An Introductory Layout for The Report
In this era of globalization when business competition is so high and consumers have numerous buying platform and more purchase options available than ever before, cost effectively grabbing the attention of consumers and satisfying their expectations in product selection, quality, price and service is essential to maximize the customer value. There are many factors that influence a company’s capability to maximize the customer value in the competitive market place in any given situation. This paper aims to analyze and assess different factors that has an impact on the organization’s ability in maximizing customer value.
For this study, Amazon Company has been selected and different marketing models and theories have been used to evaluate the factors that influence and are influencing Amazon’s ability to maximize the customer value in this COVID-19 pandemic.
Amazon Inc., an American online retailer company founded by Jeff Bezos in 1994., offers a varied range of products including everything starting from apparels to lawn furniture to janitorial goods as well as the digital contents like music, movies and apps to its customers while focusing on e-commerce, digital streaming, cloud computing as well as on artificial intelligence.  The company provides its consumers with personalized shopping services, Web-based credit card payment system, and direct shipping to consumers. Moreover, its cloud platform enables it to provide the services worldwide. In recent time Amazon Prime has 150 million subscribers globally making it one of the largest and major virtual supermarkets of the globe.
Amazon is one of those very few organizations that gained benefit from the ongoing pandemic situation with the overflowing online sales which has helped it to report record profits in July, 2020. That is why this organization with an already existing huge online platform and exclusive customer service has been chosen to demonstrate how the factors can influence a company’s ability to maximize the customer value positively if proper strategies and tactics are implemented. 
Marketing mix theory, swot analysis, porter’s five forces and the customer relationship management (CRM) theory has been used in this report to display how the internal and external factors including COVID-19 pandemic affecting Amazon’s quality systems and controls for customers and how the company is dealing with this new challenging situation and achieving its business objectives by developing and maintaining good customer relationships.




