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1.0 Executive Summary
This report is in response to the rising competition faced by Amazon Company where the four-market segmentation have been proposed. Competition in the market is usually the most crucial aspect of any organization that cannot be ignored. Many companies regularly face competition for the goods and services they provide to their customers. Therefore, it is upon the individual organizations to always come up with marketing strategies that would help them counter this ever-growing competition. Amazon Company is the case study organisation in this report, where different measures have been suggested to help it reduce the competition in the e-commerce market. Amazon.com Inc. was founded in 1994 in Washington by Jeffrey Preston Bezos, commonly known as Jeff Bezos. The company has grown to be a success in the online marketing and has become active and the largest online retailer in which was known widely in most countries. 
Amazon is ranked number 4 in the world in terms of brand value and services. The organization is one of the leading organizations in terms of the number of employees since it has employed about 647, 500 both full-time and part-time employees who are referred to as the Amazonians according to the annual report of 2019. The primary aim of the objectives of this report would be to evaluate how market segmentation would be an essential marketing strategy for Amazon as a way of curbing competition within the market. These four marketing segmentations include psychographic, demographic, geographic, and behavioral segmentation. The SWOT analysis of the organization would also be another objective for this report since the business model would be discussed with the market segmentation. The recommendations would align with the already discussed marketing strategies since it would help align the segments in a better way. These recommendations include initiating a marketing segmentation that is measurable, product development, accessible, actionable, differentiable, and substantial. The measurability of the market segmentation includes the concepts of value, profiles, purchasing power, and its overall size. Product development is another recommendation where the understanding of every segment of the customers and the market is the best starting point for marketing a new product or an old product to a new market. A differentiable aspect is another consideration to be made when designing functional marketing segments for an organization.
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2.0 Introduction
	Many worldwide are aware of how fast Amazon has grown to be the most significant e-commerce market in the industry. The organisation has integrated several strategies to polish its marketing campaigns to win its esteem customers and also beat the ever-growing competition from other similar organisations. However, some Amazon customers have portrayed a downward trend in service delivery from the organization from a survey conducted by the supply chain supply software company Convey (Conaway et al., 2018). A convey conducted in 2019 on 2000 Amazon customers came up with a sign that the company is on a downward trend. These customers claimed that the company has gone back in their ease and cost of shipping. In any business set up, once the customers have shown some kind of dissatisfaction in terms of the products and services offered to them, where the other competing companies take advantage (Conaway et al., 2018). Competition is one major problem faced by Amazon Company, especially when it comes to expanding its branches to other countries. Market segmentation is one primary strategy that Amazon needs to incorporate to bolster its market share.
	The four primary market segmentation would be the driving force for the company to restore its market to normal (Bernstein, 2015). Market segmentation refers to the business practice that relies on research leading to the direction of how business divides its entire target into smaller and more manageable groups basing on common grounds they share. In simpler terms, customers of every market segment have the same characteristics that can be used to leverage to optimize their marketing and other sales efforts. The main advantage of the market segmentation is its ability to introduce a tailored message to be received successfully (Faisal, 2016). This is crucial because companies such as Amazon, which have products or services in the market, are boasting the multiple benefits, use it for several customers. Therefore, these four main types of market segmentation are demographic, geographic, behavioral, and psychographic.
[bookmark: _Toc41062747][bookmark: _Toc41513475]2.1 Aims and Objectives
 	The principal objective of this report is to develop strategies on how market segmentation and its key areas are of great importance to the Amazon Company in terms of handling the competition, hindering the organisation's growth. The central part of the project would focus on how the different types of market segments would be influential to the company, especially when expanding its branches to other countries and marketing the different kinds of products that are new to the market. These segments are crucial to the understanding of the organisation's market share and how wide the company is known to its esteemed customers. Apart from focusing on the different segmentations of the market on its audience worldwide, Amazon Web Services also needs to recommend getting familiar with the audience to be able to get information on anyone who wishes to start up a business and would like their potential customers. Some of the key objectives include: 
· Discuss the organisation's SWOT analysis and how it applies to the organisation's main problem and its recommendation to overcome these challenges.
· Analyze how the market segmentation works and how significant they are in shaping the market share of an organisation.
· To apply the four primary processes of market segmentation to Amazon and how they would help in handling competition in the market.
Through these aims and objectives, the organisation would be able to maneuver in the market and be able to handle its human resource well. Amazon would then have to make use of these market segmentation to operate most of its commercial activities and how it will eventually shape the way the customers shop on their websites. The organisation's SWOT analysis would also enable the management to see how the company is doing in terms of their strengths, weaknesses, opportunities, and threats. These ideas would also play critical roles in the realizations of the market orientation that well fits the organisation.
[bookmark: _Toc41062745][bookmark: _Toc41513476]2.2 Report Remit
	This report would look at how market segmentation may be of considerable significance to Amazon Company in expanding its market to new places without facing a lot of friction from other competing companies. As a consequence, these strategies have gone a long way in helping the organization keep prices low, which is one way of keeping the marketing and the customers intact in the company and enticing many others. Amazon has realized that what its customers need the most is the quick delivery of all the products they order (Faisal, 2016). This is where Amazon has diversified its distribution systems, where it now has 55 fulfillment centers that are exceeding 43 million square feet.  The main aims and objectives of the report include to discuss the organization's SWOT analysis and how it applies to the organisation's main problem and its recommendation to overcome these challenges. Secondly is to analyze how the market segmentation works and how significant they are in shaping the market share of an organization also, applying the four primary processes of market segmentation to Amazon and how they would help in handling competition in the market would be another aim.
	Demographic segmentation usually divides the market into variables such as age, gender, family size, income, education, and occupation (Faisal, 2016). This is a widely used strategy due to specific products that cater to specific individuals' needs targeting a particular demographic element. Geographic segmentation aims the customers according to their predefined geographic borders (Menzly, and Ozbas, 2016). This entails the differences in interests, preferences, and values that vary dramatically according to cities, states, and countries; hence, the marketers would recognise the differences and initiate more advanced advertisement methods. Behavioral segmentation shares a lot with psychographic segmentation, but for this, it focuses on the different reactions on the decisions made by the customers on the processes of buying. Lastly, the psychographic emphasizes more on the intrinsic traits possessed by the customers. They range from conscious and subconscious motivators, opinions, and lifestyles (Menzly, and Ozbas, 2016). Therefore, the four-market segmentation and the SWOT analysis of Amazon Company are the aspects that would be looked at to enable the organization to beat the competition present in the market share. 
[bookmark: _Toc41062746][bookmark: _Toc41513477]2.3 Background of the Organization
	Amazon.com Inc. was founded in the year 1994 in Washington. In the year 1995 is when the Amazon.com website became active and became the largest online retailer in which was known widely in most countries (Amazon.com, 2020). The organisation now, through its cloud computing company, has earned a total income of $4.2 billion in 2016, and in 2018, it went up to $ 12.4 billion (Amazon.com, 2020, para 9). According to the Forbes list, Amazon is ranked number 4 in the world in terms of brand value and services. The e-eCommerce company has employed about 647 500, both full-time and part-time employees, who are referred to as the Amazonians according to the annual report of 2019 (Amazon.com, 2020, para 10). The four most adhered principles by Amazon organisation include customer obsession, passion, commitment, and long-term thinking (Lincoln, 2017, p. 12). 
All these principles are some of the main contributors to the company's competitive advantage. The business strategy of Amazon is made of business administration and the cost leadership as its primary driving force. Online shoppers usually benefit from encouraging communication between the different elements found in its ecosystem and the promotion of its different leadership principles (Aggarwal, 2019). The company's mission statement is, “To be Earth’s most customer-centric company, where customers can find and discover anything they might want to buy online, and endeavors to offer its customers the lowest possible prices.” (Amazon.com, 2020). On the other hand, the vision statement of the organisation is; “To leverage technology and the expertise of our invaluable employees to provide our customers with the best shopping experience on the internet” (Amazon.com, 2020).
 The different visionary, pragmatic, and autocratic Leadership are some of the styles employed at Amazon. The company also possesses a hierarchical organisational structure. In the external market place, the company remains highly flexible to integrate frequent changes (Aggarwal, 2019). The organisational culture is also based on the principles of the cost-consciousness and other customer obsession techniques. The company's major challenges include the low-profit margin and the overall lack of products or services. Also, one fundamental problem that has been faced recently by Amazon was the weak competitive position of the Amazon's Fire Phone and damage to its brand image as a result of tax avoidance that took place in the U.K. The company also applies different business strategies in its frameworks such as the SWOT analysis, PESTEL, Porter's five forces and the value chain analysis (Aggarwal, 2019). 
[bookmark: _Toc41062748]




[bookmark: _Toc41513478]3.0 Main Body
	With the variety of products and services offered by Amazon Company, the organisation needs to strengthen more than one segment of the market at the same time. This would enable the organisation to be better placed in terms of competition in the market and how they would deal with their customers with different tastes and preferences (Bernstein, 2015). The company sells more about 120 million products in online retail, which would enable the organisation to offer a wide variety of customer segments with different preferences (Bernstein, 2015). The organisation also needs to monitor the external market to understand and implement different customer expectations in the market.
[bookmark: _Toc41062749][bookmark: _Toc41513479]3.1 SWOT Analysis
	Amazon was once one of the biggest bookstores, which has converted it into the leading online retailer globally (Amazon.com, 2020, para 14). However, the organisation is facing a high level of competition from other similar companies offering almost the same products and services such as eBay and Costco. As a consequence, the organisation needs to implement the four-market segmentation fully as a strategy to overcome the ever-present competition (Bernstein, 2015). What makes Amazon Company do well in most of its products and service deliveries is its strong base of loyal customers who have repeatedly but from the online retailers. Therefore, the organisation's SWOT analysis enables the organisation to thrive in the market and handle the competition, especially when looking at its strengths and opportunities.
[bookmark: _Toc41513480]3.2 Strengths
 	One of Amazon's strength is its customer-centric. The organisation possesses a well-informed centric process that enables it to develop a customer's buying behavior. As a result, the organisation would have an opportunity of offering individual items or a bundle of them as an offer when they buy such items. Also, the company maintains that about 55% of its customers are repeat buyers, which indicates that there is a low cost of acquiring new buyers into the market (Chen, Tang, and Ling, 2019). The second strength enjoyed by the organisation is its cost leadership. The cost leadership entails how the company has positioned itself in the creation of strategic alliances to offer customer service that cannot be compared with any other. This leads the company to have the most substantial value chain due to its entire role in the economies of scale. An efficient delivery network is another strength of Amazon. It has led to its success is the timely delivery network that has made it have a well-structured distribution network (Chen, Tang, and Ling, 2019). 
[bookmark: _Toc41513481]3.3 Weaknesses
	Shrinking margins are some of the weaknesses experienced by Amazon Company. The extensive network of delivery and the price wars offered by Amazon is slowly shrinking, bringing losses to the organisation. Following this, in the year 2013-2014, Amazon had recorded a loss of $259 million (Chen, Tang, and Ling, 2019). Also, the tax avoidance issue has been one of the company's worst weakness, where it has attracted negative publicity on account of tax avoidance in countries such the U.S. and the U.K. Amazon has been under a high debt situation, wherein many developing nations it is still struggling to bring the business into a profitable scenario thus affecting the entire profitability of the group, leafing to high debts. Besides, the product flops are another weakness faced by the company, where some products are launched but do not get the buying the company anticipates for (Chae-Bogk Kim and Sung-Min, 2016). One significant example is the fire phone in the U.S., which was considered a big flop. Also, the Kindle fire did not pick up in the market actively, as Kindle did. As a result, several product flops eventually led to dents in the deep pockets of the company.
[bookmark: _Toc41513482]3.4 Opportunities
 	There are some opportunities shared by the organisation as far as the marketing of their products is concerned. Backward integration is the foremost opportunity for the organization to come up with different sorts of brands and get the market liking (Chae-Bogk Kim and Sung-Min, 2016). These are like the in-house brands for different product categories. The organisation can also differentiate most of its offerings to fit the customers and also yield more profit for the organization. This would bring more profit to the organisation in the current highly competitive E-commerce market (M'Barki, and Neal, 2016). Secondly, global expansion has been one of the best opportunities for Amazon. This includes the development of its services to other nations such as India and the larger Europe. Through this expansion, it goes a long way in helping the organisation in these new economies with low competition in the e-commerce industries, which are not so much saturated like the developed economies (Chae-Bogk Kim and Sung-Min, 2016). 
Consequently, the organisation will do its best in these new environments due to a lack of competition from other known companies. The organisation has the opportunity and the capabilities of acquiring new E-commerce companies that would help it in decreasing the competition levels and use this capacity to integrate the potentials of the other acquired company (Denning, 2019). Opening other physical stores outside the U.S. is another opportunity considered to be similar to global expansion. On this, the organization would have a chance to explore its customers and help them to engage more in the brands available by the organization. This helps in increasing the repeat of purchases and also the customer base.  
[bookmark: _Toc41513483]3.5 Threats
Lastly, SWOT analysis is the threats faced by the organisation. One of the biggest threats includes the low entry barriers of the industry. This affects the current players' business since more companies bring competition and make it tough for companies to withstand (Denning, 2019). The price wars, the shrinking margins, and the losses that arise from questioning the sustainability of the players are all considered threats that hinder the organisation's growth. Government regulations have been considered a threat by most organisations, including Amazon. This is when the organisations do not have clarity on the issues that relate to the FDI in multi-brand retail and which has been a hurdle in the overall success of the E-commerce players in many developing nations (Denning, 2019). Local competition cannot be left out. In essence, the competition received by the organisation in its e expansion to the external markets cannot be overlooked. In India, the Snapdeal and the Flipkart, who are the main E-commerce retailers, are considered to be taking away a majority of the market. In addition to this, there are still other local players who are taking big bites of the market share, making it hard for more prominent organisations such as Amazon to thrive well and have bigger profits margins (Denning, 2019).  
[bookmark: _Toc41062750][bookmark: _Toc41513484]4.0 Market Segmentation in Amazon
	Amazon has been able to build an empire for itself over the years since its inception. It has involved itself in offering a range of products and services for its esteemed customers, which has led to gaining worldwide recognition (Conaway et al., 2018). It has become a one-stop-shop for many people, especially on entertainment needs. However, this recognition did not come easily by just employing advertisements and other related marketing strategies. The organisation needed to have incorporated the market segmentation for its products to sell and be well recognised. Therefore, creating the best market segmentation is the first breakthrough in managing competition for Amazon Company. This entails focusing on the segmentation of customers online and also engaging in other remarkable experiences for each customer of the organisation. The best proposal for Amazon is to use technology to segment and position its brand in a more overwhelming experience for its customers.
[bookmark: _Toc41513485]4.1 The Significance of Market Segmentation
 	The core consideration of having a successful market campaign for the organisation is always to have the customers receiving the message of the organisation through advertisement (Conaway et al., 2018). Also, market segmentation, where the customers' needs are categorized according to their preference, would win the hearts of the customers in a big way. However, Amazon needs to understand that there have been different ways in which messages of particular brands can reach them without any struggle, mostly through television, the internet, radio, or mails. The customers have learned how to filter all these messages and look for what they specifically want. Therefore, an essential way of reaching that need to be considered by the organization is through segmenting them according to what they need and offering them. Hence, through making these specific targets to them, the marketers of the company would be able to place the best positions for their products to counter competition from other similar organizations offering such products and services (Conaway et al., 2018). 
[bookmark: _Toc41513486]4.2 How Amazon Needs to Work
 	Since segmentation of the market is not a new concept in the market, the organisation needs to move with the trend of segmentation and come up with more enticing means of reaching out for the customers (Ito, 2019). This will, in turn, help the organisation retain most of its clients and customers and avoid competition from other companies. Many companies have been segmenting their customers separately according to their demographic and geographic information. The aim is that by targeting the customers in this way, the organisation would cover a   wide area of its customers and their different preferences depending on age, gender, and other considerations. In addition to this, the organisation needs to incorporate more on the generic segmentation strategy used to separate the customers through the basic demographics and think of how they can be reached in terms of relationships, product choices, and other shared interests (Ito, 2019). Therefore, Amazon would have to consider most of the potential ways of winning customers that differ from what has been portrayed by other competing organisations. These segmentations take charge of the customers and the products they require, their behaviors and interests, and their rejections or canceling reasons.
[bookmark: _Toc41062751][bookmark: _Toc41513487]4.3 Psychographic Market Segmentation
	Psychographic segmentation is where the current and prospective customers are grouped according to their shared personality traits, attitudes, beliefs, lifestyles, and interests (Saha, and Kumar, 2016). These characteristics can be observed in an individual, while others may not be easily observed. Identifying these characteristics can be an essential way of marketing products (Sgaier, Engl, and Kretschmer, 2018). Amazon needs to understand the changing trends in a fashion clearly, and other technological advances would be significant, especially in getting to know their interests and traits. Every customer of Amazon has a different psychographic makeup, and when analysing these makeups and grouping them with similar characteristics is one way of factoring in psychographic segmentation.
	Faisal (2016) argues that there are steps to be taken by Amazon to make use of psychographic segmentation in dealing with competition of the market. Primary market research is one major factor to be considered by the organisation. This is mainly executed in terms of attitudinal surveys, which would be analysed through the factor analysis by the expert team to find the groupings and the patterns (Faisal, 2016). For this method, the organisation would have to have a qualitative study that would dig deeper into particular areas. This would be followed by the marketing agency's competencies that can affect the outcome and later reflect the truism. Also, marketing artificial intelligence can be the most critical aspect in bringing up the ability of the solution to rapidly test and improve the predictive analysis (Faisal, 2016). Through this method, the organisation would be able to test the intelligence and optimization of the voluminous data produced through other different digital options in the multitude of channels, devices, and platforms. Amazon would have to take into consideration some of the most critical aspects when dealing with psychographic segmentation. One of these would be to take action on the insights provided and ensure they are practical. Also, the organisation needs to see the differences that emanate between the groupings. This is where everyone would have to belong to each group provided by these groups.
	Yang et al. (2014) also agree with what (Faisal 2016) claims that there are different ways in which Amazon organisation can group its customers. One of the methods of grouping includes basing on their personality traits. The different brands, products, and other services have personalities that are considered either intentionally or unintentionally. These authors maintain that the marketers would always come up with these personalities to match the different traits of the customers. If they can identify themselves in each of these sectors, they would be able to operate well. Therefore, learning about these personality traits of the customers would enable them to deliver according to the target audience, which they can use to shape their brand personality. Options, attitudes, interests, or hobbies are other considerations made by psychographic segmentation (Yang et al. 2014). This categorisation looks at how the opinions on religion, political views, gender, and environmental factors. This is where an affluent area of opportunity is found in digital marketing, especially in social media. As a result, the customers' preferences would be identified by using these parameters, and the organisation would have to benefit from the massive impact created by the products and services offered to the customers.  
[bookmark: _Toc41062752][bookmark: _Toc41513488]4.4 Demographic Segmentation
	This segmentation generally divides the population based on the different variables. Some of these variables include age, Income, family size, race, nationality, occupation, gender, and religion (Giannino, 2019). This segmentation type is one of the most used types of segmentation that needs to be incorporated into Amazon's marketing strategies for the better attainment of healthy competition in the market. According to Walia (2019), all of these aspects make it better for the organization to know what precisely each customer requires based on the demographic issue categorised. For the marker research, Amazon would benefit here since they would be focusing on an already classified lot of customers for better diversification of their products and services. Also, through this type of segmentation, the organization would be able to offer promotions to most of its customers now that they would be aware of what each one of them requires (Walia, 2019). 
 	Age is among the first aspect of categorisation under demographic segmentation. This is crucial for Amazon since every customer and their needs change with age (Awan, 2014). What they ordered in 2016, for example, would not be the same as what would be commissioned in 2020. Therefore, the organisation would have to ensure the trends of each age group of their customers are catered for to avoid the customers moving to other similar organisations with similar products. (Awan 2014) gives an example to illustrate this relationship where a youngster would most likely order a phone. At the same time, a working-class who earns will need a device used for communication with various features in it. Although the main function of the product is the same, there are different basic functionality owned by the device. Gender is another segment of the market that needs to be taken into consideration by Amazon as they explore the ways of managing competition in the market (Awan, 2014). Men and women would always have different preferences. Men might need a product that is the latest in technology while women would prefer products that are latest in fashion. Therefore, categorising them differently and coming up with different products and services that best suit them would be of great significance to the organisation (Gómez, and Pérez, 2018).
	Gómez and Pérez (2018) and (Fjelstul 2014) argue that the customers' Income is another major consideration in the market segmentation of demography, which helps categorise the customers depending on their affordability of the products. Ferrari and BMW are for the customers who are considered to be of higher income level and prefer luxury and quality. Therefore, as the organisation makes its wise considerations, it would be crucial for them to identify this segment and look for the products that would target them (Schlegelmilch, 2016). On the other hand, the other group of customers would look for similar products but would consider those types of cars that are not so luxurious or expensive due to their income levels. Therefore, Income can be used effectively to determine the different customer groups in a population depending on their purchasing power (Fjelstul, 2014). As a result, it would be essential for Amazon to look into how the customers would be reached in terms of the level of Income with different products to avoid competition.
[bookmark: _Toc41062753][bookmark: _Toc41513489]4.5 Geographic Segmentation
	This type of segmentation is where the market is divided into geographical units like location and the language used in a particular place in the market (George et al., 2016). A good example is a market between the U.S. and the U.K. These are two different markets that both need special considerations when it comes to the delivery of goods and services. These two markets have different values, lifestyle, and attitudes. Besides, the geographic segmentation also takes care of the differentiation based on a regional basis, since one region might have 'A' grade customers. In contrast, other regions would have regular customers in the rural or town areas (George et al., 2016). As a consequence, the segmentation would devise the marketing mix that is entirely based on geography to be targeted by the organisation.
	Vargas Leon and Kuehn (2014) points out that the data collected in the geographic segmentation may be used differently by the organisation where they may use it to launch several products for the particular market identified under the segmentation, thus, attracting the customers depending on their geographical segment. This usually applies to different global companies that are within the same country. In India, for example, where it is a multi-lingual country, the main companies like Nike, Adidas, and Vodafone have to bring onboard different marketing strategies for different regions but within the same country. The south of India is more passionate about football; hence, Nike or Adidas would be strongly aligned with the football wears as a strategy while North of India is so much into cricket, the companies would integrate cricket products to the customers. This is the case with what Amazon needs to incorporate into their marketing strategies to counter competition. On the other hand, Vargas Leon and Kuehn (2014) maintain that the geography of a place can also have some impacts on the products being sold by a company in a specific region. The water purification companies would not use the same technology for their customers. The purifiers with the U.V. technology or the technology that uses light purification would be used in places where water is clean. In contrast, R.O. technology, where substantial purification is needed, is used where water is unclean (Vargas Leon, and Kuehn, 2014). 
	The first thing to be done by Amazon is to explore the local market first. This would be relevant since they would be able to be in touch with the local business associations. These associations would be the best source when trying to identify the kind of geographic segmentation of such an area (Menzly, and Ozbas, 2016). This is because these associations are the ones with the data of all the businesses operating around that particular place. Secondly, the organization would then approach the people who have some information on the local geography to increase their customer base. This, again, data collection would be used as the main source of business expansion. Therefore, for Amazon, it would have to consider the people who are within the local environment doing similar business on marketing and promotions. This would be relevant since they would take the recommendations given by these businesses on the marketing needs. 
[bookmark: _Toc41062754][bookmark: _Toc41513490]4.6 Behavioral Segmentation
	This segmentation divides the population basing it on the behavior and how the population responds to the use of a particular product. Therefore, consumer behavior is the main area to study for the better part of marketing management (Nguyen 2019). It is always not an easy task to know exactly how a consumer would feel about a particular product or service. The consumer's decision making would depend entirely on the behavioral segments to be targeted by the organisation (Susilo, 2016). A good example is currently where there is the Covid-19 pandemic worldwide, and the consumers of specific goods and services would have different opinions and behavior concerning what to be bought first. After the pandemic, the organisation would change its marketing strategy, bearing in mind the consumer behavior to target. As a result, the occasions are always crucial to identifying the market and what the consumers would need at a particular time (Perry and Hendrick, 2015). 
	Rossman (2017) argues that the benefits sought are another crucial consideration of the behavioral segmentation. Different products are always targeted towards the benefit of the customers. One example is the market war that existed between Colgate and Sensodyne to the particular people who have sensitive teeth. There are other kinds of toothpaste that target people who want to whiten their teeth. Loyalty is another behavioral consideration for the market that needs to be considered by Amazon. This is through acquiring new customers and retaining existing ones. This is also shared by Smith, Rupp, and Offodile(2017) that the customer base would be increased if the customers become loyal to the organisation and their products and services. However, the targets used to retain the loyal brand customers are different from those used to acquire new ones in the market.
 	The user-based behavioral segmentation is another approach to be used Amazon when looking into the competition in the market. In many residential and commercial segments, the usage is usually portrayed through lesser, moderate, and heavy usage (George, 2018). An example can be the ones targeting the beauty products for women. There are those customers who use less or no personal care products while there are those who make use of a lot of it. Therefore, this would be the basis for Amazon to target its audience in the market. As a consequence, any product from the organization that is not targeting any masses would generally use behavioral segmentation to establish its market share. The wants and the demands of customers would be better aimed by the segmentation of the products which are niche in nature (Pyo, 2015).
[bookmark: _Toc41062755][bookmark: _Toc41513491]5.0 Conclusion
In general, this report has looked into the Amazon Company and the possible ways of curbing the overall completion that is seen in the e-commerce industry. The organisation has been facing a lot of competition from other similar companies offering almost the same products to the clients. Therefore, the report has looked into the possible means of reducing or eliminating this competition. Through this, the aims and objectives of this report have been directed towards evaluating the different business analysis models present in Amazon Company. On this note, the organisation's SWOT analysis discussed the possible means of executing the market segmentation for Amazon Company. The strengths, weaknesses, opportunities, and threats of Amazon Company have been exhaustively discussed in this report.
The report has also suggested and discussed the four-market segmentation to be rolled out in Amazon Company to curb competition in the market. These four-market segmentations are the psychographic, demographic, geographic, and behavioral market segmentations. Through the implementation of all these market segmentations, Amazon would be able to counter the competition in the market well and be able to claim the highest market share compared to the other organisations. This report has also suggested some recommendations to be employed by Amazon Company in their endeavors of beating the competition in the market. These include the special considerations on the implementation of the four-market segmentation. These are the segmentation that is considered measurable, accessible, actionable, differentiable, and substantial.
[bookmark: _Toc41062756][bookmark: _Toc41513492]6.0 Recommendations
	Many business people have argued market segmentation as the best way to improve the business focus of many organisations (Andaleeb, 2016). This is because the market segmentation offers a more in-depth and more precise understanding of what needs to be focused on and what to avoid. The business focus would be measured through the constant checks by the human resource managers and all the marketing managers to assess whether the marketers are building focus in the way they advertise and market the company’s products. This check needs to be timely and can be done once a month using questionnaires that specifically focus on the growth of the company. Also, through market segmentation, other blunders in marketing are alleviated by analysing the data collected from the four segments (Haider et al., 2017). Consequently, it would help the organization focus on the efforts of the product aspects, services, or the content that the consumers would positively receive.
Secondly, product development is fundamentally improved by market segmentation (Cao and Manrai, 2014). The nature of the segmentation is always that customer recognition is the key priority to any business organisation. Hence, understanding every segment of the market's different requirement would be the best starting point for marketing a new product or an old product to a new market (Hun, and Yazdanifard, 2014). The market segmentation would also help in breaking into new markets for new products or old ones. Therefore, Amazon needs to the viability of the process of successfully initiating the best market segmentation to reduce competition with other organisations. These include setting segmentation that is measurable, accessible, actionable, differentiable, and substantial. Product development would be measured within a year from the time the product was introduced into the market. The people involved in measuring success in the company may include the management team that is made up of the marketers and the company’s product promoters.  
 Market segmentation should be quantifiable (Dietrich, Rundle-Thiele, and Kubacki, 2017). This includes the concepts of its value, profiles, purchasing power, and its overall size. Through this, the marketing strategies would be quickly decided on the exact extent of the segment. Accessibility refers to the reaching and the connection of the serving segment to the market (Martin, 2017). Therefore, it would be crucial for Amazon to select a market segment that can be easily reached, whether geographically, psychologically, or physically. The segmentation of the market would take place in terms of the behavior of the customers within a specific market, their place and their tastes, preferences and interests. Therefore, the segmentation would align itself to the way the customers have positioned themselves. This would ensure that the brand being marketed offers a relevant and accessible means to achieve success. Substantiality entails the brands that consider the potential of the segments (Doligalski, Zaborek, and Sysko–Romańczuk, 2015). This is the consideration that considers the profitability of the consumers in the present and the future. It would not be worthy of wasting marketing budget on a tiny segment with a little worth to the organisation.  
The longevity of the consumers is another consideration for this factor since it would be pointless to waste money, time, and effort in a particular market audience that would soon disappear within a short period (Armstrong et al. 2018). A differentiable aspect is another consideration to be made when designing functional marketing segments for an organisation. This brings on board the homogeneity of the brands. This is where the particular chosen customers have similar preferences to the characteristics to avoid any irrelevant segments that may appear. It is usually not advisable to market to a small number of consumers if the same product can appeal to the right amount of audiences (Cui, 2015). The products being sold need to have an actual value when put into action. This is the most critical aspect of the whole of the marketing strategy that Amazon needs to have in mind as they design any market segmentation (Green, and Keegan, 2019).
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