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[bookmark: _Toc91841761]Executive Summary
This international business strategic report document is intended to outline the current road map of Amazon.com, Inc (from here onwards referred to as just Amazon) when entering and successfully positioning itself in the international markets. Amazon has become one of the world’s well renowned household name regarding e-retailing with the business operating in over 100 countries worldwide through shipping and having mainly physical sites of operations in 13 counties including the United States (US) where its headquartered in Washington, the United Kingdom (UK), Japan, China, Australia, Germany and France (Amazon Inc, 2011). It has become the leading e-commerce business in the world boasting with over 200 fulfilment centres and warehouses both in the U.S and around the world. As global business environment and the local US environment intensifies in terms of competition, profits are diluted by the day. Thus, it is imperative that, options of expansion into new geographical markets like Asia, Europe, Australia and Africa have to be considered. An external environment PESTEL analysis, coupled with other internal and external environment analytical tools like CAGE framework, SWOT analysis and VRIO are conducted and outlined in this report with efforts point out some of the opportunities and challenges arising from entering and existing in international markets. Solutions to the challenges will be provided through the Ghemawat’s AAA Global Strategy framework analysis.
[bookmark: _Toc91841762]Amazon.com, Inc. Company Background
The rise of Amazon has reshaped and revived the retail industry globally posing a great challenge to some of the world leading retailers like Walmart and Sainsbury (Bensinger, 2012). The e-commerce giant and leader was founded in 1994 by Jeff Bezos who became the CEO since then till recently on July the 5th, 2021. At its inception, its business model was all about selling books owning a number of bookstores in the US. As the business grew, the company assumed a diversification strategy that lead them to where they are now selling almost everything. The company also renowned of novel technologies and also involved in digital streaming and cloud computing etc. Its headquarters are situated in Seattle, Washington in the US. They have close to 185 fulfilment centres around the globe with 110 of these situated in US. by the year 2020 ad has 185 warehouses worldwide and shipping to over 100 countries globally (Amazon Inc, 2020). Other notable statistics are an annual revenue of US$368.064 billion by year 2020 and employing 1 298 000 people as at December 2020 (Amazon Inc, 2021).



[bookmark: _Toc91841763]Competitive Analysis of E-Commerce Industry (Main Economic Indicators)
The following industrial environment scan (also known as Industry Competitive Analysis) is done through the use of Michael Porter’s five forces (Porter, 1980) pertaining to buyer’s power, supplier power, threat from existing competitors, threats from new entrance and threats of substitutes. Within the analysis is an inclusion of key economic indicators pertaining to e-commerce retail industry such as annual sales figures, inflation rate (year to year), market share, unemployment rate and consumer and producer price indexes. According to Hitt, Ireland and Hoskisson (2017), an industry is made up of group of firms that are producing products that are closely related, and characteristics within such a grouping has direct effects on the competitive actions and responses a firm takes to succeed. 
With the arrival of Covid-19 global pandemic, e-commerce has become the new normal of trading with Amazon and other e-commerce major competitors like e-Bay and Barners & Nobbles being at an advantage relative to other companies assuming the same business model due to disruptions in the brick and mortar way of trading. International companies as cited in Zhang (2016), are able to acquire more value, technologies or other assets which are difficult and costly to imitate or obtain hence creating competitive advantage as observed in the section below on VRIO analysis. 
According to Coppola (2021), the growing increase in internet access and adoption on a global scale has led to the increase in the number of digital buyers, with over two billion people purchasing goods or services online in the year 2020. The author further opined that in the same year, online retail sales exceeded USD4.2 trillion worldwide, with a growth of +25% amidst the pandemic. 
In order to get a full understanding of the nature of the e-commerce industry which Amazon operates under, the following five forces of Porter are of significance: 
· Strength of the supplier bargaining power – this threat is dependent on the ability of suppliers to influence terms and conditions of supply in their favour (Thompson et al., 2016). Amazon and most e-commerce retailers are not manufacturers, their business model is buying and online selling at a mark-up. Hence, they depend on suppliers for their products which in current cases of the global pandemic, have a relatively strong bargaining power which has an effect of eroding the profitability of the industry’s players through higher prices. In order to bypass this threat, Amazon should start considering backward vertical integration with some of their major suppliers. 
· Bargaining power of buyers – Buyers like sellers aim to maximise utility through high quality products at lowest possible prices and greater level of services thus reducing their costs in the process (Hitt, Ireland & Hoskisson, 2017). Bargaining power of buyers is influenced by a number of factors (Porter, 2008) one of which is costs of switching to a competing brand. If the costs are low, then the buyers have more bargaining power and this is the case with the e-commerce industry, with Amazon offering almost exactly the products which its main competitors (e-Bay, Barners & Nobles and Walmart. Hence, the bargaining power of buyers in this industry is relatively high.
· Threat of new entrance – Due to the global lockdown of most economies as a measure to curb the spread of the Corona virus, retail outlets and most other businesses were forced to close shop. The traditional setup of walking in customers was rendered irrelevant. Businesses such as retailers were forced to adopt online trading hence posing threats to the already existing online traders like Amazon. During the past two years, there has been a marked increase in online trading as retailer giants like Sainsbury and Tesco increasing their online retail presence. There are other also new players who are yet to penetrate most of the global markets with e-trading such as Coupang of South Korea. Barriers to entry in this industry are not very high making new entrance firms possible to enter without struggle. However, industry leaders like Amazon, has greater competitive advantages from economies of scale and already well pronounced global distribution networks. Thus, the threat in general is low. 
· Threat of substitute products – the question mainly behind this threat is: Are substitutes readily available? (Rugman and Collinson, 2012).  In the case of Amazon and the industry it operates in, there surely are substitutes. The retailer faces substitutes from both online and offline traders. It is because of this, there are low costs encountered by customers on switching to other retailers from Amazon. Since, the retailer is not a manufacturer and thus do not have any products which are deemed unique, their competitiveness thus lies on increased customers service experience for example through friendly websites. It is from the above background that it can be concluded that Amazon and the e-retail industry are subjected to high threat from substitutes. 
· Threats from rival firms – e-retailing industry is highly competitive and has a high concentration of big players like e-Bay, Alibaba, Walmart, Barners & Nobles and Flipkart. Not only are these the threats Amazon faces, also posing threats are new entrance who are 
coming in on a small scale selling their products online thanks to the global pandemic and the advent of industry 4.0, resulting in increased internet usage globally. This has also led to high demand of products with inflation rates on a global scale soaring high with countries like the US recording a 6.8% general price increase which is regarded as an all-time high since the year 1992 (Barme, Tamayo & Gaudron, 2018). In view of the above, the threat is moderate to high. 
By and large, all economies of the world including developed nations have been adversely affected by Covid-19, with annual sales in most sectors reflecting a downward trend. According to The World Economic Forum (2021), efforts by most developed nations to recover from the pandemic has attributed to the increase in general price levels. The global block stated that consumers catching up on spending coupled with persistent stock problems have created a climate of scarcity as pandemic effects continue to influence the global supply chain. This has resulted in the year-on-year Consumer Price Index rising by a 3.6% in Europe with countries like Germany recording an above average inflation rate while the US experienced a whopping 6.2% inflation rate.  
In concluding remarks regarding the e-commerce industry Amazon falls under, the online retail giant remains on the toll position and this has been achieved through key success factors such as hyperpersonalized customer service, strong brand equity, increased global presence and a robust distribution network as shown in the Competitive Profile Matrix in Appendix 1. 
[bookmark: _Toc91841764]Internal Environment Analysis (SWOT & VRIO Framework)
An internal environmental analysis is aimed at critical self-evaluation of an organisation in order to identify its major capabilities and competitive advantages which will be in turn utilised in the external environment to enhance capitalising on availed opportunities and improve and develop strategies to foresee and minimise threats presented by the environment. Tools used to do this analysis include SWOT (Strengths; Weaknesses; Opportunities and Threats) analysis and VRIO (Valuability; Rareness; Imitability and Organisation) framework. SWOT analysis is a framework that analyses a company’s internal and external environment (Dess et al., 2016) providing data that comprehensively evaluate the internal strengths a company possess used for overcoming its weaknesses and taking advantage of the opportunities in the external environment and reducing the threats the external environment possesses. Harrison (2010) outline it as an examination of an organization’s internal strengths and weaknesses, its opportunities for growth and improvement, and the threats the external environment presents to its survival. The following is a Comprehensive SWOT analysis of Amazon:
Strengths - Amazon
i. Customer centric – The retailer services a large number of customers providing their daily needs at affordable prices making them a brand of choice. 
ii. Strong Brand Valuation – The retailer is ranked number 2 on the global brand ranking done by Interbrand for the year 2020 posting a brand value of +USD200 billion. 
iii. Wide Selection of Merchandise – the retailer is well known of providing a very wide selection of different products with an outstanding product mix that is regarded as attractive by most customers thus more favoured than competitors. 
iv. Cost leadership business model – the retailer pry on its model of buying and selling online thus suffers no high costs of running physical stores as with offline retailers. The company also has benefits from economies of scale as they for example buy in bulk in turn receiving hefty discounts. 
v. Strategic alliances – The retailer has positioned itself in the market in such a manner whereby it has successfully acquired some of its suppliers such as Zappos.com and Whole foods thus benefiting from the backwards vertical integration as they assure themselves of constant supply of products at relatively lower prices.  Additionally, the retailer has also made alliances with many strategic companies that helps bolster its effectiveness and performance like Shoefitr and Evi Technologies. 
vi. Localisation and international strategy – The company has managed to form strategic partnerships with various supply chain companies based in their host nations of operations. This allow them to act locally as they adopt to prevailing cultural attributes and also able to advertise from a local perspective. 
vii. High Sales Revenue – owing to its vast product mix, Amazon prides itself in high volume of sales as they effectively sold over 562.3 million products online in the year 2018, with sales for the year 2020 reaching a hefty USD386 billion.
viii. Innovative capabilities and differentiation – the company is renowned of industry pioneering of new industry related technologies such as the use of drones in the delivery of products.
ix. Market Leader – Amazon has been enjoying the e-retailer market leadership for many years and currently is still at pole position boasting with a market capitalisation in excess of USD1 trillion and annual sales in excess of USD386 billion. 
Weaknesses – Amazon
i. Negative publicity over tax avoidance issues – the company has been marred with negative publicity as they were being charged for tax evasion in the UK, Japan and the US. 
ii. Failed new products – the online retailer attempted to introduce new products but they failed and these are the Kindle fire device and Fire Phone both in the US.
iii. Limited physical store presence – some customers prefer calling in physically into stores and do their purchases of which Amazon has a very limited number of such physical stores. Additionally, some products can only be sold through physical stores thus limiting the online selling model by Amazon. 
iv. Negative publications over poor working conditions – these were made in 2018 thus tarnishing the organisation’s reputation. Employees ended up striking in Germany over such poor working conditions. 
v. Antitrust charges on use of third party data – Amazon has been making headlines over their use of supposedly illegal acquired third party data from competitors which they were using against them. 
Opportunities – Amazon
i. Backward vertical integration – there are many companies mainly suppliers who are prepared to merge with Amazon, with most of these in the retailer’s supply chain. Such integration leads to more Amazon in-house brands which includes the already existing Amazon Basics brands.
ii. Internal growth – there is room for growing internally for the online retailer through opening more physical stores to counter competition from retail giants such as Walmart, Tesco and Sainsbury. 
iii. Entering Developing (Emerging) markets like Africa – Africa and other developing markets are still raw in terms of online trading. Amazon can take advantage of this and make itself present in these developing markets as shown in the CAGE framework analysis below with Amazon entering a market like Ghana in Africa. 
iv.  Benefitting from self-driving technologies – these technologies present the retailer with delivery networks opportunities.
v. Use of current advanced technologies in reduction of counterfeit sales.  
Threats – Amazon 
i. Counterfeit products – the company has been exposed to counterfeit products and this has really negatively affected their reputation. 
ii. Government regulations – The retailer is not able to fully globalise as some nations resist such businesses from operating in their country due to political hostility towards the home country. These can include countries like Syria, Iran and North Korea. Additionally, some countries are not open to free trade agreements thus acting as a barrier to entry for many multinationals such as Amazon (Neville, 2007). 
iii. Controversies regarding labour exploitation – the retailer recent allegations of exploiting labour has some serious repercussions as to regard reputation and the brand image with serious legal risks. 
iv. High competition – the company is highly exposed to aggressive competition in different trades: in retail sector, there are competitors like Walmart the world’s leading retailer and e-Bay. In Video Streaming Service – competition comes from giants like Apple Tv, Netflix and Showmax while in self driving technologies, companies like Uber and Tesla poses serious threats. 
v. Cyber-crime – this is one of the major threat for online businesses as there is increased criminal activities on the internet transactions requiring more robust and stricter security systems to protect mainly customers. 
vi. Covid -19 – The global pandemic has affected all businesses globally and Amazon is not immune to it. Though the pandemic has promoted online trading, other companies on the supply chain such as suppliers have been affected meaning Amazon also fill the pinch in the form of reduced supplies and delayed deliveries. 
VRIO framework for Amazon
This is a framework that looks into an organisation’s competitive advantages gained from an internal perspective using the following four resource characteristics: Valuability, Rareness, Imitability and Organisation of company resources. Amazon’s VRIO analysis is as follow:
	Resources and Capabilities 
	Value?
	Rare
	Costly to Imitate?
	Exploited?
	Competitive Suggestion

	Customer Loyalty:
Amazon has a very interactive website and due to the nature of the products/services they provide which are easily imitable led them to a customer centric approach.  
	Yes
	No
	No
	Yes
	Temporary Competitive Advantage

	Investment in Technology:
Leading the e-retail industry in terms of technology. Boasting in self driving technologies and drones being used for delivery. 

	Yes
	Yes
	No
	Yes
	Competitive Advantage

	Organisational Culture and Human Resources Management:
Employee training and skills development
Amazon boast of being among the pioneers within the retail industry to raise their minimum payment to employees at $15/hour.
	Yes
	No
	No
	Yes
	Temporary Competitive Advantage

	Retail size and global presence:
Large retail business
Industry leader
Operating in over 100 countries world wide
Good supply chain relations
Efficient distribution channels
	Yes
	Yes
	Yes
	Yes
	Competitive Advantage

	Strategic Store Location:
Very few physical stores
Outstanding online presence

	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage

	Brand Equity and Awareness:
Very strong brand presence globally
Received a lot of world retail accolades
The retailer is ranked number 2 on the global brand ranking done by Interbrand for the year 2020 posting a brand value of +USD200 billion.
Currently holds the first position in the e-retailing industry globally
	Yes
	Yes
	Yes
	Yes
	Temporary Competitive Advantage



[bookmark: _Toc91841765]External Environment Analysis (PESTEL & CAGE Framework)
Businesses are subjected to effects arising from the external environment which they have no control over with the best way of managing them by being able identifying what affects them, utilising internal strengths to take advantages of opportunities arising and rectifying internal weaknesses to shed off or minimise possible threats that comes with the external environment. 
[bookmark: _Toc91841766]Amazon PESTEL Analysis 
PESTEL stands for "Political, Economic, Social, Technological, Environmental and Legal" and is used for business and strategic planning, marketing planning, organizational change, business and product development and research reports. Only by understanding the external environment, the organizations can maximize the opportunities and minimize the threats the organization will have to face in the future. The following are findings with regard to the PESTEL framework:
Political – these are factors emanating from the activities of the government in power in various countries which Amazon is operating. Policies enacted can either promote or discourage growth of an organisation within those states. Some of the areas worth noting in this regard include: corruption, foreign trade policy, taxation and labour laws.  A business like Amazon thrives in political environments that are stable such as in developed nations. There are countries like Iran, Syria and North Korea where the governments reject any multinationals based in the US due to political hostilities. Thus, trading in such countries for Amazon becomes next to impossible. Governments in most countries are taking the driver’s seat in the encouragement of businesses to engage in e-business though it has its own flaws. A closer look at the former US President Donald Trump protectionist policies against Chinese goods sparked trade wars with China, and the two countries are engaged in everlasting battle of supremacy. The most affected are companies like Amazon who have taken the route of international growth strategies. 
Economic - these relate to economic policies, economic structures and to what degree the economy impacts the business. These factors have a direct impact on the revenue of a company, with unemployment, inflation, interest rates and exchange rates cited as part of major economic variables of concern. It is from these factors that companies are able to derive strategies both in the long-run and the short-run. Failure to take these into consideration has serious implications on the profitability bottom line. The global pandemic (Covid-19) has resulted in a serious multiplier effect across all sectors of the economy. General prices of goods and services has been increasing with countries like the US experiencing an all-time high rate of inflation of 6.8% since 1982. According to O’Neil (2021), the global unemployment rate was standing at 6.47% in the year 2020 with a more than 1% increase relative to previous years. This has been resultant of many companies shutting down whilst others scaling down their operations due to Covid-19 with the tourism sector being one of the most affected due to travel bans imposed by most countries. In African countries, and other developing countries, the impact is even way higher since most organisations were already struggling.  According to the World Economic Outlook (2021), the global economy is projected to grow by 5.5%in 2021 and 4.2% in 2022 amid exceptional uncertainty brought about by the global pandemic. These and other factors not mentioned here have an impact on the global sales revenue of e-businesses like Amazon. 
Social – this factor hinges on consumer behaviour which determines demand and supply of products. Going international means facing different cultures and social backgrounds which calls for organisations to assume an adoption strategy (Jackson, 2011). Most countries are facing cultural changes by the day which translates to buying behaviour. Companies like Amazon are moving with technology and in the process replacing people with machines such as is the case with drones delivering products in place of people. The company is also benefiting from increased consumerism that has been attributable to the growing usage of the internet for online shopping on a global scale. Consumers are overwhelmed by Amazon’s door to door delivery of products and are taking full advantage of this service especially in these pandemic trying times where lockdowns are a thing of the moment.
Technological – relates to the technological aspects, innovations, barriers and incentives, and to what extent these impact the business. These factors affect marketing and management. In reflection, technology brings about new ways for Amazon to provide its goods and services to customers, distributing goods and communicating products to customers in much better ways in the local and international markets since technologically than before. Companies like Amazon are taking full advantage in technological advances such as automation and robotics to enhance their intelligent strategic planning in areas like logistics, manufacturing and distribution (Ho, Kauffman and Liang, 2011). The e-retailer has over the years challenged even technological firms in the field of innovation as they cease not coming up with new developments in technology that fosters efficient and effective delivery and shipping of packages. They have also come up with interesting communication technologies that have been widely and highly appreciated by customers such as the live chat option which is being regarded as very user friendly with ease access. 
Environmental/Ecological - are mostly focusing on the ecological and environmental aspects that will affect the firm. Here we look at factors like: Cyclical weather, which can destroy businesses such as cyclones. These natural incidences are unfortunately present in some of the countries Amazon operates such as Japan and Mexico. Additionally, most governments are very particular about environment preservation which aligns with Amazon’s other core value of respect for environment. Through observation of the environment and regarding it as important as Amazon does, has positive effects on a company. Amazon has a strong belief in the use of renewable energy, waste management strategies, low carbon lifestyle, and environmentally friendly products making it susceptible to possible opportunities for further growth in highly environmental sensitive countries. 
Legal - pertain to the laws, regulation and legislation that will affect the way the business operates. It includes factors such as taxation, this includes how the organisation and earnings will be taxed according to the rules of that country. In some other countries like developing nations taking Ghana as an example, the taxes paid by grocery retail shops can be very low thus making it a more attractive destination for international businesses like Amazon since they regard these countries as tax heavens. 
Inconclusive remarks, companies with Amazon inclusive are recommended to conduct a PESTEL analysis more frequent even quarterly since the external environment is very volatile and ever changing by the day rendering some well celebrated strategies invalid. This improves also the organisation’s effectiveness. By highly focusing on these factors, Amazon is able to stay afloat at the helm of the e-retail industry. 
[bookmark: _Toc6416896][bookmark: _Toc91841767]Amazon CAGE Framework Analysis 
The CAGE Distance Framework identifies Cultural, Administrative, Geographic and Economic differences or distances between countries that Amazon should address when crafting international strategies with view of entering international markets such as in this case Ghana which will be an African representative as an emerging market (EM). These are markets that are determined to become advanced economies through increased production, development of regulatory bodies and exchanges, and increasingly sophisticated markets (Sraders, 2018). It offers a broader view on distance and provides another perspective on the geographic location with the associated risks and opportunities related to global arbitrage. The following is a detailed analysis of the CAGE framework relative to Amazon entering Ghana:
	Cultural attractiveness 
	Administrative attractiveness
	Geographic 
attractiveness
	Economic attractiveness

	· 1. Linguistic and ethnic homogeneity (e.g. official language spoken is English which originates from The US.
	· 1. Ghana has been increasingly participating on the regional trade agreement front since the World Trade Organization WTO accession occurred in 2001(meaning more bilateral trade agreements even with US)
	· 1. Ghana is located along the Gulf of Guinea and Atlantic Ocean with a land mass of 238 535 square kilometres.
	· 1. US has a high economic growth rate compared to Ghana. Ghana’s rate of growth slowed to 2.2% in 2015, but rebounded to 8.1% (real) in 2017 and remained robust at 5.6% in 2018 (using the country’s newly rebased GDP

	· 2. Low uncertainty avoidance according to the Uncertainty Avoidance Index (The Ghanaians are comfortable with ambiguity and are  more adaptable and entrepreneurial)
	· 2. Ghana operates a legal system based on British Common Law 

	· 2. The country has an estimated population of 28million by year 2016 estimates. 





	· 2. Due to its relatively large population to other African countries (28 million) it presents a fairly high pool of human resources.

	· 3. Religion is made up of eclectic mixture of Christianity making up 70%, followed by Muslim with close to 16% and the rest being traditional ones.
	· 3. High policy making certainty

	· 3. Physical distance between Ghana and US is approximately 8 483 km which is roughly 13hrs flight. 
	· 3. Owing to Ghana’s high literacy rate around 77% by 2015, labour productivity is high. 

	· 4. Pragmatism is very low as most citizens do not believe that truth depends very much on situation, context and time
	· 4. Ease of doing business
	· 4. Ghana has a fairly good rail and road network facilitating ease transportation of goods. Additionally, the availability of a port along the Atlantic Ocean promotes movement of goods internationally which is convenient for Amazon. 

	· 4. Inflation rate in Ghana is quiet high compared to US, ailing at around 9% in 2017.

	· 5. High individualism approach and less of collectivist
	· 5. Capitalist state, however with mixed communist ideas and capitalist ideas in reality (World Bank Group, 2016).
	
	· 5. Exchange rate difference is very significant between the USD and the Ghanaian cedi trading at 1USD = 6.18 cedi by November 2021.

	
	· 6. Sound political relations between Ghana and The US.
	
	6. Less availability of soft infrastructure such as information and communications technology (Meso et al., 2009). Internet usage is lower than that of the US standing at 53% of the population by year 2019. 



[bookmark: _Toc91841768]Current Global Strategy and AAA framework
In order for Amazon to fully penetrate the Ghanaian market plus related African markets, it has to assume a well-defined global strategy aligning to all of the opportunities and challenges unearthed by the CAGE framework, VRIO, SWOT and PESTEL analysis above. 
To deduct the most relevant strategy to pursue an analysis of where Ghana stands as a possible market for Amazon, a review of the matrix based on the premise of “pressures of cost reduction and local market responsiveness” below helps us determine the accurate strategy:

	Low       pressure for cost reduction             High
	Global Standardization
Strategy
	Transnational
Strategy

	
	International Strategy
	Localization
Strategy


Pressures of cost reduction and local market responsiveness:

Due to the fact that Ghana already has many retailers this entails high competition in the market. Additionally, since consumers in terms of population size are relatively high and the fact that there are many other substitutes retail products offered from the local market which are relatively cheap, plus citizens being very price sensitive, there is high pressure on Amazon to reduce their costs such that the products should be affordable and competitive in terms of price. It is noted that people from Ghana are also for example very fond of their traditional dishes like pounded yam and vegetables. It is from this perspective that the Transitional Strategy should be followed which is a combination of low cost and customization.
The AAA framework offers three generic approaches to global value creation (Saylor Academy, 2012) namely: Adaptation; Aggregation; and Arbitrage. In view of the above plus the CAGE analysis, from the AAA framework when it comes to cultural distance, Amazon has to use the adaption strategy where they would be adjusting to the difference. Advertising should be specifically done in a more cultural resemblance way so that preservation of their culture is not eroded owing to their cultural patriotism. Additionally, due diligence should be taken to ensure that he adverts are not insulting in terms of the cultural norms of Ghana. Administrative distance shows that there are bilateral arrangements between the two countries (Ghana and US) and that Ghana has a very large market, and this prompts aggregation as the best strategy to pursue as they overcome such differences in population by provision of the goods in large scale in order to maximise from economies of scale. Geographically, Ghana has relatively good rail and excellent road network system and easy access to ports thus making it very lucrative in terms of logistics since groceries are moved in bulk and some are highly perishable hence needs an efficient transporting system. In view of this, the best strategy will be that of arbitrage where Amazon will exploit the differences in the geographical distance. In terms of economic distance, analysis shows that Ghana has poor soft infrastructure, high pool of human resource which is characterised by high productivity and the largest market. This allows a mixture of arbitrage and aggregation strategies to ensure high profitability. 
[bookmark: _Toc91841769]Conclusion
Entering new markets has a lot of implications which in their worst case scenario spells a couple of years without realisation of desired profits. With reference to the above analysis, some of the implications are that there will be great need of huge investment into research and development, state of the art machinery in order to ensure global retail standards, mass advertising by Amazon, coupled with the soldering with host nation local marketing companies to bridge the gap of linguistics and culture differences and ensuring meeting of prospective demand. Due to such issues, there will be a lot of strain in the resources of the organisation and during the early stage of entry into the market, costs are most likely to be very high. Thus, contingence measures have to be put in place in order to minimize costs and conflict of resources between the local market and the foreign market. In closing remarks, entering developing markets like Ghana appears to be a very lucrative move for Amazon as it expands its activities in a bid to increase global awareness and ultimately increasing profits. However, further analysis and research need to be done to ensure the best returns and outcome from the international expansion strategy. This may take the form of more analysis into areas such as market entry modes. 
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	CPM
	e-Bay
	Barners & Nobles
	Amazon

	Critical Success Factors (CSF)
	IR
	PR
	WS
	PR
	WS
	PR
	WS

	Global Presence
	0.12
	4
	0.48
	3
	0.36
	4
	0.48

	Distribution Network
	0.10
	3
	0.30
	3
	0.30
	4
	0.40

	Market Share
	0.10
	3
	0.30
	2
	0.20
	4
	0.40

	Product Quality
	0.10
	4
	0.40
	4
	0.40
	4
	0.40

	Price
	0.12
	4
	0.48
	3
	0.36
	4
	0.48

	Advertising
	0.12
	4
	0.48
	3
	0.36
	3
	0.36

	Financial Position 
	0.10
	3
	0.30
	4
	0.40
	4
	0.40

	Brand Equity
	0.08
	4
	0.32
	3
	0.24
	4
	0.32

	Customer Loyalty
	0.08
	4
	0.32
	3
	0.24
	3
	0.24

	Customer Service
	0.08
	3
	0.24
	3
	0.24
	4
	0.32

	Total
	1
	
	3.62
	
	3.1
	
	3.8



Amazon attains the pole position since it has a cumulated weighted score of 3.8 way above that of e-Bay and Barners & Nobles the other two major competitors in the industry. 
Key
PR = Performance Rating
WS = Weighted Score
International companies with competitive advantages are able to get more
value, technology, or other assets, which are costly and difficult to obtain in the overseas market.
