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[bookmark: _Toc225296378]Introduction
This report compares the macro environment marketing of two giant organisations in the retail sector: Amazon, an e-commerce pioneer, and Walmart, a follower that adjusts to the digital revolution. The analysis is an evaluation of external macro environmental factors like technological growth, economic environment and changing consumer behaviour that present opportunities and threats to both companies. It also makes comparisons between the strategic reactions of Amazon and Walmart, applying such frameworks as Porter's Generic Strategies or Ansoff Growth Matrix to understand their work to retain their competitive edge and continue their development in a changing retail environment.
[bookmark: _Toc225296379]Task 1: Marketing Environmental Analysis
[bookmark: _Toc225296380]Background of Amazon and Walmart 
Amazon is an international corporation in e-commerce, cloud computing (with the help of AWS) and digital services which was established by Jeff Bezos in 1994 (Ologunebi et al., 2024). Being a first-mover in the online retail sector, Amazon transformed the shopping experience by using state-of-the-art technology, logistics, and massive scale of products to control the market. Walmart, on the other hand, is also a huge brick and mortar retail chain founded by Sam Walton as early as 1962 (Ologunebi et al., 2024). Despite the decades of leading in the physical retail retail sector, Walmart has been working hard to modernize its business model by investing in e-commerce as a competitor to Amazon especially the online retailer and technology-oriented business. The analysis of these two giants can provide the answers on the strategic reaction to the external macro-environmental factors in the retail sector (Bensinger, 2026).
[bookmark: _Toc225296381]Amazon (Pioneer) Macro Marketing Environment Analysis 
[bookmark: _Toc225296382]Technological Factors
Amazon has made technological improvements that have made it grow. Personalized customer experiences, maximisation of supply chains, as well as increased product offerings have been made possible by the ability of the company to integrate artificial intelligence (AI), cloud computing (AWS), and big data analytics (Ologunebi et al., 2024). The power of AI-powered recommendation engines and autonomous delivery services, including drones, are the leading technological innovations in retail by Amazon. Moreover, AWS, has become a big source of revenue, which benefits not only the operations of Amazon but also the work of other enormous companies which consolidates the technological power of Amazon (Sagar, 2024).
[bookmark: _Toc225296383]Economic Factors
Amazon is sensitive to economic fluctuations across the world as it is operating in a global market (Bensinger, 2026). The company enjoys the advantages of a large scale and wide base in terms of revenues as it encompasses e-commerce, cloud computing, advertising and entertainment. When the macro environment is less favorable, as is the case during economic recession, the huge selection of products with lower prices will help Amazon take advantage of price-sensitive customers (Sagar, 2024). The firm however also has problems with regard to sustaining profitability in the presence of high operational costs, especially in the logistics and technology infrastructure.
[bookmark: _Toc225296384]Political and Legal Factors
The size and the impact of Amazon in the market present a number of regulatory challenges. The government often questions the company on matters related to taxation, treatment of workers and antitrust. Amazon has also had some legal troubles in Europe that pertain to the data protection policy and compliance with the GDPR (Hassan et al., 2025). The global activities of Amazon are also influenced by political instability and alterations in trade policies, especially in markets such as China where it is competing with local market players such as Alibaba.
[bookmark: _Toc225296385]Socio-Cultural Factors
Being an international retailer, Amazon is highly sensitive to the evolving customer trends, including the increased popularity of shopping online and the necessity to become sustainable (Hassan et al., 2025). The business has taken advantage of such trends to sell a large number of products online and introduce subscription services such as Amazon Prime. Moreover, the company has made a move in responding to concerns on privacy and environmental sustainability of the consumers, by launching features such as Alexa to enable people to shop without using their hands, and a promise to be carbon neutral by the year 2040 (Amazon, 2023).
[bookmark: _Toc225296386]Environmental Factors
Amazon has been an issue concerning its effects on the environment and this has particularly been so regarding its carbon emissions in logistics and data centers. The corporation has also achieved a lot in terms of sustainability in terms of investing in renewable energy and vowing to decrease the carbon footprint (Amazon, 2023). The focus on sustainability can also be seen in Amazon trying to minimise the amounts of packaging waste and providing more sustainable product-related initiatives such as the "Climate Pledge Friendly" label (Amazon, 2023).
[bookmark: _Toc225296387]Macro Marketing Environment Analysis Walmart (Follower)
[bookmark: _Toc225296388]Technological Factors
Walmart has gone a long way in integrating technology into its operations, especially in e-commerce and logistics (Brunda et al., 2025). The use of artificial intelligence and machine learning by Walmart in its ones inventory management and demand forecasting enables the company to stay with the pack during the digital age. The presentation of the self-driving delivery vehicles and utilisation of huge data analytics to understand clients tell of the fact that Walmart tries to innovate, but it remains behind the leader of the industry in certain technological aspects, especially cloud computing and AI-assisted customer experience (Brunda et al., 2025).
[bookmark: _Toc225296389]Economic Factors
The ability of Walmart to be one of the low-cost retailers is a tangible asset during economic crises, since consumers naturally seek cheaper alternatives. The diverse range of the company's products, including groceries and electronics, makes it a place to visit in case the consumer wants to buy an item at a lower price (Brunda et al., 2025). Nonetheless, Walmart, much like Amazon, is under pressure because of the increase in the cost of operation, especially the physical stores and investment in its online platform. Also, price policies of Walmart may be affected by economical changes and trade tariffs, particularly in imported products (Gosby, 2025).
[bookmark: _Toc225296390]Political and Legal Factors
Being an international retailer, Walmart has its portion of political and legal pitfalls. The problems with regulation involving labour practices, tax laws and product safety are still influencing its operations. Walmart has had legal clashes regarding labour fees, such as remunerations and labour issues in its supply chain (Gosby, 2025). In the political arena, politics is a response by Walmart to the issue of tariffs and trade wars especially between the U.S. and China, which has influenced its choices on pricing and sourcing. In addition, the company has to deal with different regulations across the nations and this provides complexity to its international operations.
[bookmark: _Toc225296391]Socio-Cultural Factors
Walmart has been changing with the changing taste of the consumers by investing in its retail outlets and its e-commerce platform (Duckett, 2026). The response of the company to the change of the tendency toward online shopping is the development of the online infrastructure by the introduction of such services as Walmart+ (a subscription system analogous to Amazon Prime), as well as the improvement of the delivery system (Duckett, 2026). Walmart also pays attention to sustainability promotion where they provide products that are environmentally friendly and also lead to a more environmentally friendly supply chain. Nevertheless, it is under pressure to respond to the sustainability initiatives by Amazon, especially in the area of the decrease of packaging waste and carbon emissions.
[bookmark: _Toc225296392]Environmental Factors
Walmart has also put in efforts in an attempt to create less environmental impact given the high carbon reduction and waste management objectives it has established. The company is striving to achieve a zero-emission company by 2040 and it has pledged to use 100 per cent renewable energy where it conducts its business across the globe (Walmart, 2023). In spite of this, the bulk of operations and logistics networks at Walmart keeps adding immensely to the carbon footprint of the company, subject to outside investigations by environmentally concerned communities and customers.
[bookmark: _Toc225296393]Opportunities and Threats of Amazon and Walmart
Table 1: Opportunities and Threats of Amazon and Walmart
	Factors
	Amazon (Pioneer)
	Walmart (Follower)

	Opportunities
	- Advanced technological innovation (AI, Cloud Computing)
	- Strong brand recognition and global reach

	
	- Global expansion via e-commerce and AWS
	- Competitive pricing strategy

	
	- Market leadership in sustainability and eco-friendly products
	- Growth in e-commerce (Walmart+)

	
	- High consumer loyalty with Amazon Prime
	- Expansion of delivery infrastructure (online + offline)

	Threats
	- Intense regulatory scrutiny (antitrust, data privacy)
	- Lag in technological adoption compared to Amazon

	
	- Increased competition in e-commerce (e.g., Alibaba, Walmart)
	- Pressure to innovate faster in response to Amazon’s dominance

	
	- Supply chain vulnerabilities and environmental impact
	- High reliance on physical stores, limiting digital transformation

	
	- Legal battles over worker conditions and taxation
	- Environmental impact and sustainability challenges



The macro-environmental factors are also similar in both Amazon and Walmart, but the manner in which they respond and their resultant opportunities are strikingly different. Amazon is more technologically advanced, especially in terms of cloud services and AI-assisted solutions which makes it have a competitive advantage in its overall global expansion and its customer experience (Burra et al., 2025). Walmart in its turn, with its more conservative approach to digital transformation, restricts its technological opportunities, but its great brand and pricing strategy, at times when the economy declines, is beneficial (Walmart, 2023). The two firms are forced to cope with political interference in regulations, even though Amazon is an international entity, it is more affected due to its greater global structure and more prone to external litigation fears, especially on the issue of data privacy. The emphasis Walmart places on prices and real stores helps it to gain an advantage on price-sensitive markets, whereas its lack of progress in e-commerce development poses a long-term risk (Burra et al., 2025). The rising consumer desire of a sustainable company is being met by both companies, but due to its more aggressive sustainability strategies, the Amazon Company is perceived as the leader, and Walmart is still lagging. To sum up, the innovative approaches of Amazon have more potential to develop in the long term, and Walmart has great problems with keeping abreast with the digital and environmental requirements of contemporary consumers.
[bookmark: _Toc225296394]Task 2: Strategic Response Comparison
[bookmark: _Toc225296395]Amazon Strategy Responses 
[bookmark: _Toc225296396]Porter’s Generic Strategies
The major strategy used by Amazon is differentiation. The company aims at delivering an exceptional value proposition in the form of fast delivery, a wide product range, and a smooth buyer experience (Berlilana et al., 2024). This is one of the approaches that has seen Amazon become a leader in the e-commerce market with its attractive features like Amazon Prime, which provides its consumers with faster delivery, exclusive products, and other advantages, which create customer loyalty. Moreover, Amazon has distinguished itself by technological products like Alexa, Prime Video, and Amazon Web Services (AWS) so that it does not just focus on e-commerce but also other technological products like cloud computing, streaming, and smart home devices (Berlilana et al., 2024). 
[bookmark: _Toc225296397]Ansoff’s Growth Matrix
Amazon employs several strategies of the Growth Matrix developed by Ansoff:
Market Penetration: Amazon is ever-evolving its e-commerce infrastructure by adding to the product range and growing the customer care department (Amatanweze et al., 2025). The market penetration of the company is motivated by its target to enhance logistics and increase the delivery potential.
Market Development: Amazon has vigorously ventured into the global markets especially in India and China with a view to enlarge its customer base (Amatanweze et al., 2025).
Product Development: Amazon creates new products and services to suit changing consumer needs based on products such as Amazon Prime, AWS, and Alexa, which add value to the main retail operations of the company (Amatanweze et al., 2025).
Diversification: Amazon has spread out into other areas like cloud computing with AWS, streaming of media, and even physical stores with Amazon Go and Whole Foods and it is not so dependent on the old methods of retail sale.
[bookmark: _Toc225296398]Actions and Responses by Amazon
Technological Leadership: Amazon has been making significant investments in AI, machine learning, and robotics to streamline its business, better customer experience and automate its processes (Vollero et al., 2023). Its logistical network is an ideal case of the use of technology to assure customers of a brief delivery period and lower operational expenses.
Sustainability: Amazon goal to be carbon neutral by the year 2040 and its adherence to renewable energy supply can be interpreted as its strategy to respond to the mounting environmental issues and the need to make any business practice sustainable (Vollero et al., 2023).
Global Expansion: Despite lacking internationalisation, Amazon focuses on its aggressive expansion strategy which has enabled it to exploit new markets as well as diversify its revenue streams, which has made it dominant in the international market (Vollero et al., 2023).
[bookmark: _Toc225296399]Walmart Strategic Responses
[bookmark: _Toc225296400]Porter’s Generic Strategies
Walmart is mainly concentrated on the cost leadership strategy that targets customers who are sensitive to prices by providing them with the lowest prices for their products. The large number of physical stores that Walmart has, coupled with its online platform guarantees the company considerable economies of scale; in this regard, Walmart has been able to maintain the role of a low-cost leader (Rose et al., 2023). Walmart is a major player in the retail market using its global supply chain and association with the suppliers to offer lower prices and transfer the same to consumers.
[bookmark: _Toc225296401]Ansoff’s Growth Matrix

The strategic direction of Walmart also incorporates a number of strategies in the Growth Matrix created by Ansoff:
Market Penetration: Walmart has been increasing its share in the current markets with regard to affordability and has been expanding its online business to compete directly with the e-commerce business of Amazon (Rose et al., 2023).
Market Development: Walmart has gone global with its e-commerce platform and has strategically acquired other companies including its takeover of Flipkart in India, to tap into the emerging market where there are large population of people (Rose et al., 2023).
Product Development: Walmart has aimed at developing its products availability in terms of its own-label products and groceries to meet the increasing need of organic and healthy products demanded (Weinstein et al., 2022). Another product innovation is Walmart+ that has been developed to compete with Amazon Prime.
Diversification: Walmart has also diversified into other service categories such as financial products (Walmart MoneyCard) and healthcare (Walmart Health clinics) and was not entirely dependent on the traditional retail sale business and increased its market coverage (Weinstein et al., 2022).
[bookmark: _Toc225296402]Actions and Responses of Walmart
Handling E-commerce: Walmart has put a lot of effort into enhancing its online positioning and growing its delivery choices, including next-day and same-day delivery (ARISEKOLA and RUFUS, 2022). Online retailing can also benefit Walmart in competing with Amazon in the digital retail space: the latter is concentrated on creating a powerful online platform.
Investments in technologies: Walmart has been using technologies such as artificial intelligence in managing its inventory and understanding customer needs and autonomous delivery systems to provide efficiency in its operations and client satisfaction (ARISEKOLA and RUFUS, 2022).
Sustainability and CSR: Walmart has made an effort to acquire sustainable products and minimise its emissions in the supply chain. The company is targeting to operate with one hundred per cent renewable energy, and it has achieved progress in terms of eliminating waste and enhancing sustainability in its operations (ARISEKOLA and RUFUS, 2022).
[bookmark: _Toc225296403]Comparison of Strategic Responses
Table 2: Comparison of Strategic Responses
	Strategy
	Amazon
	Walmart

	Porter’s Generic Strategy
	Differentiation (Unique services, Amazon Prime, AWS)
	Cost Leadership (Low-price leader, extensive store network)

	Ansoff’s Growth Matrix
	Market Penetration, Market Development, Product Development, Diversification
	Market Penetration, Market Development, Product Development, Diversification

	Technological Investments
	Leading in AI, cloud computing, automation, logistics
	Focus on e-commerce, AI for inventory, autonomous delivery

	Sustainability
	Carbon neutrality by 2040, renewable energy commitment
	100% renewable energy, sustainable product sourcing


[bookmark: _Toc225296404]Conclusion
Finally, both Amazon and Walmart successfully managed macro-environmental factors, though their strategies to these factors vary considerably depending on their market status. As an e-commerce leader, Amazon has used the differentiation strategy, which is aimed at technological innovation, globalization, and the diversification of products, thereby enabling it to sustain its competitiveness. Cost leadership is the main strategy adopted by follower Walmart and has slowly adjusted to the digital age by making heavy investments in e-commerce, logistics, and technology to compete with the Amazon market influence.
Although Amazon has remained at the forefront with its various products, and innovations, Walmart has had an opportunity to use its brand name and low cost approach to tap into the low-end market. The sustainability has been advised by both companies, however Amazon is actively undertaking its sustainability efforts, which makes it one of the pioneers in resolving the issues of environmental impact. Finally, Amazon can grow much more in the long run due to its innovative nature and the global scope, whereas Walmart can prevail on this aspect, affordability, and volume retail.
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