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[bookmark: _Toc218732550]1. Introduction
This report is a critical analysis of Amazon marketing activities that is one of the most influential and customer-focused technology corporations in the world. This analysis is aimed at determining whether the current marketing strategy of Amazon is effective, determining its advantages and weaknesses, and recommending evidence-based ways of developing it. The report is based on the research in Assignment 1 on the strategic position of Amazon and the main marketing issues in a constantly transforming digital and regulatory space.
Amazon is a global conglomerate in e-commerce, cloud computing (AWS), digital streaming and artificial intelligence that began as an online bookstore in 1994. Its marketing system is intertwined with its working model, using information analytics, machine learning, and customer insights to supply individual experience on scale. The name Amazon is associated with customer obsession, innovation, and convenience, which thus have made it expand globally and lead the market.
Nevertheless, Amazon has a number of severe marketing problems even though it is successful. These, according to the group presentation, are: (1) the rising issues of data privacy and consumer confidence; (2) excessive automation, which can make marketing less emotional; (3) copying its competitors, Amazon has been replicated; and (4) internal strength and cultural drifts in changing its marketing to be ethically, inclusive, and sustainable. These problems are enhanced by the growing regulatory oversight and the changing consumer demands, specifically transparency, personalization, and environmental accountability.
The report is organized in the following order, Section 2 gives a critical analysis of the marketing activities of Amazon, comprising its strategic application of the marketing mix, the segmentation and targeting strategies, media, and the performance measures. Section 3 is a conclusion drawn on the strengths and weaknesses found. Section 4 provides a strategic plan on how to enhance the marketing strategy of Amazon based on the SOSTAC framework to make the strategy viable, targeted, and effective. The research is based on the academic theory, industry statistics and on the most current marketing research so that it will be relevant and rigorous.
[bookmark: _Toc218732551]2. Critical Evaluation of Amazon’s Marketing Activities
[bookmark: _Toc218732552]2.1 Concept and Importance of Marketing 
Marketing is a strategic process that involves the customer wisdom, innovation and value provision. Kotler and Keller (2016) view marketing as a process in which the companies create value to the customers and build effective customer relationships with the aim of achieving customer value in return. Grönroos, (2009) defines marketing as the management process whereby it determines, expects and satisfies customer needs at a profit. Such definitions underscore the dual purpose of marketing in both the creation of value and the strategy.
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Figure 1: Key Strategies
(Source: Self-Created)

One of the examples of such philosophy is Amazon, whose customer-centric philosophy. Its operation entails marketing to product development and logistics, digital innovation and customer service. Amazon will spend more than 22 billion in the global marketing rates in 2024, which is a lot of money to purchase, maintain, and build brand equity among consumers (Statista, 2025). Amazon PM is a marketing innovation, a blend of pricing, delivery, and content that offers an easy customer experience, and it has over 200 million subscribers across the world (Forbes, 2023).
Along with that, the fact that Amazon invested in branding Alexa and AWS is one more indication that marketing is a part of the innovation. Having Alexa in home and car models is a product effort, rather than a marketing effort- to position Amazon as a lifestyle facilitator. Thought leadership, interaction with developers and strategic alliances promotes AWS which contributes 17% of the revenue in Amazon in 2025 (Gartner, 2025).
Another critical factor that Amazon needs to ensure is marketing, so that the expectations and behaviour of the consumers are influenced. Amazon has set a new standard of relevance and convenience in online business, through its personalization by data. This is also associated with the shift to the relational rather than transactional marketing, in which long-term interaction and customer lifetime value (CLV) is regarded as a more crucial criterion than a single sale (Payne and Frow, 2017).
Amazon marketing is not an after sales service, rather it is a growth, differentiation, and customer based innovation lever. It has been in a position to achieve success in aligning marketing with data analytics, technology, and customer experience.
[bookmark: _Toc218732553]2.2 Macro and Micro Marketing Environment 
Amazon is in a dynamic macro environment, which is influenced by PESTLE factors:
Political: Amazon is under more scrutiny by regulators, especially in the U.S. and EU. The data privacy law and regulations like GDPR and the Digital Markets Act have compelled Amazon to change its data processing and advertisement policies (European Commission, 2025). These political influences have strategic consequences on the advertising model of Amazon as well as its relations with third parties as sellers.
Economic: There has been an effect of global inflation and supply chain upheavals on consumer expenditure and transportation expenses. The pricing and inventory optimization techniques of Amazon are dynamic in nature and alleviate these risks. The economies of scale have also enabled the company to be resilient even in times of decline in the economy by investing in last-mile delivery infrastructure (OECD, 2025).
Social: Customers are becoming more and more concerned about sustainability, ethically sourced products and inclusivity. Amazon has reacted with such initiatives like The Climate Pledge, in which the company wants to become net-zero carbon by 2040, and investments in electric delivery fleets (Amazon Sustainability Report, 2025). Nevertheless, there are still criticisms on labour practices and environmental impact that has the potential to influence brand perception.
Technological: Amazon is a pioneer in AI and machine learning and cloud computing. It uses these technologies as the basis of its recommendation engines, voice commerce, and predictive logistics (Chaffey & Ellis-Chadwick, 2022). The application of AI in customer service, logistics, and marketing has improved efficiency, although there has been the issue of over-automation and ethics data.
Legal: The adherence to data protection legislation and regulations like GDPR and CCPA have redefined Amazon thinking regarding customer data and targeted advertising. There are also legal issues of its influence on various industries and it has to be careful of competition law.
Environmental: The environmental strategy of Amazon comprises the sustainable packaging, investment in renewable energy, and minimization of carbon footprint. Such initiatives are in line with the concept of societal marketing that focuses on ethical and sustainable business operations (Kotler et al., 2021).
The environment of Amazon can also be further contextualized using VUCA framework:
Volatility: Amazon data systems enable them to respond quickly to changes in demand, like on Prime Day or Black Friday.
Uncertainty: Amazon has shown resilience during the COVID-19 pandemic, increasing AWS and logistics to cope with surging demand.
Complexity: The vertically built system of AWS up to last mile delivery deals with interdependencies in the global markets.
Ambiguity: Amazon employs A/B testing, machine learning and scenario planning to deal with ambiguous consumer behaviour and market changes.
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Figure 2: Amazon VUCA
(Source: Self-Created)

On the micro level, the competitive environment of Amazon comprises Walmart, Alibaba, and upcoming D2C brands. Its reaction incorporates aggressive cost, the exclusivity of benefits of Prime, and the growth of own labels. The supplier relationships are handled by sharing data on platforms, whereas customer feedback loops complete product development.
Digital transformation is the main force of change, especially AI. Although AI is improving the level of personalization and efficiency, it also has been shown to be an issue of over-automation and data ethics, the issues that were cited in Assignment 1.
[bookmark: _Toc218732554]2.3 Target Market and STP Strategy 
The segmentation, targeting and positioning (STP) strategy of Amazon is very fine-grained and data-driven. Chaffey and Smith (2022) claim that at Amazon, the mix of demographic, geographic, behavioural, and psychographic segmentation is employed:
Demographic segmentation offers tailored offerings of the tailor based on age, income and structure of the family. As such, the Amazon Family provides baby products at a discount to parents.
Geographic segmentation enables Amazon to localize its products, including introduction of RXPass in the U.S. to deliver products through prescription (Amazon, 2025).
The behavioural segmentation is founded on the browsing history, purchases patterns, and engagements. This allows making hyper-personalized recommendations.
Psychographic segmentation is based on values and lifestyles, including advertising environmentally friendly products to environmentally aware customers.
The targeting of Amazon is performed on a micro level. One of the core segments is prime members who are more than 200 million worldwide. They get individual offers, accelerated shipping and content. TikTok campaigns, influencer relationships, and gamified shopping are seen as the means of targeting Gen z. At the B2B level, AWS focuses on developers, startups, and businesses to serve them with customized content, events, and bundles of solutions (Gartner, 2025).
The customer-centric, convenience, and innovative positioning underlies the positioning of Amazon. It positions itself as the most customer-centric company on the planet, which provides groceries to cloud infrastructure. This is supported by the fact that its Net Promoter Score (NPS) is 62, which is far much higher than that of the retail of 39 (Saras Analytics, 2025).
The success of the STP strategy at Amazon can be seen in the fact that it controls 37.6% of the e-commerce market of the U.S. and is always ranked among the top five most valuable brands worldwide (Statista, 2025). Nevertheless, excessive use of algorithmic targeting can decrease the emotional involvement, particularly in such segment as fashion and luxury.
In short, the STP strategy of Amazon is an example of the best effort to market with precision. It has succeeded because it has used big data to provide hyper-personalized experiences. However, it has to strike a balance between automation and human touch to maintain long-term brand equity.
[bookmark: _Toc218732555]2.4 Marketing Mix Analysis (7Ps) 
The marketing mix at Amazon is a highly coordinated system that supports the strategic objectives (Kotler et al., 2021):
Product: Amazon has a large assortment of products including Echo devices and Amazon Fresh that are tailored to the customer and conveniently packaged. The fact that Alexa can be integrated with more than 150,000 third party applications increases its ecosystem value. AWS offers B2B cloud solutions, which support the B2B stance of Amazon (Amazon, 2024).
Price: Dynamic pricing algorithms are real time adjustments to demand and competition. High-value bundling (video, music, delivery) enhances value and decreases churn. Nevertheless, price changes may occasionally undermine trust in case they serve as inconsistent (Chaffey & Ellis-Chadwick, 2022).
Place: The global logistics of the Amazon consists of more than 1,100 fulfilment centres and an expanding electric delivery network (Houde et al., 2023). It has an omnichannel presence in terms of Amazon Go, Whole Foods and third-party sellers. This guarantees efficiency on the last mile and locality.
Promotion: Amazon employs SEO, PPC, influencer marketing, and AR/VR. Its View in your Room AR functionality improved the conversion of furniture by 11 percent. Urgency and exclusivity are the two factors that facilitate engagement in Prime Day campaigns (Bučo, 2024).
People: Customer service combination of AI chatbots and human agents. But the labour practices in the warehouse and algorithm management are criticised (BBC, 2024). The level of employee engagement and moral treatment is to be enhanced.
Process: One-Click Ordering, Predictive Shipping and Automated Refunds make the customer experience easier. Such procedures make it more convenient but weaken the perceived touch of a person (Koskinen, 2021).
Physical Evidence: Trust is built through consistent UX, verified reviews and intuitive navigation. Brand touchpoints are packaging and delivery experiences (Pal, 2024).
The 7Ps are suitable to the competitive situation of Amazon. Nevertheless, there are also ethical and emotional factors, which need to be taken care of constantly, i.e., data transparency, interaction with people.
[bookmark: _Toc218732556]2.5 Media Selection and Communication Strategy 
The media strategy of Amazon is changing very fast. Amazon, (2024) has reported it as Amazon is combining entertainment, devices, and premium publishers to engage in cross-screen storytelling. This makes Amazon a retailing media network, which allows it to have control over content and distribution.
Key channels include:
Social media: Amazon uses Tik Tok, Instagram, and YouTube to communicate to younger customers. As an example, campaigns led by influencers such as Prime Day 2025 employed short-form to create a sense of urgency and exclusivity, further increasing the number of click-throughs by 12 percent in comparison to 2024 (Podean, 2025).
Email marketing: Amazon has an extensive email marketing campaign that is extremely personalized, with the company utilizing browsing and purchase history as the source of personalized recommendations and reminders. It is also one of its highest ROI tools through this channel (Chaffey and Smith, 2022).
SEO and PPC: Amazon overtakes the search engines with both paid and organic. It spends a lot of money on Google Ads and Amazon DSP, its own in-house advertisement platform to get users on the web (Amazon, 2024).
Affiliate marketing: Amazon also reaches more people through its Associates Program where bloggers, YouTubers, and niche content creators are involved.
The voice commerce through Alexa also influences the voice recognition communication strategy implemented by Amazon, which tends to shift the text-based search behaviour to a dialogue. But it brings up an ethical issue regarding data collection and the permission of the user, particularly given that voice data continues to be more and more embedded in targeting algorithms (Grewal et al., 2021).
All in all, the media mix of Amazon is efficient in terms of reach and personalization, yet the company needs to work on transparency and ethical advertisement practices to ensure the trust of consumers.
[bookmark: _Toc218732557]2.6 Measuring Success and Marketing Metrics 
Amazon uses an advanced marketing analytics to measure performance and strategy. These include:
Conversion Rate: The average conversion rate of Amazon is about 13, which is much higher compared to the industry average of 2-3 percent in terms of e-commerce, indicating the ability of the retailer to use the UX and personalization (Chaffey and Smith, 2022).
Customer Acquisition Cost (CAC): Amazon employs programmatic advertisement and predictive analytics to lower CAC, particularly the retargeting and animal lookalike methods (Vaidhyanathan and Rajeswari, 2024).
Customer Lifetime Value (CLV): Prime members spend more than twice the amount of money that non-members do in a year, which makes CLV a key measure in the Amazon loyalty strategy (Statista, 2025).
Net Promoter Score (NPS): Net Promoter Score (NPS) of Amazon is 62 that means a high level of customer satisfaction and loyalty, but it depends on the region and the type of products (Saras Analytics, 2025).
Return on Advertising Spend (ROAS): Amazon monitors ROAS both on its own ad platform and off-platform, and through Amazon Marketing Cloud, analyses attribution and optimizes spend.
Moreover, Amazon uses CRM systems and big data analytics to track customer behaviour and segment the audience, and do campaign variations (Gupta, 2024). Nevertheless, some critics point to the possible excess of algorithmic attribution to the point of laundering qualitative information and diminishing human creativity when it comes to campaign design (Rust, 2020).
When quantitative metrics are mixed with real-time data, Amazon will make its marketing agile, scalable, and performance-based.
[bookmark: _Toc218732558]3. Conclusion: Shortcomings of Amazon’s Marketing Strategy
The above analysis has revealed that the marketing approach of Amazon is extensive and technologically developed with a robust customer-focused philosophy and a data-oriented business model. The inclusion of marketing as part of its overall strategic approach has allowed Amazon to be a leader in the international e-commerce and cloud computing markets, due to the innovations implemented by the company such as Prime, Alexa, and AWS. Its applications of AI, predictive analytics, and personalized content have changed the expectations of consumers and have created new standards of digital marketing performance.
Nonetheless, in spite of these strengths, a number of grave weaknesses have been observed. In the first place, the growing use of automation and algorithmic decision-making that Amazon relies on is already effective, but it can lead to the loss of the human and emotional aspects of interaction with customers. Some consumers might feel estranged by this over-automation especially in those type of industries where there is a necessity of trust, empathy, brand storytelling and the fashion, wellness and luxury retail are among the categories.
Second, the personalization techniques of the company, which are driven by data, are of great concern in the context of privacy and trust. With the rise in regulatory scrutiny in the world, Amazon needs to walk the line of personalization and intrusion. Such lack of transparency in the process of collecting, processing, and using customer data to create targeted ads may destroy the brand equity over time should not be resolved with the help of more transparent communication and ethically responsible data management.
Third, the competitive advantage is growing more susceptible to imitation at Amazon. Its marketing innovations have been copied by competitors, including Walmart, Alibaba, and Shopify, with many of its innovations, such as dynamic pricing, one-day delivery, and recommendation engines. This digitalization of marketing equipment leads to diminishing the differentiation of the products and exerts more demands on Amazon to be more innovative than efficient in their work.
Fourth, an in-house capacity and cultural issues can prevent Amazon from going with the new consumer values, especially relating to sustainability, inclusivity, and ethical branding. Although Amazon has come a long way by developing programs such as The Climate Pledge and eco-packaging, these are seen as reactions to what has already occurred and is not expected to be proactive. More involved societal marketing would help to make it more authentic and trusted by stakeholders.
To sum up, Amazon has very effective marketing strategy in the scale, personalization, and performance, but it has strategic weaknesses in the area of over-automation, ethical transparency, imitation of competitors, and cultural flexibility. The management of these weaknesses will be critical in maintaining long-term growth, customer loyalty, and brand integrity in a more value oriented and complicated market place.
[bookmark: _Toc218732559]4. Recommendations for Improving Amazon’s Marketing Strategy
In a bid to overcome the identified strategic weaknesses in the section above, especially excessive automation, ethical transparency, competition imitation, and cultural flexibility, this section presents a list of actionable recommendations based on the SOSTAC framework (Zook and Smith, 2016). The intention is to boost the marketing performance of Amazon and meet the changing customer expectations and regulatory requirements.
[bookmark: _Toc218732560]4.1 Situation Analysis
The existing marketing strategy at Amazon is technologically modern, data-oriented, and global. It is superior with regard to personalization, logistics, and customer acquisition. Nevertheless, it is experiencing increasing problems: concerns about the privacy of its data by consumers, decreased emotional appeal through excessive automation, its fundamental marketing approaches are replicated by competitors, and its sustainability and inclusivity initiatives are seen as not genuine (Kotler et al., 2021). Otherwise, these problems may undermine a long-term brand equity and trust among the customers.
	Objective No.
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	1
	Improve customer trust through transparent data practices
	+10% increase in trust index and NPS
	Yes, via opt-in personalization tools
	Addresses privacy and ethical concerns
	Within 12 months

	2
	Reduce churn among Prime members by enhancing emotional engagement
	5% decrease in churn rate
	Yes, through personalized content and UX
	Supports retention and loyalty goals
	Within 12 months

	3
	Differentiate Amazon’s brand via inclusive and ethical campaigns
	15% increase in positive brand sentiment
	Yes, using storytelling and social media
	Counters competitive imitation and builds emotional connection
	Within 18 months

	4
	Improve sustainability perception among consumers
	20% increase in awareness (survey-based)
	Yes, via eco-labels and green packaging
	Aligns with societal marketing and ESG expectations
	Within 18 months


[bookmark: _Toc218732561]Objective Analysis
All these objectives are based on the strategic capabilities of Amazon and directly address the weaknesses found in Section 3. Objective 1 will attend to the degradation of trust due to obscure data behaviour whereas Objective 2 will aim at over-automation by reinstating emotional appeal to the customer experience. Objective 3 contributes to brand differentiation with the help of ethical storytelling, and Objective 4 is associated with the notion of societal marketing by facilitating environmental responsibility (Kotler and Keller, 2016). All the objectives are SMARTs with clear definitions, measurability, achievable in line with the resource base of Amazon, strategic alignment and accountability through time limits.
[bookmark: _Toc218732562]4.2 Strategy
Amazon needs to shift towards a more humanized, ethical and value-based model of marketing as opposed to the efficiency-focused model. This takes the form of balancing automation with emotional involvement, integrating societal concepts of marketing narratives in brand strategies, improving on transparency in the use of data, and tailoring campaigns to cultural diversities (Chaffey and Ellis-Chadwick, 2022). This repositioning is in line with long-term value creation that Kotler et al. (2021) support.
[bookmark: _Toc218732563]4.3 Tactics
To implement this strategy, Amazon is supposed to introduce the filters of ethical choice and sustainability scores on the product lists to empower the conscious consumption. A reward system might be provided on green delivery options. Local partnerships and community-based delivery hubs would decrease the environmental impact and help local economies. The promotion should be directed towards the exit-based campaigns which emphasize the social implications of Amazon and the experiences of employees. Ethical communication and inclusive branding should be taught to marketing and customer service staff internally. Also, Amazon ought to introduce opt-in personalization dashboards, which will provide the user with the option to control the use of their data (Rust, 2020).
[bookmark: _Toc218732564]4.4 Action
It should be implemented gradually. Within the short term (06 months), Amazon can introduce opt-in personalization controls and ethical filters to major markets including the UK and Germany. Inclusive campaigns and storytelling by employees can be implemented worldwide in the medium term (612 months). Sustainability metrics must become part of the brand identity and experience of Amazon in the long term (12-24 months). Close cooperation between marketing, legal, data science, and sustainability teams will be necessary, with the help of collaboration with NGOs and ethical certification organizations.
[bookmark: _Toc218732565]4.5 Control
A combination of quantitative and qualitative measures should be used to monitor the performance. These are Net Promoter Score (NPS), index of trust, customer churn rates, social sentiment analysis and sustainability impact measures. This will be done through regular reporting and agile feedback loops to maintain constant improvement and alignment with strategic goals (Zook and Smith, 2016).
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