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1. [bookmark: _Toc120793860]Introduction

[bookmark: _Toc120793861]1.1.The Marketing Concept. 

Marketing is a managerial and social activity that aids in obtaining the needs and wants of individuals and groups., by generating and addition to its impact with others. (Kotler et al., 2017) Instead of the outdated notion of "telling and selling," marketing can now be understood as satisfying customer needs. If the marketer successfully engages consumers, understands their needs, creates items that offer better customer value, then prices, distributes, and advertises them appropriately, these products will be simple to sell. (Kotler et al., 2020). According to the UK Chartered Institute of Marketing, “ Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably.” It is a crucial management practise that guarantees providers of goods and services can understand consumer needs and meet or exceed them. The marketing process is fundamental to the success of businesses of all sizes because it focuses on the most important aspects of the market. You may capitalise on significant trends and reach clients with the appropriate product at the ideal time, place, and price by being aware of the competitive market.. (CIM, 2015). Another definition by the American Marketing Association (AMA), approved in 2017, states that ‘’Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.’’ 
The Marketing Mix was known at the beginning only as the four Ps:  Product, Price, Place and Promotion. A fifth "P," people, was added as marketing developed as a field of study. More recently, the "P"s of Process and Physical evidence were added. Marketing planning is the process of taking the seven Ps into account and combining them to create a coherent strategy, being an important step to follow in the marketing research for a successful marketing of an organisation. (CIM, 2015)
[bookmark: _Toc120793862]1.3. The Marketing Process

Companies today understand that they cannot, or at least cannot, appeal to all customers in a similar way. Too many, widely scattered, and different customers with different needs and buying habits. The ability of businesses to serve different market segments varies substantially as well. The four main steps in creating a marketing strategy focused on customer value are segmentation, targeting, differentiation and positioning.  The process of segmenting a market into different buyer groups, each with their own needs, characteristics, and behaviours These groups can need various product combinations or marketing strategies. Market targeting involves evaluating each market sector's appeal and selecting one or more to enter. Splitting a market into various buyer segments with diverse demands, traits, or behaviours who may require alternative marketing mix or techniques and assessing the allure of each market area and choosing one or more makes the segmentation and targeting efficient. Differentiating the market offering of the company is necessary to generate higher consumer value. Setting up a market proposition to hold a distinct, appealing position in relation to rival products in the thoughts of potential customers is known as positioning. (Kotler et al., 2020)
[bookmark: _Toc120793863]1.4. Porter’s Five Forces

Using Porter's five forces, Competition can be a useful tool for company analysis. These elements include: consumer power, supplier power, substitute, new entrant, and rival competition. Power of the Buyer happens due to the low pricing that Amazon can give, people who purchase books there frequently become repeat customers. Power of Suppliers is the Amazon's capacity to reach agreements with suppliers will grow as it continues to flourish. When one of the pioneering companies in the field of electronic commerce is Amazon, rivalry results. This provides a positive altitude of tranquillity into the market for amazon.com. The barriers of the new entrants It would be challenging for a new company to effectively compete with Amazon given that today's main markets are less welcoming toward new internet start-ups. Amazon.com does not yet pose threats of substitution. (Sadq et al., 2018)	
[bookmark: _Toc120793864]2.The role of marketing in Creating Value for Customers

[bookmark: _Toc120793865]2.1. Segmentation. Targeting. Positioning. 

The STP consists of market segmentation, targeting, and positioning. Establishing the basis for segmenting the market is part of market segmentation and also creating profiles of the resulting segments, creating positioning for each target market while taking the marketing mix into consideration. Frequently, segmentation and targeting are merged. Since segment characteristics (like age, income, and media use) assist marketers in providing various products and services to various customer segments, the segmentation basis should explain why customers will respond diversely (why they value options differently, for example their needs and wants. Target marketing requires determining the primary characteristics  that divide a market into relevant, "concrete" groupings, identifying and assessing which customers belong within which segments, and determining which segments are most likely to provide the best results. Market segments with the highest ratings for value for money, customer happiness, and likelihood of returning could be the target market. The advantages of target marketing include creating new tourism products that more closely match the requirements and preferences of particular tourist segments, creating marketing campaigns that are more successful in reaching and attracting the targeted tourist segments, and optimising the strategic distribution of marketing resources to the most alluring chances in the tourist market. Amazon offers a wide range of products and services and effectively targets several markets at once. More specifically, the enormous online store sells more than 75 million products to meet the needs and preferences of many customer segments. When it comes to region, Amazon is segmenting and targeting in more than 100 countries, by density, both urban and rural are segmented, by age is 14 and older and by occupation, amazon is targeting students, employees and professionals. Also, all social classes, including the lower, middle, upper, and working classes are being targeted by Amazon. Positioning involves forging in the minds of prospective tourists a unique picture of a specific destination that sets it apart from other locations. The right communication messages that are directed at particular market segments are significantly responsible for creating the distinctive image. The leader in online shopping closely watches market changes on the outside and responds to escalating customer expectations by periodically repositioning products and services in accordance with market shifts. (Pyo,2015). Jeremy Simmonds is the Head of Global Originals Marketing in UK. 
[bookmark: _Toc120793866]2.2. The Marketing Mix

The group of marketing tools known as the "marketing mix" are those that the company employs to pursue its marketing goals in the target market. (Kotler et al., 1999). Instead of being a management theory derived from empirical research, the marketing mix is a conceptual framework that highlights the main decisions that marketing managers must make when customising their services to clients' needs. The resources can be used to develop short-term tactical programmes as well as long-term strategic ones. (Palmer, 2004). Amazon's marketing mix (also known as the "7Ps of marketing") is made up of the following components: people, process, location, pricing, and promotion. It also includes physical evidence. Four categories can be used to group Amazon websites, electronic gadgets like Kindle e-readers, Fire tablets, Fire TVs, and Echo. Amazon Web Services and media content. A wide range of global computation, storage, database, and other service offerings are provided in this area. Developers and businesses of various sizes, including start-ups, governmental organisations, and academic institutions, are served by AWS. Thanks to the company's omnichannel sales strategy, customers may access Amazon's offerings in terms of location via its websites, mobile apps, Alexa, and physical Amazon locations. Amazon's pricing strategy may be summed up as cost leadership, but the biggest online retailer in the world also employs a variety of pricing strategies in specific markets. (Dudovskiy, 2022). Amazon is promoting itself through media marketing, charitable giving, and donations. Amazon works to assist individuals with people when it comes to people. They employ managers, non-managerial staff, and a sales crew. The way Amazon operates is through internet selling, allowing potential customers to order anything they want. Amazon has receipts, packaging created by Amazon, and tracking data as physical evidence. Amazon uses print and media advertising extensively to reach members of the target customer category with its marketing message. To connect the brand's image with high standards, Amazon TV commercials frequently feature adorable animals. Additionally, Amazon makes extensive use of print advertising through magazines, journals, newspapers, and billboards. (Dudovskiy, 2022) As part of their COVID 19 commitment to their communities and families and in an effort to minimise their carbon emissions, Amazon promotes repetitive, acquisitive, and aspirational thoughtful conduct in caring for nature, oneself, and the community.(Baboolal-Frank, 2021)
[bookmark: _Toc120793867]2.3. Amazon and its technology

The improvement in technology is largely responsible for the increase in income and living standards. Technology and fresh information don't always advance at the same time, though. As a result, how technology spreads between countries has a significant impact on how global growth is generated and divided among countries. An increase in the volume of global information flows points to important benefits of globalisation.(Ethier, 2005). Amazon uses technology in everything it does, from the production department which are the warehouses who uses the new technology having robotic FCs and equipment , to the way it promotes and market its products. 
[bookmark: _Toc120793868]2.4. The Value Proposition.

In customer management, the value proposition is seen as a crucial step in the process of creating overall value. The process of creating value entails turning the strategy's outcomes into initiatives that both generate and provide value. (Payne and Frow,  2014) The value proposition is defined as "an encapsulation of a strategic management decision on what the company believes its customers value the most and what it is able to deliver that gives it competitive advantage". (Rintamaki et al., 2007) Amazon is aware that achieving complete customer focus requires first identifying customer needs, after which it can let those needs guide the creation of compelling value propositions, excellent communications that deliver on the promise of value. Amazon promises low prices every day and it striving to do it by having lots of deals, also the prime membership helps the customers save on money with ‘’subscribe & save’’ and it gives them free and fast delivery, having the parcel delivered next day right at the door without the need of going out for shopping or spending more money. Moreover, Amazon offers a large offer of products, from baby products, to electronics, to furniture, and to everything that can go through the mind of the buyer, it has them all, and at a convenient peace, the customer just needs to open their phones and order them. 
[bookmark: _Toc120793869]3.The Role of Stakeholders within a Global Marketing Environment and their impact on the Marketing Activities of Amazon

[bookmark: _Toc120793870]3.1.The Global Business and the Environment

           Global business is described as a business that operates on a global scale and includes both domestic and foreign (cross-border) business activity. A business that participates in international economic operations is said to be conducting international business. Additionally, it could be used to describe conducting business abroad. The multinational enterprise (MNE), which is defined as a company that operates in foreign direct investments (FDI) by making investments in, controlling, and managing value-added businesses in other countries, is the foreign competitor that is most commonly addressed. (Peng,2022). “Global business consists of transactions that are devised and carried out across national borders to satisfy the objectives of individuals, companies and organizations” (Czinkota et al. 2004)
	The term "global business environment" refers to a situation in which factors from outside the organization's home environment have an impact on decisions about how to employ its resources and skills. This encompasses the social, political, economic, legal, regulatory, tax, cultural, and technological contexts. Governments play a crucial role in ensuring that the business environment of a nation not only reflects its worldview or development conceptual framework but also facilitates foreign investment, which helps to advance national economic growth, employment, technology transfer, and support for small and medium-sized businesses. (Chibba, 2012) 

[bookmark: _Toc120793871]3.2. Domestic Business and Global Business

Business conducted wholly within a country's borders is referred to as domestic business. Both the seller and the customer in this kind of transaction are nationals of the same country. Domestic business is often referred to as internal business. Any organisation would benefit greatly from having a more or less uniform selling process, currency, client demographics, tax rules, and other regulations. International business refers to transactions that take place outside of a country's borders. Both the buyer and the seller in this kind of transaction are foreign nationals. Corporations that operate abroad are known as multinational or transnational corporations. Conducting business research on overseas business firms is much harder than doing it on domestic organisations, and the amount of risk is considerably higher. Any company looking to do business may run into issues because to the buyer and seller's different selling methods, currencies, customer categories, tax laws, and other regulations.
 Looking at the main difference between them two is that in the domestic business, the economic transactions take place inside a nation's physical borders and in the international business, economic transactions actually occur outside of a country's borders. Also, the sellers and the buyers are in the same country in a domestic business, while on the other hand, for the international business, they belong to different countries, and this can interfere with the currencies used given that the buyer and vendor are from different nations. Doing international business brings a wide range of potential customers, rather selling just in the same country of origin. In term of the capital, international business shows to be higher than the domestic one, and it happens the same thing when talking about the business research. The distinction among both domestic and international trade shows that a business needs to engage in both to thrive and expand in the marketplace. Both of these business models have benefits, and any corporation that wants to succeed in these markets must adjust its business plan accordingly. (Jena, 2020)
[bookmark: _Toc120793872]3.3. The PESTLE analysis

A business interacts with the outside world while carrying out its operations, yet it has minimal control over those components. Additionally, SWOT analysis is aided by PESTLE analysis, which establishes the foundation for identifying opportunities and threats. In order to determine the industry's attractiveness, market potential, current market and industry performance, and future market or industry significant elements and trends, the model takes essential external factors into account and evaluates each one. (‌ Berry,2017). Amazon's business benefits from government assistance for cybersecurity and effective e-commerce. PESTEL analysis reveals that, when taking into account its ecological component, the Amazon has potential to expand. Growing support for corporate sustainability, low-carbon living, and waste management strategies, as well as the company's involvement in environmental activities, could all help it achieve better growth prospects. Amazon relies on technology to recruit new staff when it concerns social elements. The company will also profit from the growing acceptance of online buying and rising consumption. Because of the expansion of its operations, notably those involving digital businesses, Amazon has faced challenges. Customers are lured to Amazon's extensive range even when they are not seeking for expensive things. Economic stability offers Amazon opportunities for growth in emerging countries. While expanding its reach internationally, Amazon complies with all legal requirements. While putting an emphasis on cybersecurity, it also considers consumer security. In addition, adjustments to import and export regulations will make it simpler for the business to deal with challenges from rivals.
[bookmark: _Toc120793873]3.4. Globalisation
	
The process of increased interdependence and global enmeshing that takes place as money, people, images, ideals, and ideas move across borders more quickly and easily is known as globalisation. It is believed that a technologically driven process would result in a world that is increasingly homogeneous and interconnected. (Hurrell and Woods, (1995). Business and globalisation are, in fact, tightly related on both a national and worldwide scale. Globalization, as defined by Rugman and Hodgetts (2003) as “ the production and distribution of products and services of a homogeneous type and quality on a worldwide basis”.  The effects of globalisation will improve people's quality of life, democracy, and cultural sensitivity. Globalization has increased Amazon's competitors in terms of rivalry, customers, suppliers, and substitutes. Amazon directly competes with retailers like Ebay and Walmart. Because Amazon's suppliers, which include vendors, manufacturers, and publishers, are dispersed throughout the world in order to "sell anything," they genuinely anticipate that Amazon will expand into their territories or integrate backward alongside them in order to achieve their desired steady value chain. Due to the objectives of these suppliers and possibly favourable contract policies, Amazon is both enticed to and compelled into overseas markets. Globalization is forcing Amazon to internationalise and vastly expand the number and variety of cross-border transactions involving commodities, services, and capital. The expansion of international economic activity and the globalisation of markets happened simultaneously.

[bookmark: _Toc120793874]3.5. The stakeholders within an organisation

A "stake" is anything of value, like as money, property, or human capital, that is put at risk whether voluntarily or involuntarily. People or interests that stand to gain or lose financially from a corporation's operations are said to be its stakeholders. Stakeholders are anyone who has chosen to acquire a stake and assume some risk in the hopes of gaining something or seeing their worth improve, whether they are shareholders, investors, employees, clients, or suppliers. (Clarkson, 1998). A corporation must interact with its stakeholders in order to understand their requirements and preferences and, as a result, take their interests into account when making business choices.
 The basic idea behind stakeholder engagement is simple: management should consider any group or person that can have an impact on or be impacted by the accomplishment of the company's goals. According to the economic viewpoint on stakeholder engagement, a corporation should take its stakeholders' interests into account if and when doing so will be profitable for the business. Stakeholder involvement is a strategy for boosting revenue, wealth, and economic development. Therefore, the main justification for the stakeholder model is that maintaining positive stakeholder interactions is essential to an organization's long-term viability. According to the politico-ethical approach on stakeholder engagement, a company should consider the interests of its stakeholders due to moral considerations and regulatory gaps in the industry. This viewpoint questions the conventional notion that society is divided into separate private and diverse societies of conduct. (Lindgreen, 2019) 
The company's main internal stakeholders include its executives, directors, employees, and shareholders. The top executives of the corporation are its president, chief executive officer, chairman of the board, senior vice president, chief executive officers of Amazon's web services, as well as its international clients. It also has a number of directors. Jeffrey P. Bezos serves as the company's CEO, president, and chairman of the board. Amazon's shareholders are the most important stakeholders. They significantly affect how it functions. Customers, rivals in the online marketplace, neighbourhood organisations, and the government are just a few examples of Amazon's external stakeholders. Over 197 million people visit its website each month. There are millions of Amazon Prime members in the United States alone. The online purchases made by these customers have impacted what Amazon is today. Amazon takes customer complaints very seriously. Customer complaints may result in a brief ban for any vendor. Several global goliaths compete with Amazon. Its main e-commerce opponent is eBay. Google Cloud Platform (GCP), Microsoft Azure, IBM Cloud, and a few other competitors in the web services industry are comparable rivals. Its main rivals in the streaming market are Netflix, Disney Plus, Hulu, YouTube, and Apple TV Plus. This illustrates that Amazon faces competition from a wide range of fierce competitors in everything it does. (Rahman, 2020).
[bookmark: _Toc120793875]4. Conclusion

[bookmark: _Hlk118803824]Organizations in the corporate world today operate in a complex and dynamic environment. The increasing globalisation of the manufacturing and consumption network may be the main cause of the unpredictability and complexity that businesses must deal with. While the diversity of the provision of goods and services across cultures and geographies increases the complexity of the entire organisation (Lindgreen, 2019). 
The following are essential success factors in Amazon's business model, according to the company. First place goes to a place with a well-known brand. then providing customers with a terrific deal and a wonderful shopping experience. After that, a significant sales capacity. Amazon's marketing strategy is to strengthen the company's reputation, increase customer traffic to Amazon.com Web sites, cultivate customer loyalty, encourage repeat business, and open up new opportunities for sales of goods and services. (Sadq et al., 2018). Helped by the PESTEL and PORTER’s five forces frameworks, this report shows that Amazon is doing a good job on developing the business and keeping up with the technology and globalisation processes that happen around the world. Being analysed in the report, Amazon is mastering the 7Ps of the marketing mix, and in order to adjust their business needs to the changing customer environment, Amazon has centred their strategy around the customer. 
A customer-focused organization's basis must be built on the fundamental leadership value and Amazon is following the customer obsession, which means to concentrate on consumers and work from their requirements and wishes funnelled through to the business being one of of Amazon's guiding principles. Amazon's leaders and employees put forth a lot of effort to win the customers' trust, but they also keep an eye on the competition.(Sadq et al., 2018) Their commitment to the customers and their continuous striving of creating deals and low prices every day, accompanied by free and fast delivery makes Amazon have loyal customers and keeps them a great globalised business which keeps the people from many countries fulfilled. Amazon is working to make the keeping customers satisfied goal attainable and trying making it difficult for them to switch service providers. Through fostering greater customer loyalty and an awareness of consumers' shifting demands, the business is better able to meet those needs as they materialise.
[bookmark: _Toc120793876]5. References

2

image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»





1


 


 


 


    


 


 


              


 


   


 


 


   


UNIVERSITY OF WALES TRINITY SAINT DAVID


 


 


Marketing Fundamentals 


 


(LCBB4004)


 


 


 


 


The Effect of Globalisation on an 


Organisations’ Marketing Strategy


 


 


 


 


 


 


Name of student: Sorina


-


Iulia Cosa


 


Student number: 2211474


 


 


 


Name of lecturer: Efua Adams 


 


 


 




1                                             UNIVERSITY OF WALES TRINITY SAINT DAVID     Marketing Fundamentals    (LCBB4004)         The Effect of Globalisation on an  Organisations’ Marketing Strategy             Name of student: Sorina - Iulia Cosa   Student number: 2211474       Name of lecturer: Efua Adams       

