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Amazon’s latest installment in its e-reader line, the Kindle Dx, promises to 
dramatically enhance the e-reading industry by presenting the most 
enjoyable and intuitive e-reader to ever grace the market. Through a 

strategic marketing communications plan the Kindle Dx can reach more 
consumers than ever thought possible. 

 
Frame of Reference (Amazon.com) 
 

The Amazon Kindle Dx is just over 1/3 of an inch thick and can hold up to 
3,500 books while only weighing 18.9 ounces. This makes reading on the 

go easy and simple, especially for those who travel. The Kindle Dx even 
allows readers to download new books anywhere, anytime in less than 60 
seconds and can be read for days without recharging. 

 
The Amazon Kindle Dx offers over 350,000 books at prices much cheaper 

than printed versions. This is very beneficial to college students looking to 
save on textbooks. The Kindle Dx also provides newspaper and magazine 
downloads. For those who commute to work or school, the Kindle Dx can 

read to its users out loud with its text-to-speech feature. 
 

The Kindle Dx offers several new features which include: a 9.7” diagonal e-
link screen with 16 shades of gray for clear text and sharp images, a built in 
PDF reader that allows users to carry and read all professional and personal 

documents, and an auto-rotating screen that allows users to view full-width 
maps, graphs, tables, and Web pages. 

 
 

 

 

 

 

 

 

 



 
 

 

Points of Difference 

 

Kindle Dx vs. Sony Reader PRS 700 (Amazon.com) (sonystyle.com) 

 

-Larger screen (9.7” compared to Sony’s 6”) 
-Larger range of books (over 350,000) 

-Larger hard drive (4GB Vs. 512MB on Sony Reader) 
-Clearer Text (16 shades of gray compared to 8 on the Sony Reader) 

-Whispernet- quick download and free internet access 
-Supports Mac software 
-QWERTY Keyboard 

-Built-in dictionary 
 

Other points of difference can be the Amazon name and the reputation 
associated with it, especially with reading. The Kindle offers more content 
than other e-readers and its free internet access is a huge advantage over 

most other e-readers. 
 

 

Targeting the Consumer 

 

Individuals over 50 years old make up 50 percent of all Kindle users and 
twenty-seven percent were over the age of 60 (Segar, 1). It is vital that these 

consumers are targeted for brand use. However, these statistics reveal a 
bigger marketing challenge. 
 

A possible growth strategy for the Kindle could be seeking out additional 
targets (Tybout/Calkins, 13). There is a largely untapped market for 

college-age students. Before this demographic can successfully be marketed 
to, it must first be understood why the kindle has few users within this 
demographic, especially since it is usually the young who engage in new 

technology.  
 

An initial turnoff is the perceived steep price of the Amazon Kindle Dx 
($489.00). Older, affluent consumers are more likely to purchase the Kindle 
compared to younger consumers with little income (Segar, 1).  

 
Princeton University launched a Kindle pilot program last May and many 

students found the Kindle disappointing and difficult to use. Students 
complained about: the difficulty of annotating text, the omission of page 
numbers and not being able to clearly read text (Lee, 1). All of these aspects 

most be considered when targeting college-age students. 
 

 



 
 
 
When attempting to reach multiple targets, it is important to consider 

whether one target will be aware of the other target’s consumption of the 
brand and, if so, how feelings about the brand will be affected 

(Tybout/Calkins, 14). In the case of the Kindle, it is important to keep in 
mind the impact that college-age students will have on its older target. 
 

It should be expected that older users will be impacted positively by the 
consumption of college-age users. By using a device that is used by those 

who are youthful, Kindle Dx users will in turn feel youthful themselves. 
The American Culture Code for youth is MASK. By using the Kindle Dx 
users can successfully mask their age (Rapaille, 89).  

 
 

Marketing Communications Strategy 

 

As Amazon continues to grow the Kindle brand it must consider its name, 

color, symbols and other attributes because these features change how 
consumers perceive its product. Consumers experience a brand or a product 

as a concept, which is a set of properties ad associations that give that 
product a specific meaning (Tybout/Calkins, 27).  
 

Many consumers associate Amazon with reading so this can be leveraged to 
attract more consumers. The next step would be to make a connection 

between the Kindle, Amazon and reading, especially since it seems that 
many consumers are still unfamiliar with e-readers. 
 

The e-reader battle may end in a similar way that other new technological 
industry battles did. Take for example the battle between Beta Max and 

VHS. VHS was able to survive not necessarily because it was a superior 
product but because it was adopted by more consumers, more quickly. A 
similar situation played out between Blu-ray and HD DVD. 

 
This is why market penetration is key to the success of the Kindle brand. 

Amazon seems to have the early upper hand as it boasts 350,000 books for 
download, but more competitors are on the horizon (Apple, Barnes and 
Noble, and IREX Technologies). Forrester Research Inc. estimates that 3-

million e-readers will be sold this year in the United States with 900,000 to 
be sold this holiday season. (Lefkow, 1).  

 
 
 

 
 

 



 
 
 
Securing sales within the next year will be vital to the long term success of 

the Kindle. Amazon should consider a leader pricing (low-priced specials) 
strategy to draw in customers (Kishel, 136).  

 
Strong consideration should be given to the idea of a holiday price cut of 
the Kindle Dx. This will attract more consumers and allow Amazon to 

penetrate the market. This money can be made up later on through 
downloads, possibly creating Kindle apps (similar to what you find on an 

iPhone), or by considering advertising through the Kindle. 
 
Functionality & Brand Relations 

 

Another factor Amazon should focus on is functionality. The American 

code for quality is IT WORKS. Americans are not looking for perfection in 
their products (The American code for perfection is actually DEATH). 
Americans want a product that works properly over a product filled with 

lots of features (Rapaille, 138).  
 

Creating a fully functional product is vital to the success of the Amazon 
Kindle brand. This becomes especially important as new e-readers try to 
penetrate the market. These e-readers will be full of new features (for 

instance, Apple’s e-reader is said to have a full color screen), so Amazon 
must market the Kindle brand as being the most dependable and functional 

e-reader. This will create a very valuable point of difference. 
 
One way of fortifying the brand’s functionality is through building a 

positive brand relationship. Crisis is a great opportunity to create loyalty. If 
a customer comes to Amazon with a problem with the Kindle and Amazon 

solves the problem quickly and minimize the customer’s inconvenience, 
Amazon will likely earn the customer’s dedication. (Rapaille, 138). 
 

Currently, Amazon offers a 2-year Kindle Dx Extended Warranty for 
$109.00. The warranty adds an additional year and more comprehensive 

coverage than the one-year manufacturer’s warranty, including coverage for 
accidental drops and damage (limited to one accident). (Amazon.com) 
 

To further create a positive brand relationship Amazon should reconsider its 
warranty. First, Amazon should either lower the price of the warranty or 

eliminate the price all together. Secondly, the warranty should be expanded 
to a lifetime warranty and should not be limited to one accident. This will 
provide consumers with piece of mind and further strengthen the product’s 

functionality because users can be assured if any problem happens to occur 
they will be solved. 

 



 
 
 
 

When consumers think of Amazon’s Kindle brand, words such as 
dependable, helpful, and functional should all come to mind. When 

compared to other e-readers the Amazon Kindle should be considered the 
trustworthy and accountable brand. 
 

International Marketing 

 

Amazon will soon launch an international version to the Kindle Dx so it is 
important to examine marketing from this perspective. Amazon must 
understand foreign culture’s perceptions of both themselves and America to 

ensure success in these markets. (Rapaille, 176). 
 

England 

 
Amazon hopes to penetrate the UK market with its Kindle Dx. It is 

important to understand that the UK is a different culture and therefore has 
different perspectives than American consumers (Rapaille, 170).  

 
The English also have a unique perception of America. The English view 
America as being UNASHAMEDLY ABUNDANT.  This means they view 

America as vast, big, loud, and powerful, thus they would expect the same 
from an American product (Rapaille, 175). 

 
Unlike the American marketing strategy of functionality, the English 
strategy should focus on product features. For example, the Kindle Dx’s 

large hard drive and wide selection of books are on cue with England’s 
perception of America. These will be the attributes that must be focus on in 

the UK marketing campaign.  
 
England’s perception of itself is CLASS. The English believe they are of a 

higher social stratum than others (Rapaille, 176). Amazon should brand the 
Kindle as a sophisticated brand for sophisticated individuals. 

 
As Amazon’s Kindle Dx is marketed in other foreign cultures the same 
strategy of cultural awareness should be employed. For example Germany’s 

code for America is JOHN WAYNE because its culture views America a 
strong friendly, stranger who saves the day (Rapaille, 174). The Kindle can 

be marketed in Germany as a device that liberates its users from the 
constraints of traditional texts. 
 

 

 

 



 
 

 

 

The Future of Amazon’s Kindle  

 

The Kindle Dx builds off of the successful Kindle series with new features 
and presents consumer with the most functional and dynamic e-reader in the 
market. Through a strategic marketing strategy Amazon can grow the 

Kindle brand both domestically and internationally and reach more 
consumers than ever before. 

 


