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[bookmark: _Toc70366929]Introduction
Since Neil Borden first used the word "marketing mix" in a speech to the American Association Of advertising agencies in 1953, and since Jerome McCarthy (1964) described the 4 Ps marketing mix as a mixture of all the variables that managers can use to meet market needs, the business climate has undergone several changes. Understanding the sources of the conventional marketing mix is key to comprehending the differentiation suggested in this paper between "conservatives" and "revisionists." (McCharty, 1964).
Marketing is the most important element in any company's growth since it is the primary conduit between any organization and its clients. Marketing has several tactics, but all of them have the same goal: to support the organization's goods or services by increasing customer loyalty purchasers. Marketing remains the most effective marketing technique of our current world evolved through time from a single element to a set of elements (Bruner, 1988).
The purpose of this paper is to examine marketing mix elements and their effects on improving the efficacy of product advertising, as well as their role in reducing issues within the enterprise. The primary goals of this paper are to address the theoretical component of the marketing mix, the whole marketing process, and to include Amazon situational analysis supported by SWOT, Porter's five forces and PEST analyses. It will be provided conclusion of the end of this work.
[bookmark: _Toc70366930]Amazon background
Amazon is one of the most well-known online retailers. The company has evolved from strength to strength over the past decade, relatively unaffected by external shocks such as the dot-com crisis and the current recession. This report looks at the company's e-business strategies, as well as its emarketing, web design, business-to-business, and customer support programs. Amazon is the world's largest online retailer. Amazon is the largest online retailer in the world. It was founded in 1995 by Jeff Bezos as an online book company, and it has since expanded into a distributor of a wide range of consumer goods, including books, clothes, and electronics (Amazon, 2021).

[bookmark: _Toc70366931]Mission stages of the company
Amazon maintains an extensive network of third-party delivery providers. Since shipping speed is a critical aspect affecting consumer service, Amazon strives to be as effective as possible. The Amazon Mission Statement is influenced by four major principles: Obsession with the customer (not competitor focus). Excellence of operations. Invention is a passion for me. Long-term planning. Amazon's vision plan portrays a future of global dominance in the online retail market. The statement of purpose of Amazon stresses fast and high-quality shipping. The implementation of these major information enables the e-commerce sector to improve farther into order to sustain long-term success in the global economy (Amazon, 2021).
[bookmark: _Toc70366932]Marketing mix
[bookmark: _Toc70366933]Definition
Product, price, location, and promotion are referred to as the 4Ps, which are the pillars of the marketing mix principle. According to Borden (1964), the four Ps are critical factors that marketers must consider when developing a marketing strategy. A commodity is something that can be added to the market and can serve a desire or need (Borden, 1964) 

[image: ]
[bookmark: _Toc70366934]Importance and and role of marketing mix
The marketing mix is quite essential to the marketing company. The market segmentation has an impact on the shareholder's deciding to purchase or not. There 


are certainly many factors that affect the user's decision to buy anything, and they are all element of the marketing mix. 7p is a key element of the marketing mix. These components are really effective for marketers to carry out a marketing plan. The 7ps stands for the product, price. The 7ps stands for product, price, location, promotion, people, process, physical evidence (Bruner, 1988).
Fig.2 Marketing Mix 7 Ps
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Source: E. Jerome McCarthy in 1960, Booms & Bitner 1981
[bookmark: _Toc70366935]Marketing mix element
The marketing mix refers to the product, distribution, advertisement, and pricing strategies used to generate and carry out transactions and reach target markets. The term "marketing mix" applies to the intertwined activities and technologies used to meet consumer needs while still meeting the company's marketing goals as a whole (Borden, 1964). There are addition tree Ps to the marketing process – promotion, process and physical evidence. All of them it will be analyzed below (Booms & Bitner, 1981).
[bookmark: _Toc70366936]Product
A product is defined as a specific product or service for which the consumer is willing to pay. It authorized person of the observable products that customers buy, such as furniture, clothing, and food, as well as intangible elements such as services (Culliton, 1948).
Amazon is a global ecommerce company that allows its customers to search and order items by connecting to the internet via multiple devices such as phones and tablets. Amazon has amassed a massive merchandise catalog that sells nearly everything. Amazon mostly uses web-based advertisements, but they still use billboard and smaller billboard advertising. However, Amazon's brand reputation allows it to have a far and wide footprint, and the company's bottom line is sufficient to encourage huge R&D efforts to protect the website.
[bookmark: _Toc70366937]Price
Price is amongst the most valuable marketing mix goods, and many scientists consider it amongst the most important industry elements, rising both earnings and market share. Price, on the other hand, is one of, though not the, most important influences in a competitive world, affecting the corporation's revenue and productivity metrics, but it is still one of the most flexible elements of marketing mix. However, it is also one of the most adaptable aspects of the marketing mix, capable of quickly responding to external changes (Jobber, 2001). Price influences brand choices in two ways: looking for the lowest price for economical reasons and the best price for brand quality. As a result, price is regarded as the only component of the marketing mix that drives revenue, as well as the most important element in customer satisfaction and loyalty. Price has two impacts on brand decisions. (Macdonald & Sharp, 1996). 
Amazon's sales are competitive, and it has few options for keeping ahead of its industry competitors. As more people in India gain access to broadband connectivity and go online, the market for companies like Amazon will heat up. Because of its brand name, Amazon's quiet foray into India has seen some development so far.
[bookmark: _Toc70366938]Place
Another critical component of marketing is a location, also known as delivery, which is described as the mechanism and methods by which goods or services meet consumers. Placement in the marketing mix is important. It all boils down to how the consumer purchases the items. Companies must decide the best location and time to trade and market their products for them to be successful (Culliton, 1948). As a result, location is critical since it determines the product's scope. There are some aspects to remember when designing tactics. The first concern is locating the right delivery channel. The second consideration is making large enough premises for the clients. Finally, you should be aware of whether the response is swift and at a fair cost.
Many of the countries where Amazon has an online presence have customer support centers. Amazon workers are polite and laid-back. Amazon's market name allows it to have a widespread presence.
[bookmark: _Toc70366939]People
Getting the best personnel and people on board is vital for every service provider. Hiring and educating the best employees is critical for gaining a strategic edge for the organization. Since customers form opinions about the service based on the behavior of the employees. As a result, staff must have organizational experience as well as understanding of customer service (Culliton, 1948).
[bookmark: _Toc70366940]Promotion 
Communication is at the heart of promotion. It is important to notify the selected target audiences in a timely manner. It can be done by ads such as TV, radio, and newspapers, public relations such as Nokia Spotlight, and personal sale. These have an effect on raising product awareness. Visual, product presentations and demos - is a fresh distribution of products in the shop, where shoppers not only learn but also try the goods; games and sweepstakes, vouchers - which helps to draw consumers by optimistic emotions), and discounts and rebates (Constantinides, 2006) .
Although Amazon has broadcast television advertisements, most of them are aimed at the American market. In India, Amazon seems to rely on the most effective form of marketing available – word of mouth. However, much more is needed in the promotion department from Amazon in India, as Amazon's traffic is rapidly being absorbed by Flipkart.
[bookmark: _Toc70366941]Process
A method may be described as a mechanism that assists a corporation in supplying a service. The word method refers to the processes, systems, and movement of operations used to provide the service. The marketer must carefully design the service delivery process, as well as what quality controls should be built in to ensure that consumers know what to expect and time, they use the service product (Zeithaml & Bitner, 1996). 
[bookmark: _Toc70366942]Physical evidence
A service member's treatment of a client is an example of physical verification. Or the amount of time the consumer must wait. Physical evidence helps the customer to shape new views regarding the company. Physical data is a significant factor in service mix and users shape expectations based on their contact with the service and influences the organization's service perception strategy (Zeithaml & Bitner, 1996).
[bookmark: _Toc70366943]Amazon analyses
Porter’s 5 Forces
The Porter's Five Powers analysis is represented in Fig. 3. below. The spread of the Internet and associated technologies minimised entry barriers, allowing Amazon to join the market in 1995. At the time, publishers printed novels, which were then sent to bookstores. Clients used to go to the supermarket to get their books. Amazon recognized that, rise of the Internet, it could provide a market to shoppers across the world thus removing any need for suppliers. As a result of this approach, it was able to establish a profitable company.
Fig. 3 Porter’s five forces
[image: ]Source: Michael E Porte,1979
Amazon wanted to retain its grip on consumers while simultaneously fending off challenges from rivals in order to preserve its market domination. Amazon relies ever more on automation to maintain its stranglehold on the supply chain. It invented e-books for its patented Kindle technology, which contained both hardware and software  (Amazon, 2021). This capitalised on its massive book collection, and it also took full advantage of advancements in hardware technology, which encouraged screen reading, and also some advancements in new technologies, which enabled its consumers to select and distribute e-books wirelessly over the Internet. According to Kehoe and Boughton (2001), it is critical for the supply to be able to access information about growth and inflation capability, and complete vertical integration is an excellent way to accomplish this (Kehoe & Boughton, 2001).
According to Porter ( 2001), The Internet is nothing more than a weapon, but a powerful one that can support or harm a company's strategic positioning. To effectively exploit the Internet, a company must incorporate it into its overall strategy and operations (Porter, 2001). Company was able to accomplish this through the use of newer devices,  technological and other technical tools, and products. The  organization has effectively used digital technologies to complement its current mode of operation while maintaining a competitive advantage. Its Kindle product is particularly strategic – with Kindle, Amazon will be able to sell eBooks directly from authors to customers, bypassing the publishers in the process. Writers will sell their works to Amazon, which will form a new division. Writers can sell their publications to Amazon, that will package and distribute them as eBooks to customers. Abebanjo (2008) emphasises the importance of keeping leverage over the supply chain in order to dominate the industry, and this is precisely where Amazon is headed – absolute control of the supply chain (Adebanjo, 2008).
SWOT
The firm’s strengths are its online distribution format, diverse product and service offerings, and regional scope. The Internet is critical to the business's ability to reach a broad geographical footprint. Unlike conventional businesses such as Wal-Mart, which would create a physical storefront, factory, and shipping operation, Amazon merely requires a warehouse and a website to serve customers in a country. This provides flexibility for the firm to enter new markets. However, it must contend with heavy competition from other online retailers. It is therefore impossible for it to sustain its free shipping packages in this situation (Chaffey, et al., 2009).
Table 1. Amazon’s SWOT
	STRENGHTS
	WEAKNESSES

	The most popular online retail format

A diverse range of products and services are available.

Geographical position in critical markets

Strong financial results
	Offers for free delivery

Credit Rating: Moderate

	OPORTUNITIES
	THREAT

	Boost in online shopping purchases

Acquisitions allow a company to grow.

Collaboration with Google
	The rivalry is fierce.

Consumer interest is dwindling.

Fluctuations of foreign currency



As shown in Table 1. The primary opportunity for the company is to increase its business by acquisition. It has made several purchases, ranging from the online shoe retailer Endless.com to the DVD rental firm iLOVEFILM, among others. It has also formed strategic partnerships with Toys R Us to form the Babies R Us brand name, with the Virgin Entertainment Group for Virgin Megastores, and with the Borders Groups to provide the Amazon Prime service. ecommerce platform, etc. (Fuchs, 2009).
PEST 
PEST research is a survey of Amazon's external macro-environment. It is a valuable guide for understanding Amazon's political, economic, socio-cultural, and technical climate. It can be used to determine business growth or decline, as well as a company's position, ability, and path.
Political factors
 Government policies such as job rules, environmental legislation, and tax reform are examples of this. Trade controls and global prosperity are two other political considerations. The key laws that regulate e-commerce in the United Kingdom. Needless to add, companies engaged in e-commerce must adhere to the laws that regulate conventional physical world purchases, such as the Sale of Goods Act 1979 etc. Furthermore, they must ensure that they follow a slew of rules that control the entire online trading procedure. Amazon set of regulations that govern electronic commerce. Overall, Amazon has met equally with all of these laws, which seem to protect online shoppers and companies.
Economic factors
 Also have an effect on Amazon's cost of capital and buying power. Although the market is seeing slow growth as a result of the crisis, Amazon's online revenues have remained steady thanks to its cost-effective business model, which results in the lowest pricing for customers.
Social factors
Overall, the penetration of the internet in the UK has expanded, as have online sales. Online retailers such as eBay have boosted online purchases, turning more consumers into online buyers.
Technological factors
Although the barriers to entry in this industry are low due to the convenience of an online business, Amazon has a major edge over new companies due to its solid customer loyalty and consumer name, which is followed by safe payment gateways (Pires, et al., 2006).
Centered on three operational tactics, Amazon has been able to achieve a successful competitive edge. Amazon pursues low-cost leadership by differentiating itself solely based on costs. The target approach extends one of the other two techniques to a specific consumer segment. Amazon insists on exceptional customer experience as a specialty, not the whole industry (Byers, 2006 ).
[bookmark: _Toc70366944]Conclusion
Having reviewed marketing mix theory and practice it can be concluded that marketing mix - a series of activities and choices aimed at fulfilling the company's priorities and satisfying the needs of its clients. In today's world, the organization works in an ever-changing climate. It is critical to provide offerings that satisfy the needs of customers to successfully build and sustain a sustainable enterprise. As a result, marketing experts who are constantly watching the environment and its advancements will be able to respond and adjust appropriately.
Amazon has established itself as a household name in both the book and music industries. It is well ahead of its smaller rivals. The route ahead can be difficult and unpleasant for smaller businesses to navigate. Amazon has rapidly grown and became very lucrative because of providing the finest services. Regardless of the dangers posed by its rivals, the company's ability cannot be questioned. Regardless of competition from smaller companies, it will certainly hold its position afloat and remain a dominant dominant. It has consumer experience and the longevity of its longevity.
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Figure 1: "4P" marketing mix clements (Gronholm (2012))




image2.jpg
e

MARKETING
MIX





