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Executive Summary
This report is an exploration of how Amazon's quality systems and controls for customer service can be influenced by internal and external factors, as well as how the company can deal with the new customer demands and achieve its business objectives. The purpose of the report is to gain a better understanding of how Amazon can create a successful customer service strategy and meet the needs of customers while maintaining good customer relationships 24/7/365. The study has revealed that Amazon needs to implement and maintain a quality system that is tailored to meet the changing customer needs and demands. Quality systems and controls are important for Amazon to successfully deliver 24/7 customer service. Porter's Five Forces and 7Ps marketing strategies are employed to evaluate Amazon's customer service and how it can be improved. Based on the findings of the research, a number of recommendations have been made. For instance, organisations should focus on developing marketing strategies to increase customer engagement and retention. This can include offering promotions and discounts, providing incentives for customer referrals, and creating personalised content for customers. By leveraging these strategies, organisations can create a strong customer base and maintain good customer relationships 24/7/365.
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[bookmark: _Toc122499891]Introduction
Understanding and engaging in the customer experience is critical for any business that wants to succeed. The customer experience is the sum of all interactions a customer has with a company over the course of their relationship. It includes everything from the initial contact with a customer service representative to the follow-up emails and phone calls. This report aims to examine the internal and external factors that have contributed to Amazon's quality systems and controls, allowing them to provide 24-hour customer service. The report explores how Amazon's commitment to customer service has been shaped by both internal and external factors, such as their corporate culture, industry trends, and technology advancements. The report also looks at how Amazon has implemented new strategies, processes, and technologies to ensure customers have access to their customer service team 24 hours a day, seven days a week. Furthermore, Porter's Five Forces and 7Ps marketing strategy will be employed to determine how Amazon can manage the new customer demand and achieve its business goals through the development and maintenance of a good customer relationship 24/7/365. The report will provide an in-depth analysis of Amazon's strategies and how they can be improved to better meet customer expectations.
About Amazon 
Amazon is an American multinational technology company founded in 1994 by Jeff Bezos. It is one of the world's largest online retailers and provides cloud computing services. Amazon has become the most valuable public company in the world and its headquarters are in Seattle, Washington. The company has grown to become the world’s largest online marketplace and one of the most valuable companies in the world. It specialises in e-commerce, cloud computing, digital streaming, and artificial intelligence. Bezos is the CEO and one of the largest shareholders of Amazon (Wadhwa, Vashist and Phutela, 2020).
[bookmark: _Toc122499892]Internal factors Affecting Amazon’s Quality systems and controls for customers to deliver a 24-hour customer service?
Internal factors refer to the characteristics of an organisation that make it unique from the rest and that determines its capability to compete with the rest in the market demand (Hoe and Mansori., 2018). This section provides a discussion on how various key internal factors affect the quality systems of Amazon and how the company delivers a 24-hour customer service. 
The organisation's culture and values: If an organisation values customer service and prioritizes it as a key part of its operations, it is more likely to have well-established systems and controls in place to ensure that customers can receive assistance at any time. For example, Amazon has a team of experienced customer service agents who are trained in the latest customer service techniques and technologies. This allows Amazon to have an experienced team of customer service agents who can respond to customer inquiries quickly and accurately. According to Adam, Wessel and Benlian (2021), Amazon’s customer service team responds to inquiries in an average of 15 minutes and has as such been able to achieve a 97% customer satisfaction rating and a 95% customer service rating. 
In order to deliver 24-hour customer service, Amazon has implemented a number of quality systems and controls to ensure that customer inquiries are promptly addressed. This includes the use of a variety of communication channels, such as email, phone, and live chat, to allow customers to reach out to customer service at any time of day or night. This allows Amazon to ensure that its customer service is of a high standard and that customers are satisfied with the service they receive. Consequently, Amazon has received numerous awards and recognition for its customer service, including the ACSI Customer Satisfaction Award and the ICMI Global Contact Center of the Year Award according to Holmes and Brewer (2020).
The organisation's resources: An organisation with sufficient resources, such as staff, technology, and infrastructure, will be better equipped to provide 24-hour customer service. To start, Amazon has invested heavily in technology. Amazon has developed its own artificial intelligence (AI) technology, called Alexa, which allows customers to ask questions and receive answers in real time. Alexa can provide answers to customer questions and even provide product recommendations (Polacco and Backes., 2018). Additionally, Amazon has invested in customer service automation tools, such as chatbots, that can interact with customers and provide automated responses to common inquiries.
Moreso, Amazon has invested in staff and infrastructure to support 24-hour customer service. Amazon employs over 700,000 people globally, and many of these people are dedicated to providing customer service. In the United States alone, Amazon has an estimated 30,000 customer service associates who are available to take calls and respond to emails 24 hours a day, 7 days a week (Tran and Sokas., 2017). Moreso, Amazon has invested in infrastructure to support customer service, such as call centres and distribution centres to ensure that products can be shipped quickly and efficiently. The investments that Amazon has made in resources have allowed it to provide 24-hour customer service and quick shipping times. Customers can get help with their orders quickly, and they can be assured that their orders will arrive in a timely manner. This customer service and fast shipping times have helped Amazon build its reputation as a reliable retailer.
Policies and procedures: The organisation's policies and procedures for handling customer inquiries can affect the quality of service. This includes the process for routing inquiries to the appropriate staff member, as well as guidelines for handling different types of inquiries. Amazon’s quality system and controls for customers to deliver a 24-hour customer service have been greatly influenced by their policies and procedures. Amazon has implemented an automated routing system that uses AI technology to quickly identify the type of inquiry and route it to the appropriate staff member (Barro and Davenport., 2019). This system helps to streamline the customer service process and ensure that inquiries are answered quickly and accurately.
Amazon has implemented a set of customer service guidelines and best practices to ensure that customers receive consistent, high-quality service. These guidelines cover various topics, from the tone of customer responses to the resolution of issues. Amazon also provides training for customer service staff to ensure that they are following these guidelines and providing the best possible experience for customers (Sheth, Jain and Ambika., 2020). These policies and procedures have enabled Amazon to provide a 24-hour customer service experience that is consistently high-quality. According to Amazon’s 2018 Global Customer Service Report, customers are more satisfied than ever with the company’s customer service.
Technology: The organisation's technology infrastructure and systems can impact the quality of customer service. For example, if the organisation uses a customer relationship management (CRM) system to track customer inquiries, it needs to ensure that the system is reliable and easy to use. For example, Amazon has implemented robust systems for tracking and managing customer inquiries and complaints, including the use of automated processes and advanced analytics to identify trends and issues that may need to be addressed (Li et al., 2022). This helps to ensure that customer inquiries are promptly addressed and resolved, and that any issues that arise are quickly identified and addressed.
Amazon uses advanced technology to improve customer service, such as natural language processing and machine learning, which helps to provide more accurate and timely responses. For instance, Amazon’s customer service platform uses machine learning algorithms to analyze customer data and detect patterns in customer interaction to improve customer service quality. At the company, AI technology is leveraged to create personalized customer experiences. Amazon's AI-powered recommendations engine helps customers find products they are interested in. By leveraging AI, Amazon has seen a 10% increase in sales from its personalized product recommendations (Song, 2021). The chatbot is able to respond to customer inquiries with more accuracy than a human customer service representative. Amazon Lex is estimated to save Amazon more than $12 million a year in customer service costs.
External factors Affecting Amazon’s Quality Processes
External factors that have had an impact on Amazon’s quality systems and controls for 24-hour customer service include technological advancements, customer demand, and competitive pressures. 
Customer demand: If customers expect and demand 24-hour customer service, an organisation may need to invest in systems and controls to meet this expectation. One example of customer demand influencing Amazon's strategies is in the area of same-day delivery. Customers increasingly demand faster delivery times, and this has been a major focus area for Amazon. The company has invested heavily in its logistics and delivery capabilities and introduced multiple services to meet customer needs (Jindal et al, 2021). Amazon now offers 24/7 customer service for customers who need assistance with orders, returns, refunds, and more. Amazon has implemented automated systems such as Amazon Live Chat and Amazon Alexa to provide customers with immediate help without having to wait for a human representative. 
These automated systems are powered by artificial intelligence and natural language processing to help customers find answers to their queries quickly and easily. Amazon also offers 24/7 customer service through their online customer services platform, providing customers with the ability to ask questions, submit complaints, and find solutions to their problems. Customers can also contact Amazon directly through their website, email, or social media platforms to get help. The evidence of Amazon's commitment to providing 24/7 customer service is clear. According to a 2018 survey, Amazon was rated the best customer service provider among e-commerce companies and was ranked number one in customer satisfaction. Furthermore, in the same survey, Amazon was rated as the highest customer service provider in the entire industry. Amazon Prime Now orders grew by more than 50% in 2017 compared to 2016 (Chu and Yang., 2018). The service is now available in more than 50 cities around the world, and Amazon has invested more than $1 billion in its logistics infrastructure to support same-day delivery. This demonstrates the company's commitment to meeting customer demand and staying ahead of the competition.
Competition: If an organisation's competitors offer 24-hour customer service, the organisation may need to do the same in order to stay competitive. Competition has played a major role in influencing Amazon’s quality systems and controls for customers to deliver a 24-hour customer service. One of the most notable competition scenarios that Amazon has faced is from Walmart. In 2016, Walmart began to invest heavily in its e-commerce services, including improving its online presence and delivery options. In response, Amazon responded by increasing its customer service availability. For instance, Amazon now offers 24-hour customer service, including a live chat option, with customer service agents available to help around the clock (Hutchins and Rowe., 2019). Amazon has also invested heavily in its logistics network to ensure faster delivery times. They now offer same-day delivery options in most major cities, as well as two-day shipping for Prime members.
Amazon has taken several steps to ensure it maintains its competitive edge in the market. To begin with, Amazon has invested heavily in its customer service operations. It has created a customer service team of over 40,000 employees spread across the globe. This team provides support and assistance to customers 24/7 via phone, email, and chat. Amazon also provides its customers with self-service options like FAQs, product tutorials and an online customer service portal. Amazon has established a feedback loop to monitor customer satisfaction. This feedback loop is used to measure customer satisfaction and identify areas of improvement. The company actively encourages customers to provide feedback through surveys, polls and reviews. This feedback is then analysed to improve customer service and make sure that Amazon meets customer expectations.
Amazon has also invested in improving its delivery services. It has built numerous fulfilment centres across the world, enabling it to deliver products quickly and cost-effectively. It also provides customers with options like free delivery, same-day delivery and one-day delivery. Amazon also offers its Prime membership which provides customers with free one-day delivery, exclusive shopping deals, and access to Amazon’s streaming services. Amazon has also invested in technology to improve its website and mobile app. It has developed sophisticated algorithms to recommend products to customers based on their preferences. It has also integrated machine learning technologies to improve its search capabilities. All these measures are aimed at making sure that customers have a seamless experience while shopping on Amazon. The strategy has been successful. According to Statista (2022), Amazon now accounts for almost 40% of total e-commerce sales in the United States. In comparison, Walmart only accounts for 4.7%. With its 24-hour service, Amazon has been able to stay ahead of the competition, driving customer loyalty and increasing its market share. 
Industry standards: In some industries, 24-hour customer service may be the norm and failure to provide it could negatively impact an organisation's reputation and customer loyalty. For example, Amazon has implemented numerous security standards to ensure the safety and privacy of customer data. This includes encryption of data, multi-factor authentication, and compliance with the Payment Card Industry Data Security Standard (PCI DSS). Amazon also provides customers with an extensive privacy policy that outlines how customer data is collected, used, and stored. According to a recent report, Amazon is the only top 10 retail site in the U.S. that is PCI DSS compliant.
Amazon has also implemented an ambitious sustainability plan to reduce its environmental footprint. This includes investing in renewable energy sources, recycling and reusing materials, and reducing its packaging waste. Amazon has also set a goal of becoming carbon neutral by 2040 and has joined the Climate Pledge, which is a commitment to reach net-zero carbon emissions by 2040. Amazon has also launched initiatives such as its Shipment Zero program, which aims to make 50% of its shipments net-zero carbon by 2030. Additionally, Amazon has committed to reducing its carbon footprint by 25% by 2040. According to Amazon's (2019) Sustainability Report, the company has reduced their carbon intensity by 37.6% since 2017.
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Amazon has a strong presence in the online retail market and is known for its customer-centric approach. In recent years, there has been an increase in customer demand for online shopping, and Amazon has been able to meet this demand through its efficient operations and robust delivery network. However, as the competition in the e-commerce industry intensifies, it is important for Amazon to continually find ways to improve its customer relationships and stay ahead of its competitors. In this section, the strategies that Amazon can adopt to deal with the new customer demand and achieve its business objectives by developing and maintaining good customer relationships 24/7/365 have been explored.
The 7Ps of marketing mix is a framework used by businesses to ensure they consider all aspects of the marketing process when developing their products and services. The 7Ps are Product, Place, Price, Promotion, People, Process, and Physical Evidence (Batat., 2022). The 7Ps framework can be used by businesses of all sizes to review how their product or service is positioned in the market, and what steps they can take to ensure they are targeting the right customer segment. In order to do it wholistically, 7Ps marketing model has been applied to explore Amazon’s strategic options.  The various elements explored under 7Ps marketing mix model include product, place, price, promotion, people, process and physical evidence. 
Product:
The product strategy is an important component of Amazon’s marketing mix. Amazon has a wide range of products for customers to choose from including books, movies, music, electronics, apparel, home and garden products, and much more. Amazon has been able to successfully differentiate itself from its competitors by providing a wide range of products and services, from traditional retail to streaming services, cloud computing, and more. Amazon has also developed a robust e-commerce platform that allows customers to purchase products directly from the website with ease (Alfonso et al., 2021). This strategy has enabled Amazon to create a strong brand presence and to provide customers with a convenient shopping experience. The company can expand its product offerings by partnering with manufacturers and suppliers to offer a wider selection of products. In addition, Amazon can leverage its artificial intelligence capabilities to personalise product recommendations for customers based on their purchase history and browsing behavior. This can help Amazon to increase customer loyalty and satisfaction by providing relevant products that meet their needs.
Price:
Amazon’s pricing strategy is focused on providing customers with competitive prices and value for money. Amazon regularly offers discounts and promotions, which helps to drive customer loyalty and engagement. Amazon’s pricing strategy also encourages customers to purchase additional products to meet their needs (Robertson, Hamilton and Jap., 2020). The company can use its advanced analytics capabilities to track market prices and adjust its pricing strategy accordingly can offer flexible payment options, such as installment plans and financing options, to make its products more accessible to a wider audience. Amazon also can implement a system of dynamic pricing, which allows the firm to adjust prices in response to changes in demand and supply. Additionally, A system of coupons and discounts would allow customers to save money on their purchases. Amazon can also offer various payment options, such as Amazon Pay, to allow customers to pay for their purchases in a convenient manner.
Promotion:
To deal with the new customer demand and maintain good relationships 24/7/365, Amazon should employ a comprehensive promotional strategy that includes both digital and traditional methods. Digital methods include email campaigns, social media advertising, and influencer marketing (Hajarian et al, 2021). Amazon can also use digital coupons to incentivize customers to purchase products and services. Traditional methods include television and radio advertising, direct mail campaigns, and newspaper inserts. Additionally, Amazon can leverage word-of-mouth advertising and personal selling to reach potential customers. The company can also use customer reviews and ratings to showcase the quality and value of its products. In addition, Amazon can use its vast customer data to personalize its marketing efforts and target specific segments of customers with tailored messages and offers.
Place:
Amazon should also focus on the place element of the marketing mix to ensure that customers can access the products and services they desire 24/7/365. For example, Amazon should expand its physical retail locations such as Amazon Go stores and Amazon Books stores to provide customers with convenient access to products and services. Also, Amazon should continue to invest in its online platform, including developing mobile applications and improving website functionality. This will ensure that customers can access Amazon services in a timely manner and from anywhere, anytime.
In addition, Amazon should expand its delivery options to provide customers with the flexibility of receiving their orders when and where they want. Amazon can also invest in its logistics network, such as Amazon Prime Air, to ensure that orders are delivered quickly and efficiently. Ultimately, Amazon should strive to provide the best possible delivery experience for its customers, as this will lead to increased customer satisfaction and loyalty.
Physical Evidence:
Physical evidence is a key component of the 7Ps marketing mix model and is an important factor in developing and maintaining good customer relationships 24/7/365 (Fraser-Arnott, 2020). Amazon has implemented a number of strategies to ensure that customers have a positive experience when interacting with the company. Amazon has invested heavily in creating a user-friendly website, providing customers with an easy-to-navigate platform for browsing, purchasing, and managing their orders. The company has also invested in developing a mobile app, allowing customers to access the website from their mobile phones. To enhance the customer experience, Amazon can focus on providing high-quality packaging and presentation for its products. The company can also invest in providing a seamless and convenient unboxing experience for its customers. In addition, Amazon can use its advanced technologies, such as augmented reality and virtual reality, to enhance the online shopping experience for customers.
Process:
Amazon has implemented a number of strategies to ensure that customers have a positive experience when interacting with the company. The company has implemented a customer service system that is available 24 hours a day, seven days a week, and 365 days a year (Towbin, 2018). This system allows customers to connect with a representative and receive assistance in a timely manner. To streamline the shopping experience for customers, Amazon can use its artificial intelligence capabilities to improve its recommendation and search algorithms. The company can also use its customer data to optimize the checkout process and reduce the number of steps required to complete a purchase. Moreso, Amazon can use its customer service team to provide personalized and timely support to address any issues or concerns that customers may have.
People:
To maintain good customer relationships, it is important for Amazon to have a skilled and dedicated team of employees. The company can invest in employee training and development programs to ensure that its employees have the skills and knowledge to provide excellent customer service. In addition, Amazon can use its customer data to understand customer preferences and needs, and train its employees to anticipate and meet customer demands. Furthermore, Amazon should use customer feedback to identify areas where customer service can be improved, and take steps to address any issues customers may have. Amazon should also ensure that its customer service policies are clear and communicated to its customers, and that its employees are knowledgeable and professional when interacting with customers.
Application of Porter’s Five Forces
Porter’s five forces model is a framework for analysing the competitive environment of an organisation. It can be used to analyze and evaluate the strategies that Amazon can use to deal with the new customer demand and achieve its business objectives by developing and maintaining good customer relationships 24/7/365 (Brujil and Gerald, 2018). The five elements covered under Porter’s Five Forces include the threat of new entrant, rivalry between existing competitors, threat of substitutes, the bargaining power of suppliers and the bargaining power of buyers.
Threat of new entrants: High
There are many competitors in the online retail space, such as Walmart and Target, as well as a growing number of smaller, niche players that are offering unique products and services. Amazon must continue to innovate and diversify its product offerings to remain competitive. Amazon should focus on differentiating its products and services to create a unique value proposition that will be difficult for new entrants to replicate. This could include offering premium products or services that are not available elsewhere, or creating a loyalty program that rewards customers for repeat purchases. sponsoring events, and creating promotional campaigns. Additionally, Amazon can develop a strong social media presence to engage with customers and potential customers and also focus on creating content that resonates with its target audience and provides useful information.
Rivalry between existing players: Low 
Amazon competes with a variety of competitors in the retail space. These competitors include traditional brick and mortar stores, online marketplaces, and other e-commerce businesses. Amazon has been successful in establishing itself as a leader in the e-commerce space, but it still faces strong competition from its rivals (Bloodstein., 2019). Amazon can benefit from leveraging its extensive customer base and data analytics capabilities to identify trends in customer behaviour and preferences, and use this information to develop targeted marketing and promotional campaigns that can help it acquire and retain customers. Amazon has invested heavily in its customer service operations, which include 24/7 customer service, product recommendations, and free shipping options. Amazon can further differentiate itself from its competitors by investing in innovative products and services, such as artificial intelligence-driven personalisation, that can help it create a unique customer experience.
Bargaining Power of Buyers: High
 This refers to the power of buyers to negotiate lower prices or higher quality products and services (Cho, Ke and Han., 2019). The bargaining power of customers facing Amazon is generally high due to the variety of competitive options available in the e-commerce industry. However, Amazon has the advantage of being able to offer a wide range of products and services at competitive prices. Notwithstanding, Amazon has become a market leader due to its competitive pricing, fast delivery and wide selection of products. To counter the threat of customers having a high bargaining power, Amazon can also use bundling and loyalty programs to offer customers discounts and rewards. This can help Amazon to increase its customer base and keep existing customers loyal. Amazon can also use dynamic pricing to adjust prices in real-time according to supply and demand. This can help Amazon to maximize its profits. Amazon can also improve its customer service by offering 24/7 customer support. This will help to build trust with customers and give them the assurance that their queries will be answered promptly.
Bargaining Power of Suppliers: High
 This refers to the power of suppliers to charge higher prices or reduce the quality of products and services (Cheng et al, 2021). Even though Amazon has the advantage of being able to negotiate prices with suppliers due to its large buying power, the Suppliers have a high bargaining power because they play a critical role in the company’s success. Amazon has to negotiate with the suppliers to get the best prices, quality, and delivery times. Amazon can strengthen its bargaining power by forming strategic partnerships with suppliers, such as offering loyalty programs, discounts, and other incentives. Amazon can also use its size and market power to negotiate better terms with suppliers.
Threat of Substitutes: Moderate. 
Substitutes can provide similar products and services at lower prices, and can attract customers away from an organisation. Amazon has a wide range of products and services, which makes it difficult for suppliers to offer a substitute product, reducing the bargaining power of suppliers. However, other online retail stores, brick-and-mortar stores and other e-commerce platforms present significant threat to Amazon (Yang, 2022).  The firm can continue to expand its product and service offering, maintain competitive prices and offer incentives and discounts to customers. Amazon should focus on providing excellent customer service, as this is one of the key competitive advantages it has over its competitors. Amazon should strive to provide customers with quick and reliable service, and offer helpful customer support. This will help to reduce the threat of substitutes and ensure that Amazon remains competitive.
[bookmark: _Toc122499894]Conclusion
The study has revealed that Amazon needs to implement and maintain a quality system that is tailored to meet the changing customer needs and demands. To do this, Amazon can leverage its strengths such as its advanced technology, strong brand recognition, and an extensive product selection to provide customers with better service. Quality systems and controls are important for Amazon to successfully deliver 24/7 customer service. In order to do this, Amazon needs to use a variety of strategies such as Porter's Five Forces and the 7Ps of marketing. These strategies will help Amazon to identify, analyze, and respond to the internal and external factors that influence customer service and quality. This will ultimately enable Amazon to develop and maintain strong customer relationships and achieve its business objectives.
Based on the findings of this study, organisations can deal with the new customer demand and achieve their business objectives by implementing several strategies such as focusing on providing excellent customer service by leveraging technology and automation. It is apparent that automation can help organisations to increase efficiency, reduce operational costs, and ensure that customers receive timely responses. Organisations should also focus on developing strong customer relationships. This can be done by providing customer-focused services such as customer loyalty programs, customer service channels, customer support, and customer rewards. Additionally, organisations should engage with customers on social media platforms to build customer loyalty and trust.
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