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1. Marketing Mix: How Amazon is reaching its customers? 
The marketing mix of Amazon has been designed to understand the online nature of its e-commerce operations. The marketing mix components enable the company to understand international growth and competitiveness while increasing the scope of innovation. Therefore, the marketing mix of Amazon is discussed below:
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Image 1: Marketing Mix 
(Source: Oakley, 2016)
· Product: Amazon is one of the top online players in the retail sector, offering its customers a wide range of products and services. The product mix is designed in a manner so that it supports the company’s vision and mission statement (research-methodology.net, 2021). Some of the products offered by the company are:
· Retail service
· Amazon Prime
· Retail goods 
· Consumer electronics
· Amazon Prime pantry 
· Video Direct and etc. 
· Place: The official e-commerce website of Amazon could be considered as the primary place for the company. While operating in 13 countries, the company ships worldwide to at least 100 countries. The urban sectors are specially benefitted by the company and now Amazon is accessible to some rural areas as well. In order to reach its customers, the company uses the following places:
· The official website of Amazon
· Amazon Books and etc. (Oakley, 2016).  
· Price: The primary means for Amazon to reach its customers is advertising. The company also incorporates affiliate programs for online publishers and website owner, who displays advertisement in order to earn revenue. They are also able to display corresponding links to Amazon products and services sold on the website. Some of the other means for communicating with the customers are listed below:
· Advertising
· Public Relations 
· Sales Promotion
· Direct marketing and etc. (research-methodology.net, 2021). 
· Promotion: The primary pricing strategy of Amazon could be defined as market-oriented pricing. With this strategy, the company is able to make its selling price even more competitive, attractive and affordable to customers. The price discrimination strategy is used by the company to set varied prices for similar products. The value-based pricing strategy is used to set price level on the basis of product value (research-methodology.net, 2021). Therefore, the popular pricing strategies of Amazon are:
· Market-oriented pricing strategy
· Value-based pricing strategy
· Price-discrimination strategy
2.  Market Segmentation: Know the Customer of Amazon. 
Market segmentation is referred to the process of dividing or segmenting customers into different sub-groups. The subset is created on the basis of demographics, priorities, needs common interest and certain other behavioral criteria. It is beneficial for developing and understanding customer insights, improving customer engagement and customer loyalty. It is useful for increasing the profit margin of companies (Culpepper and Thelen, 2020). The consumer segmentation strategy of Amazon is designed on the basis of demographic segmentation, psychographic segmentation, situational segmentation and finally, geographic segmentation, which is described below in detail:
· Geographic segmentation: 
· Region: While operating in more than 13 countries, the products are services of Amazon are shipped worldwide to more than 100 nations (blog.iotechnologies.com, 2021). 
· Density:  The service of Amazon covers urban as well as rural areas. 
· Demographic segmentation:
· Age:  The customers of Amazon are aged between 18 and 40 years. 
· Gender: Amazon targets both female and male customers to its business. 
· Life-cycle: The target audience of Amazon could be described as single, empty-nest, full-nest, or solitary survivor that are segmented on the basis of classic family life cycle. 
· Occupation: The customers of Amazon are generally students, professionals and specialists. 
· Behavioral segmentation:
· Loyalty: The target audience of Amazon could be defined as ‘softcore’, ‘hardcore’ and ‘switchers. 
· Personality: Amazon consumers could be described as easy-going, ambitious and determined. 
· Benefit: The customers of Amazon are benefitted by ‘convenience competitive prices’ and ‘product assortment’ (blog.iotechnologies.com, 2021). 
· User status: The customers of Amazon are either potential users, non-users, regular-users, first-time users or ex-users. 
· Psychographic segmentation: 
· Social class: The customers of Amazon belong from different class and this means they are either upper class, or working class or middle class. 
· Lifestyle: The customers of Amazon could be described as resigned, explorer, mainstreamer, struggler, reformer and aspirer (Kumar and Pande, 2021). 
3. Who is Amazon Targeting?   
As of the year 2021, the target market of Amazon is generally the upper class and the middle-class consumers with smart devices and computers, aged between 18 and 40. Amazon targets both male and female customers. 60% of the target market of Amazon resides in the USA preferring online shopping experience due to its convenience, competitive pricing and fast delivery. 
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Image 2: Amazon Customers 
(Source: blog.iotechnologies.com, 2021)
· Age of target customers: The primary target audience of Amazon are millennial customers, more acquainted with technologies, smart devices and the internet. Therefore, the people shopping from the official websites of Amazon are generally aged between 18 and 35 years. However, Amazon also targets middle aged individuals, above the age of 35 (querysprout.com, 2021). The target customers of Amazon Prime are aged between 35 and 44. 
· Location of target market:  The target audience of Amazon are people living in urban and rural areas with the accessibility of internet. The consumer base of Amazon has extended worldwide and therefore, it is difficult to mention a specific region. 
· Salary bracket of the target market: The fast-shipping time along with the e-commerce portal of Amazon carter to both the middle-class and the upper-class social. The average salary of the customers shopping from Amazon is around $51K. This group of consumers prefer online purchases to in-person shopping in order to save money and time (querysprout.com, 2021). Moreover, the target audience of Amazon are professionals, busy with their work and generally have no time for visiting a physical store. 
Amazon has been able to attract so many customers because of its extensive range of products. More than 120 million different products are available on Amazon. Due to this, the company has been able to extend its target market over the years. In order to extend the target market, Amazon constantly reposition its products on the basis of the evolution in the retail economy (Wu and Gereffi, 2018). The products are closely monitored to enhance the shopping experience of the people purchasing from Amazon and using its services as well. 
4. Amazon’s Positioning: From a Small Niche Market to a Retail Giant! 
Amazon started its business with a small niche market as it is believed to be an ideal success factor for start-up firms. They begin with focusing on the specific needs of the customers, working on those needs and making their products even more distinctive in order to dominate. Gradually, as Amazon evolved to become a leader in the e-commerce retail industry, they shifted their focus to larger markets. The positioning strategy of Amazon is based on differentiation and low product price (Dey and Francis, 2021). As stated by Bezos, the major differences of Amazon by providing a greater value to its consumers through instant access, extraordinary convenience and comprehensive section. This strategy alone could have given success to Amazon, but Bezos had other ideas on his mind- low price of products. 
It was believed by Bezos that Amazon would be benefitted if their products were sold at a low profit-margin. Bezos thought that high profit margins meant more investment in R&D and it also meant more competition in the market. Low profit-margin, on the other hand, was imperative for attracting more customers and it was believed to be more defensible as well. Therefore, the positioning strategy of Amazon could be described as low-price, instant access, comprehensive selection and 	convenient. When Amazon begins its operation, they started with books which was extended to 20 more categories within a few months (Dey and Francis, 2021). Today the company sells millions of categories in products and services and extended their market to every year where there is an access to internet. 
The brand of Amazon is built around customer satisfaction and it is popular as a consumer-friendly business worldwide, Amazon is therefore positioned as one of the most convenient businesses in the world with an excellent customer service and low product price. The primary objective of Amazon is to become a strong brand and they have been able to achieve this goal when it was revealed that more than 89% of shoppers were more likely to Amazon over other online shopping sites (Kumar and Pande, 2021). Amazon has seen success only in a few years and it is due to the positioning strategies defined by Bezos. 
5. Marketing Communication Today 
The marketing communication mix of Amazon incorporates different elements of marketing mix such as public relations, experiences and events, direct marketing, print and media and so on. ‘Print and Media’ advertisement drives the performance of Amazon and enabled them to achieve their business goals. This advertising technique is used by the company to deliver the marketing message to the target audience. One of the most popular TV advertisements of Amazon featured a video clip of Jeremy Clarkson, the former host of Top Gear, promoting one of Amazon’s products, Fire TV. The reported cost of the promotion deal was around GBP160 Million (research-methodology.net, 2021). 
Besides, some of the TV commercials of Amazon also featured adorable clips of animals in an attempt to associate the qualitative value with their brand image. Amazon also released a TV advertisement ‘Mom’s Here’ featuring Oprah Winfrey who apparently targeted mothers for another Amazon product, Amazon Echo. In the year 2019, Amazon outperformed Netflix in the competition for video streaming service’s top advertiser and this increased their spending for TV advertisement by 28% (research-methodology.net, 2021).  Amazon has extensively used print advertisement via journals, magazines, billboards and newspaper. Recently, the company also added print advertising pictures and messages and cartoon characters such as ‘Minions’ on the shipping boxes. 
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Image 3: ‘Alexa Loses Her Voice’
(Source: dailymail.co.uk, 2018) 
Celebrity endorsement is another form of advertisement used by Amazon in an attempt to attract customer all across the world. The first affiliate program ever was created by Amazon and they are known for adopting viral marketing before any other companies. One of the Super Bowl ads, ‘Alexa Loses Her Voice’ of Amazon featured various celebrities such as Gordon Ramsey, Rebel Wilson, Cardi B, Anthony Hopkins and so on (dailymail.co.uk, 2018). This ad gained immense popularity among the people. Another advertisement of Amazon featured a flying robot and it was also another instant hit among Amazon customers and other internet users. 
6. Sales Promotion: The Ultimate Success for Amazon 
Sales promotion is used as one of the primary tools in Amazon and this marketing strategy is a key to success for the company. The different sales promotion techniques used by the company are described below: 
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Image 4: Sales Promotion
(Source: research-methodology.net, 2021)
‘Seasonal Sales Promotion’: This is generally announced by Amazon during festive seasons and holidays. Therefore, sales promotion is widely practiced during New Year holidays and Christmas holidays. ‘Prime-Day mid-year sales’ is also offered by the company in July (research-methodology.net, 2021). This technique has been useful in increasing the sales of the company and boosted its revenue as well, attracting many customers to purchase products at a discounted price. 
Loyalty Cards: The ‘Platinum Mastercard’ enables customers to achieve 1.5 point on a purchase of every $2. They are able to achieve 1 point if they purchase products worth $2 suing their cards. This loyalty program of Amazon enabled them to attract more customers to its business. Moreover, the company also offers different gift cards to customers such as AI Integration, ‘Bulk Gift Code’, ‘Email Gift Card’ and so on (Sadq, Sabir and Saeed, 2018). 
‘Money-off coupons’: The coupons of Amazon could be purchased by customers from various third-party sites such as retailmenot.com, groupon.com, and couponzguru.com. This, too, has boosted the sales of Amazon. 
Free Gifts: Customers, especially regular buyers, are able to receive gifts from Amazon in different forms. Customers are able to stream over 10,000 music in MP3 format and are able to read various books on Amazon Kindle for free. Moreover, if customers ordered products worth more than $25, they would be able to get free delivery or free shipping (Sadq, Sabir and Saeed, 2018). Customers reviewing products on YouTube are able to receive free sample from the company as well. This technique is becoming popular to customers. 
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