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[bookmark: _Toc133355670]Introduction 
	Exceeding the expectations of the customers act as an axle that motivates them to make repeat purchases in the future. In addition to this, interpreting and engaging customer experience can influence product sales of the company to a considerable extent and help the brand increase its profitability by addressing the sales objectives easily (Gunawan, 2022). The quality of customer experience directly impacts the potential of organizational success as each interaction with the customers is a bridge to develop effective and strong bonds between the customers and the organization. Amazon is one of the most successful e-commerce retailers that concentrates on gathering every possible information about the customers to offer them exceptional customer service (Surahman, Yasa & Wahyuni, 2020). In order to understand the needs and preferences of the customers well, Amazon aims at frequently interacting with customers using non intrusive and easy to use satisfaction surveys which in turn acts as an effective tool for generating sales and turning customers and prospects into loyal customers or enthusiasts of the brand. Amazon also ensures to immediately respond to the customers in case any issue is encountered and the organization works vigorously to keep and earn the trust of the customers (Amazon, 2023). As Amazon operates with a mission of being the most customer centric organization in the globe, the company uses advanced technologies for understanding the needs, of the customers and places customers at the core of its business. In addition to this, amazon also makes sure to deliver quality at value propositions and uses effective control systems that manage the quality, which works effectively for the attracted customers.  
The following report aims at presenting a full analysis of Amazon’s ability to critically assess the advantages and challenges of developing as well as handling effective customer relationships through the analysis of customer experience along with a profound interpretation of Amazon’s quality process. In addition to this, the report will also identify the factors impacting Amazon’s ability to enhance customer value and demonstrates a critical interpretation of Amazon’s quality process along with its effectiveness to address the requirements and wants of the customers. 
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[bookmark: _Toc133355673]Factors influencing customer value at Amazon 
	According to Zeithaml et al., (2020), customer value can be described as the measure of all benefits and costs linked with any service or product offered by an organization. Hence customer demonstrates the worth of the product or service to the customer. The authors explain, creating customer value accelerates the satisfaction rate and experience of the customers thereby increasing loyalty, and market price, lowering errors, and increasing efficiency for the organization. 
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Fig 1: Fishbone Diagram of factors leading to the customer live time value of Amazon
(Source: Seetharaman & Zhang, 2006)
Criticality could be considered as the extent to which any organization is dependent on the information for the organizational success and effective business functioning (Seetharaman & Zhang, 2006). On the other hand, customer experience could be referred to the way a business involves with its customer at different point from their buying journey. As per the theoretical underpinnings of Mohd Satar, Dastane & Ma’arif, (2019), there are several factors that might directly impact the ability of an organization to create value for the customers. From the fishbone diagram of Amazon, it is clear that the major factors influencing the ability of the company to enhance or maximize customer lifetime value incorporate customer loyalty, perceived cost, marketing, strategic consistency, and frequency. In addition to these, other determinants such as brand credibility, special benefits and treatments,  and confidence benefits also play a major role in influencing the customer value among Amazon’s customers resulting in enhanced customer commitment and satisfaction (Marathe & Gawade, 2020). However, insignificant relationships between technical quality, and functional quality also act highly influential in influencing Amazon’s ability to offer customer value. According to Yen, Teng & Tzeng, (2020), creating value for customers means maximizing benefits within an acceptable pricing point. Hence costs and benefits are the two critical factors that are responsible for increasing customer value to a considerable extent. Benefits associated might include accessibility, convenience, quality, popularity, and longevity of the product or service being offered to the customers. Thus, the authors explain, escalating the benefits of the products and services being offered without increasing the cost could act as a pivot for increasing value among customers. Hence, these are the critical factors that could impact the ability of Amazon to enhance its customer value (Rodgers & Oppenheim, 2019).
The e-commerce business environment is highly dynamic and frequent concentration on the consumer behaviors and patterns is required for staying prominent and relevant in the business environment (Jindal et al., 2021).  Since acquisition based growth requires Amazon to keep on spending more, an increased customer value would actively offer positive cash flow,  by increasing traffic (online) thereby translating the same to increased profits and sales; escalated customer loyalty. and customer segmentation (Kumar, Garg & Agarwal, 2019). Amazon is aware of these different influential factors and the organization provides, distinct, time saving, and money saving alternatives to the customers that assist the brand in swaying the expectations and mindset of the customers thereby making them loyal enthusiasts of the organization. Other than this there is a high level of customer service offered to Amazon shoppers. The organization manages this using its efficient customer support department that responds to the customers in no time any complaints or concerns are registered by the customers. Thus, the ability of prioritizing customers and keeping them happy helps maintain a loyal customer base. Other than this, Amazon creates value for its associated customer by offering satisfactory services by handling retail operations with efficient use of advanced technology. Thus, operational efficiency acts as the core strength of the organization and assists the management in maintaining its competitive edge while enhancing the overall corporate performance at the same time. Amazon also aims at offering a broad array of products to select from, through the official websites while ensuring timely delivery of the products for demonstrating high commitment levels towards the organization and the targeted audience. 
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Amazon when entering the emerging business environment as a business venture encountered several hidden and unanticipated challenges to excel and thrive in the markets. it was also due to the inefficiency in identifying customers' needs and addressing them immediately (Hardt et al., 2021). However, after identifying the root cause of the issues, Amazon starts enhancing its strategies with an improved focus on improving the experience of customers during online shopping. Amazon also aimed at delivering excellent services with entire convenience to the customers. Amazon is aware that knowing the needs of the customers is imperative for delivering exceptional customer service as it motivates the loyalty and purchases of the customers thereby tailoring an effective service while creating a more appealing brand value among the customers. The Kano Model is useful in obtaining a thorough interpretation of the customers’ needs. Hence, the model when applied to Amazon can be useful for prioritizing new potential features that define customer satisfaction and dissatisfaction appropriately.
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Fig 2: Kano Model for Amazon’s customer need
(Source: Madzík et al., 2019)
Where:
3. product ranking 4. Full screen image 5. videos 6. 360 degree product view 7. Shopping list 8. Product reviews 9. FAQs 10. Availability 11. Zoomable 12. Shop logo 13. Navigation bar 14. Help 15. Details at a glance 16. Search box 17. Call to action 18. written product description 19. Product images
From the Kano model of understanding customer needs, it is evident that identifying the needs of the customers and satisfying them right away is the only way of keeping the business actively thriving in the changing business market (Madzík et al., 2019). Hence, amazon has thrived the same by implementing an everything under one roof strategy model. Amazon is also aware that when customers are offered a huge range of products and alternatives, they would get more overwhelmed and attracted towards the brand (Rodrigue, 2020). In order to address this aspect, Amazon started using Big Data collected from customers while they browse to the organization’s website for fine timing and building the recommendation engine. Hence the more Amazon knows about the customer, the more likely it is able to anticipate what the customer wants to buy. Amazon has also streamlined its processes that promote faster persuading to the customers. for instance, amazon recommends different products to the customers instead of making the customers search through the entire catalog. This eases the process for the customers and makes them more engaged while enhancing the shopping experience side by side (Ishak et al., 2020). This recommendation strategy of Amazon is based on collaborative filtering which means Amazon decides what customers think by developing a capture of the customers and then offering the products that customers with similar profiles have already bought.  This way it becomes easy for Amazon to address each and every preference and need of the customers while offering enhanced quality and value propositions both at the same time. 
In order to interpret the experience of the customers in a better manner, Amazon as one of the largest e-commerce retailers has focused on prioritizing initiatives and organizational practices for the service offerings and products. For this, the organization has implemented the MoSCoW model that helps Amazon in building organization wide consensus for the practices developed and work on them actively to ensure effective customer satisfaction and experience. For a larger e-commerce organization like Amazon, it is imperative to manage the organizational tasks based on priorities in order to enhance the organizational elements and help the business operate and grow effectively (Huang et al., 2020). The application of the MoSCoW model enables Amazon in supplying the products and accepting orders from customers rapidly as a must have element acting crucial for generating better business sales and revenue in the short and long run. Similarly, Amazon has kept its application user friendly with easy shopping cart facilities and checkout alternatives, better customer support, images, and descriptions as the should have category of the business. Digital marketing options and back end integration approaches have been categorized in the could have classification by Amazon which enables the organization in directly connecting with the customers and convert the prospects visiting online stores to loyal enthusiasts. However, the ability of offering an unvaried selection of products at relatively low prices has not yet been initiated by Amazon and hence is kept under the won’t have category till date.
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Fig 3: Business model Canvas of Amazon 
(Source: Peprah et al., 2022)
Hence, Amazon has especially focused on people who are not only comfortable shopping online however are also prepared for replacing conventional shopping habits with elements like on click and one hour delivery satisfaction (Ling et al., 2021).  These people are highly price sensitive and time poor. Hence, Amazon has identified the urbanities well and the organization offers its customer with a strong value proposition comprising of four imperative concepts including selection, fulfillment, convenience, and price (Peprah et al., 2022). Amazon is highly obsessed with the customer experience and the organization strongly aims at including improved ways that could help in offering better value to the customers' Amazon also uses key performance indicators or metrics like CLV, CKV, CBV CRV, and others that assist the company on obtaining better insights into the interest of the customer thereby helping the organization refine its existing products and customer touchpoints. Customers can contribute to a company's profitability in two different ways: (a) directly through their purchases, and (b) indirectly through their non-purchase behavior’s, such as by referring new clients, influencing existing clients and prospects in their network, or using their own experiences to offer reviews and feedback for improvements. Choosing the correct group of clients who add value to the business can be helpful when attempting to maximize revenues. In this regard, the Customer Engagement Value (CEV) framework can be used to locate and assess the ideal client, one who has a fruitful relationship with the business, creates value, and makes a positive contribution to the company's earnings (Kumar, V. 2013). Businesses may learn a great deal about what consumers need, want, and value by combining all customer data into a single, centralised system and utilizing that system throughout the entire organisation. Firms can also spot crucial patterns and trends in the data that help the organisation succeed. The measurement of a customer's CLV, CBV, CRV/BRV, CIV, and CKV may thus lead to an evolution in the total value from that customer's participation. In order to improve the profitability of the company, this collection of indicators aids businesses in determining how much (in value terms) a consumer directly or indirectly influences the firm or its product.
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Quality processes are imperative for safeguarding the reputation of the organization thereby preventing products from being unreliable thereby increasing trust on the customer’s side (Kumar, 2020). Quality processes in businesses are also responsible for making sure that the organization looks at available evidence based data and consider anecdotal observations to live up to the standards of the business market. Hence, the success of any e-commerce organization is highly dependent on the appropriate functioning of the quality assurance features. Therefore, it is imperative to check that the online store performs smoothly under various conditions and is free from significant defects impacting the organizational business of e-commerce. Amazon believes that any brand could be created by winning the trust of the customers (Olsen-Landis, 2020). Thus, ensuring consistency and patience in quality is responsible for bringing loyal customers and more sales to the organization. Amazon’s AWS has recently undergone an independent and systematic evaluation of the organization’s quality system for determining whether the organizational activities and outputs comply with the ISO requirements.
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Amazon is a renowned e-commerce organization that aims at executing quality online products for its targeted customers. the organization’s product portfolios are primarily internet based and are handled using relevant software setups responsible for promoting efficiency in service delivery (Su et al., 2020). Amazon manages its products under the quality assurance that ensure appropriate directions are followed in different operational aspects. The organization's management of Amazon has made sure that quality assurance directions have been adhered to strictly with the objective of reducing potential risks and threats that customers might encounter. This approach to quality process has enabled Amazon in protecting its customers from existing risks (common during online transactions).
Amazon as one of the largest e-commerce organizations uses different quality control systems and measures to make sure that the organization's products are capable of addressing the quality guidelines and maintaining high standards of quality (Lin, Wang & Hajli, 2019). These measures are designed for identifying defects, inspecting functionality, ensuring compliance, and testing for any safety hazard with the regulations and laws of the organization. The different quality control measures used by Amazon incorporate:
functional testing: this is a pivotal quality control measure that helps Amazon in verifying whether the products work as per the intended benchmark (Liu  & Li, 2020). Hence this stage of the quality control process incorporates testing the features, capabilities, and functions of the products in order to make sure they are working appropriately and while staying compliant with the organization’s standards. 
Compliance testing: this quality measure helps in making sure that Amazon’s products address all the required and relevant laws, standards, and regulations set by the state or the organization (Lu et al., 2022). Hence this process aims at verifying that the manufactured products meet quality and safety standards and it does not comprise of any hazardous or prohibited substances not good for the customers and the key stakeholders like the environment. 
safety testing: safety element is the top priority of any organization and a major e-commerce organization like Amazon. These control measures incorporate testing products for potential safety risks and hazards and incorporate verifying that the design, materials, and construction of the products are safe for use and do not transfer any damage to the targeted audience (or individuals using Amazon’s products). 
documentation review: this specific quality control process of Amazon incorporates reviewing all the imperative documentation offered with the products in order to make sure that it is complete, accurate, and appropriately complies with the guidelines of the industry and the organization side by side. This process incorporates verification of the description, warranty, instruction, and other imperative insights about the product that is correct and as per the requirements of Amazon.
Visual inspection: this quality process of Amazon incorporates an imperative visual evaluation of the manufactured products in order to evaluate and check for any deficiency, inconsistency, or damage in the product’s appearance (Delfanti, 2021). Hence, this quality measure checks for any dents, scratches,  or other physical deformities that could impact the overall quality of Amazon’s products. 
These quality controls and measures assist Amazon in maintaining high standards of quality thereby lowering returns while ensuring positive customer experience and satisfaction. By making sure that Amazon’s product addresses all the requirements and guidelines, the organization could deliver a reliable and consistent customer experience smoothly.
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eBay as one of the biggest competitors of Amazon has a very different approach towards quality management as the organization has proactively implemented Kubernetes Operators, Jenkins, and Helm Charts for ensuring high quality in software and business operations. To perform safe changes within the linked communities and environment, the organization has also come up with a self service certification solution that is responsible for mentioning the requirement for making any change as framework releases, runtime updates related to the operating system, and others. This ensures the prevention of any bad release of products for eBay and acts as a template for the organization to manage complicated requests and situations. Helm Chart and user input determinants are used by eBay to develop certification instances as well as Chart Custom Resource Definition (CRD) instances acting as pipeline determinants for the organizational business. These quality control platforms enable organizations like eBay in building handling and providing a curated platform experience for all the organizational aspects thereby aligning the mindset of the workforce to work in future enhancements for quality certifications (Verhoef, 2003). As a result, the applied quality control system helps in lowering the cognitive load on the development team thereby fostering a common platform as the pathway with the least resistance for the organization.
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Fig 4: Strategic quality management process of Amazon
(Source: Asif, 2020)
For e-commerce organizations like Amazon,  quality relates to the standard of the service and products being offered to the customers. amazon’s customers anticipate some level of quality, irrespective of the price paid for the product or service. Thus, for an already established business, it becomes imperative for addressing customer needs with suitable quality ad focus on customer experience. Offering quality products acts as the base of organization for any organization irrespective of the industry. Thus, quality service and products that address the expectations of the customers are more likely to ensure customer satisfaction, good reputation, and loyalty for the organizational business. Amazon is aware of all these determinants and the organization aims at addressing the quality standards set by the industry and going beyond them that helps the brand in creating higher quality products at value proposition thereby giving the organizational business a comparative competitive edge. Amazon follows strategic quality management which helps in maintaining quality while addressing the need and preferences of the customer side by side (Schmuck & Benke, 2020). the only objective of this quality approach of Amazon is to carry out the required analysis and evaluation of the implemented corporate strategy while taking into account of customer centric objectives and the direction that Amazon’s business would be created to follow the standards.  Amazon places huge efforts in satisfying the needs and expectations of the targeted customers by setting smart objectives for enhancing the quality of operational input. Hence the operation management of Amazon is aimed at making continuous enhancements to raise the benchmarks of quality of the e-commerce business.  Amazon does this by motivating an employee to develop new and improved manners of tackling quality issues.
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Fig 5: Mintzberg’s business planning model of Amazon
(Source: LO  & SUGIARTO, 2021)
Amazon also follows the Mintzberg’s business planning model for being accessible towards the identified opportunities and evaluating them as per the essentiality for Amazon’s expenditure. Hence, strategic planning of quality management within the organizational business makes sure that Amazon promotes better quality products thereby helping the buses grow exponentially. The Mintzberg’s business planning model gives Amazon the required possession for operating strategically by delivering the required steps thereby guiding the organization toward success (in terms of quality and performance) (Aminu Umar, Muhammad & Hassan, 2020). In addition to this, Amazon takes a close look at the design quality, changing and e-commerce website to check for any loopholes exciting in the quality management. Execution of high quality design systems in Amazon assures the organization of eradicating errors that are highly preventable. 
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Fig 6: Quality Trilogy of Amazon
(Source: Tejaningrum, 2019) 
Taking the Quality trilogy model into consideration, it is evident that over, the years, Amazon has been consistent in enhancing its quality of business operations and quality management to obtain a competitive edge while addressing the expectations and needs of the customer in the context of performance and quality. This continuous enhancement made by Amazon is based on the quality trilogy model that allows Amon in ensuring quality planning, quality improvement, and quality control all at the same time while maintaining the required level of customer satisfaction that directly correlates to quality factors (Wajdi et al., 2023). This helps Amazon in increasing the rate of satisfaction and experience of customers while being aware of the quality. In order to maintain the improvements and standards by testing different targets and planning, Amazon makes sure to provide required development and training sessions to the employee while communicating outcomes (Smits & Nikdel, 2019). This allows Amazon in upgrading its e-commerce website as well and gives the customer a pleasant experience while shopping on Amazon. 
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Building a good relationship with customers is a bridge to the organizational success in the long run. This is because, having a robust connection that is primarily based on trust and communication assists organizations like Amazon in making a customer feel safe and engaged with the brand thereby leading to customer satisfaction, retention, and an increased rate of repeat purchases for the organization.  Amazon understands this well and the organization has made every possible way to address the needs of the customers and respond to them immediately to deliver a positive experience with the brand thereby keeping them involved while facilitating an open two way communication for valuable customer feedback.  This approach of Amazon enables the brand in generating more referrals and have better interception of the new customers just attracted. 
However, there are a few major challenges that Amazon experiences while maintaining or developing relationships with customers. This is because there are times when Amazon experiences issues in interpreting the actual needs and expectation of the customer and fail to exceed the customer, preferences at times. Dealing with service outage issues is also a common challenge that Amazon experiences while maintaining effective bonds with the customers. Hence, in order to combat the challenge of handling customers and their respective preferences or expectations Amazon has come up with a solution of implementing an effective customer relationship management strategy that ensures the organization’s customers avail their money’s worth, giving them a reason to make a repeat purchase and by providing the highest quality and most efficient customer service. This CRM strategy of Amazon enables the brand in bringing customers tailored offers and promotions based on the past purchases made which acts as an indispensable tool for Amazon to carry out its customer centric marketing strategy effectively. 
[bookmark: _Toc133355683]Conclusion 
Therefore, from the above discussion, it can be concluded that engaging and understanding customers incorporates developing a relationship by interpreting what customers value, require, and need. Therefore, Amazon has actively incorporated an effective quality control system, and business processes along with enhanced customer experience models that help the brand in formulating a comprehensive approach and process aimed at partnering with selected customers to create superior value for them. Amazon aims at acquiring better insights into its customers that enable the brand in responding to the queries made easily and manage the relationship with customers well. Offering high quality products at a value proposition is also another strategy used by Amazon for keeping its customers attracted and satisfied. Thus, the omni channel approach considered by Amazon acts as a pivot for the brand to manage all its inbound customer interactions and interpret needs suitably.
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