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As per various estimations and studies, the sudden emergence and upsurge of Covid-19 pandemic along with its associated precautions and measures, have led to a massive shutdown and stalling of physical businesses in the second quarter of 2020. According to the estimation of the Current Population Survey, the amount of active business owners has been observed to drop by 22% from February to April 2020. Despite the typical and average growth of 3-4% seems to be constant on the year-over-year sales, losses in taxable sales averaged 17% in the second quarter of 2020, which was relative to the second quarter of 2019 (Dastin and Rana, 2021). Moreover, stressing on the effect and aftermath, Covid-19 has forced retailers and businesses to shift their business operation online. Therefore, this crisis and its associated impacts further accelerated the expansion of e-commerce towards new organisations, customers and types of products. Despite the persistent cross-country differences and Covid-19 upsurge, it has widely been observed that the pandemic has further enhanced the dynamism in the e-commerce landscape across the countries, as well as expanded the scope of ecommerce throughout (Fairlie and Fossen, 2022). Therefore, in order to explore more into the innuendos of Covid-19 effect on organisational profitability and sales, the report has considered evaluating the structure, culture and behaviours of Amazon that collectively influenced its profitability in the first quarter of 2021. Moreover, the report will also attempt to explore the factors that influence the individual behaviour at Amazon, impacting on its overall sales and profit (Armstrong, 2012).  
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Amazon’s organisational structure can strategically be classified and stated as Hierarchical, in which the senior management team include three CEO and three senior vice presidents. The organisational structure of Amazon has predominantly been hierarchical, with the inclusion of function-based structures and geographic divisions. Amazon has been considered to be a flexible and adaptive market leader in e-commerce, where Amazon’s structure of hierarchy effectively bestows upon the function of efficiency and scalability. Moreover, Amazon’s hierarchical structure has further followed the utilisation of a business model, including movements in various parts (Du et al., 2022). Therefore, as per the profitability and sales growth of amazon in 2021, due to structural strength, the e-commerce platform of Amazon had been observed to generate over $222 billion, followed by the further profits in different functional units. The third-part stores services generated over $103 billion, Amazon AWS generated over $62 billion, which also catered and contributed to the overall profit and sales growth of the company during the first quarter of 2021 (SEMUELS, 2020). Adding to this, Amazon’s advertising unit, Amazon Prime and the physical stores had been seen to generate over $31 billion, $31 billion and $17 billion respectively in the first quarter of 2021, which collectively benefited and influenced the company’s sales and profit through bringing in efficient organisational structure (Weise, 2021). Stressing on and referring to the organisational structure, Amazon has always been conspicuous and efficiently attentive towards their employee needs and benefits, which led the company to deal with mist of the crucial problems like Covid-19 pandemic internally, while reducing the generation of negative news and outcomes (SEMUELS, 2020). However, Amazon has been structurally unable to accommodate any demands of employees such as reducing leave benefits, which caters to be a reasonable reform under the new policy issued by the Centres for Disease Control and Prevention. Therefore, witnessing a  profit soar of 220% due to the higher demand of online shopping during the pandemic, Amazon had been observed to announce an increment in pay for half a million workers, while also hiring “tens of thousands” more (Weise, 2021). 
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Figure 1: Amazon’s revenue (2015-2021)
(Source: Du et al., 2022)
Amazon’s company has been intense and effective, where the success towards profitability and sales growth during the Covid-19 pandemic in 2020-2021, had been associated with the company's corporate culture by the former and current employees of Amazon. Amazon has been proven to procure a breakneck-paced and notoriously cost-conscious organisational culture, which at times impose extensive emotional and physical pressure on certain employees. As per the cultural values of Amazon, the company is customer centric rather than competitor focused, acquires passion for invention, and has commitment towards operational excellence as well as aims in long-term thinking (SEMUELS, 2020). Adhering to the culture, Amazon has been stated and considered to be one of the biggest winners of the pandemic, which drastically shifted its attention towards online shopping, during the upsurge of pandemic, while the customers shifted their demand towards virtual shopping. Amazon, being one of the largest e-commerce, had posted record profits in April 2021 and had announced that the converted online shopping and demand are not likely to be left by the customers now (News18, 2021). It has been a recorded fact that, since the emergence of Covid-19 pandemic, shoppers and customers have been widely and increasingly relied on Amazon, in regard to the delivery of home staples and necessary essentials of livelihood, leading to an enhanced sale and profit growth in the first quarter of 2021. Amazon has further witnessed and observed this trend of customer demand of Amazon’s online shopping, to be continuing post-pandemic especially for groceries, which evidently portray the on-going increment and contribution of Amazon’s culture on its sales and profit growth in 2021 at large (RAPP and HARTY, 2021). Therefore, Amazon’s adherence to cultural values of customer obsession and committing towards operational excellence could collectively and evidently be proven to have an influential impact on its overall development of sales and profit during the first quarter of 2021. 
While attaining the corporate culture, structure and behaviour, Amazon strategically worked on various units of its operations, pertaining to its procurement of sales and profit growth in the first quarter of 2021. Stressing on the outcomes and performance, the revenue form merchants, listing items from websites and using its warehouses had been up to 64% to $23.7 billion, leading to a greater profit margin to the overall company (News18, 2021). Adding to this, Amazon’s advertising business segment is largely lucrative than others, which generated an increased revenue of 77%, which is almost $7 billion, recorded in the first quarter of 2021. Catering to its profit and sales, amazon had previously stated and disclosed 200 million people to have paid for the Prime membership (Weise, 2021). Therefore, it was recorded that the subscription revenue of the prime service and others, reached approximately around $7.6 billion in the first quarter of 2021. Moreover, stressing on the sales and profit growth in the first quarter of 2021, it can be evidenced that, despite the additional payment of $119 per year or $12.99 per month at amazon for free shipping, the households with Prime membership had seen to be typically spend $3,000 per year on Amazon, which directly contributes to its achievement of 44% of the additional sales and 220% profit in the first quarter of 2021 (Du et al., 2022). 
It can be thus be highlighted through the evident and promising records of Amazon, that, with the high volume of orders catered by the e-commerce company during the pandemic, has led 
Amazon to operate more efficiently towards having an influential contribution of its overall culture, structure and behaviour on its sales and profit in 2021 (Dastin and Rana, 2021).
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The emergence and sudden outbreak of Covid-19 has gradually and rather collectively impacted on the individual (consumer’s) buying habits, evolution of consumer's online media consumption, shopping behaviour of individuals, as compared to the pre-pandemic statistics and demand level (Feedvisor, 2021 p.2). Therefore, as per the 2021 Amazon Consumer Behaviour Report, the enhanced demand of online shopping brings in the highlighted growth of profitability within the company, as 64% of Prime members and 36% of non-Prime members expressed their opinion on more frequently shopping online, as compared to their shopping preferences and behaviour prior to the initiation of the pandemic (Feedvisor, 2021 p.5). 
Referring to the factors that influence individual behaviour at Amazon towards enhancing their mammoth sales and profit, they include a series of associated aspects of a particular product. On the verge of shopping online, consumers are more likely to search products in Amazon, referring to specific names and keywords. Therefore, stressing on the results of keyword search, 44% of the consumers have deliberately stated the “Price” to be one of the factors (Feedvisor, 2021 p.24), pertaining to the product details that majorly influences the consumers to make a strict or flexible decision, and leading to their buying behaviour. Adding to this, it has further been portrayed and stated by the consumers that, “Images” also is one of the factors that influence their behaviour towards considering the product and impose a buying behaviour at large (Fairlie and Fossen, 2022). 26% of the consumers have opinionated the products’ photos to be conspicuous to the customers while searching for a particular product in Amazon search results. Brands and retailers in e-marketplaces like Amazon, therefore focus more on these factors such as prices, images, ratings, prime eligibility etc., (Feedvisor, 2021 p.24) in order to drive consumer interest and influence their individual behaviour, pertaining to the close attention towards personalisation, value, convenience and product assortment. Therefore, focusing on the behavioural approach, the pricing strategy of the overall product, ranging from the product value and external delivery charges, has been considered by the primary factor that leads the consumers to ultimately select a product and portray their buying behaviour (Buchanan and Huczynski, 2016) Henceforth, the generated report outcomes can further be justified, where 78% of the consumers claimed “Price” to be the most important and evident factor, influencing them to have diverse and impulsive individual behaviour, resulting in the mammoth sales and profit of Amazon (Fairlie and Fossen, 2022). Stressing on the factor of Price, Amazon has further witnessed a diverse yet productive opinion in a varied percentage of consumers, which also entail influential factors, while contributing to its mammoth sales and profit (Feedvisor, 2021 p.24). Apparently, 61% of the consumers have been seen to claim low shipping, to be an influential factor which drives in more attention within the customers to consider and impart behaviour towards the products from Amazon. Moreover, adding to this, 53% of the consumers have been seen to state and choose fast shipping time to be a contributing factor that majorly influences the individual behaviour, while buying the product from Amazon (Fairlie and Fossen, 2022). Also, to a minimum yet significant level, available “Ratings” for every product, have been stated by 9% of the consumers, to be a factor, which potentially procures a convincing power, to attract consumers and impart behaviour for the same (Feedvisor, 2021 p.24). Additionally, quality of shopping experience at large has been considered to be a factor that influences the individual purchase decisions of consumers, while considering or buying products from Amazon. Furthermore, stressing on the influential factors, Easy, safe and varied payment methods also motivates the existing as well as recurrent customers to portray their individual behaviour of buying products from Amazon, while contributing to its increased sales and profit at large (Feedvisor, 2021 p.24). All these factors further create and cater customer satisfaction at its best, owing to the fulfilment of customer needs and preferences. 
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It has been deduced from the findings and analysis of Amazon’s online shifting during Covid-19 pandemic that, the e-commerce company has deliberately reported a net increase if 44% in its sales, rising up to $108.5 billion in the first quarter of 2021, as compared to that of $75.5 billion generated in the first quarter of 2019. Moreover, with the emergence of Covid-19 pandemic, the physical stores were forced to be shut down, while the businesses shifted their focus on online operations. However, Amazon, being established e-marketplaces itself, has witnessed less complications and challenges while influencing the customers to impart their individual behaviour, while enhancing their sales and profit at large. Therefore, stressing on these, the price of the products at Amazon, has been considered to be the primary and main factor that widely and majorly influence consumers in their individual behaviour and contribute in the company’s mammoth sale and profit. 
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Amazon has a business model with many moving parts. With the e-commerce platform which generated over
$222 billion in 2021, followed by third-party stores services which generated over $103 billion, Amazon AWS, which
generated over $62 billion, Amazon advertising which generated over $31 billion and Amazon Prime which also
generated over $31 billion, and physical stores which generated over $17 billion.
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