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Strategic management is essential in facilitating organisations' attainment and maintenance of competitive advantage in the volatile and highly competitive global markets. This report provides a critical analysis of Amazon's strategic management practices, a global E-commerce and digital innovation leader. This is analysed within the frameworks of Amazon's external and internal environments, potential strategies, and positioning, using frameworks such as PESTEL and VRIO. The report assesses Amazon's sustainability practices, strategic decisions, and performance on the Balanced Scorecard. The recommendations aim to improve Amazon's long-term strategic advantage.


[bookmark: _Toc224955700]Section 1
[bookmark: _Toc224955701]Organisational Context and Overview
Amazon has become one of the largest multinational technology companies in the world since Jeff Bezos founded it in 1994 as an online bookstore. The company has also grown tremendously over time, and today it operates in various fields, among them being E-commerce, cloud computing, digital streaming and artificial intelligence (Baylis, Wirtz and Johnson, 2022). This change is a manifestation of Amazon's strategic vision of constant innovation and long-term market growth. The company's mission statement is: "The most customer-centric company on Earth," which shows that it is very customer-oriented, focused on its customers' satisfaction, convenience, and value creation. It has a vision that focuses on being innovative, operationally excellent and a global leader in digital services.
The Amazon business model is extremely diversified and has been established on a platform-based ecosystem. Its main income figures consist of retail sales via the web, third-party vendor solutions, subscription income (Amazon Prime), and cloud computing (Amazon Web Services (AWS). Of all importance is AWS, as it generates a significant percentage of the operating profits of Amazon, showing that Amazon has employed an effective diversification strategy (Bryson and George, 2020). Moreover, Amazon spends a lot on logistics and technology infrastructure in order to provide the clients with rapid delivery and effective functioning, which helps to increase its competitive advantage.
The company functions in the global e-commerce and technology sector, which is typified by the accelerated technological change, stiff competition and the changing consumer preferences. Other major rivals are Walmart and Alibaba in the e-business business, Microsoft and Google in cloud service providers. The good competition notwithstanding, Amazon commands a very strong market position, having a wide product range, a good brand name and a well-developed logistics network (Enholm et al., 2022). It is also more efficient in its operation and customer experience by its ability to harness data analytics and intelligent artificial intelligence.
Other factors that can be employed to popularise Amazon as a leader in the market are the strategic investments in innovation and customer loyalty. The availability of such services as Amazon Prime is an additional benefit to this, and they make a second purchase and use the service in the long run. Other problems that the firm is grappling with are the pressures on regulation, labour issues and increasing competition in the retail and cloud industries (Ferlie and Ongaro, 2022). Altogether, the effective strategic positioning, diversification of the business model, and the focus on innovation have helped Amazon to retain its dominant role in the international market.
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[bookmark: _Toc224955703]External Environment Analysis (PESTEL)
Amazon is a globally operating enterprise that is highly complex and fast-changing. Its operations are subject to considerable impacts from external factors on its strategic decisions, potential for growth and operational challenges (Goni et al., 2021). These macro-environmental factors are critically analysed with the help of the PESTEL framework.
Table 1: PESTEL Analysis of Amazon
	Factor
	Key Issues
	Strategic Impact on Amazon

	Political
	Regulations, taxation, trade policies
	Data protection, labour laws

	Economic
	Inflation, exchange rates, and economic downturn
	Influences expansion and compliance costs

	Social
	Consumer behaviour, online shopping trends
	Drives customer-focused strategies

	Technological
	AI, cloud computing, automation
	Supports innovation and efficiency

	Environmental
	Climate change, sustainability pressure
	Requires green strategies

	Legal
	Data protection, labour laws
	Impacts operational practices


Political Factors
The political aspects are crucial in influencing Amazon's foreign strategy. The regulations being put up by governments of various countries concerning taxation, competition, and the privacy of data are on the rise. As an example, Amazon has already been involved in antitrust probes in the U.S. and the European Union, and these probably limit its growth by acquisition or market control. Such regulatory forces also compel Amazon to change its strategies, including enhancing transparency and changing pricing policies (Grant, 2021). Although political regulations provide fair competition, they add to the compliance costs and complexity.
Economic Factors
The performance of Amazon is greatly affected by the economic conditions. Inflation, exchange rates, and instability of the world economy are some of the factors which cause effects both on consumer spending and operating costs. The disruption caused by an increase in fuel prices and supply chain impacts the cost of delivery and logistics. In moments of recession, consumers can spend less on non-essential goods and services, which will impact Amazon's consumers. The diversification strategy of Amazon, especially Amazon Web Services (AWS), allows it to avoid these threats as they offer more consistent streams of revenue. This economic uncertainty has made diversification very significant, as AWS emerged as one of the biggest drivers of profitability (Grant, 2024).
Social Factors
Amazon has been affected by social trends that have highly contributed to its expansion. The growing popularity of online shopping, convenience, and rapid delivery has contributed to the demand for the services provided by Amazon (Henry, 2021). This change was increased by the COVID-19 pandemic, which transformed e-commerce into a major way of shopping for a significant part of the population. Amazon has reacted to it by spending widely on logistics and customer experience. Its reputation has been affected adversely by social issues like the working conditions of employees, job security, etc. These problems put Amazon under pressure to address the labour practices and ensure that the brand image is positive.
Technological Factors
One of the most significant sources of Amazon's competitive advantage is technology. The company continues to invest in artificial intelligence, machine learning and automation to improve efficiency and customer experience. AWS is a great cloud computing solution which offers businesses across the world scalable solutions. Through technological innovation, Amazon can streamline operations and minimise costs, as well as provide personalised services (Lynch, 2021). Technological change is driven so fast that regular investment is necessary, which creates a financial strain. The inability to sustain the changes in technology may diminish the competitiveness of Amazon.
Environmental Factors
The issue of environmental concerns is becoming a crucial business concern in the world today. Amazon is under intense pressure in order to curb down its carbon imprint and pursue sustainable business methods. Some of the initiatives that have been launched by the company include the Climate Pledge, which seeks to attain net-zero carbon emissions by 2040. It is also making investments in electric deliveries and renewable energy. Although these measures boost the corporate image of Amazon and align with the expectations of the stakeholders, they have high costs and are a long-term investment (Rose, 2020). A strategic issue of balancing sustainability and profitability still exists.
Legal Factors
Issues related to the law, including data protection legislation and labour, are significant in the operations of Amazon. Laws such as the General Data Protection Regulation (GDPR) of Europe impose on Amazon the need to secure customer data and maintain privacy. Failure to comply may attract a big fine, as well as a loss of reputation. There are labour laws that touch on employee rights and conditions under which they work, which influence the operations (Shakeel et al., 2020). These legal mandates enhance the demand for good governance and compliance systems.
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Critical Success Factors
The success of Amazon is determined by several relevant factors that help the company to compete successfully in the global market:
· Customer-centric strategy: Amazon cares about customer satisfaction; these factors include low prices, the speed of delivery, and a very large selection of products.
· Technological Innovation:  The constant investment in AI, cloud computing and automation is used to ensure efficiency and expansion (Zohuri and Moghaddam, 2020).
· Effective logistics chain: a well-developed supply network is a guarantee of fast and dependable delivery.
· Strength of the brand: The reputation of Amazon in the world brings trust and customer loyalty.
These circumstances enable Amazon to stay at a high competitive level.
Strategic Challenges
Amazon has several strategic challenges, notwithstanding its strength:
· Regulatory pressures: an intensification of the scrutiny of the government can restrict the possibility of growth.
· Strong competition: Amazon has to deal with targeted competitors, including Walmart, Alibaba, and Microsoft.
· Expensive operation: Investments in operation, technology and sustainability are costly (Baylis, Wirtz and Johnson, 2022).
· Reputation risk: The issues of labour and environmental problems impact the societal attitude.
These are the issues that keep Amazon in the process of changing its strategies to stay competitive.
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The internal environment of Amazon is composed of resources, capabilities, and core competencies needed to attain a competitive advantage.
Key Resources
Amazon possesses numerous strong resources:
· Technological infrastructure (AWS): A forefront cloud computing platform that is making high incomes.
· International logistics network: Modern distribution centre and delivery networks.
· brand value: excellent international recognition, and is respected by the customers.
· Monetary power: Good income and investments.
Capabilities
The competencies of Amazon allow it to apply its resources to the best of its abilities:
· Information-based decision making: Customer information used to make personalised services.
· Efficiency in the supply chain: Rapid and dependable delivery services.
· Innovation capability: ongoing production of new products and services.
· Customer relationship management: Customer satisfaction and loyalty.
Core Competencies
The core competencies of Amazon are:
· Innovative cloud computing (AWS).
· Good logistics and delivery network.
· Customer-centric innovation
The competencies make Amazon stand out in the market and assist in its success in the long run.
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The VRIO analysis will determine the sustainability of the competitive advantage posed by Amazon's resources.
Table 2: VRIO Analysis of Amazon
	Resource/Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Outcome

	AWS
	✔
	✔
	✔
	✔
	Sustained advantage

	Logistics network
	✔
	✔
	✔
	✔
	Strong advantage

	Customer data
	✔
	✔
	✔
	✔
	Sustained advantage

	Brand reputation
	✔
	✖
	✔
	✖
	Temporary advantage


VRIO Discussion
The greatest strategic resource possessed by AWS is Amazon. It is unique, hard to replicate, and valuable and will give a long-lasting competitive advantage. This is also applied to the logistics network of Amazon, which is highly efficient and demands a huge amount of investment that cannot be easily duplicated by competitors.
Another resource is the customer data that will enable Amazon to personalise its services and enhance decision-making. This improves customer loyalty and satisfaction. Nevertheless, the value of a brand is not exclusive to Amazon because, as time goes by, rival firms may develop good brands.
[bookmark: _Toc224955707]Contribution of Internal Strengths to Competitive Advantage
Internal strength is extremely significant in sustaining the competitive advantage at Amazon. Its technologies, especially AWS, bring high profit and can afford further investment in innovation. A fast delivery is ensured by the system of logistics, and it enhances customer loyalty and satisfaction.
A data-driven approach at Amazon allows conducting efficient operations and providing a personalised customer experience. This will provide a definite value proposition which other competitors will not be able to replicate easily. Johnson et al. (2020) state that organisations that operate efficiently in their use of resources and capabilities are able to attain sustainable competitive advantage.
This advantage cannot be limited to the persistent innovations and investments. Its competitors are also starting to embrace the same technologies, thus making Amazon less unique. Amazon has no other choice but to build new features and enhance old ones to maintain its leadership in the market.
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