are important in creating a customer-centric approach for establishing a proper and regulated brand authority and loyalty. In order to deal with the overall communication processes can create overall technological innovations. In order to create diverse ranges of products and services. The model provision can create better communication records with creating dynamic and interactive processes for understanding the records of the numerous stakeholders.  A dynamic record of evaluation on the growth of additional processes of communication and development for developing the records in effectively understanding the consideration of communication processes. 
[bookmark: _Toc144213923]Definition of Integrated Marketing Communication
Integrated marketing communication is a strategic approach that includes coordination and harmonization of various channels of communication (Rehmanet al., 2022). The model performs as a mix that can actually create strategy combinations and operations for the cohesive actions related to different channels of communication. 
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Figure 2: Tools of Integrated Marketing Communication
(Source: Laurie and Mortimer, 2019)
The integrated marketing communication mix for Amazon can be comprehended with following concepts and factors. These are:
Advertisements: Businesses use paid, non-personal advertising to promote their products, services, and ideas (Kushwaha et al., 2020). Television, radio, print, online, and other media can feature them. Advertisements inform, persuade, and remind customers about a brand or its products. Amazon relies on ads to promote new services, sales, and brand image.
Building public relationships: Public Relations (PR) involves managing a company's image and relationship with its various publics, including customers, investors, media, and other stakeholders (Schultz, 2020). PR methods include press releases, media interviews, and event sponsorships. Given its large customer base and global brand scrutiny, Amazon must maintain a positive public image.
Social media communication: Facebook, Twitter, Instagram, and LinkedIn interactions are social media communication. Businesses can directly engage with customers, gather feedback, address concerns, and promote products and services. Amazon uses social media for marketing, customer service, and brand community.
Content marketing: Content marketing attracts and engages a defined audience by creating and distributing valuable, relevant, and consistent content (Laurieand Mortimer, 2019). The goal lies in creating authority, customer engagement, and profitable customer actions. Amazon uses content marketing in its blogs, product descriptions, and service videos.
Influencer marketing: It uses people with influence over potential buyers to promote products or services. Amazon may work with social media influencers, celebrities, or experts to increase product visibility and credibility.
Branding: Branding creates a product or company's name, symbol, and image in consumers' minds. It seeks to differentiate itself in the market and attract and retain loyal customers. Amazon's iconic arrow alphabetically which symbolises its vast product selection and customer satisfaction.
Partnership: Two or more parties work together to achieve goals. It can be joint ventures, affiliate marketing, or co-branding. Amazon often partners with brands for exclusive product launches or logistics companies for efficient delivery.
[bookmark: _Toc144213924]New promotional strategies
Staying ahead in e-commerce and digital platforms requires constant innovation, especially in promotional strategies. Amazon must not only attract new customers but also keep its massive user base engaged and keep the brand top-of-mind. The following cutting-edge promotional strategies can help Amazon boost brand awareness:
Sales Promotion by leveraging Augmented Reality (AR) and Virtual Reality (VR)
Augmented Reality Shopping: Amazon could revolutionise e-commerce by seamlessly integrating AR into its app interface (Nie, 2023). This integration is novel and useful. The AR feature could let customers "try before you buy" products. When choosing home décor, users can virtually place furniture in their living room to see how it looks. Fashion enthusiasts virtually try on shoes, accessories, and clothes to ensure a good fit. This immersive interaction improves the shopping experience and may lower return rates by helping customers visualise the product in their own context.
Virtual Reality Stores: Online shopping may merge the physical and digital worlds. Amazon can create a VR store where users can shop 360 degrees with VR headsets. These virtual stores could allow users to browse sections, choose products, read descriptions, and watch product demos (Hilkenet al.,2022). In addition, VR can host unique experiences like celebrity book readings, product launches, and interactive workshops. This improves the shopping experience and lets Amazon engage Prime Video and Amazon Music users in an integrated ecosystem.
Localized Pop-Up Experiences
Amazon's global reach makes pop-up stores in major cities possible. Customers can physically interact with a curated selection of products; especially new launches or tech gadgets they prefer to experience (Gauriet al.,2021). It fills the tactile gap in online shopping. Pop-ups can also be more than product displays. They can become brand hubs. Exclusive events, product-related DIY workshops, and influencer meet-and-greets can make pop-ups experiential zones and strengthen brand connections.
Voice Commerce via Alexa
Shopping habits are changing due to smart home devices. Alexa's voice-activated shopping is unique. Alexa can offer personalised shopping suggestions, voice-only deals, and daily flash sales in addition to voice commands (Rzepkaet al.,2020). Imagine waking up and asking Alexa for Amazon's daily deals or gift suggestions. Voice commerce may dominate, simplify, and personalise shopping as households become more connected to smart devices.
Sustainability and Eco-Friendly Campaigns
Sustainability is now a necessity. Companies like Amazon are poised to lead eco-conscious business practises as consumers increasingly align their purchases with their values (Susilo and Mendoza, 2023). Amazon can satisfy environmentally conscious customers and set industry standards by promoting its green initiatives.
Special badges for sustainable products would help shoppers find and choose products that match their values. Amazon could also promote its carbon-neutral delivery initiatives to demonstrate its commitment to reducing carbon footprints. Amazon's 'Eco Storefront' can feature organic foods and sustainable fashion. This dedicated space would aggregate green products and educate consumers on sustainable practises, mainstreaming eco-friendly shopping.
Collaborative Marketing & Exclusive Partnerships
Collaboration is exponential. When two entities collaborate, the idea is often greater than their individual efforts (Servajean-Hilstet al.,2021). Amazon can form exclusive partnerships with famous brands, celebrities, and influencers due to its global reach. Imagine the excitement of a celebrity-signed sneaker drop or a 'Tech Month' gadget preview with top tech companies.
Entertainment offers a great opportunity for collaborative marketing. Amazon can sell themed merchandise by partnering with popular TV shows, movies, and music albums. Fans eager to connect with their favourite shows or artists would buy these exclusive products, increasing sales and brand loyalty.
Interactive Content on Amazon Prime
Entertainment is changing as audiences want more than passive viewing. They want interaction, engagement, and customization. With its vast content library, Amazon Prime is ideal for this (Rahman, 2021). Amazon can improve viewing by adding interactive content like quizzes, audience polls that could change the story, and customised episodes.
Additionally, combining e-commerce and entertainment could be ground-breaking. Imagine a show where the character's outfit or gadget draws the viewer in. Instead of searching everywhere for that product, the customer could buy it on Amazon with a click from the viewing platform. Such seamless integration would improve the viewer's experience and create a new revenue stream by combining entertainment and shopping.
[bookmark: _Toc144213925]Definition of branding and brand equity
Branding
Every successful company has a compelling branding strategy, including Amazon. Branding is an intricate evaluation of a company's values, mission, and consumer promises, not just a logo or slogan (Hunt, 2019). Amazon's branding includes its arrow logo, which represents its 'A' to 'Z' product range, fast deliveries, and customer-centric service. Branding began as a way for artisans to identify their handmade goods. Today, major corporations use branding in multiple ways to stand out in saturated markets (Pina and Dias, 2021).
Effective Amazon branding provides:
A Competitive Edge: Amazon's "everything store" positioning and focus on customer convenience give it a competitive edge in the e-commerce industry.
Clear Expectations: Customers have expectations when visiting Amazon's website or app. They expect a wide selection, low prices, and excellent service. Consistent branding over time has raised expectations.
Trustworthiness: Building trust takes time. Amazon's consistent visual imagery and service delivery have made it millions of people's go-to e-commerce platform.
Brand Equity
Brand equity adds value to a product or service. This creates necessity for consumers to pay more for branded products than generic ones (Parrisand Guzmán, 2023). Brand equity for Amazon is the result of years of consistently delivering on promises, innovating, and connecting emotionally with its users. Amazon's brand equity comes from several factors:
Recognition: Amazon is instantly recognisable worldwide for its logo, interface, and custom packaging. This popularity ensures that consumers choose Amazon over lesser-known e-commerce platforms.
Perceived Quality: Consumers perceive Amazon products as higher quality, even if they are available elsewhere (Zolloet al.,2020). This perception ranges from Amazon's strict vendor vetting and focus on genuine reviews.
Loyalty: Amazon Prime has a loyal customer base due to its benefits, including expedited shipping and exclusive content on Prime Video. This loyalty is emotional, not transactional. Amazon is used for shopping, entertainment, reading via Kindle, and daily needs.
Associations:Amazon's brand is associated with convenience, variety, and reliability. Amazon Smile, which lets customers donate a portion of their purchase to a charity, boosts its brand image.
Proprietary Assets: Amazon's proprietary technologies, patents, and exclusive partnerships enhance brand equity by providing unique services that competitors struggle to replicate.
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Figure 3: Amazon's Global Brand Value (2006-2022)
(Source: Statista, 2023)
Thus, Amazon's success shows how branding and brand equity are linked. Branding creates a unique identity and promise, but brand equity is the value derived from years of consistently delivering on that promise and exceeding consumer expectations. Amazon's journey shows the power of strong branding and brand equity's tangible and intangible values as businesses compete.
[bookmark: _Toc144213926]Explanation and relation to brand equity model using Keller’s Brand Equity model
Consumers form complex brands in their minds over time, not just logos or names. Keller's Customer-Based Brand Equity (CBBE) Model provides a comprehensive understanding of this construct (Vasilevaand Vasileva, 2017). The model's layers of brand equity explain how Amazon has become synonymous with online shopping and digital services worldwide.
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Figure 4: Keller’s Brand Equity model
(Source: Vasileva and Vasileva, 2017)
Brand Identity (Salience): Keller's model relies on brand awareness as its foundation. The frequency with which the brand comes to mind in different situations is as important as brand recognition (Tasci, 2021). Amazon's e-commerce brand is unmatched. Many associate online shopping with Amazon's logo and smile-like arrow pointing from 'A' to 'Z', symbolising its vast product range. Amazon's influence extends beyond e-commerce to streaming services, cloud computing, and AI-driven devices. Consistent marketing, customer-centric services, and relentless innovation created this omnipresent brand identity.
Brand Meaning (Performance and Imagery): Delving deeper into the model reveals brand meaning, encompassing its representation.
Performance: This dimension emphasises the brand's functionality (Rautet al.,2019). Amazon has great performance metrics. Its fast delivery, easy return policies, and wide selection show its customer service focus. AWS provides robust cloud computing solutions, ensuring its reliability among consumers and businesses.
Imagery: Brands address psychological and social needs beyond functionality. Multifaceted Amazon brand imagery. For some, it's a shopping destination, for others, Prime Video and Kindle provide entertainment and education. Alexa-powered Amazon Echo devices have become household companions, enhancing Amazon's brand image.
Brand Response (Judgments and Feelings):At the top of Keller's pyramid, consumers share their opinions about the brand.
Judgements: Consumer evaluations of performance and imagery. Many consider Amazon essential due to its reputation. Its consistent ability to meet and exceed consumer expectations has earned trust and respect. Amazon's proactive response to controversies often protects its brand.
Feelings: Though less tangible than judgements, feelings refer to emotional connections with the brand. Amazon has successfully evoked diverse user emotions. Each touch-point is ensured with Amazon's sale days along with Prime Video's new series. Apart from this Alexa's weather request is designed to evoke positive emotions and build brand affinity.
Brand Resonance (Relationship and Engagement): The peak of Keller's model is brand resonance, where consumers form a lasting bond with the brand rather than just using it. This bond is shown by Amazon Prime. Exclusive benefits like early shipping and early access have built a loyal community. This is justifying customer dedication, not just loyalty. Amazon is part of members lifestyles, not just a service provider. Amazon Go's cashier-free stores demonstrate Amazon's commitment to changing retail experiences.
Keller's CBBE Model illuminates brand equity's threads and patterns. This model provides a complete picture of Amazon's brand journey, from its brand identity to its user-friendly relationship. Amazon has built an empire with brand equity that inspires businesses worldwide through meticulous strategy, relentless innovation, and a focus on customer needs.
[bookmark: _Toc144213927]Customer Journey Map
According to the customer journey map, Amazon's success is based on its dedication to customers. Amazon converts casual browsers into loyal advocates by carefully crafting each touch point and delivering the customer value consistently. Amazon's market leadership is secure by customer loyalty earned through personalised experiences and sustained engagement.

	Stage
	Actions
	Effects
	Feelings

	Awareness
	Customers hearing about Amazon's vast collection and efficient delivery system during a conversation at work.
	Customers sharing their experiences with Amazon and learned about the various services it offers beyond shopping, like Prime Video.
	Curiosity and enquiring about what Amazon offers

	Consideration
	Visiting Amazon's website to explore its product categories and stumbled upon its electronics section.
	Recognizing Amazon's extensive product range. Customers can bookmark several items, especially the tech gadgets, considering their competitive prices and user reviews.
	Excitement about potential purchases and appreciation for the user-friendly interface.

	Decision
	Needing a new device for upcoming events, customers can decide to purchase one after comparing models on Amazon.
	Using the popped up chatbot, offering assistance. Customers can use it to get clarity on a feature. With his queries answered, they can proceed to checkout.
	Gaining purchase decision, reassured by the immediate support.

	Retention
	After the purchase customers can receive emails from Amazon about accessories and recommendations based on his search.
	Along with these here are free services and voucher. Customers can also frame their recommendations each time they visit Amazon next.
	Gratitude for the personalized experience and the post-purchase engagement, creating a sense of being valued.

	Advocacy
	Customers get impressed with the speedy delivery and the quality of the services that they left a 5-star review on Amazon.
	Amazon can send a thank-you email for reviewing products with a discount code for their next purchase. They can also start suggesting Amazon to friends looking for electronics.
	Immense satisfaction with overall experience, leading to a strong trust in Amazon and a desire to share the positive experience.


Table 1: Customer Journey Map
(Source: Self-created)
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Understanding and optimising the customer journey is more important than ever in today's hyper-connected digital world. Amazon shows that a brand's success lies in its ability to seamlessly guide consumers from initial awareness to unwavering advocacy, not just in its products. Keller's Brand Equity Model emphasises the importance of a holistic brand experience because brand power is rooted in customer perceptions and interactions. This report shows how Amazon has seamlessly integrated its marketing strategies across channels. From AR and VR to Amazon Prime, the company redefines e-commerce. Its conscious efforts to prioritise sustainability and foster exclusive partnerships add layers to its brand narrative, appealing to diverse consumer segments. This report proves the power of integrated marketing, strategic branding, and customer journey knowledge. Amazon's playbook can help businesses compete in a tougher market. In the digital age, building a brand legacy requires prioritising the customer, innovating relentlessly, and ensuring brand consistency across touchpoints.
[bookmark: _Toc144213929]Recommendations
Use Data Analytics: With the growing digital footprint of consumers, there is a unique chance to utilise their data. Amazon can also invest in advanced data analytics tools to understand customer behaviour, preferences, and pain points.
Enhance Customization: Despite Amazon's advanced recommendation system, there is always room for improvement. Amazon can improve product recommendations using AI and machine learning.
Increase AR Capability: Amazon can enhance the online shopping experience by expanding AR features to allow customers to virtually try more products, such as clothes and furniture.
Focus on Sustainability: In response to consumer demand for eco-friendly products and sustainable business practises.  Amazon can prioritise green initiatives such as sustainable packaging and carbon-neutral delivery.
Enhance Localised Offerings: Amazon can operate in multiple global markets. Creating the shopping experience to local tastes, cultures, and preferences can boost its appeal in different regions.
Buy Voice-Activated Shopping: With the rise of smart home devices like Alexa, voice-activated shopping is poised to revolutionise the industry. Amazon can make this experience more intuitive and integrated into daily life.
Enhance Post-Purchase Engagement: The customer journey extends beyond purchases. Post-purchase tutorials, product care tips, and loyalty programmes can build customer loyalty and reduce return rates.
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