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Executive Summary
  This report was written to critically evaluate the impact of two key drivers of change in the e-commerce shopping industry and the effect it would have on the company Amazon plc if it did not try to follow and adapt to mastering their traits and what they do to communities worldwide. In order to analyse if the chosen company has positively acknowledged this, many frameworks and marketing models have been used to deeply research whether Amazon has a strong selling point and position in the market, by understanding their customers, maintaining a high profit and creating a difference to society. The two most important key drivers of change believed was the rapid changes of Artificial Technology and how it is now the main integration for the web, and the impact of having high sustainability goals and safety. Throughout the report, the two drivers have also been morphed in together to create a strong point on the use of them both being used correctly to make a change
  The models in the contents of this report include the SWOT analysis, which identifies whether the company is familiar with how its strengths are used to maintain a high position in the industry and use that positive to enhance its goals, but also understanding its weaknesses and threats and what the goals are to look out for in term. It is then further evaluated with the PESTLE model, to evaluate the external factors that need to be considered to operate a worldwide business. 
  To make this specific to Amazon, campaigns throughout their years of marketing have been used to record their success and failures of business strategies. This report will further explain new innovative ideas they brought to the world, one which failed and discontinued in 2015, the Amazon Fire Phone, and a new venture that’s undergoing now, that would be the free AI Skill Training courses accessible for anyone. Evaluating both these activities will analyse whether Amazon had the right future imagination, determine whether their hearts were in the right place for their Corporate Social Responsibility and the most important for marketing, confirming if they understand their customer needs and how to maintain a strong and healthy relationship with them in the long-term.
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Introduction
The purpose of this report is to analyse the marketing strategies used by the online retailer Amazon plc. A strong and effective marketing strategy is essential for organisations seeking to achieve and maintain a competitive advantage within their industry. Marketing plays a vital role in connecting a business’s products and services with its target market by gathering and analysing data to understand customer needs, preferences, and purchasing behaviour (AMA, 2024). While marketing is often associated with promotional activities such as advertising and social media, its function extends far beyond creating awareness. Effective marketing enables businesses to identify target audiences, analyse consumer behaviour, inform pricing and product development decisions, track performance, and ultimately persuade customers in order to generate profit and long-term value (Faulkner & Bowman, 2017).
This report focuses specifically on Amazon plc, a global online retailer recognised for its extensive product range and fast, reliable delivery services, including next-day delivery. Amazon operates as a public marketplace where independent third-party sellers list their products, while Amazon provides the technological infrastructure, payment systems, and logistics operations required to facilitate transactions and fulfil orders efficiently (Team Tetr, 2025). In addition, customers can access a range of exclusive benefits through an Amazon Prime subscription, which is available for a relatively small fee. This subscription model enhances convenience and ease of shopping for customers, while simultaneously encouraging customer loyalty, repeat purchases, and increased sales for Amazon (Iyengar, Park & Yu, 2022).
The report examines two key drivers of change that significantly influence Amazon’s marketing strategy and overall business operations. These are the continued development and implementation of artificial intelligence (AI) technologies and Amazon’s approach to maintaining a safe, responsible, and impactful sustainability strategy. Both drivers are increasingly important in a rapidly evolving business environment and have a direct impact on how Amazon markets its services and engages with customers.
Throughout this report, the marketing tools and techniques used by Amazon to analyse market information and maintain its leading position within the industry will be explored. The report will also evaluate whether Amazon’s marketing approaches demonstrate innovation and a strong customer focus. Finally, a critical analysis will be conducted to assess how effectively Amazon responds to key drivers of change, considering both micro- and macro-environmental factors, and how these influence its future marketing strategies.



















Main Findings
Artificial Technology
The first section of this report outlines the communications Amazon plc uses to reach its target audience and the importance of maintaining them. To analyse this, the SWOT model can identify internal factors, while the PESTLE model explores micro- and macro-environmental issues affecting the company. Amazon’s strengths in the business sector are largely due to the marketing tools it employs.
Amazon excels in data analytics and personalisation. On its landing page, guidance and filters help shoppers refine searches for accurate results, while recommendations are tailored based on past behaviour, trends, and popular purchases, through features such as “Recommended for you” and “Inspired by your browsing history” (Linden, Smith & York, 2003). Jeff Bezos (1997) highlighted the importance of understanding customers at the account level, an approach now enhanced by AI. For example, the AI shopping assistant Rufus helps users by comparing products, explaining differences, and suggesting options based on reviews and individual needs (Mehta & Chilimbi, 2024).
AI is also central to Amazon’s operations and warehousing, functioning as a real-time decision system that coordinates people, robotics, inventory, logistics, and transportation to reduce costs, errors, maintain delivery speeds, and improve safety (Zhang et al., 2025). Amazon Web Services (AWS) supports this by recognising, sorting, and inspecting all items in the system, including packaging, loading, and shipping connections (Travers & Baeuml, 2024). Automated data from these processes saves time and money while also providing insights into customer behaviour, enabling Amazon to refine logistics and product offerings (Novet, 2021).
By combining human expertise with AI innovation, Amazon improves customer satisfaction, ensures more relevant product recommendations, and maintains its Prime Delivery standards, reinforcing both operational efficiency and customer loyalty.
SWOT Analysis
  Let’s allow the SWOT Analysis to identify whether the positives outweigh the negative. The SWOT analysis provides an overview to help build advantages and conclude risks to try prevent them (Pickton and Wright, 1998). Beginning with S, the Strengths of mastering the use of AI is gaining real-time information when the rapid changes of trends and seasonal must haves appear, such as consumer needs and searches. More points include:
S - Allowing the customer to experience a highly personalized shopping experience with it dynamic search results and assists further with recommendations
· Improves its trust and safety as AI can identify fake reviews and sales by scanning seller behaviour and suspicious activity (Amazon, 2023)
· Ensuring that Amazon follows its words and the customer receives what it has been promised.
Next we have Amazon’s Weaknesses:
W - Internal Limitations for Amazon would be, from the analysis of old searches, would there be such a thing as over-personalisation? This could reduce the exposure to new or more diverse items maybe the customer was looking for this time. 
· For a seller perspective, AI may have heavily promoted or large brands on top of their rankings due to popularity which could make it more difficult for independent sellers to gain visibility
· AI can be influenced by other factors on the site which include outdated or false 
· information which can affect the conclusion of its search, it is heavily reliance on algorithms; information can be misled or false (Yan, Liu and Chau. 2025)
Opportunities contain:

















O - AI content and marketing could in future be the new best way for generating product descriptions, listings and creative insights on selling, which boosts seller experiences 
· Create more effective and efficient ways of consumers gathering information on mobiles while they are on the go
It is not a critical analysis without comparing with threats for the company:
T - The external risks would include competition in the industry; other e-commerce companies may integrate more advanced generative search features and recommendations that could attract the audience away. Others that are considered Tech Giants, Google and Microsoft.
· Not having a strong cyber security wall, any data breaches and risks of data exposure could damage trust and future accounts due to the site being a popular target (Strzelecki and Rizun. 2022).
Although this is a great tool to study the company’s internal functions, Lynch (2018) argues that a broader analysis must be conducted to go with it. Further in this report will be a PESTLE case studied.

Sustainability
  There are many factors to consider in regard to sustainability. In this section, there will be a deep conclusion on Amazon’s acts in Corporate Social Responsibility (CSR). The topics that will be discussed are environmental, social, and ethical ways a business needs to take upon. Something that a business can do to improve its image and show that it stands for good practices is to build a strong portfolio for its CSR. Now Amazon is one of the largest e-commerce organisations worldwide (Fairlie, 2025) therefore, them to actively take part in things that could improve the environment, community and sticking to their promises will have a rapidly major effect. But from a marketing perspective, it needs to be shown clearly how it has used its profits and has been implemented on the good to inspire consumers (Du, Bhattacharya and Sen, 2010). Danciu’s (2013) suggestion is that a business should also be flexible and skillful enough to respond to future challenges to ensure that when a trend or sudden environmental change occurs, that company is ready to make the move and not fall behind.
  To encourage CSR, a business needs to take on traits to reduce its global impact and support its communities and people. Amazon is all over therefore, it must trade a positive social and environmental impact worldwide. It encourages community development and environmental protection (Gabrielsson, M. 2023). It does this by connecting other countries to have their platform to sell and create logistic links to ship and it has also joined the Climate Pledge. Amazon has stated that it is committed to achieve net-zero carbon emissions by 2040, which for a company that functions worldwide, would have the highest impact by doing so (Twidale, 2024). Burnes (2014) recommends Amazon using their AI advancements to plan strategic change to align with the environmental uncertainty and possibilities.
  One of the most reliable and well-used models for business to use is the PESLTE analysis, in order to cover all aspects of the external environment. Understanding these factors could affect future decisions and curate long-term business plans for setting realistic goals (Johnson, Scholes and Whittington, 2017). Here is a table for each point evaluating AI Tech and Sustainability issues they face. Hayes (2014) also notes that organizational change is often driven by shifts in the external environments.
  
	Metric
	Issue
	Action

	Political
	Global scrutiny of AI Governance inc data protection, algorithms transparency has put pressure on large technological firms to be responsible
Net-Zero and Carbon reduction can pressure global companies
	Amazon has engaged in ethical AI development and policy safety
Is committed to the Climate Pledge to reach goal by 2040; adopted AI to track emissions use and efficiency improvements

	Economical 
	May be a heavy investment and level of uncertainty
Investors are preferring companies with greater Environmental, Social Governance (ESG) with greater sustainable initiatives 
	If done correctly, AI can represent a great source of competitive advantage, efficient gains, reducing costs on operations and faults, which is what AWS is mastering
Investing into sustainable methods (renewable energy + logistics) may reduce long—term operational costs

	Social
	Consumers needing awareness of ethical traits and environmental impact
	Promoting its CSR and using AI to improve customer experience. The need to communicate its goals and traits in storytelling marketing

	Technological
	The rapid innovation of AI must be studied and maintained in order for Amazon to not fall back and shape competitive advantage
Technology can enable sustainability solutions from data e.e. smart logistics and energy savings performance histories
	Amazon has made AWS and global leader in AI and computing. Embedding AI into its warhousing and logistics will seek delivery routing, real-time warehousing changes and reduce waste and emissions

	Legal
	Environmental laws require reporting standards for carbon and ESG disclosures.
There are regulations for Data Protection Acts and autonomous systems to follow
	Publishes sustainability reports that are required with global standards.
It develops internal compliances for trust and security. Legal compliance avoids fines and reputational damage.

	Environmental
	Global companies can lose a high CSR image and outlook to investors if not careful with its carbon footprint and damage to communities
Stakeholders demand good measurable action
	Commitment to 100% renewable energy by 2025 and net-zero carbon by 2040
Uses AI tools for real-time monitoring and performance predictions in order to reduce delivery and manufacturing emissions and reduce product waste.



Campaign 1 – ‘Before Alexa’
  A strong and successful campaign that Amazon has broadcasted before was called ‘Before Alexa’ (YouTube, 2020). This was a short video which you can access in Appendix 1. To briefly describe the purpose of the ad, it showed a life before their virtual assistant creation and made a vision that showed the difference after it entered people’s lives. It was a humorous short story showing feelings of, in this case believed to be the target audience, the older generation that may not be fully equipped with the knowledge of technology feeling slightly embarrassed and confused when being online. The thought was to make people relate and remember how they felt before they purchased a standalone product or use it on the mobile device. This in term, would boosts sales on others comparing themselves to someone of similar age and situation as them.
  Thinking of a broader qualitative angle, it could be framed as emotional branding as it takes a thoughtful and humored approach. Rather that solely relying on functional product messaging, there was a tone added that humorised grown adults’ confusion in a playful way. It was positioned as approachable, relatable, and customer-centric. Taking this approach made Amazon’s ad more memorable as it touched on relatable feelings.
  From a psychological perspective, humour reduces consumer resistance to persuasive messaging by creating positive emotional responses and lowering scepticism. By incorporating light-hearted scenarios and everyday situations, Amazon’s advertising resonated with a broad audience, enabling viewers to see their own experiences reflected in the brand narrative. A framework that aligns emotional branding importance is the AIDA model (Fill,C. and Turnbull, S. 2019) which means a strategy has caught:
Attention – the campaign uses humour and exaggerated scenarios such as awkwardly asking pets for help, it makes the audience curious as to where its heading
Interest – the ad continue showcasing relatable daily problems, setting timers, checking information, etc. Alexa is then showed how it simplifies the tasks and build interest for non-technical users
Desire – Alexa is presented as helpful, supportive, available. Suggests that life is smoother for others and creates an emotional appeal. For example, a younger generation could be thinking of their elderly grandparents alone when they cannot be available to help. It shows the possibility of lifestyle improvements and an easier way to understand technology
Action – viewers are encouraged to integrate Alexa into their homes and others who are in need. Feel that they need that ease that the ad portrayed. 
  The result of this campaign was a repeat purchase frequency, growth in Prime memberships and increased life value

Campaign 2 – The Amazon Fire Phone
  At this current moment, Amazon seems to be excelling in the industry in the market and these two key drivers of change, but has there been something that once didn’t go so well for them? In 2014, Amazon entered the mobile device market with the launch of the Amazon Fire Phone, a smartphone designed to integrate closely with Amazon’s ecosystem, including Amazon Shopping, Kindle, and digital media services. Despite its innovative features, the Fire Phone was discontinued in 2015 after failing to meet sales expectations.
The device offered unique features such as a 3D display interface and Firefly object recognition, which allowed users to scan products and link directly to the Amazon marketplace. However, these features did not provide sufficient value to consumers and were widely perceived as gimmicks rather than meaningful innovations. As a result, the product failed to gain traction in a highly competitive market dominated by well-established brands such as Apple and Samsung.
The failure of the Fire Phone can be critically evaluated using Kotler and Keller’s (2016) Marketing Management Framework, which emphasises understanding customer needs and delivering value through effective segmentation, targeting, and positioning (STP). Amazon’s strategy was misaligned with customer expectations, as the phone prioritised integration with Amazon’s retail ecosystem over the features consumers valued most in a flagship smartphone, such as app availability and platform familiarity. Targeting Prime members and technology enthusiasts proved ineffective, as these consumers were already embedded in iOS or Android ecosystems and were unlikely to switch for a shopping-focused device.
  Furthermore, weak positioning contributed to poor differentiation, as the phone’s 3D display and scanning features failed to communicate clear benefits. The marketing mix (4Ps) also played a role in the product’s failure. The Fire Phone was priced at a premium despite lacking comparable perceived value, distributed exclusively through AT&T, and promoted primarily around its 3D interface. This limited reach and unclear value proposition prevented Amazon from building strong customer relationships or capturing value. Overall, the Fire Phone illustrates how neglecting customer-centred marketing principles can result in an innovative yet commercially unsuccessful product. Foreman, et al. (2014) would be for this strategy as their findings compose that market orientation only improves performance if it is planned and implemented properly. This was not the case with this product as it quickly lost its meaning with insufficient differentiation and the industry was already matured.

The Aspiring Action of Integrating AI Learning to become more Sustainable
  Amazon has introduced free, accessible AI skills training courses to promote innovation and learning, demonstrating how its two key drivers of change—AI development and social impact—work together. By understanding the growing demand for AI literacy among students and professionals, Amazon strategically applied Kotler’s marketing principles, addressing customer needs for affordable, high-quality learning resources. Through Segmentation, Targeting, and Positioning (STP), the courses focus on learners, job seekers, and professionals, and are positioned as practical, career-enhancing, and differentiated from general tutorials or paid alternatives.
The Marketing Mix has been thoughtfully applied. The product consists of interactive, structured courses teaching practical AI skills. Free access removes financial barriers, encouraging participation. The courses are widely available online, while promotion leverages Amazon’s platform, social media, and partnerships to reach relevant audiences. This strategy builds engagement, learning, loyalty, and goodwill. According to Buchanan and Badman (2008), sharing knowledge in this way fosters trust without forcing ecosystem adoption, indirectly enhancing the AWS ecosystem and potentially driving future revenue.
Success is measured not by direct revenue, but by participation, engagement, skill progression, and certification attainment, which also encourages adoption of Amazon AI tools. These courses strengthen Amazon’s ecosystem, acting as an entry point into paid platforms, while fostering long-term brand equity and trust. Amazon is positioned as a supportive technology educator and ethical AI leader, which enhances customer loyalty and future conversions (Allaway et al., 2011). Additionally, the initiative aligns with ESG objectives, promoting digital inclusion and workforce upskilling, thereby increasing investor confidence and corporate reputation (Henisz, Koller & Nuttall, 2019). Cameron and Green (2015) suggest this approach reflects lessons learned from past product failures and demonstrates effective capability development.


Conclusion
  Using the PESTLE model would be the correct strategy to consider if a company was heavily investing in the use of AI. As seen in the main findings it assessed public opinion in the social sector, identified the value of technological changes and uncertainties and looked into the laws and regulations a company like Amazon are required to follow in a legal and political view. From the table, it can be agreed that Amazon is taking all measures regarding AI and sustainability to ensure that it keeps customer engaged, loyal and inspired by their goals for the planet and people. 
Overall, Amazon has successfully climbed the top of the e-commerce industry with its shopping, fast shipping services and now its education system for technology. Although not all inventions had a great success, it was known when to stop the investing, take the fail and loss and learn from the mistakes. After launching the AI Skill Training it is seen that no matter how much investing and skills were put into a creation, if the customers do not see the advantages it could give them clearly, then no sales will be made. Sometimes, attempting to move into every market could sometimes tarnish your brand when it is because of impractical reasons. Unlike the Fire Phone, the AI training courses show great value and respect for its people and aligns closely with Kotler’s marketing principles of understanding customers needs and maximising the marketing mix in different ways to create adoption and value, not just fast selling. The main strategic benefit is building trust and creating long-term strategic benefits.
  The other campaign that was an example was the ‘Before Alexa’ ad. This did brilliant with marketing as it showed the difference their product made to people in the older generation in a humorous yet thoughtful way. The clever strategy used for this was them feeling as if they had gained confidence in using technology and admiring how they’ve overcome it, making others similar feel that’s what they are lacking, and even target younger family members as they understand the advancements as they grow up with it, but thinking about their elderly parents and wanting to help them when they cannot always be there. It was a great move from Amazon as it was a clear representation from reviews, personal experiences, and listening to the people once again.
  The models used throughout this report examines the differences a company gains in engagement and sales when it understands its audience and contributes to CSR. A great conclusion to Amazon is that the amount of money and advancements to AI is equipped to the system, the society and laws will not choose your customs if it is not used in the right place. It can be agreed that at 2025, Amazon has studied hard into what is best to do with their brand and platform and give something back when they can. Using Kotler’s marketing principles for both the Fire Phone and free courses was perfect for evaluating the comparison of reactions as it could quickly determine what was not thought of when creating the mobile device compared to how softly thought of the courses were for peoples learning. 










Recommendations
  Amazon Alexa is now used globally around the world and has sky-rocketed sales more than others. the Campaign ‘Before Alexa’ showcased that life before it was outdated and more difficult. The approach of creating a humorous ad reminding people of the difference it has affected their lives. Making the ad feel like it resonated with the older generations as they are unsure on the internet and technology makes them aware of how it has now simplified their lives and will encourage others who are yet to purchase as they see someone similar to them feeling more confident. Taking these informal approaches is strongly encouraged as it resonates with the public and feel down to earth.
  To summarise the failure of Amazon Fire Phone, it may have been a campaign that was not thought out greatly as it lacked many features for a user. The attempt to enter the smartphone market was to innovate a new AI-driven device which had dynamic features and combine smoothly with Amazon’s ecosystem such as Prime, shopping, etc. As mentioned, millions of dollars was invested for the development of the product and for advertising. But the downfall of this design was that the competition in the industry was already excelling. Others like Apple and Samsung have found the perfect way to assemble the software on a phone and had a weak consumer demand due to the fact it did not have has many benefits and features as them. Despite significant spending and technological innovation, the product failed to meet consumer expectations, resulting in financial losses and sustainability concerns related to electronic waste. This highlights that technological innovation alone is insufficient and is recommended to research clear consumer value and ethical alignment. Instead of the main goal being focus on ecosystem control and using as a tool for more Prime customers, it should have also contributed to user needs as it resulted in creating ambiguity around the phone’s purpose, which ultimately limited loyalty and use. By prioritising benefits, openness and flexibility for the user, Amazon may have improved the market performance.   If Amazon would try again with the Fire Phone, it is recommended to reposition and redesign around user value, not for shopping.
  Amazon beginning the investment of creating AI courses that are free of charge and easily accessible can be agreed to show a high level of care and ambition to younger generations to adapt better to the new future of it. Eventually in time, there will be millions more jobs available where the skills and requirements needed will be having high levels of understanding of the tool. To strengthen the long-term sustainability and credibility of AI Skills Training, a SMART-based recommendation will be needed to summarise if what they have decided to take in their initiative is feasible and worth doing. 
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Appendix 1 – URL : Amazon YouTube Ad (Before Alexa) Super Bowl 54 Commercial - YouTube
1

image1.png
$v=sv¥
& @ G
MO
e@ag




