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The report will include Amazon's structure, cultures, and behaviours which will influence the company to achieve more sales, profits, and revenue. This report will also include behavioural approach and various factors which will influence the individual behaviour at Amazon towards the mammoth profit and sales and also the corporate culture of Amazon to reinforce the pioneering efforts in the online retail business which will help the firm in supporting the innovation and promoting the new ideas that will improve the e-commerce business. The report will also include Organizational behaviour which will help in developing an understanding of some aspects for motivating the employees of the company and to increase the performance which will help in establishing a strong relationship with employees as well as with the potential customers.

[bookmark: _Toc90750024]Company overview
Amazon Inc. is renowned for the commotion of reputable industry with frame scale and innovations in technology. It is considered as the largest and big five e-commerce platform companies in the marketplace. AI assistant provider and cloud computing which is measured by market capitalization and revenue. With pandemic consumer flush and shifting of sales online with the stimulus check, Amazon Inc. reported 108.5$ B sales in the first 3 months of the year, which was 44 percentage from year-earlier, 8.1$ B in the profit, and an increase of 220 percent from the last year. The result of the first quart. surpasses all the expectations of Wall Street's, shares increased by 5% in aftermarket trading (Nytimes, 2021). The most profitable part of the retail business of Amazon boomed, and revenues from the merchant's items on the Amazon website while using the warehouse were up to 64 percent and to 23$ B. The high number of orders during the scenario pandemic has allowed Amazon to operate more effectively and competently. Spike in the sales from the e-commerce operations which included the online stores, retail subscription and third-party seller services has fuelled the Amazon’s revenue growth amid during the pandemic. Company’s quarterly trends for the global revenues showed revenues generated from the e-commerce sales for the quarter of 2020 of 70.11$ billion.
[bookmark: _Toc90750025]Amazon’s structure
The organizational or business structures of Amazon is being classified as hierarchical and has certain key features-
1. Corporate hierarchical assembly- Amazon's hierarchical structure has been developed because of business’enormoussizes; It is the internet's principal retailers in the world as it employs sales revenue exceeding 64,700 employees globally. The high level of volume orders throughout the COVID-19 pandemic has let the company operate more effectively which has run storerooms of full capacities and grew 44 percent. However, cost to fulfill those orders of the customers was up by 31%(Refer to appendix 1) during the year (Ma et al., 2020).

2. The flexibility of the business- Despite the large size of Amazon unlike many companies with the hierarchical structure of the organization, Amazon remains flexible for adapting the frequent changes in external as well as the internal marketplace. Changes in the business environment externally retail online giant leads have caused disruptive innovation in e-commerce which is currently causing disruptive innovation in the logistic industry globally.
3. Stability in the top management- One of the key features of Amazon is its stability, as it is the largest internet organization by the revenue inexperience. As the company is investing highly for future growth and spent over $50billion in the expenditures of capital in the last 12 months. Pandemic shift to remote computing was a boon to the company's profitable business which had 13.5$billion in the sales (Kim, 2020).
[bookmark: _Toc90750026]Amazon’s Organizational Culture
Amazon has a business culture which enables the company’s capacities for responding to the demands of e-commerce markets. Amazon's culture and organization set values and traditions which influences the behavioural aspects in relation to the employees. Amazon is known for its corporate culture which drives the employees for exploring new ideas and to take risks which are responsible for organizations' capacity to seek new opportunities for utilizing the process of data-intensive to provide the efficient service of retail through online method. 
Customer-Centricity- During the pandemic Amazon reinforced workers to focus on the needs and demands of customers and continually strived to determine the trends and changes in the customer preferences and applied those preferences in online retail during a pandemic. With this corporate culture, the characteristic company maintained its effectiveness by satisfying the potential consumers and expanding its e-commerce business (Goran, LaBerge and Srinivasan, 2017). Amazon underlying with the new centricity tools and data connected right decisions with right data which helped in building common understanding of the consumers’ needs into the organizational culture which fostered the virtuous cycle and reinforced the customer-centricity.
Peculiarity- The organizational culture of Amazon involved peculiarity, which referred to ideas of the challenging conventions. Amazon believes that the conventions impose a limit on the probable growth in the overall business. But with these certain features of corporate cultures, the company motivated the employees during the pandemic to think outside the box and to bring the business of e-commerce to maximum probability.
Thus, the corporate culture of Amazon reinforced the pioneering efforts in the online retail business as the firm has supported innovation and promoted new ideas which helped in improving e-commerce business, also focused on potential consumers ensuring that the company satisfies the preferences and expectations of customers.


[bookmark: _Toc90750027]Behaviour influencing the organization
The behaviour of shoppers was influenced by several key factors which were objective as well as subjective. Another factor was pandemic and growth of the cases which impacted not only buying behaviour but also the attitude towards the health. During a pandemic, customers were ordering online more often than normal, which has reduced their discretionary cost and digital technology demand has also surged. Consumer behaviour was influenced by pandemic and people were more likely to buy goods and services through digital mode which increased the frequency of shopping. Factors that derived the online consumer behaviour during the pandemic included strong sustained growth and increased awareness of online shopping (Wang, Lin and Spencer, 2019). Online retail purchasing was influenced by the awareness of consumers and other factors also impacted Amazon in increasing the soar profits. Organizational behaviour helped in developing an understanding that some aspects motivated the employees of the company, increased the performance, and helped in establishing a strong relationship with employees as well as with the potential customers during the pandemic.
From the commencement, Amazon's focus has been constant towards contribution of the potential consumers captivating the value dramatically lowered the price which has increased customer worth as the word of mouth of Amazon remains the furthermost prevailing acquisition tools for the customers. By delivering continuous improvement in the experience of customers and driving the productivity, asset velocity, margin efficiency Amazon has implied excellence in the operational value during the pandemic. Amazon certainly had strong volume across all the business and invested heavily for the future growth for largely building out the logistic operations and the data centres (Wang et al., 2019).Thus, Amazon organizational behaviour influenced decisions that customers make, and as Amazon with the effective robust communication mechanism enabled all the managers and the employees for understanding the business context during the pandemic for encouraging the risk-taking foster creativity and innovation which helped Amazon in increasing the 220% profit from the last year. But overall promptness in the decision making has appeared to play an increasing role in the online retail buying behaviour which has impacted the revenue and profit of Amazon during a pandemic.
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Behavioural Approach
The behavioural marketing approach is a strategy of targeting the leads and the potential customers based on the specific action which they take on the website. Factors which affect the behaviour of consumers are social, personal, and psychological which helps in creating the insights that motivate the customers to buy from the company.
· Amazon relentlessly focused on consumer experience by offering the consumers low prices, wide merchandise, and convenience. As achieving the loyalty of customers and the repeat purchase has been Amazon's key success. Free shipping of the products and services offers helped Amazon in increasing the basket size of the consumers have and spend over certain price to receive free shipping (Rambocas, Kirpalani and Simms, 2018).
· Amazon also communicates and fulfils the promises in certain ways including the latest availability of inventories and stocks information, estimated dates of delivery, shipment notification, and updating facilities options (Dave Chaffey, 2021.) 
· E-commerce marketing is all about Consumers; Amazon creates a winning retailing e-commerce strategy of marketing with the perceptions for acquiring and retaining more consumers and accelerating the ROI (Return on Investments) (Saleem et al., 2019). Services offered by Amazon to the individual and business, an additional factor of competition includes the quality of tools and services, also serves as a company's ability for generating the sales for the third party and speed performance for the services.
· Amazon vision is still to consider the value proposition of marketing strategy for communicating both on-site and offline. As there are over 76 million consumer accounts which seeks to increase the marketplace. Amazon retailer identifies the developer consumer and tends to provide the access to the technology during the pandemic which helped in achieving more revenue and sales.
Economic conditions- Economic conditions play a big part in the expensive products, as an economic environment that is positive is acknowledged to make the customers more self-assured and also enthusiastic to indulge in the purchases which are regardless of the financial liability. As individual sets of desires and needs drive the purchasing decisions and behaviour. From the perspective of economic, individual decides to purchase the certain product and services.
Personal preferences-Important factors which influence the buying behaviour of individual are economic, personality, lifestyle and self-concept which has potential impact on the buying behaviour of consumer.  Individual behaviour is influenced by personal factors which are values, morals, likes, priorities, and dislikes, and also advertisements influence the behaviourwhich greatly influences the preferences of the customer's choices.
Purchasing Power-Purchasing power plays a crucial role in influencing the behaviour, segmenting all the customers based on the buying capacity helps Amazon to determine the eligible customers and achieve better results. Consumer purchasing power in Amazon tends to measure value in the money for that customer may purchase the goods and services, also indicates the degree to that inflation affects the consumer ability to buy the product (Culpepper and Thelen, 2020).



[bookmark: _Toc90750029]Conclusion
This report has concluded Amazon's structure, culture, and behaviour which has influenced the company to achieve 44% additional sales and 220% profit in the first quarter of 2021 and the high number of orders being monitored during the times of pandemic has allowed Amazon to function more excellently and competently. Also, the corporate culture of Amazon reinforced the pioneering efforts in the online retail business which has helped the firm in supporting the innovation and helped in promoting the new ideas that have improved the e-commerce business of Amazon during the pandemic. This report has also acknowledged promptness in the decision making which has appeared to play an increasing role in the online retail buying behaviour that has impacted the revenue and profit of Amazon. The report has also concluded behavioural approach has influenced individual behaviour at Amazon towards the sales and profits for targeting the leads and the potential customers based on the specific action which they take on the website.
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