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Introduction
Amazon is one of the biggest companies with an increased diversity all around the world. The company was started in the 1990s by Jeff Bezos. The company has its headquarters in the US and serves as multinational e-commerce; Amazon has been rated as the most extensive online retail company. Technological advancements have ensured existing and new ways to create services and products that satisfy consumer’s needs (Stadler, 2017, 276). Within ten years, Amazon had expanded its territories to European and Asia countries to link suppliers and their consumers. The company started by selling second-hand books, but over the years, it has expanded into supplying every product that the consumers need for their daily activities (Singh & Pathak, 2021, 115). Competitive companies like Amazon understand that the stability of a business in a competitive environment depends on how much the company is willing to maintain its relationship with the consumers (Sadq et al., 2018, n.p). The marketing sphere has grown into a more complex yet essential part of any business activity. Environmental factors affect an organization's marketing strategy and its aim to satisfy the consumer's needs. 
Role of Marketing in Amazon Company
Amazon exists in a competitive e-commerce market. According to Stadler (2017), there are over two million sellers at the company and over 200 million customers. Customers browse through the website to analyze the value and prices of the sellers before deciding on purchasing.  The primary function of marketing is to direct customers to consider making purchases through the website. Amazon has proven to be the best company when it comes to advertising their product and understanding the needs of the customers. Four pillars outline Amazon's marketing strategy. Firstly, the company offers the broadest range of services and products. It is the largest retail shop with over a million products ready for consumers. Secondly, the company’s website uses a user-friendly interface from tech giants that integrate recent browsing history, recommendations, and other essential things. Thirdly, the company scales down from small to large. The factor plays a critical role in exploring new business sections. Lastly, the company explores affiliate and available resources and products (Singh & Pathak, 2021, 120). By using advanced technology, they ensure that they take advantage of the existing resources and products to help in the contribution of the bottom line. 
 The annual marketing expenses of Amazon have been increasing for the past seven years (Stadler, 2017, 276). The process of marketing involves advertising and other promotional activities. The marketing process integrates countless targeted marketing channels like online advertising, television advertising, associate programs, sponsored search, and other initiatives. 
Principles of marketing in Amazon Company
a) In the company, segmentation positioning and targeting activities involve targeting the most significant consumer segment (Kotler & Armstrong, 2018, n.p). They do this by applying anticipatory positioning techniques, adaptive techniques, and multi-segment techniques. 
b) A marketing mix helps in the integration of sales promotion, print media, events and experiences, direct marketing, media advertising, and public relations (Hooley et al., 2020, n.p). Amazon places a particular focus on media advertising and promotion factors of the communication marketing channels. 
c) Amazon has a unique selling proposition that involves the broadest range of services and products offered in the fast delivery, prices, and significant consumer services. The unique selling proposition takes charge as the primary marketing strategy. 
d) Amazon offers millions of products to its customers and has the broadest range of services and suppliers. The company provides competitive prices for the products, which is essentially based on the nature of the business. 
Environmental Marketing analysis
Marketing decisions at Amazon depend entirely on the external and internal factors surrounding the company.  There are two types of environmental factors that affect marketing decisions in the company; Microenvironment and Macro environment factors (Hooley et al., 2020, n.p). 
Macro environment factors
a. Psychographics and Demographics
The company’s demographics are comprised of gender, nationality, ethnicity, age, and religion. The sales revenue within the company entirely depends on the contribution from all the consumers without any form of discrimination while focusing on the consumers’ satisfaction (Rana et al., 2020, n.p). Understanding a consumer's mind plays an important role, and it is vital to consider their psychology. Amazon understands its consumers by providing coupons, reducing the delivery fee, offering discounts to shipping costs, and reduce prices on their products. This is one way to attract numerous consumers and ensure they remain loyal to the company (Turnbull & Valla, 2013, n.p). A higher-income class is distinguished by the use of Amazon Prime, which outlines distinct customers. Promoting amazon depends on understanding the demographics and their needs; this will help understand the target and the needs of the consumer (Lobo et al., 2020, 620). 
b. Economy
Amazon sells its products to over 300 countries and operates in over ten independent sites (Sadq et al., 2018, n.p). Consumer purchasing power plays a vital role in elevating the profit and revenues of the company. Economic circumstances and stability play a significant part in the operations of the company. The e-commerce industry is in the growth phase, and it keeps advancing with technological advancements (Ramya & Ali, 2016, 79). Selling the company's name involves penetrating the growing company by considering the economic environment of the local and international economy. The financial crisis in one country affects the sales and revenues of Amazon Company. 
c. Society
Amazon society comprises suppliers, competitors, employees, consumers, and others who are not linked directly to the company. The designs, missions, logo, and vision of the company entirely depend on impacting the growth of the business and its society (Ramya & Ali, 2016, 78). Marketing strategies involve understanding their society and their beliefs, as stated by Kotler and Armstrong in their research works (2018). Business is constantly upgrading its marketing strategy and website to ensure that its society is catered for and satisfied with the advancement. 
d. Technology
Amazon sells its product through the website, which means that it is a technologically advanced business. An increase in technological growth calls for the company to improve its strategies and ensure dependability on its services (Turnbull & Valla, 2013, n.p). The company depends on the technological environment to market its brand. With the increased change in the background, there is a need for the company to keep up and ensure that they remain relevant in the competitive market. 
e. Political factor
E-commerce businesses are facing numerous regulations and hurdles in specific markets. The rules like regulatory and political scrutiny are formed to help protect local industries. For example, in China, some laws and regulations prevent foreign companies from selling their products without using Chinese-licensed and controlled platforms. Local restrictions affect the market penetration of the business (Rana et al., 2020, n.p). The political environment also affects the company's operation in the form of policies designed to protect the industry. Marketing techniques in Amazon depend on the government regulations and other legal laws that facilitate the business.
f. Sociocultural
Over the recent years, online shopping has grown dramatically. Online shopping is more convenient and relatable since there is no geographic location, and consumers can access their products in the comfort of their places (Hooley et al., 2020, n.p). Increased online shopping popularity has laid a foundation for Amazon to exploit its competencies. Sociocultural about online shopping has elevated the activities around the business. Amazon considers their expansion in remote areas and with that they ensure they understand the needs of the consumers. The wealth disparity also affects the penetration of the brand to other communities. There are people who can easily access the services of Amazon, while others have difficulty to explore the services and they cannot purchase the products. 
Micro-environment
a. Competition
One factor that affects the performance and marketing strategies in Amazon is competition. Amazon is facing numerous competition from several companies in the e-commerce business. Some of the companies include Alibaba. Competitive analysis is crucial to ensure that a company has enough research and results about its competitive environment and ways to penetrate (Lobo et al., 2020, 637). Understanding the competitors' marketing strategies is one way to ensure that the person knows their weaknesses and strengths. The first stage to ensure that Amazon survives in the competitive environment is to analyze its competitors. Some of the competitors include Wal-Mart, Costco, Target, and BestBuy (Stadler, 2017, 276). Amazon is using its advanced technology to ensure that they reach many people in society. Additionally, unlike other competitors, Amazon offers greater ease when using the websites. 
b. Collaboration
Collaboration in the competitive market ensures that the business survives and ensures that marketing strategies remain successful. In developing Amazon cloud collaborated with SAP. The cloud has helped Amazon provide diversified services to consumers and expand its business activities. Amazon working with other suppliers will ensure that they have entered and explored the existing market to the highest capacity.
c. Customers and Suppliers
In the microenvironment, consumers are the significant segment that affects businesses. Amazon believes that they exist because of their consumers, and they work to ensure that they serve them. Suppliers also enable the smooth movement of goods and services through Amazon. When creating marketing strategies, Amazon focuses on their consumer and suppliers' needs. Increased suppliers in the organization ensure there is a flow of services and goods for the customers.  
Marketing strategies at Amazon Company
A critical aspect that Amazon Company has used to ensure the success of their business is tapping into advertising capabilities. Amazon employs a high strategy to market its products. Amazon uses a big data strategy to develop advertising programs by understanding the platform through the data (Stadler, 2017, 276). Consumer data is an essential strategy and asset for the company. Amazon's purpose is to understand more about the consumers' habits to ensure they deliver better experiences to the consumers. Amazon understands how much its consumers are willing to invest in a particular product and their choice. They use big data to boost their performance through specific measures. They use the data to power the advertising activities and help adjust prices that will capture the consumers. Amazon has been ranked the largest advertising business in the world. 
Amazon gets their advertisement on global audiences and catches the attention of their screens. Amazon uses influencers to promote its platform through YouTube and other social media platforms. Social media helps the business to understand their consumer needs and attract investment by the company. Social media helps to capture the attention of the target market among the consumers. Amazon uses influencers to promote its brand across the world and meet its target audiences. Influencers exists in the social media platforms and other medias and they promote Amazon services to their followers and their peers. 
Recommendations
There are areas that Amazon Company has not engaged and expanded over the world. Some regions in Scandinavian countries have not fully embraced Amazon Company. The population of those countries has much income, which will be helpful for Amazon to tap into and attract consumers. This will expand the company, and attracting consumers through advertising will be essential for income rise. Increasing penetration through the regions will ensure the success of the business. With global business expansion, Amazon should invest highly in advertising through television and other media to help expand their target market. Technological advancement plays a vital role in finding ways that Amazon will influence the target market on social media platforms and other platforms. Additionally, Amazon should also focus their energy to close the existing wealth disparity by penetrating the low income society. This is a way that will ensure that there is high engagement of the suppliers and the consumers in the industry. 
Conclusion
Amazon has proven to have the best marketing strategy that has led to the company's expansion in the global market. Planning for the company has ensured they attract more consumers into using the website and attracting numerous consumers. Focusing on the consumers’ needs and demands has helped the company to build themselves against their competitors. Innovation and ideas by analyzing the macro and microenvironment have ensured that the company remains at the top of the competitive world. Additionally, Amazon should focus on expanding in the regions they have not explored and ensure they use good platforms for advertising their brands. 
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