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[bookmark: _Toc59745022]Introduction
Marketing Mix is very important for promoting the products of a company. It is the strategy that develops for the promotion of the products and services of any company. In this report, we are talking about Amazon Company’s marketing mix. Amazon is the world’s largest online business company which provides a lot of services. And in this report, we are talking about the company’s product, price, place, and promotions.
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Amazon.com Inc. is a multinational technology company in America in Seattle, Washington (Aćimović, Mijušković and Milošević, 2020). It is an internet-based company normally doing business is focusing on digital streaming, e-commerce, artificial intelligence, and cloud computing. It is on the list of the top five companies. It is established by Jeff Bezos in Bellevue, Washington on the date of July 5, 1994 (Bernstein, 2015). It started its business as a bookseller but later extant its business in electronics, food, software, apparel, and video games, furniture, jewelry, and toys. It mastered the entire food market by $13.4 billion (FEI Company, 2013). Amazon provides music, downloads, streaming of video, by the prime video it provides audio books, twitch, audible subsidiaries and also has publishing branch Amazon Studio, a cloud computing, a film, and television studio, and Amazon web services (Ramos Santiago, 2017). It was built in Seattle because in search of technical talent and Microsoft is established there. For the third quarter of 2020, the revenue increased to 37% to $96.1 billion, and the net income is $6.3 billion and their earnings per share is $12.37 (Rossman, 2017). And in 2019 the revenue was $70 billion, net income was $2.1 billion and earnings per share were $4.23 in the third quarter (Aćimović, Mijušković and Milošević, 2016). 
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[bookmark: _Toc59745025]Products the company provide
Here product refers to the items which are sold by the Amazon Company. Amazon provides media products such as an online book store, DVDs, videotapes, software and music CDs, Other products of Amazon are apparel, gourmet food, groceries, health, and personal care items, electronics, baby products, industrial and scientific supplies, lawn and garden products, jewelry and watches, kitchen items, musical items, musical instruments, tools, sporting products, and automobile items and toys and games (Alamro, 2020). 
Amazon ensures the highest quality products, they said when any customer buys products from the Amazon stores or from other millions of third-party sellers they always get authentic products and if there is any problem then they take the claim of the products (Beygiyazdi, Nayebzadeh and Davoodi Roknabadi, 2018). They consider the issues related to products as intellectual property violations and the issues related to product quality consider as product violations. For maintaining their product quality they always hire a third party Inspection Services Company for inspection for managing high-quality products before shipment (Dominici, 2013). 
Amazon delivers its products after two days of the order and one gets benefit by just linking their account to his or her in the household menu of there and get the benefit of time to time delivery. And provides the benefit of adults by giving the ability to shipping for two days and give the benefits of prime such as streaming video, cloud photo storage, and Kindle books. It also provides benefits by a feature of Subscribe and Saves which lets one use the recurring deliveries option in certain products and provide an offer of 5%-15% discount which increases by subscribing to more items (Dominici, 2018).        
Amazon uses a packaging design that pleases customers, reduces waste, and provides fresh and undamaged products. It packages its items by using a recyclable paper padded mailer which is a paper and curbs box packaging system. Their package is weightless, supple, and impact counteraction (Alamro, 2012).    
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Price means the value that the company charges for a product. Amazon prices its products by differentiating common and uncommon products. It charges a high price for the products which is uncommon and charges a relatively lower and cheaper price for the common products and provides measures for comparing the prices with other brands for competitive advantages (Dominici, 2015). It provides list price which means the casual price of the products gives by the manufacturer, supplier, and seller. Amazon always keeps eye on the list price compared with customer paid price and the prices offered by other retailers and then in every 10 minutes set the new price for every product (Eriksson and Räsänen, 2013). It always gives customers the platform of comparing with ‘Was’ price to determine how much they save for a month or 30 days period. In a day, Amazon changes its product prices 2.5 million times which mean it changes its product price every 10 minutes. It can do changes in price because of its one billion gigabytes of data of items and users. It has listed its items of 1.5 billion and 200 million listed users. It uses this data for knowing customers' buying patterns, opponent’s prices, inventory, profits, and other relevant factors for changing prices according to the lowest possible costs. Sometimes it seems that Amazon’s provide different prices for the different products because of the different form, shape, and pattern sold by a different seller and occupied by Amazon. And the different vendors place different prices for their items (Beygiyazdi, Nayebzadeh and Davoodi Roknabadi, 2015).  
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The place for a company is the venue where they sell their products to the customers. The Amazon company makes its products available to customers through their websites they do this by a lot of targeted online channels (Eriksson and Räsänen, 2016). Amazon is an online-based business organization that does its business through its website. The places by which it does its e-commerce business are official e-commerce websites, Amazon Books, and a lot of other websites. They also start the program of ‘local shops on Amazon’ requires a shop to enroll on Amazon and supply local customers by providing a wide range of products of Amazon to the customers in a very short time (Pulido Polo, 2018). 
Amazon uses its online website for the placement of transactions with customers. It uses the websites of Amazon.com, Audible.com, and other websites for the placement of targeted customers (Rosenbloom, 2017). It also operates by its stores such as Amazon Books in Seattle for the customers who want to evaluate products physically before purchase. It also operates by periodic location to persuade them to buy their products. 
Amazon is the biggest online marketplace servicing company. This company makes available its products worldwide. It has created its marketplace in the United States, in the United Kingdom, Germany, Spain, France, Canada, Ireland, Italy, Mexico, China, Australia, Japan, India, and many more and they every day try to add a new one for expanding its services (da Silva Wegner et al., 2017). 
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Promotion is one of the marketing mixes which enable customers to communicate with targeted customers (Pulido Polo, 2015). By doing promotions a business can persuade its targeted customers to visit their online page and buy things online and Amazon also wants to do that. The strategies and methods are taken by Amazon for increasing their service areas, customers and profit are advertising, sales promotions, public relations, and direct marketing (Rosenbloom, 2012). Advertising is the main and most significant method of communication with customers for the Amazon Company (Weinrauch and Rao, 2011). For example, the affiliate advertising programs that the company has for the products sold on the Amazon.com website. These advertisements help in persuading customers and ultimately expand markets. The second most important promotional strategy for the company is sales promotions which also help in persuading the targeted customers (Trojanowski, 2016). For example, they give sales promotions by offering discounts and sales offers for increasing sales. It also promotes its business through public relations programs. For example, Amazon Smile a charitable organization of Amazon which donates a percentage of sales for charity. And these programs make people think about the company. Direct marketing promotions help in communicating directly with customers. They offer direct marketing by digital subject matter distribution and publishing (Warrink, 2015).    
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The report is all about Amazon Company’s history and marketing mix. In this report, we get to the core elements of the marketing mix the 4ps, and how they function for the company. Now we can analyze the marketing mix for other companies and can make strategies for our own company’s marketing mix.  
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