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1. Introduction

For the last two years, the global pandemic of COVID-19 is one of the most discussed subjects in the academic due to its significant direct and direct impacts on human health as well as businesses’ health. According to KPMG (2021), the recent global pandemic significantly affects businesses’ growth across the globe. Consequently, business leaders faced several challenges to ensure the continuation of business operations while ensuring the safety of their employees and customers. Correspondingly, this report aims to analyse the business situation in terms of both internal and external of the particular chosen organisation. Amazon, a global leading multinational brand in the retail sector has been selected in this report to understand the company’s marketing process during the pandemic. In addition, different models including STP and marketing mix critically evaluated in this report in the context of Amazon. Though, the following is the concise background of Amazon.

1.1 Organisation’s Background

Amazon is one of the most preferred online shopping brands across the globe. Since the outbreak of the novel virus in December 2019, a significant decline in online shopping is reported due to the self-precautions and restrictions on international trade (OECD, 2020). Although, it is reviewed that Amazon reported a consistent demand for online shopping during the period of economic crisis due to the brand’s reliability and higher customer loyalty (AMZN, 2022). According to Du et al. (2022), the global pandemic of COVID-19 had not brought a negative loss to Amazon because of its effective marketing process and strategies. Thus, the proceeding report tends to critically evaluate Amazon’s marketing process as well as to conduct internal and external analyses to investigate the COVID-19 impacts on the company.

2.  Marketing Process 


According to Unlu (2021), the marketing process is a series of planned phases to follow to address the identified problems which may harm the business sustainability as well as to discover opportunities to sustain the competitive advantage in the market. Concerning this, Du et al. (2022) articulated that the marketing process can be explained into six processes: developing a mission statement, conducting an external and internal analysis, formulating an effective marketing strategy, planning a complete marketing mix model and its implementation process. At last, Rikap (2022) suggested measuring the outcomes of this strategic implementation. Literature suggests that Amazon is the global leading brand of online shopping brand and undoubtedly, the company has been following an effective marketing process to address the changes related to the global pandemic. Though, the following is a concise description of Amazon’s marketing process.
2.1 Amazon’s Marketing Process during Pandemic

Since COVID-19 was infecting, Amazon planned to obtain all the commercial and competitive market advantages that can be possible. According to Rikap (2022), Amazon is one of the major contributors to e-commerce, cloud computing and streaming media. Thus, the company took considerable measures to deal with the challenges of the historical economic crisis caused due to the global pandemic of COVID-19. Meanwhile, a comparative study conducted by Bowen (2022), revealed that Amazon had successfully dealt with the COVID-19 challenges and is still in an advantageous position as compared to other online shopping brands. The company was working on the strategy of gaining profit via mining the hidden market opportunities during the pandemic (Before you continue, 2022). For instance, Amazon ensures to make an increased investment in information technology as well as in the Research and Development (R&D). Therefore, other brands of online shopping and Amazon’s competitors are worried to understand the marketing process of Amazon. 

3. External Analysis of Amazon

Several external forces became actively affect the business during the period of COVID-19. Thus, it becomes necessary to conduct Macro or external business analysis to ensure the continuation of organisations’ operations.  Concerning this, it has been learned that there are several analytical tools to conduct an external analysis of companies and businesses; although, the literature suggests that PESTLE analysis is one of the most effective and widely used analytical tools to conduct macro-environmental analysis of the company. Thus, PESTLE (Political, Economic, Social, Technological, Legal and Environment) is used to conduct an external analysis of Amazon.

3.1 Political

The impacts of a political factor on Amazon’s business operations include certain aspects such as government stance and deportment; although, it is not limited to between politicians and government officials. Concerning this, Alshmrani (2021) illustrates that Amazon is wholly relying on the internet association which resulted in cybercrimes in various forms. As this is one of the multinational companies that has been operating its business operations across the globe; though, the measures taken by the government against cybercrimes vary from country to country. Accordingly, the efforts and results are also varying country to country (Chen, 2022).   

3.2 Economic

Literature suggests significant economic impacts on the business operations of Amazon as the report shows the company’s consolidated revenue which is more the 31% of the net sales on international business (Chen, 2022). Consequently, Amazon faces the threat of exchange rate to the great extent. Moreover, Pisal (2021) discusses that the US currency has been decreasing over a while due to the great economic crisis due to the pandemic of COVID-19. This decreasing exchange rate consolidates economic revenue. The increasing labour cost is another economic factor that greatly affects the accumulated business profits. In contrast, it has also been acknowledged by Bussmann and Paniagua-Zambrana (2022) that Amazon has been reporting strong business growth in the emerging Asian and African markets.

3.3 Social

During the period of the global pandemic, a massive range of customers shifted to e-commerce or online shopping (Chen, 2022). Consequently, this massive shift also enhances the landscape of the online retailing sector. According to Alfonso et al. (2021) Alfonso et al. (2021), after the crisis of coronavirus, the customers have become more health conscious as well as a prominent change in their food habits also observed. Correspondingly, the author explains that Amazon is successfully observing the changing shopping habits of customers via effective marketing and advertising strategies

3.4 Technological

Amazon is known for its innovative technology business operations and retail services. According to Bussmann and Paniagua-Zambrana (2022), Amazon is virtually associated with every company including food delivery, electronic appliance, mobile manufacturing and e-commerce as well as in content streaming and the music industry. One of the most technological innovations of Amazon is its virtual assistant as it has been explained by Chen (2022) that the voice-responding virtual assistant of Amazon offers exceptional service to consumers and helps out to find desired products more conveniently. 

3.5 Legal
After experiencing an adverse economic situation due to the global pandemic of coronavirus, the US as well as other international authorities came up with a law of Consumer Protection Rules 2021 in which there are some inflexible legislations for e-commerce businesses to ensure customer safety (Alfonso et al., 2021). Though, being a giant in the e-commerce business, Amazon’s business operations are also limited to avoid any kind of legal liability (Chen, 2022). 

3.6 Environment

According to Chen (2022), all businesses have become more conscious of providing safe services after the pandemic. Correspondingly, Amazon’s R&D department is actively working on finding effective strategies to reduce carbon footprints. Additionally, the company aims to achieve zero carbon footprints by the next 10 to 20 years. On the other hand, Amazon is also working on developing renewable energy by the year 2025 (Alfonso et al., 2021).

4. Internal Analysis

Literature suggests that the impacts of COVID-19 are still looming in the post-pandemic period and it is high time for companies to conduct an internal analysis for the planning of future marketing strategies. According to Du et al. (2022), SWOT (Strength, Weaknesses, Opportunities and Threats) is one of the most effective and most used marketing tools to conduct an internal analysis of the company. Hence, SWOT analysis is used to conduct an internal analysis of Amazon.

3.1 Strengths

According to Amazon’s financial insights. The company obtained $570 billion in revenue in market capitalization during the period of coronavirus when all other brands were struggling to deal with the economic challenges (AMZN, 2022). Additionally, OECD (2020) reports advocates that Amazon was one of the successful online shopping brands to encourage customers to switch to online shopping via convincing marketing strategies. Consequently, the company reported increasing consumer spending over the period as the report shows that nearly 2 out of 5 people customers make purchases from Amazon (OECD, 2020). Moreover, a wide range of supply chain networks is the biggest strength of the company as Amazon’s supply chain is associated with 1300 companies and hundreds of delivery stations of which 400 are only available across the US (AMZN, 2022). 

3.2 Weaknesses

In the race of sustaining competitive advantage, Amazon compromised over some factors during the pandemic which may hinder its business growth. Concerning this, Rikap (2022) explains that the company reported low employee morale during the epidemic. It has been further explained stress to maintaining sales even in the crisis resulted in walkouts and strikes for the sake of health and safety. Therefore, the major employee issues face by the company during the period of a global pandemic. Moreover, quality management in terms of COVID-19-related precautions was another challenge faced by the company to sustain its market competitive advantage in the international market. Though, Amazon’s weakness of declined employee morale and difficulty to maintain product and service quality may affect the effectiveness of business operations.

3.3 Opportunities

Innovation is the core reason for Amazon’s success since its establishment as Rikap (2022) indicates that Amazon’s innovation is expected to increase by 20% in the next ten years. In the period post-COVID-19, Amazon jumped into the music industry as the company aims to associate with Spotify one of the well-known name in the music industry (OECD, 2020). This point indicates that the company is successfully extracting opportunities after COVID-19. Additionally, the company also provides opportunities to the new start-up of fresh entrepreneurs as the report shows a total investment of $18 billion (AMZN, 2022). Consequently, the company become successful to accelerate its sales as the company include 100, 000 new sellers in the post-COVID-19 era (OECD, 2020). Moreover, Du et al. (2022) illustrate that the food delivery by Amazon is another step taken by the company to increase its revenue as well as it also advances the company’s supply chain expertise. Hence, it would not be wrong to say that Amazon become successful to find opportunities to overcome the negative effects of the global COVID-19 pandemic.  


3.4 Threats

Despite of strengths and exceptional opportunities Amazon extracts; however, it is also true that the company also had to deal with the COVID-19 pandemic to cope with the economic crisis. The major threat faced by the company is government pressure as a recent report shows that Amazon is liable for the damage and injury of the third-party sellers because they are associated with Amazon in terms of business of supply chain and logistics (AMZN, 2022). Moreover, lockdown and restrictions on international trade during the pandemic resulted in a significant loss of approximate $398 million (OECD, 2020).  Furthermore, the company is also facing threats of competition and government pressure as the recent report shows concern over Amazon’s monopoly and its policies of data privacy. However, it has been acknowledged by Du et al. (2022) that Amazon has been successfully coping with these threats via its strengths and opportunities.

5. STP Model for Amazon

STP is the abbreviation of Segmentation, Targeting and Positioning is a marketing approach which helps the company to synthesise the audience via following the best fit map for products and services. Concerning this, Lit, Kim and Sy (2021) briefly explain that market segmentation assists a company to get desired results through promotional activities whereas positioning is helpful to add value to products and services. In addition, targeting is beneficial to ensure the reach of advertising to appropriate market segments.

5.1 Segmentation

Market segmentation refers to customer segmentation as per their age, gender, location and purchasing power and purchasing preference. In the context of Amazon, the company is involved in a wide range of products; though, the company offers services to a wide range of customers with unique characteristics.  Thus, the following is a brief description of Amazon’s market segmentation as per the unique characteristics of its customers;  

5.1.1 Demographic Segmentation 

In terms of demographic, it has been observed that Amazon’s customer range is familiar with the latest innovative technologies. According to Reinhardt (2022), the main target of the company is the youth and the young adult who access the internet. 

5.1.2 Geographic Segmentation 

In terms of geographic segmentation, Amazon’s business operations are spread into different geographical regions. For instance, the literature suggests that the US, UK, Japan, Germany and other emerging markets gather a strong figure of the country’s net revenue (Reinhardt, 2022). As the figure below shows the demographic segmentation of Amazon is different and it has been acknowledged that Amazon customer has been increasing even during or in the post-COVID-19 period. 
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Figure 1: Geographical Segmentation
Source: Start.io (2022)
5.1.3 Psychographic Segmentation

In terms of psychographics, the main target of the company is the customer range who are more likely to buy online products (Girija et al., 2021). It has been observed that the company is offering a variety of discounts to attract customers who trust online services.

5.1.4 Behavioural Segmentation 

In terms of behavioural segmentation, the main target of Amazon is the customers with high purchasing power and the ones who also prefer online shopping. Customers of all age groups who are willing full to try new online products are the target customer of the company.

5.2 Targeting 

Amazon is one of the giants in the e-commerce retail business; thus, the customers who prefer online shopping are the main target of the company. Concerning this, Alshmrani (2021 illustrate that the customers who have online financial tools for the convenience of online payment through PayPal, debit and credit cards are also targeted by the company. Amazon is offering a variety of all products including food to electronics; thus, the company is targeting customers of all age groups. 

5.3 Positioning


According to Alshmrani (2021, positioning is an important marketing aspect to strengthen brand recognition and brand image in front of customers. In addition, Girija et al. (2021) illustrate that Amazon has been investing a large sum of amount on advertising to attract a diversified customer range towards innovative and technological products. One of the marketing strategies of Amazon is that the company offer good quality products at cheap and affordable prices (Reinhardt, 2022). 

6. Marketing Mix

Amazon’s marketing mix covers the framework of 4Ps (Price, Place, Product, Promotion). Literature suggests exceptional outcomes of Amazon’s marketing strategies which assist the brand to succeed in both local and international markets. In addition, Amazon’s marketing strategies help the company to strengthen its position competitively in the global industry of e-commerce business. Thus, the following is a brief description of Amazon’s marketing strategies.

6.1 Product Strategy
The leading retail brand of e-commerce Amazon has been recognised for its variety of products which is being offered to a wide range of diversified customers. Concerning this, Alshmrani (2021 elaborated that the company offers its products online through a single website and online shop; although, the company is associated with a wide range of supply chain and distribution networks. Additionally, several third-party sellers are associated with Amazon or listed on the Amazon application; though, such kind of product mix strategy brings huge profits to Amazon.
6.2 Pricing Strategy

According to Lit, Kim and Sy (2021), Amazon’s pricing strategy is the core reason for its market competitive position.  The author further explained that the company offer high-quality products at very reasonable and affordable prices along with several discount deals. Thus, this extent of pricing strategy attracts a wide range of customer and become the reason for huge profit allocation, especially in any particular like Christmas and Easter. Although, the pricing strategy of Amazon remains the same.
6.3 Place Strategy 

The global leading brand Amazon has a presence across the globe through its business nature of e-commerce. Concerning this, Reinhardt (2022) explains that Amazon has hundreds of warehouses and distribution channels different throughout the world and these warehouses are based in large and small sizes as well as all the regions also have a department of the customer return policy.
6.4 Promotional Strategy

According to Alshmrani (2021, an aggressive marketing strategy is used by Amazon to promote its brands the author further explains that when it comes to advertising, the company make huge investments for the brand as well as product promotion. Being one of the brands of innovative technology, Amazon also utilises SEO marketing strategies where Amazon advertising is posted on different kinds of websites and blog posts (Reinhardt, 2022).  
7. Recommendations
Undoubtedly, Amazon has been operating its business operations successfully as per the exceptional strengths of the company as well as Amazon has also become successful to extract business opportunities even during the period of the global pandemic. In the light of identified threats and weaknesses, it has been recommended that the company should focus on employment issues as the company must work on employees’ morale. Moreover, based on the macro-environmental analysis, it has also been recommended to the company revise its existing strategies as per the new regulatory framework announced by international authorities for the employee’s and customers’ protection to meet the safety precautions of COVID-19.
8. Conclusion

This report aimed to analyse the business situation in terms of both internal and external of Amazon, a leading global brand of e-commerce business. To conclude, it has been analysed that Amazon face certain issues such as low employee morale and internal management conflicts during the stressed period of COVID-19. Additionally, it has also been analysed that Amazon face the threats of the exchange rate to a great extent, as well as the company, also faced lockdown and restriction challenges imposed on the international trade during the pandemic resulting in a significant loss of approximate $398 million. However, it has been observed that the company become successful to accelerate sales as the company includes 100, 000 new sellers in the post-COVID-19 era.
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