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[bookmark: _Toc53675326][bookmark: _GoBack]Executive Summary
This report provides a full analysis and evaluation of Amazon’s internal and external environment, demonstrating aspects of sustainability and resilience. The methods of analysis used include Michael Porter’s Theory - Porter’s Five Forces as well as Bowman’s Strategic Clock Analysis. A SWOT and PESTLE analysis of Amazon was conducted to get a greater understanding of the internal and external environmental effects that influence Amazon. A stakeholder Power- Interest Matrix Analysis was completed to seek Amazon’s stakeholder’s importance to Amazon’s challenges and processes within the company. The level business strategy of an organisation is affected by a variety of internal and external aspects of the organisation’s environment. The report shows how the level business strategy of an organisation is affected by a variety of internal and external aspects of the organisation’s environment. 
The research draws attention to the fact that the external competitive forces have a mix of high and low threats on Amazon, but as Amazon have a favourable position in the market the external forces don’t create a great deal of influence on Amazon. Further investigation reveals that Amazon are placed between low-price and hybrid due to this Amazon’s products are sold at a low-price but there will always be competitors that offer a higher perceived value for the same price, which emphasises how Amazon customer-centric ability is vital to strong competition. Research shows that Amazon can adapt to any weaknesses that are suggested within the company in order to overcome these and continue to adopt a strong customer centric value. Amazon have facilitated a great understanding of the external environmental factors that could obstruct their ability to stay at the top of the market. Consumers’ confidence is a crucial key to Amazon’s success whilst they perform hundreds of activities to ensure customers receive a unique value proposition.
The report shows that Amazon have a strong ability to propose effective strategies allowing them to gain a strong competitive advantage within the market. The major areas of weakness require further investigation and action for Amazon to overcome and potential threats to their company in the future. 
The report also evaluates the methods of analysis used; it shows that the methods used each provide a positive analysis and provide the relevant information regarding the different internal and external environment effects. Resilience and prosperity are as important as core values in business success. The report evaluates that Amazon have a strong competitive advantage amongst their competitors although the competition in the market is rising. Amazon have a strong standards of internal strengths of the company and that they can find solutions and overcome any weaknesses within their operations. 
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[bookmark: _Toc53675327]1.0 Introduction 
Purpose of this report is to critically analyse Amazon’s internal and external environment of the company.  This report will utilise strategic theories of analysing the business strategy and consider internal and external business framework. Relevant theories and journals will be used throughout the report to support the analysis conducted.

[bookmark: _Toc53675328]1.1 Background
Amazon is a vast internet-based enterprise. It’s an online retailer and manufacturer of electronic book readers and web service providers. In 1994, Jeff Bezos, a former wall street hedge fund executive incorporated Amazon (Hall 2020). Amazon’s original promise was to deliver any book at any reader anywhere. The company was named after the largest river in the world. Amazon became a very popular site on the Web, making high marks on several Internet rankings. Amazon is a leader in the e-commerce industry, with over 350 million items for sale and 300 active customers, they are the first opportunity consumers use to find deals. Amazon has a mission developed to set themselves separate from competitors, “Our mission is to continually raise the bar of the customer experience by using the internet and technology to help consumers find, discover and buy anything, and empower businesses and content creators to maximise their success” (Amazon 2020).
Amazon has a relentless commitment to the customer experience; their every strategic move and investment is guided by their goal of being the most ‘customer centric company’. Amazon became popular in the early days due to their main appeal of convenience, as a potential customer no longer need to visit a physical bookstore, and they would offer to deliver the purchases to the consumers front door (McFadden 2019). 
Amazon adopted strong strategies as a company, allowing them to gain a competitive advantage, as they target a specific niche, positioning their brand into consumer’s minds, whilst establishing the variety of experiences to consumers allowing them to build a sustainable advantage. Amazon perform hundreds of activities to ensure customers receive a unique value proposition (Shah 2018).



[bookmark: _Toc53675329]1.2 Report objectives 

1. Determine the effectiveness of Amazon’s current strategies and to understand what strategies they conduct
2. Identify amazon’s business strategies and their current position in their business environment 
3. Evaluate amazon’s business strategy using relevant academic sources and strategic theory 
[bookmark: _Toc53675330]1.3 Business strategy 
Amazon has redefined the way people shop since its inception, forcing other retailers to rethink their marketing strategies, allowing them to stay competitive and maintain their share in the market. Amazon’s main part of their growth is competitive strategy, but most importantly its business model is what makes Amazon the most innovative company (Keller 2020). Amazon’s business level strategy is cost leadership, providing low cost pricing and efficient distribution capabilities. 
[image: ]Dr. Hеnrу Mintzberg, the Canadian management scientist distinguished the 5’s P’s visions of strategy. Mintzberg states that the duty of managers can be defined by looking over their roles, he соnduсtеd research to find out what really is a manger’s duty or rеѕроnѕibilitу in defining a manager (Mintzberg 1987). As Amazon strategy is aimed at the future and for long term. 





[bookmark: _Toc53675331]1.4 Competitive strategy 
The competitive corporate strategy of Amazon can be described as concentric diversification. The strategy is for business success and is based on leveraging technological capabilities and following a cost leadership strategy aimed at offering customers maximum value at the lowest price (Management Study Guide Content Team 2015). Amazon has a sustainable competitive advantage. Amazon use the aspect of the cost leadership strategy applying it to increase their market share by charging lower prices, but still making a reasonable profit on sales as they’ve reduced their costs (Hughes 2020). It involves Amazon being the leader in terms of cost within their industry.
Amazon’s brand is built on customer satisfaction, positioning themselves as the most convenient company with the lowest prices and the best customer service. Bezos’ exceptional skills at turning bets on growth into wide new revenue streams is what makes Amazon the world’s best business. Amazon’s intensive growth strategies are the main key to their business growth and expansion (Smithson 2017). 
Peter Drucker in 1943 concluded that innovation and marketing are the two most important aspects in a business (Drucker 2006). Amazon must innovative in order to perceive their competitive advantage they must ensure innovate and create new products to enter new markets. If culture don’t work within Amazon neither will their strategy. 
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[bookmark: _Toc53675333]2.1 Overview of Amazon Strategy 
Amazon’s strategy is to provide their customers with “Relentlessly focus on customer experience by offering our customers low prices, convenience, and a wide selection of merchandise” (Chaffey 2020). This provides them with the basis of being the most customer centric company, suggesting that achieving customer loyalty and repeat purchases has been key to Amazon’s success. Amazon work relentlessly to earn repeat purchases by providing their customers with an easy-to-use functionality, fast and reliable experience along with timely customer service, vast content and a trusted transaction environment. Bezos adopted the approach early in the company, helping Amazon to never lose the importance of customer experience and satisfaction, which then means Amazon can eliminate the risk of unsatisfied customers (Keller 2020). Technology is a key element to Amazons strategy.
Four principles Amazon’s business strategy; 
 
(see appendix 2)

Strategy is a direction and scope of an organisation over long term, the way the organisation run the business (Johnson et al 2011). Strategy can be defined in several ways when organisations want to demonstrate themselves from competitors, emphasising the framework of how the business will play their competition. Henry Mintzberg’s theory states that, strategy comes from intended strategy; organisations cannot rely on their intended strategies they must recognise emergent strategies and combine their deliberate strategies and emergent strategies which will become realised strategies (Caramela 2018). 
Strategic management includes understanding the strategic position (Johnson et al 2020). Strategic management allows companies to prevent or react to problems, seek available alternatives, it also heightens motivation within the company, allowing a better implemented strategy. Strategic Management can have an influence of the internal and external environment of a business. Amazon use effective strategic management to allow them to identify strategies to gain a competitive advantage within the industry.
Amazon are well known for their commitment to their customers, being the “Earth’s most customer centric company” they endeavours to offer the lowest possible prices to customers. Amazon business strategy can be described as cost leadership, Amazon’s competitive advantage ranges from the core of price and convenience (Dudovskiy 2020). 
Amazon is a positive company as rather than seeing failures they see opportunities, rather than focusing on setbacks Bezos seeks solutions and opportunities from the occurrences. "If you invent frequently and are willing to fail, then you never get to that point where you really need to bet the whole company” (Keller 2020). (see appendix 3)


[bookmark: _Toc53675334]2.2 Amazon Analysis of Porter’s Strategy 
Michael Porter’s Competitive Strategy 
In 1979, Michael Porter developed the ‘Five Forces’ model which consider not only pricing pressures, but additional pressures. This model is often used to analyse an organisations structure to establish a corporate strategy (Porter 2008). It’s used to pinpoint and analyse 5 competitive forces that form and assists organisations with determining their strengths and weaknesses (Chappelow, 2019). Amazon have consistency within their innovative and customer orientated strategy, giving them the opportunity to evolve in the future. (see appendix 1)
Porter’s Five Forces allows Amazon to implement their strategy, accordingly, avoiding taking wrong decision in the future. As Amazon have a strong barrier to entry, they have a favourable position in the market.








[bookmark: _Toc53675335]2.3 Bowman’s Strategic Clock Analysis 
[image: ]Bowman’s Strategic Clock is a management tool that was created by Cliff Bowman and David Faulkner which focuses on making companies aware of their market positions (Bowman & Faulkner, 1997). Many customers use the perception of value for money. Amazon adapt to the low-price strategy as they offer lower prices with the same product benefits as their competitors (Amazon 2020). Amazon are situated between low price and hybrid as they have a strong online presence but also have warehouses. Bowman’s Strategic Clock is an enhancement of porter’s generic strategy. Amazon are placed between Low price and Hybrid due to the low-price element; Amazon’s products are sold at a low-price leading to low-profit margins, but as they sell a high volume of products their profits are high (Bhasin 2019). It’s placed between Hybrid due to their focus on product differentiation leading to their products being highly valued within the market. Amazon’s focus is on low price but with a hybrid model.


[bookmark: _Toc53675336]2.4 Evaluation of Porter’s Strategy and Bowman’s Strategic Clock
Amazon have a strong position in the online retail market, but through the ability of porter five forces it indicates the possible reduction of Amazons market share due to the increasing strong competition amongst retails and technology firms (Greenspan 2019). Amazon must ensure that they remain resilient when there are constant changing conditions within the environment of the industry. They address the relevant forces to boost their brand image, which is one of the strongest amongst its competitors. 

Bowman’s Strategic Clock shows that Amazon understand how well they are established in the market and if they can maintain a competitive advantage in the market economy. Amazon considers competitive advantage in relation to cost advantage. Amazon falls into two aspects of the clock, low-price and hybrid. Competition is high in the low-price category as many companies like Amazon offer low prices to gain a high base of customers. The goal of Amazon is to try and convince customers that products they offer have a high added value (Bowman & Faulkner 1996).





[bookmark: _Toc53675337]2.5 Amazon SWOT and PESTLE Analysis
Amazon SWOT Analysis 
SWOT analysis is used by many organisations as advised in Michael Porter’s Theory that when planning strategies, it’s important to ensure the organisation has a thorough understanding of their organisation. Amazon gain a better understanding of their company.
Amazon PESTLE Analysis
The PESTLE analysis of Amazon shows major opportunities that the company can exploit to increase its resilience. As Porter’s Generic Strategy states that PESTLE is an effective analysis tool, it allows organisations to facilitate an environmental understanding of the organisation and encourages strategic thinking.
Political Factors  
· Political stability of developed countries – This is an opportunity to Amazon as it gives them the ability to operate effectively and continue to gain a profits and expand within the markets.
· Government support for e-commerce – Amazon can expand in relevant markets, to gain customer base, but also increase their competition (Greenspan 2019).
· Governments improved efforts in fighting cybercrime – Improved business conditions, making consumers experience more effective and safer.
Economic Factors
· Increasing disposable income – This is an opportunity for Amazon as customers can spend more money on luxurious items and entertainment which Amazon have a great variety of (Frue 2018).
· Potential economic recession – Amazon will lose out on a large sum of income as China is one of their biggest markets. 
· Economic stability of developed markets, growth opportunities in developing markets – This is an opportunity for Amazon as they can increase their financial performance, entering larger markets and increase consumers. 
Social Factors 
· Increasing wealth disparity – This is seen as a threat to Amazon as the separation between the rich and the poor is becoming greater which can lead to a decrease in potential consumers.
· Increasing consumerism in developing countries – Amazon are frequently as they enter developing markets (Greenspan 2019).
· Increasing online buying habits – Consumer are becoming more inclined to buying products through the internet, with Amazon offering these services their customer base will increase. Amazon may be encouraging the non-active lifestyles.
Technological Factors 
· Ability to improve its performance based on the rapid increase of IT resource efficiencies – With the rapid increase in resources this allows Amazon to innovate their company.
· Rapid technological obsolescence – This is an opportunity for Amazon as new computing technologies can maximize their online retail productivity and minimize operational costs, gaining greater consumers relationships (Dudovskiy 2020).
· Increasing rates if cybercrime – This may threaten the quality of customer experience as well as the integrity of Amazon’s business.
Legal factors 
· Rising product regulation – This is an opportunity to Amazon as it ensures that their providing the best possible service and goods to their consumers. 
· Change of import and export regulations – This allows them to access a greater range of suppliers and consumers from overseas gaining a larger customer base (Frue 2018).
· Rising environmental protection regulations – This gives Amazon the opportunity for to express policies that address rising environmental protection regulations within the company.
Environmental Factors 
· Rising interest in environmental programs – This is an opportunity for Amazon to strengthen and enhance their environmental impact through their social responsibility strategy. 
· Rising emphasis on business sustainability – Opportunity to further emphasise on their strong sustainability standards to strengthen their brand image. 
· Increasing popularity of low-carbon lifestyles – This gives Amazon the opportunity to help their customers to make environmentally aware lifestyle changes (Dudovskiy 2020).


[bookmark: _Toc53675338]2.6 Evaluation of SWOT and PESTLE Analysis 
The SWOT analysis suggests that Amazon need to continue diversifying their company and strengthening themselves from and risks that could occur within the industry. Amazon can continue growing through the e-commerce market as the competition within the market continues to grow providing them with greater competition and the need to keep strong strategic management. For Amazon to be competitive in the future they must focus on profitability as well as value of stock as the competition within the industry continues to grow rapidly (Management Study Guide 2020). 

The PESTLE analysis of Amazon identified critical key issues that could influence Amazon’s long-term activities. Consumers’ confidence is the main aspect of gaining a secure customer base, due to cybercrime becoming a greater issue within the market, Amazon must ensure they address their IT security issues to ensure they provide their customers with the best possible experience. Amazon could consider a corporate social responsibility strategic to provide their customers with confidence (Greenspan 2019). Amazon anticipate future threats to their company whilst encouraging their strategic thinking.
[bookmark: _Toc53675339]2.7 Stakeholder analysis
Stakeholder analysis – Medelow’s 1981 Power/Interest Matrix 
[image: ]Mendelow’s Power-Interest Matrix Theory 1981 suggests that organisations analyse their stakeholder groups based on Power, meaning the ability that the stakeholder must influence Amazon’s strategy, and Interest, how interested the stakeholders are in Amazon’s success and projects (Oxford College 2020). All of Amazon’s stakeholders have some extent of power in their decisions and projects, but each stakeholder has a different level of power and interest. 
The power-interest matrix allows business to identify stakeholders then map the onto the grid, as it then allows them to identify and manage stakeholders. It increases stakeholder interest in what the organisation does but may also be a disadvantage as it has a subjective viewpoint. The power-interest matrix provides Amazon with the ability to use the most powerful stakeholders to shape their project improving the quality of their project. (see appendix 4)



[bookmark: _Toc53675340]2.8 Evaluation of what was discovered in the stakeholder analysis
The stakeholder analysis shows that Amazon have many stakeholders that each have a different level of power and interest to the company. Amazon consider their stakeholders in their projects and company decisions to increase their chances of succeeding through accommodating their needs and interests (Oxford College 2020). Stakeholders have an important role within Amazon’s success, and that it’s important for them to manage and identify which stakeholders are relevant for their projects to gain a greater chance of success. Some stakeholders have greater power than other’s over Amazon’s decisions and others have more interest than power over their decisions. 



[bookmark: _Toc53675341]3.0 Conclusion 
In conclusion a fair analysis of Amazon’s company and competitive strategy and as market leaders Amazon have a strong base of customers. Amazon have several internal and external environmental elements that influence the success of their company. As expressed, Amazon have a strong mission developed which has separated them from their competitors (Amazon 2020). Amazon have adopted a strong strategies as a company which has allowed them to gain a competitive advantage. Amazon’s current strategies allow them to offer their customers a low-price but high-quality products and services. The key to Amazon’s success is the ability to achieving customer loyalty and repeat purchases, being customer focused allows them as a company to be more pioneering. They provide easy to use functionality, timely customer service and fast and reliable fulfilment and a trusted transaction environment which allows them to gain repeat purchases and loyal customers (Chaffey 2020). Amazon consider customer feedback, exceeding their expectations whilst aligning customer and business interests together.
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[bookmark: _Toc53675344]5.1 Appendix 1 
Bargaining power of suppliers – Amazon’s bargaining power of supplier is low as the suppliers are much smaller in size compared to Amazon, they are unable to dictate their terms. Amazon have the upper hand when it comes to their supply chain, as they have many suppliers, they all must follow rules and regulations set out by Amazon, and if they don’t agree to this Amazon may switch suppliers. The switching costs of suppliers for amazon is almost negligible (Greenspan 2017). 
Bargaining power of buyers – Buyers have a high bargaining power against Amazon, although Amazon are the largest e-commerce retailers allows consumers, they still have many competitors, and the switching cost for buyers is low as they have various other options. Amazon focuses on customer satisfaction and product quality and they must ensure they retain this along with allowing customer with the ability to gain high quality information regarding their services and products which implies that buyers have a strong influence on the company (Pratap 2018). 
Threat of substitute products of services – The threat of substitute for Amazon is high. As the number of brands entering the same markets as Amazon and online retail, there are also several physical retailers. If a customer receives a bad experience this is likely to drive them away from the online retailer which will lead to Amazon losing customers (Pratap 2018).
Threat of new entrants – Threat of new entrants is low for Amazon, as although it isn’t difficult to create an online store, but it is to create one as high standard as Amazon, it would take a long time and a large amount of investment. There are many extensive factors that would be required for a new entrant to develop the same success as Amazon and to challenge them. 
Rivalry among existing competitors – The rivalry in the online retail industry is high which means there’s an intense rival competition for Amazon. Amazon have a strong rivalry among existing competitors as they are the e-commerce market leaders due to their strong innovation ability. Small brands are also fighting for market share and creating competitive pressure for big brand like Amazon. 
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Customer obsession; 
Amazon work vigorously around their customer obsession strategy to earn and keep their customers trust (Amazon 2020). They work around customer feedback and gather valuable insights to what their customers want and then let that feedback define and guide their efforts. The customer obsession principle allows Amazon to be the innovators rather than the follower, as they adapt to the changes in technology and culture. Amazon’s eagerness to invent as they feel that they “need to have something that is differentiated and unique--something that customers are going to like" (Tabaka 2019). Amazon’s long-term thinking, they take time before the idea is fully vetted and implemented in the company to ensure it is effective and viable to ensure their high standards. 

Willingness, passion and eagerness to invent; 
Amazon is a trailblazer for innovation within their market. Amazon have experienced several failures and overwhelming success during their years in the market. Amazon feel that customers are always unsatisfied that they want more but are unaware, as even when they are happy, they still want more (Levin 2020). It is essential that Amazon continue to invent new products and services for them to ensure their pleasing their customers to the fullest. In Amazon there is a culture to keep inventing as past experiences have shown that their biggest successes came from building on small experiments (Inc 2019).

Long-term orientated;
As stated by Bezos “We are comfortable planting seeds and waiting for them to grow into trees,” says Bezos. “We don’t focus on the optics of the next quarter; we focus on what is going to be good for customers. I think this aspect of our culture is rare.” (Inc 2019). Amazon must have the capacity to accept failure as part of their business process.

Acceptance of failure as a path of success;
Amazon see opportunities and solutions rather than use the failures as setbacks. Bezos has expressed that "One area where I think we are especially distinctive is failure. I believe we are the best place in the world to fail, and failure and invention are inseparable twins” (Thompson 2017). Amazon also have a commitment to operational excellence; they believe that prioritising operational performance is equivalent to the customer experience. It’s crucial they maintain trust within the company (Amazon 2020).
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Amazon focus on long term not short term, this has been supported by Bezos’s words stated in previous research “We are comfortable planting seeds and waiting for them to grow into trees,” says Bezos. “We don’t focus on the optics of the next quarter; we focus on what is going to be good for customers. I think this aspect of our culture is rare.” (Keller 2020). Amazon builds it strategies on things that don’t change as this means that they don’t have to adapt their strategy too regularly. 
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	Stakeholder
	Engagement/Influence

	Employees
	These have high interest in the business projects and success but don’t have high power as their informed by Amazon’s managers on what actions to take. Amazon value their employees have a significant role in Amazon’s performance (Ferguson 2017). 

	Customers 
	These are the most important stakeholder within Amazon as they have a significant effect on Amazon’s revenues and success. Amazon must ensure they provide and satisfy their customers need to ensure future success (Ferguson 2017).

	Competitors
	These stakeholders are becoming to have a greater influence on Amazon, as the competition within the market is increasing. Amazon must ensure that they manage their competitors closely to ensure they understand their competitors to ensure they continue to provide a strong competition.

	CEO
	As the owner of the company the CEO has a high interest of power over Amazon’s projects and success. The CEO is the individual who makes the decisions regarding the project that Amazon will conduct as a company.

	Shareholders
	They have a high level of interest in the success of Amazon as a company as they have a share within the company and have great intentions in the company succeeding.

	Government
	The government have a relatively high power and interest in Amazon’s success and projects as they are the main individuals that set down relevant regulations which Amazon as a company must mandatory abide to. They also collect Amazon’s taxes which they must ensure they pay as they could create a negative brand image.

	Communities
	These stakeholders have an influence the customers perspective on their products and services. As they have a small amount of power Amazon ensure they satisfy and show interest in their communities through projects such as Amazon Smile, where a percentage of sales revenues are donated to customers’ chosen charitable organizations (Ferguson 2017). 

	Suppliers
	The suppliers are stakeholders who want Amazon to continue to purchase products from them, they have interest in what Amazon’s decisions are regarding supplier decisions and Amazon must keep a close relation with suppliers to ensure they provide them with the highest quality products (Yaman 2017).

	Distributors
	These stakeholders have a high interest in Amazon’s activities and success as Amazon provides the distributors with business, so they are eager to understand how successful Amazon’s project is going to ensure they are incurring reasonable scales of distribution.

	Managers
	The managers are the individuals who make the decisions within Amazon below the CEO, they have a high level of power over Amazon’s success as they make the decisions within the company.

	Manufacturers
	Amazon’s manufactures don’t have much power over their success as Amazon are highly successful this means that, they can change manufactures.

	Advertisers 
	These stakeholder give Amazon the ability to reach and gain a greater base of customers, they have little interest and power in Amazon’s success, but they do provide Amazon with the ability to expand and gain the customers and consumers for their success.
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Strengths
1. Differentiation and Innovation – Amazon have differentiated themselves from their competitors as they continuously create and innovate ideas into the product line whilst offering their customer ambitious experiences (Business Strategy Hub 2020).
2. Customer orientated – Amazon cater for a large number and variety of markets targeting a variety of consumers for different everyday needs at attractive and inexpensive prices.
3. Cost leadership - Amazon doesn’t incur retail store costs as they sell everything online, which means that Amazon effectively control their costs.
4. Superior logistics – As Amazon’s products and services are highly compatible, the usage of one service or products encourages customers to gain usage of related products.
5. Strong brand name – Amazon are the strongest brand in online retail market, this is responsible for the company’s                      rapid growth, considering brand recognition                                   and confidence among consumers.





Weaknesses
1. Tax avoidance controversy – Amazon has been criticized in the past regarding tax avoidances this could be a weakness to them as it could lead to their brand image being reduced.
2. Limited brick and mortar presence – With Amazon’s competitors having a greater brick and mortar presence, this could lead to them going competition on Amazon as it sometimes hinders customers from purchasing things they can’t purchase online. 
3. Limited Fragmentation – Amazon don’t have the ability to focus on one strategic goal as they offer a wide range of products and services.
4. Limited penetration in developing markets – This is reducing Amazon’s ability to gain benefits from high economic growth rates.
5. Poor track record of sustainability - Amazon has made little or no effort to measure, disclose or improve its performance when it        comes to the environment, workplace issues, diversity, charitable giving or political activity (Gunther 2012). 


Threats
1. Imitation of business models and products – If Amazon’s competitors were to imitate their products and services this would reduce Amazon’s market share and brand value. Many new entrants are also coming up the market with the same ideas as Amazon.
2. Cybercrime – Cybercrime puts internet users at risk especially individuals who shop online and with Amazon being an online retailer this could pose a threat to their customers experience (Ameen 2020).
3. Data and online privacy – There’s a continued debate over what business class as private data and public data, they must ensure they don’t breach the data regulations as they will reduce their brand value.
4. Fake reviews – This could be a large threat to Amazon, as customers often rely on reviews to make decisions on products as a critical indicator of the authenticity and quality of the products, this could cause a decrease in Amazon’s sales.
5. Aggressive competition - Walmart and Target pose a threat to Amazon as they are their main rivals, and as competitors they have a greater presence of brick and mortar.














Opportunities
1. Improve their technological measures and policies – Amazon have previously been caught with counterfeit sales, which could have a negative impact on the company so increasing their policies will give them a greater brand recognition.
2. Expansion of brick and mortar operations – Amazon can establish a stronger brick and mortar presence amongst the company which could lead to a potential revenue increase for Amazon.
3. New partnerships with other company’s – This has been a benefit to Amazon in the past, so this would be a good opportunity for Amazon to boost their financial growth and allow them to expand their horizons (Greenspan 2019).
4. Expansion in developing markets – There’s an opportunity for Amazon to expand their operations in developing markets to gain competitors advantage and to gain a greater customer base.
5. Distribution System – Amazon delivers an immaculate experience to their consumers a process which is hassle free, with a smooth experience and quick delivery.



 






Customer obsession rather than competitor focus – They have relentless focus on their customers which is an element that drives the company success.





Willingness, passion and eagerness to invent - Amazon have an eagerness to invent providing them with a greater diverse selection of products.





Long-term thinking orientated - Amazon believe that in order to be a customer-centric company they must be continuously innovating and inventing ideas as a core element of their business model and in order to do this they must think long-term.





Acceptance of failure as a path of success - They believe that its essential for them to include experimenting as part of their company’s culture, allowing space to explore new ideas and new ways of adding value to their customers experience. 
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