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[bookmark: _vx369lejkpjf]Section 1
[bookmark: _m19g8eoqxffy]1. Organisational Context and Overview (Amazon – E-commerce Industry)
[bookmark: _nj291egfue83]1.1 Company Overview and Historical Perspective
Amazon was established in 1994 by Jeff Bezos as an online bookstore and has grown to be the most popular online retail platform in the world. The current changes are an indication of a digital business where companies use connection, information and scalable methods to conduct business across the world (Ogola, 2021). Through time, Amazon grew beyond books to become an everything store, with millions of products in various categories. Such growth was facilitated by a constant stream of innovative solutions, such as the introduction of third-party marketplaces, fulfilment networks and subscription-based services (Amazon, 2024).
[image: ]
Fig: Amazon company revenue in 2024
(Source: Voronoi, 2026)
In 2024, Amazon managed to make total sales amounting to $638 billion, up from $575 billion recorded in 2023, translating into a 11% increase year over year. The North America business unit was responsible for the generation of $387 billion in sales, which underscores the success of its key e-commerce activities. Additionally, Amazon made an operating income of $68.6 billion, up from $36.9 billion the previous year (Amazon, 2024).
[bookmark: _7re27qbpc13t]
[bookmark: _coim114xvab][image: ]
Fig: Mission and vision of the Amazon company
(Source: BusinessModelAnalyst, 2025)
[bookmark: _o3uvn6x004uj]1.2 Mission, Vision, and Business Model
Amazon's goal statement is to become "Earth's most customer-centric company," indicating that the company places great importance on providing value to its customers. Amazon's vision revolves around offering a wide array of products at reasonable prices while ensuring prompt and efficient delivery (Svatosova, 2020). This concept is supported by Amazon's organisational culture, characterised by a spirit of continual improvement and innovation. The "Why culture" allows questioning of current practices to improve existing solutions and customer experience. Amazon has a unique business model in the e-commerce space since it uses both first-party and third-party services (Amazon, 2024). These include the use of services like FBA and Amazon Prime that allow the company to operate logistics, subscription services, and digital platforms simultaneously. Such business models generate high network effects as additional sellers attract more customers (Amazon, 2024).
[bookmark: _tlkj9ywqtg2l]1.3 Industry Context, Competitors, and Market Position
Amazon competes within the fast-growing e-commerce industry that has experienced an average annual growth rate (CAGR) of around 10-12% during the last ten years because of the digitalisation process, m-commerce, and new customer behaviour (Amazon, 2024). This is a highly competitive industry with low switching costs and a high level of customers' expectations in terms of price, convenience, and quick delivery. From the standpoint of strategic management theory, companies must constantly innovate when they operate in a rivalry-prone environment and deal with powerful customers (Amazon, 2024). Besides, the AWS segment increased its revenue by 19%, which positively contributed to the e-commerce business of Amazon. Among its main competitors are Walmart, with its omnichannel strategy and Alibaba Group, dominating the Asian market with a platform ecosystem approach. Nevertheless, the leading position on the global market is kept by Amazon because of its size, well-developed logistical system, and technology (Varma and Ray, 2023). Moreover, the company succeeded in combining cost leadership (competitive pricing), differentiation (quick delivery, wide selection, and customer experience) strategies and therefore has remained the dominant player in the global e-commerce industry (Wu and Gereffi, 2018).
[bookmark: _2g9hn77axafx]2.0 External and Internal Environment Analysis 
To achieve and maintain competitive advantage in business environments that are dynamic and highly competitive, organisations must analyse both the external and internal environments. External analysis helps firms to recognise opportunities and threats posed by macro-environmental factors, whereas internal analysis is aimed at analysing the resources and capabilities to enhance performance (Zhu and Liu, 2018). In this section, the PESTEL framework is implemented to uncover the external environment that has the potential to affect the strategic options of Amazon and the VRIO framework is used to evaluate the capabilities held internally. The analysis gives a detailed picture of the relationship between the strengths of Amazon and the environmental issues by incorporating these models to ensure Amazon is able to respond swiftly to environmental changes in order to retain a sustainable competitive advantage in the corporate e-commerce sector (Flamand, Wisher and Riley, 2020).
[bookmark: _a1vt3yq1grqf]2.1 External Environment Analysis – PESTEL Framework
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	Factor
	Analysis

	Political Factors
	Amazon also serves more than one hundred and forty countries and is highly influenced in terms of government policies, such as e-commerce policies, antitrust policies, and digitised taxation policies (Amazon, 2024). The growing regulatory attention of the United States and the European Union, especially regarding market domination and competition legislation, affects the strategic choices of Amazon. Also, international regulation of data governance (e.g., GDPR) is mandatory in customer data management, making operations harder and more expensive (Wu and Gereffi, 2018).

	Economic Factors
	Amazon's performance is directly affected by the world economic environment. In 2024, the growth of the global GDP was an average of 3%, which fuels consumer demand and inflation, which is 5-7% in developed economies, decreasing purchasing power. E-commerce has been experiencing a CAGR of about 10-12% because of the positive demand on the internet (Amazon, 2024). Amazon recorded total revenues amounting to $638 billion in 2024, and the revenues increased by 11% per annum, which showed its strong performance despite economic conditions. Nonetheless, increasing labour and logistics expenditures, and exchange fluctuations are still affecting the profitability, especially in the global markets (Amazon, 2024).

	Social Factors
	The Amazon business model has a huge advantage in social trends. It has more than 2.7 billion online shoppers in the world, and a growing number of consumers are seeking the convenience, fast delivery and customisation (Amazon, 2024). Online purchasing behaviour has increased faster due to the emergence of digital-native consumers, as well as changing lifestyles. Nevertheless, the increased focus on ethical buying and corporate responsibility trends is shaping customer expectations, and Amazon needs to work on its sustainability policies and practices, as well as the sourcing and operational transparency (Hahn, Kim and Youn, 2018).

	Technological Factors
	The use of technology is still a vital part of the strategy at Amazon. The firm is using artificial intelligence, big data analytics, and automation in order to drive efficiency and customer experience. Its cloud service AWS earned it a revenue of 108 billion dollars in 2024 (19% growth), which the company uses to run its own operations and other external businesses (Amazon, 2024). The digital revolution prioritises the use of networks and connectivity, which allows Amazon to create a scalable platform ecosystem. The competitive advantage is reinforced by applying AI, robotics, and innovation in logistics (Flamand, Wisher and Riley, 2020).

	Environmental Factors
	One of the concerns in the e-commerce industry is environmental sustainability. Amazon is under pressure to lower carbon emissions, especially in the logistics and delivery processes (Ahmar and Shahbaz, 2024). The company has also made a commitment to net-zero carbon emissions and has invested in renewable energy and electric delivery vehicles. Raising the quantity of order and packaging waste, however, is still an issue of concern, and it demands continuous investment into sustainable supply chain approaches (Hahn, Kim and Youn, 2018).

	Legal Factors
	Legal considerations greatly affect the operation of Amazon in the world. The laws of data protection, like GDPR, have stringent demands within the scope of customer data analysis. Amazon warehouse operations are under greater scrutiny due to labour laws on working conditions and employee rights. Moreover, there are intellectual property regulations and regulations of platforms that influence the way Amazon handles the third-party sellers. The constant antitrust investigations within the key markets also have an impact on its strategic choices and can constrain its future expansion plans (Lai et al., 2022).



[bookmark: _b8oqeo4diiv3]3.0 Critical Success Factors & Strategic Challenges 
[bookmark: _lhq7w62enumk]3.1 Critical Success Factors
The success of Amazon in the e-commerce business is guided by a number of essential elements. As the first point, it has a very effective logistics and supply chain network that allows delivery to be quick and dependable, and this is one of the main determinants of customer satisfaction. Secondly, its digital network effects attract millions of sellers and consumers around the world (Charles et al., 2023). Third, the customer-centric approach deployed by Amazon guarantees unceasing innovation and enhances service delivery. Lastly, the personalisation, operational efficiency and decision-making in the company are optimised due to the investment in technology, specifically, artificial intelligence and data analytics. All these aspects are combined to ensure that Amazon can stay competitive in the world market (Amatanweze et al., 2025).
[bookmark: _8bmgkg7732pa]3.2 Strategic Challenges
Amazon has several strategic issues, despite its strengths. The pricing and service innovation are experienced under pressure due to intense competition with international players like Walmart and Alibaba. The threat to its business model and growth plans is regulatory scrutiny and antitrust issues. Also, the increasing cost of operation and fulfilment, especially in logistics and labour, affects profitability. Green initiatives need massive investments as well due to the environmental sustainability pressures. These issues underscore why Amazon should constantly change its strategy to maintain its competitive edge (Nigam et al., 2020).
[bookmark: _ahlk9529zw5t]4.0 Internal Environment Analysis
[bookmark: _1yk3t8nsq7bw]4.1 Key Resources 
	Resource Type
	Description

	Physical Resources
	Large global fulfilment centres, a refined logistic network, and a last-mile delivery infrastructure with support to serve fast shipping (Svatosova, 2020).

	Financial Resources
	Strong revenue base ($638 billion in 2024) and robust cash flow supporting continuous investment and expansion (Amazon, 2024).

	Technological Resources
	Advanced AI systems, data analytics capabilities, and AWS infrastructure supporting scalability and innovation (Amiri and Vida, 2023).

	Human Resources
	Professional employees and organizational culture based on innovation, productivity, and customer service (Svatosova, 2020).



[bookmark: _4n83wt7r70ey]4.2 Capabilities
Amazon has a number of strategic capabilities that make it competitive. It can deliver products cheaply and fast because of its supply chain efficiency. The data-driven decision production process within the company helps it to personalise customer experiences and streamline operations. The ability to innovate and develop products enables Amazon to keep launching new services and enhancing the current ones. Also, its performance in handling an elaborate platform system which links buyers and sellers enhances its market standing (Amiri and Vida, 2023).
[bookmark: _85zg6n6uzi32]4.3 Core Competencies
Amazon has three core competencies that are its strong culture associated with customer focus, leading to constant improvement and innovations. Its end-to-end ecosystem, prepared by merging Prime services, marketplace, and logistic provides a ruthless user experience. In addition, it can be used by the company to operate large amounts of transactions with ease because of its operational scalability, which boosts its competitive edge (Hahn, Kim and Youn, 2018).
[bookmark: _6r0pk7lp5gpc]4.4 VRIO Analysis of Strategic Capabilities
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	VRIO Factor
	Analysis

	Value
	Amazon's ability allows it to bring considerable customer accessibility because of low prices, quick delivery, a broad product range, and customer satisfaction and loyalty (Amatanweze et al., 2025).

	Rarity
	It has an impressive network of global logistics, platform ecosystem, and technological infrastructure that cannot be easily duplicated on a large scale (Charles et al., 2023).

	Imitability
	The barriers to competitors replicating the abilities of Amazon are great because a lot of investment is needed in infrastructure, technology, and Amazon's brand (Lai et al., 2022).

	Organisation
	The organisational structure and culture at Amazon, such as its emphasis on innovation and efficiency, allow it to realise the efficiency of resources and capabilities (Nigam et al., 2020).



[bookmark: _swlu2n4d0z8q]4.5 Link Between Internal Strengths and Competitive Advantage 
The internal strength of Amazon is also important in attaining and maintaining a competitive advantage. These strategic capabilities, which are the ability to manage the supply chain efficiently and make data-oriented decisions, are aggregated out of its resources, such as the developed logistics infrastructure and the technological capabilities. These abilities permit Amazon to adopt the cost leadership strategy, with the help of economies of scale, to deliver competitive prices (Tian et al., 2018). At the same time, the company differentiates itself through fast delivery, wide product selection, and superior customer experience. Innovation is a key driver of Amazon’s competitive advantage, supported by its “Why culture,” which encourages continuous questioning and improvement (Lingyu et al., 2019). This culture encourages innovation in products, services and efficiencies in operations. Additionally, its ecosystem, such as Prime, marketplace, and logistics, has a high degree of network effects that are hard to imitate by rivals. Consequently, the competitive advantage of Amazon is not only significant but also long-lasting because it is backed by unique resources, organisational capabilities, and ongoing innovation (Berlilana et al., 2024).
[bookmark: _9bgwnae9okb8]5.0 CSR and Sustainability Objectives 
The Corporate Social Responsibility (CSR) and sustainability approach of Amazon is ever-conforming towards global sustainability models, especially the United Nations Sustainable Development Goals (SDGs). The SDG 13 (Climate Action) is directly supported by the promise of the company Climate Pledge to reach the goal of net-zero carbon emissions by the year 2040, and SDG 7 (Affordable and Clean Energy) is supported by investments in renewable energy projects (Wang et al., 2020). Moreover, the emphasis on sustainable logistics, which Amazon is committed to through the utilisation of electric delivery vans and purposeful fulfilment centres, results in SDG 9 (Industry, Innovation and Infrastructure). Strategically, Amazon incorporates its strategic business model as opposed to seeing it as a parallel exercise. Due to the example, optimisation of delivery routes and automation investments minimises carbon emissions and operational costs, which proves the correspondence of the goals of sustainability and operations-based business (Sadq et al., 2018). Moreover, its efforts to promote the work of small and medium-sized enterprises (SMEs) using its marketplace platform satisfy SDG 8 (Decent Work and Economic Growth) by providing entrepreneurship and employment opportunities around the world. Nonetheless, some limits can be identified in critical evaluation. Although Amazon is committed to sustainability, its massive operations cause immense carbon emissions and shop-packaging waste, and the entire process is questioned with reference to the overall environmental outcomes. Besides, the labour conditions-related concerns about fulfilment centres reveal some difficulties in the full implementation of SDG 12 (Responsible Consumption and Production) and SDG 8. The opponents maintain that certain CSR efforts can be reactionary, responding to regulatory compulsions and stakeholder demands in place of active sustainability direction (Ologunebi and Taiwo, 2023).
[image: ]
Fig: Balance Scorecard 
(Source: Thestrategyinstitute, 2026)

[bookmark: _w95sz5mlzofv]6.0 Comprehensive and Holistic View of the Organisation (Balanced Scorecard)
[bookmark: _3vd1eo9wt6hm]6.1 Financial Perspective
	Element
	Analysis

	Objectives
	Create sustainable revenue growth, enhance profitability, and maximise shareholder value through cost-effective operations based on the long-term strategy of Amazon (Amazon, 2024).

	KPIs
	Revenue reached $638 billion in 2024
Operating income $68.6 billion
Margin 10.8%
Free cash flow $36.2 billion, reflecting strong financial performance (Amazon, 2024).

	Targets
	Amazon targets consistent double-digit revenue growth, improved operating margins, and reduced logistics and fulfilment costs to strengthen profitability and maintain its competitive financial position globally (Lai et al., 2022).

	Initiatives
	Amazon invests in automation, AI-driven logistics, fulfilment centre expansion, and supply chain optimisation to improve efficiency, reduce operational costs, and support scalable long-term growth strategies (Nigam et al., 2020).



[bookmark: _gh5xvfkp5izn]6.2 Customer Perspective
	Element
	Analysis

	Objectives
	Enhance customer satisfaction, loyalty, and value through convenience, low pricing, and fast, reliable delivery services (Ologunebi and Taiwo, 2023).

	KPIs
	The major metrics are the growth of Prime membership, retention rates of customers, the speed of delivery, customer satisfaction rate, and repeat purchase behaviour as a measure of customer engagement and the overall efficiency of the service (Magro-Montero et al., 2026).

	Targets
	Amazon strives to grow the areas of same-day delivery, raise the number of subscriptions on Prime worldwide, and enhance customer experience to build loyalty and remain the market leader (Sadq et al., 2018).

	Initiatives
	Its efforts involve Amazon Prime services, AI-based personalisation, extending the range of products, and improving the last-mile delivery to make it more convenient and faster, as well as the customer experience (Lingyu et al., 2019).



[bookmark: _pywo6cwh1yla]6.3 Internal Business Processes Perspective
	Element
	Analysis

	Objectives
	Enhance supply chain efficiency, optimisation and scalability of platform operations (Ogola, 2021).

	KPIs
	Measures of operational efficiency and effectiveness of logistics and supply chain management include key indicators such as speed of order fulfilment, inventory turnover, cost per order, and delivery accuracy (Svatosova, 2020).

	Targets
	Amazon aims at shorter delivery, decreased fulfilment expenses, and greater automation of warehouses and logistics in order to achieve efficiency and scalability (Varma and Ray, 2023).

	Initiatives
	The strategic initiatives to enhance operations performance and cost-efficiency are warehouse robotics, Fulfilment by Amazon (FBA), AI-driven demand forecasting, and inventory optimisation (Ogola, 2021).



[bookmark: _aug74l20egta]6.4 Learning and Growth Perspective
	Element
	Analysis

	Objectives
	Cultivate innovation, train employees and build organisational culture to achieve long term growth.

	KPIs
	The main measures are the rates of R&D, the quantity of innovations and new services introduced, employee productivity rates, and retention rates, which are combined to determine organisational learning, performance, and effectiveness in innovation (Nigam et al., 2020).

	Targets
	Amazon seeks to boost innovation levels, efficiency of workforce, and digital and technology capacity to continue being competitive, improve performance in its operations, and long-term strategic growth in dynamic markets  (Tian et al., 2018).

	Initiatives
	The strategic efforts are investment in artificial intelligence and AWS, execution of employee training programmes, and marketing of its "Why culture" that fosters innovation, learning, and continuous improvement within the organisation (Lingyu et al., 2019).



[bookmark: _iw2392hsecyn]7.0 Strategic Choices and Implementation
[bookmark: _h9qleuzds3fy]7.1 Strategic Choices at the Business and Corporate Level
On the business level, Amazon uses a hybrid competitive strategy, which includes cost leadership and differentiation, which is in accordance with Porter's generic strategies. With economies of scale, advanced logistics, and efficiency in its operations, Amazon can provide competitive pricing, which allows it to gain a cost leadership. Its extensive fulfilment system and AI supply chain completely lowers unit costs, which enhances its price strength (Berlilana et al., 2024). Nevertheless, it is becoming difficult to use only cost leadership because of the increase in operational costs and high competition. At the same time, Amazon tries to differentiate by offering customers better value by providing fast delivery, a wide range of products, and customer experiences (Wang et al., 2020). Services like Amazon Prime increase customer loyalty and produce switching costs, and recommendations by AI increase customer interactions. This is very important as a differentiation strategy in ensuring that customers remain with the company in a very competitive market. 

At the corporate level, Amazon has clearly established a way of diversification and expansion into other nations. Its diversification can be seen through the growth of its e-commerce business practices to cloud computing (AWS), digital streaming, and logistics services. AWS, which saw high revenue growth, is also a very successful related diversification strategy, as it provided both financial and technological aid to its core e-commerce business (Sadq et al., 2018). International expansion also allows Amazon to acquire new markets and sources of revenue, but it also presents new problems of regulatory barriers and cultural differences. From a strategic perspective, it is recommended that Amazon should lay more emphasis on differentiation by means of innovation and ecosystem alongside development as opposed to relying on cost as a valid competitive tool (Ologunebi and Taiwo, 2023). Although cost leadership is necessary, technology, service quality and platform integration differentiation are a more sustainable competitive edge. The network effects and customer loyalty will be improved further by the strengthening of its ecosystem, such as Prime, AWS and marketplace services (Magro-Montero et al., 2026).
[bookmark: _fm99mmiqb6jx]7.2 Strategic Implementation and Change Management
Amazon has exhibited a high level of strategic implementation and change management, which has helped the firm to maintain a competitive advantage. The company has already enacted massive measures, such as the adoption of automation in warehouses, the expansion of the fulfilment network, and is constantly continuing its digital ecosystem. These transformations are in line with strategic management concepts, which focus on prioritising good resource allocation, organisational alignment, and continuous improvement (Ahmar and Shahbaz, 2024). One of the main strengths of change management in Amazon is its organisational culture, which specifically promotes the wisdom of innovation, experimentation and adaptability. Such culture facilitates speed in decision-making and constant increment, which makes Amazon adapt more quickly and better to the evolving nature of the market. Moreover, Amazon has put in technology and infrastructure, which enables easy adoption of strategic initiatives. Nonetheless, the company has a number of challenges in dealing with change (Varma and Ray, 2023). The rates of rapid expansion and technological change have contributed to a higher duplicity in organisations, rendering coordination and control of the organisation more challenging. Moreover, the problems associated with labour relations and employee satisfaction also give rise to the concerns of managing the human side of change (Zhu and Liu, 2018). The effectiveness of strategic implementation can also be affected by resistance from the stakeholders, who include regulators and employees. Most importantly, though Amazon has successfully implemented the massive strategic shifts, it can be called aggressive and resource-demanding. This poses sustainability, operational efficiency and stakeholder relations risks. Hence, Amazon needs to find a balance between speed and innovation and be more mindful of employee welfare, regulatory compliance, and long-term sustainability (Svatosova, 2020).
[bookmark: _eq2t8w7mly2x]8.0 Strategic Evaluation and Recommendations
[bookmark: _otpd3m1fivt9]8.1 Strategic Evaluation Using SWOT Analysis
	[image: ]

	Strengths
	Weaknesses

	· High brand and international market dominance.
· Advanced logistics network and economies of scale
· High culture of innovation and customer-centric strategy.
· Strong financial performance ($638B revenue)
	· Expensive operational and logistical expenses.
· Reliance on third party seller.
· Employee and labour problems.

	Opportunities
	Threats

	· Rise in international e-commerce (CAGR 10 -12%)
· Expansion into emerging markets
· Artificial intelligence, robotisation, and online advancement.
· Sustainability-driven business opportunities
	· Intense competition (Walmart, Alibaba)
· Regulatory strains and antitrust threat.
· Financial insecurity/increasing prices.
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Fig:  Ansoff Matrix
(Source: Medium, 2026)
[bookmark: _p8223rx6oksv]8.2 Strategic Evaluation Using Ansoff Matrix
	Strategy
	Analysis 

	Market Penetration
	Amazon expands market share by offering competitive pricing, Prime services and rapid delivery. This enhances customer retention and involvement in the current markets. Although the potential growth may be related to market saturation and high competition, further innovation is justified to continue growth (Lai et al., 2022).

	Product Development
	Amazon is also investing in AI, logistics innovation, and personalised services to increase customer experience. This contributes towards differentiation and value creation. Nevertheless, sustainability is risky because of the high costs of investments and the complexity of technologies, and it necessitates effective management (Wang et al., 2020).

	Market Development
	Growth into new emerging markets like Asia and Africa presents growth prospects as more individuals access digital. Nonetheless, the regulatory obstacles, infrastructure issues, and cultural peculiarities demand localisation of approaches and raise the complexity of strategies (Sadq et al., 2018).

	Diversification
	Amazon has diversified into AWS, streaming and logistics, and these have been very successful. AWS brings in high revenues and helps with core operations. Nonetheless, diversification raises the complexity of an organisation and also demands high management skills (Ologunebi and Taiwo, 2023).



[bookmark: _4c98np1w70qu]8.3 Strategic Recommendations
Recommendation 1: Focus on Differentiation Strategy 
Amazon needs to focus more on its differentiation strategy by concentrating on innovation, improved customer experience, and value-added services instead of focusing on price competition. According to Porter’s Generic Strategies, the concept of differentiation would help the firms attain sustainable competitive advantage through minimising customer price sensitivity and enhancing brand loyalty (Wu and Gereffi, 2018). Amazon can continue improving on customer engagement and patronisation by investing in cutting-edge technology, including AI, personalised services, and expedited delivery systems. This strategy will assist the business in keeping up with leadership in the ever-competitive e-commerce market (Zhu and Liu, 2018).
Recommendation 2: Sustainable Operations Strategy 
Amazon ought to have additional projects in green operations, where it builds green logistics, renewable energy systems, and environmentally-friendly packaging to lessen its effects on the environment (Varma and Ray, 2023). This is in line with the goals of Corporate Social Responsibility (CSR) and the Sustainable Development Goals (SDGs), the stakeholder theory highlights environmental and social issues as significant issues to consider. Incorporating sustainability in its core business processes will help Amazon to improve sustainability in its brand image, decrease long-term business operations and respond to the growing regulatory and consumer demands regarding responsible business practices (Amiri and Vida, 2023).
Recommendation 3: Expansion in Emerging Markets 
Amazon needs to diversify its operations to high-growth emerging markets like Asia and Africa, where the adoption of e-commerce is growing fast. The market development strategy will offer Ansoff the ability to reach new customer groups and sources of revenue, which correlates with the market development strategy. Nevertheless, effective expansion can only be achieved with localisation strategies in order to deal with cultural diversities, regulatory barriers and infrastructure shortages. Amazon can successfully compete with local market participants and consolidate its market presence on a global level by changing its business model to match the conditions of the local market (Hahn, Kim and Youn, 2018).
Recommendation 4: Strengthen Ecosystem Strategy
Amazon ought to reinforce their ecosystem strategy by integrating more of its services like Prime, AWS and their marketplace platform, to boost network effects and customer loyalty. In a similar way to the ecosystem concept by Apple, such integration enhances switching costs, and it leads to customer dependency. Powerful ecosystem facilitates smooth user experiences and value cross-service creation and strengthens competitive advantage. Using its relationships among services, Amazon can enhance customer retention, lifetime value, and sustain its leading market role in the digital economy of the world (Nigam et al., 2020).




[bookmark: _ecm5aktscezt]Section 2: Reflective Account (Gibbs Reflective Cycle)
[image: ]
Fig: Gibbs’ reflective cycle 
(Source: TSW, 2026)
[bookmark: _6m5y5lexhe2f]Description
During this analysis, I undertook a strategic review of Amazon in the e-commerce industry around the globe. The procedure was based on literature research of the organisational environment of the company, external environment, internal environment, CSR strategies, and strategic positioning. I used some of the main strategic management models, including PESTEL, VRIO, Balanced Scorecard, SWOT, and Ansoff Matrix, to critically examine the performance of Amazon and its competitive advantage. I also used course readings and secondary sources of data to obtain pertinent financial and industry data, such as the fact that Amazon has a revenue of $638 billion in 2024 and still continues to expand globally. The assignment involved merging theory with practice, and I needed to be sure that my analysis is a scholarly and a practical endeavour.
[bookmark: _t20g7ujm13qw]Feelings
At the beginning of the assignment, I felt confident about my understanding of strategic management theories; however, I also felt slightly overwhelmed by the scope of the task. There is a need to be careful and organised to apply various frameworks to one organisation. I grew more interested in the course and also became more engaged as I went on, considering the innovative strategies and the global dominance of Amazon. I also considered the process to be thought-provoking because it offered me an opportunity to immerse into the practical implementation of theory. Nevertheless, I was also finding some points of challenge, particularly when the task is to combine the descriptive part with the critical analysis. Another embarrassing issue was time and word control. Although these challenges seemed to be there, I was becoming more confident as I was deepening my knowledge. By the end of the assignment, I felt satisfied with my work and more capable of applying strategic management concepts effectively.
[bookmark: _w20jywmu4wtx]Evaluation
The overall experience of completing this assignment was both positive and challenging. Among the key strengths of my work, the successful application of a variety of strategic frameworks could be determined because they helped me to create a complex analysis of Amazon. As an illustration, PESTEL allowed me to single out the external factors, whereas VRIO offered an understanding of internal capabilities. Moreover, the Balanced Scorecard has enabled me to measure both financial and non-financial performance. Nevertheless, I had certain shortcomings in the method. Sometimes I was more descriptive in my analysis as opposed to critical, which minimised the thoroughness of the analysis. Another weak aspect that I was struggling with was the inability to unify all structures into a harmonious argument. Time management is another aspect that needs to be enhanced because I took more time to work out the analysis. On the whole, although the assignment was successful, it helped to identify the areas that I could improve by further training my analytical and critical thinking abilities.
[bookmark: _am9fqb3tvw25]Analysis
This assignment helped me better realise how theories of strategic management can be put into practice. For instance, using Porter’s Generic Strategies, I was able to analyse Amazon’s hybrid approach combining cost leadership and differentiation. This underscored the importance of organisations being in a position to implement several strategies at the same time to gain a competitive advantage. In the same style, the VRIO framework revealed that Amazon has valuable resources in its logistics network and technological infrastructure, which are rare and difficult to replicate, and sustain its benefits. I also realised that outside environmental analysis is crucial. The PESTEL analysis demonstrated the impact of forces like the economic environment, technology, and the regulatory environment on strategic choices. Addressing the increase in inflation levels and operational expenses is quite challenging, and technological innovation is an opportunity to develop. Further, the application of the Ansoff Matrix enabled me to comprehend the growth plans of Amazon, especially diversification using Amazon Web Services, which is currently one of the most significant drivers of its financial success. This strengthened the relevance of strategic flexibility and innovativeness in vibrant markets.
[bookmark: _q7dzaipwvx38]Conclusion
To sum up, this assignment has greatly enhanced my knowledge and awareness of strategic management. I also learnt to use some theoretical frameworks in practical organisations and think critically about organisational strategies. My research and analytical skills also intensified during the process, especially in understanding financial and industry data. But I realise that there is room to improve. I should pay more attention to the development of deeper critical analysis instead of descriptive explanations. I also need to better my skills at incorporating various frameworks into one and a unified argument. Another significant area to work on is time management since, with more effective planning, the analysis could be more thorough. Nonetheless, it has not prevented the assignment from being a great learning experience that has expanded my academic and practical knowledge about strategy.
[bookmark: _aplkgpputmi8]Action Plan
	Area for Improvement
	Action Steps
	Timeframe
	Expected Outcome
	Evaluation Method

	Research Skills
	Begin research earlier and gather relevant academic sources before writing
	1–2 weeks before assignment
	Improved depth of analysis and stronger evidence-based arguments
	Quality of references and feedback from the lecturer

	Structure & Organisation
	Develop a clear outline before writing to ensure logical flow and framework integration
	Before starting writing
	More coherent and well-structured assignments
	Self-review and alignment with assignment criteria

	Critical Thinking
	Focus on deeper analysis by questioning assumptions and avoiding descriptive writing
	During writing process
	Stronger critical evaluation and higher academic quality
	Lecturer feedback and grading improvement

	Academic Referencing
	Use more peer-reviewed journals and apply correct Harvard referencing consistently
	Throughout assignment
	Increased credibility and academic rigor
	Accuracy of references and plagiarism checks

	Subject Knowledge
	Continuously review strategic management theories and apply them to real-world cases
	Ongoing
	Better understanding and application of concepts in assignments
	Improved confidence and performance in future tasks
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