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INTRODUCTION: AMAZON INC.
[image: ] The founder of the business, Jeff Benzos, founded it in 1993, its primary business was a web-based bookstore. The earliest stages of Amazon's expansion were rather slow; it took it before it started to make a profit, the company was founded for more than 7 years. This was plausible because to the dot-com bubble's powerful momentum. Amazon, the self-described "world's largest bookshop," developed a reputation over time as the go-to place for book purchase. Over time, Amazon's business strategy evolved. Amazon successfully transitioned from a corporate-level strategy to a mergers and acquisitions strategy. Some of Amazon's products are also available for shipment internationally to specific foreign nations.  
INTRODUCTION OF AMAZON’S COMMUNICATION
The strategy a person or company adopts to reach out to their target market via various media. A marketing plan and strategy are created by implementing PR tactics that help organisations become more aware of the ideal buyers for a product and its brand. In his book Marketing Communication Strategy: What it is and How to Do It Right, Duintry Dragon explores the various facets of marketing and public relations strategies that ensure any organization's stability in terms of experience, industry, and other relevant domains responsible for the organization's operation. The concept of integrated marketing communications does involve several complementary promotional elements and other marketing activities that do engage with the firm's customers. It employs several techniques, such as PR campaigns, personal selling events, and sales promotions. For the notion of integrated marketing communications, it has integrated marketing communications campaigns. The text addresses entertainment audiences, primary and secondary research methods, and audience thinking in a corporate environment. To be as effective as the business decisions made by the firm, communication in any business setting verbal or nonverbal must be precise. A sector of the economy with a solid basis and lofty development goals has been aided by the host communities of MNCs, which act as a support network for some businesses. 

DEFINITION OF AMAZON’S COMMUNICATION
According to Williams “Certain marketing mix components, such as print and media advertising, sales promotions, events and experiences, public relations, and direct marketing, are the emphasis of Amazon's marketing communication mix.”
For Amazon, marketing and communication work together to emphasize particular determinants of the marketing mix, such as printing & media advertising, revenue, activities, good public bounding. Amazon makes extensive use of print and media advertising to get its marketing message in front of members of the target customer segment. In one of the most noteworthy Amazon TV commercials, the former Top Gear host Jeremy Clarkson is shown endorsing the Amazon Fire TV in a marketing deal that reportedly cost Amazon GBP 150 million.(Dudovskiy, 2022). 
[bookmark: _Hlk121509430]COMMUNICATION MODELS 
A model is a symbolic and visual illustration of a notion or idea. An illustration of the relationships between the many components of the communication process is provided to us by a communication model. A communication model aids us in conceptualizing the link between the numerous parts involved in the communication process, just as a map of the earth can show the mountains, rivers, plateaus, seas, oceans, continents, countries, etc. and give us a sense of the actual things. Man has always understood the value of communication. It is now simpler to communicate with the other party than it was a few decades ago thanks to the availability of a variety of communication channels. No of their area of expertise, location, or operating size, all organisations recognize and respect the benefits of effective communication. For organisations, communication occurs both inside the organisation and with other external stakeholders. Because of this, it is essential for any corporate organisation to comprehend the various communication models and make use of them to improve efficient communication inside the corporation.
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The Dia. below shows the fundamental direction of communication. In this procedure, the sender communicates with the recipient, who subsequently provides feedback on the exchange. Before choosing the form of communication to utilize for your needs, you should thoroughly analyse all available options. Not every transaction responds well to every type of communication. The next stage would be to think about possible communication models once the various communication mechanisms have been understood. Over the years, professionals have introduced a variety of models due to the significance of communication. The models aid in the understanding of how communication operates, including how messages are conveyed, how they are received by the other side, and how they are ultimately processed and comprehended.
Various Models of Communication
Let's look at a few of the well-known and often employed communication models in use today. 


SHANNON AND WEAVER COMMUNICATION MODEL
[image: ] "A Mathematical Theory of Communication," usually known as "A Mathematical Theory of Communication," was created by American scientist Shannon and American mathematician Weaver, and an electrical engineer the 1948 article "Shannon-Weaver model of communication," which appeared in the "Bell System Technical Journal," is now well-known. In order to improve the efficiency of communication between sender and recipient, this unique paradigm has been developed. They also discover "Noise"-producing elements that interfere with communication. Initially, the goal was to enhance technical communication. Later, it is heavily utilised in the communication industry. Diverse models and theories have been used to study the communication process. The sender is the information source and initiates communication, according to the paradigm. A message is then sent from the brain through the mouth to the lips. The recipient eventually picks up the signal after it has been muddied by other noises and distractions. There are several benefits to using the Shannon-Weaver model. In contemplating the elements that initially the ability to communicate effectively. The strategy also breaks down the communication into digestible steps, which improves the recipient's comprehension. Additionally, it turns communication into a two-way process, making it useful for almost all forms of communication. 

It evaluates communication as a process that can be quantified in the final stage. It has a lot of critics despite its benefits. First of all, it functions better for face-to-face contact than for mass or group communication. Another issue raised is that the speaker speaks while the listener is passive. As a result, the communication process could become weaker. For instance, a person watching television plays a passive role because there is no reaction. Feedback is regarded as being less significant than the essential information sent by the sender. The model makes the measurement of communication an assumption. Some claim that is misleading because human communications are not mathematical in nature.
Claude Shannon's model was one of the first communication models to be proposed. In 1948, this was introduced. This paved the way for the numerous communication models we use today and significantly aided and improved communication in a variety of industries. Many following communication models can be thought of as descended from this paradigm. The diagram above helps one understand how communication works and highlights potential problems. According to Shannon's approach, the information source is often a human who uses a transmitter to deliver a message. Today, any device, including phones, computers, and other gadgets, could serve as this transmitter. Depending on the manner of communication, the signals that are delivered and received can differ. Any signals that can obstruct the transmission of the message are referenced in the NOISE box at the bottom. Once more, this would be based on the mode of communication. The object or person on the other side that receives is the receiver.
1. Sender: As the message's initiator, the sender is where communication begins. After having an idea, the sender encodes it so that the receiver may understand it. Encoding is the process by which the sender converts his verbal and nonverbal acts into a succession of ideas that he believes will convey the message to the intended recipient. Taking language translation as an illustration. The Shannon Weaver paradigm starts at the sender, also called the "information source". The information was first in their possession (or any other information source, such as an object, thing, or person). By choosing a message to transmit, a recipient for the message, and a channel via which to send the message, the information source starts the process. A message can be sent via a number of different techniques, such as body language, music, written communication, and spoken word. A sender could be someone reading a newscast on the evening news, for example. They will choose their lines and delivery before the newscast even begins.
2. Encoder (Transmission): Shannon Weaver's model uses the next level is the "encoder." The encoder is a thing (or a person) that transforms a thought into a form that can be sent from the sender to the receiver. The Shannon model was initially developed to explain how words are encoded using codes like binary digits or radio waves in communication channels like the phone and computers. The encoder, however, can also be a person who converts a thought into spoken, written, or sign language in order to communicate it to another individual. Examples: A phone might act as the encoder, transforming our voice into binary 1s and 0s before sending it over the phone lines (the channel). A radio station is another encode as it converts sound into waves. The information that the sender intends to convey is transported via a channel as the message is sent to the recipient. A channel connects the sender and receiver. A memo, a computer, a phone, a telegraph, or a television are a few examples of channels for communication. The communication situation determines which channel ought to be employed. For instance, a sealed letter or direct face 2 face conversation are more effective ways to handle confidential material than a phone call.
3. Channel: The next level in the Shannon Weaver model is the "channel." The communication channel is the system that moves information is transferred between the sender and transmitter and the decoder and receiver. Sometimes, this is also referred to as the "middle." Examples: An email is sent using the internet, often known as the world wide web. Cables and electrical lines are used as the communication medium for landline phones. When conversing with another person face-to-face, the only channel we may have is our voice, which sends sound waves from the speaker's mouth to the listener's ear.
4. Noise: The following alight the Shannon Weaver paradigm is "noise." Noise can interfere with an instruction as it is being transmitted from the transmitter to the recipient. It is so called because "noise" may make it difficult for us to understand a message. There are various kinds of noise, including internal and external noise.
Internal Noise happens when a message is encoded or decoded incorrectly by either the sender or the receiver. The two possible scenarios are as follows:
· when encoding (for instance, when a text message contains a misspelt word);
· the stage of deciphering.
When something External Noise (and not under the sender's or receiver's control) obstructs the communication, it is said to be external noise. Thus, there is ambient noise:
· In the transmission phase across the channel.
One of the primary aims for individuals who employs it approach is to determine the sources of noise and make an effort to eliminate them in order to raise the standard of the communication. people who experience headaches and find it difficult to concentrate, those with heavy accents, and those who stutter when speaking are all examples of individuals who experience internal noise.
Noise refers to any interference with the message. To avoid obstructing communication, Use a channel with no noise from the sender. Noise can appear at any point—at the transmitter, during transmission, or at the receiver.
5. Decoder: "Decoder" is the next step in the Shannon Weaver model. Decoding stands in stark contrast to encoding. With regard to telephone-based communication, Shannon and Weaver created this paradigm. Consequently, a device that can translate a message from binary numbers or waves back into a format that the recipient can understand is typically needed in this strategy. Decoding may still be required for face-to-face interactions without the use of technology. For example, you might need to comprehend (decode) the significance of a picture that was given to you. Reading written words out loud may also be necessary to transform them into something that makes sense in your thoughts. Examples of decoders include computers, which convert binary packets of 1s and 0s into pixels on a screen that represent words, telephones, which convert signals like waves or digits back into sounds, and mobile devices, which convert bits of data into readable (and audible) messages.
6. Receiver (Destination): The following stage in the Shannon Weaver paradigm is "receiver." The Shannon and Weaver model of technical communication's original conclusion was the receiver. The individual to the other end of the phone, the recipient of an email you send, a computerized electronic payment method that has been given payment using credit card information, etc. are all examples of receivers. The individual to whom the communication is sent is known as the receiver. The message's recipient needs to be ready to receive in order to decode it. Decoding is the process of converting the sender's symbol-encoded messages into understandable concepts. Only when the sender and the recipient assign the symbols that make up the message similar meanings can communication be regarded effective. For instance, a recipient who is familiar with technical jargon is necessary for a communication. 
7. Feedback: Feedback is a communication that the sender receives a response to the sender the sender receives a response. To make sure the has been conveyed properly encoded, transmitted, comprehension and decoding, feedback is required. It allows the sender to judge the impact a message of his, and make adjustments for future messages. Feedback also verifies whether communication-related behaviour changes in the individual or organisation have occurred. 

Definition of Integrated Marketing Communications
The American Association of Advertising Agencies (AAAA), defines it as “A concept of marketing communication planning that recognizes the added value of a comprehensive plan that evaluates the strategic roles of a variety of communication disciplines, e.g. general advertising, direct response, sales promotion and public relations – and combines these disciplines to provide clarity, consistency and maximum communication impact.” 
New Promotional Strategies Awareness of the Brand 
A brand awareness strategy aims to increase name recognition and familiarity in order to help potential customers remember the brand when it comes time to buy. Here are some strategies for creating brand recognition from beginning. Use a combination of these strategies to reach as many people as you can.
A. Establish a recognizable brand image: If you want to remain in prospective customers' minds customers, strong branding is crucial. Businesses may make sure that their target audience is aware of who they are and what they stand for by creating a distinctive and identifiable brand identity. Use of consistent images across all media is one of the finest strategies to develop a strong brand image. This entails using the same typefaces, colours, and logo across all of your materials, including your website and business cards. Your target audience will be able to recognise your branding more simply thanks to consistency. Creating a brand book is a terrific way to define your brand's aesthetic and visual identity.
B. Learn about your audience: Understanding the expectations of your target customers is essential to building brand awareness. In a highly competitive market, developing enduring relationships will help your brand succeed. How can you listen to your customers when you need to monitor so many platforms at once?
C. Local partnerships: Participating in local interactions is an excellent strategy for promoting our brand (this is tremendously important for local-oriented businesses, but can be applied for other businesses as well). Hold join intro seminars or festivals in collaboration with other neighbourhood businesses. Contribute to charitable causes and sponsor regional sports teams. Your brand will benefit greatly from being promoted at festivals and events.
D. Keep Consistency in Voice and Image: One of the best strategies for raising brand awareness is consistency. If a change is frequent and appears to have no purpose, people react adversely to it. While a deliberate rebranding is perfectly acceptable, you shouldn't repeatedly change your brand's appearance. In ten or fifty years, your target market must still be able to recognise your brand. Having a brand book to record your brand's visual identity and style is therefore always a wise option. 
Definition of Branding & Brand Equity 
The brand of a company helps it stand out from rival products. An identifying symbol, logo, name, slogan, voice, and tone are just a few examples of how a brand can be thought of as the personality of a firm. In the automotive, toy, food, and beverage industries, some of the most enduring and well-known brand names have been around for years, and some have been there for more than a century. Let's discuss how to develop a brand marketing plan now that we understand what a brand is. 
Strong brand equity is demonstrated by consumers' knowledge with the brand, preference for it over competitors, loyalty to and degree of connection with the brand. Strong brands can develop and expanding their company with the help of their devoted client base. Comparing brand awareness, brand loyalty, brand preference, and financial indicators yields a measure of brand equity. (PANDEY, 2021)
· Brand Awareness: Through surveys, focus groups, social listening technologies, and search and web traffic insights, brand awareness or how many people are aware of a brand is determined.
· Brand Loyalty: Utilizing data on purchasing behaviour, including time between purchases and repeat purchase patterns, brand loyalty is quantified. I discovered the list of brands with the highest levels of consumer loyalty, which includes some of the following names:
· Amazon- Online Shopping.
· Video streaming service Netflix.
· Streaming video on Amazon.
· Preference: Insights like purchase intent measurements and surveys are used to gauge preference.
· Financial Metrics: Sales growth brought on a brand marketing campaigns is measured financially.

Keller’s Brand Equity Model
[image: ]

The Customer Based Brand Equity Model is Keller's approach to brand value. Aaker focused more on the feelings a brand evokes, specifically the awareness of the brand, whereas Keller's reasoning was more customer-focused. He thought that having a great brand required developing the ideal brand image through excellent client interactions and experiences. Keller’s pyramid model consists of 4 levels: Let's go over each of the four stages individually. This will also help us comprehend the notion of brand equity better. (Frampton, 2020)
1. [image: ] Brand Identity – Who Are You? To begin, define about yourself. The response to that question can be expressed in the form of several aspects that serve to identify and differentiate the brand. We all are familiar with some of them, including brand names, URLs, logos, slogans, jingles, and packaging. When selecting brand elements, the following standards should be considered for each one: 



i. Memorable: Recognizable and recallable.
ii. Meaningful: Persuasive and descriptive.
iii. Likeable: Interesting, entertaining, and beautiful.
iv. Transferable: within product categories, between nations, and across numerous product categories.
v. Flexible and Adaptable.
vi. Competitively and legally protectable.
Brand identity develops as a result of ignorant potential customers. The brand needs to have a strong brand identity in this scenario to be successful and attract customers. We go into great length on brand identity in this essay. Additionally, we talked about the Brand identity prism, using Pepsi as an example. The brand equity foundation is salience, which gauges how knowledgeable people are about your brand as a whole. This is an essential first step in building customer brand equity because it will be difficult for individuals to have an opinion about your brand if they are not familiar with it. Once this has been determined, it is crucial that your awareness campaigns:
· Focus on the issues or pursuits that are important to them.
· Are positioned on a platform that they frequently use.
2. [image: ] Brand Meaning – What Are You? The second level of Keller's model is two parts: client action and visuals. Performance covers the actual characteristics and capabilities of our products and services. 


[image: ]If it falls short of what they expect, you run the risk of losing them for good. Because of this, authenticity is more than simply a fad when it comes to building customer-based brand equity. it is crucial to inspiring loyalty and developing long-term relationships. Consider your brand as a human; what kind of person would it be? Is it robust and resilient? Is it sophisticated and logical? Is it intriguing and quirky?  


3. Brand Response – What Am I Feeling or Thinking About You? Both judgement and feelings make up the third strand of the customer-based brand equity pyramid, which is similarly separated into two parts. Both of these have to do with how customers view our brand and any potential positive or bad consequences. First, views about What makes a brand judgmental. This could be good, for instance, if someone thinks our items are reliable or useful. Or it could be detrimental, such as someone believing they are too thrifty or ineffective. They nevertheless carry a lot of weight even if you don't agree with their analysis. Typically, a brand's evaluation is categorised into four groups:
· Quality - The real quality of the brand.
· Credibility - The standing of the brand.
· Relevance - The brand's applicability.
· Superiority: The brand's standing in comparison to rivals.
4. [image: ]Feeling Brand Response: Sentiments, which make up the second half of this equation, predictably encompass how customers feel about your brand. Keller's brand equity model proposes six coveted brand sentiments that companies should aim to achieve: 
a. Comfort.
b. [image: ]social acceptability


Even though not all of the emotions described here are relevant to your business, you should make sure that customers experience at least one of them as they interact with or reflect on it. connecting your brand to constructive ideas and sentiments is essential for creating brand equity based on customers because it promotes trust and forges a strong, enduring relationship between your company and its customers.
5. Brand Resonance – What about you and me? Finally, we achieve the 'Holy Grail' of client brand values resonance. All the customers are doing in addition to buying our items and spreading the word about our business. These are the client that recommend our company to others on our behalf. Even while it is undoubtedly the most difficult level to get, it has the most benefits. In Keller's model, resonance is classified into four categories:
· Behavior-Based Loyalty: The volume of business a customer brings in your brand is known as behavioural loyalty.
· Attitudinal Attachment: Attitudinal attachment is the adoration and kinship people have for your brand.
· Sense Of Community: The connection that customers have with other users of your brand is known as "sense of community."
· Active Engagement: Active engagement is the level of commitment consumers have to our brand even if they don't buy anything achieving resonance with clients is a difficult task, but there are many rewards that can you may wish to take into account to promote lifetime adherence with our audience:
· Promotions for clients.
· Reward.
· incentives on points
· Transient events
· Investor potential
Advantages of Brand Equity Models: 
A. Long-term client loyalty: This is by far brand equity's greatest benefit. Every business desires a base of devoted customers. There are numerous explanations behind that. For instance, devoted customers spread positive word-of-mouth about your brand equity and value, and consumers favour you more if you have a high brand presence and awareness. They are ferociously devoted and frequently evangelical as well.
B. Less Expensive to Keep Customers: Maintaining a brand involves a continuous process of consumer retention. When you design mass marketing efforts, it's one of the main Points of emphasis. While reading about the benefits and drawbacks of brand equity, keep in mind that this is what makes your company unique. However, prominent companies like Coca-Cola, PepsiCo, Mondelez, and Apple have demonstrated success in this area. These companies spend less money on customer retention since their first priority is to improve the customer experience. 
C. Increased Profit Margins: I came to the realisation that businesses depend on profits as I studied and investigated the benefits and drawbacks of brand equity. Their ultimate objective is to continuously provide improved customer service. There would be no business today without profits. Therefore, your business benefits from better and larger profit margins when it has a strong brand in the market.
D. Greater Lifetime Value of The Consumer: increased customer life You can earn a greater and longer client lifetime value if your brand equity is more robust, steady, and successful in the competitive market. Your customers will have more faith in your brand and its items because to this distinction. They will keep using every new product you release. time worth: This brand is so popular in India because of its longevity, first-rate customer care, and constant branding strategies. (Garg, 2021),


Disadvantages of Brand Equity Models:
A. Costly Development: The biggest disadvantage of brand equity models is the high cost, as it costs money and time to establish a brand, necessitating significant publicity and advertising expenditures on the part of firms. The Return on Brand Investment is routinely calculated by brand marketers because they like anticipating and defending the brand growth process.
B. Limited Flexibility in Quality: The brands' limited flexibility in terms of product and service quality results from their premium pricing for quality. Customers will only pay this inflated amount for the guaranteed quality. So, guys, no exceptions here!
CUSTOMER JOURNEY
Amazon is completely focused on its customers. Understanding the steps customers take during their customer journey may be highly illuminating for many brands. A customer journey map displays the entire timeline of a consumer's shopping experience. The map could be used by brands to broaden their target markets and develop a detailed plan for their brand narrative. The shopping process is represented by the customer journey from discovery to purchase (and beyond). Different customers will travel in different ways. Returning consumers might go straight to a brand's website, but viewers might see an ad on social media, get curious, and then visit the website. Additionally, a customer journey is not always linear: customers may go back and retrace their steps, zigzag to another touchpoint, or rush ahead to the conclusion. 
[image: ]5 STAGES OF CUSTOMERS JOURNEY:

The client buying process has been constantly improved since its inception. As a result, various models are currently being developed to attempt to describe the journey. There are various diagrams and graphs, including funnels, flow charts, five- and seven-step models, diagrams, and graphs, each with a unique viewpoint. Our overview emphasises the most well-liked design and provides direction for our business to improve the client experience at every level.
1) Awareness:  Knowing all of our customers and being capable communicate When they are on the appropriate channel, they have with them essential for raising customer understanding. The secret to optimizing this is research. 
2) Consideration: The trust that consumers have in marketing and commercial advertising is eroding. Instead, they rely on their friends' and family's opinions while making purchases. It's a great method to introduce our brand into the discussion of consideration if testimonials are prominently featured on your various channels. If you share your personal insight on how your organisation has benefited clients, they will regard our company as a legitimate organisation run by real people.
3) Purchase: This stage is also known as the deciding phase. The purchaser is considering their options, has contrasted your brand with the competitors, and is ready to make a purchase. Being as upfront and truthful about rates at this point is advantageous. The most common justification for cart abandonment is unexpected website fees. Two additional notable factors that can increase cart abandonment are the requirement for an account in order to make a transaction and an overly difficult checkout process.
4) Retention:  Customers want to be able to contact you as quickly as possible our business after completing a purchase in case they require assistance or direction. Avoid obscuring the firm phone number on the website only because it better serves your needs by making sure it is easy to find after a purchase. If you offer and encourage cross-platform contact via digital, social media, phone, and in-person, you'll have all the bases covered. It's also advantageous if your front-line employees make decisions quickly.
5) Advocacy: The use of advocacy techniques that are proactive in responding to criticism and ways to showcase achievements. If a negative review starts to gain traction on social media, are you quick enough to contact the customer, accurately analyse the situation, and resolve their issue? Is it conceivable, on the other hand, to proactively look for encouraging quotes from key influencers and thank customers for their loyalty to your brand? Finding reviews of your brand is the first stage, which can be done fast with a free tool like Google Alerts. Additionally, it's critical to maintain a close eye on your company's social media sites because it's increasingly common for customers to voice their complaints there.
CUSTOMER JOURNEY MAP:
A customer journey map serves as an example of the journey map for the client. The map includes all five "A's" that go into making of the journey map for the client: awareness,  asking, acting, and advocating. The journey begins with consciousness, or the instant potential customers learn about your company. At that time, brands have the opportunity to appeal or drive sales. The appeals are closely tied to the ask when individuals explore a brand and look for a solution to their difficulties. Additionally, consumers have the option of reading reviews, asking for recommendations online, or going actual stores to shop. The following step is for customers to make purchases. Different journey map formats can trace the path of present or potential clients. There are also varieties that take a close look at a representative travel into account. In order to understand the steps that customers may take before contacting customer support, customer service offerings can also create their own customer journey maps 	(Hong, 2015). 
Making enhancements to your customer-centric marketing strategy is one of the key reasons to take customer journey mapping into account. Whether early browsing or post-purchase reviews, the objective is to satisfy customer needs at every stage of their purchasing journeys. You can determine what aspects of your shopping process are not working or are confusing to customers by mapping out the process to identify their complaints or sticking places. Brands can use mapping to better understand their audiences and determine whether they align with their goals. You may have a thorough understanding of the shopping experience and be better able to predict the demands of new customers by mapping out the journeys of your present and future customers.
CRITICALLY ANALYSE OF AMAZON’S CUSTOMER JOURNEY MAP
A company can see its products and services from the perspective of its customers by using customer journey analysis. The totality of a customer's encounters an organisation or brand constitutes their journey. It is possible to map out that journey and then assess it comprehensively, providing businesses with the information they need to develop products and services that assist clients in meeting their goals as quickly and effectively as feasible. It can be difficult to piece together relevant data about a client experience across channels including online searching, contact centre interactions, in-person visits, and online purchases but it is crucial to understand how it works. Using sophisticated research, businesses may better comprehend the true needs of their experiences in a range of contexts and connect those experiences to business outcomes like a client propensity to become a Internet marketer of the business or product purchase rates. A comparable examination of employee experiences can enhance service quality. 
It can be useful to create simple lists of all possible touchpoints (interactions) for smaller products. This enables the design team to have a comprehensive understanding of where to focus their making an effort to improve clients' and users' experiences. The touchpoints can operate as the basis for customer journey mapping and a thorough comprehension of how "average users" or specific users engage with the brand, product, etc. In each of the three phases of the customer lifecycle awareness, evaluation, and post-purchase a brand and a customer come into contact at a customer touchpoint. It has a huge impact on how consumers perceive all products and services. These touchpoints can be digital or include customer relationship management. Identification of the customer journey's touch points is the first and most crucial stage in constructing a map. Businesses can manage customer expectations to produce a wonderful experience by understanding the touchpoints at different phases. Whether digital or analogue, each consumer connection point has value in and of itself, and the map makes it possible to gauge their experience and make adjustments along the route.
· Improve Client Retention - Understanding the customer touchpoints enables you to provide quick support, which increases their level of enjoyment. When customers are satisfied and Retention rates rise when people are content.
· Rise revenue – By efficiently mapping and utilising consumers' touch points, which can help cleint make hasty purchasing decisions, sales conversion can be increased.
· Promote Brand Loyalty - Client touch points should be carefully mapped out to promote brand loyalty among consumers. You can establish alliances by using online and offline channels like social media, event sponsorship, etc.
TOUCHPOINTS: -
Two-way Contact Centres are now a useful tool for sales professionals due to the latest epidemic and the inability of consumer meetings. The best service to handle these contacts is Amazon Connect, and using it gives you the chance to learn fresh business lessons. You may create a video contact centre to improve the customer experience and schedule outbound calls to customers thanks to Amazon Connect. With Amazon Connect, you have a special chance to collect information from these interactions and client touchpoints that will help you grow your company. With Amazon Connect, Call notes, sentiment analysis, recommendation engines, chatbots, and connection with customer relationship management systems are some examples of call technology search are just a few of the tools that can help sales managers. (Michael Wallner, 2021). 
"Customer Interactions" is another term for "Digital Touchpoints." This used to be as easy as chatting with customers in the store or assisting them at the register. Today, there are many channels via which customers can interact with your company, and it's critical to be present on each one. The issue is that you might not always be aware of when and where it is in the digital world. 70% of consumers who shop visit two to four websites before making a purchase, according to our yearly consumer survey. There is no guaranteed method to predict exactly how people will discover your products or what they'll do next because of the vast array of internet purchasing possibilities. Digital touchpoints take place at particular points in the funnel or buyer's journey. This involves three key stages both before and after the purchase:
· Awareness
· Consideration
· Purchase/decision
Additionally, two post-purchase phases that take into account long-term client connections can (and ought to) be included:
· Retention
· Loyalty/advocacy
A. AWARENESS DIGITAL TOUCHPOINTS: -
Customers might not be aware of your brand or their need for your product at this point. Their exposure to your name through online advertising and promotion helps them become more familiar with your business and its offerings. (Conant, Norgaard, & Bennis , TouchPoints: Creating Powerful Leadership amazon, 2011)
· Marketplaces and Online Portals for Shopping: - Marketplaces are extremely important in the buyer's journey, even before the actual purchase. 52% of US shoppers who are prepared to make a purchase today start their search on Amazon.com. Having a solid Amazon Advertising strategy in place is essential if you want to maximise visibility and get your products in front of as many purchase-ready consumers as you can. Consumers see and use sponsored brands, sponsored products, and sponsored product display ads frequently. 
· Advertisements on Search Engines: - In order to begin their search for products, 44% of buyers use a search engine. Paid search advertisements assist in ensuring that your listings are seen frequently and early by the appropriate customers. (Conant, Norgaard, & Bennis , TouchPoints: Creating Powerful Leadership amazon, 2011)
· Social Media Promotion: - TikTok and other social media platforms have a significant impact on consumer behaviour. According to our poll, 23% of consumers bought things they found on social media. These platforms provide you the chance to share the story behind your products while offering educational content or market data that might help you get clients more rapidly. Try sharing lifestyle pictures, giving advice, or talking about the launch of new lines.
· Ads Using Ideo Software: - Even when customers aren't in a conventional purchase situation, YouTube ads can direct viewer attention to recently released movies, new items, and other websites. You can more effectively target audiences and spread awareness of your items by combining ads with relevant video content (for example, hair product ads on cosmetics lessons).
· Suggestions from Peers: - More than any other medium, consumers rely on their friends and family for advice. Although they are also outside your control, peer recommendations are essential for spreading awareness to new audiences. Promote user-generated content (such as social media posts or unboxing videos) instead, and make all of your client content shareable. (Aib, 2021)
· Events Sponsored by The Business: - You may get your name in front of big audiences that might not otherwise interact with your company by sponsoring events like sporting competitions, awards ceremonies, concerts, and community gatherings. 
B. CONSIDERATION DIGITAL TOUCHPOINTS: -
Shoppers are further down the funnel but have not made a purchase at this point. This makes it essential to provide evidence points and comparisons to show why your brand or product is superior to others. (Conant, Norgaard, & Bennis , TouchPoints: Creating Powerful Leadership amazon, 2011)
· Emails Campaigns: - Engage potential Customers repeatedly to give them a taste of your brand. To attract new visitors at the beginning of their journey, first make email sign-up simple and obvious on your website. Then, test a range of message kinds, including educational, competitor-analysis, sales, and promotions.
· Leadership in Thought: - Content is in high demand today. Before making a purchasing decision, consumers have a need to educate themselves and obtain evidence of a brand's or product's reliability. Whitepapers, case studies, infographics, and other tools satiate this need.
· Listings on Markets: - Better marketplace content increases the likelihood that a listing will appear at the top of search results and persuade users to make a purchase.
In order to rank higher and proactively respond to questions from potential customers regarding your items (like "What's it made of?" or "How many come in a pack?," for example), make sure your titles, descriptions, bullet points, and photographs are of high quality. (Conant & Norgaard, Amazon, 2011)

C. DECISION DIGITAL TOUCHPOINTS: -
At the buying stage, more than just clicking the buy button occurs. Think about all the ways you can affect customers both during and right after the purchase.
· Customer Service Via Chat: - What responses are you giving to questions from customers? When customers need the last bit of assurance before making a purchase, website bots and chat assistance offer instant access to solutions.
· Consumer Reviews and Online Forums: - All ages of customers have the practise of reading reviews before making a purchase. In actuality, 49% of individuals place an equal amount of trust in internet evaluations and personal recommendations. By allowing customers to rate and review products after making a purchase via triggered email campaigns or app notifications, you can promote this crucial digital touchpoint.
· Point of Sale: - The final touchpoint to increase sales is the online shopping basket and purchase screen. The "You may also consider" and "Other goods we believe you'll appreciate" choices alert customers to related products and display your entire catalogue in case they decide to make a purchase later on.
· Shipment and Fulfilment: - Your order fulfilment experience will have a direct impact on client happiness, loyalty, and repeat business. If shipping is too expensive, customers may remove items from their shopping cart; if it is too slow, they may cancel their entire order. Automate your fulfilment to find quick, affordable solutions quickly and send each order to the most economical carrier.
D. RETENTION DIGITAL TOUCHPOINTS: -
Don't let brand-new clients leave too quickly. Utilize retention touchpoints after a purchase to encourage retention for potential repurchase and loyalty, such as:
· Customer Surveys: - Demonstrate your concern for the experience of new clients. After an online purchase is complete, you can either show a brief customer survey or send a follow-up survey asking about all the brand touchpoints the client encountered.
· Email Alerts: - With regular email newsletters that inform them of new items, industry news, current trends, etc., you can keep new members and customers interested long after they've made a purchase. After that, sprinkle links to pertinent products throughout the content to keep visitors coming back.
· Brand Applications: - When making subsequent purchases, returning customers benefit by registering an account (instead of checking out as a guest) and downloading your app. Offer features and perks that are exclusive to the app (such interactive maps and functionality) to entice users to download it and interact with it more.
E. LOYALTY DIGITAL TOUCHPOINTS: -
Not only do loyal customers frequent a business, but they also spread the word about it. These touchpoints encourage referrals for new business, which not only keeps customers interested but also restarts the cycle.
· Reward Systems: - Rewards and loyalty programmes have two advantages: Customers receive extra bonuses to make additional purchases, and you obtain insight into their shopping habits. Because of this, the majority of rewards programmes are free, and they let users show their brand devotion by taking into account future purchases and interactions.
· Congratulatory Emails: - By recognising your fans, you can thank your customers for their support. Send them emails that are automatically triggered on the anniversary of their first purchase or reward membership to show how much your company cherishes its most loyal customers.
· Referral Services: - Let your most ardent brand supporters handle your marketing efforts! Encourage consumers to recommend friends in exchange for a worthwhile incentive, such as a free gift, gift card, or sizable discount, which will enable you to find new audiences without having to do the research yourself.
[bookmark: _GoBack]At Amazon, a customer's journey begins in the comfort of their own home. They are well aware that at this website called amazon.com, they are someone's top priority. How has Amazon been able to provide its customers such a treasured sensation and what is its growth strategy? 
Recommendation new customer touchpoints that Amazon can adopt. 
One of the main reasons for Amazon's continued success is its ability to satisfy customers with its customer service. Amazon maintains high retention rates by presenting easier processes and providing rapid response to any issues that may emerge 70% of customers say they are satisfied with Amazon's customer service, and 43% of those polled thought that the company's prompt response to complaints and order issues was the finest part of their relationship with it. While only 29% of customers think that the company's shipping options are the best part of its customer care, 26% of customers appreciate Amazon's simple checkout experience. 
The best possible shopping experience is created by Amazon, the king of consumer centricity. Retailers and brands can benefit from this tactic by making sure that their content and advertising are necessary for this journey. By utilising advanced keyword targeting, this means creating product benefits and features that are responsive to user queries and maintaining content that is in accordance with those needs at that particular time. Businesses on Amazon should try personalised campaigns with specialised discounts and rewards in order to further enhance consumer experiences.  Customers are impressed by Amazon's sophisticated search engine and selection of high-quality product alternatives in addition to customer service. According to the report, 99% of customers are satisfied or very satisfied with Amazon's product selection, and 95% are satisfied or very satisfied with Amazon's search results' precision. By rapidly introducing users to high-quality goods that meet or exceed their expectations for product searches, Amazon speeds the purchasing process for customers.
CONCLUSION: -
A new technology that has emerged alongside the growth of the Internet is a study on online shopping. The survey focused on Amazon customers' satisfaction levels in several areas as well as site visitors' experiences. It is commendable that online retailers are using creative thinking to reach a growing number of customers. In an effort to serve as many clients as possible, they expanded their network as much as they could. However, according to consumer surveys, Amazon pleases the customer in terms of product quality. According to the aforementioned study, more over 84% of respondents engage in internet shopping, with only 16% doing so very sometimes due to the ongoing Covid-19 pandemic. Nearly 25% of those surveyed are open to paying for an Amazon Prime subscription. The respondents concur that they buy the things based on their needs. They also concurred that the current Covid-19 epidemic had significantly altered their requirements. About a quarter of the respondents believe they occasionally depend on the product reviews that are available, but due to the current Covid-19 outbreak, the respondents have not given the reviews much weight. According to the report, online card payments, digital wallets, and net banking are the three most popular methods of payment for online shopping. Due to the ongoing Covid19 pandemic, the responders desire to have contactless delivery of their products. The analysis also shows that all of the independent variables taken together account for 73.8% of the variation in consumer satisfaction that is currently being caused by the Covid-19 epidemic. Even with the current Covid-19 outbreak, Amazon is making sure that customers are happy with their purchasing experience. The factors that are the main cause of customer unhappiness are also being addressed by Amazon. The availability of trustworthy product information, the product delivery procedure, the after-sale support, and the refund process all need to be improved on by Amazon. 
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