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Amazon is an online retailer based in the United States that specialises in selling items and services via the internet. Through better internet marketing and online transaction methods, this firm has taken use of web technology to become an industrial titan among electronic enterprises with many sales. From its inception in 1995 through 2003, the firm was guided by a long-term vision, prioritising the creation of research and development plans for technological infrastructures. Since then, the company's net sales have steadily climbed, and it has expanded its portfolio beyond the online bookshop to include a wide range of additional products and services.
To compete in the sector, the company established a customer-centric business strategy that emphasises both internal and external marketing. In his own words, Amazon CEO Jeff Bezos (2017) is motivated by a desire to pleasure customers, which drives him to invest on their behalf and considers obsessive customer focus to be the most essential of the several approaches of focusing a firm.
Amason's marketing approach will be examined in this report in terms of how it prioritises consumers' voices. (SANGWA, 2017)
Amazon has certainly been the standout performer during this global pandemic and has played a critical role in ensuring that people have access to the commodities and needs they require daily. COVID-19 has transformed buying patterns, sectors, and economies throughout the world, and it, like many shops, has been focused on attempts to find answers. Our 5-year predictions were recently modified to incorporate the impact of COVID-19 on retail throughout the world. (Ascentialedge, 2020)
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An Amazon marketing plan is a technique, or a set of procedures, that you can use to promote your Amazon items and sell more with less effort.
This procedure will entail optimising your page to its maximum potential, investing in Amazon advertising, utilising social media and personal websites, and more. In this tutorial, we'll go through each step-in detail.
The advantage of Amazon marketing is that your potential buyers have a powerful desire to buy. They know they want to purchase something, and they typically know exactly what they want to buy, which gives vendors a significant edge. (Schumacher, 2021)
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The following four pillars support Amazon's marketing strategy:
1. Offering the most comprehensive product line. Hundreds of millions of goods are available from the world's largest internet store by revenue. Third-party merchants account for the bulk of Amazon's product offerings (58 percent).
2. The use of a user-friendly interface. The tech behemoth boasts a sophisticated user interface that includes tailored suggestions and current browsing history, among other features.
3. Scaling from tiny to huge is simple. The e-commerce and cloud computing firm has expertise in growing from small to huge scales. This aspect is critical in identifying new business opportunities.
4. Taking use of affiliate products and resources. Much too far, the computer behemoth has made extensive use of affiliate products and services to boost its bottom line.
As seen in the graph below, Amazon's yearly worldwide marketing costs have risen steadily over the last seven years, surpassing USD 13.8 billion in 2018. This includes advertising and other promotional expenses, which were USD 5.0 billion in 2016, USD 6.3 billion in 2017, and USD 8.2 billion in 2018. (Dudovskiy, 2020)
Amazon's marketing approach includes the Associates programme, sponsored search, social and internet advertising, television advertising, and other activities.
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Fig.1: Amazon annual global marketing expenses

The following are the general elements that underpin Amazon's marketing strategy:
· The Amazon 7ps of marketing focuses mostly on the product and location aspects of the marketing mix. Amazon's product assortment is the most extensive among online and physical stores, with hundreds of millions of items available in the United States alone. Furthermore, owing to huge cost savings resulting from the firm's online structure of business operations, the company can provide its products at competitive costs.
· Targeting the broadest client category relates to Amazon segmentation targeting and positioning methods. This is accomplished using multi-segment, adaptive, and anticipatory positioning tactics by the retail behemoth.
· Amazon's unique selling strategy combines a vast range of items and services at affordable prices, as well as speedy delivery and excellent customer support. These distinctive selling propositions are at the heart of the e-commerce behemoth's marketing communication campaigns.
· Print and media advertising, sales promotions, events and experiences, public relations, and direct marketing are all part of Amazon's marketing communication mix. The corporation focuses on print and media advertising, as well as sales promotions, as part of its marketing communication channels. (Dudovskiy, 2020)
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Amazon can take advantage of various developing market possibilities and guarantee that its global supply chain of networked warehouses generates significant value for itself and its partners. Furthermore, Amazon must reconsider its business strategy of running at near-zero margins, and the fact that it has not made a reasonable profit in the previous five years indicates that there is still potential for improvement.
When it comes to future, Amazon has its work cut out for it, but this SWOT Analysis may serve as a guide and a roadmap for the corporation to follow. The major takeaway from this SWOT Analysis is that if Amazon wants to be competitive in the future, it needs to focus on profitability rather than volume alone. (MANAGEMENT STUDY GUIDE, n.d.)
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Fig. 2: Swot Analysis

The success of Amazon.com Inc. is linked to the difficulties identified in this PESTEL/PESTLE analysis of the company and its distant or macro-environment.
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Fig. 3: Pestle Analysis

Amazon.com Inc. continues to be the market leader in online shopping. Despite increased competition from corporations like as Walmart, the company has remained resilient. This Amazon PESTEL/PESTLE research reveals crucial challenges for the company's long-term development. (MANAGEMENT STUDY GUIDE, n.d.)
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Amazon and other e-commerce behemoths employ demographic and psychographic segmentation to segment their audiences. Amazon's segmentation is based on actual purchasing behaviour, rather than what consumers might have indicated an interest in. Amazon's micro-level segmentation allows the corporation to target each consumer individually, allowing it to convert visitors into long-term, high-value customers.
E-commerce segmentation frequently entails the creation of personas who will buy in a specific way and for specific things. Similarly, Amazon caters to those in the middle and higher classes who have some expertise with basic technology but don't have the time or prefer convenience over purchasing in physical stores.
Amazon has effectively established itself as a Global (Go global, act local) e-commerce behemoth, allowing customers to buy anything and have it delivered to any remote area. In its most recent campaign in India, it used the term #AurDikhao, which has helped them carve out a distinct place in the minds of consumers. (Bhasin, 2018)
· Mission – “To be Earth’s most customer-centric company, where customers can find and discover anything they might want to buy online, and endeavours to offer its customers the lowest possible prices,” (Bhasin, 2018)
· Vision- “To leverage technology and the expertise of our invaluable employees to provide our customers with the best shopping experience on the internet” (Bhasin, 2018)
· Tagline – “#AurDikhao” in India. “From A to Z” globally. (Bhasin, 2018)
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To set itself apart, the company acquired several IT and e-commerce start-ups, including pets.com, audible.com, Junglee.com, IMBD.com, Zappos.com, Woot, and others, which allowed them to provide high value to their customers while utilising the acquired partners' existing technology at a low cost. Amazon has also reaped the benefits of scale by selling a diverse range of products, including electronics, toys & games, clothes, DIY, and more.
These services enable Amazon to keep its pricing low, allowing it to pass the savings on to customers. Amazon's strong customer-centric strategy to analysing consumer purchase behaviour based on preferences has given them a competitive advantage over their rivals. At Amazon.com, more than half of the customers are repeat purchases. Furthermore, Amazon is one of the most established businesses in the internet market, with a strong presence in both Europe and the United States. This profit margin is assisting the company's expansion into new areas. (Bhasin, 2018)
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On the BCG matrix, Amazon has some cash cows and others that are stars and question marks.
E-books, on-demand movies, and Amazon Prime are cash cows for Amazon, providing the company with the highest profit margins. Amazon began as a book retailer before branching out into gadgets.
Because of the advancement of technology, the Kindle, VOD (Video on Demand), and Amazon web services have become outmoded and have minimal demand.
Electronics and other consumer durable items are Amazon's shining stars since they not only have a fast growth rate, but also a large market share.
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Amazon understands that the most essential thing customers desire is for their orders to arrive quickly. This is where Amazon's vast distribution network comes in handy. Amazon currently has over 55 fulfilment centres totalling more than 43 million square feet.
This does not include Amazon's new "under-the-tent" approach, in which the company uses existing vendor warehouse space for consumer-packaged items to serve consumers more swiftly. Amazon's aggressive approach of penetrating warehouses and strengthening distribution systems has allowed them to expand into new markets and attract new consumers.
Amazon had built a vast and well-structured network to make the goods available in remote areas, with delivery expenses waived up to a certain point. Amazon has built a massive worldwide distribution network that is still expanding at a breakneck pace. (Bhasin, 2018)

[bookmark: _Toc92364073]Brand equity in the Marketing strategy of Amazon
Amazon.com has progressively raised its expenditure on advertising and marketing to make its brand stronger and have a greater brand equity, from being only an e-book supplier to emerging as the world's second-largest e-commerce firm.
Amazon.com's brand was worth US$ 176 billion in April 2015. "A company's brand is similar to a person's reputation." You gain a reputation by attempting difficult tasks. The brand's figures speak for themselves, with more than 55 percent of recurring customers. It is one of the top 13 most valuable brands in the world" (Forbes list).
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Shortlisting Amazon's rivals is dependent on which of Amazon's business sectors is being examined. When it comes to book or content distribution, such as books, movies, periodicals, and audiobooks, Apple would be the most formidable rival. Because of Apple's gadgets such as the iPad, iPhone, and MacBook, the iTunes store will always pose a threat to the Amazon shop. When it comes to web services, Google is the most formidable rival.
As stories of numerous plans to compete with the huge online retailer pour in, Walmart is the most danger to Amazon in the United States. Walmart is developing a locker system for customers where they may order and pay online and pick up at their leisure.
Walmart is currently experimenting with same-day delivery in four locations, and it is still the fourth largest online retailer. Amazon more than doubles Walmart's Internet sales in a quarter, bringing in $9 billion. Amazon, on the other hand, does not have the same physical structure as Walmart.
There are several local portals in both emerging and established nations that compete with Amazon. Amazon's competitors include Snapdeal and Flipkart, for example. Similarly, group on and first cry (focused on parents) are specialised e-commerce platforms that compete with Amazon for visitors. As a result, Amazon's presence has a major impact on each country's local competitors.
Amazon's marketing strategy includes a market study. The global e-commerce sector is still in its initial stages of development. Customers in underdeveloped economies are getting more comfortable with internet buying as technology advances. The fierce rivalry from Biggies like Alibaba and eBay, as well as start-ups and local ecommerce companies like Flipkart and Snapdeal, is resulting in overall industry expansion, which is beneficial to the sector.
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Customers on Amazon are primarily from the upper and middle classes, who like to purchase online and are familiar with utilising E-commerce platforms. Most consumers are professionals or businessmen who are preoccupied with their work and find it more convenient to purchase items online rather than visiting a real location to save time and money.
Furthermore, buyers may be on the lookout for bargains. As a result, the portal is recognised for having certain days when it offers enormous discounts to its customers. (Bhasin, 2018)
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[bookmark: _Toc92364077]What exactly do you mean when you say "STP Analysis"?
STP stands for segmentation, targeting, and positioning, and it's a three-tier model that evaluates your products and services, as well as your communicating abilities and approach to conveying the benefits to the segmented audience.
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The STP marketing model (Segmentation, Targeting, Positioning) is a well-known strategic marketing method today. It's one of the most widely used marketing methods in practise, with marketing executives praising it for its effective, simplified messaging. STP marketing focuses on commercial effectiveness, identifying a company's most lucrative segments and designing a marketing mix and product positioning strategy for each. (Mini MBA, 2021)
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You'll be able to locate niches with specialised demands, mature markets to find new clients, and provide more targeted and effective marketing messages by segmenting your data. Because every segment has the same demands, marketing communications should be tailored to each group to emphasise the most important benefits and features. Instead of a one-size-fits-all approach for all customer types, marketing messages should be tailored to each segment. Instead of a scattergun approach, this method is more efficient since it delivers the right combination to the same set of people. The following are some well-known methods for segmenting your audience:
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The items on the list below are required to assess each segment's potential and commercial appeal.

· Criteria size: The market should be large enough to justify segmentation of products. If the market is small, it should be reduced.
· Difference: Measurable differences must exist between segments. • Money: Expected earnings must be greater than the costs of extra marketing programmes and other modifications.
· Accessible: Each segment must be accessible to your team and thus the segment must be able to receive your marketing messages
· Specialize in different benefits: Different segments must need different benefits. (Mini MBA, 2021)
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Segmenting, Targeting, and Positioning (STP) Marketing Model The last step in the STP process is to create positioning maps. As an example of the market overview, you'll need two variables to figure this out. For example, I've had a look at various automobiles that are now available in the United Kingdom. This is more of an example than an entire product position map. If a section is devoid of automobiles, it may represent a market opportunity. One of the most important things business geeks should learn is how to position products to meet the diverse wants of customers. (Mini MBA, 2021)
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To maintain increasing availability rates, brands and retailers have had to prioritise important SKUs for manufacture and supply (including household tissue and canned foods), reallocating labour and resources as needed. As Amazon continues to work on its coronavirus response, companies should prioritise keeping critical goods in stock to help the platform's larger efforts and avoid seeing digital shelf placement deteriorate due to out-of-stock.
Overall, businesses can and should interact with retailers on a regular basis to identify and predict the most in-demand items, improve capacity for them, and collaborate on methods to balance in-store availability with rising online demand.
STP marketing is an extremely effective tactic. However, identifying segmentation and targeting possibilities, as well as determining the best positioning angle, are extremely difficult tasks that need the collection of vast amounts of data and insights, as well as a thorough grasp of how markets and business models work. With the aid of numerous descriptions, we have attempted to describe the models of STP Analysis in this page. I hope you enjoyed your reading experience.
Amazon has clearly battled to keep up with demand, indicating that delivery is still a priority. They have recently declared their plan to hire 100,000 additional employees and boost pay, as well as protect the safety of their staff by providing two weeks paid sick leave for those who tested positive for COVID-19, all of which will have an impact on their operational profit.
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