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[bookmark: _Toc218695899]Executive Summary 
This report is a critical valuation of the role and effectiveness of the marketing activities of Amazon in a very competitive global environment. It also looks at the ways in which Amazon leverages data analytics, artificial intelligence, and integrated marketing communications to appeal to customers, influence participation and maintain a competitive edge. The areas that are taken into consideration in the analysis of the company are the macro and micro marketing environment, segmentation of the target market, marketing mix, choice of media and performance measurement. The results show that the marketing strategy used by Amazon is mostly successful because of its customer-focused orientation, solid brand equity, and well-developed possibilities of personalization. Nevertheless, the analysis also reveals multiple weaknesses, such as privacy of data, excessive use of automation, ethical risks, and difficulties with ensuring differentiation during the time when the competition takes place at a blistering pace. The report based on this finding gives practical and viable recommendations based on the factors of balancing automation and creativity, enhancing ethical governance, and developing skills, as well as improving trust-based marketing practises. The following recommendations are expected to help Amazon to be marketing sustainably and strategically.


[bookmark: _Toc218695900]1.0 Introduction 
Amazon is a massive and powerful online company that has gone into business in e-commerce, cloud computing, entertainment, and advertising. It is very much founded on the high level of marketing strategies that underline customer-centricity, data analytics, and technological innovation which help its success (Akbari, 2023). Marketing will be fundamental in the attraction of customers, greater involvement, and maintenance of the competitive impact of Amazon in extremely competitive international markets. Artificial intelligence, personalisation, and multi-channel communication are the key elements that the company uses to impact consumer behaviour and promote sales growth (Hassan et al., 2025). This report is a critical assessment of the marketing operations of Amazon through the macro and micro marketing environment, target markets and marketing mix. It also evaluates the efficiency, constraints, and further opportunities of the Amazon marketing approach in a fast-changing digital environment (Li, 2024).


[bookmark: _Toc218695901][bookmark: _Hlk217597845]2.0 Evaluation of Amazon’s Marketing Activity 
[bookmark: _Toc218695902]2.1 Concept and Importance of Marketing
Revenue growth, customer acquisition, and brand loyalty cannot take place without marketing (Kaufman, Horton and Soltani Far, 2023). Amazon spends a lot on marketing, namely, digital advertisements, email marketing, and personalization driven by AI (Abdullah, 2025). In 2023, Amazon incurred about $24 billion on marketing to stay visible, attract and retain customers, as well as increase market share (Hassan et al., 2025). Marketing helps in short term goal which includes sales promotion and long-term brand positioning. As an illustration, promotions such as Prime Day utilise cross-channel promotion to increase customer interest and make sales (Thiyagarajan and Sasikumar, 2025). 
[bookmark: _Toc218695903]2.2 Macro and Micro Marketing Environment of Amazon
[bookmark: _Toc218695904]2.2.1 Macro Marketing Environment (PESTEL Analysis)
· Political Factors
Amazon operations and competitiveness are heavily affected by political issues in the international market. The policies by the government on e-commerce, taxation and antitrust have direct impacts on profitability and price policies (Buchanan et al., 2008). The decision of the 2018 U.S. Supreme Court that online retailers must collect sales tax decreased the previously held cost-benefit by Amazon (Pereira, 2023). 
[image: Sales Tax for Online Retailers - Alloy Silverstein]
Figure 01: Till 2018 tax collection status in different states from online retailers
Source: (Reynold Cicalese III, 2018)
Cross-border supply chains of Amazon have been supported by international trade agreements like NAFTA and WTOs. Nevertheless, political opposition in markets such as China curtailed growth and compelled Amazon to withdraw out of the markets (Hassan et al., 2025).
· Economic Factors
The macroeconomic environment and consumer buying power are related issues that affect the performance of Amazon. Global supply chains also allow sourcing at a low cost and swift distribution of products (Wang, 2023). The global e-commerce market is estimated by various sources to have been between $2.5 and $3 trillion in 2023, a higher value than is projected to be the 2024 nominal gross domestic product at current prices of such countries as Brazil, Italy, Canada or Russia (Zandt, 2024). Amazon can be deemed as the most significant player in the market by far with a net income of $30 billion annually and revenues of $575 billion in 2023.
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Figure 02: How Leading E-Commerce Platforms Stack Up to Amazon
Source: (Zandt, 2024)
· Social Factors
A change in consumer lifestyles and the use of digital are significant factors in favour of the growth of Amazon. The growing popularity of convenience, online shopping, and rapid delivery is in line with the value proposition of Amazon. The shifting consumer values focus on sustainability, ethical sourcing, and data privacy (Khamoushi, 2024). The cultural differences will affect the likes of products, modes of payment and marketing communication strategies. Nevertheless, the creation of jobs, low prices, and access to the platform by small sellers are positively impacting society at Amazon (Li, 2024).
· Technological Factors
In Amazon, personalised recommendations, dynamic pricing, and demand forecasting are supported by artificial intelligence (Burnes, 2014). Robotics and automation enhance the efficiency of the warehouse and deal with the shortage of labour. Alexa, Amazon Go, and drone delivery innovations are used to improve customer experience. The blockchain constant technological development makes Amazon more scalable and innovative (Dadwal et al., 2025).
· Legal Factors
Amazon is a company with complicated legal structures in various jurisdictions. The operational compliance is developed based on antitrust scrutiny, intellectual property protection, and cybersecurity laws (Yang et al., 2021). Legislation, including GDPR, COPPA, and HIPAA, makes data protection obligations and compliance expenses higher (Pereira, 2023). Minimum wage policies and labour laws have an influence on workforce costs and pricing flexibility. 
· Environmental Factors
The aspect of environmental sustainability is influencing the strategy and image of Amazon more and more. The climate commitment is the Climate Pledge that leaves Amazon with zero carbon emissions by 2040 (Bhardwaj et al., 2023). This is assisted by investing in electric delivery vehicles and sustainable packaging. The waste mitigation programmes enhance the environmental performance and raise capital expenditure. Balancing sustainability and efficiency is a long term issue (Srivastava, 2025).
[bookmark: _Toc218695905]2.2.2 Micro Marketing Environment (SWOT Analysis)
The micro environment entails customers, competitors, suppliers as well as intermediaries (Akbari, 2023). Competitors of Amazon such as Walmart, Alibaba, and Flipkart pose a high level of competition as they affect prices, promotional strategies, and product assortment strategies (Kotter, 2009). The customers are becoming more and more interested in convenience, personalization, and ethical marketing (Sharma, 2024). 
	Strengths

	Opportunities


	The most competitive strength of Amazon is its universally known brand that is related to convenience, trust, and quick delivery. Good brand equity facilitates customer satisfaction and traffic volumes in the different regions (Li, 2024). Customer-centric culture of Amazon is set on the low prices, a broad range of products and efficient service. Services like Amazon Prime reinforce repeat purchase and protracted interaction (Soumya et al., 2025). Another strength in the form of innovation is brought about by the artificial intelligence, the personalisation and automation in marketing and operations (Abdullah, 2025). Economies of scale, digital infrastructure and advanced logistics systems are sources of cost leadership to Amazon (Gupta, 2025).
	Amazon has a good growth potential in the emerging markets where the internet penetration and the use of e-commerce is increasing (Soumya et al., 2025). The increase in the number of the own-label brands, including Amazon Basics, enables the organisation to satisfy the augmenting demand of low-end products when the economy faces an inflationary trend. In the case of digital healthcare like Amazon Clinic, there is a potential for diversification to high-driven areas (Dadwal et al., 2025). Long-term growth potential is also present in AWS as more people around the world have been demanding cloud computing and data services (Srivastava, 2025). The world cloud market is estimated to reach $300 billion by the year 2024 and an astonishing 21% CAGR (Gupta, 2025). Amazon Web Services controls the cloud market valued at $200B+, with a market share of 31, although the competitors are gaining ground.

	Weaknesses

	Threats


	Although it is a large-scale company, Amazon is experiencing low profit margins in most of its retail sectors. Competitive markets that are unfavourable in terms of profitability due to aggressive prices and high fulfilment costs (Kaufman, Horton and Soltanifar, 2023). There is a low physical retailing presence, which inhibits access to customers who enjoy shopping in stores. Moreover, the complaints on difficult working conditions and dissatisfaction of the employees will have a negative impact on the brand reputation and the image of the employers (Li, 2024). Lack of control to quality and safety over millions of third-party products is also a continuous weakness in the operations (Wang, 2023).
	Amazon is experiencing a growing regulatory and legal risk in terms of competition, data privacy, and consumer protection. The adherence to regulations, like GDPR and CCPA, increases the complexity of operations and costs (Bhardwaj et al., 2023). Threats to market share and pricing power are posed by intense competition among the world in terms of retailers and technology companies. Customers may lose trust in the company due to cybersecurity threats, unrealistic reviews, and fake products (Hassan et al., 2025). 



[bookmark: _Toc218695906]2.3 Target Markets
[bookmark: _Toc218695907]2.3.1 Market Segmentation
Amazon employs multi-dimensional market segmentation which is mostly based on the demographic, geographic, psychographic and behavioural variables. Amazon is demographically focused on the age group of young adults and middle-aged consumers with different income levels (Li, 2024). Nevertheless, a segment of middle-to high-income earners constitutes a core segment because they have greater purchasing power and subscribe to Amazon Prime. Geographically, Amazon divides the market according to region and country, and customises product assortments, prices, delivery speed and payment methods to be used locally (Danciu, 2013). 
Psychographic segmentation targets the consumers who cherish convenience, time saving and digital lives. These clients are fond of web shopping, expedited delivery and digital conveniences (Akbari, 2023). Amazon is of particular relevance to behavioural segmentation because it applies data analytics and artificial intelligence to examine browsing history (Sharma, 2024), purchase behaviour, and preferences. It allows individualised recommendations, dynamic pricing, and tailored promotions, improving the level of customer satisfaction and retention (Foreman et al., 2014).
[bookmark: _Toc218695908]2.3.2 Targeting
Amazon uses differentiated targeting as the main approach as it targets a variety of segments of the market with customised products. Its low-end strategy targets ordinary consumers who are interested in cheap prices, broad product range, and convenience (Hassan et al., 2025). Amazon Prime subscribers are a target segment of a strategic value since they already exhibit a higher level of purchase frequency, brand loyalty, and lifetime value.
Amazon serves the business client base via Amazon Business which provides the bulk purchasing, business prices, and procurement services. The Amazon Web Services, (AWS) caters to technology-driven parts that serve enterprises, start-ups and governments that need scalable cloud computing services. Other niche markets, including healthcare consumers (Amazon Clinic), entertainment audiences (Prime Video and Amazon Music), also exemplify how Amazon has targeted diversely (Danciu, 2013).
[bookmark: _Toc218695909]2.3.3 Differentiation and Positioning
Amazon has positioned itself by providing a powerful value chain that focuses on customer obsession, operational excellence, and technology. Among the aspects of differentiation are pricing (competitive), a wide range of products, expedited and dependable shipping (Thiyagararajan and Sasikumar, 2025), and a high level of personalisation based on the artificial intelligence. Purchasing that can be made with a single click, delivery in the same day, easy returns and services can contribute to the perceived value and convenience.
Regarding positioning, Amazon is marketed as a one-stop, customer-focused online market, which focuses on convenience, trust and affordability. This place corresponds to the ideas of brand personality presented by Aaker (2015) since Amazon is regarded as efficient, dependable, and innovative. Through the continuous reinforcement of this stance in the markets and the platforms, Amazon maintains a high brand equity and competitive advantage in the global marketplace over the long-term.
[bookmark: _Toc218695910]2.3.4 Marketing Mix
A marketing mix is a combination of four elements namely product, price, place and promotion. A combination of these factors creates value to the target customers and fulfils marketing goals (Sushmith, 2019). Amazon uses the 4Ps in a way that helps in the organisation of its data-driven and customer-focused marketing strategy. 
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Figure 04: Amazon Marketing Mix
Source: (Sushmith, 2019)
Product: Amazon started as an internet bookstore, but has grown up to be a multi-category international market. It currently provides products in electronics, home appliances, books, fashion, grocery and digital products. Seller marketing and AI-based product proposals contribute to this growth and provide more relevance to the assortment and customer satisfaction (Wang, 2023). The broad product offers enables Amazon to be positioned as a shopping platform that is one-stop.
Price: Amazon offers competitive and dynamic pricing strategy to target price-sensitive customers. The prices are usually adjusted depending on the activities of competitors, demand, and consumer behaviour. It is cost effective and guarantees coverage at the same time (Kaufman, Horton and Soltanifar, 2023). Pricing based on data analytics and discount allows boosting traffic and purchasing impulsively. The cross-selling suggestions also boost the basket value after the customers deal with discounted items (Thiyagarajan and Sasikumar, 2025).
Place: The main distribution channel of Amazon is its online marketplace that is supported by a global logistics and fulfillments network (Akbari, 2023). Given the accessibility and convenience associated with services like Amazon Global, international shopping is now possible. The availability of the fast delivery service (the same-day and the next-day delivery) contributes to better customer trust and desire to buy (Li, 2024). Availability in digital format is guaranteed by web, mobile applications, and voice commerce.
Promotion: Amazon has implemented a combination of both digital and traditional media promotional strategy. Online platforms consist of email marketing, social media, search engine optimisation, pay per click advertising, and influencer marketing. Amazon PPC campaigns enable the sellers to gain product visibility, with paid search placements. Brand awareness on a large scale is supported by traditional media including television, billboards, and print media (Azzah Wanajma, 2024). 
[bookmark: _Toc218695911]2.4 Selection of Media
Paid Search Advertising and Search Engine Optimisation: Some of the most vital marketing communication channels used by Amazon include search engine marketing (SEM) and search engine optimisation (SEO). Most customers start their buying experience by searching the products online and Amazon provides a high visibility of products with a list of optimised products and paid search advertisements (Hassan et al., 2025). Since Amazon has a broad product line, SEO and paid search are very suitable in promoting the traffic and sales (Kingsnorth, 2019).
Email Marketing and Individualised Communication: Email marketing is critical in retaining and loyalty building of customers. Amazon applies data analytics and artificial intelligence to customise emails depending on the browsing history, purchase history and customer taste (Azzah Wanajma, 2024). Promotional messages of exclusive Prime offers, personalised recommendation, and big sales events like the Prime Day are encouraged via emails. This channel is efficient because it is cheap, reaches to the audience directly and can be used to send personalised messages that enhance repeat purchases and customer lifetime value (Abdullah, 2025).
Social Media and Online Networking Sites: Amazon actively utilises such social media as Facebook, Instagram, X (Twitter), Tik Tok and YouTube to target customers and create stronger brand awareness. Prime Video, new services, and sustainability-related announcements are the primary promotional campaigns, entertainment content, and influencer collaborations conducted on these platformsAkin, 2024).
On-Platform Advertising, Programmatic and Display: A highly effective channel of communication is Amazon Ads such as sponsored product listing, display ads, and programmatic advertising. With first-party data, Amazon will be able to provide accurate targeting and retargeting to its ecosystem customers (Wang, 2023).
[bookmark: _Toc218695912]2.5 Measuring Success
Marketing outcomes can be measured through such metrics as ROI, conversion rates, customer acquisition cost (CAC) as well as customer lifetime value (CLV) (Akbari, 2023). One can use web analytics to monitor user behaviour and A/B testing to evaluate the performance of a campaign (Sharma, 2024). The measures of social media engagement grant access to the awareness of the brand and the interaction with the audience. The campaigns during the Prime Day will be evaluated concerning the number of sales, traffic, and feedback from customers and will be assessed in a holistic manner. The AI-based recommendations and predictive analytics maximize the product visibility, personalization and campaign efficiency (Akin, 2024). Marketing control entails tracking the performance relative to the objectives and redirection of resources in order to maximise impact (Khamoushi, 2024). The use of continuous feedback loops allows Amazon to change the campaigns depending on performance information.
[bookmark: _Toc218695913]2.5.1 Effectiveness of Marketing Activities
The marketing practises of Amazon are quite efficient. The intensive usage of digital channels, AI, and data analytics has boosted customer interaction, sales and brand loyalty. The campaigns are responsive, targeted, and data-driven and have a high ROI (Thiyagarajan and Sasikumar, 2025). Prime Day raises billions of moneys, which is the indication of the effectiveness of integrated campaigns (Sharma, 2024). Brand credibility is enhanced by social media interactions, partnerships with influential people, and word of mouth. Although the marketing approaches are strong and dynamic (Bhardwaj et al., 2023), the marketing tactics face issues such as privacy issues and limitations of artificial intelligence.
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Figure 05: Amazon Marketing Strategy
Source: (Sushmith, 2019)
For example, the case of Prime Day is an example of a successful multi-channel marketing on the part of Amazon. The high visibility and urgency are generated through email, social media advertisement, banners on websites and influencer promotion (Thiyagarajan and Sasikumar, 2025). Product recommendation and dynamic pricing boost conversions, which are AI-driven (Abdullah, 2025). The reviews by users and the content created by them create a sense of trust and authenticity (Khamoushi, 2024). 
[bookmark: _Toc218695914]2.5.2 Integration and Innovation
Unity and efficiency Amazon coordinates marketing activities in channels (Kaufman, Horton and Soltanifar, 2023). The ability of AI, CRM systems and analytics to coordinate email, digital advertisements, and social media campaigns seamlessly is possible (Kingsnorth, 2019). A comprehensive customer experience is offered with the help of dynamic pricing, inventory control, and tailored communication (Azzah Wanajma, 2024). This combination strategy has the best effect of the campaign and supports the brand message. The United Kingdom is the second leading European location of Amazon in terms of the number of fulfilment services. The company has its supply chain and logistics business in the UK under Amazon UK Services Ltd., where it has an income of more than 155 million British pounds by December 2022. Nevertheless, e-commerce meltdown of 2022 impacted the global operations of Amazon, and the UK branch was not an exception (Ou, 2025). 
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Figure 06: UK innovations over the past 25 years
Source: (Amazon, 2023)
Amazon honours most renowned innovation in the UK to honour 25th anniversary. Innovations Since 1998 Explore the most popular innovations, whether it be the development of fantastic streaming services to its customers or the limits it has pushed in AI and voice assistants (Bhardwaj et al., 2023). Amazon is among the top 10 employers in the UK in the private sector and it employs approximately 75,000 individuals in the UK that assist in the innovation of customers on its behalf on a daily basis. This encompasses over 2700 employees in the development centres in the UK such as Cambridge, Edinburgh, London and Swansea and are engaged in initiatives like Prime video, Alexa and customised shopping experience on the online stores (Abdullah, 2025). The UK-based small and medium-sized sellers (SMEs) that sell their products in Amazon stores around the globe are now over 100,000 in number. More than two-thirds of these businesses made their sales to external UK customers last year with a total volume of above £3.3 billion in export sales (Amazon, 2023). In the survey conducted in September 2023, 44% of the surveyed brand and agency marketers in the United Kingdom (UK) (Navarro, 2025). 
[image: Benefits of AI in digital advertising UK| Statista]
Figure 07: Benefits of AI use in marketing in the UK 2023
Source: (Navarro, 2025)



[bookmark: _Toc218695915]3.0 Conclusion of Addressing the Shortcomings of Amazon’s Marketing Strategy 
This analysis concludes that the marketing strategy of Amazon is quite effective and not lacking significant constraints. Data analytics, artificial intelligence, and multi-channel promotion have been highly utilised by the business to guarantee customer engagement and domination of the market (Hassan et al., 2025). Nevertheless, also the same strengths that result in success lead to strategic weaknesses that need to be handled with care. There were problems associated with privacy, excessive automation, and regulatory pressure that surfaced on a regular basis during the analysis (Bhardwaj et al., 2023).
One of the weaknesses is the over reliance of Amazon on customer data to do personalization and targeting. Even though it makes them more relevant and improves conversion rates, it also exposes them to privacy risks and consumer distrust (Dadwal et al., 2025). The adherence to policies like GDPR and CCPA increases the complexity of operations and constrains the flexibility in marketing practises based on data (Li, 2024). These limitations limit the freedom of Amazon to use data on a massive scale without reputational or legal implications.
The other most important challenge is over-automating marketing activities. Artificial intelligence pricing, suggestions, and content optimisation are more efficient, yet at the risk of creating less emotional appeal and a narrative about the brand (Khamoushi, 2024). Overdependence on algorithms can decrease creativity and differentiation, particularly in the long-term, when the user is matched by the opponents (Hassan et al., 2025). This lessens the competitiveness sustainability of Amazon.
Marketing is also influenced by organisational and strategic constraints. Advanced analytics lack of skills in marketing teams can slow the implementation of AI unless it is accompanied by proper training and change management (Cameron et al., 2015). Furthermore, the increasing regulatory and antitrust attention limits the promotional campaigns and the prevalence of platforms (Akbari, 2023). Such pressures demand that Amazon juggle innovation and ethical governance and transparency.


[bookmark: _Toc218695916]4.0 Recommendations for Amazon’s Marketing Strategy Improvement 
[bookmark: _Toc218685411][bookmark: _Toc218685459][bookmark: _Toc218692701][bookmark: _Toc218695917]4.1 SOSTAC Model 
The SOSTAC model which is a structured analysis, refining and determining the failure of the Amazon marketing strategy (Kaufman, Horton and Soltanifar, 2023). It enables the company to streamline its customer-centric and data-driven marketing and address the risks of over-automation, regulation compliance, and privacy issues. 
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Figure 08: The SOSTAC Model
Source: (Pawsey, 2019)

Situation: Amazon is in a very competitive and fast changing global digital marketplace that customers seek convenience, speed, customization and smooth experiences. To learn customer behaviour, optimise prices, recommend personalisation, and have a robust digital presence, the company has used artificial intelligence, machine learning, and high-end analytics (Abdullah, 2025). In addition to these positive elements, Amazon has such weaknesses as regulatory scrutiny, privacy, workforce, and reputational risks associated with excessive dependence on automated systems (Bhardwaj et al., 2023). 
Objectives: The marketing goals of Amazon are supposed to promote revenue growth, customer acquisition, retention, and loyalty. Short-term goals are concerned with the promotions and campaigns to gain more sales and interest, like Prime Day and the seasonal offers. The medium- and long-term goals aim to enhance brand positioning, ethical marketing, and customer lifetime value, deal with privacy issues and regulatory adherence (Hassan et al., 2025). One of the goals is to strike a balance between technological and human-centric marketing to retain trust and participation.
Strategy: The Amazon marketing strategy is a customer-based, multi-channel, and data-based strategy. It lays emphasis on individualisation, convenience, cheap prices, quick delivery, and the omnichannel. Personalisation, through trust, is essential, as recommendations based on AI should be clear and moral (Hassan et al., 2025). Examples are the Prime Day, which incorporates urgency, exclusivity, and loyalty benefits to boost both short- and long-term brand interactions (Thiyagarajan and Sasikumar, 2025).
Tactics: The most prominent promotional strategies are a focus on online advertising, search engine marketing (SEM/SEO), personalised emails, influence collaboration, and machine learning-driven recommendation (Azzah Wanajma, 2024). Amazon has kept up the digital marketing spend of around $24 billion as at 2023 to maintain a presence, to attract different client segments, and to dominate the market share (Hassan et al., 2025).
Action: Tactical activities are launched on the basis of both integrated global and local channels, which guarantees the unity of actions and adaptation to local rules and preferences of consumers (Cameron et al., 2015). Marketing, IT, compliance, and analytics teams coordinate their efforts across functions to ensure a seamless process of conducting campaigns and initiatives (Akbari, 2023). 
Control: Amazon evaluates marketing performance with both quantitative and qualitative indicators, such as ROI, customer acquisition cost (CAC), customer lifetime value (CLV), engagement rates, and social media interaction (Kaufman, Horton and Soltanifar, 2023). The constant feedbacks and campaign audit enables Amazon to optimize tactics, improve personalisation, and keep in line with the overall strategy goals (Hassan et al., 2025).
[bookmark: _Toc218685422][bookmark: _Toc218685470][bookmark: _Toc218692702][bookmark: _Toc218695918]4.2 Ansoff Matrix 
Ansoff Matrix offers an analytic model that Amazon can employ to resolve weaknesses in their marketing strategy and continue growing in one of the most controlled and competitive conditions (Akbari, 2023).
· Market Penetration: Amazon can build trust and improve privacy by improving visibility of how data is used, providing more explicit consent options and improving ethical AI control. To enhance emotional appeal, it is possible to refine the personalisation algorithms so that automation is balanced with the creative input of human operators without harming efficiency (Kaufman, Horton and Soltanifar, 2023).
· Product Development: Amazon has an opportunity to build privacy-focused marketing technology, such as opt-in personalisation dashboards, and improve brand narratives with interactive and immersive content on Prime Video and on social media (Abdullah, 2025). 
· Market Development: Amazon has an opportunity to extend its ethical and sustainable marketing orientation to new markets, altering its communication strategies to the values of local culture and demands of the regulations (Dadwal et al., 2025). This would facilitate its expansion across the global fronts and counter regulatory challenges.
· Diversification: Diversification by investing in AI-based advertising tools that are privacy-conscious to third-party sellers and expansion into other areas like digital healthcare advertising would decrease reliance on the core retail advertising (Srivastava, 2025). 
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