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[bookmark: _Toc184573364]Executive Summary
Strategy is the cornerstone of any organisation, providing a framework for development, guiding actions to achieve objectives, and enabling adaptation to external and internal changes. This study evaluated the importance of strategic management within the competitive business environment and its role in achieving organisational goals and customer satisfaction.
The critical analysis of the organisational strategy was represented through the prism of Amazon's strategic evolution. The research examined Amazon's critical success factors that provide a competitive advantage, diving into the company's background, structure, intricate intersection of culture and organisational strategy, and analysing its unique approaches in corporate, business, and functional level strategies.
The research scrutinised Amazon's strategic perspectives, current threats and opportunities through the lenses of strategic analysis tools such as PESTLE, Porter's Five Forces, Porter's Generic Strategies and SWOT. The deep dive into the subject revealed that the complexity of Amazon's strategy relies heavily on the dynamic nature of its operational environment, the external and internal forces, shifts in technological development and changes in customer expectations. 
The report concluded that Amazon effectively manages deliberate and emergent strategies and combats foreseeable and unforeseeable circumstances with a highly adaptable business model, effective risk management, organisational scale and technological innovations. Additionally, its commitment to exceptional customer care is unequivocally a unique selling point that distinguishes Amazon from its competitors. Moreover, despite the possible subjective nature of the results obtained from strategic analysis tools, the objective data retrieved from financial statements can confirm the causality between Amazon's successful deployment of its strategies and its positive financial performance.
The following recommendations were proposed based on the conducted research: 
1. Monitor competitors' strategic decisions regarding customer value propositions (CVP) and develop innovative products and services to maintain competitiveness.

2. Invest in sustainable and greener practices to meaningfully contribute to local and global communities.

3. Integrate AI into customer care processes to enhance efficiency, effectiveness, and personalisation, anticipating customer needs proactively.

4. Prioritise employee satisfaction with the same level of commitment as customer satisfaction.
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[bookmark: _Toc184573366]1.0 Introduction
Profit generation is the main objective of most businesses (Borad, 2010). Organisations can achieve profitability through various strategies. However, regardless of the industry, sustainable profitability and long-term success hinge on understanding and effectively fulfilling customer needs, cultivating meaningful customer relationships, and delivering exceptional customer care services (Powell, 2023). Unfortunately, grasping these essential factors is insufficient in today's complex and dynamic business reality, where organisational exposure to internal and external contexts could be fatal if the strategy is not suited or adequately managed (Quain, 2018). 
The importance of strategy in the contemporary world is greater than ever before (Rodriguez, 2024). In essence, strategy is an organisational aptitude for adaptivity to ongoing and future challenges through focused and organised actions that aim to secure a competitive position in a turbulent and fast-paced business environment. Strategy within an organisation looks into the future (Landau, 2024). However, companies cannot foresee the future, as the strategic environment is a very challenging area for simple predictions (Reeves, Deimler and Love, 2012). Strategy is about people, their knowledge, skills, and ability to communicate – to work together as one team. Hence, the implementation of strategy is the biggest challenge for many organisations (The Strategy Institute, 2024).
The post-pandemic shifts in customer behaviour and the rising expectations set new standards and challenges for customer care services. It pushes organisations to invest in AI technologies and employees' upskilling programs to support the quality and efficiency of their call centres, providing extra value to the customers (Buesing et al., 2024). Additionally, handheld devices' technological evolution has broadened customers' engagement (Babu, 2024). Companies exploit the omnichannel interaction with customers through various touchpoints to collect needed data to monitor trends in their behaviour, anticipate market fluctuations and fulfil their expectations (Deloitte Digital, 2022).
As a strong proponent of the customer-centric philosophy, Amazon has earned a reputation for exceptional customer service, often serving as a benchmark for other businesses (Amazon, 2023a). For example, leveraging AWS capabilities for data analytics, Amazon creates bespoke experiences by incorporating customer feedback to ensure end-to-end journey visibility, enhancing convenience and emotional satisfaction (Forbes, 2022b). The company aligns traditional strategies with agile business management, adapting dynamism to customer needs, integrating innovative technologies, and committing to personalised, fast, and reliable customer service (Salmon, 2021). By continually refining its strategies, Amazon consistently meets and often exceeds customer expectations, setting a high standard that competitors aspire to achieve (Aksu, 2024).




1.1 [bookmark: _Toc184573367]Organisational Overview
Founded by Jeff Bezos in 1994, Amazon began as an online bookstore and evolved into a multinational technology conglomerate operating in e-commerce, cloud computing, digital content streaming, and artificial intelligence (AI) sectors (Jacoby, Bourg and Robertson, 2020). Leveraging its economies of scale, the company has created a tangible competitive advantage, substantial financial resources, global reach, and market power, significantly impacting the global economy, labour practices, and local communities (Brown, 2023). 
Kim, Mauborgne, and Koo (2022) posit that Amazon's critical success factor is based on entering the 'Blue Ocean' of the early internet era and seizing emerging opportunities. The Blue Ocean Strategy suggests that the first-mover advantage and the risks taken in creating a new market yield strategic benefits, including uncontested market space with no competitors and high-profit potential (Kim and Mauborgne, 2004). Thus, in 1994, Jeff Bezos, as a transformational leader, recognised emerging opportunities and converted his passion for innovation and the transformative power of disruptive technology into a successful business, creating and capturing new demand. Likewise, Lynch (2021, pp. 72–83) states that it is all about predictability and capability to analyse the strategic environment and navigate the turbulence of market dynamics ― at the right time and place, take risks and make strategic decisions that can provide commercially successful products and services. 
Today, the company has over 40 subsidiaries, including IMDb, Twitch, Goodreads, Audible, Ring, Whole Foods Market, Zappos, AbeBooks and Amazon Web Services (AWS) - diverse business lines and a comprehensive product portfolio. It encompasses retail goods, special membership offers, consumer electronics, digital content, video gaming creation and streaming services (Product Plan, 2024). Amazon's value proposition centres on providing exceptional convenience, a vast selection of products, competitive pricing, and rapid delivery service (Pereira, 2024). 
Amazon has demonstrated exponential financial growth over the last decade, ranking as the 5th most valuable company worldwide, with a market capitalisation of £1.545 trillion as of October 2024 (Companies Marketcap, 2024). Similarly, Amazon's income statements reflect an average sales growth of 20.14% from 2019 to 2023, with revenue reaching $574.79 billion in the 2023 financial year — an increase of $294.27 billion compared to 2019 (Amazon, 2023b). It arguably exploited the opportunity of the pandemic's lockdowns and social distancing to strategically restock its warehouses for the daily essential products to keep business running and gain maximal profit (Cosgrove and Long, 2022). 
According to Chevalier (2024), Amazon captures 37.6% of the U.S. e-commerce market. This substantial share demonstrates a dominant position in the online retail market, where its closest competitors, Walmart and Apple, have 6.4% and 3.6%, respectively. The E.U. statistics also confirm Amazon's leading position with circa 800,000 active sellers and revenue of over €53 billion (Coppola, 2024a). In the U.K., approximately 86% of consumers shop on Amazon (Strugar, 2024). This large customer base secured Amazon over 30% of the U.K. e-commerce market share and provided $33.6 billion of net sales in 2023 (Coppola, 2024b). However, Amazon faces fierce competition in the global market and tries to overperform rivals such as Alibaba, which has a significant gross merchandise volume (GMV) share across the web and $765 billion in global sales (Coppola, 2024c). 
Yang (2022) suggested that despite the similarity in business nature, these two companies have overall strategic direction differences regarding their business models, target markets, auditory, global presence, and revenue generation. For instance, Alibaba focuses on business-to-business (B2B) transactions, facilitating online retail operations between buyers and sellers and does not hold inventory like Amazon (Melati and Nur Komala Dewi, 2020). Conversely, Amazon focuses on business-to-consumer (B2C) transactions catering to individual customers and has warehouses with third-party and own inventory (The Investopedia Team, 2021). Regarding the international presence balance, Amazon has a 60% North American and 40% international ratio of active customer accounts. On the other hand, Alibaba has 84% of China and 16% of the international market, dominating the Chinese and other Asian markets (Jiang, 2024). 
Amazon's dominant position in the e-commerce market results from extensive automation and digitalisation of its processes - a streamlined innovation funnel with the utilisation of advanced technology powered by AWS (Osman, 2023). Since the launch of AWS in 2006, Amazon has set new standards in e-commerce and significantly enhanced its operational capacity. The company efficiently processes approximately 7.34 million customer orders daily, effectively synchronising all logistics and creating customer value through convenience (Buck, 2024).
[bookmark: _Toc184573368]1.2 Organisational Structure
Amazon's organisational structure is functional and hierarchical, with a top-down approach. It has clear lines of authority when cascading strategic decisions through all organisational levels, leveraging its capabilities toward achieving its business objectives (Amazon, 2023c). It consists of three major components:
· A comprehensive worldwide hierarchy
· Global teams organised by function
· Regional divisions with their respective sub-divisions.
Dike (2024) argues that Amazon relies heavily on function-based global groups, each led by an executive manager such as a CEO or SVP. Each group is liable for specific business functions, including finance, human resources, legal, advertising, web services, devices, operations, and e-commerce services (Cuofano, 2024). According to Guillén (2024), this design enables efficient e-commerce operations management across the company landscape. Moreover, it supports agile, adaptable operations that utilise physical, financial, and human resources to secure a competitive advantage, achieve long-term strategic goals, and ensure flexibility for short-term objectives. In contrast, Dudovskiy (2022) confirms that while Amazon's organisational structure is highly effective, it has some notable flaws. The company's hierarchical nature can slow down decision-making processes, as decisions must pass through multiple layers of management. This structure also poses a risk of silos forming between different functional areas, which can hinder communication and collaboration across departments, potentially affecting business and functional-level strategies. Balancing global consistency with local market adaptation can be challenging. The dominance of function-based groups and hierarchical structures may impair the company's ability to respond quickly to new or emerging issues. Amazon tries to overcome these flaws by establishing clear and coherent digital channels in cross-functional and cross-departmental communication. It optimises its dynamic capabilities, rotating leadership and management functions across business units (Lino, 2024).
Notably, Kay, Leih, and Teece (2018) discuss the concept of dynamic capabilities in the continuously evolving business environment and the importance of adapting ordinary capabilities in the face of market shifts to support organisational strategic adjustments. Amazon demonstrates sensing, seizing, and reconfiguring activities when adjusting to a changing environment — key indicators of dynamic capabilities.
Meyer (2024) distinguishes three central strategic pillars that support Amazon's organisational structure:
1. Customer Obsession: Amazon prioritises the customer in all decisions and actions, driving continuous improvements and innovation to enhance the customer experience.
2. Operational Excellence: The company focuses on efficiency, streamlined processes, and cost-effectiveness to maintain a competitive advantage and deliver value.
3. Innovation and Agility: Amazon encourages a culture of experimentation, continuous improvements, rapid prototyping, and swift adaptation to market changes to stay competitive.
These strategic pillars are embedded into Amazon's core activities and reinforced by its corporate culture. 
[bookmark: _Toc184573369]1.3 Organisational Culture
Mullins (2018, pp. 473–483) declares that corporate culture is a cornerstone of organisational strategic management, as it acts as a unifying force that integrates all facets of the organisation. A strong corporate culture enhances cohesion and fosters a collective sense of purpose among employees, aligning individual aspirations with the organisation's overarching objectives (Handy, 2020, pp. 50–288). Moreover, it establishes a framework for decision-making and influences employee behaviour. Therefore, by cultivating a robust corporate culture, organisations can facilitate effective collaboration among all members to pursue shared strategic goals. It hereby improves overall performance and adaptability within an increasingly dynamic business environment.
Every company has a unique and distinct culture (Razzetti, 2023). Moreover, with the incredible diversity that organisations have faced over the past years, culture has become the single differentiator around how organisations succeed or fail (Bartram, 2024). 
Schein (2017, pp. 38–76) defines organisational culture as a set of mutual values, beliefs, and behavioural norms of people within the organisation who share the same business goals. Kotter and Heskett (1992, pp. 12–266) claim that people are the most valuable asset in any organisation, defining its modus operandi as forming the organisational cultural identity and using their skills and knowledge to achieve business objectives. The people within an organisation influence its culture as their behaviours and attitudes affect the company's mindset and set workplace relationships that foster a distinctive work environment (CIPD, 2019). As a result, this corporate cultural authenticity sets them apart from other organisations.
Carucci and Shappell (2022) state that the culture must match the organisation's strategic objectives to support their attainment. The company's recruiting and talent pipeline should be designed to attract culturally fit individuals who embody the same values and can contribute positively to the organisation's strategic objectives (Bouton, 2015). Drucker (2014) claims that to ensure organisational strategic alignment, leaders must nurture and unceasingly reinforce corporate culture through well-defined, articulated practices visible in their actions. This serves as a model to establish the desired behavioural patterns and align attitudes among workers, regardless of their position in the organisational hierarchy. However, Weddle, Parsons and Howard (2024) emphasise that culture is not merely the outcome of inspiring leadership or top-down directives but also of consistent and reinforced behaviours that shape the work environment and drive long-term success. Bisoux (2022) states that the necessity for constant reinvention and optimisation of organisational culture requires ongoing effort – it can be resource-intensive.
Dewar and Doucette (2018) discuss the commonalities in any high-performance culture, such as personnel autonomy, organisational agility, readiness to innovate, openness to change and inspirational/visionary leadership. Indeed, as a strategic leader, Jeff Bezos holds a significant, influential power over Amazon's corporate culture. According to Jassy (2024), Amazon's culture is based on 16 leadership principles that set a cultural standard for every Amazonian. These principles are embedded in every organisational activity, including the recruitment and hiring process. 
In contrast, Stone (2022) states that Amazon's work culture is often seen as stressful and difficult to work in, contributing to employee burnout and high turnover rates. The talent acquisition team and recruitment managers tangibly contribute to this challenging environment, raising the bar of associates in setting leadership and management skillset expectations yearly. For instance, within the specific business unit, the step-up pools for team leaders and managers are constantly under review, sometimes creating a toxic competitive atmosphere among employees and constant mental pressure. Consequently, his cultural aspect of Amazon could lead to frustration and disengagement between the associates, leadership, and management team members, which could impact functional-level strategic goals and, ultimately, the customers.














[bookmark: _Toc184573370]2.0 The Concept of Organisational Strategy
The complexity of the organisational strategic vector and the decision-making process in the contemporary market environment is indeed complex (Mankins and Gottfredson, 2022). 
According to Chandler (1962, p. 13), an organisational strategy is a complex and dynamic system that includes various approaches, processes, and structures to guide a company in achieving its long-term goals while adapting to changing market conditions through planning, executing and reevaluating organisational strategic relevance.
Mintzberg and Waters (1985) conceptualise the deliberate and emergent types of organisational strategy and their development mechanisms within the organisational context. They argue that pure deliberate or pure emergent strategies do not exist. Instead, the gap between intended and realised organisational strategy is shaped by the collective influence of internal and external environments, which impose pressure on the intended strategy. Emergent patterns that develop as a result can, through corrective actions, be integrated into the deliberate strategy to adjust the realised strategy.
Demand creates supply, and competition dictates organisational strategy (Farmer, 2015). However, in business competition, as there are no winners and losers, good strategy means how the company can distinguish itself from the competitors and provide that unique experience for its customers that will keep them from looking for their competitors – and create an exceptional captive mix of value to gain and retain their loyalty (Andriole, 2023).
Bowman (2019) claims that the core concept of strategic thinking is a holistic understanding of the company's fit into its competitive environment and its responses to external circumstances and planned or emergent risks. In its pure form, strategy is a ratio of risks and rewards, an intuitive ability in the decision-making process (Harvard Business Review, 2008). Gaining a competitive advantage through differentiation and the authenticity of products and services is the primary purpose of an organisational strategy (Jerab and Mabrouk, 2023).
Strategic leaders may dictate the overall organisational strategy or focus on specific aspects of it (Oreg and Berson, 2019). For example, despite his step down from CEO and Amazon president position, Jeff Bezos determines the company's vision, mission, and strategic direction, helping to create shared beliefs among organisational board members and embodying Amazon's strategy with his persona. However, organisational leaders sometimes can misunderstand the concept of strategy, as most companies focus on overcoming competitors (Gans, 2016). Orgvue (2023) states that the main objective of organisational strategy is to realise who the customers are and how the company can deliver better value in a more unique way than competitors. 
Watkins (2013, pp. 150–300) argues that strategic direction for a business can be defined by the organisation's mission, network, strategy, and vision. The Strategic Alignment Model explains the correlation between mission, value network, strategy, and vision when developing a coherent business strategy (Watkins, 2007). For instance, the mission defines the goals to be achieved, while the value network identifies the partners involved in creating and capturing value. The strategy outlines the allocation of resources needed to fulfil the mission within this network, and the vision, along with incentives, explains why team members should feel driven to perform at their best. Combined mission, network, strategy, and vision establish a business's strategic direction, defining how complex strategic actions should be executed.
[bookmark: _Toc135250973][bookmark: _Toc184573371]2.1 Strategic Management Framework
The Strategic Management framework provides an overview of the cyclical strategy development process. It divides strategy into recurring formulation and implementation phases, each containing sub-steps and activities to help the company set an action plan to achieve its objectives (TWOWP, 2019). 
The strategy framework must be reviewed in an organisational setting through continuous evaluation and adjustment processes (Indeed, 2024). This is necessary due to the rapid changes in both the external and internal environments in which the business operates and the scale of its operations — requiring efficient responses to changing circumstances (Wright, 2023). Consequently, organisations may adopt different approaches to developing and implementing their strategies, whether incrementally, systematically, drastically, through trial and error, or adaptively (CIPD, 2024).
The strategic position is concerned with the impact of strategy on macro and industry environments, as well as its capabilities, such as resources and competencies (MSG, 2015). Therefore, the organisation must understand the macro-environment of the industry, as well as its opportunities and threats, to manage industry forces and align its strategy. It must address them while fulfilling the customers' and stakeholders' expectations while allowing adequate strategic planning and risk management (Straub, 2019).
[bookmark: _Toc135250974]Risks are unavoidable and accompany every organisational activity. Risks bring various levels of threat and complexity due to their internal or external nature (Kaplan and Mikes, 2012). Strategic planning and risk management are integral parts of the strategic management framework (Ordenes, 2022). When they are combined, they instigate a proactive approach to integrating risk assessments into every stage of the organisational strategic planning process, mitigating the impact of contingencies and making well-informed decisions through understanding the risk interdependency field (Ribeiro et al., 2016).
Indeed, technology has evolved from a service and enabler to a potential business disruptor (Forbes, 2022a). However, leveraging technology can conserve organisational resources allocated to strategic planning and risk management (Wilson, 2020). Investments in risk prevention are cheaper than dealing with the aftermath of the disaster (Ferguson, 2016). For instance, Monte Carlo simulation is a mathematical method that employs computational algorithms to model complex scenarios and forecast potential results (IBM, 2023). Consolidating AI's computing power with Monte Carlo simulation can help businesses quantify risk and uncertainty in predicting strategic models, generating accurate and dynamic risk assessments, enabling organisations to understand potential risks better and minimise eventualities' impact (Kenton, 2024).
[bookmark: _Toc184573372]2.2 Amazon Strategy
As previously mentioned, the innovation strategy of the blue-ocean approach was highly effective in creating a new market and attracting enough customers to establish and sustain long-term profitability before the market became saturated with competitors. However, after reaching industry maturity, Amazon predominately employed a competitive strategic approach to minimise intense competition and maintain its dominant position in the existing e-commerce market: it diversified its products and services, focusing on loyalty-driven and cross-channel interactions that matter to its customers (Hivelr Business Review, 2023). Burke, Stel, and Thurik (2016) likewise support the effectiveness of a blended strategic approach. According to their research, a well-executed competitive strategy in an existing market can mitigate profit declines resulting from the blue-ocean strategy as competitors gradually erode the profitability initially gained from innovation. Thus, this approach could provide enough time, allowing companies to generate surplus financial resources for future blue-ocean ventures with the potential to attract new customers. 
Amazon employs a hybrid approach, integrating a wide spectrum of deliberate and emergent strategies to adapt to market dynamics (Ajit, 2019). The company effectively extrapolates ongoing trends using data analytics to devise a deliberate strategy (AWS, 2022). For instance, a deliberate strategy can be seen in diversifying its revenue streams with new products and services based on AWS - a calculated move requiring long-term planning and gradual execution. The recent emerging strategy actions are observable in Amazon's response to its competitor, Temu, with the launch of Amazon Haul (McMahon, 2024). Therefore, by mixing deliberate planning with the flexibility to adapt emergently, Amazon navigates the complexities of the global market, responding to contingencies and fostering innovation and financial growth.
Amazon innovates with both technology-push and market-pull strategies (Ameka, 2013). This balanced method allows the company to address observable trends while anticipating foreseeable demand and developing innovative products and services that add value and attract new customers. For instance, by establishing interlinked products and services that are well integrated into the continuously broadening ecosystem in motion, Amazon effectively differentiates itself, overcoming competitors and expanding its interests across various markets (Mesropian and Petritski, 2023). 
Sharp and Dawes (2001) state that a differentiation strategy can be broad or focussed. Amazon employs a broad differentiation strategy, which involves the provision of various products and services to meet its customers' needs. Expanding into wider markets, Amazon can attract a large customer base and maintain a competitive advantage across multiple industries. Amazon's strategic approach aligns with several of Henry Mintzberg's 10 Schools of Strategic Thought (Mintzberg, Ahlstrand and Lampel, 2009). The most evident among these are:
1. Entrepreneurial School: Under Jeff Bezos's visionary leadership, Amazon has consistently pursued innovative ventures, providing new products and services (Iral, 2021).
2. Learning School: Amazon emphasises continuous learning and adaptation, analysing customer feedback and market trends to implement improvements and changes (Mckinsey, 2020).
3. Cultural School: The company's strong corporate culture, characterised by customer obsession, drives its strategic decisions and operational practices. Amazon's journey-focus approach allows the company to monitor customers' experiences and fulfil their wants and needs (Amazon, 2020).
4. Environmental School: Amazon responds to external environmental factors, including technological advancements and competitive pressures, by diversifying its services and entering new markets (Disfold, 2024).
Ultimately, by integrating elements from these schools, Amazon has developed a multifaceted strategy that supports its competitive advantage and market leadership.
[bookmark: _Toc135250975][bookmark: _Toc184573373]2.2.1 Corporate Level Strategy
Corporate-level strategy is an overarching big-picture plan, the roadmap of organisational scope choices and future growth direction (Shimizu, 2012, pp. 85–103).
Amazon primarily employs a growth strategy, precisely a concentric diversification strategy. This involves leveraging existing technological capabilities and resources to expand into new, related markets (Mackay, Arevuo and Meadows, 2023). For example, Amazon's expansion into cloud computing (AWS) and AI are examples of concentric diversification. Moreover, Amazon incorporates elements of other strategies: horizontal, vertical, conglomerate, related and unrelated diversification, entering into new industries, creating new products or expanding relationships between products or services of existing businesses (Krause, 2024). This amalgamation of the strategic approaches allows Amazon to spread risks across different businesses, use growth opportunities and improve its competitive advantage. Therefore, while growth remains a primary focus, Amazon's corporate strategy is a dynamic blend of various strategic methods to achieve long-term success.
[bookmark: _Toc184573374]2.2.2 Business Level Strategy
The business-level strategy focuses on the competitive aspect within a particular industry or market where the organisation operates and depends on the chosen organisational business model (Shimizu, 2024). The business model is usually dynamic and can shift during the organisational life cycle, aligning value creation and value capturing with marketplace reality to remain competitive (Leih, Linden and Teece, 2015). 
Amazon utilises a hybrid strategic method to achieve competitive advantage, combining differentiation and cost-leadership strategies to compete in the e-commerce market. The company anchors its critical success factor by emphasising value creation, configuration, and capture, deploying a customer-centric approach, hyper-personalised customer care, and a continuous improvement philosophy (Harvard Business Publishing, 2023). 
These business-level strategies, described in Figure 3 - Porter's Generic Matrix, support Amazon's business model and help create superior value over its competitors (Smithson, 2024). Within the e-commerce business, the large geographical spread of the different business units allows fulfilment (FC) and distribution centres to have their own business-level strategies, depending on location, adapting to changes in external or internal contexts (O'Neill, 2023). 
2.2.3 [bookmark: _Toc184573375]Functional Level Strategy
The functional-level strategy optimises specific operational areas to support organisational business objectives (Mason, 2023). For instance, each Amazon FC has its KPIs and targets when dealing with customers' orders. Operational needs are supported by different auxiliary functions: Learning & Development (L&D), Human Resources (HR), Health & Safety (H&S), Procurement Team (PT) and Reliability Maintenance Engineers (RME). All the support departments have strategic goals aligned with Amazon's business-level strategy.
Amazon's functional-level strategy implies various business improvement techniques, apprenticeships, leadership, and succession planning, ensuring the business unit's workforce readiness to fulfil regional and overall business needs. For example, knowledge management activities include providing specific training programs to ensure the relevant skill sets of the employees, optimising associates' head counts depending on the seasonal workload or implementing changes to comply with local waste management regulations. Consequently, by aligning the functional-level strategy with its overall business goals, Amazon ensures that each department contributes effectively to the company's success.

































[bookmark: _Toc184573376]3.0 Main Findings 
[bookmark: _Hlk182746970]Dhlamini (2024) states that precise strategic planning is based on a thorough and detailed analysis of the internal and external environments and microeconomic and macroeconomic factors. Microeconomic factors focus on a particular business, market, and customers, as well as the demand and supply interactions, pricing strategies, direct and indirect competitors, and trends in customer behaviour (Porter, 1980a, pp. 33–75). The macroeconomic factors, in contrast, examine a global economy and market dynamics, governmental influences, technological and legal trends and sociocultural shifts (Clifford, 2017). The organisation can manage internal elements such as resources, culture, leadership and processes. However, it can only adapt to the external environmental context (Busch School of Business at Catholic University, 2018). Therefore, strategic analysis is the iterative process of formulating organisational strategy by accurately framing the company's internal capabilities with external challenges using the appropriate strategic analysis tools (Chandler, 2018, pp. 1–100).
Although these tools are useful, their application is often influenced by inherent biases and subjective judgments of users, which can affect the accuracy of results and the precision of subsequent strategic decisions (Hammond, Keeney and Raiffa, 1999, pp. 1–30).
[bookmark: _Toc184573377][image: ]3.1 Macro-Environment Analysis - PESTLE















Figure 1: PESTLE Analysis.
Amazon's PESTLE analysis, displayed in Figure 1, showed the complexity of its macro environment. The primary considerations that shaped Amazon's strategy were observed in geopolitical tensions between the U.S.A. and China and the ambiguity created by the war in Ukraine that disrupts the supply chain due to the sanctions. Decarbonisation and sustainable practices remain persistent risks, particularly in major markets like the U.S. and Western Europe, where stringent environmental regulations and many climate change-conscious customers demand sustainable practices. This growing pressure to meet climate goals, adopt renewable energy, and improve waste management processes requires significant investment both in organisational and operational adjustments. Changing workforce expectations towards mental well-being and demands for diversity, equity and inclusion present cultural and operational challenges for Amazon. Furthermore, the post-pandemic recession and the ongoing war in Ukraine have contributed to economic instability characterised by recessions, inflation, and diminished customer solvency. These factors have increased consumers' price sensitivity, influencing their purchasing behaviour and impacting Amazon's operational costs. 
Technology is the primary driver of change that Amazon utilises to secure its competitive edge; however, as a colossal disruptor, technologies pose complex potential risks that must be recognised and harnessed with adequate preventive actions and control measures. Moreover, DGPR compliance and hyper-personalisation of customer care require cybersecurity measures and employees' specific skills. The mitigating actions imply wise use of organisational resources and capabilities to maximise effectiveness.
[bookmark: _Toc184573378][image: ]3.2 Micro-Environment Analysis - Porter's Five Forces
















Figure 2: Porter's Five Forces Analysis.
Porter's Five Forces Analysis, demonstrated in Figure 2, explains Amazon's immediate environment, analysing competitive forces within the industry in which the organisation operates (Porter, 1980b, pp. 3–33). The analysis revealed Amazon's intense competition from traditional and e-commerce retailers. Due to available technologies, most traditional retailers have an online presence and delivery services. The severity of rivalry is high because of the large number of players in the market and the wide range of similar offered products. Similarly, the threat of substitutes is significant, especially in retail and digital streaming markets. Customers can easily choose alternatives provided by competitors, such as Walmart and Target, or the various streaming services: Netflix, YouTube, HBO, and Hulu. 
[bookmark: _Toc184573379][image: ]3.3 Competitive Environment Analysis - Porter's Generic Strategies























Figure 3: Porter's Generic Strategies Analysis.
Porter's Generic Strategies Analysis outlines three key strategies organisations can adopt to achieve a competitive advantage in their respective markets: Cost-leadership, Differentiation and Focus (Tanwar, 2013). These strategies help businesses position themselves effectively within an industry and ultimately increase profitability (Wardhana, 2024, pp. 228–254). Applied to Amazon, the analysis in Figure 3 affirmed its robust competitive advantage, which stems from a combination of cost leadership and differentiation strategies ensuring long-term profitability. Amazon effectively tailors these strategies by targeting specific market segments, diversifying value propositions, and broadening audience and income streams.
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Figure 4: SWOT Analysis
SWOT analysis is a strategic instrument that identifies internal and external factors that could affect the organisation (Dunne, 2023). The analysis presented in Figure 4 confirms that Amazon's competitive advantage derives from its strong brand recognition, global presence, vast product offerings, advanced logistics, and continuous innovation. Amazon's strengths enable it to dominate the e-commerce and cloud computing sectors. However, the identified weaknesses tangibly challenge its operations, as high employee turnover, regulatory compliance, and dependence on third-party sellers could cause considerable risks. Although the external opportunities present significant growth potential, threats of increased competition, cybersecurity and current economic upheavals could defer Amazon's success. Therefore, Amazon must address weaknesses through capitalisation on emerging opportunities and mitigate external threats using strategic diversification, technological advancements, and robust risk management.
[bookmark: _Toc135250977][bookmark: _Toc184573381]4.0 Conclusion
To recapitulate. The research concludes that Amazon's critical success factor was its adaptive strategic approach since its inception. It has allowed the company to balance risk and reward effectively and make financially beneficial business decisions at the right time and place. Thus circumventing adversities by turning them into lucrative opportunities, thereby demonstrating adaptability to market and demand fluctuations. 
Amazon's brand reputation, customer-centric culture and visionary leadership are the main pillars of its agility and efficient adaptation to change. Moreover, a hybrid strategic approach is practical in the present dynamic business reality and, supported by its economy of scale, allows Amazon to use its vast resources and capabilities cost-effectively when dealing with adversities and ambiguity. Amazon deploys business improvement techniques to achieve strategic alignment and cultivate an open-to-change culture, continuously reviewing and improving processes, procedures and employees' skills.
The conducted strategic analysis showed that the dynamic complexity of the internal and external contexts defies Amazon's responsiveness to the threats of product substitution, increased competition, and considerable bargaining power of buyers. All these forces push Amazon to innovate, diversify its value proposition, and differentiate itself through the interconnected ecosystem of products and services, emphasising hyper-personalised customer care, customer satisfaction, and experience. 
The research discovered that strategic analysis tools could suffer from subjectivism, as the analysis process is susceptible to individual prejudices, a limited amount of available information and confirmation bias in interpreting the obtained results. However, the data from Amazon's financial statements objectively confirmed the results' adequacy. Therefore, Amazon's stable financial growth indicates the successful use of chosen strategies and a high level of organisational agility. 
However, to remain profitable and ensure adequate strategic adjustments to the dynamic business landscape, Amazon must continuously monitor its business environment, reacting promptly to any market shifts.









[bookmark: _Toc184573382]5.0 Recommendations
As it was concluded, Amazon epitomises a high standard of customer care, exemplifying organisational agility for many businesses. The company's strategies are very effective when combatting market upheavals and achieving business goals. However, here are recommendations for improvements that could further enhance customer satisfaction:
1. Use the advantage of economy of scale, diversify with new cheaper offers, and differentiate to provide better value than competitors.

2. Increase investment in innovative, sustainable, greener practices to avoid greenwashing and seek positive local and global impacts with ethical CSR engagements.

3. Enhance data analytics capabilities by integrating AWS technologies with AI to improve individual customisation of customer profiles and achieve balanced, time-efficient customer care services with a proactive problem-solving and prevention approach.

4. Remember that people are the most valuable asset within the organisation. Ensure that internal and external customers are treated equally, with high regard and empathy.
Implementing these recommendations could provide Amazon with future-proof strategic adjustments and make it well-prepared for future challenges.
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