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Executive Summary:

In this 215t century it can be said that the traditional marketing has become quite
obsolete, and organizations are now trying to improve their digital marketing initiatives.
In the simplest of the terms digital marketing can be described as the marketing
techniques that involve the use of digital tools like social media platforms, websites,
search engines etc., in order to generate brand or product awareness, e-WOM etc. It
has been suggested that compared to traditional marketing tools like print media,
digital marketing tools are much more effective in this current business dynamics
because of its relevancy and its ability to reach out to larger consumer groups
irrespective geographical boundaries. However, recent reports state that the
interaction between the consumers and the digital marketing initiative adopted by the
organizations are characterized by certain factors. These factors influence the way
through which individuals perceive the digital marketing initiative adopted by an
organization. For example, his includes consumer acceptance, satisfaction etc. There
are other factors associated with this perception as well such as the data privacy,
security issues etc. Value delivery, transparency, and ethical business practises are
the secrets to winning over consumer attitudes. Brands that respect privacy, provide
real value, and forge deep connections are likely to receive more favourable feedback.
Customers want brands to be honest and real, and they reward companies who put
these values first in their digital marketing plans. This particular study has been
conducted on the attitude of the consumers towards the digital marketing initiatives

adopted by the e-commerce retailer Amazon.

In the Introduction section a detailed description has been provided regarding
research background and rationale of the study where the importance of the research
has been discussed. Along with this the aims and objectives of the research has been
set in this section as well. Lastly, a brief outline has been presented of the research

structure.

In the Literature Review section, a brief analysis past conducted literature related to
the topic has been discussed in accordance with the research objective. Digital
marketing and its significance have been discussed in this section along with a
differentiating study on how traditional marketing is different from digital marketing and

how it adds value. The result indicates that in today’s business dynamics, traditional



marketing has become obsolete and digital marketing is now providing organizations

with an array of benefits like improved customer reach and engagement.

In the research methodology section, a brief account has been provided regarding
how the research has been conducted. The researcher has used interpretivism
research philosophy and a deductive research approach. Along with this an
exploratory research approach has been adopted. Along with this primary data

collection approach has been adopted.

In the recommendation section, proper strategies have been discussed that can be
used by Amazon in order to positively influence the consumer perception regarding
the digital marketing initiatives that they adopt. Followed by this a proper conclusion

for the study has been provided as well.
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Chapter 1: Introduction:

1.1 Research Background:

According to Wang, and Bu, (2022), the use of the digital marketing in the retail sector
is now becoming a very common practice around the world. The digital marketing of a
brand is the most convenient ways of promoting brilliant goods from different
companies and international brands through various social media sites, emails,
websites, different search engines, and also other online platforms to promote services
and goods and engage more numbers of customers. Many firms are using this digital
marketing tools to get hold of the modern markets and also get a huge boost and reach
in the social media. With this they will be able to reach to their target audiences and
make them aware of their existence. Also, the business companies like to engage to
their customers through different online platforms, which are important for digital
marketing. The digital marketing enhances the branding of the company, make more
recognition and is also very cost effective for the companies. The digital marketing is
much more flexible than the traditional marketing and provide more conversion rates

have more measurable results.

According to Chen, et al, (2022), the use of the digital marketing is especially very
important for the retail industry. Different retailing companies nowadays have directly
switched to the digital ways of marketing especially after the corona virus pandemic,
which had forced the entire world to go for isolation and seclusion and in this time, the
use of online websites, different social media platforms become active for attracting
customers. Most of the giant retailing brands like Amazon, eBay, tried to get ideas
about what their customers are thinking and what they like to shop. Based on these
they made quality products which attracted thousands of customers and kept them
relevant in market. The digital marketing tactics is more influencing than the traditional
way of marketing as this is more cost effective and through these the customers can
directly engaged with the support assistance. Again, the ROls are minimal in case of

traditional marketing.

The global e retailing brand Amazon is using the digital marketing tool quite efficiently
and 99 percent of their customers are happy with their services. Through the years,
Amazon has crafted their digital marketing tactics with lot of care. They have spent a
lot of money for the sake of advertising for their brands across the world which has

helped to get more brand awareness and recognition. Their customer care service is



also equally good and they promptly try to solve customers’ problems (Ponzoa, and
Erdmann, 2021). The global ecommerce site Amazon takes valuable action for the
making their online marketing strategy to go sky high through the use of off -site
advertisements which is useful to drive more profits, ROIs and traffic in their system.
The company has always provided mor focus on whatever their customers are thinking
about their brand value and recognition on the social media apps. For this they have
spent a lot of money for just on their customer care support to boost the sales and to
get touch with them. After the purchase of any good, the company always sends a
quick form, and asks the customers to fill it up which will be crucial for them to
understand the market relevance of them and get to know if the customers are having
any issue with the company (Denga, et al, 2022). If there is such issues quick action
is being taken on the company’s behalf. All these qualities have satisfied the

customers and enabled them for a better shopping experience.

1.2 Rationale of the study:

The rationale is considered to be a set of logic for a particular course of the action and
the belief of the person who is conducting the project. Through the rationale of the
research, the researchers provide justification for the action they are taken for the topic
or why they have chosen this specific topic for research purpose at the first place. The
rationale of a research states the following reasons for the give a focus on the topic
what is being taken. According to Rakshit, et al, (2021), the research rationale also
gives the importance of the study and what type of research gaps are there. For
instance, here, the researcher has provided an elaborate idea about the importance
of the digital marketing in the modern society, their importance for engaging more
customers to a company, their difference with the traditional marketing system, the use

of the retailing companies like the giant e retail companies like Amazon or eBay, etc.

The study particularly focuses on the attitudes of the customers on the digital
marketing initiatives being taken by the e retiling company Amazon and how they are
going to improve their sales through this in the future. The importance of this type of
dissertation is immense as with this study, the researchers will be able to understand
the ongoing trends on digital marketing in the globe, what type of action can be taken
for this in the future, and even how the government bodies may help to revive their

country’s economy through this (Madjid, 2021).



1.3 Aims and Objectives:

1.3.1 Research Aim:

The major aim of the study is to make proper analysis of the digital marketing
technology for the e retailing brands, taking the example of the online retailing giant
Amazon. The study will focus on the significance of digital marketing, its difference
from the traditional tools of marketing and how tactfully, Amazon is handling digital

marketing initiatives.

1.3.2 Research Objectives:

The key objectives of the study are —

e To assess the significance of digital marketing activities for a brand

e To study the differences between the traditional and the digital marketing
initiatives

e To find out the attitude of the consumers towards digital marketing initiatives of

Amazon

1.4 Research Questions:
The research questions provide idea on the different points that are to be discussed

in a dissertation. Here, the research questions are mentioned below —

e What ids the significance of digital marketing activities for a brand?

e What are the differences between the traditional and the digital marketing
initiatives in companies?

e What is the attitude of the consumers towards digital marketing initiatives of

Amazon?

1.5 Problem statement of the research:

The problem statement of a research is a primary description of the issues that is to
be addressed within the dissertation. The researchers are there to address the
problem statements within the research and then try to improve the quality of the
project by working to improve the conditions. The problem statement provides solution
after identifying the research gap and the aims and objectives mentioned in the

dissertation.

According to Akhrorova, (2021), the problem statement tries to solve the problem by

trying to get more data for why the problem has arisen on the first place and provides



proposal for removing it. Here, the researcher is doing the research on the use and
significance of the digital marketing especially in case of retails. The digital type of
marketing is very different than the traditional way of marketing and have both positive

and negative sides of it.

This study is primarily for the investigation on the benefits of the digital marketing tools
for a company, how the digital marketing can improve the sales and profits than
traditional marketing, what would be its relevance for the retail companies, especially
for Amazons and how the customers are reacting for the modern digital marketing
initiatives taken up by Amazon (Lammenett, 2021). The researchers will try to find out

more on the future initiatives being taken by Amazon through digital advertisements.

1.6 Structure of the research project:
The researchers here have to execute the project with the help of following chapters

those are mentioned below, one after another —
Chapter 1: Introduction

The introduction is the chapter hat provides a suitable background on the study, the
research problem statements, aims and objectives of the study, and the rational of the

project.
Chapter 2: Literature review

The second chapter is the literature review of the project that provides the major goals
that can analyse the three themes of the research. This brings out the point of view of

the researcher.
Chapter 3: Methodology

This chapter discusses the different research devices and tools that can accumulate
all the accurate data safely and then finally help to execute those data in the project
work (Mahuika, and Mahuika, 2020).

Chapter 4: Data analysis

This chapter analyse and carefully evaluate al the data those are collected through the
methodology. The data are analysed with the random sampling method and connect

them with the aims and objectives of the project.



Chapter 5: Result and discussion

This chapter discusses all the findings of the data analysis by noting them down and

finally do a proper discussion of the data.
Chapter 6: Conclusion and recommendation

The last chapter discusses all the major points to conclude the project and later tries

to add some recommendation if it is required.

Chapter 2: Literature Review:

2.1 Introduction:

With the increase in the introduction of digital tools and technologies, digital marketing
has become one of the most effective and efficient ways to advertise and market the
products of a brand (Chaffey and Ellis-Chadwick, 2019). In terms of definition, digital
marketing means the strategic use of digital channels such as social media
applications, websites, emails and other forms of digital tools in order to promote
goods and services. Researchers have stated that it includes a number of online
tactics such as engaging with the target market, improving brand or product visibility,
sales conversion etc. This can be done by implementing a number of practices like
digital content creation, search engine optimization, social media management, data
analytics etc., which help brands to improve their online presence and generate
measurable results (Barbosa et al., 2022). Modern researchers are stating that
compared to traditional approach, digital marketing helps brands to use the digital tools
in order to imply real time marketing strategies which helps in achieving the marketing
goals. The following literature review tends to put forward an in-depth and accurate
discussion and analysis of what digital marketing actually is. The report discusses
about the significance of digital marketing and how it can be used to influence the
customer behaviour and brand awareness. It also includes research on how digital

marketing strategies can be used by the brands to support their brand performance.

Along with this a minute comparison between the traditional and digital way of
marketing has been done which can help the readers to capture a clear picture of the
present and previous ways of marketing and their personal advantages and



disadvantages. The report also explains the latest marketing models associated with
the present digital marketing strategies, e.g., the 7P's of Internet Marketing and the
Marketing Communication mix model. Lastly, how the present customer bases views

these digital marketing strategies are also discussed in the report.

2.2 Digital Marketing and its significance:

In the opinion of Desai, et al. (2019), digital marketing can be defined as the marketing
strategy in which any digital tools or electronic devices are being used by the marketing
individuals in order to convey offers, discounts, promotional texts and evaluates the
outcomes by analysing the customer journey. In a brief, digital marketing specifically
refers to the promotional campaigns which can be seen on a computer, mobile phone,
tablet, laptop, or any other electronic device. A digital marketing can be in various
forms such short or long videos, short ads, search engine marketing, paid
advertisements on social media platforms and even posts on social media. According
to reports, over 3/4" of the total American population goes online on a regular basis.
Among them, more than 40% people go online more than once and around 26% of
them remains ‘online’ always (Bala and Verma, 2018). These figures can go up more
in case of mobile phone users. Therefore, it can be seen that digital marketing can be
proven to be very much effective if done properly. A digital marketing strategy can help
a brand to leverage on various digital mediums, for instance, social media platforms,
pay per click, search engine optimization and even email marketing. Therefore, it is a
great strategy to provide excellent customer experience, attract more customers and

improve the brand image.

Digital marketing is significant because of many reasons. Although any marketing
strategy or method can be used to bring positive results for the brand. But digital
marketing has turned into a very essential marketing strategies because of its easy
accessibility digital mediums. As opined by Saura (2021), in April of the year 2022
more than 5 billion individuals were using internet throughout the world. Therefore, it
can be said that digital marketing has increased the ability of the business
organizations to reach out to global audience. In a sense it has helped businesses to
break barriers like geographical borders and has made it possible for them to expand
and operate in foreign markets. Another importance of digital marketing is that it can
be used easily. From social media platforms to mobile text messages, there are

various ways through which one will be able to communicate with their target customer



base. Moreover, a brand will also be able to handle their customer complaints through
digital channels. Thus, maximum customer satisfaction can also be achieved. Digital
marketing also has a lower setup cost and has the highest return on investment (ROI)
(Veleva, et al., 2020). Some researchers have pointed out the fact that compared to
traditional marketing tactics, digital marketing initiatives are much more cost-effective.
In a study produced by Netscape India in 2023 it has been seen that digital marketing
initiatives like content marketing is 62% less costly than traditional marketing tactics
but is able to generate 3 times more lead (Tabuena et al., 2022). Similarly, email
marketing has also become one of the most popular digital marketing tools because
of the ROI it provides. AlImost 69% of the marketing executives around the world are
using e-mail marketing. Thus, it can also be seen as one of the most cost-effective
marketing strategies which can be used by the small business owners. Thus, it can be
seen that digital marketing is one of the most advantageous and effective marketing

strategies which can be currently used.

2.3 Consumer attitude and brand awareness:

Studies indicate that through influencing perceptions and actions, consumer attitudes
affect brand awareness. Brand recall and recognition are improved by positive
attitudes towards a brand that are created through experiences and emotions.
Favourable attitudes frequently result in increased involvement, sharing, and
advocacy, boosting brand visibility on social media and through word-of-mouth
(Pratama et al., 2023). Negative attitudes, on the other hand, might hurt brand memory
and turn off potential buyers. Effective marketing tactics foster favourable associations
and increase brand awareness by aligning with desirable attitudes. The degree to
which a brand stays top-of-mind and resonates with its target audience is therefore
influenced by consumer attitudes, which act as a vital link between brand awareness
and consumer behaviour. With the increase in the use of mobile phones and social
media platforms, people are becoming more adhered to their phones. As a result, they
are spending more time on their mobile phones. Digital marketing takes the advantage
of this. Eventually after the COvid-19 pandemic, people have become more inclined
towards online shopping platforms (Kingsnorth, 2022). Therefore nowadays, people
always search the products they need on the internet. Thus, digital marketing can be
said to be relevant to the customer preferences as they are being able to become

aware of the new offers, discounts, and promotional campaigns of different brands



through the internet. Customers also tend to become more inclined towards the ads
which provide value such as educate them on a particular topic or deals. Brands must
also make sure that no false information is being shared and promoted through the
digital ads. Or else it may result in negative outcomes for the brand (Olson, et al.,
2021). Lastly, the digital ads must be interactive which means that it can be enjoyed
by the consumers. As a result of this, the customers will feel more engaged, and the

conversion rates can be increased.

Brand awareness can also be boosted through digital marketing methods. A brand
should be consistent with their digital marketing strategies. They must post ads on a
daily or weekly basis, otherwise their ads will not be able to generate much
engagement with the customers. The brands must also make themselves at more than
one social media channels which will enable them to establish communication with the
customers at more than one point. In the opinion of Akmaljon, et al. (2022), the quality
of the content is also a highly important factor which helps to determine the
effectiveness of the digital marketing. Through these methods, brand awareness can

be increased with the help of digital marketing strategies.

2.4 How digital marketing initiatives can help the brands:

As opined by Chaffey, et al. (2022), digital marketing is one of the most effective
marketing strategies for a brand at the present time. Through digital marketing, a brand
will be able to reach millions of people over a very short period of time. As a result,
their brand awareness will increase at a higher rate. Through digital marketing
strategies brands will also be able to advertise at a global scale. Moreover, digital
marketing is a less costly marketing strategy when compared to other marketing
strategies. With just a small amount of investment, brands will be able to scale their

ads globally and reach out to the global customers (Minculete and Olar, 2018).

Through this, the brands will be able to communicate more effectively with the
customers and make the advertisements more engaging for the customers. Thus, the
customers will become more inclined towards the brand and its products. Thus, more
and more customers will be attracted, and the customer base will increase at a
constant speed. Digital marketing also allows room for the brands to personalise and
customise their ads for specific customer bases. Thus, the brands can make different
ads for different people according to their wants and preferences. As a result, people



feel more engaged and valued. This also increases the conversion rates of the ads
and makes them more effective. Another huge benefit of the digital marketing is that
the data and information gathered through it can be used in the future marketing

campaigns and strategies (Ayesha, et al., 2022).

By analysing the effectiveness or performance of an online advertisement, a brand will
be able to detect whether any similar campaigns will be beneficial for the brand in the
future and what changes can be done to improve the performance of theory digital
marketing strategy furthermore. According to Peter, et al. (2021), digital marketing ads
can also be tweaked at any given time by looking at their effectiveness and
performance. This makes them a more flexible option than compared to the other
marketing campaigns and strategies present out there within the market. Thus, it can
be said that digital marketing has proved to be one of the most effective and beneficial
marketing practice that can be used by present business organizations to promote
their products and services. By broadening their reach, enticing target audiences with
tailored content, improving exposure across many online platforms, boosting website
traffic, encouraging customer loyalty, and enabling real-time performance monitoring,
digital marketing strategies can strengthen companies. These initiatives promote
brand awareness, consumer engagements, and eventually boost conversions and

business expansion.

2.5 Evolution of marketing:

Evolution is evident from the start of mankind, and it is an inevitable thing. Same goes
the case for marketing. Marketing has undergone a lot of evaluation and processing
before currently becoming what it is at present. As opined by Fuciu, et al. (2018),
Marketing has been the evidence dramatic transformation for hundreds of years.
Although marketing might currently seem to be all about social media and digital tools,
it initially began as a specific subject which went through various periods of
development. The Product Orientation Era (1800s — 1920s), involved a tunnelled focus
on mass production. In this stage, companies observed that customers tend to be
more inclined towards easily available and cheap products. Therefore, they focused
on increasing their output (Perevozova, et al., 2020).

At that time marketing meant to provide low priced products. The Sales Orientation

Era (920s — 1940s) came next. Here, companies focused on marketing as all



companies have started mass production. Thus, companies started to advertise their
products through radio, television and newspapers to showcase them differently from
their competitors. Then came the Marketing Orientation Era (1940s — 1970s), in which
companies understood that it is equally important to focus on the demands of their
customers. This was the era in which the true idea of marketing emerged. Companies
in this era tried to understand the customer needs and then classify their products as
per the needs of their customers (Morewedge, et al., 2021). The next era was known
as Societal Orientation (1970s — Present). In this stage societal orientation came into
being. Now companies focused on customer needs as well as they also focused on
the welfare of the environment. Thus, companies just didn't produce top quality

products, they also made sure that the nature is kept safe and secured.

And eventually came Digital marketing (1990s — Present), where the whole world saw
a change in the marketing dynamics. At that time, brands were not able to build their
promotional campaigns by using traditional methods as they reached their limits and
were not able to generate any leads furthermore. Thus, digital marketing came into
being. As more than half of the people across the globe goes online on a daily basis,
there is no better place to other than social media platforms and other digital channels
(Ferrell, et al., 2021).

2.6 Differences between traditional and digital way of marketing:

The traditional technique of marketing is being utilized by the firms to create a demand
for their items and it is being broadcasted through different channels like through
billboards, radio, TV, newspaper ads, etc. In case of Traditional marketing there are 4
stages which are awareness, desire, and decisions. On the other hand, a much more
fresh and modern way is digital marketing. Through online medium items are being
sold. Through different social platforms like YouTube, Facebook, Google, Instagram,
etc the items are being advertised and promotion takes place (Katsikeas, et al., 2020).
In case of Digital marketing there are 4 stages which are conversation, sequels,
content and planning. Through various ways traditional marketing can take place and
those are mentioned here. Firstly, through printing marketing where via pamphlets,
magazines, newspaper, journals and insertions promotion is being done locally.
Secondly, outdoor marketing is also performed by assistance of various billboards etc
because it has good impact over the consumer bases. Various SMS services are also

being provided for marketing purposes. According to Babrak, et al., (2019) Under



traditional marketing as well referral is included. For digital marketing there are various
ways as well like SEO, where the websites are optimized in such a way. There are
also other examples such as content marketing, Inbound marketing, social media

marketing, pay per click, affiliate marketing, email marketing, and online PR etc.

For traditional marketing promotion is being carried through various mediums like
Telephone, TV, banner, door to door, broadcast, sponsorship etc. Through various
other mediums the firms perform digital marketing, and it is being carried through by
PPC, Sem, SEO etc. Costing in case of traditional marketing is a huge which is
required for this kind of marketing to reach to the target audience (Childers, 2021). On
the other hand, when the case of digital marketing comes the costing is very much
lower in that case. For formation of a brand this style of marketing is a bit old fashioned
that would not be that much effective in nature. According to Munsch, (2021) In order
to promote and construct a brand successfully the firms require high level of efficiency
that can be provided by digital marketing. Traditional marketing is not that easy to
analyse properly and their effect. But in the case of digital marketing the scenarios are
completely different as they can be analysed properly by assistance of various
analytical tools. According to Kotler, et al (2021) In the case of traditional marketing
the return on investment cannot be predicated and if the predictions are made
achieving them is a difficult measure. But digital marketing makes it easy to analyse
the effects and the return on investment as well. Once an advertisement is being
posted any kind of changes or alterations cannot be performed. But for digital
marketing this case is not true because changes can be made accordingly, and editing
can be performed. Printing ads, sponsorship, broadcast, banner ads, radio, TV
advertisements are an example of traditional marketing (Rangaswamy, et al., 2020).
On the other hand, under digital marketing there is PPC, SEO, web design, email
marketing, social media marketing, content marketing, etc. For the consumer bases
there is no way in which it can be avoided but in the case of digital marketing things
are completely different because it is up to the consumers whether they would watch
the ad or not according to their requirements. The reach in the case of traditional
marketing is lower and it is extent to local areas but for digital marketing the scope is
wider in nature. According to Melovic, et al., (2020) the consumer’s bases are targeted
in a standardized manner and in the case of digital marketing the targeting of the

consumer is dependent upon the consumer’s type. For traditional marketing results



can get delayed and analysing them properly requires time but digital marketing
provides faster results and so in this case analysis if the results can be done in a better
way. For getting results various strategies are needed to be formed as the results
cannot be analysed instantly (Lépez Garcia, et al., 2019). The strategies can be
altered in a fast way as they are flexible and based in the results it can be operated.
Here one way communication makes the procedure more complex and for the digital

marketing it is two-way communications which satisfies the consumer bases more.

2.7 7P's of Internet Marketing and Marketing Communication mix model:

For marketing mix there are 7Ps those are price, place, product, process, physical
evidence, product and people and there are explained here as follows. The first
element is the products or service where design, packaging, features, quality and for
effective marketing is the main aspect. In order to understand regarding the
requirements and manufacture products accordingly. The costing of the goods comes
under price. For better profit margins the pricing the goods must be suitable (Kwan,
2023). The buying patterns can be influenced the firm if the organization properly gives
price to some products and also their various strategies like discounts can be proved
to be effective in improving the firm’s overall profitability. The distribution channels
come under place. By this the products must be sold through different channels and
can make their product easily assessable to the buyer’s bases. In order to gather more
buyers towards the brand promotion is an important element and for that reason
various strategies are being formed. According to Ho, (2022) sales promotion,
advertising and different other strategies are used by the firm for getting effective
results. Under people there are all stakeholders of the organization which consists of
buyers, workers etc. The stakeholders must have a good overall experience as it is
very much important for the organizations. Over it the satisfaction level of the
consumers is dependent. Under this P the items that is manufacture is delivered to the
consumers by following a convenient procedure is explained here. For getting better
result streamlining this procedure is very much crucial. Under physical evidence the
aspects like branding, packaging etc are present. In order to get competitive
advantage, the firm must properly ensure regarding the firm’s tangible asset, and it
should be according to preference of consumer (Altay, et al., 2022).

In promotion of products marketing communication mix is being utilized were there are

set of tools that is being utilized for promotion. Here are the elements of marketing



communication mix. The advertising is done through different moods like radio, TV etc
the buyers are getting the information regarding the products. Public relation is such
a procedure which assists the firm in communicating the items to the target audience.
Broadcasting is a common type of advertising which is very effective in nature.
Advertising is a crucial aspect for the leaders as it makes the firm competitive and the
consumer bases gets attract by advertising. Under sales promotion there are various
aspects included that are discounts, rebates, coupons etc. Discounts and other
aspects increase the probability of the buyers to buy the item. The distributors are
provided with other benefits for promoting the items more. For increasing the overall
sales this marketing tool is being utilized. Personal selling is a traditional methodology
which the buyers are being told about the various benefits. As stated by Barusman,
(2019) through this technique the consumer can be easily converted and increase the
sales. Various people can perform personal selling by salesman plays a major role in
this. By public relation the brands are promoted in a better way, and it assist to boost
the sales. Public relation is a crucial aspect of communication mix. To create a good
image of the overall firm various social activities are performed. By assistance of
technology the firms promote their items to the consumers through different mediums
like faxes, phones, and emails. Digital advertising is so impactful that even small
business can get benefits because of it. Digital marketing assists the firm in improving

the bond with the consumers.

2.8 Attitude of customers towards digital marketing:

Because of internet different kinds of knowledge can be easily collected. As people
have begun to socialize in online mediums and it would lead to digital marketing and
its rise. Different social media platforms are becoming more famous because of this.
According to Thomas, (2022) in order to reach larger audience, group the firms can
use various platforms to reach their goods to the ultimate consumer. As people
communicate with each other through social media it has become easier to reach to
them through this route. Information can be distributed easily through internet. As
different information is available to the consumers the decision making related to

purchasing can easily be conducted.

Through the marketing campaigns the consumers are provided with the required bit of
information which the consumers require for buying any item. Consumers are

provided information through viral marketing programs.



The marketing messages are taken positively only when the knowledge is important
to the consumers. Regarding the current items different information are being provided
to the buyers. The word ‘attitude’ consists of various aspects that can be emotional,
behavioural etc. Regarding one aspect the level of knowledge and sentiments together
constitute as attitude (Graham, 2020). He consumer can take decision regarding an
item based on its features. And to get proper information regarding this digital
marketing plays a huge role. The preferences are important while performing
marketing. The buyers perform decisions based on their requirements. The
preferences are sometimes not properly understood by the marketers. The attitudes
towards the items are based on the features. The buyers are provided with this
information easily through the online mediums that helps to improve the sales as it
creates better understanding. The attitude of the buyers must be understood properly
and then actions must be taken. According to Al-Azzam, (2021) through digital
marketing the buyers are shown the advertisement which is they require. The
engagement of consumers is enhanced under digital marketing but as some buyers
doesn’t prefer online purchasing through these modes because of privacy related
problem; digital marketing doesn’t get the required result. The advertisement done
digitally is not entirely believed by the consumers as it does not show proper
information related to quality and quantity (Low, et al., 2020). The online medium is
more advance and various kinds of similar goods can be easily compared and can be
ordered conveniently compared to traditional marketing. It also consists to larger
number of varieties. Majority of the consumers are now more convenient with digital
marketing compared to traditional marketing. The sources are limited for traditional
marketing but in case of digital marketing it is large, and it can be easily done
(Alghizzawi, 2019). The consumer bases are satisfied because digital marketing has
two ay communications which is helpful. On the type of user, the digital marketing is
dependent. So, it is quite convenient for the consumers and generally the opinions
regarding digital marketing are positive because of their effectiveness.

2.9 Literature Gap

In this 218t century it has been seen that the overall consumer perception regarding
digital marketing initiatives is positive. This is mainly because of the factors associated
with digital marketing like convenience, personalized content along with accessibility.

A large number of studies have been conducted that shows how each of these factors



contribute towards this rising preference for digital marketing activities. Many studies
have been conducted that has identified the potential issues with the digital marketing
activities as well. For example, many researchers have voiced their concern regarding
privacy and data security of the customers. Along with this some have also highlighted
the issue regarding information overload. However, a limited number of studies have
been conducted regarding the consumer perception towards digital marketing
initiatives adopted by large-scale e-commerce retailers like Amazon Inc. This study

tries to bridge this existing gap in the literature.

2.10 Conceptual framework

Consumer
Acceptance
Consumer
Satisfaction
Consumer - Online
- - - -
Perception Advertising

Figure 1: Research Framework

From the above conceptual framework, it can be seen that there are a number of
factors associated with consumer perception which influences their views regarding
digital marketing initiatives. It can be seen that the consumer perception regarding
digital marketing or online advertising is greatly dependent on two different factors like
consumer acceptance and consumer satisfaction. This heavily influences the outlook
of the consumers regarding the digital marketing initiatives adopted by organizations

irrespective the sector they operate in.



Chapter 3: Research Methodology:

3.1 Research Onion:

According to Pandey, and Pandey, (2021), the research onion model is the basic
outline of any project work and after going through the entire onion research model,
the researchers try to improve their basic tactics of how they will execute the project.
The research onion model is the first part of the methodology and the researchers
have to obey all of its rules to conduct an authentic and scientifically inclined study. It
is the researches , if they try to fulfil all of the steps of the research onion model, their
project will be complete within the given deadline, without any human errors and even
with a very limited research materials. The research onion model was first introduced
by the scientist trio, Saunders, Lewis and Thornhill and all of them tried to build a
comprehensive model or tool for research which will help the scholars and students,
all alike, to improve their understanding of the project, correct their suitable
approaches, check their mistakes and execute a better work. This model here has

helped to get ideas about the attitudes of the consumers on Amazon digital marketing.

3.2 Research Philosophy:

The research philosophy is based on the assumptions of the researchers, their
knowledge and also on the nature of the study. The philosophy of research based on
the particular methods on developing knowledge and provides an idea about the
thought and perspectives of the researchers and how exactly new knowledge on the
particular topic can be derived. This is the base on the research that particularly
involves the formulation of the issue, the suitable choice of research strategy, data
collection, analysis, processing, and finally implementation of those data. Here, the
researcher has used the positivism type of research philosophy which is important for
getting valuable knowledge on the primary type of data that has been used here
(Mishra, and Alok, 2022). The major benefit of the positivism type of data is that the
researchers will be able to get huge amount of data even in a small number of times
plus, this has helped the researchers to get more authentic data than the interpretivism
method. The positivism type of philosophy has helped to unearth the importance of

amazon digital marketing from the perspectives of the customers.

3.3 Research Approach:
The approach is the method that is selected by the researcher to readily, collect, the

data those are important, do a proper data analysation, and finally interpret the data



based on the particular approach headed by the researcher. The approach shows the
nature of the research problem that is being addressed., The approach of the research
provides more authenticity and legitimacy to the findings for a project and see if these
data re more scientifically legitimate to be used in the given topic. The researcher here
has used the deductive type of research approach which is important for decoding the
primary type of data (Snyder, 2019). The deductive type of research approach tries to
find the most authentic primary data by getting the opportunities to see the relations
between the different variables and concepts these are related to the cause and effects
of the research. The deductive research approach here has tried to get new theories
from the specific data on how the customers think on the digital marketing tactics
taken by Amazon and the deductive study important because as the data here are true

for 100%, the conclusion is also true.

3.4 Research Design:

The design of a project work is the basic outline or the plan how the researcher is
going to make a compact and error less study by using all the related and relevant
ideas on how to achieve al the objectives of the research and what exactly can be
done to reach to this. The research design helps the researchers to proceed to the
correct direction that has very less deviations from the main task yet if required the
researchers may introduce some new technique to achieve their overall goals. Here,
the researcher has used the exploratory type of research design which is important for
bringing out more intense information on the same topic by the surveys and
questionnaire conducted by the researcher on the amazon customers (Safsten, and
Gustavsson, 2020). The exploratory type of research design has helped to reduce the
overall cost of the project by finding out all the previous mistakes they had done before
and facilitate the smooth scaling of report that will provide a more relevant outcome in
an easiest way. This has also helped to get more expert reviews on how they can

improve the research.

3.5 Research Strategy:

The research strategy is the basic plan how the researcher is going to conduct the
project with minimal errors and can complete the research within the given project
deadline. With the proper project plan coming on the way, the researchers can
improvise the entire research work and pick up and then correct all the correction they

can do (Patel, and Patel, 2019). The researcher here has used the quantitative type



of research strategy that is suitable for using in the fast, relatable, they are much more
focused and very scientific. Also, the qualitative type of research has provided a lot pf
information within a very limed period of time and all of those facts are scientifically
verified. Through this research strategy, the research did not require to take the names
of the participants and have taken the surveys anonymously which has provided a
personal safety to the respondents. This method has been faster than the qualitative
method as a result this study has reduced the total time being taken for the research
and reduces the cost. This research is verified and all the process is used for

duplicating the results.

3.6 Data Collection Method:

According to Dodds, and Hess, (2020), the data collection process is more or less
important for the sake of the getting the odea about how to collect the correct research
data for the study. There are basically two types of data collection methods, the
primary and the secondary and both of them have their own characteristics and
advantages. The data collection process has enabled a more dignified and compact
project work and help to reduce the overall tasks of the researchers and their energy,
efforts and money and time. The researcher here has used the primary type of
research and hence has to use the primary type of data collection method. The primary
data are always considered to be more authentic and time relevant as the data are not
very old and have no used anywhere else before. This improves the uniqueness of the
data and also the uniqueness of the project undertaken by the researcher (Gupta, and
Gupta, 2022). The researcher tries to find out the different attitudes of the customers
what they think through the data being accumulate. The research has become more
relevant , up to date and the researcher has got better interpretation of the data
through the primary type of research collection method. The researcher has taken total
80 respondents, all of them are customers of Amazon and have asked them 10

questions for survey.

3.7 Data Analysis

The sampling of data is a important process of how to collect all the appropriate data
from a large volume of data samples. It is commixed to be a statistical analytical tool
that is being used for the procession, analysation, and selection of a larger subset of
a population. The sampling of the data is crucial to get more ideas and

understandings of how to identify the trends and patterns in the large subset of



population. The data sampling method within a primary type of research methods
important for doing the correct statistical analysis for getting the best of the results in
the following overall trends of the methods of data collection (Greening, 2019). In the
data sampling method, the researchers try to cut down the whole of the chunks of data
and try to make each of them more useful and accessible. The sampling of data is
more user friendly and can reduce the overall costs of the study. Here, the researcher
has used the random sampling method that has reduced mistakes in the study. The

random sampling method is also without any biasedness.

3.8 Ethical Considerations:

The researcher here has tied to follow some basic ethics so that there are no questions
can be asked on the moral values of the researcher and ethical legitimacy of the study.
The researcher has taken the permission of the professors in the university before
starting the work (Thomas, 2021). They have not tried to ask any type of personal
questions to the participants and even never tried to disclose their identities. They
have taken all type of precautions so that here are less chances of threat and robbery
and all the information those are being collected are only used for the current project

work.



Chapter 4: Data Analysis:

4.1: Introduction:

The particular chapter has looked in interpreting and elaborating the method of data
collection chosen for this research. This will help in the conduction of an analysis
successfully and also look at the findings made in this section in an accurate and
precise manner. For this particular dissertation, after studying the topic it was deemed
that the conduction of a primary method of research would be set. And accordingly, a
questionnaire was chosen. This is because in order to study the varying attitudes of
the customers of Amazon towards digital marketing there is the need of data in
numbers (SHAIJU, 2023). The questionnaire which was developed consists of 10
close ended questions which will be asked to the 80 participants. The manner of
conducting this survey was done in a very transparent and unbiased manner as per
the guidelines set by the University. The responses as exactly answered have been
recorded without any discrepancies or different interpretations. There also is the usage
of graphs in order to showcase statistical inferences made of the data in the

questionnaire analysis section (Ravi and Rajasekaran, 2023).

4.2: Analysis of Questionnaire:
1. Which age group do you belong to?
e 18-24
o 25-34
o 35-44



e 45-54

e 55 and above

Particulars Number of respondents | Percentage Rate
18-24 18 225

25-34 26 32.5

35-44 20 25

45-54 10 12.5

55 and above | 6 7.5

Total 80 100

According to Ravi and Rajasekaran, (2023), the age groups that have been taken into
consideration while conducting the questionnaire is analysed. There were 5 different
age groups considered which has taken into consideration. These different
generations include the Baby Boomers, Generation X, Generation —Y, and Generation
- Z. Generation Alpha was not taken into consideration as they are too young to make
sound decisions especially on a topic like digital marketing of which they may have
only heard the term or have had very little exposure to. The 1t age group of 18-24
year olds have 18 respondents which is 22.5% of the data or more than 1/5" of the
sample size. This is a significant representation of the age group. They are most
inclined towards digital medium as they have been born into it. Their opinions and
attitudes are also very important as they will shape further developments for Amazon
and for digital marketing. According to Ravi and Rajasekaran, (2023), the 2" age
group of 25-34 year olds have 26 respondents which is 32.5% of the data or more than
1/3™ of the sample size. They are millennials or Gen-Z and are in an age where they
are mostly earning and have responsibilities of families on them. They are adept at
digital medium and it is very important to study their attitudes pertaining to digital
marketing aspects of Amazon. The 3™ age group of 35-44 year olds who are mostly
millennials have 20 respondents which is 25% of the data or 1/4™" of the sample size.
They are more responsible shoppers and have been using digital medium for few
years. Thus, they will have variances in their attitudes towards digital marketing of

Amazon. The 4" age group of 45-54 year olds have 10 respondents which is 12.5% of



the data or more than 1/3™ of the sample size. The last age group is 55 years old or
more than that. There are very few respondents from the baby boomer generation as
they are less inclined towards digital medium compared to the later generations. This
is reflected with the 6 respondents which is only 7.5% of the sample size (Ravi and
Rajasekaran,2023).

1. Which age group do you belong to?

8%

13% 22%

25%
32%

m18-24 25-34 35-44 45-54 55 and above

2. Which digital marketing medium do consumers prefer most for Amazon ?
e Search engines
e Influencer Marketing
e Marketing through social media
o Affiliate marketing

e Paying per click advertisements

Particulars Number of respondents | Percentage Rate
Search engines 16 20

Influencer Marketing 24 30

Marketing through social media | 21 26.25

Affiliate marketing 9 11.25

Paying per click advertisements | 10 12.5

Total 80 100




In the 2" posed query, the respondents were asked about which digital marketing
medium do consumers prefer most for Amazon. To this, 16 respondents or 20% of the
data which is 1/5t" of the sample size have opined that they most prefer search engines
as the digital marketing medium for Amazon. 24 respondents or 30% of the data which
is 1/3" of the sample size have opined that they most prefer influencer marketing as
the digital marketing medium for Amazon. 21 respondents or 26.25% of the data which
is a bit more than 1/4™ of the sample size have opined that they most prefer marketing
through social media as the digital marketing medium for Amazon (Parnell,2022). 9
respondents or 11.25% of the data which is more than 1/10™" of the sample size have
opined that they most prefer affiliate marketing as the digital marketing medium for
Amazon. The remaining 10 respondents or 12.5% of the data which is more than 1/12t
of the sample size have opined that they most prefer paying per clock advertisements
as the digital marketing medium for Amazon. Amazon has been a pioneer in digital
marketing. There is the employing of a nhumber of techniques in the search engine
optimisation so that the searches appear at the top of the pages for search results
(SERPs). The different platforms of digital marketing has helped Amazon to build and
develop a loyal base of consumers for an extended period of time over the years. It
has been at the foremost of its success after initial failures in 15t few years when it was

struggling to generate profits (Parnell,2022).



2. Which digital marketing medium do
consumers prefer most for Amazon ?

Search engines Influencer Marketing Marketing through  Affiliate marketing Paying per click
social media advertisements

3. Which digital marketing medium does Amazon need to improve ?
e Search engines
e Influencer Marketing
e Marketing through social media
o Affiliate Marketing

e Paying per click advertisements

_ Number of
Particulars Percentage Rate
respondents
Search engines 15 18.75
Influencer Marketing 21 26.25
Marketing through social media 24 30
Affiliate Marketing 23 28.75




Paying per click advertisements 12 15
Total 80 100

In the 3™ posed query, the respondents were asked about which digital marketing
medium does Amazon need to improve. To this, 15 respondents or 18.75% of the data
which is close to 1/5" of the sample size have opined that they would suggest
improvements in the search engines in the digital marketing medium for Amazon. 21
respondents or 26.75% of the data which is more than 1/4™ of the sample size have
opined that they would suggest improvements in influencer marketing as the digital
marketing medium for Amazon. 24 respondents or 30% of the data which is close to
1/3" of the sample size have opined that they would suggest improvements marketing
in social media as the digital marketing medium for Amazon. 23 respondents or
28.75% of the data which is more than 1/4™ of the sample size have opined that they
would suggest improvements in affiliate marketing as the digital marketing medium for
Amazon (Saiprasad and Meenakshi,2023). The remaining 12 respondents or 15% of
the data have opined that they would suggest improvements in paying per clock
advertisements as the digital marketing medium for Amazon. Paid form of advertising
by using paying per clicks is one of the main reasons for Amazon’s success over the
years. It is used for the driving of traffic and the promotion of the products by the
consumers. Over the years there has been many affiliate partners with whom Amazon
has tied up with and consumers are also inclined to buy after getting influenced by

them. Thus, this requires improvements (Saiprasad and Meenakshi,2023).



3. WHICH DIGITAL MARKETING MEDIUM
DOES AMAZON NEED TO IMPROVE ?

Paying per click advertisements

Affiliate marketing

Marketing through social media

Influencer Marketing

Search engines

4. Which aspect of marketing mix Amazon needs to improve?
e Products
e Price
e Place

e Promotion

Particulars Number of respondents | Percentage Rate
Products 23 28.75

Price 20 25

Place 19 23.75

Promotion 18 22.5

Total 80 100

The 80 respondents were asked about the 4 aspects of marketing mix and which
requires improvement in the parameters of digital marketing for Amazon. To this, 23
respondents which is 28.75% of the data have opined that the products categories
needs to improve in digital marketing for Amazon. 20 respondents which is 25% of the
data have stated that it is the aspect of price which Amazon need to be improving. 19
respondents which is 23.75% of the data have said that place requires improve.

Finally, the balance of 18 respondents which is 22.5% of the sample size have opined



that Amazon needs to work on promotion in its digital marketing. Through this mix
Amazon reaches its potential consumers where there are multiple strategies involved
and the tactics are formed depending on the type of the products, the segments of the
markets and competition prevailing (SHAIJU, 2023). The main aspects of the products
category which the consumers have spoken about are the services and retail products,
Amazon Prime of which many of the surveyed consumers are members. It also
includes electronics, distribution of digital content, AWS or Amazon services in Web,
publishing by Amazon and the brick and mortar stores Amazon operates. In the
category of place there a physical stores and also official platforms for conducting e-
commerce, applications and websites. These include Kindle, Audible and other digital
applications. In promotion, the customers believe Amazon could be improving in
advertising, promotions in sales, maintaining public relations and marketing directly. In
category of price, Amazon mainly caters to strategy of pricing as per market,

differential basis. Freemium mode of pricing and pay as per go (SHAIJU, 2023).

4. Which aspect of marketing mix Amazon needs to

improve?
22% 29%
24%
25%
Products Price Place Promotion

5. Which social media platform does Amazon use most for digital marketing?
o Twitter
e Facebook
e Pinterest
e Amazon Spark

e Other Platforms



Particulars Number of respondents Percentage Rate
Twitter 15 18.75

Facebook 18 22.5

Instagram 23 28.75

Amazon Spark 16 20

Other Platforms 8 10

Total 80 100

In the 5™ question, the 80 respondents were asked about which social media platform
does Amazon use most for digital marketing. To this, 15 respondents or 18.75% of the
data which is close to 1/5" of the sample size have opined that Amazon uses Twitter
as its preferred social media platform for digital marketing. 18 respondents or 22.5%
of the data which is more than 1/4™" of the sample size have opined that Amazon uses
Facebook as its preferred social media platform for digital marketing.. 23 respondents
or 28.75% of the data which is close to 1/3" of the sample size have opined that
Amazon uses Instagram as its preferred social media platform for digital marketing.
16 respondents or 20% of the data which is 1/5™ of the sample size have opined that
Amazon uses Amazon Spark as its preferred social media platform for digital
marketing (DEMIRBAS and YURT, 2022). The remaining 8 respondents or 10% of the
data have opined that Amazon uses other platforms as its preferred social media
platform for digital marketing. These include Pinterest, YouTube among notable media
platforms. Amazon answers the questions that the consumers post on the social media
platforms without much delays or time intervals. There is most promotion of the
marketing on Facebook and Instagram. These 2 platforms are also globally used the
most making it more feasible for Amazon to focus on more. There are millions of
subscribers, followed by likes which means that these consumers are following the
brand on those platforms (DEMIRBAS and YURT, 2022).



5. WHICH SOCIAL MEDIA PLATFORM
DOES AMAZON USE MOST FOR
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6. What are the aspects of digital marketing which Amazon focuses on ?
e Targeting right audience
e Cost-effectiveness
e Brand reputation enhancement
e Revenue enhancement

e Increasing exposure

Particulars Number of respondents | Percentage Rate
Targeting right audience 15 18.75
Cost-effectiveness 13 16.25

Brand reputation enhancement | 18 22.5

Revenue enhancement 20 25

Increasing exposure 14 17.5

Total 80 100

In the 6™ question, the 80 respondents were asked about what are the aspects of
digital marketing which Amazon focuses on. To this, 15 respondents or 18.75% of the
data which is close to 1/5™ of the sample size have opined that Amazon targets the
correct audience through digital marketing. 13 respondents or 16.25% of the data size
have opined that Amazon uses cost-effectiveness as the preferred digital marketing
strategy. 18 respondents or 22.75% of the data which is more than 1/5™ of the sample

size have opined that Amazon focuses most on enhancement of reputation of its



brand. 20 respondents or 25% of the data which is 1/4™" of the sample size have opined
that Amazon uses revenue enhancement as the area for focusing the most on in its
digital marketing (Sharma, et al.,2022). The remaining 14 respondents or 17.5% of the
data have opined that Amazon uses the enhancement of exposure as the domain for
focusing the most on in its digital marketing. The usage of data analytics and artificial
intelligence tools have helped the e-commerce giant to make successful optimisations
in the strategies of marketing and in the improvement of the experiences of the
customer base overall. There is also usage of the said options by sending mails that
are targeted and aids in the satisfaction enhancement of the consumers and drives
sales. There is continued growth in the landscape of e-commerce and Amazon would
likely be making investments in newer platforms and technologies to take care of the
varying attitudes of the consumers. There already is a certain of degree of
experimentation with modifications in augmented reality and Alexa by studying
attitudes to revolutionise the ways that online purchases are made (Sharma, et
al.,2022).

6. What are the aspects of digital
marketing which Amazon focuses on ?

M Targeting right audience

H Cost-effectiveness
Brand reputation enhancement
Revenue enhancement

M Increasing exposure




7. Which feature in digital marketing of Amazon attracts consumers most?
e Advertising
e Direct Marketing
e Branding

e Sales presentations

Particulars Number of respondents | Percentage Rate
Advertising 27 33.75

Direct Marketing 18 22.5

Branding 22 27.5

Sales presentations 13 16.25

Total 80 100

The participants were asked about the feature of Amazon in its digital marketing that
the consumers are most attracted by. To this, 27 respondents which is 33.75% or
around 1/3" of the data have opined that they are most attracted by advertising done
by Amazon. 18 respondents which is 22.5% or closer to 1/4™ of the data have opined
that they are most attracted by direct marketing done by Amazon. 22 respondents
which is 27.5% or more than 1/4t" of the data have opined that they are most attracted
by branding done by Amazon (Sebastian and MC,2022). The remaining 13
respondents which is 16.25% of the sample size have opined that they are most
attracted by sales presentations done by Amazon. The products and services of
Amazon are in millions in terms of categories, For this there are numerous
advertisements that get highlighted by the brand. These are updated and appear on
screens in smartphones, messages, e-mails and other medium which keeps the
audiences engaged. There is direct marketing and branding of the prodcuts making
them more accessible to the consumers globally. Even when consumers reside in
remote parts of the world, they receive their products on time. There are great hubs of
fulfilment that the company has (Sebastian and MC,2022).
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8. Which aspects of consumers do Amazon target through digital marketing?
e Most relevant consumers targeting
e Generation of long term leads
e Improvement in conversion of rates
e Tracking and optimisation of campaigns

e Automating repetitive tasks

Particulars Number of | Percentage
respondents Rate

Most relevant consumers targeting 26 32.5

Generation of long term leads 15 18.75

Improvement in conversion of rates 17 21.25

Tracking and optimisation of campaigns | 12 15

Automating repetitive tasks 10 12.5

Total 80 100

In the 8question, the 80 respondents were asked about which aspects of the
consumers do Amazon target through digital marketing. To this, 26 respondents or
32.5% of the data which is close to 1/3 of the sample size have opined that Amazon

looks into the most relevant customers targeting as the aspect in its digital marketing



the most. 15 respondents or 18.75% of the data size have opined that Amazon looks
into the generation of long term leads as the aspect in its digital marketing the most.
17 respondents or 21.25% of the data which is more than 1/5% of the sample size have
opined that Amazon looks into the improvement in rates of conversion as the aspect
in its digital marketing the most. 12 respondents or 15% of the data have opined that
Amazon looks into the tracking and optimisation of campaigns as the aspect in its
digital marketing the most (Addo, et al., 2022).The remaining 10 respondents or 12.5%
of the data have opined that Amazon looks into the automation of tasks that are
repetitive as the aspect in its digital marketing the most as the domain for focusing the
most on in its digital marketing. The stated features depends on the variations in
attitudes of the consumers on a number of factors. These include their lifestyles,
context, marketing again, behavioural patterns, appearances and the advertisement
audiences. Amazon has been making expansions in its brand presence and utilising
the data towards the conversion of the traffic into actual leads and then into customers
(Addo, et al., 2022).

8. Which aspects of consumers do Amazon target through
digital marketing?

Automating repetitive tasks 12.5
Tracking and optimisation of campaigns 15
Improvement in conversion of rates 21.25
Generation of long term leads 18.75

Most relevant consumers targeting 32.5



9. How are the consumers of Amazon influenced by digital marketing?
e Word of mouth
e Online reviews
e Peerreviews

e Other sources

Particulars Number of respondents Percentage Rate
Word of mouth 16 20

Online reviews 26 32.5

Peer reviews 20 25

Other sources 18 22.5

Total 80 100

In the 9" question, the 80 respondents were asked how they are influenced by digital
marketing of Amazon. To this, 16 respondents or 20% of the data which 1/5" of the
sample size have opined that they are influenced by word of mouth opinions that they
hear about digital marketing aspects of Amazon. 26 respondents or 32.5% of the data
size have opined that they are influenced by online review opinions that they read
about digital marketing aspects of Amazon on various platforms (Cadirc,et al.,2022).
20 respondents or 25% of the data which is 1/4" of the sample size have opined that
they are influenced by peer reviews that they listen to or read about digital marketing
aspects of Amazon. The remaining 18 respondents or 22.5% of the data have opined
that they are influenced by other sources that they hear about digital marketing
aspects of Amazon. Those could be from traditional modes of advertising like on
billboards, television channels, newspapers, messaging applications (Cadirc,et
al.,2022). Most of the features of Amazon are showcased in different languages which
makes it easy for the global audiences to understand depending on their preferences.
Customers can be easily swayed and hence, Amazon always asks for personal

opinions and encourages honest reviews and opinions to improve upon.



9. How are the consumers of Amazon
influenced by digital marketing?

OTHER SOURCES
PEER REVIEWS
ONLINE REVIEWS

WORD OF MOUTH

10. What are the varying attitudes of consumers regarding digital marketing?
e Too much internet advertising
e Search history related online advertisements
e Usage of personal data to communicate
e Celebrity endorsement

e None of the above

Particulars Number of | Percentage
respondents Rate

Too much internet advertising 22 27.5

Search history related online advertisements | 18 22.5

Usage of personal data to communicate 21 26.25

Celebrity endorsement 14 17.5

None of the above 5 6.25

Total 80 100

In the last question, the 80 respondents were asked about what are the varying
attitudes of consumers regarding digital marketing. To this, 22 respondents or 27.5%
of the data which is more than 1/4™" of the sample size have opined that there is too
much online advertising over internet which irritates them at times. 18 respondents or
22.5% of the data size have opined that the search history oriented advertisements

online have caused frustrations. Some of the consumers are fine with a certain degree



of advertising being portrayed but often too many are posted. These block key content
when browsing important content online. 21 respondents or 26.25% of the data which
is more than 1/4™ of the sample size have opined that the usage of personal data to
make communications bothers them (Malta, 2022). Many firms use this data and
repeatedly communicate through various mediums and this irritates most consumers.
14 respondents or 17.5% of the data which is close to 1/5" of the sample size have
opined that celebrity endorsements influences them positively. They are influenced by
seeing celebrities and influencers that they follow buying or suggesting Amazon
products and availing services and they feel like doing so too. The remaining 14
respondents or 17.5% of the data have opined that Amazon uses the enhancement of
exposure as the domain for focusing the most on in its digital marketing. In this
particular question, the 15t 3 options have highlighted negative attitudes mainly. The

4t opinion has shown positive attitude mainly (Malta, 2022).

10. WHAT ARE THE VARYING
ATTITUDES OF CONSUMERS
REGARDING DIGITAL MARKETING?




4.3: Findings:

According to Ravi and Rajasekaran, (2023), the consumption of content online varies
with different groups of ages. This also holds true for the varying attitudes towards the
usage of digital medium in Amazon. It also is applicable towards the aspects of online
advertising in Amazon. The market of e-commerce retail in which Amazon is a leader
in is very competitive and the digital landscape in everchanging (Saiprasad and
Meenakshi,2023). It is very important for Amazon to be understanding not only the
different attitudes and buying behavioural preferences of consumers but also
understand which of its rival brands are after the customers. Thus, it is very important
for Amazon to be very compatible with the bases and different age groups of
consumers and making their rival marketing strategies accordingly (Parnell,2022). As
opined by Parnell, (2022), it is also derived that the advertisements of the baby boomer
age group needed to be more oriented towards desktop and laptop facilities compared
to mobile devices. This is because most of them are not very technology oriented as
they have spent most of their lives without much application of it in their daily lives
(Saiprasad and Meenakshi,2023). Some of them are new learners and it takes a lot of
time and patience to learn something at an advanced age. Thus, they would be more
comfortable with larger keypads and typing facilities which is present on laptops or

desktops.

As per Saiprasad and Meenakshi, (2023), most of the consumers in the Generation-X
group would be preferring heathy items and entertainment items on Amazon to shop
from. They would also be looking into the digital marketing aspects by browsing online
when they are free from work or other responsibilities. They are accustomed to using
both laptops and mobile devices and need to be advertised accordingly (SHAIJU,
2023). As opined by SHAIJU, (2023), the Generation Y or millennials is the largest
group of consumers, and they are more favourable with mobile devices and laptops
also. They make consumption of 23% of the content online on an average between 5
and 10 hours every week. The purchasing power of the Generation Z is depicted by
their parents who are mostly millennials or an older generation (DEMIRBAS and
YURT,2022). They are influenced by social media sites and have been using
smartphones from a very young age and are more comfortable using it. The number
of users who were using the Amazon shopping application in 2019 was 150.6 million.

There are 6.3 million sellers in the market globally in Amazon. Around 85% of the



consumers who are young make some purchases through Amazon at least 1 time a
week (DEMIRBAS and YURT,2022).

The Amazon Prime membership has generated more than 200 million users globally.
As of 2023, the average spendings which the member of Amazon Prime makes
amounts to $1,400. As per Sharma, et al., (2022), the age average of the consumer of
Amazon is 37 years. There is clicking on the advertisements of Amazon when they are
browsing the internet by around 43% of the consumers. 79.8% of the consumers of
Amazon have stated that the fast and free shopping facilities of Amazon is the main
reason why they avail shopping through the medium. As stated by Sharma, et al.,
(2022), Amazon has been one of the world’s foremost leaders and pioneers in digital
marketing. There is constant investments made in the firm towards new and innovative
technologies and in its mediums so that it can stay ahead of competition. There has
been the employment of many processes digitally in its marketing towards the growth
of sales and driving traffic constantly (Sharma, et al.,2022). In February,2022 there
were more than 2.2 billion mobile and desktop visits combined which was a slight

decline from the previous month’s figures of 2.7 million visits.

As per Sebastian and MC (2022), there are a number of experts at Amazon that look
deeply and make necessary improvements in the optimisation of the pages of
commodities and searches based on the keywords specified. This is done with the
creation of descriptions of information-oriented products and necessary titles. There
also is the application of images of higher quality and videos which attracts the
consumers (Sebastian and MC,2022). There also is the prioritisation of the reviews of
the users and their ratings provided. These are some of the main indicators in its
relevance and quality of products maintenance. Apart from the optimisation of the
individual pages of products, Amazon makes significant investments in the
improvement of structure of its digital marketing and website overall. There is the
usage of an algorithm in the website which organises the commodities into
subcategories and categories. Thus, the customers are easily able to find as per their
preferences and requirements (Addo, et al.,2022). There also is the provision of a lot
of information related to the reviews of the customers, comparisons of products and
associated services. From the viewpoints of the 80 participants surveyed it was also



found that social media mode of marketing is the most preferred medium for digital

marketing by Amazon.

There is a significant presence that Amazon maintains in all the major platforms like
Instagram, Twitter, Facebook, Amazon’s own platform Amazon Spark and others like
YouTube, Pinterest (Addo, et al.,2022). These platforms get used by Amazon not only
for its marketing activities but also for engaging with customers, providing discounts
and offers getting highlighted. One of the main ways that Amazon utilises social media
well is by using influencer marketers (Cadirci, et al.,2022). There is partnering done
with bloggers from YouTube and other social media platforms like Instagram and
promotion of the products is one by them. They account for many followers and thus
these followers are also inclined towards making purchases from Amazon (Cadirci, et
al.,2022). There is also the application of paid form of advertising which Amazon uses.
The marketing mix of Amazon in is digital marketing which includes products, place,
price and promotion is very powerful which has helped the firm maintain a loyal base
of customers (Malta,2022).

4.4: Summary:

The researcher has made due considerations when forming this questionnaire.
Initially, the different age groups were selected to showcase their variances in the
attitudes towards digital marketing in Amazon. Also, the segregations and distributions
of the number of respondents in each age group was made keeping in mind their
preferences and usability frequency of digital medium of Amazon to shop or look into
other related aspects. This has helped in the representation of a very holistic and
concrete evidence pertaining to the topic (Addo, et al.,2022). The various digital media
platforms of Amazon like social media marketing, search engine optimisations and
others have been showcased and their preferences and other attributes related to
attitudes of consumers studied. The social media platforms which Amazon use the
most for its branding and digital marketing has also been discussed from the
viewpoints of the consumers. The 80 respondents who are consumers of Amazon and

their perspectives have been duly recorded (Cadirci, et al.,2022).



Chapter 5: Conclusion, Recommendations and research Future Scope:

5.1 Conclusion:

In the twenty-first century, traditional marketing might be considered to be largely
ineffective, and businesses are increasingly working to enhance their digital marketing
operations. Digital marketing can be defined, in the simplest terms possible, as a
marketing strategy that makes use of digital tools, such as websites, search engines,
social media platforms, etc., to create e-WOM for a brand or product. It has been
claimed that digital marketing tools, as opposed to traditional marketing tools like print
media, are considerably more effective in the present business dynamics because of
their relevance and capacity to reach out to broader consumer groups regardless of
geographical limits (Hartanto et al., 2022). However, according to recent surveys,
some characteristics characterise how customers and organisations engage while
using digital marketing strategies. These elements have an impact on how people view
the digital marketing strategy used by an organisation. In this case, consumer
approval, satisfaction, etc. are included. Other elements, such as data privacy
concerns and security difficulties, are also linked to this perception. Delivering value,
being transparent, and using ethical business practises are the keys to changing

consumer perceptions.

Brands that value privacy, deliver substantial value, and establish close relationships
are more likely to get favourable reviews. Customers respect brands that are genuine
and honest, and they reward businesses that prioritise these qualities in their digital
marketing strategies. In context to this study, it has been conducted in order to
understand the consumer perception towards the digital marketing strategies adopted
by Amazon. The study presents a detailed analysis of digital marketing and its

significance for business organizations in this current environment. From the study it



can be said that that digital marketing may be defined as a marketing strategy in which
marketing personnel use any digital tools or electronic devices to communicate offers,
discounts, and promotional texts and then analyse the customer journey to evaluate
the results. Briefly said, digital marketing relates specifically to advertising efforts that
may be viewed on a computer, smartphone, tablet, laptop, or other electronic device.
The study has also found out that consumer behaviour and brand awareness are
mutually beneficial. Consumer attitudes that are developed via experiences and
perceptions have a significant impact on how they view a brand. Positive attitudes
promote positive opinions, greater trust, and loyalty, which strengthens brand

recognition.

Negative attitudes, on the other hand, can reduce engagement and brand recognition.
On the other side, brand awareness increases familiarity and recognition, which over
time can influence customer opinions (Daud et al., 2022). Effective branding can
encourage favourable views, and efficient marketing can raise awareness. These
elements work in tandem to form a cycle: brand awareness increases with positive
attitudes, and positive attitudes increase with more brand awareness. The study has
also discussed how digital marketing initiatives help brands. It has been found out that
digital marketing campaigns give brands a flexible toolkit to succeed in the
contemporary environment. They make it possible to target audiences precisely,
improving the communications' relevance and boosting engagement. Brands may
encourage direct connections, fostering relationships and loyalty, using channels like

social media.

Actionable insights from data analytics enable optimisation for improved outcomes.
SEO and content production increase visibility and strengthen brand identification.
Digital marketing is more affordable than traditional approaches, levelling the playing
field for companies of all sizes. Real-time tracking evaluates performance to help with
well-informed choices. To sum up, digital marketing increases brand reach,
engagement, and ROI, all of which are crucial for creating and maintaining a
competitive edge. A number of recommendations for Amazon has been provided as
well that can be applied by the organization in order to positively influence consumer
perception towards their digital marketing initiatives. For example, the company can
preserve transparency in their approach to digital marketing. Transparency and

consent have a big impact on how customers feel about Amazon's digital marketing



tactics. By being open and honest about the collection, use, and protection of customer
data, Amazon can foster trust and respect for users' privacy. Giving customers easy
customization options increases their freedom to control their online experience. This
transparency not only allays data privacy concerns, but also reveals Amazon's

commitment to moral behaviour.

Customers are more likely to have a positive impression of Amazon's digital marketing
efforts if they feel informed and in control of their platform experiences, which will boost
brand trust and loyalty. Furthermore, Amazon might use a value-driven digital
marketing approach. Value-driven digital marketing material can change how
consumers see Amazon by offering enlightening, interesting, and engaging content
that goes beyond straightforward discounts. The provision of content like how-to
guides, product evaluations, and instructional articles demonstrates Amazon's
commitment to enhancing consumer experience and understanding. This strategy
positions Amazon as a resource rather than merely a place to make purchases.
Customers who benefit from the information are more inclined to view Amazon as a
trustworthy and knowledgeable business, increasing loyalty and fostering positive
word-of-mouth (Oyman et al., 2022). This approach satisfies modern consumers'
demands that brands provide genuine value, creating a positive and enduring

perception of Amazon's digital marketing operations.

5.2 Linking with Objectives:

As discussed above a total of 3 different objectives have been set for the study and
primary data collection method has been adopted by the researcher in order to justify
the research objectives. A total of 10 questions have been set for 80 selected
candidates that are very much in line with the objectives set by the researcher. It has
been seen that in context to Amazon, all the 80 selected candidates for the study have
opined that digital marketing initiatives adopted by the organization is extremely
important. 16 individuals have stated that they prefer the search engine adopted by
Amazon, on the other hand 24 individuals have stated that influencer marketing is
preferred by them. Another 10 respondents out of 80 have stated that they prefer the
PPC digital marketing tools adopted by Amazon compared to others. The researcher
also asked the respondents about the digital marketing tools that Amazon requires to
improve in the near future. The results of the survey showed that around 24 of the 80

respondents said that the company needs to improve is social media engagement



process, 23 out of 80 believed that it is important to improve the affiliate marketing
techniques adopted by the organization and lastly 21 respondents suggested that the
company should work on its influencer marketing tactics. This in a way certainly shows
the significance of digital marketing initiatives adopted by brands like Amazon in this

current business dynamics.

The second objective of the study was to differentiate between traditional and digital
marketing. The study has found out that print, TV, and radio are examples of traditional
marketing mediums that are used to reach large audiences but lack exact targeting.
Real-time impact assessment and strategy modification are more challenging. Digital
marketing has a wider audience and spreads information more quickly than traditional
marketing, which is constrained by location and print cycles. The analytics-driven
approach used in digital improves strategy optimisation and ROl measurement. For e-
commerce sector organizations like Amazon, it has been seen that the traditional
marketing techniques have somewhat become obsolete and outdated and doesn’t
provide much help in this current business environment. This has been very much
evident in the survey that has been conducted. The 80 selected candidates were
asked what are the main features of digital marketing of Amazon that attracts them the
most. It was found that around 27 individuals responded that they like the advertising
initiatives adopted by the organization and another 22 individuals opined that
Amazon’s branding and is what attracts them the most. The respondents were also
asked which feature of Amazon’s digital marketing influenced them the most. In this
segment it was seen that 26 out of 80 have stated that online reviews posted by
customers have a deep influence on the way they are influenced by the digital
marketing initiatives. It can be said that this indicates how traditional marketing
initiatives are being replaced by digital marketing tools in today’s business

environment and the data collected justifies the second objective of the study.

Due to its personalised recommendations, simplicity, and easy-to-use shopping
experience, consumers generally have favourable sentiments about Amazon's digital
marketing endeavours. Customer satisfaction is increased by the personalised
product suggestions and user-friendly interface. But persistent worries about data
privacy and information overload continue to shape opinions. Although Amazon's use
of customer data for personalisation might result in appreciation for pertinent goods, it

can also raise concerns about privacy. The balance between alleged advantages and



possible disadvantages determines the general attitude. Positive sentiments and trust
towards Amazon's digital marketing initiatives can be strengthened by successfully
navigating these concerns through ethical practises and value delivery. The questions
prepared for the selected candidates show what consumers perceive about the digital

marketing strategy adopted by Amazon and hence justifies the third objective.

5.3 Recommendations:

Without a doubt it can be said that the e-commerce segment is quite competitive and
proper digital marketing strategies provide competitive advantage to the organizations.
In this context, Amazon is not an exception. The way consumers perceive the digital
marketing initiatives undertaken by Amazon plays a crucial role in the overall success
of the organization. There are a number of strategies that the organization can adopt

in order to positively influence consumer perception regarding.

First and foremost, transparency can be maintained by the organization regarding
their digital marketing procedure. Consumer opinions of Amazon's digital marketing
strategies are significantly influenced by transparency and consent. Amazon can
promote trust and respect for users' privacy by being transparent about how customer
data is gathered, used, and protected. Giving consumers clear options to customise
their settings gives them more freedom to manage their online experience (Novitasari,
2022). This openness not only allays worries about data privacy but also demonstrates
Amazon's dedication to moral behaviour. Consumers are more likely to perceive
Amazon's digital marketing initiatives favourably if they feel educated and in charge of

their experiences with the platform, which will increase brand trust and loyalty.

Secondly, the company also requires to maintain the relevancy of the marketing
strategies. Amazon's emphasis on personalisation and relevancy in its digital
marketing approach might greatly improve consumer perception. Amazon exhibits a
profound awareness of each customer's demands by customising product
recommendations and offers based on personal preferences and browsing history
(Sharma et al.,, 2022). With this strategy, clients receive more value from their
interactions, which improves the convenience and enjoyment of their buying.
Consumers view Amazon as a platform that caters to their specific interests because

of the time saved and pertinent options offered. This favourable view boosts customer



loyalty and repeat business, enhancing Amazon's standing as a company that values

its customers and pays close attention to their preferences and needs.

Thirdly, value driven digital marketing strategy can be adopted by Amazon as well.
By providing educational, entertaining, and engaging content that goes beyond simple
promotions, value-driven digital marketing content can influence how consumers view
Amazon. Amazon's dedication to boosting consumer knowledge and experience is
demonstrated by the creation of material including how-to instructions, product
reviews, and educational pieces (Singh et al., 2022). With this tactic, Amazon is
presented as a useful tool rather than just a venue for making purchases. Customers
who gain from the information are more likely to perceive Amazon as a reliable and
informed company, increasing loyalty and spreading good word of mouth. This
strategy meets the expectations of contemporary consumers that brands deliver true
value, generating a favourable and long-lasting perception of Amazon's digital

marketing initiatives.

Moreover, by providing authenticity and relatability, influencer connections can
significantly strengthen Amazon's digital marketing strategy. Reputable influencers
build credibility and trust among their audience by genuinely endorsing goods (Noor
et al.,, 2022). This favourable relationship also extends to Amazon's brand, which
favourably affects customer perception. Amazon can more effectively connect into
existing communities and engage new customers by working with influencers that
share its values and cater to its target market. By giving the company a human face,
this strategy makes it more approachable and encourages a strong emotional bond.
Influencer alliances help Amazon's reputation, which ultimately improves how

customers see the company's digital marketing initiatives.

Additionally, customer reviews have a big influence on how consumers view
Amazon's digital marketing approach. Social proof is produced through positive ratings
and reviews, proving the worth of the product and the contentment of the buyer.
Potential buyers are more likely to believe Amazon's products and marketing claims
when they see favourable reviews from their peers. Ratings also offer perceptions into
how well a product performs, assisting with purchasing decisions. In its digital
marketing initiatives, Amazon builds trust and promotes a sense of authenticity by
exhibiting actual customer experiences and openly displaying ratings. This practise



increases customer confidence, promotes interaction, and eventually creates a
favourable impression of Amazon's dedication to providing worthwhile goods and

experiences (Hien and Nhu, 2022).

Lastly, by incorporating users in brand storytelling, user-generated content initiatives
have the potential to have a significant impact on Amazon's digital marketing strategy.
By encouraging people to add their personal stories, opinions, and images, Amazon's
products take on a more real and relatable narrative. By encouraging a sense of
community and belonging, this involvement increases customer loyalty and trust. First-
hand accounts from users demonstrate how a product is actually used and benefits
from it, positively influencing new customers. User-generated content gives a brand a
human face, improving its reliability and personability (Kurdi et al., 2022). Customers
develop a favourable opinion of the brand's dedication to customer happiness and
meaningful connections when they observe the good interactions of their peers, which
helps Amazon's digital marketing initiatives gain credibility. Lastly, Amazon may
improve consumer impression by supporting sustainable activities through digital
marketing. The brand's dedication to environmental responsibility is demonstrated
through openly showing eco-friendly practises, a smaller carbon footprint, and ethical
sourcing. This fits with the principles of ethical consumers and enhances their opinion
of Amazon as a socially concerned firm. Amazon promotes itself as a forward-thinking
company that works to improve the world by promoting these initiatives across digital

channels, cultivating a favourable brand image and boosting customer loyalty.

5.4 Research limitation and future scope of the research:

Research limitations are obstacles or restrictions that limit the applicability, reliability,
or generalizability of a study's conclusions. Sample size, research design, data
collection techniques, time restrictions, resource availability, and external influences
are a few examples of these limits (Kohler et al., 2022). The study's capacity to reach
comprehensive conclusions or extrapolate its findings to a larger context may be
constrained. In order to be transparent and to encourage readers to interpret the
study's findings in light of its limitations, researchers frequently disclose these
restraints. Resolving issues with limitations promotes additional investigation in areas
where the study's results may have been hampered by issues with validity. There are
certain limitations associated with this research process as well. First and foremost,

time was one of the major constraints that has certainly influenced the overall quality



and the outcome of the research. If more time was provided to the researchers, then
the outcome of the research could have been improved with more statistical analysis.
This would have also helped in the data collection process as well. Another limitation
of the research was it has only used primary data collection method. Though primary
data collection method provides relevancy and authenticity, secondary data collection
method could have been adopted by the researcher as well. Secondary data collecting
is useful in research because it provides information that already exists from a variety
of sources, including databases, reports, and prior studies. It offers background
information, earlier statistics, and benchmarks for comparisons. It can supplement
primary data, saving time and resources while boosting the depth and scope of study

discoveries.

In the constantly changing world of e-commerce and online interactions, the future
breadth of study on how customers view the digital marketing strategies adopted by
Amazon is encouraging and pertinent. Several fields offer fascinating research
opportunities as technology develops and consumer behaviours change. The current
research has been conducted on how customers perceive the digital marketing
strategy adopted by Amazon. The research has particularly tried to shed some light
on digital marketing tactics used by modern day e-commerce retailers. It can be
rightfully said that this research has opened up newer areas of opportunities for
researchers in terms of conducting future research. For example, further investigation
on the interrelationship between personalization and privacy is possible. Given the
growing importance of data protection laws, understanding how consumers balance
the trade-off between customised experiences and data security will be essential.
Apart from this the study can be used to determine the importance of emotional brand
connections for large-scale retailers. Analysing how digital marketing strategies
arouse feelings and forge connections between brands and consumers in virtual
environments might reveal information about customer brand loyalty. Future studies
can be conducted in order to develop understanding how various cultural and
demographic groups react to Amazon's digital marketing efforts might help marketers
better understand how to adapt their plans for different target markets. Studies can be
conducted regarding how brands convey business sustainability through digital

marketing. The success of such programmes in influencing consumer attitudes can be



determined by studying how people react to Amazon's attempts to encourage

sustainability and ethical behaviour through digital marketing.
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