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[bookmark: _Toc59745005]Introduction
Marketing is the process of letting people know about the products of a company and the company and distributing them. Marketing is very important for introducing a company or a product or anything important for the world. This report is based on the marketing activities taken by the company of Amazon. Amazon is the largest online-based company in the world. In this report, we are talking about the macro environment of the company, porter's five forces model, the SWOT analysis, the marketing mix, and the stakeholders of the Amazon Company. 
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Marketing refers to the actions and methods for introducing, building, informing, distributing, and giving offerings for a new product or for the existing product which create value for the purchasers, users, and community at large (Belger and Forsberg, 2012). A company takes marketing activities by advertising, selling, public relations, and direct marketing, and by many more ways (Atighechian et al., 2016).   
A marketing process refers to the order of steps that offer an organization to recognize problems of customers or potential customers, examine market opportunities, and generate marketing components according to the needs and opportunities to grab the targeted audience (Belger and Forsberg, 2018). The elements of the marketing process are marketing examination, marketing-mix model designing, marketing performing, and marketing monitoring. Marketing strategy and the process is very important for persuading the targeted segments and customers. It helps in promoting the products or services by which the company and its product can easily get acquainted with people and when people talk about the product which refers the company is going to get a visible impact (Cathcart, 2018). The diagram of the marketing process is given below:
[image: ]
Diagram 1: Marketing Process (Cathcart, 2013)
Amazon Company is the world’s largest online-based company situated in America and Seattle, Washington (Cathcart, 2013). The company is based on technology. The business of this company is focused on digital streaming, e-commerce, artificial intelligence, and cloud computing. It provides retail service, retail goods, Amazon prime, digital content distributing service, Amazon dash, Amazon web services, consumer electronics, Amazon publishing, video direct, Amazon prime pantry, Amazon video, and Amazon fresh. In 2020, the revenue of Amazon rise to 37% that means $96.1 billion and the net income of the company is 6.3 billion and the earning per share is $12.37 for the third quarter of this year (Atighechian et al., 2014). 
Their mission is to raise the customer satisfaction bar by providing online services to the customers and help them maximize their experience and have the goal to become the world’s largest customer-centric company.   
Situational analysis refers to the internal and external factors analysis of the company which is a kind of SWOT analysis (Cathcart, 2011). The strengths of the company are that it is the biggest online retail platform with the various product line, the main weakness is that it is a little profit margin business, opportunities are that the world’s people are becoming interested in online shopping and cloud computing which provides new market penetration opportunity, and the threats are from the new retailing business and the foreign exchange fluctuation risk.
The main objective is to become the largest customer-centric company and get acquainted with customer buying habits as much as they can because of providing the best services and can increase the bar of customer experience (Oey and Nitihardjo, 2016). 
Amazon takes a different marketing strategy for its different kinds of products. It takes the marketing strategy of Amazon SEO which helps the customer in finding the well-described products. It also takes the strategy of Affiliate marketing which offers advertising on the websites, Amazon advertising which helps in founding their desire products by showing them in front of people, the third-party advertising and customer reviews are the marketing strategy taken by the company (Singh, 2016). 
The company implements its advertising marketing strategy by affiliating programs in websites, the sales promotions marketing strategy by providing discounts and special offers, the public relations marketing strategy by donating a percentage of its profit through Amazon Smile organization and implement the direct marketing strategy by introducing publishing distribution system. It will perform Amazon SEO marketing by 2021. So, in this way by measuring how much they complete their work they can track their performance. 
[bookmark: _Toc59745007]Relating the macro environment or PESTLE factors to the Amazon Company and stating whether the forces are favorable or unfavorable to the company and the reasons for its
PESTEL analysis refers to the structure or instruments used in the marketing process by the marketers for evaluating and controlling the macro-environment factors or forces which have influences on the organizations (Oey and Nitihardjo, 2012). The macro-environmental factors are also called external marketing environmental factors. The results of the analysis help in identifying the threats and weaknesses of any company which ultimately helps in SWOT analysis of the company.  The Amazon Company is a globally operating company for which it has some opportunities to enjoy and threats to face. So for knowing the opportunities they may have and the threats can have to face they need to analyze the external environmental factors which can be done by the PESTEL analysis. The PESTEL analysis for the macro-environment of the Amazon is given below:
Political factors affecting the business of Amazon Company
The political factors of PESTEL analysis are concentrated on the government’s actions and their impact on business activities (Oey and Nitihardjo, 2012). In the case of Amazon, the political peace or stability of the biggest country are very important because it creates opportunities for the company. It helps in extending the business of the company in new areas of developing countries such as they can extend its business of brick and mortar’s activities in developed countries like in the UK. The support of the govt. for the retailing services can provide opportunities by supporting in expansion as well as provides threats by the entrance of new competitors in the industry such as it faces threats by the Chinese online retailing company. So, we can say it can affect both positively and negatively on the business of the company. 
Economic factors affecting the business of Amazon Company
Economic factors refer to the factors of a country’s economic performance. It also affects the performance of the Amazon Company (Singh, 2012). Amazon gets affected by the economic factors of the country where it operates its online and non-online businesses. Economic factors provide an impact on the development of any company whether positively or negatively. The factor that economic stability has a great impact on the development of the company by if the economic factors are stable then it provides expansion opportunities. For example, when the disposable income of the customers is in the increase it helps in achieving a lot of revenue. They also can have to face threats from the potential recession from china. China is the biggest market for earning revenue only the successful penetration can bring revenue for the company. It affects the company in both ways in positively and negatively (Eskandari et al., 2015). 
Social factors affecting the business of the Amazon Company
Social factors are the factors of the demographic factors such as age distribution, cultural attitudes, and income distribution and workplace behaviour, etc. Socio-culture also affects the business of the Amazon Company (Atighechian et al., 2015). The raising socio-cultural wealth inequality in society increases the difference between the poor and rich. By which the rich become richer and the poor become poorer which is the obstacle in increasing the customer base. A high-income distribution society provides the opportunity of having more customers, and the higher consumerism in the flourished country is a blessing to the company because it helps in enlarging the business of the company and the online buying habit also helps in increase in the profit. This affects positively as well as negatively.
Technological factors affecting the business of the Amazon Company
Technological factors are the factors that refer to the presence, appearance, and improvement of the technology (Eskandari et al., 2019). The technological environment is a blessing as well as a cause of concern for the company. The continuous obsolescence of technology increases the cost of the company by a continuous large investment in technology. But it also increases the opportunities for the company by continuously updating the technology helps in minimizing the cost and resists the new entrance of competitors. And the increases of cybercrime increase the threats for the development of the company. So, we can say the technological environment also affects positively as well as negatively the company.         
Environmental factors affecting the business of the company
Environmental factors refer to the physical environment of the company such as the agricultural, farming, weather, climate, etc (Fitzpatrick, Nguyen and Cayan, 2015). Though Amazon is an online business it has to face some environmental factors of the business. It continuously invests in environmental programs for developing environmental impact. It concerns the waste management and energy consumption would be satisfied by the development of the CSR programs taken by the company. It also continuously increases the behavior of low carbon culture. These environmental factors affect positively because the company always maintains environmental factors. 
Legal factors affecting the business of the company
Legal factors refer to the factors which are considered as legal or law related. Legal factors provide opportunities to the company because it increases product law and regulations which helps the company by resisting competitors (Fitzpatrick, Nguyen and Cayan, 2013). It is because high regulation resists the entrance of new competitors company and the Amazon Company always maintains high quality in its products which increases its opportunity (Atighechian et al., 2013). 
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Porter's five forces model is the model that determines the five competitive forces which help in determining the strength and weaknesses of the company and helps in determining the strategy of the business (Fitzpatrick, Nguyen and Cayan, 2020). The porters five forces model for the Amazon Company are given below:
Competitive rivalry with Amazon Company (high or strong force)
Amazon has to compete with a lot of competitors and they are bigger as well. By this step of the model, we can know about the competition process of the Amazon Company. The factors for this competitive rivalry are given below:
The high incursions between firms are the major reasons for the competitive rivalry. The retail business is very aggressive and competitive (Mitchell, 2019). For example, Walmart the other biggest online retail service company directly competes with the Amazon Company and also has a large customer base and well-furnished websites. So the company also has to face a large availability of alternative products. For example, the store of Walmart the Walmart physical is a substitute for the brick-and-mortar store of Amazon. And there is a low cost for altering such as customers have to face a low cost for moving from one company to another there are low barriers for altering the products. For example, the customers of Amazon can easily substitute them by using Walmart’s products (Mhlanga, 2018).
Bargaining power of the customers of Amazon (high force)
The bargaining power of the customer refers to the impact of customers on the business of the firm. The force is very high for the company (Mitchell, 2020). The factors for it are given below:
The high availability of alternative products is the most important factor which gives high bargaining power to the customers. There is a lot of retail shops to which the Amazon Company has to compete. For example, the customers of Amazon can buy the same products with the same quality as Walmart. And the customer has low barriers to alter their products. So for example, they can easily replace the products of Amazon with the products of Walmart (Mitchell, 2012). 
Bargaining power of the suppliers of Amazon (medium force)
The suppliers provide the materials which are needed for making the products of Amazon Company. In this step, we are measuring the impact suppliers have on the company. The factors that give a moderate level of bargaining power to the suppliers are given below:
The small number of large suppliers is the most important factor for the bargaining power of the suppliers (Nguyen, 2012). The small number but large suppliers can easily control the Amazon Company which is a strong factor. For example, by changing the price of the elements of supplies they can easily change the operating cost of Amazon. The moderate forward integration refers to the moderate level of control towards the supplies elements of the suppliers where they can impact moderately on the operating costs of Amazon and the moderate size of suppliers refers to the low level of control toward the Amazon company (Mhlanga, 2014).  
Threats of substitute product to the Amazon Company (strong force)
The Amazon Company has to compete with a lot of competitors and they are big as well. This step in the five forces model determines the extent of threats of alternative products that the company has to face. The factors are given below:
The company has to face the strong availability of alternative products. The customers of the Amazon Company can easily substitute the products of the company with the products of Walmart. And the low cost of changing and the low cost of altering products have made strong threats to the Amazon Company (Nguyen, 2017). 
Threats of new entrants to the industry from where Amazon belongs (weak force)
The arrival of new people means that the division of the market share of the previous company’s share. This step in the five forces model determines the extent of the power of the new entrance. The following are the factors which determine the extent of new entrance: 
The low cost of altering the company gives the chances for a new firm to enter into the industry. But when they enter into this industry they have to face large costs for the brand establishment which is the main barrier to the new entrance. For instance, the new entrance might take years for the development of the website to directly compete with Amazon and other online retail shops and also require billion of the dollar. And high economic scale also a great threat to the establishment of the new entrance. So, we can say, Amazon has to face low entrance threats (Mitchell, 2015).      


[bookmark: _Toc59745009]SWOT analysis for the Amazon Company: determining the main strengths, weaknesses, opportunities, and threats for the company
A SWOT analysis is an analysis of the strengths, weaknesses, opportunities, and threats for a company for making its way smoother for the development of decisions and strategies for the company (Ashutosh, Sharma and Beg, 2020). The SWOT analysis for the Amazon Company is given below:
The strengths of the Amazon Company 
Amazon has a strong brand image for its e-commerce service and anyone can recognize Amazon at a glance. It has a high brand value such as in 2019 it strands the 3rd position in the global brand ranking with a brand value of $125 billion (Ashutosh, Sharma and Beg, 2018). It is a customer-centric company and made changes in the prices of the products every 10 minutes for providing the lowest price. It continuously taking innovative ideas and making adjustments according to the technology which helps in differentiating its products. It always tries how to minimize costs it doesn’t open the retail shop, and maintain its inventory and supply chain efficiently and minimize its costs. 
The weaknesses of the Amazon Company
The Amazon Company has to face a lot of competition which means it is so difficult for them to keep up with the customers with the same products provided by the competitors (Ingaldi and Škůrková, 2012). The company is losing margin in several areas by providing free shopping which can be the reason for taking out the business from the area. It also faces a great loss in launching the new product line of mobile phone. It also has a tax shuffle controversy in the UK, Japan, and the US (Ingaldi and Škůrková, 2014). And the few physical stores also a cause loses to the customers which prefer to check physically. 
The opportunities of the Amazon Company 
The Amazon Company can easily enter into any new market because of its brand image. The company can increase its engagement with the customers and get acquainted with its customers by increasing its physical shops. It can also increase its opportunity by taking action and using high-quality technology against cybercrime. It can also increase its market share by acquiring e-commerce businesses and can minimize competition (Omer, 2019).
The threats of the Amazon Company
The Amazon Company has to face a lot of external threats (Omer, 2012). It has threats from the competitors because the customer can easily switch to other firms' products such as Walmart and eBay. And also have to face the threats from the availability of substitute products. It could have to face the economic recession and the increasing rates of cybercrime. And lastly govt. regulations of approving the retail shops also increase the threats of the company (Ingaldi and Škůrková, 2012).  

[bookmark: _Toc59745010]
Segmentation, targeting, and positioning of the Amazon Company
Amazon segment its market based on the real purchase behavior of the customer. They do not segment the market based on what the customer show interest to purchase rather based on what the customer purchase. The company’s segmentation by analyzing macro environment target customers individually and make the new one into the longer one (Rismia, Syairudin and Achmadi, 2012). 
Amazon targets the customers who spend more online and like to shop online and do not have the worries of paying the pledge and domestic bills such as the teenager (STAIT, 2020).
Amazon wants to be the world’s largest customer-centric company. So, they position themselves by providing with the cheapest price and with excellent customer service ever. 
[bookmark: _Toc59745011]Defining the market mix elements and relating them with the chosen company
The marketing mix is the function and strategy of promoting the product and brand of a company to targeted customers (Boesso and Kumar, 2016). The elements of the marketing mix are price, product, place, and promotion. The relation of the marketing mix with the Amazon Company is given below:
Products
Here product refers to the items which are sold by the Amazon Company. Amazon provides media products such as an online book store, DVDs, videotapes, software and music CDs, Other products of Amazon are apparel, gourmet food, groceries, health, and personal care items, electronics, baby products, industrial and scientific supplies, lawn and garden products, jewelry and watches, kitchen items, musical items, musical instruments, tools, sporting products, and automobile items and toys and games (Hoffmann and Lutz, 2014).


Price
Price means the value that the company charges for a product. Amazon prices its products by differentiating common and uncommon products. It charges a high price for the products which is uncommon and charges a relatively lower price for the common products and provides measures for comparing the prices with other brands for competitive advantages on average of the 30 days shopping. And the company changes its price within 10 minutes for charging the lowest cost for a product (Holmes, Wilkins and Zhang, 2017).
Place
The place for a company is the venue where they sell their products to the customers. The Amazon company makes its products available to customers through its websites they do this by a lot of targeted online channels (Boesso and Kumar, 2013).
Promotion
Promotion is one of the marketing mixes which enable customers to communicate with targeted customers. The strategies and methods are taken by Amazon for increasing their service areas, customers and profit are advertising, sales promotions, public relations, and direct marketing. Advertising is the main and most significant method of communication with customers for the Amazon Company. For example, the affiliate advertising programs that the company has for the products sold on the Amazon.com website. These advertisements help in persuading customers and ultimately expand markets (Hoffmann and Lutz, 2019).
Here we got to know the basic marketing strategy that the Amazon Company takes and its implementations. Now we know how the company can analyze its macro-environment such as done PESTEL analysis, Porter's five force model, and SWOT analysis. 

[bookmark: _Toc59745012]Recommendation
· The Amazon Company should increase its physical shores.
· The company should try to increase the brand image by performing a lot of corporate social responsibility. 
· The company should always keep track of its external environment because of continuous technological challenges. 
· The company should enter into a prosperous country.
· And also should take effective measures to minimize its controversies. 


[bookmark: _Toc59745013]Describing the stakeholder engagement and their impact on the marketing activities of an organization
A stakeholder is a person who has an interest in a company and the party is either directly or indirectly affected by the company (Holmes, Wilkins and Zhang, 2017). 
Internal stakeholders are the persons who are directly affected by a company’s activity (Hughes and Dann, 2013). The examples of internal stakeholders for the Amazon Company are the employees, managers, owners, etc. 
External stakeholders are the persons who are indirectly affected by a company’s activity (Mitchell, 2013). The examples of external stakeholders for the Amazon Company are the customers, suppliers, creditors, society, and the government. 
The process of Amazon Company’s communication with its stakeholders:
Social media ads
When the Amazon Company uses social media ads for promoting or introducing a product to the customer, all things in the ads speak on behalf of the Company. For making an effect on the customer by these ads they make a creative ad that the customer wants to observer keep his or her work aside (Hughes and Dann, 2012).
Email messaging
The Amazon Company communicates with customers through email messages after the sales. The after sell messages are very important which helps in order, shipment, and delivery of the follow-up services (Mitchell, 2012).
Customer service
By giving the customer service such as by helping him know about the products they are searching for is the direct form of communication. By this communication, they not only serve the customer but also represent the brand to the customers (Hoffmann and Lutz, 2014).
The stakeholder impacts on the marketing activities of the Amazon Company are given below:
The shareholder and owners of the Amazon Company impact directly by preparing the marketing strategies. Then comes the managers who execute the marketing strategy and employees are the persons by whom the strategies are executed which means they executed the marketing strategies or activities practically. The stakeholder customer is the one for whom the marketing strategies or activities are taken, they then give reviews on the strategies taken by the company such as by giving reviews about a new product launching by the company. Suppliers are the stakeholders who provide materials according to the requirements of the marketing strategy of the Amazon Company (Mitchell, 2020). 
 Here we get to know about the stakeholders of a company. And we now know who the internal and external stakeholders of the company are. We can understand how the Amazon Company can communicate with its stakeholders and how they impact the marketing activities of the company. 
[bookmark: _Toc59745014]Recommendation
· The Amazon Company should increase the physical store for increasing direct communication with the customers.
· They also increase their after sell services for the products if the product is found to be defective. 



[bookmark: _Toc59745015]Conclusion
The report is based on the whole marketing strategies. From the report, we can learn how to evaluate the macro environment, how to analyze the porter five forces model and the SWOT analysis for a company, and also the marketing mix. This report is very helpful for developing marketing skills.  
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