Strategic Management     2

Strategic Management (BMMB70013)
[image: ]
December 2022

MODULE NAME: Strategic Management (BMMB7013)
NAME:XiLei Li
STUDENT UNMBER:2217946

Table of Contents
Executive Summary	4
Introduction	5
Amazon’s Internal Context Strategy	5
Strategic Strength	6
Amazon’s Strategic Weaknesses	8
Amazon’s External Context Strategy	9
Amazon’s Strategic Political Factors	10
Amazon’s Strategic Economic Factors	12
Amazon’s Strategic Social Factors	13
Amazon’s Strategic Technological Factors	15
Strategy Analysis	16
Exploiting growing markets	16
Diversification	17
Horizontal diversification	17
Vertical diversification	17
Concentric diversification	17
Conglomerate diversification	17
Rethinking the cost strategies	18
Enhancing product growth	18
Competitive Strategies	18
Distribution and Price control	19
Economies of scale and Technology	19
Invention and Originality	20
Conclusion	20
Recommendations	22
Reference list	24



[bookmark: _Toc119934805]Executive Summary 
Amazon is an ecommerce business that places a strong emphasis on satisfying customers. After seeing the rapid acceleration of technology in the early 1990s, Jeffery Bezos established the firm in 1994. Its mission and ambition are to create large-scale phenomena and to improve its system to make the shopping experience of its customers more pleasant so that they would continue to buy more items from the company's website. Amazon is continuously developing new ideas and introducing innovations into the marketplace economy to keep its position as the industry leader and preserve its competitive edge. This paper examines the strategies that should be used by Amazon from a variety of perspectives to be enlightening, remarkable, and informative. Its goal is to help managers cope with the complex issues they face daily while operating in an industry that is in a constant state of change.
Further, it stresses the need to rethink the company's long-term strategy to realize a fresh approach to providing innovative customer service, guaranteeing adaptability in the future and maintaining a competitive edge even in the face of a pandemic. Ultimately, it delves into Amazon's external and internal evaluations and considers the several strategic options available for delivering more customized service to consumers.
Keywords: Ecommerce, Strategic, Company Profile, External Environment, Internal Environment.


[bookmark: _Toc119934806]Introduction 
An extreme approach to pricing management is the only way to describe Amazon’s business strategy. The company considers low cost, wide availability, and easy implementation to be the bedrock of its competitive offering. Because of synergy between improved trade processes, economies of scale, and constant company diversification, the global online retailer can keep turning a profit while operating on a razor-thin yield margin. There should be no surprise that North America is a major source of income for Amazon.com because a large amount of the income come from the region. In 2019, the corporation earned $75.15 billion in sales, up from $66.20 billion the previous year (Alkenani, 2022). The firm has had extraordinary success in a broad range of European and Asian markets.
Amazon's strategy in the retail industry is predicated on a single objective: to successfully bridge the knowledge gap between online and conventional retail in order to assist in the closing of a certain number of acquisitions. In addition to this, Bucur and Miclea (2021), note that the organization focuses on producing new income via markets, where the business currently participates. Because Amazon is reliant on its consumers, a rise in total consumer spending will, by necessity, result in the expansion of the industry. The corporation sets a premium on the structure of both its internal and external environments in order to achieve its aims of becoming the dominating player in its sector and making large profits.
[bookmark: _Toc119934807]Amazon’s Internal Context Strategy
According to Acquah (2022), many tactical strengths and limits weaknesses are revealed by Amazon’s internal ecosystem. Some of the causes are unchangeable, but many others exert pressure on forces that have already been set in stone, giving the firm a persistent edge. The success of Amazon in the future will depend on how seriously its leaders take the task of developing and putting into practice policies and practices that will allow the firm to capitalize on its strategic advantages and guard against the negative effects of its shortcomings. The company's exceptional customer relationship management (CRM) system is one of its most valuable strategic assets.
[bookmark: _Toc119934808]Strategic Strength
The strengths of an e-commerce company include its business capabilities, resources, and competitive advantages. These internal strategic aspects mitigate the threat posed by competitors in the retail, technology product, and online service markets. Amazon.com, Inc.'s phenomenal growth is a classic example of how a company's advantages may be tailored to the specifics of a market or industry (Rodrigues, 2020). These are some of Amazon's most notable strengths:
1. Strong worldwide brand
2. A corporate diversification strategy that is both moderate and growing in scope
3. A high capacity for the quick development of new technical capabilities, particularly in online service
Dehaibi (2021) states that Amazon has a state-of-the-art CRM system, allowing for constant two-way communication with consumers. The organization has been developing its CRM capabilities by drawing on its expertise in informational dissemination. When consumers submit feedback, the firm may respond more swiftly with this approach, leading to better service (Dehaibi, 2021). Amazon also uses customer relationship management software to gather data on the market, which is then centrally utilized to coordinate product shipping. The company's strong financial position is an extra possibility that it may plan for and utilize to its advantage to take lead in manufacturing opportunities. 
The firm's solid financial footing has enabled it to keep growing and expanding its footprint in the e-commerce industry. As a result of past acquisitions, Amazon now has a larger proportion of the online retail industry. Jindal et al. (2020).'s suggests that a firm's financial resources may help it face the difficulties posed by an evolving ecosystem such as the COVID-19 pandemic. Amazon stands out from the competition because of its superior shipping infrastructure. Strategic partnerships with other logistics firms have allowed the company to modernize its logistics coordination. Because of this, Amazon has been able to cut down on allocation costs by using economies of balance. Amazon can provide free shipping on many of its products purchased from its warehouse because it can keep its distribution expenses low. Amazon’s internal environment analysis shows that price leadership is an achievable goal for the company.
A powerful brand sustains both customer trust in a technological company and its goods and brand recognition. Amazon has the most recognizable brand in online retailing. This internal component is partially responsible for the quick expansion of the firm, particularly while it was still operating only as an e-commerce business. On the other hand, business diversity is cited in the Amazon strategic analysis as a strength since it is an internal strategic factor that benefits the organization (Umar, 2022). The firm offers a broad variety of goods and services, including the distribution of digital content, cloud computing, consumer electronics, private-label goods, and retail services both online and in conventional brick-and-mortar stores. This diversification benefits the company by creating complementary revenue streams and stabilizing Amazon in the face of competition.
In addition, a high capacity for quick technical innovation is a strength that permits strategic adjustment to technology trends in the sector. This may be a significant competitive advantage. This capacity for innovation is helped by Amazon.com Inc.'s organizational culture, which, under the CEO's direction, uses the company's human resource inputs. For instance, the cultural expectations of corporations for creative ideas are a driving force behind the technological innovation of business procedures. These internal aspects, considered a part of the SWOT analysis, assist the growth of Amazon's business in the direction of achieving the company's mission statement and vision statement.
Throughout its existence, the corporation has positioned itself as a price leader, giving it an economic advantage over rivals. Given that no corporation is ever ready to announce losses, generous expense reimbursements can only be made after the company has decreased its losses. The company's meager earnings could be better for driving growth in the market.
[bookmark: _Toc119934809]Amazon’s Strategic Weaknesses
Within the SWOT analysis paradigm, weaknesses are internal issues connected to the e-commerce company's struggle or failure to attain its business goals. The following are examples of Amazon's disadvantages in this situation:
1. Replicable model of enterprise
2. A minimal presence on the worldwide market (limited penetration in developing markets)
3. A limited number of traditional storefront locations
Amazon's weaknesses include its tiny profit advantage and product failures. This weakness compromises the company's prospects since it can potentially lessen the efficacy of several of its strategic strengths. The company's robust financial situation may take a hit due to declining sales possibilities. For instance, the company has suffered massive losses in some regions, including Asia. That made it easier for the company to stick to its strategy of minimal profit margins. The competitive environment has become so intense that even low-cost benefits are in danger. Amazon’s recent heavy losses in several departments indicate that the company's cost formation is insufficient to sustain low prices and high profits.
Amazon.com, Inc. has developed a successful business strategy that may serve as an example for other companies. For instance, other businesses may start their websites dedicated to online shopping. According to the results of the analysis, the ease with which a product may be replicated is considered a weakness (Annarelli, Battistella and Nonino, 2020). This is particularly true concerning online service providers. A further factor that works against the company is that it does not have a significant presence in other countries and does not have a significant presence in emerging markets. Because of this internal strategic aspect, the technology business needs to make the most of these areas' strong economic growth rates and maximize its revenues. According to the results of the analysis, this vulnerability is a factor that poses a threat to Amazon's ability to generate more revenues in the worldwide market.
In contrast, the lack of a physical presence of the firm prevents it from expanding and generating new income in regions not served by internet platforms. While this is true, Amazon is well on its way to expanding its non-online businesses by purchasing Whole Foods Market. When entering and expanding in e-commerce marketplaces, the firm needs help due to the internal issues outlined in this area of the analysis. Amazon may need to adjust its organizational structure, design, strategy, and management to address these issues.
[bookmark: _Toc119934810]Amazon’s External Context Strategy
According to Birkinbine and Bilić (2021), Amazon is exposed to elements of the outdoors that provide both risks and opportunities. Examining PESTE is the most important aspect to consider while analyzing the external factors that are challenging the organization. The research on PESTE focuses on the aspects of lanes that are choices and policies, which are higher up in the chain of command than executive authority.
The PEST study of Amazon sheds light on the relevance of expanding operations into more areas to support the evolution of the ecommerce industry worldwide and improving on customer care. However, the corporation must face the rivalry posed by huge and aggressive businesses such as Walmart and technology firms such as IBM, Microsoft, Apple, and Google, which compete against the company’s cloud services and associated technical goods (Majed, Nuraddin and Hama, 2018). Intel is a possible rival since the company's microchips are employed in its cloud infrastructure. Nevertheless, as illustrated in the PEST study, the competitive environment provides chances to continue increasing Amazon's operations, including those of subsidiaries like Whole Foods Market, across various market sectors. These opportunities may be found in numerous market segments.
[bookmark: _Toc119934811]Amazon’s Strategic Political Factors 
Amazon.com, Inc.'s business practices are linked with the exercise of political power. This PEST analysis component focuses on the acts of the government and how those actions affect companies and the larger environment in which those enterprises operate (Ulubeyli et al., 2019). In the case of Amazon, the expansion of the company's e-commerce and customer care operations are heavily influenced by several political and external economic issues, including the following:
1. The political stability of prosperous nations, in particular, that of the European countries and United States of America (opportunity)
2. Assistance from the state for the conduct of business through the internet (opportunity & threat)
3. Putting a greater emphasis on the protection of information online by the government (opportunity)
Because the company's activities are susceptible to attacks that can be copied, the firm has a crucial opportunity and advantage due to the state's highly trained dedication to combating imitation crimes. The governments of the world have committed resources to the development of e-commerce, which will open up new possibilities as well as new risks. Concerning the opportunity that Amazon can garner from the rearrangement of online business platforms by the states, which would help in the comfortable business deal with its worldwide customers, Amazon may gin up this chance by using the online business platforms to reach out to new clients and improve on customer care. Regarding caution, the support of eCommerce results in the establishment of more online vendors. This endorsement can put the firm at risk of losing some of its market shares.
Amazon profits when the government is stable. Using the PEST framework, this situation may be seen as a chance for the firm to expand its commercial activity in economically developed regions and improve customer care. This opportunity is offered by the fact that the condition is present. For instance, Amazon may bolster its presence in the country's conventional retail sector to go along with its successful advances in online shopping. On the other hand, governments often support e-commerce as a paradigm for doing business, which creates other possibilities. Support from several nations, including the US, simplifies Amazon's future development into essential new areas. Despite this, the corporation still faces danger from the same external source because of the escalating market rivalry. The growth of Chinese internet retail businesses in foreign markets is a notable example of this trend. Despite this, efforts by governments to combat cybercrime have improved economic conditions (Onyusheva and Seenalasataporn, 2018).
[bookmark: _Toc119934812]Amazon’s Strategic Economic Factors 
The status of the economies in which Amazon conducts its offline and online activities affects the company's success. This section of the PEST analytical model considers how shifting economic circumstances and trends may affect the macroenvironment. When analyzing Amazon.com, the following economic external factors should be taken into account:
1. The stability of the economies of developed markets, particularly those of the European nations and United States (opportunity)
2. Increasing levels of personal spending power in less developed nations (opportunity)
3. The possibility of a recession in the Chinese economy (threat)
Amazon is provided with opportunities as well as pressure as a result of the cost-effective environmental variables. Because most of the company's customers are located in urbanized areas, it is more likely to see a decline in its ability to provide cost-effective service. The global health crisis that began in 2019 significantly impacted the leading economies of the United States and Europe. The results of this were creating a favorable environment for internet merchants. On the other hand, the acceleration of economic growth in the United States presents an opportunity to expand Amazon. The increasing purchasing dominance in urbanized nations is an opportunity for the firm since it illustrates a marketplace intensification viewpoint.
Amazon has a better chance of success in nations with more stable economies, such as those already established. According to the strategic analysis, the current circumstance reduces the likelihood of economic problems occurring in the macro- or distant environment. As a result, the company's online retail operation growth faces fewer risks. Amazon also offers development prospects in nations that are still in the process of developing. Increasing the amount of money consumers have available to spend, for instance, may help a company's bottom line in expanding markets (Warrier et al., 2021). On the other hand, the possibility of a recession in China puts Amazon's company in jeopardy. The corporation has ambitions of growing its presence in China, one of the most lucrative countries. Amazon.com, Inc.'s PEST research revealed that prospects for expansion in emerging nations need to be included in the strategy formulation to account for the uncovered external elements.
[bookmark: _Toc119934813]Amazon’s Strategic Social Factors 
The social environment, in several ways, impacts Amazon. This component of the PEST analysis methodology is in charge of figuring out how sociocultural shifts or trends affect how well the firm performs as a top online provider and retailer of IT goods and services. Given these changes in the micro- or macroenvironment, Amazon must contend with the following sociocultural factors:
1. Widening gaps between rich and poor (threat)
2. Increasing levels of consumption in the world's less developed nations (opportunity)
3. Increasing reliance on online shopping practices (opportunity)
The business's daily operations are impacted in various ways by societal variables. The company has an opportunity because of the shifting trends in consumer behavior associated with online shopping. People's faith in doing business online is growing all the time. This helps Amazon become more competitive as an online retail firm, resulting in more revenue. Emerging economies are beginning to loosen their restrictions on commercial transactions conducted over the internet, a trend that heightens the importance of the market in these countries. Amazon has primarily focused on industrialized nations, paying minimal attention to developing countries. Emerging economies are quickly becoming more powerful in purchasing power, creating a unique opportunity for consumers to conduct business with Amazon online.
Amazon is provided with opportunities as well as pressure as a result of the cost-effective environmental variables. Because most of the company's customers are located in urbanized areas, it is more likely to see a decline in its ability to provide cost-effective service in these areas The global health crisis that began in 2019 significantly impacted the leading economies of the United States and Europe. The results of this were creating a favorable environment for internet merchants. On the other hand, the acceleration of economic growth in the United States presents an opportunity to expand Amazon. The increasing purchasing dominance in urbanized nations is an opportunity for the firm since it illustrates a marketplace intensification viewpoint.
Growing wealth disparity indicates a widening chasm between the haves and the have-nots across several nations. The PEST analysis concludes that the aforementioned cultural trend risks Amazon.com, Inc. since it can lead to a plateauing of consumer spending and, by extension, the industry. The business should have more discretionary money, given the potential revenue of the e-commerce organization. The rise of companies providing e-commerce and information technology services is also made possible by increased consumer expenditure. For instance, Amazon's generic policy for competitive advantage and aggressive expansion plans may succeed, given the greater degree of consumption in emerging regions (Onyusheva and Seenalasataporn, 2018). In these areas, the corporation wants to increase its international online retail business scope. As online shopping continues to gain popularity, the company in this situation benefits from the rising inclination of consumers worldwide to purchase online rather than in conventional brick-and-mortar shops. This PEST section of Amazon's analysis highlights the advantages of concentrating on growth and market penetration in underdeveloped nations.
[bookmark: _Toc119934814]Amazon’s Strategic Technological Factors
Given the vital role that technology plays in Amazon's processes, technological progress has an immediate and direct impact on the company. This element of the PEST study of the e-commerce firm goes through the effects that technology and associated developments have had, either directly or indirectly, on the distant or macroenvironment. The following is a list of the external technology factors that are significant to the business of Amazon.
1. Improving the effectiveness of the use of IT resources (opportunity)
2. There is a rising incidence of cybercrime (threat)
3. Rapid technological obsolescence (threat & opportunity)
Because of the dynamic nature of the technological backdrop, an online retailer that is committed to long-term success should do an in-depth analysis of this setting to guarantee that their tactics are reflective of the ecological conditions. The expanding access to the internet seen in developing countries presents an opportunity for boosting sales in such areas. In addition, the expansion of information technology throughout the globe presents a unique opportunity for Amazon.com to enhance its business strategy. The dynamics of knowledge increase the risk of high technology becoming obsolete. Concerning the possibility, Amazon offers a wide variety of electronic equipment, including mobile phones and laptops, in addition to other technical devices, which suggests that the demand for the items will increase as customers seek to acquire further modern technologies.
[bookmark: _Toc119934815]Strategy Analysis
Considering the conditions in both the internal and external settings of Amazon, it is clear that the company intends to engage in various transactions to achieve its goals. Analyzing the internal environment has brought to light both strengths and weaknesses, both of which need to be considered while formulating its strategy. In addition, the eventual strategy should reflect the recognized possibilities and cautions revealed by talking about the external context. Amazon has several strategic alternatives accessible to them, including increasing product growth, capitalizing on expanding markets, diversifying its offerings, and reevaluating its approach to pricing.
[bookmark: _Toc119934816]Exploiting growing markets
Previously, Amazon focused its business on urbanized areas known for their strong buying dominance. The decision to do business in Asian markets has led to various consequences. For instance, although Alibaba is the market leader in China, the company's performance in those areas was outstanding. On the other hand, the corporation had significant difficulties in India, ultimately leading to financial losses. Amazon is presented with a significant business opportunity by the existence of a large number of developing countries in South America, Asia, and Africa. By participating in these markets, the firm may avoid developing an unhealthy dependency on urbanized markets. Emerging countries are reportedly going through a period of rapid internet penetration, which enables them to participate in the electronic commerce market. This progression has been influenced by unwavering speculation by governments and the classified sector to create information communiqué technology infrastructure. Consequently, this development has come about. The possibility of making purchases in these nations has been increasing, which has led to an increase in the rate at which consumers can afford the items sold by Amazon.com. The public's knowledge of online transactions is expanding, and an increasing number of people in developing nations prefers making online trade.
[bookmark: _Toc119934817]Diversification
Amazon.com can lessen the risk of focusing on one thing by spreading its efforts. To avoid being too reliant on a finicky uproar, it's necessary to participate in various other initiatives. There are a different kind of diversification:
[bookmark: _Toc119934818]Horizontal diversification
This kind of diversification considers introducing a new variety of products to the corporation's goods, such as introducing new phones and laptops with unique characteristics.
[bookmark: _Toc119934819]Vertical diversification
It considers the development or decline of a company in the distribution or supply chain and identifies tasks that a rival firm has already accomplished. A prime example would be if Amazon.com started producing costumes and clothes rather than buying them from a source.
[bookmark: _Toc119934820]Concentric diversification
In this kind of diversification, new items are introduced to optimize the use of existing resources.
[bookmark: _Toc119934821]Conglomerate diversification
To diversify in this way is to go into a new field unrelated to the one in which the company already operates. For example, Amazon.com may strive into the video streaming market.
[bookmark: _Toc119934822]Rethinking the cost strategies
To protect itself from the dangers associated with razor-thin profit margins, Amazon should adjust its pricing strategy. The firm has been losing money for a long time because of its thin profit margins, which makes it difficult to increase prices. The price structure of the firm's trading operations should be considered when making pricing decisions. Priority should be given to regular price evaluation to ensure that all costs are accurately reflected. The company should supplement value strategies with other competitive approaches. Promoting the product's greatness may provide customers with value for their money, which can prevent them from looking elsewhere.
[bookmark: _Toc119934823]Enhancing product growth
Amazon has had a rough go of it as of late. Its latest attempt to introduce new items to the phone industry failed spectacularly. The debut of products that fell short of customer expectations was the root cause of this discontent. To guarantee that the final goods satisfy the target market's demands, product development starts with a thorough examination of their needs and wants. Amazon’s buyer association executive systems are pretty helpful for collecting crucial information on desired product characteristics. To create original goods that reflect current market needs, gathering the right market intelligence is necessary.
[bookmark: _Toc119934824]Competitive Strategies
Amazon’s standard company policy can be explained as concentric diversification. This approach major on leveraging technical strengths for its victory, following an expenditure headship strategy intended to offer the highest assessment for its clients at the minimum cost. To wrap its trade about consumers, Amazon strives to be a breakthrough for consumers’ internet shopping desires. Indeed, this policy has rewarded healthy since Amazon.com is the world’s prime online seller and has continuously been the chief in the trade areas where it operates. It must also be noted that charge control can track the rule of retreating income. Companies operating under this plan discover that they cannot maintain growth or augment fertility when the “low-hanging outgrowth” is taken.
[bookmark: _Toc119934825]Distribution and Price control
Amazon falls under the category of broad price control, and the key to understanding its overall strategy is the company's insistence on focusing only on costs. This strategy is centered on making the consumer experience as perfect and gentle as possible by ensuring suitable and even speedy shipment and lowering distribution costs by passing on the benefits of escaping government taxes to customers at no additional cost. Amazon's specific methods for achieving this goal include offering deep discounts to regular Prime members for use in the Amazon Prime video library.
[bookmark: _Toc119934826]Economies of scale and Technology
Besides this, Amazon’s strategy is driven by its sources of competitive gain, which center on the company's emphasis on actualizing the benefits of economies of scale and technology and harnessing the efficiencies from synergies among its outside drivers and internal assets. In addition, Amazon use big data analytics as a tool to map out how customers use the site. Large numbers have undoubtedly been accepted to the point that the company may promote them as a service addition. All customers of Amazon.com will eventually see a list of recommended items explicitly chosen based on their browsing history and the sequence of their purchases. This means that Amazon.com may tune its methods to meet the needs of its clientele by using data collected from their purchases. Consistent with what has been said throughout the study, the organization extensively uses expertise. 
[bookmark: _Toc119934827]Invention and Originality
As a result of Amazon’s dominant fee leadership and lack of product differentiation, the company's business model has been cliched among "me-too" rivals, who have engaged in a price war that has hurt everyone. It also makes its wares accessible across multiple portals due to its emphasis on price reduction at the expense of production delineation. None of the product parades are exclusive to or unique to it. Except for this, Amazon does not stockpile items that appeal to the need for "rapid satisfaction," where buyers make impulsive purchases and are intolerable without instant gratification. Other inventive descriptions, such as the company's movies and contemporary devices, belong to something other than the set of products that provide this satisfaction to buyers.
[bookmark: _Toc119934828]Conclusion 
Amazon has had extraordinary success in many European and Asian markets. Amazon.com, Inc.'s phenomenal growth is a classic example of how a company's advantages may be tailored to the specifics of a market or industry. The company's strong financial position is an extra opportunity that it may plan for and utilize to its advantage to take the lead in manufacturing opportunities. The firm’s organizational culture and capacity for rapid technological innovation is a strength that permits strategic adjustment to technology trends in the sector. The corporation must face the rivalry posed by massive and aggressive businesses such as Walmart and technology firms such as IBM, Microsoft, Apple, and Google. Amazon's weaknesses include its tiny profit advantage and product failures. The company's robust financial situation may take a hit due to declining sales possibilities. The PEST analysis of Amazon sheds light on the relevance of expanding operations into more areas to support the evolution of the e-commerce industry.
Several political and external economic issues heavily influence the expansion of Amazon's e-commerce and customer care operations. Using the PEST framework, this situation may be seen as a chance for the firm to expand its commercial activity in economically developed regions and improve customer care. The status of the economies in which Amazon conducts its offline and online activities affects the company's success. Amazon has a better chance of success in nations with more stable economies, such as those already established. The corporation has ambitions to grow its presence in China, one of the most lucrative countries.
Amazon's daily operations are impacted in various ways by societal variables. The company has an opportunity because of the shifting trends in consumer behavior associated with online shopping. The PEST analysis concludes that the abovementioned trend risks Amazon since it can negatively affect consumer spending. Amazon's PEST analysis highlights the advantages of concentrating on growth and market penetration in underdeveloped nations. As online shopping continues to gain popularity, the company benefits from the rising inclination of consumers worldwide to purchase online rather than in brick-and-mortar shops.
Amazon's decision to do business in Asian markets has led to various consequences. Emerging countries are reportedly going through a period of rapid internet penetration, which enables them to participate in the electronic commerce market. Amazon is presented with a significant business opportunity by the existence of developing countries in South America, Asia, and Africa. Amazon has had a rough go of it as of late. Its latest attempt to introduce new items to the phone industry failed spectacularly.
The firm has been losing money for a long time because of its thin profit margins, which makes it difficult to increase prices. Promoting the product's greatness may provide customers with value for their money. Amazon's strategy is driven by its emphasis on actualizing the benefits of economies of scale and harnessing the efficiencies from synergies among its outside drivers and internal assets. Amazon uses big data analytics to map out how customers use the site. None of the company's products are exclusive to or unique to it.
[bookmark: _Toc119934829]Recommendations 
The analysis demonstrates that Amazon has the potential to continue growing as a result of the company's strengths as well as the possibilities present in the business environment. For instance, the firm may expand its operations by penetrating new e-commerce markets, especially in countries with high rates of economic development. However, the analysis has revealed various challenges and weaknesses that Amazon faces, requiring the business to rethink its current strategy to preserve its competitive edge. Despite this, the company maintains its status as one of the world's biggest technology providers. It has been determined via this analysis that the best way for Amazon.com, Inc. to handle the external and internal forces at play is for the company to continue diversifying its business to better protect itself from the dangers that are particular to its industry. Another recommendation is for the firm to develop new partnerships to enhance the reach of its goods and services in both online and offline markets, strengthen its worldwide operations in the face of competition and other strategic hurdles, and widen its access to the market.
 The PEST study of Amazon reveals major topics important to the corporation's long-term success. It has been suggested that the corporation extend its operations into emerging regions undergoing fast economic development and have a great potential for the expansion of e-commerce. Additionally, the corporation must address concerns about its information technology's integrity and security by maintaining and improving the IT security and integrity procedures it already has in place. These factors affect the company's long-term viability in the macro-environment and consumer confidence. 
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