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[bookmark: _Toc106453204]Introduction 
As cited by Bualek, and Kortana, (2022, p. 27), the Marketing Process is denoted as the gathering of steps that play a vital role in encouraging institutions to recognize the customers' problems, analyze the opportunities in terms of the market, and create materials in connection to the market to reach the desired audience. The marketing process includes strategic marketing analysis, planning of marketing mix, implementation of the market, and controlling the market. The marketing Process is essential because it supports the efforts of marketing, helping to set certain efficient and effective organizational goals and converting the target market into trustworthy customers (Page, and Connell, 2020). 
[bookmark: _Toc106453205]Background of the Company
The company chosen to explain the marketing process is Amazon U.K Amazon U.K was launched in the year 1998 15 years ago. The Amazon U.K starts selling books and initiates Fulfilment Center in Marston Gate. Additionally, it originates Amazon Associates Program and in the year 1999, it results in the opening of the Music Store. With the emergence of time Amazon has grown to be one of the most successful brands in U.K launching Transparent Advertisement Market Place in Europe (amazon.co.U.K). As per the reports in the year 2021, the net sales is around 31, 914 and the departments of Amazon U.K are Home and Kitchen, Industrial and Scientific, Tools and home improvement, appliances, office products, and toys and games.  
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Figure 1: Logo of Amazon U.K
(Source: Amazon.co.U.K)
[bookmark: _Toc106453206]Competitive Strategies 
According to Huang, et al., (2019, p. 185), Competitive Strategies are illustrated as the planning of the market that the organization achieves to defend as well as retain its market position and gain a competitive advantage. Amazon U.K utilizes cost leadership as part of competition strategies like progressive computing and networking technologies to strengthen operational efficiency converting to minimized costs. Additionally, interpreting the competitive advantage of Amazon U.K Porter's 5 Forces and STP is discussed below. 
Porter’s 5 Forces
	Porter’s 5 Factors
	Degree (High, Medium, and Low)
	Impact

	Buyer’s Bargaining Power
	High
	Amazon U.K competes with strong competitors like Alza, Konga, Alibaba Cloud Private, and DMM Group. The competitive rivalry marks tacking the effects of the above-mentioned competitors on Amazon U.K. The high competitive rivalry in both U.K and international markets Amazon is supported by the high aggression of firms, high availability of substitutes, and low switching costs. The high aggressiveness encourages Amazon U.K to compete with huge giants like Alza and Kongo and the high availability of resources helps Amazon U.K to face strong force in terms of substitutes (Bruijl, 2018). Consequently, the lower switching costs support Amazon U.K in corresponding fewer barriers for customers to switch from one brand to another.

	Supplier’s marketing Power
	Medium
	The threat of substitutes is strong for Amazon U.K in both U.K and international markets. The strong threat of substitutes is supported by low switching costs, high availability of substitutes, and low cost of substitutes. The high degree of substitutes is affecting the performance level of Amazon U.K The low switching costs can lead the customers from transferring from one company to another like Amazon U.K to Alza and the high availability of substitutes concentrates on increasing the influence of substitutes against Amazon U.K The low costs of the products also determine the increased influence of substitute products against Amazon U.K  

	Competitive Rivalry
	High
	Amazon U.K competes with strong competitors like Alza, Konga, Alibaba Cloud Private, and DMM Group. The competitive rivalry marks tacking the effects of the above-mentioned competitors on Amazon U.K, and low switching costs. The high aggressiveness encourages Amazon U.K to compete with huge giants like Alza and Kongo and the high availability of resources helps Amazon U.K to face strong force in terms of substitutes (Bruijl, 2018). Consequently, the lower switching costs support Amazon U.K in corresponding fewer barriers for customers to switch from one brand to another. 

	Substitute Threat
	High
	The threat of substitutes is strong for Amazon U.K in both U.K and international markets. The strong threat of substitutes is supported by low switching costs, high availability of substitutes, and low cost of substitutes. The low switching costs can lead the customers from transferring from one company to another like Amazon U.K to Alza and the high availability of substitutes concentrates on increasing the influence of substitutes against Amazon U.K The low costs of the products also determine the increased influence of substitute products against Amazon U.K   

	New Entrants Threat 
	Low 
	The threat of new entry focuses on the reduction in terms of market share. There is a low degree concerning threats of new entrants for Amazon U.K in both U.K and international markets. It is guided by low switching costs, high cost of brand development, and high economies of scale. Additionally, High Economies of Scale encourages Amazon U.K to make its e-commerce business strong. 
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Figure 2: Porter’s 5 Forces
(Source: Amazon U.K, 2022)
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[bookmark: _Toc106453208]Segmentation
According to Brotspies, and Weinsteinb, (2019, p. 171), Segmentation is discussed as the division of the marketplace into various parts that are definable, easily accessible, and actionable, profitable, and encouraging a growth potentiality. It helps the company to target a specific audience with time, cost, and effort restrictions.   The four types of concentration the Segmentation are Demographic, Psychographic, Behavioural, and Geographic Segmentation. This would be explained with Amazon U.K
Geographic Segmentation: Amazon U.K serves its products in and around U.K  determining both urban and rural areas. Additionally, it serves products to males and females.
Demographic Segmentation: Amazon U.K sells its commodities to students, employees, and professionals based on the hardcore as well as soft core loyal and also switchers. The benefits provided by Amazon U.K are the largest range of products, convenient online purchasing, and highly competitive prices (Nguyen Jr, 2019).
Behavioral Segmentation: Amazon U.K provides its goods and services to easygoing, determined, and ambitious personalities. Additionally, the non-users, potential users, first-time users, and regular users are included in Amazon U.K user status in selling commodities. Consequently, it sells its products to all social classes involving upper, medium, and lower classes. 
Psychographic Segmentation: As cited by Fantin, (2020), the Amazon U.K sells its commodities to all lifestyle people such as resigned, strugglers, mainstreamers, aspirers, succeeded, and explorers. 
[bookmark: _Toc106453209]Targeting
	Location
	U.K 

	Target Audience
	Above 14 years of age, males, and females

	Income Group
	Income Groups- Middle to Upper
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[image: ]
Figure 3: Amazon U.K‘s Positioning Map
(Source: Developed by Learner)
[bookmark: _Toc106453211]Role of Marketing Mix
Marketing Mix is defined as the various areas of focus determining the part of the comprehensive marketing plan. Marketing Mix helps the brands to understand the combination of elements required to meet the marketing goals and objectives (Blut, et al., 2018, p. 131).  
Product: Amazon U.K is the top player in the online retail industry and to retain its high position it always adopts continued expansion and diversification frequently as a product strategy. As cited by Hamblin, (2020), the products sold by Amazon U.K are Retail service, Retail goods, Amazon Prime, Consumer Electronics, Digital Content Distribution Service, Amazon Video, Amazon Web Services, Amazon Publishing, and Amazon Dash. It has expanded its products to the Amazon Kindle e-book reader and Kindle Fire Tablet for improving the efficiency of the product marketing mix. It also marks the continuous efforts of Amazon U.K to sustain itself in the competition. 
Price: The component emphasizes the pricing levels and pricing strategies of Amazon U.K It utilizes a low-price strategy in a way to impress and attract customers. The series of pricing strategies utilized by Amazon U.K are market-oriented pricing strategy, price discrimination strategy, and value-based pricing strategy. The Market-Oriented Pricing Strategy helps Amazon U.K to make its market selling price more competitive, affordable, and attractive to its target audience.  The price discrimination strategy guide Amazon U.K to set various price for similar products differing from the United States.  The value-based pricing strategy plays a vital role in adjusting prices based on U.K National market conditions, perceived product value, and buyers’ needs and preferences. 
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Figure 4: Marketing Mix 4p’s
(Source: Amazon.co.U.K. 2022)
[bookmark: _Toc106453212]Conclusion
Henceforth, it can be concluded that Marketing Process is essential for any brand. Additionally, Amazon U.K has been quite successful in conducting the marketing process by following Porter’s 5 Forces and Marketing Mix helping them to reach the audience widely. These reasons have supported Amazon U.K to retain its top position in the retail industry serving many customers.  
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