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Introduction
This report is about Amazon and how the company manages its business. Amazon is one of the technology companies in the world. Amazon started as a bookstore in 1994 and now it is a big company that does many things like selling things online providing cloud computing services, streaming videos and working with artificial intelligence. Amazon has grown fast and is a leader in its market. This shows how the company uses management to succeed in a competitive world.
The main thing this report wants to do is to look at Amazons strategy and figure out how the company makes decisions. We will look at what's happening inside Amazon and outside in the world and we will analyze how Amazon competes with other companies what resources it has and what it is good at. We will use tools like PESTEL analysis, VRIO model, Balanced Scorecard and SWOT analysis to see how Amazon stays ahead of its competitors.
We will also look at what Amazon does to be a citizen and help the environment. Amazons corporate social responsibility initiatives and sustainability strategies are important. We will analyze the decisions Amazon makes about its business and how it runs the company. Finally we will see how well Amazon does what it plans to do and how it handles changes, in the company. Amazon is the focus of this report and we will keep looking at how Amazon works throughout this report.












1. Organizational Context and Overview

a. Company Profile and Historical Perspective
The company Amazon was started by Jeff Bezos on July 5 1994 in a garage in Bellevue, Washington. Amazon was first an online bookstore.. Over time Amazon has become a huge technology company. Amazon has changed the way people buy things from around the world. Jeff Bezos wanted Amazon to be a store where people can buy everything. He got this idea from the Amazon River. Jeff Bezos has always tried to make Amazon innovative and focus on growing in the term.

Amazon was first listed on the stock market in 1997. When many technology companies failed during the dot-com bubble Amazon did not fail. Instead Amazon started selling other things like electronics and clothes. Amazon also created a platform called Amazon Web Services in 2006.

Vision, Mission and Business Model

The goal of Amazon is to be the company, for customers, the best employer and the safest place to work. The mission of Amazon is to help customers find anything they want to buy at a price.

Amazon has different business models that work together. These models are part of what Amazon calls the Amazon Flywheel. The parts of the Amazon Flywheel are as follows:
 
E-commerce: Price and selection lead to customer traffic.
 
Prime: A customer loyalty program based on an annual subscription fee that increases the long-term value of customers' purchases.
 
AWS: High-margin cloud products that help subsidize the high initial investment in retail distribution and logistics.
 
Advertising and artificial intelligence: Both are very high-growth businesses that leverage Amazon's extensive database of consumer information.

b. Industry Analysis and Market Position 
While Amazon is involved in various industries, they primarily participate in the global e-commerce and cloud computing industries. Amazon also participates in the digital entertainment industry, artificial intelligence (AI) industry, and has a physical retail presence (Whole Foods).
Key Competitors (2026):
Retail/e-commerce: Walmart is still Amazon's biggest competitor because of the sheer number of Walmart locations and Walmart's growing digital presence. In addition to Walmart, Amazon competes with AliExpress and JD.com in Asia, and Mercado Libre in Latin America. Temu and Shein are newer entrants that are taking on Amazon by offering ultra-low-cost fast fashion and goods (Shopify, 2026).
Cloud Computing: Amazon Web Services is still the leader in the cloud computing space; however, Microsoft Azure and Google Cloud are starting to substantially challenge AWS due to the desire for the integration of generative AI into cloud stacks.
Market Position:
As of early 2026, Amazon has a dominant market position. Amazon currently holds 28% of the global cloud infrastructure market, making them the clear leader in e-commerce in the Western world (Q4'25 net sales were $213.4 billion) (Amazon, 2025), and will execute a record-setting $200 Billion capital expenditure plan in 2026, focused primarily on developing the AI infrastructure to help secure its competitive advantages against the “Magnificent Seven” technology competitors (Nasdaq, 2026).
2. External and Internal Environment Analysis  
a.  External Environment
Political Factors: 
Antitrust and Sovereignt amazon is in a trial with the FTC in October 2026 about unfair competition. This has made Amazon spend more on lobbying over $20 million each year and get ready for big changes to its retail and AWS parts. (Team, 2026). Geopolitical Trade Shifts with trade changing a lot in 2026 Amazon is changing where it gets its supplies from. It is moving away from China to Mexico and Southeast Asia to avoid tariffs, which went up to 145% in early 2025. (Financialcontent.com, 2026)
Economic Factors: 
Monetary Volatility changes in exchange rates and inflation in the US are hurting Amazons profits. Amazons answer is a $200 billion plan to spend on efficiency through automation. (DCFmodeling, 2025 & Aboutamazon.com, 2020). Growth in Emerging Markets where amazon is investing $35 billion in India by 2030 because it thinks people there will have money to spend and will buy more online. (Nasdaq.com, 2025)
Social Factors:
Sustainability Demands people want to live in a way that's good for the environment. Amazons plan is the "Climate Pledge," which helps products get ranked higher if they are friendly to the climate. This makes third-party sellers use packaging (Greenspan, 2024 & Donelan, 2025). Demographic Shifts since people are living longer in developed countries Amazon is investing in technology for people and voice-activated shopping (Alexa+). This makes Amazon easier to use for people who have trouble moving around. (PEREIRA, 2023)
Technological Factors: 
Generative AI Integration Amazon has put AI into every part of shopping. It is using AI to help people shop (like Rufus) and making its computer chips so it does not have to rely on NVIDIA. (Financialcontent.com, 2026). Orbital Connectivity: Amazons satellite network, Amazon Leo (Project Kuiper) has started testing with big companies in early 2026. This makes Amazon a competitor to SpaceXs Starlink. Let’s Amazon sell its cloud services to more areas. (Financialcontent.com, 2026)
Environmental Factors: 
Energy-Intensive AI Using AI more has made Amazon use energy and make more pollution. To fix this Amazon has agreed to buy a lot of power and use more recycled water at its data centers (Mirza and Johnson, 2025). Green Logistics amazon is opening its delivery stations in Europe that are certified to produce zero carbon. It uses AI to track carbon and builds with wood to reduce pollution. (Clark, 2026)
Legal Factors: 
The Digital Markets Act has deemed Amazon to be a "gatekeeper" within the EU, which means that Amazon will have to make adjustments to the way that it selects its "featured offers," to ensure that third-party sellers are treated fairly. If Amazon fails to comply with the DMA, the company could face a penalty of as much as 10% of its gross revenue. Privacy Regulation: New, stricter privacy regulations regarding data privacy compel Amazon to seek consent from users before sharing their data for advertising purposes, which has significant implications for Amazon's advertising business, which generates substantial revenue. (PESTEL Analysis, 2025)                     
b. Critical Success Factors and Strategic Challenges 
Operational Excellence & Logistics Automation
Amazon must utilize humanlike robots and AI demand forecasting to ensure operational excellence & logistics automation to minimize its labor costs in 2026 and provide sub-24 hours delivery in large metropolitan areas is an important measure of success.
Technological Leadership 
Amazon must win the AI race by scaling its in-house chips (Trainium/Neuron) and its generative AI (Bedrock, Rufus, and Alexa+) services. The company's $200 billion of capital projects for the year 2026 indicates that the importance of "spending to win" with regards to GenAI infrastructure cannot be overstated. 
Customer Obsession & Ecosystem Lock-in 
Amazon will need to maintain a high level of "Prime" customer retention through integrated services (Streaming, Pharmacy, Grocery), in order for the "Flywheel Effect" to work, i.e., to seamlessly connect the discovery and conversion phase of its customers' relationships. 
Cloud Computing Resilience 
Amazon Web Services (AWS) is the leading provider of cloud computing services to businesses; they will need to maintain their competitive advantage over both Microsoft Azure and Google Cloud through improved access to Artificial Intelligence technologies, as well as delivering 99.99% uptime to business customers.
Sustainability 
As part of their sustainability efforts to meet their 2040 net zero carbon goal, Amazon has made significant progress; however, this objective has transitioned into being a legal requirement and a consumer expectation. One key milestone that will mark Amazon’s transition to a more sustainable future will be its goal of obtaining 100% of its electric supply from renewable sources by 2026.

Strategic challenges facing Amazon in its external environment
           Regulatory Issues and Antitrust Concerns
Amazon is currently facing significant scrutiny from both US and international antitrust regulators. In addition, the United States Federal Trade Commission has filed several antitrust suits against Amazon for a variety of alleged monopolistic practices; such as using restrictive methods to encourage sellers to use its "Buy Box" as a means of limiting, if not conditioning, the sellers ability to price competitively. Trials involving these issues are expected to occur in 2027. (Orru, 2025)
           Employee Relations and Labor/Workforce Issues
Ongoing criticism has been leveled at Amazon for its working conditions at fulfilment centres; workplace safety; workplace-related injury rates; and excessive employee monitoring, which could lead to increased costs and continued damage to Amazon's reputation from protracted labour disputes.(O’Leary, 2025)
           Cybersecurity and Data Privacy Issues
Compliance with global data protection and privacy laws (GDPR) and various U.S. state privacy laws is expensive, complicated and time consuming for Amazon. Privacy enforcement actions imposed on Amazon will continue to increase. Since Amazon Web Services plays a central role in the Cloud Industry, Amazon is experiencing a rise in cyber-attacks, receiving multiple reports of malicious attacks against it daily. (Observer-Reporter, 2025)
c. Resources, Capabilities, and Core Competencies.
Logistics/ Fulfillment Network Technology Resources.
Amazon has an enormous worldwide logistics and fulfillment operation powered by cutting-edge technology, automation, and robotics. (Finvincio Blog, 2025)
Growth of AWS and Cloud Infrastructure.
Amazon's cloud computing operation, called Amazon Web Services (AWS), contributes significantly to revenue generation and is a primary technological resource, with Amazon continuing to invest heavily in growing the AWS business by adding data centers, artificial intelligence (AI), and expanding its cloud infrastructure. Amazon publishes updated information on its growth and infrastructure through investor releases. (Finvincio Blog, 2025)
Brand and Customer Data.
Amazon has been recognized for its competitive position in part due to the strength of its brand and use of data analytics to deliver customized products and improve the customer experience. Amazon's patent portfolio, which is sizable, coupled with their focus on AI, robotics and logistics, demonstrates their technology resources and ability to innovate. (Revealintelligence.com, 2026)
Diversification of Revenue Streams and Capabilities.
Research conducted on the Amazon business model indicates that there are numerous ways for Amazon to generate revenues (i.e., online retail; third-party seller services; AWS; advertising/electronic media; subscriptions). It further demonstrates the company's structural capabilities as well as their ability to manage multiple platforms. (Financialcontent.com, 2025)
Innovation and R&D.
A high level of investment in R&D (eg. artificial intelligence; proprietary technologies; e.g. custom chips and machine learning applications) is solid and clear evidence of Amazon’s ability to innovate; lead; and create through technology(Financialcontent.com, 2025)
      d. VRIO analysis
E-commerce Platform and Logistics Capabilities
A detailed VRIO analysis highlights Amazon’s e-commerce scale, global fulfilment network, and marketplace leadership as valuable, rare, and hard to imitate resources. The analysis also shows organisational strengths like delivery infrastructure and robotics. (DCFmodeling, 2025)
Cloud Computing (AWS)
The same VRIO analysis explicitly covers AWS, showing its market leadership, geographic breadth, and technological base as strategic resources. AWS’s scale and position in cloud infrastructure make it rare and difficult to imitate, and Amazon is organised to leverage it through continuous innovation and dedicated teams. (DCFmodeling, 2025) 


Data Analytics and Personalisation
The VRIO analysis includes Amazon’s use of data analytics and machine learning. It documents how daily customer interactions and data-driven insights support predictive recommendations and operational efficiency conditions that meet the VRIO criteria for sustained advantage. (DCFmodeling, 2025)
Brand Reputation and Customer Loyalty
Academic and business sources confirm Amazon’s strong brand equity, global market presence, and customer loyalty elements that contribute to the “Rarity” and “Organised to exploit” parts of VRIO. The company is widely recognised as one of the most valuable brands globally, with significant market share and brand trust. (DCFmodeling, 2025)
External Strategic Analysis Support
Additional strategic analyses highlight Amazon’s logistics-technology integration, innovation culture, and operational excellence as sources of competitive advantage aligned with VRIO dimensions (Value, Rarity, Imitability, Organisation).  (Studocu, 2025)
e. Amazon’s Internal Strengths Create Competitive Advantage
Amazon has a competitive advantage due to a combination of operational scale; Technology capabilities; Use of data; And Company Culture. These advantages give Amazon a continued advantage, but they also create strategic tensions and vulnerabilities to the company. Amazon’s Global Logistics and Fulfilment Infrastructure is one of the company’s strongest internal advantages. 
Another significant, strong internal advantage for Amazon is via AWS (Amazon Web Services). AWS generates higher margin than Amazon’s core retailer business thus allowing Amazon to cross-subsidize their low margin E-Commerce businesses. This diversity of revenue sources provides Amazon with financial resilience and Resources to fund innovation for soon emerging technologies such as AI and automation. (Amazon, 2025)
3. CSR and Sustainability objectives 
Amazon's sustainability and corporate social responsibility (CSR) strategies are largely based upon the connection to their core business operations (logistics, energy use and supply chain management). A major part of Amazon's CSR strategy is "The Climate Pledge," which was launched in 2019 and pledges to achieve net-zero carbon emissions by 2040, a full 10 years ahead of the deadline set forth in the Paris Agreement. (Amazon, 2025, the CSR Journal, 2021)
Among the goals of Amazon's sustainable business strategy is to decarbonise their operations. The company will invest heavily in renewable energy projects and aims to operate 100% of their global business from carbon-free, renewable sources. As a first step toward achieving this goal, Amazon will match 100% of their electricity consumption with renewable energy sources by 2024. In addition to working toward being powered by renewable sources, Amazon has committed to reducing emissions from its logistics and data centre operations (Amazon, 2025). The company has deployed tens of thousands of electric delivery vehicles, as well as invested in other sustainable methods for transporting products such as using cargo bicycles and low-carbon fuels to help reduce emissions from their substantial logistics network. (Amazon, 2024)
Reducing waste and encouraging sustainable resource consumption is another core CSR objective of Amazon. Frustration-Free Packaging (FFP), for example, is a standardised programme that minimises the use of non-recyclable or non-required materials and packaging to meet Amazon's high-volume e-commerce model and business mission vision. (The CSR Journal, 2024)
In addition to being a key focus within Amazon's CSR strategy, waste reduction and sustainable resource use are also two significant objectives of the company from an operational standpoint. An example of an initiative aimed at this objective is Frustration-Free Packaging. This program aims to reduce the amount of waste associated with excess packaging materials by increasing the recyclability of packaged products. Further, by using a leaner packaging approach, this can also help Amazon achieve these two goals, fostering better operational efficiencies (lower packaging costs) as well as enhanced shipping efficiencies (cheaper to ship) and demonstrating how CSR initiatives can positively aid the performance of an organization.  (The CSR Journal, 2021)
Overall, Amazon's CSR strategy supports their overall business strategies of innovation, operational efficiencies, and long-term competitiveness through aligned investment strategies ($2 billion climate pledge fund that invests in sustainable technologies and low-carbon alternatives). Innovation may benefit Amazon's logistics and energy systems/consumption/supply chains. Finally, sustainability initiatives typically enhance Amazon's brand image and meet growing customer expectations for environmentally sustainable operations.
4. Comprehensive and holistic view of the organisation 
A Balanced Scorecard (BSC) provides a holistic framework for evaluating organisational performance by integrating both financial and non-financial measures. Developed by Robert S. Kaplan and David P. Norton, the model emphasises that long-term success depends not only on financial results but also on customer value, internal efficiency, and organisational learning. For a company such as Amazon, whose strategy focuses on customer obsession, operational excellence, and innovation, the four perspectives of the Balanced Scorecard provide a comprehensive view of performance and strategic alignment.
Financial Perspective
In the Balanced Scorecard (BSC) framework, the Financial View deals with whether or not the company's Strategic Plan (including execution) is helping boost profitability. For Amazon, the Financial View demonstrates this process through the "flywheel effect" in which the combination of high sales volume and operational efficiency creates a lower price point enabling additional sales growth. (Lema, 2022)
Prior to 2025–2026, Amazon focused on building market share over maximizing its profits. The new strategy is based on two things; operating income optimization by increasing operating income and generating free cash flow to fuel extensive investments in AI infrastructure.
Objectives: Presently, the goal of Amazon is to create value for shareholders by creating several sources of high-margin revenue, including AWS (Amazon Web Services) and advertising. (Marr, 2025)
KPI’s: To meet this goal, Amazon is focusing on three primary KPI's: net sales growth, operating margin (operating margin will be calculated specifically from AWS), and free cash flow.
Targets: In 2025–2026, the goal for Amazon is to maintain a minimum level of double-digit revenue growth (approximately 12% to 15%) and to move the AWS operating margin closer to 35%. (Business, 2026)
Initiatives: To accomplish this, Amazon needs to continue to invest heavily in data center and AI chip (Trainium/Inferentia) capital expenditures ("CAPEX"). Amazon has dedicated approximately $125 billion to capital expenditures in 2025 and approximately $200 billion in 2026. (Deep Research Global, 2026)
Customer Perspective
The customer perspective evaluates how well the company delivers value to its customers. Amazon’s strategy is built on the principle of being “Earth’s most customer-centric company,” meaning customer satisfaction, trust, and convenience are critical objectives. Key objectives include improving customer experience, increasing customer loyalty, and expanding service accessibility. (mondal, 2025)
The "Flywheel" effect of Amazon focuses on price, selection, and convenience.

The goal is to improve the "Prime" value proposition through AI-driven personalization. (mondal, 2025)

KPIs include Net Promoter Score (NPS), Order Defect Rate (ODR), and Prime Membership Renewal Rate.

Targets include having an ODR lower than 1% and a "Same-Day" or "Next-Day" delivery rate on over 70% of Prime orders in large metropolitan areas. (Darkroomagency.com, 2026)

Initiatives include deploying an AI shopping assistant named "Rufus" to more than 250 million users. This will reduce search friction and improve conversion rates. (Deep Research Global, 2026)

Internal Business Process Perspective
The internal business process perspective examines how efficiently the organisation operates to deliver value. For Amazon, operational excellence in logistics, supply chain management, and technology infrastructure is central to achieving its strategic objectives.
The company has an enormous competitive advantage due to their vast logistical "moat" and their ability to scale their cloud infrastructure.

Objectives: Increase efficiency in fulfilling orders and decrease the amount of time from when a customer clicks on an item until it is shipped (the "Click-to-Ship" time period).

KPI’s: Inventory Performance Index (IPI), Cost per Shipment, and the AWS Service Level Agreement (SLA) for uptime.

Target: Reduce fulfillment cost as a percentage of net sales by at least 50 - 100BP per year through the automation of logistics.

Initiatives: Expand on our current use of Amazon Robotics and "AI Factories" to turn traditional logistics into high-performing automated environments.
Learning and Growth Perspective
The learning and growth perspective focuses on organisational capabilities, employee development, and technological innovation that support long-term success. Amazon’s strategy strongly emphasises innovation, digital transformation, and continuous improvement. (Amazon, 2025, Kaplan and Norton, 1992)
Focuses on intangible assets: culture, human capital, and systems
Goal: Create a “Day 1” culture of innovation through talent development and a skilled workforce that utilizes AI and Robotics while being prepared for future job opportunities. 

KPIs: Employee training completion rates (Upskilling 2025); patents filed; employee retention in technology positions

Targets: Through Upskilling 2025 initiative, increase transition of over 100,000 employees into advanced technical roles by 2026

Initiatives: Invest in Project Kuiper (satellite internet) and internally develop AI to maintain our position as a leader in technology.

5. Strategic Choices and Implementation 
Amazons strategy works at two levels the business level and the corporate level. At the business level Amazon competes with companies in specific markets. At the level Amazon makes big decisions that affect the whole company.

Business-Level Strategic Choices
At the business level companies usually try to be the best at something like being the cheapest or offering something. Amazon has always tried to be the cheapest offering a lot of products at prices. Amazon does this by having logistics networks automating its warehouses and buying things in bulk. This helps Amazon save money and pass the savings on to customers. Amazon wants to be the company that customers love the most. It does this by offering low prices and making things easy for customers. (Academia.edu, 2025)
Amazon also tries to be different from companies by innovating and offering good services. For example Amazon Prime offers delivery, streaming and special deals. This makes customers happy. Makes Amazon different from other companies. Amazons cloud computing services are also very good and reliable. (Academia.edu, 2025)
So Amazons strategy is to be both cheap and different. The company should keep doing this by investing in automation, artificial intelligence and new logistics ideas. This will help Amazon reduce costs and make customers happy at the time. (Academia.edu, 2025)

Corporate-Level Strategic Choices
At the level Amazon decides which industries and markets to operate in. Amazon has decided to diversify and expand internationally. Diversification means Amazon is not an online store it also does cloud computing, digital entertainment and logistics. Amazon Web Services is a part of this and makes a lot of money for Amazon. (Academia.edu, 2025)
Expanding internationally is also important for Amazon. The company has stores in many countries, including North America, Europe and Asia. This helps Amazon reach customers over the world. Expanding into new markets can be hard and Amazon has to deal with different rules and competition. (Academia.edu, 2025)
Amazon should keep expanding and investing in new technologies like artificial intelligence and cloud services. These areas are growing fast. Can help Amazon stay ahead of the competition. (Academia.edu, 2025)

Change Management and Strategic Implementation
For a company to implement its strategy successfully it needs to manage change. Amazon is good at managing change. This is because of its culture of innovation and experimentation. Under the leadership of Jeff Bezos and Andy Jassy Amazon has always tried things expanded into new industries and changed its operations to keep up with the market. (Academia.edu, 2025)
For example Amazon used to be an online bookstore but now it is a big technology and e-commerce company. This required a lot of change, investment and new technologies. Amazon has also introduced services like Amazon Web Services and smart technologies like Amazon Alexa. (Academia.edu, 2025)
Amazon has also faced challenges when it comes to change. The company has grown fast and this has led to criticism, about how it treats its employees and the rules it follows. These issues can affect how well Amazon implements its strategy so the company needs to address them by treating its employees and being more responsible. (Academia.edu, 2025)
6. Strategic Evaluation and Recommendations
Strategic Evaluation
SWOT Analysis
Strengths:
One of the things about Amazon is that it has many different ways of making money. Amazon Web Services is very profitable. Is growing fast. Amazon also makes money from advertising and subscription services. The company has a good system for delivering products to customers, which makes customers happy and loyal. Amazon has over 220 million members, which means customers are less likely to switch to another company. (Financialcontent.com, 2025)
Weaknesses:
Even though Amazon is a big company it does not make a lot of money from selling things online. This is because it has to spend a lot of money on things like intelligence and infrastructure. This means that Amazon has money to use for other things even though it is making more revenue. This is a problem because Amazons retail business and its cloud computing business are not balanced. (SWOT Stock, 2026)
Opportunities:
Amazon is spending a lot of money on intelligence and automation which could help it grow. It could also expand its business into markets like India and rural areas. Amazons advertising business is also growing fast. Is very profitable. (Investing.com UK, 2025)
Threats:
Amazon faces a lot of competition from companies like Microsoft and Google in the cloud computing business. It also faces competition from Walmart in the business. Amazon also has to deal with pressures like antitrust laws and trade tariffs which could affect its profitability and operations. (Financialcontent.com, 2025)
Ansoff’s Matrix
Amazon is using all four growth strategies:
· Market Penetration: Amazon is trying to sell things to its existing customers by offering competitive prices and good services.
· Product Development: Amazon is always coming up with products and services like artificial intelligence and Alexa to make its business better.
· Market Development: Amazon is expanding its business into markets like international and rural markets.
· Diversification: Amazon is successfully expanding its business into areas like cloud computing and advertising which is making it a technology-driven company.
However Amazon is doing many things, which could increase risk and make it harder to focus on its main business.

Critical Evaluation
Amazons strategy is very good at making it competitive. It has a good system for delivering products to customers and its cloud computing and digital services are very strong. However Amazons strategy also has some problems. First it is not making money from its retail business. Second it is spending a lot of money on intelligence and infrastructure which could be risky. Third it faces a lot of competition in the cloud computing business, which could affect its profitability.

Recommendations

1. Focus on High-Margin Businesses (Amazon Web Services and Advertising)
Amazon should focus more on its cloud computing and advertising businesses which’re very profitable. This is because these businesses are growing fast and are very important to Amazons success. (Financialcontent.com, 2025)
For example Microsoft has become very successful in the cloud computing business by focusing on enterprise cloud solutions.
2. Improve Retail Profitability through Automation
Amazon should use robots and artificial intelligence in its logistics business to reduce costs and improve efficiency. This could help Amazon make money from its retail business.
This is in line with something called Porter’s Cost Leadership Strategy, which says that companies should try to be more efficient to be competitive.
3. Be More Selective in Diversification
Amazon should focus on expanding its business into areas that’re related to its main business, like artificial intelligence and cloud computing. This could reduce risk. Make Amazons business more focused.
This is in line with Ansoff’s theory, which says that companies should expand into areas to reduce risk.
4. Improve Regulatory and Ethical Strategy
Amazon should try to address concerns and improve its labour and environmental practices. This is because Amazon needs to balance the interests of all its stakeholders to be successful in the term.
This is in line, with something called Stakeholder Theory, which says that companies should try to balance the interests of all their stakeholders.
5. Invest in Sustainability
Amazon should invest in sustainability initiatives like logistics and carbon neutrality to improve its brand reputation and meet regulatory expectations. This could help Amazon differentiate itself from its competitors and be more successful.


Section 2: Reflective Account using Gibb’s Model
1. Description
The purpose of the project was to provide an evaluation of the strategic management of Amazon, including its internal and external environment, its competitive position and sustainable competitive advantage. The method involved collecting a significant amount of peer-reviewed and current corporate data so that the research methodologies of PESTEL, VRIO, Balanced Scorecard, and Ansoff Matrix could be implemented. To begin the research some amazon journal undertook a comprehensive review of the e-commerce and cloud computing literature using recently published peer-reviewed journals. In addition to that, I then explored Amazon’s 10-K filings and related investor relations data to identify key operational performance metrics.
2. Feelings
In the early stages of the research, the main experience was cognitive overload from the wealth of publicly available data related to Amazon (a large multinational corporation) and was confident in my knowledge of basic analytical tools, specifically SWOT and PESTEL. However, synthesising a significant amount of data into a cohesive, non-descriptive 5,000-word document caused a considerable amount of apprehension. By completing the research and identifying clear strategic patterns (primarily related to the breadth of Amazon’s shift from retail to AWS and emphasis on automating logistics) I began to regain confidence in my ability to apply foundational analytical models. Henceforth recognised that my initial anxiety was rooted in not using reliable methods of triangulation, which began to diminish once I aligned available data with established theoretical models.
3. Evaluation
The research and writing process resulted in some successes and some challenges. A positive outcome was the use of frameworks like VRIO which allowed for a very detailed breakdown of Amazon's core competencies and a more analytical view of its logistics network than just looking at its sheer size.
On the contrary, one major drawback of my approach was the use of too much primary data from Amazon's published corporate resources, which left me a certain amount of risk for descriptive bias. While the financial data was strong, it made it difficult to connect Amazon's aggressive behaviour with the academic literature regarding Corporate Social Responsibility (CSR) and the treatment of employees. I also found that my first drafts were too much of an analysis of the corporate narrative to be an objective academic analysis.
4. Analysis
The review of the literature on sustainable competitive advantage reveals a tension between the success of large corporations (in this case Amazon) and their surround social criticism. Large organizations often face a unique set of pressures to maintain a balance between aggressive growth and the needs of their stakeholders. In implementing the Balanced Scorecard framework, I determined that the “Customer” and “Financial” aspects of Amazon are exceptionally strong; however, the “Internal Business Processes” and “Learning and Growth” quadrants reveal the need for more sophisticated treatment of the human capital side of the business. 
This understanding exposed a gap in my original research strategy. In my assessment of Amazon, I placed too much emphasis on hard/quantitative financial measures compared to soft/qualitative measures of corporate culture and ethical implementation. The true postgraduate level of analysis will require that these two types of data be held in parallel to develop a balanced, critical evaluation
5. Conclusion
With respect to the output of my report, I demonstrated the successful application of several complex strategic analysis tools to evaluate the overall performance of Amazon; however, the execution of my methodology through a systematic approach to screening and validating the sources of my data at an early stage left my process rather rudimentary in nature. I rooted my efforts in the volume of data available for research and allowed it determine the flow of my research rather than imposing a strict analytical structure at the beginning. I have learned that to effectively conduct strategic level analyses as evidenced by the Master’s level, it requires more than just aggregating data from various sources.
6. Action Plan
In order to enhance the academic quality of my future research & to better respond to the specific request's feedback regarding the measurability & critical framing of my research, I intend to follow the 3-step action plan outlined below: 
1. Source Quality Threshold – For all future research tasks, I will use a Source Quality Threshold of no less than 60% usage of peer-reviewed academic journals indexed in a recognised database (i.e., Scopus, EBSCO) for all sources of data relied on to support argumentation. This will ensure that my conclusions are based on peer-reviewed scholarly work & not based solely on corporate/PR communication. 
2. Claims and Evidence Matrix – Prior to beginning to write any analysis, I will create a Claim/Evidence Matrix for each major claim I make in my future analysis. Each claim will have a minimum of 2 independent credible sources of reference supporting it. This will eliminate unsupported generalisations from my writing & require me to evaluate critically the strength of the evidence before writing. 
3. Triangularised Key Stats – To avoid relying exclusively on questionable corporate self-reporing, I will cross-check any key performance statistics reported by a case company (i.e., sales volume or profit) with at least one independent industry report (i.e., Gartner, Forrester) or SFC-consultant, so I can use corporate self-reports as part of my complete analysis only after they have been independently verified through triangulated sources.
4. An Argument Map – Will Be Created to Help Me Avoid Writing a Descriptive Document. In Order to Help Me Avoid Descriptive Writing, I Planned to Have an Argument Map Create an Outline of the Main Thesis in Each Section/Argument of the Document, But, Creating a Visual Hierarchical View/Map, Will Help Ensure that Each Paragraph; Is Only Evaluating the Strategic Concept for That Particular Section/Argument as Opposed to Simply Describing What a Company Did, as to Maintain a Strictly Analytical and Objective Academic Tone Throughout the Document.


Conclusion
In conclusion, Amazon has gained an extensive amount of competitive advantage through the use of innovation, diversification, and a focus on customers. This includes the logistical strength of its supply chain, its experience with data, and its advanced infrastructure through AWS. Therefore, Amazon should be positioned well for continued success
From the analyses above, it has been shown that Amazon utilizes a cost leadership and differentiation strategy as well as leveraging valuable resources that are not easily duplicable by competitors. However, there are numerous obstacles including low margins on their retail sales, increasing operating costs, and government imposed restrictions on operations that will impact Amazon's ability to meet the expectations of its shareholders.
In order to keep up with its competitors and ensure its continued leadership in the marketplace, Amazon will continue evolving into new lines of business, maximize efficiency of operations, and utilize a refined strategy for diversifying into new lines of business. Finally, Amazon's ability to adapt and innovate will be critical components to maintaining a competitive advantage going into the future.
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