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The COVID-19 pandemic has had an adverse effect on most businesses as lockdown measures were instituted to contain the spread of the virus. In most countries businesses were closed and the locals forced to work from home. Such measures had an adverse effect on business and industries being brought to a standstill. The period was regarded as one that accelerated the slow-moving demise of the already affected store chains. However, the changes had a positive on particular industries including e-commerce. Amazon is one of the businesses that have recorded a positive trend as most sales have been shifted online platforms. Statistics indicate that as of April 2021the company had reported total sales of $108.5 billion in the first quarter and it represented an overall growth of 44% from the previous year (BBC 2021). Additionally, the organizational profit soared by a record-breaking 220% based on the fact that the pandemic continued to drive online shopping. The statistics indicate that Amazon's job design, organizational structures, arrangements, and work environment have undergone significant changes. The various changes are geared toward ensuring the organization can improve overall objectives and boost performance (Semuels 2020). The discussion will focus on aspects such as the extent to which Amazon's structure, behaviours, and culture have influenced the changes in sales and profit and the various factors that have influenced individual behavior at Amazon towards the growth in sales and profit.
Amazon is one of the leading multinationals in the global arena. The organization operates in the technology industry focusing on areas such as cloud computing, e-commerce, artificial intelligence, and digital streaming. The organization is regarded as one of the big five firms in the country (Harris 2020). The firm has to contend with various competitors including Apple Inc., Google, and Meta. The organization continues to be regarded as the most influential entity as they help push economic and cultural factors in the global arena. The success at Amazon can be tied to the ability to appeal to consumer needs and being viewed as a valuable brand. The success at Amazon can be largely tied to the organizational structure, behaviour, and cultures in relation to aspects such as branding, managing the service element, segmentation, differentiation and competitive advantage, and utilization of the marketing mix. Considering the various aspects offers an opportunity to understand how Amazon has created a differentiated approach to ensure success in the COVID-19 era (Harris 2020). The success of the company is tied to development of differentiated services based on identified market needs. The organization has also considered additional aspects related to marketing. They understand that by engaging in the right marketing strategies they are in a position to engage and retain the consumers while also creating a competitive advantage.
Marketing Mix (7P’s & 4C’s)
The marketing mix at Amazon comprises the 7Ps, including price, product, promotion, positioning, people, place, and packaging. The most common part of the marketing mix is the product with the company focuses on providing various media services that the customers can interact with (Harris 2020). Additionally, the company is focusing on pricing as it offers different products in an affordable price range. Promotion has ensured the company continues to be visible to different target markets. The company has continued to be appreciated in different markets as it continues to offer a wide range of products and can appeal to different target markets. 
The marketing mix at Amazon also includes place where the primary focus is on the distribution of the products.  In order to achieve the desired market, the company has to focus on approaching the customers through their transaction places.  The company has developed various avenues to help consumers reach consumers, such as the official website, Amazon stores, authorized sellers, etc.  The points of interaction have been spread to different locations to enable the customers' access to the products and services within the convenience of their locality (Smithson 2017). The authorized sellers are also offered the mandate to connect the customers to the organization.  In addition, the online approach has worked for the organization as it can help boost revenue.  Amazon has also set up physical commercial stores in various convenient locations where individuals are in a position to access the needed materials.  The stores also act as a contact point between the organization and the target markets (Boddy 2011).  Amazon respects feedbacks and opinions from the market, which are also incorporated as part of the innovation process.  The direct approach to marketing has resulted in the organization improving the brand image and customer experience. 
To reach target markets, Amazon has had to consider promotion as part of the marketing mix. Promotion involves informing customers about different product offerings. Amazon uses various promotional strategies, including direct marketing, sales promotions, public relations, personal selling, and advertising.  Among the promotional strategies, advertising is the most prominent strategy as it ensures the company can reach consumers in different locations.  Authorized sellers conduct direct marketing and personal selling (Palmer 2020).  As they engage the customers directly, they can explain the differentiated advantages.  The customers are also willing to engage the authorized sellers as they are within their locality.  The sellers can gather market information that can be passed to Amazon to aid in product development.  
Pricing has also played a critical role in the marketing mix at Amazon.  The price points chosen by the organization are meant to attract more customers (Grey 2017).  The inclusion of price as part of the marketing mix is informed by the understanding that consumers will respond positively to low prices for quality services.  The organization has to apply suitable pricing approaches to ensure they gain a competitive advantage.  Under market-oriented pricing, the organization sets the product prices based on prevailing market factors, including competitor prices.  
Amazon is in a position to utilize various targeting and positioning strategies to help them interact with the market. The company has to consider undifferentiated marketing in situations where there are no differences among consumer characteristics (Mullins 2016). Under this approach, the company will seek to ensure it can come up with products that serve all consumers. The firm can also utilize multi-segment targeting where they can focus on the individual customer and market preferences. The markets are identified based on price, demographics, and geography (Smithson 2017). The multi-segment targeting will identify each market's unique characteristics and focus on ensuring they develop strategies to help them deliver as per the market needs. Finally, the firm is also in a position to use customized targeting where they can focus on consumer needs that are removed from the norm. The targeting and positioning strategies are geared toward ensuring the company achieves significant market penetration and interaction. 
Differentiation and Competitive Advantage
		The organization has adopted an approach where the workers are expected to focus on innovation. In each issue that they face, the organization expects that the employees will come up with a customer-oriented innovation that will accrue benefits to the organization (Harris 2020). Companies such as Amazon focus on coming up with processes to ensure they engage individuals with the right skills. The process is geared toward ensuring the business can achieve its objectives. Utilizing the skills held by the employees is seen as an internal process that can create a competitive advantage. The company is in a position to create advantages such as innovation and creativity (Taylor 2018). Amazon has continued to face competition from upcoming e-commerce platforms such as Alibaba, and they have to take steps toward maintaining their position in the global market. Amazon has identified particular consumer needs that can be met through the provision of a comprehensive platform (Mullins 2016). The company has to ensure they are visible among consumers, and they can use the competitive advantage to improve their operations.
Organizations' business structures are expected to aid operations to ensure the products can interact with the market. Employees are critical to organizational operations since they are able to understand consumer needs through continued interaction. The ideas, as proposed by employees, are used to inform the concept of creativity and innovation at Amazon (Taylor 2018). Creativity can be described as a process that takes into account new ideas and hopes to turn them into products that meet new consumer needs (Mullins 2016). The creative process within Amazon is an abstract process where the internal structures dwell on particular problems and seek to come up with unique solutions. The entity has to modify the current way of doing things and seek to come up with better alternatives that can ensure consumers are willing to engage with the firm (Harris 2020). Amazon can be termed as a creative organization since it focuses on aspects of the business model that can be improved to match organizational needs and consumer needs. 
Segmentation
The segmentation process for Amazon will be based on particular concepts such as pricing. The company will segment the market based on prices in order to identify the various market segments (Mullins 2016). The company will have to come up with product portfolios for the various market segments. The price segmentation will also ensure the consumers can identify the products that match their financial capability. Additionally, the company will also undertake geographical segmentation, focusing on the unique identifiers of various markets such as lifestyle and overall income (Carmichael 2018). The segmentation of the market helps in strategy development to ensure that the products offered to each market match their unique characteristics and needs. The company also needs to focus on demographic segmentation to ensure that they take into account factors such as race and gender (Mullins 2016). The strategy will ensure they can account for the needs of various markets and offer products to satisfy the needs. 
As part of the marketing approach, the organization uses segmentation, positioning, and targeting.  The company utilizes behavioral and demographic segmentation to reach target markets (Martin and Fellenz 2010).  Demographic segmentation is considered for products such as digital streaming. On the other hand, Behavioral segmentation is used for products where the entity considers the particular tendencies exhibited by various customer segments.  The organization also uses undifferentiated and differentiated targeting strategies to reach the consumer markets (Smithson 2017). In terms of positioning, the organization has striven to remain in the top position of the technology industry.  The company has also tried to use multi-channel marketing to help reach various markets.  Through the use of multiple channels, the entity can reach more different markets.
Branding
The brand has to be considered in terms of the ability to help the organization achieve the overall objectives. In brand equity, the brand has to be considered in all markets, and the company is ensured that they come up with products that can serve a diverse market. The organization has come up with a brand that can be availed to various consumers, and they can serve a diverse market. In considering brand awareness, the entity has also focused on the concept of information provision (Smithson 2017). The digital strategy adopted by the organization is meant to ensure the market is aware of the brand, and they will be willing to engage with it.  In terms of brand resonance, the brand also needs to resonate with the target market. In this case, the company is offering digital services. 
Managing (especially Service Element)
As part of managing the service element, Amazon understands the need for design thinking. It is geared toward establishing service processes matching customer expectations. Design thinking comprises of non-linear and linear aspects, with the former focusing on five processes that include defining the problem, developing prototypes, ideating, empathizing, and testing. A company such as Amazon has to engage in the design thinking process since it ensures they are able to utilize resources in coming up with solutions that match market needs (Oleg and Girault 2018). In terms of empathizing, the firm has to identify particular issues affecting the market, and they have to feel that it is within their mandate to provide solutions. The problem identified by the organization can only be understood by gathering market data. The information is also used to formulate solutions that are likely to be received over time.
Conclusion
The discussion focuses on the growth experienced at Amazon in the COVID-19 period. During the current pandemic the organization has been in a position to record significant growth in sales and profits. It is imperative to focus on the behavior, culture, and structures adopted by the organization to boost current performance. By understanding the current adoptions, one can understand how Amazon can maintain the operations in the long run to boost competitive advantage.
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