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Chapter 1: Introduction
[bookmark: _Toc192611044]1.1 Research Background
Advertising has a vital role shaping the buying behavior of consumers by creating perceptions about a product, the attitude one has towards the product, and how that has an impression on purchase intentions. Advertising can increase brand awareness, increase brand loyalty, and as a result it leads to improved sales. It was found that attractive advertisements have a positive and significant impact on the coefficient of purchasing behaviour with the coefficient of β = 0.407, C.R = 9.216, p < 0.000. This implies that the customers buying behavior will increase when there is another advertisement with more attractive advertisement relating to the brand (Zhao et al., 2022). Advertising strategies are utilized in platforms like Amazon where they are used so assess the consumer's decision. Rich purchase intent data and powerful ad attribution allow for highly precise audience targeting and customization (DEP Marketing 2023). Nowadays, these various types of advertising strategies significantly influences consumer behavior and thus these are extremely important to be understood to optimize marketing strategies and improve customer engagement.
[bookmark: _Toc192611045]1.2 Research Rationale
This research is useful for Amazon since they can learn to adjust their advertising strategies to suit consumer needs as well as ethical considerations to the best extent. Amazon can improve the effectiveness of advertising by identifying how to make better targeting by knowing exactly how advertisements influence user behaviour. An example of such effectiveness is the report of Nadel (2021) showing that 30% of consumers have clicked on sponsored products related to an item on a product detail page indicates the effectiveness of such placements. Additionally, learning more on potential downside effects, such as the promotion of over consumption, will help Amazon formulate responsible advertising practices. This can also assist Amazon in providing better chances to enhance customer satisfaction and loyalty by having the ability to advertise that is optimized to customer’s needs and preferences. Hence these practices are likely to boost sales and provide a better brand name reputation as Amazon gains financially.
[bookmark: _Toc192611046]1.3 Research Aim
The main aim of the research is to investigate the main impact determining the Amazon
[bookmark: _Toc192611047]1.5 Research Objectives
· To determine the current advertising strategies implemented by Amazon 
· To investigate the opportunities and challenges of Amazon implementing advertising strategy regarding consumer buying behavior?
· To analyse the impact of Amazon advertising on consumer buying behaviour
[bookmark: _Toc192611048]1.6 Research Questions
· What are the current advertising strategies implemented by Amazon? 
· What are the opportunities and challenges of Amazon in implementing advertising regarding consumer buying behavior? 
· What is the impact of advertising on consumer buying behaviour?
[bookmark: _Toc192611049]Chapter 2: Literature Review
[bookmark: _Toc192611050]2.1 Understanding the Concept of Advertising
Advertising is a process of strategic communication in use by organizations for informing, influencing and reminding potential customers about the organization’s products, services or brands (Ervin et al., 2022). It is designed to persuade consumers by education, along with interest and action. Traditionally advertising had encompassed mediums such print, radio, and television. But with the introduction of the digital technology, it has changed as digital technology encompasses online platforms, social media and mobile applications which are now mainly used. The data analytics into modern advertising is useful in both relevance and effectiveness of promotional messages, as it can direct the targeting to specific audiences (Salhab, 2024). Increasingly, brands engage in personalized advertising to send personalized content that resonate to an individual’s preferences and behavior. Therefore, advertising has now become a multifaceted discipline that effectively integrates creativity with data-driven strategies to achieve marketing objectives.
[bookmark: _Toc192611051]2.2 Understanding Consumer Buying Behaviour
Consumer buying behavior mainly highlights the total processes of an individual while they make decisions to acquire or disengage a service or product. These processes include selecting, purchasing, using or discarding an item and there are types of consumers who made these decisions (Roy, and Datta, 2022). There are many factors that play a role on this behavior, for example, psychological factors (motivation, perception, belief), personal factors (age, work, life style), social influence (family, friends, social media) and norm of the culture. Marketers need to understand these factors because companies can predict the way that consumers will respond to various marketing strategies. One example is that the consumers are increasingly supporting brands that demonstrate social responsibilities with 39% of U.S. consumers are looking to be socially responsible in their buying habits (Joy, 2023). Understanding of Consumer buying behavior helps the business to create their marketing plans that suited the changing needs and wants of their clients.
[bookmark: _Toc192611052]2.3 The Current Advertising Strategies Implemented by Amazon
To increase its market presence and get more sales, Amazon takes comprehensive and data-driven advertising approach. Its strategy also involves integration of the platform with social media channels such as Tik Tok, Facebook, Instagram, and Snapchat to enable users to buy Amazon products in the apps without prior exit. In order to do so, Amazon has embarked on a project called "Project Handshake" targeting these user based platforms in order to increase Amazon’s reach (Zilber, 2024). Amazon also uses its rich data repository of first party data in the process of tailoring advertisements so as to make the promoted content more relevant. Moreover, adjusting advertising strategies to geographical specifics allows the company to amend product listings and promotions in order to resonate with local goods and elevate their exposure and the conversion rate. Amazon also has conducted pilot program, Native Commerce Advertising (NCA), which pays publishers for sending traffic to its site and putting product recommendations to drive traffic, without considering if purchase closes or not, expanding its advertising reach without increase clutter in search result ads.
[bookmark: _Toc192611053]2.4 The Opportunities and Challenges of Amazon in Advertising on Consumer Buying Behaviour
Amazon is navigating some excellent opportunities for advertising and also significant challenges in inducing-buying behavior among consumers. They have the opportunity to use the breadth of their first party data to personalize and target the advertisements, to increase customer engagement and conversion rates. Initiatives such as 'Project Handshake' allow Amazon to integrate with the current popular social media platforms, which helps them reach a broader audience from different consumer bases. Also, Amazon can ship it as per regional preferences, hence advertising strategies need to change accordingly to resonate with the local consumers and subsequently, this creates brand loyalty, along with more sales (YuriyBoykiv 2024). However there are also sets of challenges in making sure advertising does not result in over consumption or misleading consumers into buying unnecessary products. Also, the possibility of consumer fatigue because of too much advertising may lower perception of the brand. In addition, it is essential to preserve one’s ethical standards avoiding malpractice in advertisements to preserve trust among consumers and integrity of the brand (Antoniou, 2024).
[bookmark: _Toc192611054]2.5 Impact of Advertising on consumer buying behaviour
One of the essential impacts of advertising is enhanced brand awareness by improving publicity and acknowledgement among targeted markets. Advertising campaigns that are effective will transmit a brand’s values, offering, special selling proposition, so they are more memorable to consumers (Dwivedi et al., 2021). Amazon’s strategic advertising initiatives, such as linking its ads to social media platforms, as well as delivering personalized content are crucial examples that have helped strengthening its brand presence. It strengthens a connection with consumers, thus the reach of a broader effect, and brand recall and brand preference can be acquired. Brands can earn a high perception in the market if they consistently implement such practices and run with the right advertisements that are relevant to the users engagement.
[bookmark: _Toc192611055]2.6 Theoretical Analysis: AIDA framework 
Description and Justification for Choice
AIDA framework, consisting of Attention, Interest, Desire, and Action, is considered as well-established marketing model that is dedicatedly used to describe the stages a consumer goes through before making a stable purchase decision (Tristanto et al., 2021). It is particularly applicable in the area of advertising, as it aids marketers to organize their campaigns from developing awareness to conversion. This is a adequate framework for this research as it focuses on Amazon’s advertising strategies and consumers behaviour. The model provides an in depth analysis of how Amazon captures the consumer’s attention, keeping them interested, generating desire and leading them to finishing a purchase.
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Figure 1: AIDA framework
Source: (Tristanto et al., 2021)
This is mainly chosen because:
· Amazon’s highly targeted ads, personalized recommendations and strategic product placements have a great alignment with AIDA’ sequential approach.
· The framework serves to analyze how Amazon’s advertising influences one’s psychological stage before decision making.
· Because it is widely used in e-commerce, the AIDA model can be used to effectively explain Amazon’s use of data driven strategies for increasing consumer engagement and conversions (Lee, and Trim, 2022)
Advantages of the AIDA Framework
· Clear and Structured Approach
AIDA is a step by step process on how to create advertisements that lead consumers from awareness states to purchase states. This way of thinking helps businesses, such as Amazon, to create proper advertising campaigns (Tristanto et al., 2021).
· Enhances Consumer Engagement
Along with engaged product pictures, great write ups and web based customer reviews, Amazon makes interest and desire that significantly encourages shoppers to proceed to checkout.
· Data-Driven Optimization
Having this framework will allow marketers to evaluate the key performance indicators (KPIs) at every stage, doing so will optimize ad placement, the ad message and the targeting strategies.
· Supports Digital Marketing Strategies
Amazon can take advantage of AIDA in sponsored products, retargeting ads, and influencer partnerships to encourage consumers to take a smooth move through the buying journey.
Disadvantages of the AIDA Framework
· Lacks Consideration for Post-Purchase Engagement
While AIDA in itself gets customers to purchase, it does not factor in retention, loyalty, and consequent purchases, which play a significant role for Amazon’s long term success.
· Assumes a Linear Buying Process
Attention does not necessarily lead to Action in a modern consumer’s world. Product comparisons and delays in arriving at decision are also common in segments engaged in online shopping (Tristanto et al., 2021).
· Not Suitable for Complex Decision-Making
More often the research and deliberation is engaged with in higher value purchases like electronics or luxury goods, where an additional model like the Customer Journey Framework might be used.
· Fails to Address Emotional and Social Influences
AIDA addresses rational behavior, while there is also room for emotions, peer reviews, and social proof, factors that are essentially used in Amazon for its marketing
[bookmark: _Toc192611056]Chapter 3: Methodology
[bookmark: _Toc192611057]3.1 Research Onion
The research onion mainly outlines the stages of research methodology. It has six layers namely research philosophy, approach, strategy, choices, time horizon and techniques/procedures. The research is guided in making methodological decisions by each layer (Tengli, 2020). In this study, based on an interpretivist paradigm and an inductive approach acquire a qualitative strategy on Amazon’s advertising to understand how this impacts on consumer behavior. Through carefully developing the research onion, it guarantees a systematic research design that can match with objectives to provide valid and reliable results.
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Figure 1: Research onion
Source: (Seuring et al., 2021)
[bookmark: _Toc192611058]3.2 Types of Investigation
Primary Research 
Primary research includes methods like surveying, interviewing, and observing firsthand data and also it is also known as field study research. It gives a direct outline as to how consumers behave, what they prefer to see, how they respond to advertising ways (Kabir,2016). It is generally be time-consuming and costly approach, but it is specific and relevant. Primary data will be collected via a survey.
Secondary Research 
Data from published sources such as books, articles, market reports are used by to analyze existing data, this process is called secondary research. It contributes in giving the contextual background and confirming primary data findings (Kabir,2016). Although secondary research is cheaper and more time efficient, it may not be up to date or parallel to the study goals. In this research secondary research will be conducted via the literature review
[bookmark: _Toc192611059]3.3 Choices
Quantitative Research 
Quantitative research deals with numerical data as well as statistical analysis. It normally uses surveys, experiments or structured observations in order to measure out variables objectively (Rana et al., 2021). However, this method has a nice balance between generalizability and depth in consumer motivation.
Qualitative Research 
Qualitative research effectively evaluates human experience and behavior through the open access data collected from in depth interviews and focus groups (Lim, 2024). This helps obtain a more profound understanding of how consumers view Amazon’s advertising positions. This research is done qualitatively, while the approach is employed to investigate how the Amazon’s advertising affects consumer behavior beyond statistical data. It captures in-depth consumer perspective, emotion and reasoning on consumer decisions, which are richer than numerical data in understanding of advertising’s psychological and social impacts.
Mono Method Quantitative 
This research will include mono method quantitative and 10 survey questions will be developed for the research. Quantitative research with one single quantitative data collection technique, for instance surveys or experiments, is also known as mono method quantitative research. However, this approach is uniform and statistically reliable, it may miss out the complex consumer perceptions. In general, while it is used in studies where measurable trends and generalizable insights are needed rather than in depth consumer experiences.
[bookmark: _Toc192611060]3.4 Data collection and analysis
· Sample Size: there will be a survey of 50 customers of Amazon.
· Sample Type: The identified respondents may include both male and female consumers, employed or unemployed respondents.
3.5 Sampling Method: Cluster Sampling
Probability and Cluster Sampling Methods will be used in this Research. The validity of the research will be increased by probability sampling because it guarantees every consumer in the target population has an equal chance of selection. One key reason that cluster sampling has been used is that groupings of respondents are possible in terms of geographic location or shopping frequency or product preferences (Alvi, 2016). In contrast, this method deals with a more efficient selection of clusters rather than randomly sampling customers. The research can get a representative sample by using randomly selected clusters to minimize costs and time restrictions. Using these methods makes sure that the conclusions reached from the study about Amazon’s advertising effects match the way consumers act in various market segments.
[bookmark: _Toc192611061]3.6 Data Collection
This research will include mono method quantitative and 10 survey questions will be developed for the research along with that 50 customers of Amazon will be surveyed. There will be 10 questions which will be created through Google Forms and each respondent will be given 10 minutes. This research requires the application of the Mono Method Quantitative approach because it captures numerical data that can be used to measure the effect of Amazon’s advertising on the consumer buying behavior (MERDİN UYGUR, 2018). This method leads to objectivity, reliability and statistical accuracy in analyzing responses of consumers under change in advertising strategies. The research can also quantify through Amazon’s platform structured surveys or data analytics to measure key performance indicators (KPIs), such as click through rates, conversion rates and purchase patterns.
[bookmark: _Toc192611062]3.7 Data Analysis
The research will develop 10 survey questions for 50 customers of Amazon using which it will be easier to draw data driven conclusions on how does advertising affect consumer decision making and brand engagement, and this will be done in a quantitative way to ensure validity of the outcomes. The data will analyzed through quantitative data tools like Excel to create visual representations of the acquired data in order to effectively interpret it.  
[bookmark: _Toc192611063]3.8 Ethical Considerations
Informed consent and getting participants to willingly contribute to data are ethical aspects of this research. It is important to keep the data private when dealing with the insights of a consumer’s behavior during the purchase journey with Amazon. To achieve objectivity data collection and analysis need to avoid bias and manipulation. To avoid being liable for misleading interpretations, this research has to follow ethical advertising guidelines
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