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[bookmark: _Toc39893856]1. Introduction
The underlying report is based on two different parts that are linked with each other. The first part will be related to conducting a detailed environmental analysis of the chosen organization which will be followed by the development of a detailed marketing plan on the basis of the elements that will be highlighted in the first part related to environmental evaluation of the organization. The organization that has been chosen for the purpose of analysis is Amazon. The analysis throughout the report will be made on the basis of the elements that have been highlighted within different strategic management frameworks directed towards analysing the internal as well as external environment of Amazon along with monitoring the marketing plan that will be proposed.
[bookmark: _Toc39893857]2. Overview of Organization
Amazon is an IT based organization that focuses on e-commerce or sales of variety of products through its online channels. It is widely considered as one of the biggest online retailers of the world. The key principles of Amazon include obsession with the customers rather than focusing on the competitors along with developing passion for invention and displaying commitment towards operational excellence and long-term thinking (Amazon, 2020). 
[bookmark: _Toc39893858]3. Environmental Analysis
The analysis regarding the environment of Amazon is based on two aspects such as internal as well as external environment the details of which are provided below which is categorized into primary and secondary activities. 
[bookmark: _Toc39893859]3.1 Internal Environment
Internal environment of a corporation refers to the kind of environment which exists within its boundaries and therefore the elements within it are generally considered as controllable for the organization (Zinovieva, Kuznetsova, Dorfman, Limarev and Limareva, 2016).
[bookmark: _Toc39893860]3.1.1 Value Chain Analysis
The tool that has been applied in order to analyse the internal environment of Amazon is value chain analysis
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Figure 1: Value Chain Analysis
(Source: Misra and Hiremath, 2010).
Primary Activities
i) Inbound Logistics
The inbound logistic operations of Amazon are based on vertical integration of the suppliers along with the development of decentralized fulfilment centres with the objective of maintaining quality control practices (Zhu and Liu, 2018). 
ii) Operations
Amazon performs variety of operations such as packaging of products along with the creation of device and content for the purpose of providing solutions to the customers (Ramaswamy and Ozcan, 2019).
iii) Outbound Logistics
There are different issues and the activities that are related to the process of outbound logistics of Amazon which includes fulfilment and handling of orders along with dispatching to the appropriate destinations. The challenge for the organizations in this respect is significant because of the fact that it operates at a large scale (Klumpp and Heragu, 2019).
IV) Marketing & Sales
There are different activities that can be considered as part of the marketing & sales activities of Amazon such as the development of customer centric approach along with offering promotions and after sales services to the buyers of different segments. The other challenge that Amazon faces is regarding tracking of customer orders (Smith and Linden, 2017).
v) Services
The element of service regarding the operations of Amazon is largely dependent upon the use of its web services to reach out towards the large group of customers. The use of AWS is important for Amazon in terms of improving the flexibility, reliability and scalability of its operations (Amazon, 2020).
Secondary/Support Activities
I) Procurement
The functions related to procurement of Amazon are being performed with the help of vertically integrated suppliers
II) Technology Development
Amazon over the years has been actively involved in the development of its IT or technological infrastructure in the form of customer database along with providing personalized services to the current as well as potential buyers of the organization. In addition to that, developments of automated warehouses along with the use of augmented reality are some of the IT related services that are employed by Amazon. Nevertheless, maintaining the security and transparency of operation is something that needs to be improved at Amazon (Amazon, 2020). 
III) Human Resource Management
The HR functions and the policies of Amazon are related to hiring the kind of employees that have the skills and the capabilities to work on IT related services in order to offer unique solutions to the customers (Amazon, 2020). 
IV) Firm Infrastructure
Amazon has a large infrastructure along with the availability of resources through which it can not only perform its operations efficiently in the short run but it also has the capability to expand the scope of its operations through the strength of its internal resources and infrastructure (Sethi, 2019). 
[bookmark: _Toc39893861]3.1.2 McKinsey’s 7S Framework
The application of the 7S framework presented by McKinsey on the strategy of Amazon is illustrated below
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Figure 2: McKinsey’s 7S Framework
(Source: Pinterest, 2020)
Strategy
Amazon is generally involved in the application of cost leadership strategy which has been important for the organization in terms of achieving sustainable competitive advantage. Amazon has been able to sustain the cost effectiveness of its operations because of economies of scale, innovation of different processes of business along with achieving diversification of operations (Hitt, Ireland and Hoskisson, 2016). 
Structure
Amazon generally adopts hierarchical structure mainly because of its large size which makes it difficult for the organization to bring about significant degree of flexibility within its operations (Rodger, 2011).
Systems
Some of the key systems that are being performed within Amazon include recruitment and selection of employees along with performing different business transactions and customer relationship management services. In addition to that, the organization is also involved in the development and the maintenance of its knowledge management system. The combination of all these systems is important with the objective of improving the efficiency and competitive advantage for Amazon (Bejou and Gopalkrishnan, 2014). 
Skills 
Some of the skills that Amazon looks for within its employees include the ability to interact closely with the customers along with the skills to use the internal system of Amazon such as its online platform in an efficient manner for the purpose of responding to the queries and the issues of the customers in an appropriate manner (Amazon, 2020). 
Staff
The staffing strategy of Amazon is based on hiring those employees that can work in accordance with the overall strategic objectives of the organization. Besides, the staffing or the hiring practices of Amazon are related to providing equal opportunities to individuals that belong to diversified cultural background (Calabrese and Rollins, 2016).
Style
The leadership style of Amazon is based on the adoption of pragmatic or realistic approach in accordance to which leaders maintain high standards of performance and expect the employees to meet those standards consistently (Brandt, 2011).
[bookmark: _Toc39893862]3.2. External Environment
External environment is that environment which exists outside of the workplace environment upon which organization has very little control. Therefore, it is important for organizations to ensure that they keep a close eye on their external environment in order to make necessary adjustments within their strategies (Gupta, 2013). 
[bookmark: _Toc39893863]3.2.1 PESTLE Analysis
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Figure 3: Pestle Framework
(Source: IBIS World, 2018)
Political
Political factor affecting Amazon is related to the political stability of the developing economies as they provide a substantial scope for the growth and the development of the operations of the organization (Vasquez, 2014). Besides, the support of the government along with the efforts of government towards improving cyber are all political factors that are expected to have a positive influence on the performance of Amazon in the e-commerce industry (Smith, Smith and Smith, 2011).
Economical
The economic growth and the rise of developing economies such as China and India can be considered as some of the positive economic factors that influence the operations of large organizations in the e-commerce sector (Deshmukh,  Deshmukh and Thampi, 2013) ;Gong,  Stump and Maddox, 2013).  However, the uncertainty of some of the developed economies because of issues such as Brexit and trade wars highlight some of the major challenges that Amazon faces in terms of the current situation of the economic environment.
Social
The key social trend that can be exploited by Amazon in the future is related to significant increase in the tendency of the youngsters in the developing countries to purchase from online retail stores. According to Weijters, Goedertier and Verstreken (2014), the element of convenience plays a massive role in terms of encouraging youngsters in the developing countries to make significant purchases from different online stores. In addition to that, the availability of variety of products on these stores is also a key aspect that can be used to attract younger generation of customers towards online shopping. Example of Indian Teenagers can be provided in this respect in terms of encouraging impulsive buying behaviour. 
Technology
Technological advancements can be used by e-commerce companies such as Amazon to improve the overall quality of service that is being provided to the customers. Examples of the technological advancements that can be used by online retailers include co-browsing along with chatbots. Purpose of using these technologies is to improve the quality of services provided to the customers (Batish, 2018). 
Environmental
Increase in the level of interest within the environmental programs along with the increasing degree of interests within the sustainability issues and challenges for the modern day corporations have created pressure on the e-commerce companies to initiate their sustainability programs (Kumar, Eidem and Perdomo, 2012).
Legal
There are different legal issues that are faced by Amazon with regards to its operational activities such as infringements of intellectual property along with along with the need to adjust sales tax and avoid the issue of counterfeit products (Emerson, 2019). 
[bookmark: _Toc39893864]3.2.2 Porter Five Forces 
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Figure 4: Porter Five Forces Framework
(Source: Wanzi, 2018)
Threat of New Entrants
Although the threat posed by the new entrants in the case of e-commerce industry is relatively; yet, this particular threat is lower in the context of Amazon because of the strength of its overall brand in the industry along with the customer base and the strong market share that it has (Kristensen, Penner, Nguyen, Moy and Lam, 2017).
Bargaining Power of Buyers
Buyers have a high degree of power as far as Amazon is concerned because of the variety of options that are available for them along with the low switching cost that they incur. Therefore, Amazon faces a difficult task in terms of constantly maintaining its market share in a highly competitive market (Kristensen, Penner, Nguyen,Moy and Lam, 2017).
Bargaining Power of Suppliers 
Suppliers have a moderate bargaining power in relation to the operations of Amazon because the organization generally depends upon limited number of suppliers for obtaining the necessary hardware components. However, the situation of forward integration at Amazon has reduced the bargaining power of the buyers to some extent (Kristensen, Penner, Nguyen, Moy and Lam, 2017).  
Threat of Substitutes
Substitutes have a strong force in the e-commerce retail industry resulting in creating pressure on Amazon to bring about constant improvements within its offerings and the overall position in the industry (Kristensen, Penner, Nguyen, Moy and Lam, 2017).
Intensity of Competitive Rivalry
Amazon faces significant competition both from the direct as well as the indirect competitors. Some of the direct competitors of Amazon are Microsoft, Alibaba, Oracle along with Google and IBM (Shen, Yang and Keskin, 2012). On the other hand, there are some indirect competitors of Amazon as well that are basically the physical retail stores such as Wal-Mart (Nassauer, 2016).
[bookmark: _Toc39893865]4. Marketing Plan
Marketing plan refers to the course of action that an organization intends to implement for the purpose of acquiring future sales and market share. Therefore, the effective formulation of marketing plan has a strategic significance for the firms (Morgan, Whitler, Feng and Chari, 2019). The marketing plan for Amazon has been developed for the purpose of improving the ability of the organization to respond effectively towards the trends in the industry. For the purpose of identifying the areas that can be chosen for Amazon for future business opportunities; SWOT analysis of the organization has been conducted on the basis of the information that has been derived in relation to the findings of the internal and external environment that have been presented in the above section.
[bookmark: _Toc39893866]4.1 Strengths
1. Strong brand name
1. Efficient utilization of technology
1. Strength of Infrastructure
1. Customer Base
1. Variety of Products
Weaknesses
1. Lack of stability of operations in the developing economies
Opportunities
1. Use of technology such as chatbots and co-browsing to reach out towards the customers
1. Targeting teenagers in the developing economies
Threats
1. Significant increase in competition
1. Environmental and Legal Issues
[bookmark: _Toc39893867]4.2 Strategic Options related to marketing and digital objectives
The analysis regarding strategic options that have been identified for Amazon has been made in the light of the elements highlighted in the Ansoff matrix. According to Khajezadeh, Niasar, Asli, Davari, Godarzi and Asgari (2019), Ansoff matrix is a kind of strategic framework which provides illustration of the different kinds of strategies that can be adopted by the organizations with the view of maintaining market share and competitive advantage in the long run. In the view of Odhiambo and Njuguna (2019), there are different strategic options that have been demonstrated through Ansoff matrix such as market and product development along with diversification and penetration. The choice of the strategy however, is dependent upon the kind of corporate strategies and the overall objectives of the organization in the short as well as in the long run
The strategic option that has been chosen for Amazon is market development. Therefore, in the view of Bocken, Fil and Prabhu (2016), market development is a kind of strategy where organizations are looking to expand their market share by targeting a new group of customers through existing product lines. The variety of the products that are intended to be sold in the case of market development is expected to be same as before but the group of customers that are considered as target market is changed. The benefit that can be obtained through market development strategy is that it leads towards increase in market share and overall customer case resulting in securing long-term revenue and profitability. 
The justification behind the choice of market development strategy for Amazon is that it will result in providing opportunity for the organization to target customers in the developing economies and maximize the growth potential that exist within these countries. Although the choice that has been made is related to market development; yet, there are certain products that can be developed by Amazon keeping into consideration the overall needs and the requirements of the market in which it intends to target. 
[bookmark: _Toc39893868]4.3 Segmentation, Targeting and Positioning (STP) 
Application of STP framework can be considered as one of the most fundamental elements of a marketing plan the purpose of which is to identify the type of customers that will be targeted along with the positioning strategy that will be used to reach out towards the customers (Wang, Qinghu, Tang, Xia and Zhengdong, 2017).  The elements related to STP of Amazon regarding market development are presented below
Segmentation
There are different categories of segmentation that will be considered for the proposed marketing plan. The first is related to demographics of the customers which will include youngsters belonging to the age group of 18 to 24 that are living in India and China. The purpose behind the choice of these age groups of customers is that it was analyzed in the findings of the Pestle analysis that teenagers and the youngsters residing in the developing countries are expected to generate substantial demand for the e-commerce companies. Since China and India are largely viewed as two of the biggest emerging economies of the world; therefore, they have been chosen as the countries where Amazon can expand its operations successfully in the near future and therefore are part of the geographic segmentation of the product development approach that has been suggested for Amazon. 
The other category of segmentation is behavioural segmentation through which Amazon will be targeting those customers that can stay committed and loyal for a long period of time. Therefore, the development of proper understanding regarding the behaviour of the target audience would be instrumental for Amazon. As far as psychographic segmentation goes, the focus should be on those youngsters that are take pride in purchasing from online stores. 
Targeting
As mentioned above, the primary target market of Amazon for this particular marketing plan includes teenagers or the youngsters that are between the age groups of 18 to 24. Therefore, the plan of expansion that has been suggested will be primarily directed towards the younger generation of the Indian and the Chinese e-commerce markets considering their current growth and positive signs of future growth 
Positioning
The purpose of positioning strategy would be to create a unique and desirable image of Amazon amongst the target audience which is important considering the overall nature of competition that exists within the e-commerce industry. The strategy of convenience that has been proposed is therefore to create an image of an organization that has the ability to provide great deal of convenience to the customers along with the use of variety of products for obtaining long-term competitive advantage. 
[bookmark: _Toc39893869]4.4 SMART Objectives
In order to develop further clarity regarding the objectives of the proposed marketing plan, the criteria of SMART objectives has been used the illustration of which is provided below
1. To stabilize operations in emerging countries such as in China and India with the objective of tapping the potential of the market of younger generation that is involved in online retail purchases
1. To increase the global market share of the organization through this expansion by 10% in the coming 3 to 4 years
1. To establish an army of customers of younger generation in the developing economies that can establish long-term association with Amazon 
1. To improve overall brand value and recognition of Amazon
[bookmark: _Toc39893870]4.5 Marketing Mix
Marketing mix is a basic requirement for the application of a marketing plan which provides illustration of the kind of offerings that are provided by an organization to its customers (Blut, Teller and Floh, 2018). The marketing mix that has been suggested for Amazon for the application of the proposed marketing plan is presented below
Product
There are varieties of products that are expected to be on offer on the websites of Amazon for the teenagers and the younger group of customers in countries such as China and India. Some of these products include video games along with books on various subjects with the purpose of encouraging the readers to enhance their understanding about the world. In addition to that, unique quality of sportswear and watches would also be offered to the target market in these countries. The uniqueness of the product offerings will also include offering free subscriptions to different students towards the online store of Amazon so that further value can be generated for the youngsters. The major purpose that is intended to be achieved through specifically targeting the younger generation is that they are specifically concerned with the element of convenience that is being offered to them through making purchases from online stores rather than getting into consideration too much about the cultural elements and perspectives. According to Zhang, Liang and Wang (2016), the major purpose of different product offerings to the customers is to create substantial value for them.
Price
The pricing strategy that has been suggested for the proposed marketing plan is the low cost strategy. Since the youngsters are not expected to possess significant degree of financial resources; therefore, the prices will be kept at a lower range to facilitate the target audience to make substantial purchases. In addition to that, discounts will be offered to encourage bulk purchases.
Place
The strategy related to place will be the website of Amazon or its online platform through which all the services will be offered. 
Promotion
Since the marketing plan is based on using digital techniques; therefore, it is appropriate that the elements of technology are utilized for the purpose of carrying out promotional activities with the purpose of increasing the degree of engagement with the potential customers. Apart from the use of social media websites for the purpose of carrying out promotional activities, the other element of technology that will be used is chatbots. The chatbots will be used to store information about the purchasing or the buying habits of the customers over the years so that efficient and reliable service quality can be presented along with making timely availability of the products that are desired by the customers. In the view of Moriuchi, Landers, Colton and Hair, (2020), chatbots can be used by e-commerce organizations for the purpose of keeping track of the customer needs and wants. 
Apart from that, Amazon also intends to use of co browsing facilities with the purpose of improving the quality of service that is provided to the customers. The tactic related to co browsing would be utilized to educate the youngsters about the products that they should purchase and the ways in which they can maximize benefits from the use of these products. According to Nishimura, Tanahashi, Suganuma, Miyama and Ohzeki (2019), e-commerce organizations are required to use co-browsing facilities with the objective of improving the quality of service that should be provided to the current as well as the potential buyers. 
[bookmark: _Toc39893871]4.6 SAF Framework
To analyze the effectiveness of the plan that has been developed for Amazon, SAF framework has been used which refers to suitability, acceptability and feasibility. According to Lavoie, Clarke, Clausen, Purden, Emed, Mailhot and Frunchak (2018), suitability of a plan refers to the ability of a plan or a proposal to address major issues related to strategic position of an organization. On the other hand, acceptability refers to the expected performance outcome; whereas, feasibility refers to analyzing the ability of an organization to implement a particular strategic option. 
Regarding the element of suitability, it would be fair to say that the proposed marketing plan of Amazon would be helpful in terms of enhancing its strategic significance and would result in it being able to explore Chinese and the Indian markets with the view of securing long-term profitability. Regarding acceptability, it can be stated that the expected outcomes of the proposed plan is expected to be successful considering that the proposed marketing plan has been important in terms of covering different aspects that can be useful for Amazon with regards to increasing its market shares. 
As far as financial feasibility is concerned, a general overview of the internal capabilities of Amazon depict that it has all the required resources and capabilities to execute the intended marketing strategy or plan in an efficient manner. 
[bookmark: _Toc39893872]4.7 Monitoring of marketing plan along with implementation challenges
The process related to monitoring of this plan will be carried out in the light of the SMART objectives that have been developed in one of the earlier sections of the report. However, there are certain challenges that can arise during the implementation of the proposed marketing plan such as lack of availability of qualified individuals to execute the marketing plans along with the possibility of target audience not being able to understand the kind of offerings that would be offered by Amazon. Therefore, it would be important for the marketers of the organization to execute the marketing strategies in a manner which would be able to capture the attention of the youngsters in large numbers. 
[bookmark: _Toc39893873]5. Conclusion
The conclusion that can be obtained through the analysis in this report is that although Amazon enjoys a strong position in the e-commerce industry; yet, it is important that it addresses issues related to lack of its strong presence in the developing economies such as in China and India. Therefore, the marketing plan that has been proposed for the organization is concerned with targeting the large number of youngsters in these countries to achieve objectives that have been identified in relation to the application of the identified marketing plan. 
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