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[bookmark: _Toc139897410]Introduction:
[image: ]Market segmentation has become important for the organisation to thrive in today’s global and fast changing business environment(SONDEREGGER, 2018). Rather, the current companies in the existing market must embrace segmentation to effectively target specific customer groups and offer them to choose diverse product  choices. In this report we will analyse and evaluates the segmentation strategy of Amazon as well as its targeting, positioning and marketing mix strategies to understand pros and cons how Amazon have achieved the success in the market place. In this blog, we are able to cover the key factors of success by examining and evaluating the Amazon’s approach. This blog will provide a clear an in depth analysis of Amazon’s Strategies through using the academic theory and industry examples.

Figure: Amazon’s Logo
Source: Author



[bookmark: _Toc139897411]The Importance of Market Segmentation:
Kotler, P. (2020, p. 10) suggested the business must select who it will service initially. To do this, it divides the market into different client categories (market segmentation) and determines which segments to target (target marketing). Increasing demand and attracting as many clients as possible are two common misconceptions about marketing management. Marketing managers are aware that they are unable to satisfy every consumer in every situation. They risk disadvantaged any consumer by attempting to satisfy everyone. The business prefers to choose just those customers that it can economically and successfully serve.
Market segmentation has become more important comparing with the other key factors which are needed for the success of a company in the global and rapidly changing business. Mass marketing of the past marketing theory are no longer useful to identifying the unique needs and preference of the modern consumer whose taste and demand are changing very fast with time(Akkilic, Ozbek and Aldemir, 2017). Market segmentation is very crucial for business organisation to understand and divide the heterogeneous market into distinct segment relying on the common characteristics.
Organisations can better understand their consumers' demands, particularities, and patterns of behaviour by segmenting their client base. Businesses can adjust their goods, services, and marketing messages to appeal to the target market by identifying and focusing on niche segments (Ray Chaudhuri, 2020). This individualised method increases client pleasure, fosters brand loyalty, and boosts revenue.
Segmentation also makes it possible to allocate resources effectively. Companies can concentrate their efforts and resources on the most lucrative areas, maximising their return on investment, as opposed to using a one-size-fits-all marketing strategy. Additionally, segmentation enables companies to establish themselves as authorities in particular fields by identifying untapped market prospects, specialty segments, and unmet client wants.


[bookmark: _Toc139897412]Segmentation Strategy of Amazon:
The world's largest online retailer, Amazon, has a thorough segmentation strategy to efficiently meet the various demands and tastes of its enormous client base (Hunt and Arnett, 2018). The business divides the market into categories and designs experiences that are specific to each group of customers. 
Demographic Segmentation: In order to segment its client base, Amazon takes into account demographic variables including age, gender, income level, and occupation. For instance, Amazon Prime provides student discounts because it understands their unique demands and financial limitations (Shiu and Dawson, 2016). To ensure relevance and efficacy, the organisation also customises its marketing messaging and product recommendations based on demographic characteristics.
Geographic Segmentation: In Amazon's approach, geographic segmentation is quite important. The business operates in a number of nations and customises its products for each one. It offers region-specific offers, promotions, and delivery choices using consumer location data (Januario, 2015). The grocery retailer Whole Foods Market's acquisition by Amazon is another example of the company's dedication to regionalizing its services and meeting regional tastes.
Psychographic Segmentation: Amazon can better understand the lifestyles, interests, values, and preferences of its customers through psychographic segmentation. The business develops tailored recommendations and targeted marketing efforts by examining customer browsing habits, past purchases, and product evaluations (File and Prince, 2020). Customers who are interested in fitness, for instance, can be given recommendations for workout gear, wellness publications, or dietary supplements.
Behavioural Segmentation: Amazon's strategy includes behavioural segmentation at a key level. The business examines client online activity, including search terms, browsing habits, and frequency of purchases. Amazon can use this information to provide pertinent product recommendations, customised offers, and focused marketing (Birkhead, 2021). Examples of behavioural segmentation approaches that promote cross-selling and upselling on Amazon include the "Frequently Bought Together" and "Customers Who Bought This Item Also Bought" features.
The segmentation approach used by Amazon goes beyond specific clients. Through its Amazon Business platform, the corporation also caters to companies, providing specialised services, pricing, and features to fulfil the particular requirements of corporate clients.
Amazon successfully segments the market to guarantee it can cater to the unique demands and tastes of various client groups. The organisation can gather and analyse enormous volumes of consumer data thanks to its advanced data analytics and machine learning skills, which improve the precision and efficacy of its segmentation efforts.
[bookmark: _Toc139897413]Targeting Strategy of Amazon:
Amazon uses a multidimensional targeting approach that blends a broad target market approach with micro-targeting techniques to efficiently reach and interact with a variety of customer segments.
Broad Target Market Approach: Amazon's main target market consists of people and companies from all over the world who want convenience, choice, and affordable costs when making online purchases. Amazon has established itself as a top online shopping destination by meeting the needs of the general public for a wide variety of goods (Moutinho, L. 2020). The organisation is committed to providing a wide range of goods in numerous categories so that it may cater to a variety of customers.
Micro Targeting Techniques: In addition to using a broad target market approach, Amazon also uses micro-targeting strategies to provide customers with individualised experiences. Amazon analyses customer behaviour, preferences, and purchase history using advanced data analytics and artificial intelligence to produce tailored product recommendations, personalised communications, and targeted adverts (Strategy for targeting statin therapy needs a rethink, 2013). This micro-targeting strategy improves consumer engagement, boosts conversion rates, and encourages steadfast loyalty.
Features like "Customers Who Bought This Item Also Bought" and "Recommended for You," which offer personalised suggestions based on individual purchase histories and browsing behaviour, serve as examples of Amazon's micro-targeting. Additionally, the company's subscription-based programme, Amazon Prime, provides extra advantages including free delivery, streaming services, and discounts that further cater to particular client categories and reward loyalty.
Amazon can successfully attract attention and satisfy the various needs of a wide range of customers by combining a broad target market approach with micro-targeting strategies. Customer happiness and retention are significantly influenced by the company's capacity to provide personalised experiences and recommendations based on unique preferences.

[bookmark: _Toc139897414]Positioning Strategy of Amazon:
As the "Everything Store" and a dependable supplier of convenience, reasonable prices, and top-notch customer service, Amazon has developed a solid positioning strategy (Chen and Wang, 2015). By focusing on a number of important factors, the company has successfully positioned itself as a one-stop shop for customers' various demands.
"Everything Store" Concept: Amazon positions itself as the go-to platform for a wide range of goods and services. Amazon presents itself as a comprehensive marketplace that can meet practically any customer need by providing a wide variety of products, from books and technology to clothing and household goods (Akkilic, Ozbek and Aldemir, 2017). This type of position strategy enables a facility of a single platform where customers are able to find the products and purchase the products.
Emphasis on Convenience and Competitive Pricing: The core elements of postioning strategy  are convenience and competitive strategy which is emphasized by Amazon. The company’s efficient ordering process, fast delivery option with multiple delivering options and user friendly interface help the company to accomplish the goodwill. Amazon aims to provide customers with a seamless shopping experience by improving logistics and expanding distribution networks (Birkhead, 2021).
Focus on Exceptional Customer Service: Amazon's dedication to providing exceptional customer service is another important component of their positioning strategy. By providing easy returns, quick customer service, and dependable product reviews, the company has made customer pleasure a priority (Kandampully, 2018). With a focus on the needs of its customers, Amazon has established a reputation for dependability and reliability as a supplier of goods and services.
[bookmark: _Toc139897415]Marketing Mix Strategies of Amazon:
The crucial components of product, price, distribution, and promotion are all included in Amazon's marketing mix strategies (Robin, 2019). Amazon has dominated the e-commerce market and expanded into several industries by skillfully utilising these factors.
Product Strategy: Amazon's product mix goes far beyond traditional tangible items. The company has a wide selection of things available, including books, electronics, clothing, household goods, and more. Amazon has also entered the digital content market with its Kindle e-readers, streaming services like Amazon Prime Video and Amazon Music, as well as its own line of consumer gadgets like the Echo smart speakers (Davenport and Harris, 2017). With a platform for independent sellers as well as its own branded products, Amazon consistently diversifies its product offering, giving customers access to a wide range of options.
Pricing Strategy: Pricing is the most important factor or component of the success of Amazon. Offering competitive prices to customer is the main strategy of pricing. Amazon leverages its massive customer base and economies of scale to negotiate favourable deals with suppliers, allowing for cost savings that are passed on to consumers(Prasad, 2019). Moreover, dynamic pricing algorithm to optimise prices based on factors such as demand, competitor pricing and customer behaviour are utilised by Amazon.
Distribution strategy: Amazon's distribution strategy is built on a vast global network of fulfilment centres, distribution hubs, and partnerships with logistics providers. This infrastructure enables fast and reliable delivery  which has been a key factor of the success of Amazon(Polo, 2020). This company continually invests in expanding its delivery capabilities including initiatives such as Amazon Prime's fast and free shipping options and investments in drone delivery technology. In addition Amazon's online platform serves as a virtual marketplace which is connecting customers to a wide range of sellers worldwide.
.
Promotional Strategy: Amazon uses a thorough promotional approach to connect with its intended market. The business makes use of a variety of digital marketing channels, such as social media interaction, email campaigns, and targeted web adverts(Shiu, E.C. and Dawson, J.A. ,2016).Amazon uses user feedback and referrals to promote its products naturally and through word-of-mouth advertising. Additionally, Amazon Prime works as a marketing tool and a customer retention strategy because to its special features like free shipping, access to digital content, and special discounts.
[bookmark: _Toc139897416]Examples and Industry Insights:
Amazon's success and innovative marketing strategies have set industry benchmarks. The company's utilization of data-driven personalization, as seen in its product recommendations and targeted advertising, has reshaped the ecommerce landscape. Amazon's acquisition of Whole Foods Market demonstrates its ability to adapt and expand into new sectors, combining online and offline shopping experiences (Haefliger, Hueller and Reza, 2020). Furthermore Amazon's introduction of Prime Day, an annual shopping event exclusively for Prime members, has become a highly anticipated event in the retail industry, driving increased sales and customer engagement. These examples showcase Amazon's continuous drive for innovation and its ability to shape consumer behaviour and industry trends.
[bookmark: _Toc139897417]Critically Analyzing Amazon's Strategies:
Amazon's business practises have clearly helped the corporation achieve tremendous success, but they have also drawn criticism. The market dominance of Amazon, which raises concerns about fair competition and potential antitrust issues, is one of the main areas of worry (Chen and Wang, 2015). Amazon's size and power, according to critics, give them an unfair edge over smaller rivals, inhibiting innovation and reducing consumer choice. Amazon's pricing policy has also come under attack. Consumers benefit from the company's competitive pricing, but detractors claim that its negotiating strength and cost-cutting strategies may put pressure on suppliers, thereby harming small firms and lowering industry profitability (Prasad, 2019). Concerns concerning the working conditions and treatment of Amazon's employees at its fulfilment centres are highlighted in another criticism of the company's labour policies. Critics contend that the business need to put an emphasis on worker welfare and try to provide safe and equitable work environments. Additionally, privacy issues are raised by the vast amount of customer data that Amazon collects. Critics raise concerns about how this data is used and safeguarded, highlighting the necessity of openness and appropriate data processing.
[bookmark: _Toc139897418]Conclusion:
Market segmentation, targeting, positioning, and marketing mix strategies are all key components of Amazon's success. Amazon has established itself as a dependable and practical one-stop shop for a wide range of products and services by comprehending the various wants of its customers and utilising data-driven personalisation. Critical examination, as it does with every industry leader, identifies areas of concern, including market dominance, pricing strategies, working conditions, and data privacy. Amazon can prosper while ensuring a fair and sustainable marketplace for all stakeholders by addressing these worries and keeping a focus on customer satisfaction and moral business practises.
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