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Introduction
Amazon.com, Inc. is an Internet retailer founded on July 5, 1994 in Seattle, Washington, USA. It is the number 1 online retailer in the world, with sales exceeding US $177.9 billion in 2017. Although it has a physical presence in only 13 countries, Amazon operates globally with sellers from 100 countries and sales to 185 countries (Wells et al., 2018). In 2017, the number of Amazon employees exceeded 566,000 workers.
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Product: Amazon products cover almost any sector
The first is the P for Product . Any consumer who buys products on Amazon will see that there are millions and millions of options at their fingertips. With a huge number of vendors who offer their products for sale on this marketplace, it covers all possible sectors: clothing, electronics, food, beverages, music, entertainment, toys, office supplies, health products, physical books and eBooks, and musical instruments (Wells et al., 2018). In addition, all products from independent sellers are added to those of the Amazon brand itself. These range from streaming Amazon Prime Video or Amazon Music Unlimited to Alexa, Amazon Fresh or Amazon Warehouse.
With which, the company covers everything imaginable in sales and offers advantages such as the immediacy of receiving orders on the same day or in the days following the purchase of all the products it has on Amazon Prime (Venkatesan, 2017). And that ability to sell everything is also exposed in the Amazon logo , with an arrow in the shape of a smile that goes from A to Z.

Price: Amazon prices in rivalry with its competition
Amazon 's pricing policy , speaking of the P for Price , is based on offering the most competitive prices possible in the market to improve the offers of its major competitors (Venkatesan, 2017). These are not only the online stores of big brands (Amazon "has eaten" many competitors and is a preference for a large part of online shoppers), but also their direct competition in the marketplace sector: AliExpress, from the Amazon Group. Alibaba.
In addition to, as any company should do, analysing the prices of the competition, neuromarketing is part of Amazon's marketing strategies and its marketing mix in particular (Venkatesan, 2017). In this way, we all "fall" into the application of neuromarketing techniques based, for example, on promotions or "psychological prices" such as 9.99 euros or similar.

Distribution or Placement: Amazon's worldwide distribution
Third, let's discuss the P for Placement / Distribution . Amazon distribution reaches the entire world . Perhaps not literally, there are always some tribe in the Amazon and Eskimos in Siberia who do not have an Internet connection and are not even potential clients of any company (Rahe et al., 2021). But Amazon reaches any habitable zone of the more or less developed world.
There is no competitor in the retail sector that matches this marketplace available both in the web version and through its mobile app (Rahe et al., 2021). To which must be added, as we have mentioned in the Product section of Amazon's marketing mix, the speed of shipments for those who are subscribed to Amazon Prime. Get everywhere and get there fast is a good summary of Amazon's marketing strategies, really.

Promotion: Amazon promotions as a hook to buy
Finally, the last of the 4Ps of marketing is the P for Promotion . Amazon promotions , like those of any marketplace, ecommerce or physical store, are the hook for consumers to buy almost without thinking twice (Lee et al., 2018). In relation to the company's pricing policy, it is not a good strategy to have fixed prices all year round.
In this way, it should be noted that at specific times of the year, such as Black Friday and Christmas, there are Amazon promotions and large discounts on the prices of their products. Which in many cases makes it impossible to resist buying on sale (Lee et al., 2018). Gone are the days when the El Corte Inglés sales were the most famous.
In addition, there is another type of promotion, in this case the media. As all businesses that aspire to be large have to do, they need a communication department or an alliance with media agencies to spread their news of all kinds through the media (Lee et al., 2018). In the case of the company founded by Jeff Bezos, this is strictly true.
Bezos came up with and implemented his idea for a subsidiary market. The idea was that other sites could sell Amazon products and advertise the Amazon brand at the same time, while receiving a percentage of the sales of each item. The incentive was simple and obvious to other sites.
For Amazon itself, this incentive doubled. First, distribution and sale of products by other sites made Amazon's task easier, since the Internet user did not have to type the email address of its site directly. As a result, Amazon's so-called affiliate e-marketplace for a site of a certain direction provided literature of a certain direction (Lee et al., 2018). Business websites sold economic books, and children's websites sold Harry Potter books. Each of the distribution sites received a 3.5% commission without worrying about problems with the products in circulation. By the end of the nineties, Amazon had spread its influence throughout the global network. Second, Amazon's sub-market scheme allowed for arbitrary description-ads, which were given differently by different sites, eliminating Amazon's large advertising campaign costs.
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In July 2021, Jeff Bezos, the legendary founder of Amazon, stepped down as CEO. In 27 years under Bezos, the company has reached a capitalization of more than $3 trillion, and the number of marketplace users has increased to 310 million and continues to grow (Kingsnorth, 2019). In 1995, Amazon started selling books, and now you can buy almost everything there - from A to Z, as the company logo says. Incredibly, even a remote Himalayan village has Amazon delivery .
With strong products, the company controls many key markets: retail (Amazon Marketplace), cloud services (Amazon Web Services), streaming (Amazon Prime Video and Twitch acquisition in 2014), and e-book niche (Amazon Kindle) (Kingsnorth, 2019). The company does not stop and captures new markets.
Strengths
A strong brand and its appreciation 
Amazon is one of the most recognizable companies in the world. In 2020, Forbes ranked Amazon 4th in the list of the most valuable brands (after Apple, Google and Microsoft) with a valuation of $135.4 billion (Kingsnorth, 2019). And already in 2021, Kantar Group placed Amazon in 1st place in the top 100 rating - valuing the company at $254 .2 billion
Amazon has a strong reputation as a retail giant offering the lowest prices and the largest range of products, fast shipping, a convenient shopping process, and an excellent level of service. In addition, the brand is focused on creating value for all stakeholders (Kingsnorth, 2019). This is the personal position of Jeff Bezos. In an April 2020 letter to Amazon shareholders, he wrote : "Any business that doesn't create value for those it touches is short-lived."

Big names and high expertise of top managers
The COO of Amazon Studios is an ex-CPO at the Walt Disney Company who confidently manages creative teams and drives program strategy across Amazon's video production. The company's board of directors includes ex-COO Starbucks, ex-CEO and ex-chairman of MTV Networks, and ex-CEO PepsiCo (Jindal et al., 2021). Amazon catchphrase: “Work hard. Have fun. Make history." Given the overall expertise of the Board of Directors, it is only natural that Amazon defines and expands the boundaries of business in the 21st century.
Bezos' low-price strategy
Amazon is growing faster than the rest of the US e-commerce market. In 2021, the company generated $121 billion in online sales. This amount includes merchandising, advertising services, commission from deliveries and third-party sellers. And for all the time, more than 75.1 million products have been sold on the marketplace.
At the heart of all Amazon products and services is a low-cost business structure. It leads to lower prices, which (combined with a huge assortment) improves customer service (Jindal et al., 2021). Buyers satisfied with their experience return to Amazon product sites, generating traffic growth. And it attracts third-party sellers to the platform. All of these factors contribute to rapid growth.

Optimized logistics, fast delivery and Kiva robots 
Amazon has perfected its delivery network with the launch of Amazon Air (bulk carrier), Prime Now, and Amazon Logistics. The number of fulfilment and distribution centres has grown from 8 in 2006 to 185 worldwide in 2022 (Jindal et al., 2021). These hubs are critical for more than just Amazon's logistics: by adding them, the company has already cut shipping costs by more than $13 billion.
Amazon uses about 200,000 Kiva robots to search, collect and distribute orders. For example, a process that takes 60 minutes can be completed by the robot in just 15 (Hunter, 2021).

Weaknesses
Amazon's business model is easy to copy
Amazon's key competitor, Walmart, as well as Barnes & Noble, eBay, Netflix, Hulu, Oyster, annoy Amazon a lot by copying the e-commerce leader's business model (Hunter, 2021). For example, in 2020, Walmart created a Walmart Plus subscription following Amazon Prime (which also offers users free shipping), and eBay is implementing a low-price strategy. So, customers can easily choose another marketplace where prices are even lower and services are not unlike Amazon.

Low margin
Despite the advantages of Amazon's business model, the company has the lowest margins in the e-commerce segment. This is due to the high costs of advertising, promotional products and logistics (Hunter, 2021). In the second quarter of 2021, Amazon announced online sales revenue of $53.2 billion, well below the market forecast of $57 billion. The fact that the company has not made a decent profit in the last 5 years indicates room for improvement.
Increase in asset debt
Amazon is in no hurry to repay loans on its assets. The debt has already exceeded $33 billion and has propelled the company to first place behind Walmart in terms of debt. This amount cannot be called prohibitive for Amazon (Ferrell et al., 2021). But if the company continues to buy many patents for the invention of innovative products, invest in their development, and grow through fulfilment centres and distribution centres, debt can become a serious weakness. All this requires a lot of investment, and investing in new things with debt is extremely risky for any company.

Worker strikes and low team spirit
Amazon has a very rigid corporate culture. Employees are forced to work in a highly competitive environment, managers behave tactlessly with their subordinates, and negativity prevails in communication with top management (Ferrell et al., 2021). People complain that they are not encouraged for their achievements and humiliated for their failures, and that they are not provided with benefits. At the same time, there is an acute imbalance between work and personal life.
Warehouse workers often go on strike demanding health protection and higher pay for hazardous work. So, in 2019, employees at an Amazon warehouse in the US said they were fired in retaliation for protesting insufficient protection against COVID-19. In addition, there are frequent cases of racial and gender humiliation in the company (Ferrell et al., 2021). In 2021, African-American Charlotte Newman, who worked at Amazon as a manager, filed a lawsuit against the company due to the director's sexual harassment. 

Failures in new product launches
Despite the success of many services, Amazon has a number of failures. Among the failed products (Ferrell et al., 2021):
· Amazon local. A hub for local deals, similar to the Groupon service, which acts as an intermediary between local businesses and buyers. Amazon Local ceased operations in 2011.
· endless.com. Marketplace of exclusive clothes and accessories. Amazon failed to focus on the premium segment, the service ceased to exist in 2012.
· fire phone. A series of smartphones designed to compete with the iPhone and Android. Amazon wanted to sell them for 99 cents, but the strategy didn't work. The company lost $170 million and the Fire Phone series was withdrawn from sale in 2015.
· Amazon Destinations. The online hotel booking service did not bring the desired profit and was liquidated in 2015.
· Amazon Restaurants. The capture of the delivery segment from restaurants was unsuccessful, the service closed in 2019.

Threats
Loss of customer confidence due to counterfeit goods
Third party sellers sell tens of billions of fake products on Amazon. Fakes are a priority threat for the marketplace. The company is under pressure from the government, which demands responsibility for the damage caused by counterfeit goods (Chen et al., 2022). In 2020, a US court ruled that Amazon was liable for bodily injury and property damage from an explosion caused by a counterfeit battery that was purchased from the marketplace. But the main threat to Amazon is not financial loss, but the loss of trust of customers who are faced with fraud.

Walmart stubbornly breathes in the back
Amazon's key competitor, Walmart, outperforms the company in retail sales at physical locations. In addition, Walmart is making a huge effort to establish itself as an e-commerce retailer: the company's websites have launched in more than 10 countries, Walmart is capturing Amazon customers in the US, Canada, UK, China and Japan (Chen et al., 2022). In 2021, Walmart's online sales increased by 70% compared to 2020, amounting to $43 billion.

Government Regulations and Antitrust Investigations
Amazon controls 40% of the US e-commerce market. In 2024, the company's projected profit will be 108.8 billion. Amazon's unprecedented growth has not gone unnoticed by the state (Chen et al., 2022). National policies, regulations and lawsuits threaten the development of the company.
At the very beginning of the COVID-19 pandemic, the Indian government banned the sale of essential goods on Amazon - otherwise the rest of the online stores would have gone at a loss. Because of this ban, the company lost $398 million (Chaffey and Ellis-Chadwick, 2019). In November 2020, the European Commission launched an antitrust investigation against Amazon for abusing its position in European markets and using large amounts of personal data. In 2021, Amazon faced a U.S. government antitrust lawsuit for the first time over evidence of unlawful crackdown on competitors. It was government regulations that caused Cuba, Iran, North Korea, Sudan and Syria to be closed to the giant.



Massive Data Leaks
Now the key value for any business is the privacy of customers. Amazon and its companies such as Twitch store the data of more than 300 million users (Chaffey and Ellis-Chadwick, 2019)b. Leaks of such a large database turn into a scandal for Amazon and cause serious damage to its reputation. Here are the most recent situations:
· May 2021 - An open database with over 13 million fake Amazon reviews was discovered on the Elasticsearch server.
· July 2021 - The EU fined Amazon more than $852 million for violating the General Data Protection Regulation (GDPR).
· October 2021 - A hacker seized 128 GB of personal information from Twitch users, which included streamers' earnings.

Opportunities
Global Expansion
In 2022, almost two dozen countries around the world have their own Amazon marketplace, and the company provides delivery services in more than 100 countries (Sheth, 2021).  North America is the main source of income for the e-commerce giant. In 2020, the total annual income from this region reached $236.2 billion, while the international amounted to $45.3 billion ($10.3 billion more than in 2019).
In the first quarter of 2021, Amazon announced a 60% increase in net sales in the international e-commerce market over the past year. In March 2021, the company launched a marketplace in Poland, and already in October it connected access to the Amazon Prime service for Polish users (Sheth, 2021). On September 1 of the same year, Amazon Egypt launched, replacing the local e-commerce platform Souq.com.  In Asia, launches in Japan, Singapore and India were successful. Things are not so good in China: only goods from foreign sellers can be bought on the local marketplace, Prime Video and Prime Music services are limited. The company plans to actively develop in Asia, focusing on the growing economy in Vietnam, Malaysia and Indonesia. 

Capturing a larger share of the food and food delivery market
Food is the second largest category in American retail. U.S. online sales in this segment are expected to grow to $59.5 billion by 2023 (Sadq et al., 2018). The numbers could rise due to lockdowns during the pandemic, and Amazon will have a great chance to capture a niche and increase its profits through online sales of products. food and delivery. 
This is not difficult for the company, because it has already formed its own audience. In 2021, 36.36% of US consumers bought groceries from Amazon. Online sales and delivery can be done using Amazon Fresh, which is available in most US states, Berlin, Rome, Tokyo, London and Singapore (Sadq et al., 2018). In addition, Amazon owns the Whole Foods Market supermarket chain, where you can buy fresh organic products and order home delivery.

Increasing demand for IOT devices
Apple was the first company to launch the Siri virtual assistant back in 2011. Amazon caught up with Alexa in 2014 and is now working to improve the technology with the IoT segment is one of the most promising for Amazon (Ramadan et al., 2021). The company has already launched an Amazon Echo device (a speaker that performs voice commands). In addition, the Alexa assistant can already be transferred to third-party equipment.
Markets&Markets research shows that the market for intelligent virtual assistants will exceed $25 billion by 2025 (Ramadan et al., 2021). Development in the IoT field will allow Amazon to expand its product ecosystem and take a leading position among innovative companies.

Fight counterfeiting
As we said above, fake products on the Amazon marketplace are a significant threat to the company. To reduce the number of fakes to zero is one of the highest priority tasks. Already, Amazon has invested more than $700 million to protect its stores from fraud (Ramadan et al., 2021). Here is a list of initiatives and projects that Amazon has launched to combat counterfeiting:
· Amazon Brand Registry (brand registry created in 2017).
· Project Zero (launched in 2019, the project is based on ML and scans store catalogues for fakes).
· An initiative to increase the transparency of the sales process in other countries, which has already protected more than 500 million products.
· IP Accelerator (launched in 2019 to protect brands that sell their products on Amazon). 
· In 2020, Amazon created a global anti-counterfeiting division.
· The company looks at the problem of counterfeit goods on a large scale, it is ready to expand and improve its customer and brand protection system.
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At the beginning of his journey to the Olympus of global e-commerce, Jeffrey Bezos focused his marketing decisions on the brand of his offspring. In the early years of its existence, in the absence of real competition, the owner of Amazon.com sought to consolidate and increase awareness of his brand (Lincoln and Andrew, 2018). The next stage of the marketing campaign was to work on such a fundamental parameter as brand loyalty. This made it possible to turn regular visitors into regular customers who were not afraid to give their money to a still little-known store.
The Amazon site can be compared to a multi-brand mall that provides links to other sites. Amazon itself could sell medicines, but, having no experience and reputation in this area, the company's management decided to limit itself to linking to the site of a pharmaceutical company, which is also an additional reason for users to visit Amazon.com (Lincoln and Andrew, 2018).
Quality service is an image, not a reality. Of course, Amazon delivers quality goods on time, offers a convenient payment system, but the very concept of service level also implies creating a special experience for customers. Therefore, Amazon strives to maintain a good image of the company by constantly updating the site, expanding the range and trying to make the shopping experience enjoyable (Lincoln and Andrew, 2018).
The logo is of great importance for the creation of the brand, because it is an artistic expression of the main objectives of the company. When Amazon decided to change its logo in early 2000, it caused a lot of buzz (Lawrence, 2020). The old logo showed a crooked line under the name, on the new one - the line, as it were, forms a smile, and also connects the first and fourth letters of the name and carries one more meaning: you can find everything on the site - from A to Z.
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When Amazon was founded, the most important thing for Bezos was to create a brand, the second most significant factor was the quality of services. Amazon.com's virtual bookstore doesn't need shelves or stores, which means it only needs money to maintain a large warehouse (Lawrence, 2020). Thus, the company was able to make discounts of 20, 30 and 40% on each book, which turned out to be extremely tempting for buyers. This significant price reduction was made possible because the company's business model did not require a bookstore.
Today, Amazon has a whole network of customer service centres. There are four non-American centres (in the UK, Germany, France and Japan). Using the company's database, not only are orders for books from multiple publishers instantly delivered, but in addition to books, CDs and/or videocassettes can also be included if they are also included in the order (Huang et al., 2020). As the order progresses, Amazon.com employees check the items for defects (such as broken CD packaging, etc.).
Initially, distribution centres were located in a certain place for only one reason. For example, in Delaware, where the firm, as soon as it appeared, immediately located a second warehouse, there is no sales tax. Nevada was chosen to expedite deliveries to the west coast. But as the company grew, distribution centre locations began to be influenced primarily by its market activity (Huang et al., 2020). Now there are centres in Kentucky, Georgia, Kansas, North Dakota, and this is only a small part. Orders received are sent to the nearest warehouse. Rows of red lights indicate that the item has been ordered. Workers move from light bulb to light bulb, picking up items from the top shelf and pressing a button that turns the light back on. Computers determine which workers go were.
Each product then ends up in a large green basket containing many customer orders. The full baskets are then sent to a series of conveyors that run through all the warehouses. The barcode on each product is scanned 15 times, sometimes by machines, sometimes by hand. Finally, all orders are collected at some central point (Haque et al., 2020). Barcodes are mapped to order numbers. According to the barcodes, goods are packed in cardboard boxes, which are given new codes to identify orders. Gifts are wrapped by hand. It is estimated that employees pack about 30 products per hour. If they cannot meet this norm, they are transferred to another part of the centre. As a result, the boxes are packed, tied, weighed and labelled and can be sent to US Post for delivery.
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Amazon quality management processes is based on the following principles (Haque et al., 2020):
· Start with the buyer. The company's very first business plan showed a deep understanding of what customers needed from a chain store. Amazon continues to collect information about their wants and needs through websites, forums, online conferences, and more.
· Be vigilant about the various “moments of truth”. Each contact with the buyer is a turning point in the relationship with him. This statement applies to all Amazon.com employees.
· Tie logistics to the company's market strategy. For example, the decision to set up warehouses in Delaware and Nevada (near the California border) was planned in order to reduce sales taxes. The internal transport and distribution of goods is also of great importance.
· Create an image - especially for buyers. Yes, there are a wide variety of wholesalers and third-party vendors, but many go to Amazon.com to order books or other online purchases. And it is from Amazon.com that they expect to be sent an e-mail telling them what the status of the order is and how soon it will arrive. And if problems arise, they know where to turn for help.
Amazon Key is a smart door lock that can be opened with a one-time PIN. The lock allows Amazon employees to deliver packages directly to the home in the absence of the owners. At the same time, the system provides continuous monitoring using the indoor camera Cloud Cam with Alexa support (Grover, 2019). It is currently unclear exactly how the exploit works, but according to the researcher himself, he used the so-called "dropbox" - a computer with Wi-Fi connectivity that can control the lock. Dropbox may unlock the system or somehow leave the Amazon device unable to close the door again.
The Atagon patent describes a method of operating an UAV by establishing a communication interface in a mesh network with many other drones. To protect against interception, the navigation system will check the navigation data with other sources, including those received from other devices (Grover, 2019). Thus, an attacker will not be able to spoof navigation information so easily: to do this, he will have to hack the entire UAV network at once or disable communication with other drones. If the computer detects that the data from the first and second navigation systems do not match each other, then the device is instantly switched to a safe landing mode (fail-safe). Upon landing, the emergency mode is activated when the drone transmits a distress signal and its coordinates to other drones in the UAV network and to the administrator in the Atagop control centre put the order and close the door the sensor gives a signal to the lock and it will block the door until a special code is entered.
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So, today Amazon is one of the giants of the IT industry. It is a multifaceted company present in different industries. Perhaps, in the future, only the strengthening of Amazon's diversification can be observed. Bezos uses the Internet to offer a rich selection of products (there are 15 times more book titles alone than any bookstore) and provide millions of shoppers with a personalized service. Amazon's success has spawned a new attitude towards retail; By making the firm one of the best chain stores on the Internet, Bezos has changed the way people perceive e-commerce. For those dreaming of starting their own business, one expert of Amazon.com has this advice: "Amazon.com is an example of how a new company can redefine the values of the entire industry. “In conclusion, it is a global company that, as a marketplace, sells all kinds of products, not only its own (very technological like Echo or Amazon Prime Video), but also from many independent sellers. Of course, in the end all under the umbrella of Amazon. Their products are of all kinds, they arrive anywhere and there is no lack of promotions and discounts, as well as the speed of services such as Prime. With brand ambassadors included, people of recognized prestige in each country, very viral with his quick morning news and who broadcasts the premieres of Amazon Prime. Amazon's marketing strategy, as we have seen, touches different sticks of both offline marketing and online marketing, with campaigns not only digital, but also in media such as television. All this with the aim of forging the best possible image and extending its business possibilities as much as possible.
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