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[bookmark: _Toc15482]Executive Summary
This executive summary provides an overview of the advantages and disadvantages of Amazon's export marketing strategy, highlighting significant shortcomings and challenges faced by the company. The marketing strategies employed by Amazon face several notable issues, including price wars, a high carbon footprint from extensive product delivery, negative reputation due to tax avoidance, high levels of debt, and an extensive reliance on third-party sellers.
To address these challenges, several recommendations are provided. Amazon should consider strategies such as acquiring IT and e-commerce startups, leveraging technology to offer high-quality products at low costs, investing in renewable energy sources, optimizing logistics and transportation processes, engaging in reforestation and carbon offsetting initiatives, improving customer engagement through product search ads and social media, strengthening quality control measures, diversifying operations and investments in developing countries, implementing phased product launches, hiring local talent in target markets, and prioritizing the needs of third-party sellers.
By implementing these recommendations, Amazon can overcome its shortcomings, improve its competitive position, maintain its dominance in the e-commerce sector, and ensure long-term success. Adaptation, improvement, and a commitment to sustainability and customer satisfaction are crucial for Amazon to address these challenges effectively and sustain its position as a global leader in the industry.
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[bookmark: _Toc4650]Introduction 
Amazon, an American technological company, has achieved global dominance through its e-commerce platform. Apart from its renowned online retail business, Amazon has expanded into various technology-related sectors such as cloud computing, web services, and artificial intelligence (Zhu and Zhu, 2019). With over 50 establishments worldwide, it stands as the second largest employer in the United States. The inception of Amazon took place in July 1994 when Jeff Bezos, driven by his fascination for technological wonders, stumbled upon an article discussing the rapid growth of the internet (Brandt, 2019). Recognizing the immense potential, he seized the opportunity and initially named his online bookstore Cadabra.com, later rebranding it as Amazon.com.
Amazon's export marketing strategy has both advantages and disadvantages. The company's effective customer relationship management (CRM) system has enabled them to gather valuable data on customers' purchasing behavior. This data allows them to offer specific products, related items, or bundled offerings based on customers' preferences, which they have learned through acquisitions or browsing history. Additionally, Amazon highlights that a significant portion of their customer base consists of repeat buyers, resulting in lower costs for acquiring new customers.
To differentiate itself from competitors, Amazon has formed strategic alliances with other companies to enhance its customer service. These alliances, particularly with logistics providers, help control expenses and contribute to a robust value chain. By leveraging economies of scale, Amazon efficiently manages inventory replenishment, reducing the time required for restocking. Furthermore, Amazon has established an extensive and well-structured distribution network, ensuring efficient product delivery even in rural and remote areas. This network enables accessibility to a wide customer base across various locations.

[bookmark: _Toc287]Marketing tools 
[bookmark: _Toc4325]1. Ansoff Matrix
Market Penetration -  The company has employed creative advertising campaigns, introduced customer loyalty programs, and expanded its range of products and services for existing clients. Amazon has also embraced market penetration through competitive pricing. By keeping prices affordable on its e-commerce platform, Amazon offers frequent deals and discounts to regular shoppers, making its services more accessible (Berg and Knights, 2019).
Market Development - Amazon has dedicated significant efforts to market expansion by actively seeking new sales channels and distribution methods, as well as exploring innovative packaging solutions. By emphasizing diverse packaging options and implementing new area development initiatives, Amazon has effectively enhanced its market worth and successfully attracted a larger customer base and clientele to its e-commerce platform (Rehman and Mehmood, 2022). In doing so, the company has demonstrated commendable achievements in market creation and growth.
Product Development - Amazon has primarily focused on introducing new products in its existing markets as part of its product development strategies. It is important to note that Amazon's approaches in product development involve higher risks compared to its strategies in market development and market penetration. Nevertheless, Amazon's customers and clients have responded positively to the company's product development strategies, which involve launching new products in existing markets(Lindič and Da Silva, 2011) .
Diversification - The company has successfully diversified its products, introducing new variations into existing markets that have been well-received by its customers. This bold diversification strategy has not only helped Amazon reach new customers but also fostered strong and enduring customer relationships.

[bookmark: _Toc1425]2. SWOT Analysis
	Amazon’s SWOT analysis

	Strengths
	Weakness

	1. Possessing a powerful reputation in the market,
2. Offering a wide range of products,
3. Generating the highest revenue in the industry,
4. Establishing effective customer relationships,
5. Maintaining an efficient cost structure, thereby reinforcing the foundation of cost leadership.
	1. The business strategy can be easily replicated.
2. There is limited market presence in developing nations.
3. The physical store presence is minimal.
4. Profit margins are low.
5. The business is subject to seasonal fluctuations.
6. There is a lack of emphasis on a specific product.
7. The brand reputation suffered due to allegations of tax avoidance in the U.K market.

	Opportunities
	Threats

	1. The chance to enter emerging markets.
2. Growing its physical store operations.
3. Strengthening efforts to reduce counterfeit sales in the market.
4. Prioritizing the development of a robust brand portfolio of products and services.
5. Expanding the online business into new areas.
6. Improving physical availability and expanding presence in both local and international markets.
	1. The susceptibility of the business model to cybercrime risks is evident.
2. The market easily allows for imitation.
3. Intense competition persists with prominent retail giants.
4. New entrants have made their way into the market.
5. Market share has declined since the departure of Jeff Bezos.


(Sadq, et al., 2018)

[bookmark: _Toc19906]3. 8Ps Marketing mix of Amazon:
	Product
Amazon offers a wide range of products through its e-commerce platform, including books, electronics, clothing, home goods, and much more (Morganti, et al., 2014). Additionally, Amazon has expanded into producing its own line of products, such as Kindle e-readers, Fire tablets, Echo devices, and AmazonBasics.

	Price
Amazon is known for its competitive pricing strategy. It aims to offer competitive prices and often provides discounts, deals, and promotions to attract customers (Moreno, et al., 2017). It leverages its vast network and scale to negotiate favorable pricing with suppliers and passes those savings onto customers.


	Place
As an online retailer, Amazon operates on a global scale and serves customers in numerous countries. Its place element is primarily focused on its digital presence, ensuring that customers can access the platform through various devices, including computers, smartphones, and tablets (Wu and Gereffi, 2008). Additionally, Amazon has an extensive logistics network, including warehouses, distribution centers, and fulfillment centers, to ensure efficient product delivery.

	Promotion
Amazon employs various promotion strategies to reach and engage customers. This includes targeted online advertising, email marketing campaigns, social media presence, and partnerships with content creators and influencers. Amazon also offers programs like Amazon Prime, which provides benefits such as fast shipping, access to streaming services, and exclusive deals to encourage customer loyalty (Ramadan, et al., 2019).


	Process
The Amazon Company is known for employing a robust and results-driven approach to ensure optimal efficiency and effectiveness in its operations. It achieves operational efficiency through a dependable and extensive supply chain system. Moreover, the company's warehouses and distribution centers are meticulously arranged and equipped with all the necessary items and supplies, ensuring meticulous management of its operations (Nguyen, 2022).

	People
It prioritizes fostering a positive relationship with its workforce, encouraging them to strive for excellence. The company offers employees considerable work flexibility and consistently invests in their training and development, thereby bolstering their skills and capabilities. This commitment ensures they consistently deliver exceptional performance, benefiting the company.

	Physical evidence
When considering physical evidence, it is crucial to bear in mind that the primary form of evidence in this regard is the company's website. Unlike traditional retail spaces, Amazon does not require customers to visit a physical store to make purchases. Instead, they can conveniently access the company's website or use its mobile app. The company's website is well-maintained by its employees and features a user-friendly interface, making it the preferred shopping destination for customers worldwide.
	Positioning
When it comes to brand positioning, Amazon effectively employs the differentiation strategy to promote its products among consumers. Amazon Prime and Amazon Fresh serve as prime illustrations of how Amazon utilizes differentiation strategies to facilitate product sales (Flamand, Wisher and Riley, 2020). The former is a service that guarantees swift delivery of items ordered on the Amazon Platform, arriving at the customer's doorstep within two days. The latter is a service that enables customers to conveniently purchase fresh farm food and groceries online.



[bookmark: _Toc3075]Shortcoming of the Marketing Strategies faced by Amazon
[bookmark: _Toc12401]1.Price wars
Amazon's export marketing strategy is associated with several drawbacks and weaknesses. One of the main concerns is the shrinking margins caused by an price wars. As a result, Amazon's profit margins continuously decrease, leading to additional losses in countries like India. Marketing is an industry that has the ability to thrive even during an economic downturn. Its products are not perishable (Rana and Shankar, 2020), and there will always be a demand for the items sold by retailers. Currently, waste disposal is a prominent issue, enabling people to conveniently indulge in luxury and entertainment, both of which are readily available on Amazon. However, this also means that Amazon faces increased competition. For instance, Walmart is placing significant emphasis on its online system, offering a wide range of products that can be purchased online and delivered to customers' homes or picked up at their stores (Ellickson, 2016). They are also revamping their website to ensure easy accessibility for all users and to keep up with the rapid growth of online purchases. Although few can directly challenge Amazon, Walmart is prepared for the competition. Conversely, Amazon is actively expanding its presence in the food industry to compete with Walmart offline (Grilo, 2019). However, at present, this may not be a prudent decision, as both Amazon and Walmart have experienced a decline in retail shares, which has had a negative impact on their stock prices.

[bookmark: _Toc31365]2. Extensive Delivery of Product-High carbon footprint
Amazon is indeed facing a significant sustainability challenge attributed to its vast logistics and distribution network, which contributes to a considerable carbon footprint. The company has received criticism for its perceived inaction in dealing with environmental concerns, which could potentially affect its ability to attract environmentally conscious customers and investors. To address this challenge, Amazon needs to prioritize investments in renewable energy and make urgent efforts to reduce its carbon emissions. One of the primary contributors to Amazon's carbon footprint is its extensive network of warehouses, transportation fleet, and delivery operations (Blumanthal, 2021). The energy required to power these facilities, as well as the emissions generated by the vehicles used for transportation, result in a substantial environmental impact. Addressing this issue necessitates a multi-faceted approach.

[bookmark: _Toc14174]3. Negative Reputation
Additionally, Amazon has been criticized for engaging in tax avoidance, which has resulted in negative publicity in countries such as the United States and the UK. These established markets contribute significantly to Amazon's revenue. Amazon's ability to recruit top talent and maintain its innovative edge and competitiveness in the long run may be compromised by a tarnished reputation (Berg and Knights, 2021). Given the heavily regulated nature of its operations, encompassing areas such as data privacy, hiring practices, and environmental standards, Amazon's financial standing and standing in the industry may be negatively impacted by non-compliance. Consequently, the company could face substantial penalties and legal repercussions (Bird and Davis, 2018). In addition, it is important to consider the significant costs associated with foreign taxes. Given that tax rates can fluctuate based on the ruling government, Amazon must stay informed about these dynamic figures. 

[bookmark: _Toc11269]4. High Levels of Debt
Another issue that commonly arises for Amazon is the high levels of debt incurred in developing countries. To ensure cost-effectiveness, Amazon exerts pressure on its operations in these nations, which affects overall productivity and leads to increased debt. Moreover, Amazon has faced product failures within the company. One notable example is the unsuccessful launch of the Fire Phone in the United States, which resulted in significant financial losses (Stone, 2022). Consequently, Amazon has experienced numerous product failures that have negatively impacted the company's financial resources.
The issue stems from the fact that Amazon allocates a significant portion of its research and development budget to acquire services, seek consultancy, and cover costs associated with modification and integration to ensure uninterrupted operations (Josyula, Orr and Page, 2011). Moreover, Amazon actively seeks talented teams, and the expenses involved in acquiring these teams further contribute to the company's expenditures.

[bookmark: _Toc5929]5. Extensive Reliance of Third-party sellers
The involvement of third-party sellers has played a significant role in Amazon's development, but this reliance also poses a threat to the company's revenue growth. If Amazon fails to address the concerns raised by these vendors, it could experience slower revenue growth and a decline in market share compared to its competitors. The situation is further exacerbated by the emergence of new rivals in the e-commerce industry, who may offer more attractive conditions to third-party merchants. In order to maintain its position as the market leader in e-commerce, Amazon must prioritize addressing the issues raised by its third-party vendors. This entails enhancing seller assistance, strengthening quality assurance for products, and increasing transparency regarding fees and commissions (Zacharia and Kammel, 2020). Neglecting to take these steps may result in a decrease in the number of vendors utilizing the platform, thereby impeding revenue growth. In conclusion, it is imperative for Amazon to resolve the concerns expressed by independent sellers to ensure its continued success and dominance in the e-commerce sector.

[bookmark: _Toc23144]Conclusion 
In conclusion, the marketing strategies employed by Amazon face several significant shortcomings and challenges. The price war strategy has resulted in shrinking profit margins and increased competition, particularly from rivals like Walmart. Amazon's expansion into the food industry may not be a wise decision given the decline in retail shares and negative impact on stock prices. Additionally, the extensive delivery of products has led to a high carbon footprint, raising environmental concerns and potentially alienating environmentally conscious customers and investors. The negative reputation stemming from tax avoidance and potential non-compliance with regulations poses risks to Amazon's financial standing and competitiveness. High levels of debt, coupled with product failures, have further strained the company's financial resources. Lastly, Amazon's extensive reliance on third-party sellers puts its revenue growth and market share at risk, especially in the face of emerging rivals in the e-commerce industry. By addressing these shortcomings, Amazon can position itself for continued success and maintain its dominance in the highly competitive e-commerce sector. Adaptation and improvement are crucial for Amazon to overcome these challenges and maintain its position as a global leader in the industry.

[bookmark: _Toc8923]Recommendations 
[bookmark: _Toc29278]1. Price war
To differentiate itself from competitors and establish superiority in the global market, Amazon should implement strategies. One of these strategies involves acquiring IT and electronic-commerce start-ups like audible.com, Woot, Zappos.com, and others. By leveraging the existing technology of these acquired partners, Amazon can offer high-quality products to its customers at a low cost (Bezai and Dehimi, 2021). Furthermore, Amazon can achieve economies of scale by providing a wide range of products, including electronics, apparel, and other appliances. This allows Amazon to maintain significantly reduced prices and pass on the benefits to its customers. Amazon could also strongly focus on a client-centric approach and the analysis of consumer purchasing behavior based on preferences have given them a competitive advantage over their rivals (Peppers and Rogers, 2016). Moreover, Amazon is a prominent player in the online market worldwide, with a substantial presence in Europe and the United States. Investing in technology is a strategic approach adopted by Amazon. The company's remarkable technological expertise has played a crucial role in its achievements, and its ongoing investments in areas such as robotics and artificial intelligence could potentially maintain its competitive edge and enhance productivity. To illustrate, Amazon may explore the possibility of funding autonomous delivery vehicles or leveraging artificial intelligence to enhance its supply chain operations.

[bookmark: _Toc10992]2. Extensive Delivery of Product-High carbon footprint
Amazon should prioritize investments in renewable energy sources to power its operations. This can include installing solar panels on warehouses and distribution centers, investing in wind energy projects, and exploring other forms of clean and sustainable energy. By transitioning to renewable energy, Amazon can significantly reduce its reliance on fossil fuels and decrease its carbon emissions (Gui and MacGill, 2018). Secondly, the company must implement measures to improve the efficiency of its logistics and transportation processes. This can involve optimizing delivery routes, utilizing electric vehicles or other low-emission transportation options, and exploring innovative solutions like drone delivery. Streamlining operations and adopting greener technologies can lead to substantial reductions in carbon emissions associated with Amazon's logistics network (Ghosh, Jha and Sharma, 2020). In addition to internal changes, Amazon should actively engage in initiatives aimed at reforestation and carbon offsetting. By partnering with organizations focused on environmental conservation and restoration, Amazon can contribute to the protection of forests and other ecosystems that act as carbon sinks. Investing in projects that offset the company's emissions can help mitigate its environmental impact and demonstrate a commitment to sustainability. Moreover, Amazon should be transparent about its sustainability efforts and progress. Regularly reporting on key metrics such as carbon emissions, renewable energy usage, and waste reduction can provide accountability and build trust with customers and investors. By setting ambitious sustainability goals and regularly updating stakeholders on progress, Amazon can showcase its commitment to addressing the sustainability challenge it faces.

[bookmark: _Toc26332]3. Negative Reputation
In order to enhance customer engagement, Amazon should utilize product search ads and leverage social media platforms. The organization can broaden its consumer interaction by implementing product search ads that closely resemble the natural product. These ads have proven to yield a high conversion rate, leading to increased sales for the company. Given that consumers dedicate a significant amount of time to social media, particularly on platforms like Twitter and Facebook, Amazon can capitalize on this trend to boost customer engagement (Appel, et al., 2020). Moreover, Amazon should focus on expanding the marketing reach of Alexa technology, a voice assistance system, and integrating it with other smart home systems. Exploring this alternative further, would contribute to revenue generation essential for sustaining Amazon's growth strategy and maintaining a competitive edge over rivals like Walmart. Besides, strengthening quality control measures throughout the product development and manufacturing processes can help Amazon identify and rectify potential issues early on (Choi, et al., 2022). By ensuring high product quality and performance, Amazon can improve customer satisfaction and reduce the likelihood of product failures.
Besides, Amazon should establish itself as a trusted brand among its customers, offering exceptional services and a wide range of branded products. The Amazon website serves as the starting point for consumers, providing valuable information on products they are interested in purchasing. This approach not only meets customer expectations but also ensures convenience ( Cenfetelli, Benbasat and Al-Natour, 2008). By consistently delivering relevant information on branded products, Amazon will be able to successfully built a positive reputation and remains the go-to platform for consumers searching for various niche products. When customers search for specific brands or items, they can easily find the information they need on the Amazon portal. This strategy has enabled Amazon to dominate consumer awareness across diverse product categories. As customers land on the Amazon website, they are directed to geo-specific sites that cater to their location. This personalized approach forms the foundation of the consumer's purchasing journey. For instance, a search for an "electric toothbrush" on Amazon yields a wide variety of options available for purchase.

[bookmark: _Toc12642]4. High Levels of Debt
Instead of solely focusing on cost-effectiveness, Amazon could consider diversifying its operations and investments in developing countries. By exploring a broader range of opportunities and industries, Amazon can reduce its reliance on a single market and minimize the risk of incurring high levels of debt. Besides, implementing a phased approach to product launches can help Amazon identify and address any potential issues before rolling out a product on a larger scale (Tuarob and Tucker, 2015). By conducting small-scale tests, gathering user feedback, and iterating based on those insights, Amazon can refine its products and services, increasing the chances of success while minimizing financial risks (Davenport, 2006). Amazon is suggested to implement a robust system for monitoring and evaluating the performance of new products and operations in developing countries. Regular assessments can help Amazon identify potential issues early on, make informed decisions, and take necessary actions to address any challenges promptly. 
In order to lower down the cost, Amazon is advised to hire numerous employees from locals, for example, India, to handle customer service, software development, and back-office functions. By tapping into the local talent pool, Amazon gained valuable insights into the Indian market, allowing them to tailor their strategies and offerings accordingly.

[bookmark: _Toc2402]5. Extensive Reliance of Third-party sellers
In order to maintain its long-term survival, Amazon must prioritize the needs of third-party sellers and remain committed to providing an attractive and profitable selling platform. This entails offering affordable fees and a reliable and efficient platform for sellers to showcase their products (Anderson and Bedre, 2022). By doing so, Amazon can retain and attract a greater number of third-party merchants, ensuring a steady stream of income while expanding its range of available products. Furthermore, by cultivating a positive experience for third-party vendors, who contribute to a wider variety of goods on the platform, Amazon can enhance customer satisfaction. Thus, it is crucial for Amazon to continue offering third-party sellers a compelling value proposition and a dependable platform for selling their products.
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