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INTRODUCTION
Digital disruption in businesses is a new trend caused by innovative and new technologies. These new technologies are not only impacting the business models but drive innovation, organisational change and new cultural behaviours.  It has caused businesses to rethink about the way they do businesses and re-evaluate their goods and services (Oxford College of Marketing, 2020).
Amazon which is in the league of digital companies began trading as an online bookstore in 1994 and has since diversified significantly, now the company is offering an extensive product catalogue including food, furniture, electronics, software, digital music, video on-demand, and apparel.  The company which was established by Jeff Bezos has an active user base of nearly 250 million and annual net sales of over $70 billion, Amazon is one of the world’s largest digital companies.  Amazon operates under a ‘growth first’ strategy and reinvests all its profits into expansion and is currently trading in more than ten countries (Amazon.com).
            Historical disruption in the retail sector    
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Amazon has significantly disrupted the retail sector by not only making it stress-free to shop from home, but also by offering a vast range of products.  The company also offer its own internal capabilities as a service.  This includes warehouse space, cloud computing, fulfilment, and e-commerce which are provided to other firms, further stimulating the disruption of bricks-and-mortar retail.  The physical and digital marketplaces are becoming increasingly intertwined, which makes the deployment of digital tools such as RFID chips, predictive analytics, AI or block chain a powerful instrument to keep a competitive edge in the retail industry. 

Business Strategy
A corporation can adopt one or more of three generic strategies: cost leadership, differentiation or focus (Porter,1985).  Similarly, Amazon.com has a vision to provide wide variety of products and fulfilment services along with the affordable prices that requires to achieve economy of scope and economy of scale along with customer happiness.  Moreover, the owner’s (Jeff Bezos’s) borrowed the famous flywheel sketch which illustrates Amazon’s main business strategy as the growth strategy and Amazon.com’s virtuous cycle.
This concept is the key to understand how e-commerce giant guides its operations.  The lower prices led to more customer visits.  More customers increased the volume of sales and attracted more commission-paying third-party sellers to the site.  That allowed Amazon to get more out of fixed costs like the fulfilment centres and the servers needed to run the website. This greater efficiency then enabled it to lower prices further.  Feed any part of this flywheel, they reasoned, and it should accelerate the loop.


Amazon Flywheel: Understanding Amazons Virtuous Cycle 
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Source: Amazon Flywheel / Virtuous Cycle the key to Amazons success

This same idea of momentum applies to the business analogy as well.  Each improvement Amazon's workers make to fuel the flywheel helps accelerate the company's cycle of growth. The flywheel model is enduring which demonstrate that technologies and services that Amazon provides might change over the course of several periods, but the core views, such as low prices, entrenched in the flywheel model should consistently reverberate with Amazon's customers, regardless of the circumstance (Chaffey, 2018).

Amazon’s Strengths on Porter’s Value chain Model	
The internal analysis of Amazon company will be covered using Porter’s Value Chain model.  This will highlight the strengths and weakness of the company and how to curb the weakness in a form of recommendations.  The approach has customers as the focal point.  These are done in a set of activities done internally to gain competitive urge over competitors.  Additionally, as a part of Amazon customer centric strategies, its value creation & proposition starts with Amazon symbol that represents a smile for the customers and also continues with product availability and variety along with lower prices to create and deliver value (Zenger, 2013).  The chart below is created to show that Amazon value chain drives to provide low prices and astonishing customer experience which distinguishes Amazon by building loyalty and unique competitive edge amongst its competitors (Porter, 1980).   Amazon also boosts customer’s experiences along with its Amazon Prime retention program that also facilitates personalised services which are far valued by all ‘the Amazonians’ (Chaffey, 2018).
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Source: value chain of Amazon

Weaknesses of Porter’s Value chain in the case of Amazon
There are enormous advantages of the Value chain Model but there is the risk of missing out the strategic assessment of the internal affairs of the organisation.  This is because not all the set activities will be inter-related at all times and the focus could be one sided whilst other strategic planning could be missed out leading to failed approaches as enumerated below.
Failed approaches: Amazon failed by trying to build an organic travel and hotel retailing product (Called destinations) in 2015.  This was the wrong approach because of the complexities in gaining access to travel inventory and lack of expertise in managing travel industry relationships. Despite of all its retailing prowess and innovation.  The company had no idea on how to manage travel inventory unlike books or stocks.  This seems too niche and a business that requires a lot of individual sales support, which isn't really Amazon's approach (Dennis, 2020).

SWOT Analysis of Amazon
SWOT tool is used by managers in various decision making and strategic planning of an organisation, is also interpreted as 2x2 Matrix (BusinessBalls.com, 2020). This Matrix will be used to assess the internal variance of Amazon focussing on the Strength and weaknesses (SW) for this report. 
Amazon, the largest online retailer has gained competitive advantage over its cohorts because their strengths have been identified and utilised in the right way.  Also, there are some few weaknesses that has been assessed internally that needs work on so that their rivals will not use to their advantage.

Strengths
The continued and increasing presence of digital, social and mobile technologies in retail is putting immense pressure on businesses in the sector to ensure they can provide a fully integrated experience across online and in-store platforms.  The public is increasingly digitally literate, and as such consumer adoption of these channels will continue to grow (Resca and Spagnoletti, 2014).

· The manifestation effect of Amazon is the ongoing consumer shift to shopping online. Online retail makes it possible for customers to shop from home or anywhere else with an internet connection.  They can find the exact items they are looking for without going through hassle and can purchase them and arrange to have them delivered with just a few clicks (Resca and Spagnoletti, 2014).
· Amazon Go which is an e-commerce mobile application that allow consumers to purchase items in store without waiting in lines or checking out with registers. It uses machine learning, sensor technology, machine vision and artificial intelligence (AI) to track items that customers pick up.
· Click and collect is also a hybrid e-commerce model which allows customers to purchase or select items online and pick them up.
· Proximity beacon technology is another transformation of the retail environment. Beacons located in stores communicate with customers mobile devices to help them locate products and service.
· Low cost structure: Online selling helps Amazon to cut costs as compared to running a massive retail store physically. This in turn lower the cost of their products and reducing marginal costs whilst selling more units.

Weaknesses
· Online Streaming - As the digital marketing is booming, Amazon faces huge competition from a major rival in the likes of Netflix.  The later has a cheaper monthly subscription to customers which may see most customers switching to subscribe with Netflix instead (Holt, 2019).
Recommendation on this is, amazon needs to have a basic account so the average customer can still subscribe using the basic account.
· Distribution – Amazon faces enormous risks at their distribution centres from safety,        remunerations and treatment which has even attracted lawmakers. Workers are poorly paid and they also face several hazards in their work places especially with the current COVID-19 pandemic.  Recommendation for this is, proper pay structure as well as other benefits should be awarded to the workers. 
· Another Amazon effect is the way physical retailers and malls are attempting to make in-person shopping a more compelling experience for consumers.  Many malls have setup play areas for children, incorporated spas, lounge areas and salons and hosted pop-up restaurants and sports events.  Some have created an aquarium and dinosaur walk museum and Amusement park.  Inspiring destination shopping is one achievement, attracting customers to location because it provides something in particular that makes it worth the excursion.  Providing a compelling environment and promoting shopping itself as the experience (Resca and Spagnoletti, 2014).

How Amazon has infused digital technologies into its growth strategy

[image: Amazon 06 - Innovation Strategy]
Digital technologies of Amazon are consistently evolving and growing regularly.  Amazon’s first step was to disrupt the business of selling books, providing an avenue for customers to search for and buy their books online and then receive them in the mail.  Leveraging the digitization of physical items like books, movies, and music through offerings like downloadable books, Amazon Prime Music, and Amazon Instant Video (Berg and Knights, 2019). This has allowed Amazon to offer wide range of selection for customers while consistently cutting down costs, like inventory and warehouses.  The company has raid into bricks and mortar environments with new technologies;

CONCLUSION
Technology alone is not the driver of competitiveness and companies that attempt to emulate Amazon fail to do so by not being able to transform their management systems and corporate cultures in line with the new, digital economy (Furth, 2019).  Meanwhile, Amazon is not only part of the new economy, it is creating the new economy - the economy of cyber-physical value 
networks and digital capabilities.  This is the most impressive aspect about Amazon’s digital supply chain and for Amazon, every day, is Day One.  While technology continues to be a driver for change, retailers mustn’t get carried away with what others are doing and should instead create a long-term plan that enables each business model to grow continuously.  The company has achieved success through relentless customer obsession and a focus on long term growth by leveraging technology into its growth strategy.
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