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An Essay on the Marketing Fundamentals of Amazon
[bookmark: _Toc39438024]Introduction
Marketing is a set of activities that businesses undertake to create, promote, or communicate about their product and services to customers. Armstrong, Kotler & Opresnik (2016) mentioned that it is one of the three essential functions of businesses. It includes advertising, selling, and, most importantly, delivering value to customers. The two fundamental parts of marketing are known as marketing processes and marketing. The first one helps businesses identify ways to create value for customers and satisfy their needs, whereas the other one explains the step by step process to meet the needs. In this report, the fundamental essay, the fundamental concepts of marketing, will be discussed and put into an organisational context. The selected organisation is Amazon Inc which is one of the largest internet-based retail enterprises that sell a variety of products from books, movies, electronics, housewares, etc. According to "Amazon.com | History & Facts" (2020), Its cloud computing department is most dominant in the northern American region as it is believed that at least 2 percent of all internet traffic from that region travels through the data centres of amazon. 









[bookmark: _Toc39438025]Process and stages of marketing 
A marketing process can be referred to as a series of steps that help businesses identify the underlying problems or needs of their customers, assesses the market where it operates, and creates effective strategies to reach their target audience. Doyle (2016) mentions, most successful organisations, such as Amazon, have their own marketing process that contributes to their organisational success. The process starts off by identifying the purpose of the business by defining a mission statement. Miller, Layton & Stanton (2017) said, the mission statement should be very focused and be able to answer what the company stands for. For example, the mission statement of Amazon is to serve its customers through both online and offline stores focusing on price, selection, and convenience. 
This reflects the fact that the company has both online and offline stores dedicated to the consumer’s convenience. At the same time, the company takes the price sensitivity of its consumers into account. The second step in the marketing process is to assess the business’s internal and external environment. Jones (2015) mentioned, Companies adapt different models and techniques such as SWOT and Pestle to conduct this analysis. 
The SWOT analysis helps businesses identify their strength, weakness, opportunities, and threats. To put it into context, few of amazon’s biggest strengths are its Strong global presence; Customer-oriented service, and cost-leadership approach. According to M'Barki & Neal (2019), its weaknesses include a very easily imitable model of business and a number of business scandals that raised controversy around the business. Some of the failed products are also one of its weaknesses, such as the Kindle Fire.
The company also has a number opportunity to expand its market to new industries and by increasing its physical store number. Aggarwal (2019) said, its new streaming service called Amazon Prime is also getting immense popularity and have the opportunity to grow. Lastly, the existing threats of the company are aggressive competitions in the market and government regulation in some of its operating countries such as Cuba, Sudan, Korea, etc.
To assess the external environment of the business, businesses adapt to PEST analysis that includes the Political, Economic, Social, and Technological factors of a business’s environment before developing and strategy. Holman & DeLozier (2017) said, Political factors influence the business operation of Amazon heavily. As the company primarily relies on government and trade regulations for its distribution channels, any intra-state trade restriction in its operating countries can significantly affect its business. An example can be its operation of the Asian market where trade policies are not as streamlined as other developed countries.
According to Doyle (2016), Historically, retail industries have always cashed in on any economic condition. As the average disposable income of the consumer is rising, the business of Amazon is getting profitable. However, the flourishment of the economic condition also creates more competition in the industry. An example can be Walmart’s introduction of online grocery service. Technology also plays a major role in internet-driven retail service’s future. Due to the advance in the technological sector, the purchasing behaviour customers have changed significantly. For example, the traditional communication channels of Amazon are no longer relevant to its target audience. Demir, Bryde, Fearon & Ochieng (2015) said, now customers need to be reached through new channels such as social media and or digital platforms. 
The next part of the marketing process is developing a marketing mix for a company. The marketing mix is often referred to as the 4ps, which are the Product, Price, Place, and Promotion.
Amazon’s diverse portfolio of products includes its retail services, Amazon Prime, Consumer electronics, Amazon Publishing, Amazon Web services, etc. Flamant (2019) stated, the primary business platform for amazon to reach its target customers is the official e-commerce website Amazon.com where its products are listed by different sellers. Besides that, the companies operate a bookstore called Amazon 
The company uses a number of channels as a means of promotions and increase the conversation rate of its website. The promotions include advertising, sales promotions, public relations, and Direct marketing. According to Fullerton (2017), Amazon Affiliates is one of its most effective promotional method where it deals with online influencers to promote its products and services. 
The last two steps in the marketing process include executing a promotional plan designed using the previous steps and measuring the plan through different metrics.
[bookmark: _Toc39438026]The role of marketing for creating customer value
The value for a customer is referred to as the sum of total benefits that a customer is assumed to achieve through a product or service in relation to the cost of achieving it. Customers are the main revenue generator for any business. Armstrong, Kotler & Opresnik (2016) mentions, it is of the highest importance that they perceive positive value from the products and services they get from a business. The marketing department is responsible for creating the value proposition and presenting it to potential customers. 
Customer needs can be either pre-existing or created artificially. Whichever it is, marketers are responsible for identifying the needs of consumers and facilitating businesses to develop the product and services accordingly. For example, Amazon’s marketing department is responsible for taking care of the product listing decisions for promotional activities. Miller, Layton & Stanton (2017) said, the functions of the marketing team Amazon can be divided into two steps. The first being driving customers to the official, and the second step is to encourage the customers to make a purchase. The team also ensures that the products listed are well described with attractive images and reviews. The excellent designing sense of its marketing department also got rated A+ by Vine Review program that described it as the most engaging. 
To ensure that the right consumers are targeted, Amazon Marketing Services unit designs a number of product campaigns and affiliate programs to reach potential clients and drive them to the website. Holman & DeLozier (2017) mentioned, Amazon also creates customer value through its dynamic pricing strategy, where it lets customers compare the price of products between different sellers to find the best possible option for them. This strategy is perceived as very convenient by most of its consumers and results in maximum sales.
Amazon’s biggest success factor is its product keywords management program. Most of the customers of Amazon do not have specific brands in their minds while looking for products. For example, if a customer search for school bags, it is important for the website to show the most trending schoolbags among most customers and show that on top of the search results. Whether the customer will continue with the shopping depends entirely on the first row of products that they see. So, Fullerton (2017) said, designing which products will be shown on the first page of search results is essential for the company to retain the customers.

Besides search engine optimisation, the marketing department also ensures that the product description and the product images are designed accurately for customers to scrutinise it from inside and out.  Amazon is regarded highly as the pioneer of designing highly personalised emails with product recommendations based on the user’s purchase history, age, location, gender, clickstream, etc. Miller, Layton & Stanton (2017) stated, the marketing team of the company very tactically creates a profile for each customer and sends them emails that have the highest potential to be converted to a sale.
Amazon’s highly customer-oriented services also reflect on their reviews and ratings on their listed products. Each customer is sent different emails on each line category of products they purchase on Amazon and are requested to leave a review on them. This helps the company achieve maximum reviews for its products, which are later on used to attain more sales.
[bookmark: _Toc39438027]Stakeholder Engagement and their impact on the marketing activities of Amazon
Stakeholders are referred to the party who directly or indirectly gets affected by a business. From customers to the owners, everyone who is involved or associated with da company can be considered stakeholders. Flamant (2019) stated, Stakeholders can be both internal and external. Internal stakeholders are the ones who have a direct relationship with a company through either employment, ownership, or investment. On the other hand, external stakeholders do not have any direct relation with the company. 
Managing stakeholders is an important task for businesses to ensure long term success. Mendelew’s Matrix is used for businesses to use up their limited resources more effectively and attain maximum efficiency. 
[image: ]
Figure 1:Medelow's Stakeholder Matrix
Miller, Layton & Stanton (2017) said, Mendelow suggests that stakeholder groups should be divided based on Power and Interest. Different stakeholder groups have a degree of power over the company or a degree of interest. For example, the CEO of Amazon has both high power and high interest in the company. Whereas the government, although they have high power but low interest in the business strategy of Amazon.
Amazon’s high interest, high power segment stakeholders are its employees, customers. Whereas the investor falls under the category of high power low interest. Crane & Ruebottom, (2017) mentioned, the regulatory bodies, large suppliers, and some senior managers of Amazon fall under the high-power low-interest segment. Lastly, the low power low-interest segment consists of small suppliers of amazon who have a small impact on the decisions made by the corporation.
It is important to note that the stakeholder group can often move between the quadrants. For example, stakeholder groups can also move from Lowe Power, Low interest to Low Power, High interest, and vice versa. So, the map should always be kept update to get a clear picture. 
According to Crane & Ruebottom, (2017), Making a stakeholder analysis grip is especially important as businesses such as Amazon often resort to marketing activities that are aimed to target and influence different stakeholder groups
To put it into context, when developing marketing strategies, Amazon needs to take into all of its stakeholders in the account. For example, before creating a TVC in a country, it must abide by the rules and regulations of the country’s advertisement policies directed by regulatory bodies to avoid any contradictory contents. The same theory also applies to the customers as they are also one of the key stakeholders of the company. Armstrong, Kotler & Opresnik (2016) mentions, Customers value, interest must have to be at the top of their minds while designing promotional programs. According to Miller, Layton & Stanton (2017), 
[bookmark: _Toc39438028]Conclusion
Amazon’s enormous success in the global online shopping industry is indeed praiseworthy. However, it could only be possible for the company through sheer dedication and by making the right decisions at the right time. It goes without saying that marketing is one of the essential parts of businesses that can either build or break a businesses’ pillar. So, it is high time businesses consider the importance of effective marketing strategies and their impact on the stakeholders to ensure long term sustainability.
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Starting from an online book store, Amazon has made its way as one of the largest and leading multinational e-commerce companies in the world. According to Belch and Belch (2017), Below the line or BTL marketing refers to a marketing strategy where companies use non-traditional media for promotion rather than traditional ones such as radio, TV, etc. 
Firstly, I noticed that Amazon’s different use of social media marketing in various social media platforms reflects its diversified promotional strategy. Amazon uses Twitter to engage with the customers humorously. I learned that the main account aims for humorous engagement while others engage in different ways. For instance, @Amazon Help answers the queries and works as an online social media helpline, whereas @Amazon News lets the customers know about the updates of the company. Besides, they maintain several accounts concentrating on specific products and services. As Facebook is one of the most popular social media, Amazon uses this media to promote company activities and feature products using all sorts of influences such as video, pictures, etc. Flamant (2019) stated that user engagement is higher with video content. Therefore, I expect that 80% of the content will be in video format by 2021. Moreover, the company uses other media such as Instagram for influencer marketing, Snapchat for affiliate marketing.
Secondly, I found that Amazon uses its own social media network not just to promote its products merely but increase the possibility of purchasing by criticizing and reviewing. Amazon Reviews allow a customer to review a product in a written or video form. Back in 1995, when Amazon came up with this, it was strange and unthinkable. However, according to Fullerton (2017), a survey conducted by Podium in 2017 showed that this platform has significantly influenced the purchasing behaviour of 93% of the customers. Besides, I also learned from the survey report that two-thirds of the customers were willing to pay an additional 15% if there was an assurance of a better experience. There was also a loss of integrity of the system when the issue of fake and paid reviews hit the customers. Therefore, Amazon gave a provision to rate a review and a reviewer as well. Flamant (2019) stated that the review platform allowed Amazon to earn around $2.7 billion every year, along with an 18% increase in revenue.

Thirdly, after evaluating other marketing channels, I learned that email marketing is one of the strongest marketing channels for Amazon. With a refined and unique strategy, Amazon took every advantage of transactional, marketing, and recommendation emails. Amazon personalises emails based on purchase history, browsing history, age, gender, etc. It also personalises subject lines of the emails based on a receiver's name, which increases the open rate as high as 18.30%, according to Mening (2020). While the recommendation engine of the company generates 35% of the total revenue, I learned emails that are sent are a significant contributor to it (Mening, 2020). Besides, through email marketing, Amazon drives more sales than its on-site recommendations. 
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