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Amazon and the 

fashion algorithms  
 

                                                                                                        Source: Google image 

 

To correctly understand the current relationship 

between Amazon.com and the fashion industry one 

must take the company’s own background into 

consideration. A permanent search for 

understanding the uniqueness of its clients as a 

guideline for its commercial strategies has been 

present throughout the development of the 

platform. 

Amazon was established in 1994 by North American 

Jeff Bezos and got its name from the longest river in 

the American continent. It emerged from its 

founder’s perceptions of the early development of 

the Internet and the opportunity to enable the 

purchase of books over the web.  In 1995, Amazon 

was launched online as the world’s largest 

bookstore. In 1998, however, the company had 

already expanded its offers to include toys, tools 

and electronic devices.  

 
Amazon’s CEO and founder Jeff Bezos. 
Source: Google images 
 

In order to effectively compete with the retail giants 

and offer products of all categories at low prices, 

Bezos called up his team, pointing to the need to 

grow quickly by offering new product lines and 

features. Between 1998 and 2000, focused on this 

target, Amazon prioritised investments in its supply 

                                                 
1 The section of Amazon’s annual report that 

contains this piece of information is available in 

the Appendix (page 3). 

and distribution chain, thus reducing dependence 

on third parties.  

Another priority set for the period was the 

investment in “Technology and Content”, improving 

the working capital cycle by investing in technology 

infrastructure, expansion of product categories and 

logistic costs.  

 
Amazon investment in supply and distribution chain  
Source: dnalogistico.com 

Amazon started to pursue new paths in its attempt 

to provide services. Interpreting massive amounts 

of data, preferences related to the purchased 

products could be detected and other interests of 

customers derived, prompting Amazon to 

recommend the purchase of other products.  

Further down this strategic line, the company 

decided, in 1999, to expand its retail market 

business to an e-commerce platform.  The move 

opened up the possibility for other suppliers to sell 

their products close together with Amazon’s own 

products in the website. Amazon, on the other 

hand, made its storage and distribution structure 

available to these suppliers.     

Currently, the company operates in many different 

segments, selling more than one hundred million 

products and, as stated in its financial report1, is 
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guided by four principles: obsession with the client, 

rather than focus on competitors; passion for 

invention; commitment to operational excellence 

and long-term planning”. 

Being highly capable of operating under different 

business models, Amazon regards the ability to 

quickly change and to develop new ways of relating 

to its clients and suppliers as a clear differential 

when competing for market. Differentials include 

selection of products and suppliers, price, 

convenience, quality, speed and reliability of 

services and tools, as well as the ability and 

willingness of clients to change their business 

practices.   

As a differential in its relationship with clients, the 

company provides the Amazon Prime programme, 

an initiative shared by one hundred million 

members that offers free shipping for several items, 

online access to TV series and films and many other 

benefits for an yearly fee. This “club” also gives 

some advantages to participants, such as choice of 

products and promotional and delivery discounts 

(shorter time).  

A very important one among Amazon’s strategic 

choices is the decision to enter the fashion market 

selling articles and products of its own brand and of 

brands of its network of partners and suppliers. 

Offering dozens of exclusive products and articles 

provided by major brands such as Adidas, Under 

Armour and, more recently, Nike, Amazon became 

the favourite destination of millions of clients 

wishing to buy fashion.  

In 2017, Amazon launched a differentiated service 

named Prime Wardrobe, offering clients the 

opportunity to try on articles before buying them. 

Clients may now order their clothes and try them on 

in a very easy and simplified way, with no obligation 

to buy and without having to worry about returning 

procedures, since the company itself collects unsold 

articles. On the other hand, Amazon offers purchase 

incentives by means of discounts that may increase 

according to the number of articles effectively 

bought by a client.  

 

 

 

Prime Wardrobe: new styles in the reach of clients. 
Source: Google images 

In addition to this option, the platform also offers 

the Merch by Amazon service, where the work of 

designers and artists is available to help clients 

customise printings they want on their clothes. 

Another important decision made by the company 

was that of launching entertainment devices 

(tablets, kindle, loud speakers, voice-activated 

remote control, video recording devices, among 

other technologies of its own brand), whose sales 

via the website rank currently among the highest. 

The purpose of these devices is to make users’ lives 

easier, in that clients are able to see, read, listen to 

and control their houses in a very smart way, using 

technology. The devices are offered together with 

an integrated system named “Alexa”, which is a 

virtual assistant loaded to the devices by Amazon - 

a fruit of the company’s innovation efforts - that 

added value to the entertainment department by 

offering people easier lives and entertainment at 

the reach of the voice.  

Success was so remarkable that in 2017 more than 

ten million devices incorporating this solution were 

sold. 
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Devices incorporating the integrated system Alexa 
Source: Amazon website 

 

In the first semester of 2017, Amazon launched the 

Echo Look to the North American market. The new 

technology uses the interactive communication 

system Alexa and, through the agency of a 

combination of learning algorithms and advice by 

fashion specialists, offers clients opinions and 

suggestions about his or her way of dressing, his or 

her complete style, from clothes to accessories. The 

technology enables clients to buy, in few steps, the 

desired outfit, in other words, the combination of 

clothes and accessories as indicated by the device. 

Presentation of the Echo Look device 
Source: Google images 

 

Designed to manage the personal style, the device 

has an optimised camera and live voice features 

that capture images and speech, exhibiting the look 

from all angles and suggesting a completely 

personalised style.  

 

 

 

Link to the video:  
Proposal for the operation of Echo Look 

Source: YouTube 
 

However, according to a report published by the 

Folha de SP newspaper, the solution, as proposed 

by Amazon, sparked discussion on the role of an 

“economic chain aimed at developing taste: fashion 

magazines, blogs, influencers, Instagram 

personalities, cool hunters, fashion weeks, stylists, 

style consultants and so forth”.  

 
Proposal for the operation of Echo Look 
Source: Amazon website 
 

The use of Artificial Intelligence (AI) aimed at style 

personalisation through the analysis and the 

computer processing of immense amounts of data 

made the so-called “traditional” methods look like 

“artisanal” processes, hopelessly unable to 

compete in a world of algorithms. This happens 

because the approach combines two essential 

competences demanded by this market: a practical 

and accessible fashion sales process and fashion 

consultancy. 

On the other hand, some critics already point out 

that the new device is nothing more than another 

attempt made by Amazon to foment sales of its own 

products as well as those manufactured by its 

network of partners and suppliers. Debate 

continues, however, about whether the device is 

just another strategy to collect more information 

(bid data) on the tastes and preferences of its 

https://www.google.com.br/url?sa=i&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjtm4Oli7DbAhVGgJAKHeffCAgQjRx6BAgBEAU&url=https://www.youtube.com/watch?v=9zCv6f7VZ7c&psig=AOvVaw1OqpjUPSn1ljeEQjFYWUEb&ust=1527860807047459
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clients, in order to help select the products to be 

offered.  

There is also discussion on the autonomy of these 

applications and on the use of artificial intelligence, 

because behind the algorithms there are the 

contributions of fashion specialists who dictate 

tendencies. In addition, specialists say that fashion 

is a personal matter related to an individual’s well 

being and particular style, casting doubt on the 

capability of an application such as Echo Look to 

conceive a solution and to change it into value for 

each individual client.    

Specifically to the Brazilian market, where it entered 

in 2012, and up to the beginning of 2017, Amazon 

offered, via its local website amazon.com.br, Kindle 

e-readers, digital and paper books, as well as a 

Marketplace for books. In October of the same year, 

it launched a Marketplace (the possibility that other 

suppliers sell their products through Amazon’s 

platform) for electronic products. Amazon’s website 

in Brazil now offers house articles, stationery, cell 

phones and telephony devices, TV sets, notebooks, 

applications, videogames and some electronic 

devices manufactured by the company itself, such 

as the Kindle and Fire TV. However, in the case of 

fashion articles such as clothes, footwear and 

accessories, sales are made only through its global 

platform, articles being then imported from the US, 

taxes and freight being appropriately added.  

There is the expectation that Amazon is using the 

experience gathered with the marketplace 

operation to expand the offer of some products to 

its platform in Brazil. Newspapers have already 

reported that, if this experience succeeds, there is a 

chance that the sales will be expanded to include 

other product categories like clothes, a niche where 

Amazon is very successful in the US. Recently 

collected data related to this particular case, 

however, showed so far no intention of any 

expansion into the fashion segment, whatsoever. 

Brazilian competitors and consumers have 

therefore no alternative than to anxiously wait for 

Amazon’s decision as to whether the company will 

really expand its offers in Brazil and when.  

From another perspective, logistics and high taxes 

in Brazil are mentioned as major challenges Amazon 

faces and the main reason for its slow expansion 

into the Brazilian market.  

But, there is no way to deny that, because of its 

choices and strategic positioning, Amazon is 

virtuously growing in the digital market. Fortune 

500 magazine’s ranking of the 500 largest North 

American companies places Amazon among the ten 

largest businesses in 2018. Prominent because of its 

fast growth and because it is the largest digital 

retailer in the United States, the company exhibited 

an increase in sales around US$70 billion in two 

years, raising from the hundredth position in 2010 

to the eighth in 2018.  

The effect of such growth can be also perceived in 

the value of Amazon’s shares, which is increasing 

steadily, with shares going up 100% in 2018, when 

compared to 2016. 

 
Curve of the evolution of Amazon’s shares over the last four years 
Source: Estratégia-Bolsa 

  

Jeff Bezos, Amazon’s founder and CEO points out 

the importance of the electronic commerce in 

helping save clients’ money and time: “In the future, 

by means of personalisation, on-line commerce will 

speed up the process of discovery and will become 

essential in the process of creating value for 

clients”. And, by means of devices and applications 

such as the Echo Look, among others, Amazon will 

be able to better know the profile of its consumers 

and to offer increasingly personalised products, 

capturing value by growing its sales and gaining the 

loyalty of clients. 

 

 

 

http://www.amazon.com.br/
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