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Introduction

 Marketing fundamental analysis plays the vital role in every firm in order to gain the market insights. Through such information helped the companies in order to improvise its functions. By such mentioned practice organisations analysis the environment as as well forces that can impact their business operations. It critically examines the business financial such as profit margins, financial statements to asses the business model. The mentioned analysis assist the mangers to take the favourable decisions in order to eliminate the issues and enhance the operations. In this given assessment Amazon is being  taken into consideration (Arner, D.W. And et. al., 2020).

Amazon is one the largest multinational company in the world that holds the major market share by their operations. It was founded by Jeff Bejos in Bellevue on 1994. The respective company has started its business through selling the online books with local book seller and slowly multitude their category of products. Amazon also has multiple substitutes companies that includes web services, cloud computing satellite company etc. In the pandemic situation all the business around the world was affect due to lock-down so on the amazon . Hence , In this mentioned report the impact of Pandemic over economy as well as on Amazon operations will be discussed. Further several internal as well as external analysis will be perform in order to understands the factors that affecting its operation's. At last some effective recommendation will be provided to enhance the future marketing operations of Amazon.                 

Main Body
Impact of COVID-19 on Amazon


In pandemic whole worlds economy has faced the major downfall. Due to such transmittable diseases affected major numbers of populations globally. All the countries around the globe were faced the economy downfall due to this hazardous disease and placed the Lock-down in their economies in order to control the disease. In UK around 4% of population were infected due to COVID-19. The UK government was taken the several decisions in order to control the situation, in which one of the major decision was Lock down. In lock-down all the operations of economy was closed such as production industries, travel sector and corporate sector. Peoples faced the financial crises due to circular flow of income in economy. GDP growth faced the all time low in UK history. In relation to this around 40 % of businesses were collapsed due to pandemic conditions in economy (Baboolal-Frank,  2021). In respect to overcome such situation several guidelines were introduced by mentioned government for the companies to perform their functions in market with adoption of safety majors.


According to the Amazon COVID- 19 blog, 2021. in order to support their internal and external stakeholders Amazon invested around $ 11.5 billion to keep their valuable employee and customer safe from the transferable disease. They provided the relief fund of $ 25 million to its partners that facing issues of financial crises or quarantine. The respective company also hosted more than 1800 vaccination events for their employees. By such initiative amazon has vaccinated over 1 million of employees (Amazon COVID-19 blog, 2021).


According to Annie Palmer, 2020. Amazon is among one of the company that remains profitable in  coronavirus pandemic. The respective company recorded the high profits during the pandemic that helped them into increase company financial condition. The respective company also faces some serious challenges due to pandemic regard to their supply chain, delaying in delivery as well as labour crises. In light to the fact these unpredicted expenses as well as pandemic has impacted the mentioned company operations (How Amazon managed the coronavirus crisis and came out stronger, 2020).        
  

Internal and external analysis of Amazon
Swot analysis 

SWOT Analysis (Strength, Weaknesses, Opportunities, Threats) is a marketing tool applied by management of a company to analyse its Internal Strength and Weaknesses as well as External Opportunities and Threats. This marketing tool is also called as situational analysis or situational assessment. These factors includes forces that are under company's control and could be initiated for experiencing a change . These internal and external factors are as follows:
	Strengths (S)

· Strong brand image (S1) :- Amazon is a global recognise brand worldwide. By its e-commerce platform the mentioned company created the strong brand image in between their customers. It unique approaches such as one day delivery and innovative products such as kindle book, artificial AI speakers  differentiate them from other companies in the competitive market (Berg, and Knights, 2021).        

· Satisfied Customer Base (S2) :- Customer Satisfaction is one of the major aspect in corporate business world. The company has achieved highly satisfied customer base which has resulted in allowing the company retaining its existing customer as well as attracting new customer base. This has always been company's major objective to provide customer satisfaction.
	Weaknesses (W)

· Increasing Costs (W1) :- The uncertainty in the economic environment generated by the pandemic COVID-19 has resulted in shortage of supply in the consumer market. Increasing costs has left no other option for company other than increasing sales prices for their products. Amazon customers are facing this issue and are shifting themselves over other available alternatives and substitutes.
· Product failure (W2) :- To get ahead in the competition Amazon frequently launches new and substitute products in relation to other brands. Due to this its several products was flop in the market Such as Fire phone. The phone was released in the US market and was the  biggest flop for Amazon due to missteps (The Amazon Fire Phone failure, 2020).    

	Opportunities (O)

· Customer trust  :- In the situation of pandemic major population of peoples are preferring quality and Safety over price. Recent data has shown that customers are shifting towards buying the online pantry through which they can safeguard themselves from coronavirus. Therefore, the respective  firm subsidiary venture Amazon fresh have an opportunity to attracts the number of  potential customers towards their operations.          

· Online food delivery(O2) :- The market trends are rapidly shifting towards ordering online food. Since, the given company have the potential to  acquire the food market. In regard to this the mentioned company has collaborated with Deliveroo through which they focuses on UK market. By this initiative company is diversifying their business portfolio and have the opportunity to enhance the revenue generation through new customer base (Amazon and Deliveroo deepen ties with Prime food delivery bundle in UK and Ireland, 2021).          
	Threats (T)

· Highly Competitive Environment(T1) :- Amazon  has several business such as e- commerce services, grocery delivering services , digital products  etc. The competitive environment could be a big threat for the company with the presence of major big competitors in the market. These major competitors include Walmart, Target, Costco and Best buy, Netflix  etc. These companies could become a major threat if the customers shifts to the products offered by these brands.
· Intensified Globalization (T2) :- With the advancement in globalization, many companies are expanding into other nations becoming multinational. This expansion of other companies is a threat for Amazon  in retaining its existing customer base from shifting to another brand or alternatives. Therefore, the company could lose a large size of customer base with the expansion of other competitive brands in the geographical boundaries (Bhandary, 2019). 


TOWS Matrix

Tows Matrix is another marketing tool which is an further evaluation and analysis of SWOT analysis performed by the company's management. This matrix provides analysed results with detailed informations of opportunities that could be created and threats that could occur with future perspective. 
	
	INTERNAL FACTORS

	
	Opportunities (O) 
	Threats (T) 

	EXTERNAL
 FACTORS
	Strengths (S)
	S1/O1 :- The respective firm holds the strong brand value in the market that shows the customer trust over their services. Hence, Amazon can easily use their brand image in order to enhance their venture which is amazon fresh. The highlighted can provide the advantage to amazon in order to convert the first time user into loyal customer through their quality services.      
S1/O2 :- Amazon has a strong brand image globally. By their strong brand value company has successfully established established several businesses in global market such as amazon prime and online video platform. In relation to this the respective company can easily use its brand image into enhancing its food delivery business venture. By their brand name, company can easily increase its customer base as well as can globalise this food delivery idea into other region also at which they perform (Chen,  and Zhu,  2018).        
	S1/T1 :- The foremost strength of the company is their brand image in the market. Through such strong brand image they easily attracted the customers towards their product and services. But the company also facing the strong competition   by their competitors in the performing market. Hence in future the high competition could demolish the brand image by their effective performance.                 
S1/T2 :- With the rise in globalization, big MNCs are expanding their services in other nations. When Amazon is not taking initiative for expansion into other nations, then the highly skilled workforce would be of no use. Moreover, this aspect could result in shift of customers towards other substitute brands in the market. Therefore, this would lead the company in not acquiring sufficient returns from their huge investment in training and development of employees.

	
	Weaknesses (W)
	W2/O1 :- Weaknesses could be transformed into Opportunities with appropriate strategies and initiatives. In COVID due to shortage of products the mentioned company has increased the several product price that influenced their customers towards using the substitute company products. Since, the respective company has strong faith of customer towards their operations. Hence by decreasing the price and offers Amazon can easily retain their customers.    
	W1/T1 :- The highly competitive corporate environment has enforced companies to work upon every business aspect affecting business activities. Increasing costs could be a major threat for sales of the company as people could shift towards other available alternatives. This factor could result in decreasing customer base of the company and barrier in attracting new customers.
W2/T1 :- The respective company built several in house products under their brand name that includes some of their products was badly failed in the market. Hence, these products failure gives the opportunity to the competitor in order to attracts such customer by their effective and improved products. Therefore, the mentioned company weakness could convert into threat (Ciuffo,  2018).   


STP Analysis 

The STP analysis the practice that succours the performing mangers or company into targeting their customers through positioning of products. The above mentioned analysis is majorly used by companies in order to enhance their market percentage. The mangers of Amazon uses such model in order to systematically segment its targeting audience on behalf of several attributes (Figueiredo, J., and et. al., 2019). It could be age factors, customer preference and region demand. Hence, it played a vital role in company operations to encourage its productivity by assessing their  resources at full consent.

	Segmentation bases 
	Targeting customers 

	Demographic 
	Social status- working professionals, middle class
family size- single,small and joint family
Age- Includes all age category 
gender- Male, Female and transgender 
Income-Lower and middle class
occupation-students, kids, employee and professional 

      

	Behavioural 
	User status- Active user  

	Psychographic 
	Personality- easy going and determined 
Lifestyle- All type of peoples   

	Geographic 
	Region- More than 100 countries  
Density- Urban and rural area



The above table showing the systematically segmentation of amazon customers. The mentioned company segmented their customer base on behalf of several attributes that is demographic, geographic, behavioural, Psychographic. Since, the company has wide range of products on its websites that attracts various type of customers towards using their services. 


Company offers the wide range of products that includes different prices. Hence the managers of Amazon majorly believes into generate such product portfolio that suites all the income individuals from middle to upper class. In instance amazon have electronics item, pantry products as well as clothing item on its app. Hence, by developing the strong market presentation shows the company strong appearance that succours into perform the functions more smoothly in market.


Amazon recently launched its fire stick in the market that used for streaming the videos, installs the apps and perform several smart functions on TV. Through such product the respective company targeted the technology enthusiast audiences to use their products. By this they bring the new technology in the market that converted the normal TV into an android one.


In the COVID-19 situation the mentioned company majorly focuses in order to deliver the pantry products safely to their customers. Hence, by the help of modern marketing  company informed all  their potential customers regard to their safety process through which they attracted the single small and large sized family.
Positioning

Positioning is refereed  to the place occupied by the company's product and services  in the market with reference to the competitors present in the market (Kagan,  and Bekkerman,  2018). An effective positioning of products reflected by creating superior demand for the company's products over competitor's products. Below are the positioning strategies that follows by the respective company:
Multi-segment positioning- Amazon has the wide verity of products that positioning in the market in order to attract the consumers from all the segment. This strategy helped the amazon to increase the higher chances of sales in regard to its competitors. In relation to this amazon offers number of products on its sites. They also imitate their rival products and quote attractive price to affect their market position. In instance the respective company launched amazon Alexa  which is an smart home speaker in against the Google home speakers. Through such tactics company divert the customer from different brands towards their products.          
competitive pricing- The respective company does not follow any fixed price positioning on their products. They majorly quote their product pricing according to the market scenario. In instance Amazon sometimes lower the price over its product to declines the sales of its competitor as well as quote the high price on their demand products such fire-sticks, amazon kindle (KUSA,  ZAUSKOVA,  and CABYOVA, 2020).   
Marketing mix

The marketing mix is the combination of several factors that used by the companies in order to influence their customer base. The above mentioned model is used by the managers to understand the broader range of marketing environment. It conclude several areas that succours the mangers in order to improvise the marketing plan. Marketing mix includes 7p that used to evaluate the external environment that can impact the business operations.
· Product- Amazon offers the quality of products to its customer. The mentioned company completely focuses in order to gives their customer best and effective products by their side. Company has a diverse portfolio of products ans services which they offers in the market. These product range can be easily categorised into 4 parts such as;
Amazon websites- The respective company has a well established websites through which amazon sold several of its own brand products as well as third parties product.  
Electronic products- Amazon created several unique products such as fire sticks, Kindle, tablets and also created the own clothing range in the market. 


In pandemic the sales of Amazon were increased rapidly. In 2020 the revenue were hiked by 38% to $386 billion. These stats shows their strong market appearance  (#1 Jeff Bezos, 2021).     

· Price- Amazon follow the strategy to quote the lower price until they kicked out the competitor through the operation market. The respective company fluctuate their products price according to their competitor pricing strategy. Amazon also provides several shopping deals in the name of 'Amazon prime day'. By this strategy they encourage the more user towards using their products and services (Denny,  and Leao, 2019). These type of pricing strategy succours the mentioned company in order to get the competitive advantage as well as gain the market share.          
· Place- Amazon does not have any physical stores. They completely rely on online channels for selling their products. The respective company also partnership with several delivery service provider that helped the company in order to provide the timely delivery to its customer.  

· Process-  Amazon received the orders of their customers through its dedicated websites. The mentioned company used strategic process in order to fulfil the customer order. Company has strategically divided its fulfilment centre and warehouse process to enhance their operations. In regard to this they also adopted the technology to support  practice such as uses robots in warehouse to systemically arrangement and inventory management.         
· People- The sales team of amazon plays a vital role for company in order to marketing their operations in between customers. The mentioned company also offers the dedicated customer care support to its  potential customers. By this practice customers easily get the solution quoted their issues in regarding to the purchasing products by them.     
· Promotion- Amazon uses several effective promotional skills in order to promote its products between it potential customers. Company advertise its product on various online channels such as Facebook, you-tube and Instagram that informs the customer regard to their operations which they offer in the market. They also reflects their ads on TV as well published the articles in magazines (Elsharkasi,  2021).       
Physical evidence- Amazon has an user friendly website that allows its customer to view the products according to their choice. The given company also uploaded the high quality image of products that helps the customer to view the actual product. The logo of Amazon clearly deliver the message that they sell all the item from A to Z (The meaning behind Amazon’s logo, 2021).   
Recommendation 
· Improvisation in Supply Chain Management 


The major impact of COVID-19 pandemic over Amazon was in the supply chain management globally. Due to lock-down and pandemic guidelines there was a shortage of labour in the market which affected the activities operated in Supply Chain Management of Amazon. The company is recommended to check for the deviations occurred in the Supply chain management in the pandemic phase of covid-19. As amazon is vast and widely spread company reorganising the whole supply chain would not be possible immediately but could be proceeded gradually to achieve elimination of deviations in the functioning of Supply Chain Management.
· Physical stores and outlets



Amazon is recommended to invest in opening physical stores and outlets in cities for shopping products directly. Sometimes people have emergency of products which cannot be fulfilled by amazon through e-commerce as it involves huge step in delivering orders. These stores will allow customers to purchase goods and products of different companies at a particular place altogether. For instance, emergency needs of consumers could be fulfilled with this initiative. This step will increase customer base for the company and will promote their growth in achieving new heights (Painuly,  Sharma,  and Matta,  2021).
· Advancements in own brand products


Amazon has launched various products with its own brand name on its website with low quality and cheap prices. These products could provide an competitive advantage to the company with advancement in quality of these products. Amazon could capture market with these products supported by its high level brand image into the market. Customer belief is one of the major strength of the company and could result in being opportunity in generating sales for these products. Moreover, this initiative will allow company in selling their own products in the market and increasing scale of business. This aspect will also lead in creating employment opportunities for people as it will involve various departments with several jobs (Shim, and Taylor,  2019). 
Conclusion

From the above assessment it could be concluded that Amazon has way more positive impacts through the pandemic of Covid-19 than negative impacts. For instance, companies operation's are regulated online with delivering products to customer's desired venue which allowed them to be on the safer side of impact of pandemic. The company has a very strong infrastructure which promoted changes in their operations carried out in the pandemic phase. Furthermore, the above report provides various insights and deep knowledge of Amazon generally as well as Amazon in the phase of pandemic Covid-19. The company has taken precautions for safety of their employees, mediators, and their customers as their priority. These precautions allowed company to increase their sales even in the pandemic phase and earned a revenue higher than any other company.
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