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1.1 Background 
[bookmark: _Int_6s2CBDsj]Amazon is one of the largest multinational technology companies in the world. It recognised for its leadership in e-commerce, cloud computing, and digital services. The company was founded by Jeff Bezos in 1994 in Bellevue, Washington, then went public in 1997. Initially, it started as an online bookshop before growing into a seizable online marketplace with a variety of products and services. Amazon's original goal was to capitalise on the internet's rapidly expansion by developing an online platform that could sell books more effectively than traditional (Waters& Yasar ,2025).
When internet usage expanded in the late 1990s, Amazon diversified its product range to include electronics, media, and other consumer goods, evolving into what is widely known as “the everything store.” This expansion reflects a strategic focus on scale and product variety to attract a broad customer base.
Today, Amazon works as a global technology company, which offering a wide range of services, including cloud computing through Amazon Web Services (AWS), digital streaming, and subscription services such as Amazon Prime. This transformation highlights Amazon’s continuous innovation and its ability to adapt to changing market conditions, in addition, strengthening its position within the global digital economy (Waters, 2025).

 
1.2 Products and Services
[bookmark: _Int_xPDq594h]The cloud computing, digital services, and e-commerce are all included in Amazon's diverse business strategy. The business is commonly recognised for its international online marketplace, which allows customers to buy a variety of things using its digital platform, such as electronics, clothes, books, and home items. Moreover, Amazon lets independent sellers use its marketplace to reach customers around the world in addition to selling its own goods. This platform based on business strategy that allows Amazon to make money by payments, delivery services, and logistical operations while increasing the number of products available (Stone, 2022).
[bookmark: _Int_db5qnkbJ]This diversified portfolio allows Amazon to spread risk and maintain strong revenue streams across multiple sectors.


1.3 Markets
[bookmark: _Int_g6Ox0ALc]Amazon works in a highly diverse global market and serves a wide range of customers through its digital platform. The company primarily targets individual consumers who buy products through its online marketplace. However, Amazon also supports businesses that use the platform to sell products, store inventory, and manage logistics activities. Through services such as the Fulfilment by Amazon (FBA) programme, third-party sellers can rely on Amazon’s distribution and delivery network. This service has strengthened Amazon’s role within the global e-commerce ecosystem and expanded its influence in international retail markets (Lai et al., 2022).
In addition to its retail activities, Amazon is also active in digital advertising and online marketing. Tools such as Amazon Marketing Services enable sellers to promote their products through sponsored advertisements and targeted campaigns within the platform. These marketing tools increase product visibility and help sellers improve their sales performance (Connolly, 2025). This shows that   Amazon’s marketplace functions not only as a retail platform but also as a broader digital ecosystem connecting consumers, brands, and independent sellers across global markets.

1.4 Recent Strategic Developments:
[bookmark: _Int_coTpBeic][bookmark: _Int_j8klqwBe]Over the past three years, Amazon has adopted several strategic approaches to maintain its competitive position in global digital markets. One key example is the planned acquisition of iRobot, which reflects Amazon’s intention to strengthen its technological capabilities and expand into the smart home sector. Although the deal was cancelled due to regulatory concerns in Europe, it highlights the company’s use of mergers to support long-term strategic growth (welle,2024).


In addition, Amazon has continued expanding Amazon Web Services (AWS) into international markets, particularly in Europe and Asia, where demand for cloud infrastructure is increasing. This expansion supports Amazon’s efforts to diversity it is revenue sources and reduces reliance on traditional online retail activities (Amazon Web Services to Launch AWS European Sovereign Cloud, 2023).
[bookmark: _Int_V5IGM0Tc][bookmark: _Int_kHYsNkxP]Innovation remains central to Amazon’s strategy, with significant investment in artificial intelligence, automation, and data analytics. These technologies improve customer experience, enhance inventory management, and increase logistics efficiency. At the same time, organisational restructuring and automation within fulfilment centres help reduce operational costs and improve performance. This suggests that Amazon combines innovation with operational efficiency to sustain both cost leadership and differentiation strategies in competitive markets (Li,2024).









2. External Environment and Stakeholder Analysis

2.1 PESTLE Analysis
Analyse the macro-environmental factors affecting the organisation.
[bookmark: _Int_kVmZoUip]Amazon operates in a complex global environment influenced by political, economic, social, technological, legal, and environmental factors. Understanding these external pressures helps the company show opportunities and threats and shape its strategic decisions (Kelk, 2024).
[bookmark: _Int_W9xxvfoz]Political Factors: Amazon faces increasing political pressure in several international markets, particularly about taxation policies, regulatory oversight, and antitrust investigations. In recent years, the company’s market practices have been closely examined by regulators in both the United States and the European Union, raising concerns about competition within digital markets (Klaudia Végh, Gerván and Szilárd Malatyinszki, 2025).
Opportunity: Improving transparency and company management can enhance Amazon’s credibility globally.
Threat: Stricter regulations may limit expansion and increase operational costs.
Economic Factors: Economic conditions play a significant role in shaping Amazon’s performance in global markets. Factors such as inflation, changes in consumer purchasing power, and global economic uncertainty can directly influence online retail demand. For example, during periods of economic instability, consumers may reduce spending, which can affect e-commerce sales. 
Opportunity: having various sources of income allows Amazon to remain financially stable and competitive even during difficult economy conditions (Naseer, 2023).
Threat: Economic downturns may also cause people to spend less on products they do not need, which might affect e-commerce sales.

Social Factors:
[bookmark: _Int_1PqJQWYG]Social trends have significantly influenced the growth of Amazon and the wider e-commerce industry. In recent years, consumer behaviour has shifted toward online shopping because of convenience, wide product availability, and faster delivery services. Many customers prefer digital platforms where they can easily compare prices, read customer reviews, and receive products quickly (Qin, Dong and Xie, 2024).
Opportunity: Expanding online market presence can grow the customer base.
[bookmark: _Int_mUWPA7cD]Threat: increasing public expectations regarding employee well-being, ethical business practices, and data privacy also create social pressures for the company.

Technological Factors: Amazon uses AI, robotics, and machine learning to manage warehouses, optimise inventory, and enhance fulfilment accuracy. This means hat these technologies help Amazon improve operational efficiency and customer experience, supporting both cost leadership and differentiation strategies. However, they also require continuous innovation and investment, which may create long-term cost pressures (Li, 2024).
Opportunity: Advanced technology strengthens competitive position and operational efficiency.
Threat: Changes in technology happen quickly, therefore it is essential to keep investing and updating.

Legal Factors: Legal regulations strongly influence Amazon’s global operations. As an international e-commerce company, Amazon must follow laws related to data protection, competition, consumer rights, and labour standards in different countries. For example, regulations such as the General Data Protection Regulation (GDPR) in the European Union require companies to protect customer data carefully. In addition, Amazon has faced increasing antitrust investigations in the United States and Europe, where regulators examine whether its marketplace practices create unfair competition for smaller sellers. These legal requirements require Amazon to continuously adjust its business practices and internal policies (Petit, 2021).
Opportunity: Following strict legal standards can strengthen customer trust and improve Amazon’s reputation in global markets.
Threat: More regulatory monitoring and request into competition could slow growth and raise compliance costs.

Environmental Factors:
[bookmark: _Int_eQsM58DD]Things that affect the environment Environmental issues are becoming more essential for big online stores like Amazon. The company's large transportation and logistics network adds to carbon emissions and trash from packing.
[bookmark: _Int_EElFIUXc]In response, Amazon established the Climate Pledge, which says it will cut its carbon emissions to zero by 2040. The corporation has also put money into projects that use renewable energy and started programs to cut down on packaging and make its fulfilment centers more energy efficient (Proserpio et al., 2025).
Opportunity: Environmental initiatives can strengthen Amazon’s reputation and attract environmentally conscious consumers.
[bookmark: _Int_xAGfPc54]Threat: Large scale logistics operations may continue to create environmental pressure and require costly sustainability investments (Makos, 2025).


2.2 Industry and Competitive Environment (Porter's Five Forces)

The e-commerce industry is highly competitive and dynamic. Porter’s Five Forces framework helps analyse the level of competition and the pressures that influence Amazon’s strategic position in the market (Porter, 1980) (Gratton,2025)

-Competitive Rivalry
High.
[bookmark: _Int_wxsgI0Hn][bookmark: _Int_OCKgmpeF]The competition in the global e-commerce industry is intense. Amazon competes with large companies such as Alibaba Group, eBay, and Temu. These companies compete through pricing, delivery speed, and customer experience. The rapid growth of online retail has encouraged companies to invest heavily in logistics and digital technologies to maintain market share (Ballerini, Yahiaoui, Giovando et al., 2024).
Factors that intensify rivalry include:
• Low switching costs for customers.
• Strong price competition between platforms.
[bookmark: _Int_Geg5PACI]• Continuous investment in logistics and technology.
• Increasing expectations for fast delivery.
High rivalry can place pressure on profitability and forces companies to continuously improve efficiency and service quality (Porter, 1980).


-Threat of New Entrants
Low to Moderate.

[bookmark: _Int_tJPFP7db]Entering the global e-commerce market requires significant financial and technological resources. Large companies such as Amazon benefit from economies of scale and advanced logistics networks.
Barriers to entry include:
• High investment in warehouses and fulfilment centres.
• Advanced technological platform.
• Strong brand reputation and customer trust.
• Complex global distribution networks.
These barriers make it difficult for new competitors to challenge established firms in the industry (Lyu, 2023).

-Power of Suppliers
Moderate.
Amazon collaborates with the enormous number of third-party sellers and suppliers. Because the marketplace includes many suppliers, individual sellers have limited bargaining power. However, well-known brands may still influence pricing and product availability.

-Power of Buyers
High.
In Amazon’s e-commerce market, customers have strong bargaining power due to:
•Low switching costs.
•High price transparency.
•Numerous alternative marketplaces.
•Promotions and discount tools increase buyer influence.

-Threat of Substitutes 
 Moderate.
Consumers can choose alternatives such as:
•Physical retail stores for immediate purchases.
•Other online marketplaces offering related products.
However, Amazon’s fast delivery, wide selection, and convenience reduce the impact of substitutes.







2.3 Stakeholder Analysis

[bookmark: _Int_dAv14XlM]Stakeholder theory suggests that organisations must manage relationships with groups that influence or influenced by organisational performance (Freeman, 1984). For large digital companies such as Amazon, stakeholder management is essential because business operations involve multiple actors including customers, suppliers, employees, and regulators (Freeman,2022).




Key Stakeholders
The main stakeholders influencing Amazon include:
•Customers
•Employees
•Investors (shareholders)
•Suppliers and third-party sellers
•Government and regulatory authorities
•Local communities
[bookmark: _Int_Ag1O7qha]According to Mendelow (1991), stakeholders can be analysed based on their level of power and interest.

High Power / High Interest
Investors: Expect strong financial performance and sustainable long-term growth.
Governments and regulators: Monitor taxation, labour practices, competition policy, and data protection regulations.
These stakeholders require close management because their decisions can significantly affect Amazon’s strategic direction.

High Interest / Moderate Power
Customers: Highly interested in pricing, product availability, and delivery speed. Although individual consumers have limited power, collective purchasing behaviour strongly influences company performance.
[bookmark: _Int_E9V5LNaN]Employees: Concerned with working conditions, wages, and job security, particularly in Amazon’s fulfilment and logistics operations.

Stakeholder Conflicts:
Conflicts may arise between stakeholder expectations for example:
•investors often prioritise profitability and cost efficiency,
•Customers expect low prices and fast delivery.
•Employees demand improved working conditions and higher wages.

This creates strategic tension, as improving employee conditions or sustainability initiatives may increase costs, potentially reduce profitability, or increase prices.
Therefore, balancing these competing interests is essential for long-term success (Awa, Etim, and Ogbonda, 2024). 





















3. Internal Strategic Capability Analysis:


3.1-Resource and Capability Analysis

[bookmark: _Int_uAX6sfUy]Understanding internal strategic capability requires examining how an organisation’s resources support its competitive advantage (Johnson, Scholes, and Whittington, 2020). In the case of Amazon, its strong technological base, financial strength, and logistics efficiency are key drivers of performance. Collectively, these tangible resources support economies of scale, operational efficiency, and the company’s ability to support a leading position in global online retail

Tangible Resources
[bookmark: _Int_hOCtHG4J][bookmark: _Int_rNkjt4F4]The Amazon’s tangible resources form the key strength of its global competitiveness. Financially, the company benefits from potent revenue streams, substantial cash flow, and the ability to fund large-scale investments in technology, logistics, and innovation. This financial capacity allows Amazon to expand rapidly and sustain growth in competitive e-commerce markets. Physically, Amazon works an extensive network of fulfilment centres, warehouses, and last-mile delivery systems, which enables fast and reliable order fulfilment worldwide. Technological assets, including automated warehouses and advanced inventory systems, enhance efficiency and reduce operational errors.
[bookmark: _Int_xrUbZWQI]These logistics and technological resources support Amazon’s cost leadership strategy by improving delivery speed while reducing operational costs. However, keeping such large-scale infrastructure requires continuous capital investment, which may create long-term financial pressure.
[bookmark: _Int_wjoKapAZ] (Rikap, 2020) (Ives, Cossick and Adams, 2019).

 Intangible Resources
[bookmark: _Int_6M8HSYOx][bookmark: _Int_yNFCmoCG][bookmark: _Int_8PSPr1BX][bookmark: _Int_ZtF27vtI]Amazon’s intangible resources play a key role in sustaining its competitive advantage. The company has built a strong global brand associated with reliability, fast delivery, and innovation, which helps maintain customer trust and loyalty. Data is another critical element, as Amazon collects and analyses vast amounts of customer information through its platform and AWS, enabling personalised services and more accurate demand forecasting. In addition, the company receives help from a skilled workforce and well-established operational routines, particularly in logistics and inventory management. The strong relationships with suppliers also support efficiency and consistency. Overall, these intangible resources enhance Amazon’s ability to innovate and respond to market changes, but on the other hand, supporting its differentiation strategy, as many of these assets are difficult for competitors to imitate. However, maintaining customer trust and data security is still essential to protect this advantage in the long term.
(STAN, Mihai Aurel ȚÎȚU and Cristian PARASCHIV, 2024).

Amazon Capabilities:

[bookmark: _Int_6mZ4RgwA][bookmark: _Int_ObFBQiyi]Capabilities refer to how resources are effectively used to achieve competitive advantage (Johnson et al., 2020). Amazon developed several key capabilities that help it stay competitive in the market. In particular, the company is known for its strong logistics network, its effective use of data, and its continuous investment in technology, which support its long-term growth.

[bookmark: _Int_9PxJAaq3]1-Advanced logistics and supply chain management:
Amazon has incredibly effective fulfilment centers and delivery systems that allow it manage orders quickly and reliably around the world. This capacity helps Amazon's aim of being the cheapest by making deliveries faster, in addition operations more efficient than those of its competitors. But keeping up such a big logistical system demands a lot of long-term money (Rikap,2020).

2-Data-driven decision making:
[bookmark: _Int_U2aD2lfo]The company uses large-scale customer data analytics to understand purchasing behaviour, improve demand prediction, and personalise recommendations. This will support customer retention and differentiation by improved customer experience. At the same time, managing of large volumes of customer data creates ongoing security and privacy challenges (Ives, Cossick and Adams, 2019).

3-Innovation and technology integration:

[bookmark: _Int_MkIRdEkE]Amazon’s continuous investment in artificial intelligence, automation, and cloud computing through AWS also strengthens its innovation capability. This helps the company maintain technological leadership in fast-changing digital markets. However, this strategy increases dependence on continuous innovation and high technology investment (Li, 2024).

4-Platform ecosystem management:

Amazon manages a global digital platform ecosystem that connects buyers and sellers across international markets and increasing its market reach and sustainability. that are difficult for competitors to replicate, strengthening Amazon’s long-term competitive position (STAN, ȚÎȚU and PARASCHIV, 2024).
Overall, these capabilities prove that Amazon combines operational efficiency with innovation-based differentiation, supporting its sustained competitive advantage.

3.2VRIO Framework
The VRIO framework evaluates whether organisational resources create sustained competitive advantage by examining their value, rarity, inimitability, and organisational support (Barney, 1991).

Value
[bookmark: _Int_lfJ7DoXc][bookmark: _Int_iidrq22b]Amazon’s global logistics infrastructure, data analytics capability, and AWS platform create significant value by improving operational efficiency and supporting personalised customer services. These resources help Amazon maintain both cost leadership through efficient delivery systems and differentiation through innovation in digital services.

Rarity

[bookmark: _Int_GdzCRwFV]While competitors such as ebay and Alibaba Group work at large scale, Amazon’s integration of e-commerce, cloud computing, and data-driven platforms remains rare. Therefore, this combination strengthens its competitive position across multiple markets.

Inimitability
[bookmark: _Int_OhoQegPg]Amazon’s logistics network possible to imitate in theory but requires substantial capital investment and time. In addition, its accumulated customer data and platform ecosystem are path-dependent and difficult for competitors to imitate quickly.

Organization Amazon's ongoing investments in automation, robotics, and AWS show that the organization is highly committed to using its strategic resources effectively across all its businesses across global markets (Larbi, Asare-Danquah and Akua, 2024)



Sustained Competitive Advantage

The resources most likely to provide sustained competitive advantage for Amazon are:
Integrated data analytics capability
[bookmark: _Int_d9Vai7ZJ]Global logistics infrastructure
Amazon Web Services (AWS) platform
[bookmark: _Int_JoVNCqvx]Although each resource supports performance individually, their combined use creates a competitive position that is difficult to imitate in global markets. According to Jay Barney (1991), complementary resources are more sustainable than single assets, although maintaining this advantage requires ongoing investment in technology and infrastructure.











3.3 Strengths and Weaknesses

Key Strengths
[bookmark: _Int_tdEpB1sF]-Global logistics infrastructure 
Supports fast delivery and operational efficiency, strengthening Amazon’s cost leadership strategy.
-Advanced data analytics capability
Enables personalised recommendations and demand forecasting, improving customer retention and differentiation.
-Amazon Web Services (AWS)
Provides strong revenue diversification and technological leadership across digital markets.
-Platform ecosystem integration 
By connections consumers and sellers all around the world, that increases market reach and competitive positioning.

These strengths support Amazon’s strategy by combining operational efficiency with service innovation, allowing the company to compete through both cost leadership and differentiation.


Internal Weaknesses

 -High technology investment requirements
   Long-term cost pressure will rise if infrastructure spending continues.
-Dependence on digital infrastructure: 
  Increases exposure to cybersecurity threats and potential system interruptions.
 -Regulatory and market scrutiny
 Amazon’s scale increases exposure to competition policy challenges in global markets.

[bookmark: _Int_r2o3jM1N]These weaknesses create strategic difficulties, especially maintaining technological leadership, which demand sustained investment, however responding to increasing regulatory pressure.














4. Current Strategy and Competitive Position

4.1 Current Strategic Approach

[bookmark: _Int_hYIHogog]Amazon follows a hybrid competitive strategy that combines cost leadership with differentiation to keep its position in global digital markets (Porter, 1985). The company achieves cost efficiency through large-scale logistics infrastructure, automation systems, and advanced fulfilment operations that support fast delivery and operational reliability. At the same time, Amazon differentiates itself through personalised customer experiences, subscription services such as Amazon Prime, and continuous innovation through Amazon Web Services (AWS).
[bookmark: _Int_WKxrQbol]This strategic combination enables Amazon to compete effectively across multiple industries, including e-commerce, cloud computing, and digital platforms. As suggested by Michael Porter (1985), organisations that successfully integrate efficiency with innovation can strengthen their competitive positioning in digital markets (Agazu and Kero, 2024). However, maintaining this strategy requires continuous investment in infrastructure and technology development.

4.2 Competitive Position

[bookmark: _Int_8lei0sxK][bookmark: _Int_zlX0702A]Amazon holds a strong competitive position in global digital commerce due to its integrated platform ecosystem and advanced logistics capabilities. The company competes directly with major international organisations such as ebay and Alibaba Group in online marketplace operations. Despite intense competition, Amazon maintains a leadership position through its fulfilment efficiency, data-driven decision-making capability, and diversified service portfolio.
[bookmark: _Int_w7vgmXjX]One of the important advantages is Amazon’s ability to integrate e-commerce services with cloud computing through Amazon Web Services, which strengthens work flexibility and revenue diversification (Onggowidjojo and Ellitan, 2023). However, the company also faces challenges related to regulatory pressure, rising logistics costs, moreover, increasing competition in digital platform markets. These factors may influence its long-term competitive positioning (Barney, 1991).

4.3 strategic Alignment or Drift

[bookmark: _Int_IrOfYRrL][bookmark: _Int_zDYxalzS]Amazon’s current strategy remains closely aligned with both its external environment and internal capabilities. The organisation continues to respond effectively to digital transformation trends, the growing demand for online services, and the rapid expansion of cloud computing markets. Its continued investment in automation, artificial intelligence, and planning infrastructure reflects a strong connection between organisational resources and market opportunities. However, there are potential risks of strategic drift if regulatory pressures increase or if competitors accelerate technological development. Organisations working in rapidly changing environments must continuously adapt their strategies to remain aligned with market conditions (Whittington et al., 2020). Therefore, Amazon’s long-term success will depend on maintaining innovation capability and strategic flexibility in response to future changes.



4.4 Risks and Limitations

Amazon currently has a strong competitive position; however, its strategy still involves several important risks.
[bookmark: _Int_tO3Syuxb]Significant issue is that the corporation depends a lot on digital infrastructure, which makes it more likely that cyber threats and a system failure may happen, which could hurt company operations. Amazon also spends a lot of money on logistical networks and innovative technologies, which can make its operating costs extremely high, especially during periods of economic uncertainty. Another problem is that there is more pressure from regulators in major international markets, which could affect the company's plans for growth and strategic flexibility in the future. These things suggest that Amazon's strategy is still good for growth and innovation, but the company needs to be careful about how it operates its business and how it responds to outside influences if it wants to stay competitive in the long term.


 
5.Strategic Direction, Risk, andSustainability

5.1Vision, Mission, and Values

[bookmark: _Int_8b280Mkd][bookmark: _Int_S9sgLzzf]Amazon’s vision aims to position the organisation as the world’s most customer centric company by improving how customers search for, select, and receive products through its digital platforms. This aim reflected in its mission “to be Earth’s most customer-centric company, where customers can find and discover anything they might want to buy online” (Amatanweze et al., 2025, p. 70). In practice, this focus can be seen in Amazon’s continued investment in artificial intelligence, logistics infrastructure, and cloud computing services, which support improvements in customer experience and operational efficiency.
[bookmark: _Int_VlvaPOwu][bookmark: _Int_iLj7Y6qP]At the same time, achieving this vision may become more difficult as Amazon faces increasing regulatory pressure in several international markets and rising operating costs linked to its large logistics network. The company also needs to maintain customer trust while expanding its use of data-driven technologies across different services. Sustainability has become another important organisational priority through Amazon’s commitment to reaching net-zero carbon emissions by 2040 under the Climate Pledge (Amazon, 2024). Although this supports the organisation’s long-term direction, meeting these environmental targets is likely to require continued investment and operational adjustment. Therefore, Amazon’s future progress will depend on how effectively it responds to these regulatory and sustainability challenges while continuing to support innovation.


5.2 Strategic Risks

Amazon's current strategy supports strong market performance; however, several strategic risks may affect its long-term development. One of the crucial issues is increasing regulatory pressure in different international markets. For instance, recent rules such as the Digital Markets Act show that large platforms like Amazon are being more monitoring, especially in terms of competition and marketplace practices (Waldfogel, 2024). This may make it more difficult for the company to expand freely.
[bookmark: _Int_P9ITzIGr][bookmark: _Int_EoSZdFg8]Another risk is the elevated level of investment required in logistics and advanced technologies. While these investments help improve efficiency and customer experience, they also increase costs and make operations more complex over time. In addition, Amazon works across several sectors such as e-commerce, cloud computing, and digital services. Although creates growth opportunities, managing such a wide structure, but it can be difficult and may lead to coordination problems (Zhong, 2025).
[bookmark: _Int_dNymKdZj]Overall, these challenges suggest that maintaining growth will require careful management of both internal complexity and external pressures.

5.3 Strategic Operations for the Future

[bookmark: _Int_fpZubtGk]Amazon could look at a few strategic options. These to maintain its competitive position, 
[bookmark: _Int_7GhPKknK]One option is to keep investing in artificial intelligence and automation. This is already a big part of how the company works, and it helps improve efficiency and customer experience. It also supports both cost reduction and service improvement. In terms of suitability, this fits current digital trends. However, the level of investment needed is quite high, which may raise some concerns for investors. In terms of feasibility, Amazon is still in a strong position because of its financial and technological resources (Teece, 2023).
[bookmark: _Int_PCX3Gahq][bookmark: _Int_z4eGoRkL][bookmark: _Int_KP3ktGRd][bookmark: _Int_ZwIOB9PB]Another option is to give more attention to regulatory compliance and transparency in its marketplace. This could help reduce legal pressure and improve trust with regulators. As large platforms like Amazon are now being watched more closely, this becomes increasingly important (Waldfogel, 2024). It may also help the company stay more stable in the long term, although some internal changes may be needed (Jacobides and Lianos, 2021).
Overall, Amazon needs to manage both innovation and regulation carefully to support future growth.





















6 Conclusion 
This report has evaluated Amazon’s strategic position by showing both its external environment and internal capabilities. From the external analysis, Amazon works as in a highly competitive and fast changing digital market. Factors such as technological development, changing consumer behaviour, and increasing regulatory pressure all have a significant impact on the company’s performance. In specific, the industry analysis showed that competition is challenging, while buyer power keeps high due to low delivery costs and price transparency.
From an internal side, Amazon benefits from strong resources and capabilities that support competitive advantage.
[bookmark: _Int_0hJVdjFd]Amazon’s financial strength, global logistics network, and advanced technological infrastructure allow the company to work efficiently and provide an elevated level of customer service. In addition, intangible resources such as brand reputation and data capabilities, which play a significant role in keeping customer loyalty and supporting innovation. The VRIO analysis suggested that some of these resources, especially data and technology, offer to sustain competitive advantage.
[bookmark: _Int_kBJwQrf0]However, the analysis also identified several major challenges. Amazon faces increasing regulatory monitoring, particularly in relation to competition and data usage. At the same time, its strategy depends heavily on continuous investment in technology and infrastructure, which may increase costs and operational complexity. There is also a risk associated with managing a highly diversified business model across multiple sectors.
Overall, while Amazon stays in a strong strategic position, its future success will depend on how effectively it manages these challenges while continuing to innovate and adapt to a rapidly changing environment.
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