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Executive Summary
Amazon is a leading online e-commerce business that is globally operating its business and serving a huge number of customers. It can be mentioned that customers are the lifeline for a business regardless the size of the business. Amazon has realized that this fact and being a large company it still prioritizes its customers on top of all to carry on its business growth. The company has focused on building a sustainable business environment dealing with the internal and external challenges. It has found that the Covid-19 pandemic caused a hard hit to its business operation but it bounced back strongly valuing its customers’ needs. Along with that, the employee issues also made a negative impact on its business where the company needs to be careful. The customer relationship management of Amazon is very good as the company always implement the customer-centric approach which is also found in service quality management. It has also addressed that the company ensured effective engagement of its customers at every stage of its operation starts from searching information and ends with getting real time post-purchase support. In terms of dealing with new customer demand, it has addressed that Amazon uses its technological strength to gather and process data to identify the demands and respond quickly to retain their customers.  
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A Brief Introduction About Amazon:
Amazon is a globally well-known e-commerce business organisation that was established by Jeff Bezos back in 1994 in the USA. The interesting part of this company is that it was not in this sector when it started its business as the company was an online bookstore that was very unique and one of the pioneers in this sector. But, the whole story changed dramatically when it started as an online retail shop by establishing a link between the marketers and customers where the evolution of the online sector and communication technologies facilitated its robust growth within a decade. The market valuation of Amazon is more than $1.6 trillion as of 2021 and it is still growing (Palumbo, 2021). The company illustrated it business and became diversified but the key focus is kept on technology sector by starting new subsidiaries and by acquiring established businesses.Palumbo (2021) reported that Amazon is having 30% of its retail sales in the UK through its online platforms where other subsidiaries also having leading market share with a market-leading customer base.  Amazon is now haing its businesses in digital sector and retail sector where the subsidiaries are dealing with the retail and technology-based business operations. The key sector covered by Amazon include retail (Amazon, Amazon Business, Whole Foods), entertainment (Amazon Studios, Prime), music, (Amazon Music), cloud computing (AWS), gaming (Twitch),financials (Amazon Payments), healthcare (Amazon Care) etc. 

Briefly introduce the key marketing theories: 
The report will be implementing some relevant marketing theories to discuss, explain and analyse the business environment, customer relationship, service quality and customer engagement of Amazon. First of all, the SWOT analysis will be used to address the internal and external factors that influence the business environment of Amazon. Along with the, the Porter’s 5 forces model will be used in this report to define the business environment of Amazon from external business environment’s perspective. It is necessary to mention that the external business environment analysis of Amazon will consider the customer experiences. The customer buying process will be applied to facilitate the analysis of customer relationship management (CRM) of Amazon where it will also help to understand the aspectof customer engagement. The SERVQUAL model will be used to facilitate the discussion on identifying new customer demand and the way achieving business objectives to build and maintain good customer relationship.

Task 1
Analysing Business Environment of Amazon:
Amazon has developed a sustainable business environment by innovation and strategic development throughout its journey and it faced so many challenges where the company developed some strengths and also have some areas of improvement along with its threats and opportunities. The SWOT analysis of Amazon can help to evaluate its business environment-
Strengths:Amazon has a strong online-base infrastructure backed by its strong supply and delivery network that was utilised by the company during the Covid-19 pandemic to enhance its revenue. Neate(2021) reported that Amazon UK experienced a 51% sales growth in 2020 that was equivalent to £19.4 billion where its product delivery network and online-based ordering system helped the lockdown-trapped people to carry on their living. Besides this, the diversified revenue streams can be addressed as another strength of Amazon that helps the company to generate its revenue from different business sectors including entertainment, digital service, cloud computing and healthcare. During the pandemic situation, the digital contents and entertainments segment helped to generate a significant amount of revenues and also helped to satisfy its customers. It has found that Amazon Prime experienced 38 % of sales growth in 2020 that made its business more sustainable (Amazon, 2021).
Weaknesses: Even having a wider supply-chain network, Amazon faced a tough challenge during the Covid-19 pandemic due to workforce crisis. Palmer (2020) reported that the company’s supply-chain was hit hard by the Covid-19 pandemic when the company had to deal with increased number of orders and delivering the orders to the customers.Along with that, another key weakness of Amazon is its employee issue that is a common issue for the company for the last few years. It has addressed that the company has some unethical human resource management practices where many employees especially the warehouse workers complained about the work environment and the company policies. It has reported that the employees of the Amazon standoff over work condition, pay and union rightsin July 2023 where it is an indication of employee dissatisfaction (Middleton, 2023). It directly and indirectly impacts customer experience. 
Opportunities:Dealing with the challenges and weaknesses, Amazon still can utilize some of its opportunities to carry on its business growth and also ensure improve customer experience further.It can be mentioned thatthe AWS (Amazon Web Service) market and its demand is increasing significantly as it has found that the revenue growth in AWS was 7% in 2021 compared to 2020 (Amazon, 2021). Along with that it can also address that the healthcare sector will be a next playground for Amazon where the company can introduce innovative services to allow greater and effective control over public health. On that occasion, customer service and improved customer experience will be the key priority for the company. 
Threats:Being a large company, Amazon has countless threats that it has to deal with. The key threat mentioned by Amazon is the businesses encounters in its potential business field. It has found that many start-ups and established businesses in different countries are entering the AWS and other digital market and catering the customers and its slowed down their growth in AWE and digital business (Amazon, 2021). 
Besides the SWOT analysis of Amazon, the Porter’s 5 forces model can help to understand the business environment from external perspective as analysed here-
Threat of New Entrants:Amazon operates its business in multiple sectors where the barrier to entry for others it can create differs in those sectors where it can mention that the force Amazon experience form the new companies to enter into its business is different from each other. For example, Sandhya et al. (2023) mentioned that Amazon is the market leader in e-commerce business sector but still it faces high force from new entrants because of the availability of the resources and the low volume of capital requirement. Sandhya et al. (2023) also mentioned that the AWS is another strong segment of Amazon but that is comparatively weaker than its e-commerce business where it can find that the capital requirement and expertise is very high for new entrants where the threat of new entrants is low. Overall, it can mention that the brand position, logistics network, experience and customer base works as deterrents for the new entrants.
Bargaining Power of Suppliers: This force is also found varying in different business sector of Amazon. For example, it can be mentioned that the e-commerce business framework scattered its suppliers that kept the suppliers’bargaining power at moderate level (Liu, 2022). In terms of AWS, it can address that Amazon is in strong position because Amazon works like the supplier where the company utilizes its control over its customers.
Bargaining Power of Customers:Amazon holds a wider customer base where the choice and buying capacity of its customers are different and diversified. According to Kirkwood(2014) the buying power of customers of Amazon is not implemented by the buyers directly rather Amazon influenced its suppliers to lower the product price so that customers get the products at competitive price compared to other retailers in the market. From that perspective this force can be addressed as a moderate impact on Amazon’s business. 
Threat of Substitute: There are many options for the customers that are served by Amazon where the customers have the perfect substitutes that they can avail from the brick-and-mortar stores or from other online retailers. But the difference made by Amazon by its services as the company has an unparalleled service backed by its infrastructure, supply-chain and convenient customer service (Vollero et al., 2021). As a result, the service of Amazon is hard to be substituted by others where many local companies try to give a good fight against Amazon. For example, in India, Amazon faces tough competition where similar services are provided by some local companies including Flipkart andMyntra (Ogunmola et al., 2020). 
Competitive Rivalry: This force has a direct impact on Amazon’s business and it varies in different business sector of Amazon as well as in different geographical market of the company. For example, in the UK, Amazon’s retail business is holding a lion’s share and experiencing a moderate level of intensity in terms of competitive rivalry. On the other hand, the scenario is different in India as it can find that the company faces tough competition form its biggest competitor, Flipkart (Ogunmola et al., 2020). The important factor to address is that Walmart, another giant retailer brand is playing from the backstage in Indian market as the company invested in Flipkart and successfully leading the market with 48% market share where Amazon is having only 26% market share (Chakraborty, 2023). So, considering all these factors it can say that the intensity of the competitive rivalry is moderate. 

Customer Relationship Management of Amazon:
Customer relationship management refers to the practices, policies, and technologies used by a company to manage and improve the relationship with its customers through customer satisfaction, retention and making them loyal to the company (Buttle, 2015). In the process the aim of CRM is to understand the needs of customers and develop the business strategies to meet those needs. Amazon understands its customers where the CRM activities of the company can be assessed by the way they address the needs of their customers. First of all, it can mention that Amazon can differ between needs and wants of its customers as they design their product and service to meet the needs and wants. For example, the company brings continuous changes through innovation in its AWS service to make its more reliable and convenient for its customers where the e-commerce business is supported by excellent customer service facilities. 
Besides this, it is important to know how the company is dealing with its customers in terms of retaining them and making them loyal. Here the customer buying process in e-commerce of Amazon can be used to analyse the CRM-
In the first stage, it can be addressed that Amazon starts recognising the needs of its customers from their search on online and try to offer similar options. Manasa and Devi (2022) mentioned that the advanced data management system and AI supported search in Amazon’s web and application allow its customers to get maximum products available in the market. It means, the customers have multiple options to choose his/her preferred product. Another important factor to mention that the information search and evaluation of the alternatives are done simultaneously by Amazon that saves a significant amount of time for its customers. 
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Secondly, the app and web setting of Amazon allows its customers to evaluate its preferable alternatives through featured search and alternative evaluation process(Manasa and Devi, 2022). As a result, it facilitates the purchase decision for the customers. The important factor to address is that the real time customer support assists a customer to gather additional information regarding a product and it act as the determinant of purchase decision in the final stage. Ultimately, the post-purchase customer service provided by Amazon including payment (cash on delivery) and product tracking makes a customer satisfied with their services. In this stage, Amazon has to deal with customer feedbacks and complaints that is one of the most important factor in CRM. Rodríguez (2020)mentioned that, a company does not need to concern about its satisfied customers rather it has to be concerned about the dissatisfied customers to develop a long-term favourable relationship and also to retain customers. Rodríguez(2020) reported that 49% of Amazon’s retailer offer free return of their purchased or delivered products which is a key reason of better customer satisfaction. But it has also mentioned that if 99% of their retailers could allow free return, that could convince Amazon’s customers to buy again ad retain for future purchase. So, the current situation can be addressed as an area of improvement. 
Customer Engagement of Amazon:
The success of a business depends on the engagement of the customers where the level of customer engagement defines the depth of the relationship between company and its customers. In modern day business customer engagement came up with some significant changes but the importance of customer engagement is not diminished. Sprott and Hollebeek(2019) mentioned that the loyalty and satisfaction of customers are determined by the degree of engagement of a business with its customers where it important to address the touchpoints and define the level of engagement with customers. In terms of Amazon, it can be found that its core business and the structure promote virtual engagement in most of the cases throughout its operational and customer relationship management. On that occasion, the touchpoints of Amazon with its customers are mostly virtual in its pre-purchase, purchase and post purchase phase. So, the company has to give full effort to ensure effective engagement of its customers at every phase of its purchasing process. For example, the advertisement on online and conventional promotional channels by Amazon need to be carried throughout the year to ensure that the updates and new arrivals in the markets can be informed to the customers. On that occasion, Amazon uses AI and big data management technologies to niche the advertisements understanding the needs and wants of customers (Nguyen, 2023).Besides this, in the purchasing phase, the web, online support, and invoice are the most important touchpoints for an online-based business like Amazon where the online customer support plays an important role to provide a convincing service to ensure higher level of customer satisfaction. During the COvid-19 pandemic, Amazon struggled at this point as they could not take the sales order due to stock shortage and it made a bad impression. Similar experience was addressed in the post-purchase phase where the customer service and product delivery struggled to deliver products on time. So, it could impact on customer engagement but the customers had hardly few options to get quality services. As a result, Amazon’s business was not affected but it also taught the company to be more ready to ensure better customer engagement.  


Service Quality Management by Amazon:
Service quality management is at the core of a service-oriented company as to address the areas of improvement and imply innovation to provide a better quality service to customers. On that occasion, it can be addressed that the modern day businesses are more focused on customer-centric approach instead of business centric approach.Slater (2023)mentioned that the customer centric approach remains concerned about their customers instead of developing business addressing the competitors and the changes in the market. This approach is implemented by Amazon and its reflection s also identified through its service quality management initiatives. But the important factor to address is that Amazon also emphasized on developing competitive environment considering the trends in the market and its customers’ movement. From that perspective, the Total Quality Management (TQM) approach is found to be implemented by Amazon. Dihardjoand Ellitan(2021) mentioned that the engagement of stakeholders in service quality management in Amazon is identified where the company focuses on completive pricing and better quality service. At the same time, it has addressed that Amazon taken initiatives to improve its business processes especially in its retail segment. In the initial stage of the Covid-19 pandemic, Amazon faced terrible situation due to increased online orders and it acquired more than 175,000 warehouses and added 36,400 individuals in its workforce to overcome the crisis and smooth the business operation between March and April in 2020 (palmer, 2020). It means, the company not only focused on its customers to improve the quality of service but also responded immediately to improve its business process to keep a balance.






Task 2
Dealing with the new customer demand by Amazon and achieving its business objectives by developing and maintaining good customer relationships:
The customer demand is a continuously changing element that is influenced by the current market trend, socio-economic factors and preferences of customers. So, dealing with the new customer demand is one of the key challenges for businesses and it is dealt by developing and maintaining good customer relationships. Amazon also have that realization and that is why it can be addressed that the company applies customer-centric approach, where they put customers at the centre of their business operation as well as at the centre of their business strategies (Nguyen, 2023).The relationship marketing concept can help to understand how Amazon deals with its new customer demand and design its operation to achieve its business objectives. 

Relationship Marketing:
Relationship marketing focuses on developing, maintaining and terminating the relationship with customer through wide ranges of marketing activities where the primary focus is the customers but the secondary focus is given on other stakeholders including suppliers, employees and investors. The first step of relationship marketing is all about collecting data from different sources to understand the market trend and also understand their customers. In terms of Amazon it uses different strategies to gather data regarding its customers in its different field of operation. For example, it can be found that the AWS of Amazon uses its sales channels including webpages, stores, and voice devices to gather data regarding its customers where the key focus is given on customers’preferences and any new demand they are expressing while using the AWS (Kimand Kim, 2022).
In the second stage of the relationship marketing, the collected data are analysed for interpreting the data and produce useful information. On that occasion, it has seen that AWS uses Amazon Forecast to understand the current and new demands of its customers where the Amazon Forecast is a personalization analysis and demand forecasting tool (AWS, 2023).
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Figure 1: Demonstration of Amazon Forecast (AWS, 2023)
Amazon collects all data from its sales channels (including webpages, voice devices, and stores) and saves them in a data lake. This vast amount of data is then analyzed through demand forecasting and personalization analysis tools such as Amazon Forecast to improve understanding of customers.Along with it, it can also mention that Amazon uses social media platforms to gather relevant information about new demand of customers and process them as the part of market research. 
Finally, Amazon come up with necessary changes in its service design to meet new customer demand. For example, the AI technology is now used by Amazon in its products such as Amazon Alexa where the company is the pioneer in this filed to ensured its filed application at the customer level. It has also found that the company used this Alexa technology to its other products addressing the new demand of the customers.  

Application of SERVQUAL:
In terms of addressing the new customer demands, the SERVQUAL model is very effective that identifies the gap in service quality evaluating between the actual service provided by a company and customer expectation (Zygiaris et al., 2022). This is also a continuous process like the CRM and even it can be addressed as an important part of CRM where the key focus is given on addressing the lacking in service quality from the perspective of the customers and take initiatives to minimise the gap. In terms of Amazon, it can be found that the company can use this model to identify the existing gaps in its service quality and take initiatives to improve quality of service and ensure higher level of customer satisfaction. On that occasion, a process can be followed by Amazon as explainedbelow-
Step 1: Evaluating the Expectations of Customers: At this stage, Amazon can gather the customer service data where the recent sales record, customer feedbacks, and complaints can be assessed. Along with that the company can conduct survey on customers to know what they look for new in Amazon while they come to shop or use any service. It can help to develop an understanding about the quality of service excepted by customers. 
Step2: Evaluating the Quality of Service provided by Amazon: In this stage, Amazon can assess its operational capacity and specifically the customer service and relevant actions. For example, Amazon can evaluate its supplier’s pricing and quality of product they offer to customers and the delivery system to know how customers are responding regarding the quality of delivery. It can mention that the customers provided poor feedbacks regarding the product delivery of Amazon where the problem was lack of infrastructural capacity and workforce storage.
Step 3: The problem areas must be identified and a plan needs to be developed so that the new demand can be met. For example, it has found that Amazon addressed the gap in its service quality during the Covid-19 pandemic and the gap was in product delivery and also arranging suppliers to ensure uninterrupted operation. The company acquired 175,000 new warehouses and also employed 36,400individuals to meet the increased customer demand (Palmer, 2020). In terms of improving the quality of service related to dealing with product return, the company can ensure free return policy to encourage customers to make purchase decision with more freedom. On that occasion, they can also consider the interest of supplier by limiting the number of returns for each customer or member. 
So, the company can recognise its customer’s expectation and with innovative ideas and changes in service design, Amazon can minimise the gap. 

MaintainingGood Customer Relationship through Communication Mix:
The task of a company after developing relationship with customer does not ends rather the most challenging task starts from here which is the maintenance of the relationship. In the case of maintaining good customer relationship, it is essential to develop effective communication which can be addressed as the key tool to facilitate the relationship. In this regard, the communication mix model can be applied to understand how Amazon can maintain a favorable and understandable relationship with its customers. 
First of all, it is essential to reach top customers and make them know about the offerings and facilities they can get to the customer of a company. So, advertising is the most effective way and also a conventional way of reaching to customers. But, it can mention that the approach, content, and media of advertising has changed a lot in this digital era. Amazon has addressed the trend and the changes as it can find that this company uses diversified media to communicate its advertising to reach to its target customers. Amazon usespay-per-click model (PPC) as well as it uses its Amazon advertising to establish a relationship with its customers (Maitra et al., 2022).Personal selling strategies are also used by Amazon as it can find that the company use this kind of communication for its existing customers (members of different Amazon services) to let them know the new offerings. Besides this, it can also mention that Amazon has strong public relationship strategies where it involves media personnel and sponsors to grab customers’ attention. It is a goo initiative to make a positive impression and making the customer feel confident about the company to carry on their relation in terms of purchasing and relying on. The important factor to mention that Amazon try to do some unorthodox for communicating with its customers and giving them a unique experience and that they focus in their PR practices (Kent, 2021). This can be another reason that a better understanding is developed between Amazon and its customers where customers always look for something new. On that occasion, if their existing company can offer the new experience, that helps to retain them. 
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