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[bookmark: _59jzzs73wesq]Executive Summary
The following is a report that has been put together to provide a critical evaluation of the marketing activity at Amazon, provide a conclusion and highlight the shortcomings of their marketing activity, and finally provide recommendations that will allow the company to improve its current marketing activity.

Amazon is an industry giant with ownership of lots of different companies, however, they are most well-known as an online marketplace that stocks and sells pretty much everything. It started as a humble online bookstore back in 1994, and since then has grown significantly. Amazon now controls the majority of its own supply chain through the creation of its own logistics company. They have streaming services, develop tech products and AI, and have their own cloud computing services too. There are so many industries the company is involved in, and this is part of what makes their marketing activities so interesting.

The report begins by giving an introduction to Amazon, the company that was used in assignment 1, and then moves on to looking at their marketing activity. It takes a deep look at one of their biggest promotional events of the year - Amazon Prime Day - and then moves on to looking at other marketing activities, including TV advertising, affiliate marketing, and social media marketing. It concludes by highlighting that Amazon generally does a good job with its marketing, as Prime Day, its TV advertising, and its affiliate marketing program are incredibly effective. But does acknowledge that Amazon’s social media marketing strategy is quite corporate and not very innovative. 

Moving on to the recommendations, it is recommended that Amazon continue to promote Prime Day annually but take steps to ensure the event doesn’t grow stale, continue to run emotional advertising campaigns for television, and maintain their affiliate marketing program, as it is very effective, low-cost marketing for the company. The biggest recommendation is for Amazon’s social media marketing strategy, and it is for the company to change the tone of voice and make its social media more fun so that consumers engage with it. In recent years, it has become more common for companies to have fun with their social media presence, and it is great for getting people talking about the brand, so this could be an incredibly effective change for Amazon. Finally, the report concludes its findings and recommendations in the conclusion section. 
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[bookmark: _16l030tmh7fy]1.0. Introduction
In line with the assignment brief, this assignment will also focus on Amazon, as this is the company at the center of assignment 1. Amazon is an international business and one of the most well-known companies in the world, but it started as a humble online bookstore back in 1994 when it was founded by Jeff Bezos (REFERENCE). Since then the company has grown rapidly and expanded into lots of different industries through a variety of different services, including cloud computing services under the name “AWS”, music and video streaming through Amazon Music and Amazon Prime Video, and the development of consumer electronics including Fire Tablets, Kindle E Readers, and Smart home devices. However, the service that Amazon is probably most well-known for is its online shopping marketplace. 

Amazon was one of the front runners in revolutionising online shopping, and they have sustained a competitive advantage by focusing on offering customers one thing - convenience. Through Amazon Prime subscriptions, Amazon offers free next-day delivery to all customers and even free same-day delivery depending on the amount that you spend on an order. They have even taken this a step further by beginning to deliver items by drone in some areas to increase the speed at which customers receive their parcels (Greenawalt, 2024), and this leads us to another key thing that Amazon is a market leader in - innovation. 

With the rapid speed of technological innovation over the last 30+ years since Amazon was first founded, the company has been able to be right at the forefront of new technology. This has been displayed numerous times, through their popular Kindle E-Readers that dominate that sector of the market, to the AI that they have developed to use in their smart home systems, and the cloud computing services offered under ‘AWS’. The company has openly stated that they are guided by 4 key principles: customer-obsession rather than customer-focus, a passion for invention, a commitment to operational excellence, and long-term thinking. Their long-term business goal is to be the Earth’s most customer-centric company, best employer, and safest place to work (REFERENCE). This goal can be seen through their marketing efforts and the way that they target their customers. 

With all of this in mind, the following report will provide a critical evaluation of the current marketing efforts by Amazon, identify shortfalls in their marketing strategy, and provide recommendations on how to improve their marketing efforts and maximise the effectiveness of their campaigns. 
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[bookmark: _8r6jypdw17r2]2.0. Main Findings - Task 1
As an industry giant with lots of different offerings, Amazon runs a lot of different marketing campaigns for its various services. But for the purpose of this assignment, a handful of their marketing efforts have been highlighted to be analysed, including: Amazon Prime Day Promotions, Television Advertising (focusing specifically on the company’s 2024 Christmas advert), and their Affiliate Marketing program. 
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Amazon is very customer-focused, and that is why one of its biggest annual marketing efforts focuses entirely on bringing great deals to customers. Back in 2015, to celebrate being in business for over 20 years, Amazon launched its first-ever “Prime Day”, a 24-hour period where huge discounts could be had across the online marketplace for all Prime members (REFERENCE). Since then, Amazon Prime Day has grown and evolved, and 10 years later, ‘Prime Day’ runs across 2 days, and it is a global shopping event. With huge discounts available on products, flash deals on high-value items, and all of this offered with quick delivery, it is a huge event for shoppers across the globe, with many people specifically waiting for Prime Day to purchase items that they require from Amazon (REFERENCE).

Event marketing is an interesting technique, especially when it is implemented by companies as large as Amazon, however, 10 years of running Prime Day has proven how effective it can be when implemented well. While initially, resources would have had to be invested in marketing Prime Day, after 10 years, this isn’t needed so much. People know that Prime Day is an annual event; all Amazon has to do is post the dates, and they are guaranteed to have customers shop during the 48-hour period. People speak about Prime Day, websites and blogs talk about this event, and Amazon’s own affiliate marketers - something that will be discussed more in section 2.3. - drum up excitement for the event. This means that the only real resource that Amazon needs to invest in Prime Day is its pricing strategy. 

While Prime Day is an event that has been running for many years, this year in particular, it is likely to be influenced by the macro environment. The cost of living crisis is having a huge impact on consumer spending as people have less disposable income to spend. However, the impact that this is having on consumer spending isn’t that it is stopping people from spending money altogether, instead, it is leading to an increase in spending when items are discounted or on offer (REFERENCE). During periods when people have less money to spend, they tend to become more conscious about getting a good deal on what they do spend their money on. In terms of the micro business environment, a lot of planning has to go into Prime Day. In particular, Amazon must rely on a robust supply chain to ensure they have products available to sell, and a network to distribute products after they have been purchased. As established in a Porter’s 5 Forces analysis completed in assignment 1, the bargaining power of suppliers when it comes to Amazon is very low, as Amazon is a huge company with a lot of control over its supply chain. In fact, Amazon has even taken over control of a lot of its own supply chain by creating, investing in, and taking over organisations that offer the services Amazon require for that part of their supply chain (REFERENCE), and this is what makes it fairly easy for Amazon to run an event as large as Prime Day. 

Prime Day aims to target primarily existing Prime members. The discounts and deals that are active during Prime Day are only available for Prime members, and members of this subscription sometimes even get early access to deals. However, the secondary aim for Prime Day is to get new subscribers to Amazon’s Prime subscription. Applying the marketing mix to Amazon Prime Day can allow a better understanding of how this contributes to their marketing efforts. The marketing mix, or the 7Ps, is the 7 factors that must be considered when creating a cohesive marketing strategy. They are product, price, place, promotion, people, process, and physical evidence (CIM, 2023). On Prime Day, the products will refer to everything that is being sold, and this specific promotion will include a wide variety of categories, including technology, makeup, clothes, and lots more. Prime Day offers the lowest prices for a lot of the products for sale throughout the whole year, so the pricing strategy is to heavily discount products for a limited time, pushing quick sales, a technique known as penetration pricing (Majka, 2024). As an online retailer, the place from which they sell their products is their online marketplace - Amazon.com, and this doesn’t change for Prime Day. A lot of the Promotion for Prime Day comes from word of mouth from current customers, however, the company does have to do some promotion. This includes email marketing to existing customers, on-site banners and adverts, as well as social media marketing. But compared to the initial promotion that would have had to be done to market Prime Day, this is a lot lower key now that the event is established. The people involved in the campaign are primarily made up of Amazon employees; however, as an online marketplace, third-party sellers do operate on Amazon, so they may also be involved in Prime Day. The process of Prime Day is simple: customers go on the website, add the relevant deals that they want to their basket, check out, and pay. Then Amazon’s well-organised logistics steps in to get people's orders delivered to them promptly. Finally, the physical evidence of this marketing campaign includes the Amazon website or app, any emails that customers receive, and finally, the products that they have ordered and the packaging they arrive in. 

Prime Day is easily Amazon’s biggest campaign every single year, and it is met with great success. In its first year, the event sold 34 million items, and that has increased to over 375 million (Advertising Week, 2024). In the 2024 Prime Day promotion alone, the company sold over 200 million items, in addition to having a record number of customers sign up for Amazon Prime in the 3 weeks leading up to the promotion (About Amazon, 2025). All of this shows the success of this advertising campaign and puts Amazon in a good position for its 10th Prime Day in summer 2025. 
[bookmark: _izv3jh2f74xr]2.2. TV Advertising
For many larger companies, television advertising makes up a key part of their marketing strategy, and this is no different for Amazon. They run several television adverts, and one of their biggest annually is their Christmas advert. Christmas advertising has become increasingly popular as the “John Lewis” effect has led companies to spend over £10.5 billion on Christmas advertising in 2024 (Cassidy, 2024). Having a good Christmas advert is key for word of mouth marketing, and Amazon is a company that has started to execute its Christmas advertising well. In the 2020s, Amazon has started to pivot towards emotional advertising, and taking customers on an emotional journey, and this is what they did with their 2024 Christmas ad. 

The 2024 Christmas ad for Amazon centered around the key theme of “kindness”, and it took viewers on an emotional journey watching a maintenance man sing as he worked. Co-workers observed his singing, bought him a suit jacket, and encouraged him to get on stage and sing, and the advert ends with his hidden talent being recognised as he serenades the audience standing on stage in his gifted jacket. The advert titled “Midnight Opus” was designed to show the joy that can be found in gifting and showing kindness to others (Wright, 2024). The ad debuted on UK television during an ad break for Coronation Street, and has also been shown across the globe. Unlike other companies, Amazon chose to opt for one global advert rather than different adverts for different countries. The advert was met with great success, particularly in the US, where it was rated 4.9 stars (Ewing, 2024), and this is mainly due to the emotional journey that it took viewers on. Christmas adverts aren’t just about sales; they are about recognition (Ellerbrook, 2024), and Amazon gained a lot of recognition for its 2024 Christmas ad.  
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The final aspect of Amazon’s marketing to discuss is its affiliate marketing program. Affiliate marketing has become increasingly popular in recent years, and the Amazon affiliate program is one of the most well-known affiliate programs. Known as “Amazon Associates”, the program allows individuals, influencers, bloggers, content creators, and website owners to sign up and monetize their traffic by earning commissions on the sale of any Amazon products sold via their link (REFERENCE). Amazon is widely accepted as the most popular affiliate marketing program currently operating (Digivate, 2025), and it is commonly used by influencers and websites that make money through affiliate marketing. 

Affiliate marketing is a really interesting technique, and Amazon gets so much success from it because they have such a wide array of products. A lot of affiliate marketing websites focus on specific niches, and with such a large range of products, Amazon can be used by a variety of different websites to direct traffic to their relevant affiliate links. The Amazon Associates program works well for Amazon as it is cost-effective marketing; it pays affiliates on a pay-per-click basis, so Amazon still retains much of the profit from each product sold through these links. It also increases traffic and sales to the Amazon website without Amazon having to do anything, and the use of the program on niche websites gives Amazon access to customers that it may not have accessed previously. It builds trust between Amazon and new customers because those sharing the affiliate link act as a bridge between the two. It was a clever move by Amazon to launch its affiliate program, as it is a low-cost but highly effective marketing for the company.
[bookmark: _fxm8usbt72ab]2.4. Social Media Marketing
Like the majority of companies that operate today, Amazon has a digital presence in the form of social media. They are present across all social media, and run regular social media marketing campaigns that are often powered by cookies so that they are personalised to individual customers (About Amazon, 2024). Amazon uses its different social media accounts in different ways. The primary Amazon Marketplace Facebook account mainly advertises products, likewise, the Amazon Prime Facebook mainly advertises shows and films that can be viewed through an Amazon Prime subscription (REFERENCE). Their X account, formerly known as Twitter, is primarily used for dealing with customer queries and acts as an extension of their customer service, and this is fairly common for many companies with a presence on X (Bar & Kitchen, 2025). 

Amazon’s social media presence exists, but it isn’t that great. In the traditional sense, it is effective; customers can find the company on socials and follow it for updates, but it isn’t particularly innovative. Amazon strives to be innovative, and in a lot of fields, the company is a leader in innovation, but not in terms of its social media presence. Over the last few years, a lot of companies have started to use their social media as a way to advertise the company outside of traditional advertising. Two companies that have done this particularly well are Aldi and RyanAir. Aldi is famous for its social media presence, in particular the way that the company has used this to poke fun at competitors since the lawsuit the company faced from M&S (Sky News, 2022). In contrast, RyanAir has used its social media presence to poke fun at the negative stereotypes associated with its own brand, turning negative press into advertising, and in particular, they’ve used TikTok to do this (Bored Panda, 2023). These are two great examples of using social media to show the human side of business, and also just to make it a little more fun for their customers. It creates a talking point for customers, which increases their word-of-mouth marketing and drives sales and customers. Yet Amazon’s use of social media is rather stale, and it is one area of their marketing where they really fall down. 
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[bookmark: _eddikvik0xh2]3.0. Conclusion - Task 2
As has been established, Amazon executes the majority of its marketing pretty well. They have managed to create an annual sales event that rivals Black Friday through Prime Day, and they have successfully created a network of people who market their products for them at a very low cost for Amazon itself. Their TV advertising is particularly effective, and in all of these areas of their marketing, Amazon has been innovative. But there is one area where they are not, and that is their social media. 

Social media is a key part of marketing strategy in the modern world, simply because so many people use social media. Around 5.25 million of the world’s population use social media (Statista, 2025), so companies must maintain a good social media presence if they want to attract new customers and retain existing customers. At best, Amazon’s social media presence could be described as basic. It is there, but they don’t seem to invest much time and effort into making it new and innovative, instead, they do the bare minimum to ensure that it acts as a landing page when potential customers search for them on platforms such as Google.

Amazon grew rapidly into the industry giant that it is today, and it did a lot of this growth before social media, or at least before social media became as important as it is today. This meant that the company hasn’t really had to attract customers through social media, like many businesses do, and this could be the reason why their social media strategy seems quite boring in comparison to their other marketing efforts. This wouldn’t be a problem ordinarily, but Amazon promotes itself as being an innovative company, so they really need to ensure that this is displayed across all of their marketing efforts. That being said, from this analysis, the only shortfall for the company that has been observed is their social media management.   

[bookmark: _icmp79s8cfga]4.0. Recommendations - Task 3
Based on all the analysis completed in this report, there are a handful of recommendations for Amazon relating to the different marketing platforms analysed. For this reason, the recommendations have been broken down by marketing strategy and are as follows. 
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Prime Day is an incredibly effective marketing strategy for Amazon, and it has worked well for creating hype around the business and attracting customers. The macro environment at the moment, and the cost of living crisis in particular, have made discounts and deals more appealing to customers, and this will likely have a positive impact on sales as Amazon approaches its 10th Prime Day in summer 2025. Over time, people can start to lose interest in events, and while Amazon has managed to maintain hype around Prime Day over the past 10 years, this could likely drop off as the years continue. To avoid this, Amazon should innovate further and find ways to make Prime Day exciting again. This could involve new deals, or even involve using more “flash deals” that are only available for a certain number of products, as this would create hype, especially if they did this for products that are high in demand.
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Likewise, Amazon has been pretty successful with their TV advertising, and in recent years, they have really started to hit the mark with this. By pivoting to emotional advertising, Amazon takes customers on a journey with them and builds emotional connections with the brand. For this form of marketing, it is simply recommended that Amazon do more of the same and continue to monitor their target market for any changes in what might appeal to them. 
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Another area where very little change is required is Amazon’s affiliate marketing program. This program benefits the company with very little outlay by them, and it is a great example of how Amazon’s innovative nature has benefited the company. Amazon launched its affiliate program back in 1996, and it was one of the first affiliate marketing programs in the world, it now has over 900,000 members across the globe (Amazon, 2025) and doesn’t seem to be slowing down. The ‘Amazon Associates’ program is established and working well on its own, so the only recommendation for this is to carry on offering it and look to build the number of people signed up to the program. 
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Finally, the biggest pitfall in Amazon’s current marketing strategy is its social media marketing. While the company’s social media accounts are managed, there isn’t anything exciting about how they are run, and it does detract from the innovative nature of the rest of the company. That is why it is recommended that the company totally overhaul its current social media presence. 

Having separate accounts for the different services (i.e., Amazon Prime, Amazon Music, Amazon Shopping, etc.) makes sense, and this was a good move by the company, so it is recommended that they don’t change this. However, it is suggested that the company transform the way in which these platforms are run, more specifically, to make them more fun and exciting. At present, the social media management of Amazon is very corporate, and this is quickly becoming outdated. TikTok, in particular, has contributed greatly to companies stepping outside of the box with their social media posts, and there are lots of examples of this. From the likes of Aldi and RyanAir mentioned earlier in this report, to the recent way that Lionsgate is creating excitement around the fifth installment of the Hunger Games franchise using fan-made style videos and dropping Easter eggs when announcing members of the new cast (REFERENCE), there are lots of companies that use their social media well. 

To ensure that Amazon doesn’t lose its reputation as being innovative and that it continues to gain traction online, it is recommended that Amazon follow the likes of companies just mentioned and look to make their social media more fun. This could easily be done by changing the tone of voice and moving away from corporate, promotional posts. People already know that Amazon exists, and the general public understands what products and services they offer, so Amazon’s marketing doesn’t need to promote the company. Instead, by pivoting to a more fun tone of voice, Amazon will become more relatable to customers, and it can create a better relationship between the company and its consumers. This recommendation will not require much of an increase in resources used, but it could have a huge impact and totally transform the company’s current presence on social media.

[bookmark: _m74of0lm5edf]5.0. Conclusion
In conclusion, Amazon is an industry giant, and they have gotten to this position primarily because they execute things well. Regardless of whether it is their many services or the ways that they market them, Amazon has become such a huge company because of the precision with which they operate. So it is no surprise that, for the most part, their current marketing strategy is pretty perfect. 

That being said, there is always room for improvement, and that is why some recommendations have been suggested for Amazon to improve its current marketing strategy. This involves ensuring that Amazon Prime Day is monitored and updated to ensure that it stays relevant and doesn’t grow stale as the event becomes older, continuing to monitor what customers want from TV advertising to ensure their adverts hit the mark, maintaining their successful and well-established affiliate marketing program, and making some changes to transform their social media presence. Amazon’s current social media presence is very sterile and corporate, and this isn’t what consumers currently want from brands on social media. Some of the most interacted posts on social media by brands currently come from companies that are giving their company character and making customers laugh, so it is recommended that Amazon change the tone of voice of their posts to make their interactions on social media more fun and exciting. 

For the most part, their marketing presence is outstanding, and with a few simple changes that have been recommended in this report, they could make it even better! 
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