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1. [bookmark: _Toc96862023]Executive summary
Amazon.com Inc was concepted by the entrepreneur Jeff Bezos in 1990’s. The website with the same web name www.amazon.com was launched in 1995 and according to (Inc, 2020) “the internet start-up emerged as a shinning example of an amazing success.”
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[bookmark: _Toc96508771]Figure 1. Amazon owned merchandise (Tamebay, 2019)
1.1. [bookmark: _Toc96862024]General company description
Amazon Inc is a corporation which includes e-commerce business, cloud computing solutions and personal distribution chain which allows the business to grow at huge steps.
1.2. [bookmark: _Toc96862025]Short- and long-term vision
[bookmark: _Toc96509574][bookmark: _Toc96862026]The internet business's short-term objective was to sell books from the start. As the company grew, it added more items and created a distribution network to handle millions of orders from around the world. Long term position of the company is to keep growing adding new customers base and “expand its merchandise line” Jeff Bezos (2002).
1.3. [bookmark: _Toc96862027]Leadership
Forbes in research declared that “leadership styles at Amazon are more pragmatic, idealist, diplomat and Stewart” (Murphy, 2015).
Jeff Bezos as CEO leadership style is unique. Jeff Bezos’s leadership can be expressed as extreme, as decisions can be pushed to the extreme and risks are often to be taken “A leader's effectiveness is contingent on how his or her leadership style suits the situation,” “according to contingency leadership theory from McKenzie, L. & Love, K. (2016). 
2. [bookmark: _Toc96862028]Amazon operations
  Amazon.com began by operating only in the United States, then expanded to all of North America, then internationally, increasing the company's worth and profits.
2.1. [bookmark: _Toc96862029]International
Amazon operates under other website names as amazon.fr or amazon.cn ensuring that they respect international rules and obey the law.” Revenues from international sales are variable as of result of current exchange rates. International Sales (figure 1) grew YoY 40% in 2020 “(Annual report, 2020). 
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[bookmark: _Toc96365220][bookmark: _Toc96508772]Figure 2. 2020 International sales (Annual report, 2020).
2.2. [bookmark: _Toc96862030]Amazon Web services
This division is in charge of selling technology, data, software, and other solutions to entrepreneurs, businesses, government organisations, and higher education institutions throughout the world.’’ In 2017 and 2018, AWS revenues climbed by 43 percent and 47 percent, respectively, over the previous two years’’ (Amazon Report 2018).
3. [bookmark: _Toc96862031]Operational plan
The aim was to offer only the most sealable things, such as books, from the beginning. Developing the business, Bezos family has hired professionals to plan the work and next steps to take to make the Company profitable.
[bookmark: _Toc96862032]3.1 Targeting market
Advertising and promotional offers have become the principal methods to attract customers and for few years the company spent more on advertising than having profit, which ultimately helped them to reach a significant massive customer base.
[bookmark: _Toc96862033]3.2 New products development
[bookmark: _Toc96509582][bookmark: _Toc96862034]When the CEO first started selling books, he recognised that in order to have a successful business, he needed to add more products and build a company's merchandise.
[bookmark: _Toc96862035]3.3 Customer as priority
Amazon's business strategy includes a strong emphasis on customer service. Long-term expansion is prioritised over short-term profit at the number one online store by size. “Every boardroom at Amazon has a chair that represents the customer, serving as a concrete reminder to develop on their behalf.” (Marder, 2019).
[bookmark: _Toc96862036]4.4. Diversification strategy
In the nascent ecommerce industry, Amazon has established itself as a company with multiple revenue streams. From its inception till now, it has been able to grow by selling things online and using cloud computing, allowing it to become the top online retail seller.
[bookmark: _Toc96862037]4.Swot Analysis
[bookmark: _Toc96509586][bookmark: _Toc96862038]The SWOT analysis was critical for Amazon's founders and management since it displayed all components of the company as internal forces. Reducing the negative impact of its flaws and enhancing its strength by capitalising on opportunities. Threats to the company's industry, such as competitors, are addressed in advance.
[bookmark: _Toc96862039]4.1 Strength
In both online commerce and cloud computing, Amazon is unquestionably the dominant player. The company s revenues are growing allowing them to reinvest a part of cash into new development systems in the emerging countries ex. India, Africa.
Furthermore, the company built a strong ecosystem of products and services.” Retail, payments, entertainment, hardware, cloud computing, and other divisions comprise the tech giant's ecosystem “(The Economic Times, 2019).
Amazon has been accurately defined as “ruthless rivalry for brick-and-mortar retailers due to its large and increasing cost advantages and obsessive drive to having the lowest prices everywhere.” (Jordan, 2013). The corporation has “effectively managed relationships with millions of customers without ever meeting them face-to-face, which has become known as 'the Amazon Effect. “(Expert Market, 2016).
[bookmark: _Toc96862040]4.2 Weaknesses
1. An easily replicable business model
Existing or future competitors might imitate these companies, threatening the tech titan's market dominance.
2. The business's seasonality
During the final quarter of every year, sales volumes often increase, and the firm has an immediate need for extra people.
3.Amazon's Fire Phone has a weak competitive position.
“The Fire phone's flaws are numerous... it's safe to label the device a let-down” according to one reviewer. (JP Mangalindan, 2014)
4.Negative brand image because of the UK tax avoidance controversy
Amazon's brand image has been tarnished to some extent because of a tax evasion controversy in which the company “paid only GBP 11.9 million in tax in the UK on sales of GBP 5.3 billion.” (Is, 2015)

[bookmark: _Toc96862041]4.3 Opportunities
1. E-commerce business segment diversification
Amazon might develop its own web browser and search engine, as well as an e-mail communication network. Artificial Intelligence (AI) is another subject that has the potential to be successful.
2. A greater emphasis on own-label products and services
The importance of own-brand products and services is growing.
3.Increasing the brand's physical presence
To enhance brand recognition, Amazon must offer these items both via its own stores and via second sellers, which will benefit sales in the long-term.
4.Expanding the number of local sites available in overseas markets.
The largest online seller might increase regional service customization by providing additional zone portals.
[bookmark: _Toc96862042]4.4 Threats
1. Lawsuits alleging patent infringement and other wrongdoings against the company
Amazon has been engaged in several high-profile court challenges in the past. There is still a chance that additional litigation involving Amazon may be brought in the near term, on a remote basis, with cost and marketing ramifications.
2. Lowering the entry barriers to the industry
New market participants emerge on a regular basis, and the innovative nature of new entrants' products and services, as well as their innovative business plan, reduces the importance and relevance of existing obstacles.
3.Online security threats
The Amazon system is at prone to attacks by a variety of individuals, which might have serious consequences on several levels.
4.Market share loss following Jeff Bezos' departure
Stepping down Jeff Bezos sold a part of his stake for multibillions to retire and build another business Blue Origin.

[bookmark: _Toc96862043]5.Pestel Analysis
The Pestel Analysis for Amazon is critical because it assesses the possible influence of each Pestel component for long-term growth and successful ecommerce company leadership
[bookmark: _Toc96862044]5.1 Political factors
Amazon Inc focusses its efforts “lobbying efforts on a wide range of politics concerns, including its tax disputes, corporate tax reform, antitrust cases, and other topics” (NW, Washington and info, 2019) to strive to lessen the harmful consequences of political circumstances.
As shown in figure 3 below, Amazon Is mitigating any concerns on political side by increasing its spending budget YoY.
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[bookmark: _Toc96508773]Figure 3 2000-2021 Lobbying expenses (NW, T.C. for R.P. 1300 L.S., Washington, S. 200 and info, D. 20005 telelphone857-0044 (2019).)

[bookmark: _Toc96862045]5.2 Economic Factors
Vat and inflationary values, unemployment rates, and fluctuations in foreign exchange rates are all economic factors that have a significant effect on Amazon's earnings stream and expansion possibilities.
As an inflationary example is the US dollar, dollar depreciates year over year against currencies in Amazon's overseas countries and overall total income/operational expenses will now be greater than if currencies were stable.
Any change in taxation will directly affect Amazon’s net profit as they would lower prices on their products and increase the VAT tax into product price.
Labour expenses are another important economic factor that determines e-commerce and cloud services businesses. The e-commerce giant's profit will be threatened as labour costs rise, with clear repercussions for the strategic and long expansion.
[bookmark: _Toc96862046]5.3 Social Factors
The role of faith and culture and population increase is crucial in development of such giant business model as Amazon.
Shifts in consumer attitudes and behaviour toward e-commerce and online shopping, business reputation in the mainstream press, and the health and well-being of a certain group of customers are other factors of social business risks.
[bookmark: _Toc96862047]5.4 Technological Factors
Amazon is affected by technical improvements and breakthroughs in specialised industries, shorter technology life cycles, growing cloud use, variations in focus on productivity and manpower, and other technological issues.
E-commerce technical innovation has sped dramatically, and this trend is projected to continue in the long run. Amazon's top management recognises the enormous importance of technology elements and, as a result, the company invests heavily in research and development.
[bookmark: _Toc96862048]5.5 Environmental Factors
Amazon is expected by stakeholders and public to act an environmental issues as global warming or pollution. 
Amazon provides a solution through their CSR strategy, which includes “efforts to minimise the company's carbon footprint and investments in wind and solar to achieve an 80 percent renewable energy goal across all corporate operations by 2024.” (Amazon, 2020b)
[bookmark: _Toc96862049]5.6 Legal factors
Trade laws, antitrust laws, data protection laws, and other laws do affect Amazon’s business on bottom line. Lawmakers and regulatory agencies could create policy and institutional changes, or implement and enforce conventional legislative measures, in areas to reduce the utility of Amazon's goods & services, force the company to suffer significant costs, reveal it to unpredicted liability claims, or force the company to modify its business strategies.
[bookmark: _Toc96862050]6. Marketing plan
Amazon’s strategy is to offer to their customers large range of products, customer friendly support and interface.
[bookmark: _Toc96862051]6.1 Segmentation, targeting & positioning
Amazon segmentation targeting and positioning approaches are linked to targeting the widest customer group. The retail conglomerate does this by employing responsive and predictive positioning strategies.
Amazon's sales staff monitors worldwide developments and adjusts to expanding client needs by reorganising items or services on a daily base with market trends. 
“E-commerce sells about 120 million products, catering to a wide spectrum of client demands and desires.” (ScrapeHero, 2019). Segmentation criteria examples are region, age, gender, occupation, user status, social class and others. 
[bookmark: _Toc96862052]6.2 Marketing communication Mix
The Amazon marketing mix strategy covers all aspects of the marketing mix, including activities such as advertising, marketing offers, event sponsorship, PR, and direct marketing.
Amazon makes great utilization marketing and advertising to deliver its marketing strategy to sectors and stakeholder’s customer category. Examples: TV advertising, online advertising, celebrity images with amazon adds.
[bookmark: _Toc96862053]7. Financial plan
Amazon.com was financed by Jeff Bezos’s own funds. After launch it had two years of net loss of millions of dollars and hard work to attract more investments into business. In 1997” With a three-million-share initial public offering, Amazon.com began selling its stock to the public. Amazon.com shares began the day at $18 a share and surged to $30 before finishing at $23.25. The stock sale raised $54 million for the corporation in one day.” (Inc, 2020)
Citing Amazon’s 2020 Annual Report “Amazon Web Services has millions of clients and had a $50 billion annualised run rate at the end of 2020. We didn't invent Prime, Marketplace, Alexa, or AWS in 1997. They weren't even concepts back then, and none of them were predetermined.” (Annual Report, 2020).

[bookmark: _Toc96862054]8. Management and Human Resources at Amazon Inc.
“Amazon has around 1.298.000 Amazonians working full-time and part-time as of 31 December 2020” (Annual Report, 2020).
One of the key sources of value linked with Amazon HR policies is meeting operational efficiency. CEO follows the "two pizza rule," which “restricts the amount of people who can attend a meeting. Meetings should not have more than two pizzas to feed all of the attendees” (Connley, 2018)
[bookmark: _Toc96862055]8.1 Value chain analysis
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[bookmark: _Toc96508774]Figure 4.Value chain analysis (Dudovskiy, 2020)
The value chain of Amazon is depicted in the diagram above, along with how primary tasks are supported by human involvement.
In certain locations outside of the United States, Amazon includes labour committees, formal employees’ representative duties, and organization memberships. In the past, there has been fierce competition for capable professionals in the e - commerce space, notably for computer programmers, data scientists, as well as other technical workers.

[bookmark: _Toc96862056]8.2 Organizational structure
Amazon has established a hierarchical structure as a result of its massive size.[image: Text
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[bookmark: _Toc96508775]Figure 5 Structure of management (mypaper, 2002)
[bookmark: _Toc96862057]Amazon's organisational structure is depicted above as a series of tiny teams that work on various aspects of the business. 
[bookmark: _Toc96862058]Conclusion:
Amazon's business plan was established based on the company's performance in the ecommerce market. Amazon Inc. began with significant net losses, but within a short period of time, they were able to turn profitable and reward their stakeholders and investors generously. Their company is constantly expanding and thriving around the world. All PESTEL concerns are considered by the company's analysts, who rely on SWOT analysis. Study of consumer behaviour and targeted marketing are at the heart of the marketing strategy. Amazon, as an employer, hires seasonal workers, primarily during the fourth
quarter when sales are at their peak. They may cooperate with people agencies to supplement full-time employees.
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