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 Introduction  
Globalization is the expansion of linkages globally in terms of economic activities across political boundaries. It is a process that aims to increase in cross border movement of goods, technology, services, information, and economic activities, which bind the national boundaries (Majed et al., 2018). Globalization is one of the dominant forces of the international economy, and it can be seen also in countries where other aspects of the global economy do not seem to be visible or completely missing. Several important factors contribute to globalization, such as the liberalization of foreign exchange and capital markets, the development of transnational regulatory structures, the growth of financial markets, the international expansion of national firms, and the acceleration of scientific and technical progress. Amazon is an online retail shop which is a leader in selling books and has remained the best in selling book (Amazon, 2021). However, Amazon has drifted into selling other products. This report will give a broad view of Amazon business in the competitive environment, the marketing strategies undertaken by Amazon to create customer value and the impact of globalization on Amazon.  Further, the cultural factors of the organization will be discussed, including the performance, its quality and efficiency and leadership. The market, competitors and its marketing activities through market and brands operation and the local, emerging competitors will also be discussed.
[bookmark: _Toc66999001][bookmark: _Toc66999002] Business in a competitive environment; History of Amazon brand and significant associations
Amazon was founded in 1995 by jeff Bezos who first set the company in a rich technological location whose main customers were wholesale booksellers in Rosenberg. Amazon came into the public in 1997, and the main objective being e-commerce and creating customer value through building a company that focused more on customers and creation of an environment where the customers can easily find what they needed online (Wells et al.,2018).
The company has evolved over time to gain its title of the largest online store in the world.  It was a global investment in selling books. However, it was first rejected, but Bezos went on to start the company. The company was named after the Amazon river in South America. In the first month of operation, the company made huge sales in every state in the U.S and over 45 countries. The company gained momentum to gain its current status. In 1998 the company expanded its production through launching online video and music stores and the introduction of toys and electronic on its platform (Amazon, 2021). Thereafter, Amazon acquired other online booksellers in Germany and the United Kingdom. Internet Movie Database was also acquired by Amazon, which gave the company the platform in advertising resources in selling DVDs and videotapes. The company has expanded its efforts by buying Junglee, which is a comparison-shopping site and Planet All, which is focused on address books, calendars, and reminders (Wells et al., 2018).
[bookmark: _Toc66999003]Marketing strategies undertaken to create customer value in Amazon.com
Amazon uses various marketing strategies to create customer value. Digital marketing is the most used strategy in Amazon since it is an online business. The strategies employed are customer-centric, and efficiency is key across the customer touchpoints through effective communication. Amazon’s vision is set to focus on customer experience by offering low prices to the customers, a wide range of products and services to choose from and convenience. The marketing strategies are both online and offline communications to achieve customer loyalty and repeat purchases for the success of the business (Majed et al., 2017). 
Amazon has remained the leader in selling books despite selling other products. The company has many products in the book market compared to other products sold online. The books can be sorted in terms of the titles and subjects which can be searched online through the use of computers. The books sold at Amazon are easy to ship; they provide basic information for easy selling on the online platforms.
The company’s objective and strategy include the identification of key success factors. The key success factors of amazon were to build a strong brand name location, provision of marvellous value to the customers and superior knowledge in shopping, increase the volume of the sales made and finally, the realization of economies of scale and scope. The company’s marketing strategy was intended to strengthen the company’s brand name, increase the number of customers, build the loyalty of customers, increase the purchases made and develop the service and product revenue to increase opportunities (Kotler and Armstrong, 2017).
The customer-centric objective of Amazon is designed to involve the customers by asking them what they want and sorting their needs, and finally delivering to the customers the products or services they need. This is considered Amazon’s tradition of being customer-centric, which has contributed to the success of the company, which is evident over time (Gbadamosi, 2019). Innovation on behalf of customers is also considered as another meaning of being customer-oriented or centric (Anshari et al., 2019). This is through researching what the customers are not aware they need and delivering it to them (Sethna and Blythe, 2016). Through this, Amazon launched what is termed as the ‘your store service’, which was to suit each customer. This translated the company’s vision of customer value through delivering convenient, selected and services at a broad price. This has seen Amazon’s customers increasing over time. There’s a wide category of products sold online today by Amazon, including; kitchenware and tools and auctions.
Other marketing strategies used by Amazon.com to create customer value include; free shipping, where the customers have to spend on a certain amount to be eligible for free shipping. This increases the sales, competition, and profitability of Amazon. In shipping of the products bought, the online platform gives an expected date of delivery and other notification related to the product. Focusing on customer satisfaction has translated to the current success of Amazon, which was rated the best performer in customer satisfaction (Verhoef and Bijmolt, 2019).
[bookmark: _Toc66999004]Marketing mix 4P’s
 Amazon uses the marketing mix approach to attract its consumers. The 4p’s include the product, place, promotion, and the price used in the implementation of the marketing plan. The marketing mix is used to reach its target customers online and uses the place and price as the major selling points of Amazon. As the world’s largest eCommerce platform, Amazon must update its marketing strategies to ensure growth and be ahead of other competitors (Dadzie et al., 2017).
Amazon’s products are considered the most important in the online retail industry. It offers several products, and through continued expansion and product diversification, there are a variety of products that addresses customer needs. For instance, digital content, amazon publishing, prime, video, web services, fresh, prime pantry, dash and retail goods and services. 
[bookmark: _Toc66999005]Place in the Amazon marketing mix is used to reach target customers. Since Amazon is an online business, the company used e-commerce strategies to reach customers, for instance, e-commerce websites, Amazon books and others (Bahadir et al., 2015). The promotional mix used by Amazon includes the strategies used to communicate with the customers and persuade them to make purchases. The promotional strategies used include; advertising and direct marketing. The pricing strategies used by Amazon include; market-oriented, pricing discrimination and value-based pricing strategies. The market-oriented pricing strategy evaluates the prices of other competitors for the pricing of its products. This makes it affordable and attracts customers. The price discrimination strategy involves putting different prices on the same item. This is done through different websites. Value-based pricing involves placing prices on a product based on the consumer’s perception of the value (Dadze et al., 2017).
Amazon’s position in the global economy
The company has positioned itself as an online book store, but currently, it has become the exclusive book retailer. It is considered a giant online retail shop in the global economy. In the United Kingdom, it has invested more than £23 billion since the year 2010. It employs more than 30,000 peoples in the UK, with an estimated £45 billion in GDP investments since the year 2010. It’s a leader in creating jobs, contributing to government taxes and economic growth in the UK (Amazon, 2021b). 
The business has become the most powerful online retail corporation, with its CEO, become the richest person in history. The company benefitted from the pandemic since its dominance has greatly shaped the global economy, and currently, it is in an age of Amazon Capitalism. The wide variety of products sold on its platform has made it a worldwide household name, with approximately 60 per cent of households in the U.S. subscribing to Amazon Prime, and in return, the company surveils the subscribers. The corporation has also become the world’s largest provider of cloud-computing services and home surveillance systems (Amazon, 2021b).
 Impact of globalization on Amazon
The success of amazon depends on the access of both the single and global market. Amazon is an international business whose businesses have cross-border transactions of goods and services. International businesses analyze transactions in order to meet the needs of the customers (Ghauri and Cateora, 2014). Globalization is divided into product and market globalization. Product globalization is the tendency of companies to find suppliers of services and goods around the world, while market globalization is the merging of different national markets into one market globally (Olimpia and Stela, 2017).
Recent studies have shown that the preferences and tastes are becoming similar at the global level hence the need to create a global market. Globalization has increased cross-border transactions in terms of exports and imports, and investments. Amazon is a multinational enterprise that owns many resources by offering operational and strategic needs.  The operational needs are through the provision of materials and technology, and the strategic needs ensure steady growth, increasing business volume and better profitability through increasing growth (Majed et al., 2017). 
Globalisation has led to increased competition which is related to the service and product’s adaptation to technology, target market and prices.  Fewer costs in marketing and cheap prices will increase the market share. The customers will have many choices in the market, which will affect the behaviour of customers since they need to acquire the goods and services in an efficient way. These expectations need to be fulfilled by Amazon; otherwise, the volume of sales made will reduce, lose the profit margins and the market share. The global market requires that the company must be ready for the product, service, and preferences of the customer. Amazon has generally focused on customer preferences; therefore, this makes it the leading online retail shop (Amazon, 2021).
Competitive advantage is one of the reasons that companies join foreign markets and avoid competition in the local market. The position of competition is improved by opposing other competitors in global markets. This leads to strategic positioning and other organizational skills. The pressure arising from maintaining competitiveness requires companies to reduce costs. Therefore, this leads to the positioning of the business where the costs will be lower.
Globalization has led to an exchange of technology. This is by new technologies through entrepreneurial and globally oriented firms to try new business opportunities. Amazon, as an online organization, e-commerce and internet procedures have helped it broaden its involvement in the international market. Technology is used as a tool for competition, coupled with the quality of the goods and services offered by the organization. Globalization has increased the transfer of technology and the improvement of technology.  The internet and networking have increased competition globally which resulted from a rapid flow of information regardless of the geographical location of the customer (Ristovska and Ristovska, 2014).
Further, globalization has led to the development of the markets for Amazon. The technologies used in communication and information, development of tourism and cultural exchanges, improved standards of living have led to the emergence of consumers in countries with a similar lifestyle, high-quality aspirations and educational profiles. These have increased the distribution channels, opening the opportunities for Amazon to offer its products in the global market.  The potential which exists globally makes companies go out into the foreign markets to make more sales and improve the opportunities for profit that cannot be achieved in local markets (Majed et al., 2017).
Globalisation has led to the growth of economies. This is through the development of communication technologies, the imports and the exports from the countries contributing to economic expansion. Other factors, like competition and innovation are brought about by globalisation to enhance growth. The rise in investment levels helps industries to grow faster since its beneficial. Exchange of technology between the countries lead to the economic growth of the countries
[bookmark: _Toc66999007]Amazon Organizational Culture
The organizational culture in Amazon is designed to facilitate the business to act on demands emerging from the e-commerce market. In any organization, the culture dictates the norms and set of values that have an impact on the workforce attitude to work and relations with other partners (Mosley, 2017). For instance, Amazon’s organizational culture steers the existing workforce to shift from the ancient limitations and adapt new solutions to challenges that may arise as well as ideas on innovations. Amazon seeks to acquire fresh and competent individuals to maintain its top position in the online retail business. In this attempt, the company must always be on its toes to sustain itself in the competitive market through shaping the company’s resources (Mosley, 2017).
Cultural factors
Amazon exhibits a reputation for having a robust organizational culture. The ability of the company to push its employees in the exploration of new ideas and methods of providing efficient services is an indicator of the strong culture established by Amazon. Furthermore, the culture has enabled the organisation to go after new opportunities in their online service delivery to customers through the utilization of intensive data. The company focuses on being pioneers through making bold bets through innovating for the customers. The boldness, peculiarity, and customer-centricity as factors responsible for driving the organisational culture can be drawn (Szymańska, 2016).
Amazon patronises boldness among its workforce. This factor in the organization culture is evident through mechanisms adopted by the company in the selling of items through an online platform. For a start, the company began with selling books with the aid of information technology centred on data-intensive mechanisms. In reference, the company encourages the workforce to consider taking risks, including bringing new ideas on board pertaining to transacting business. In addition, the company accentuate boldness through the facilitation of transparency in ideologies in line with the organization’s diversity policy. This character of the company’s culture ensures that Amazon can identify the best ideas for solving challenges arising as well as improving the e-commerce business (Szymańska, 2016).
Amazon’s vision statement spells out the customer-centricity in the business. The company’s culture equally includes the factor. For instance, the organization workforce is mandated to focus on the various needs of customers as well as their demands from the business. Amazon continuously dedicates itself to identify trends in the market and changes in customer needs. Information obtained on customer preferences is applied promptly in online retail services as well as services requested by the customers. Therefore, as the e-commerce business increases, Amazon is able to maintain effectiveness in meeting customer demands by the aid of reinforcing the centrality of customers.
Distinguishing the character of achieving targets and tasks constitutes a peculiarity in Amazon. The organization, for example, constantly motivates its workforce to perceive themselves and the tasks they have been assigned as different from the normal ways of carrying out business. Amazon strongly believes that doing business in a conventional way poses a limitation on sustainability as well as the progressive growth of the business. The motivation of employees in their thinking capacities in regard to business output potentially improves the e-commerce business and achieves the maximum input from the same. The peculiarity factor is thus critical for the company’s organizational culture (Kuo and Tsai, 2019).
Amazon’s Market and Competitors
Amazon Inc. operates in a competitive market with major corporations in the world. The growth of Amazon from a basic online retailer of books over the decades has seen the company secure a share in the competitive market as one of the largest e-commerce business organizations. The growth is not only based on the global index but also on revenue across the globe. Sources of revenue, as indicated by the company’s quarterly and annual financial statements, are attributed to five major categories. These include online stores, physical stores, third party selling services, subscriptions, as well as Amazon Web Services (Ritala et al., 2014).
Online stores consist of company products and sales on digital media incorporated in the e-commerce website. The company, in its customer satisfaction process, offers diverse and durable consumer goods to its customers. Digital format commodities including e-books, software, music, videos as well as games are also offered by the company. In this stream of online stores in the provision of products, Amazon faces competition from several companies that have the same segment. They include; Light in The Box Holding Company, Vipshop Holdings Ltd, Overstock.com, Wayfair Inc, JD.com and Etsy (Filson, 2014).
Besides online stores providing magnificent sales to Amazon, physical stores play a role in the retail market. With the acquisition of the whole foods market retail grocery, the company has realised and expanded the physical stores' space. Other types of physical stores under the umbrella of Amazon include Amazon Books, Amazon Go, Amazon 4-Star and the Amazon Pop Up. The physical stores experience competition from companies like Best Buy, Target, Costco, Big Lots, as well as Walmart Inc (Filson, 2014).
Amazon’s online market platform offers third party seller services to vendors who intend to sell their products. This is attributed to the fact that the company’s popularity across the globe through the e-commerce site attracts third-party sellers who eventually access a wider consumer base, ultimately growing their businesses. Amazon charges shipping fees, commission fees and other related costs of fulfilment for the provision of this service to vendors. According to CEO Jeff Bezos, the main competitors in this category of service provision is the eBay auction site.
A variety of subscription services are sold by Amazon. The most popular subscription service that is paid for is Amazon Prime. As of January 2020, the subscription service had 150 million members around the globe. In addition, the company sells subscriptions for access to e-books, digital videos, audiobooks as well as digital music. Main competitors to Amazon in the provision of subscription services the giant media game-changer Netflix, Google, with its Play Store service and Apple with iTunes (Ritala et al., 2014).
[bookmark: _Toc66999008]Amazon Web Services (AWS) is a cloud platform of the company offering services in designated capacities. Services offered range from artificial intelligence, machine learning, storage to analytics. Customers for Amazon Web Services include start-ups, enterprises as well as agencies affiliated with the government. Alibaba Group, Microsoft, Oracle, Google and International Business Machines Corporation form the main competitors in the provision of web services (Filson, 2014). Generally, Amazon is diversified and, as a result, enjoys benefits accrued from multiple revenue channels that are equally profitable. The organization has specialized in disruptive innovations that, through funding, are able to secure the market share from its competitors. By this, the company has realized increased sales and capitalization of the market across the world.
Conclusion 
In conclusion, globalization has greatly contributed to the growth of Amazon, a leading online retailer. Amazon has generally focused on customer value and preferences through offering free shipping and lowering the costs. Amazon launched your store service to offer customer value through delivering convenient and flexible online shopping. Globalization has affected Amazon through improving competition in the global market, flow of information, technological exchange, development of markets and trans-border transactions. The cultural factors of Amazon have been extensively described, with the main competitors of Amazon being other online stores selling products globally. Amazon benefits from the profits earned, making it the best in the market.
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