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Amazon Company Marketing Plan
Amazon PLC 12 Month Marketing Plan
January 
Launch Amazon Smile program, which will provide charitable activities to the people. Pay online advertisers such as Facebook and YouTube. Businesses and franchises to be provided with discount incentives.
February
Launch ‘Weblab,' a digital platform where customers can engage with the company. Advertise in television to promote Amazon Kindle Fire in the USA. Pay online publishers 
March 
I am using direct mailing to promote products such as Kindle Fire. Pay Twitter and Facebook advertisers. I am facilitating public speaking opportunities. Give discounts on certain products.
April
Run advertisement on Facebook. Participate in charity work by Amazon Smile. Run promotions on television to promote Kindle Fire. Launch the mobile app for marketing products such as wedding rings and light bulbs.
May
Launch new electronic products. Run advertisements online for laptops and smartphones. Participate in charitable organizations. Pay online publishers and websites.
June
I am sponsoring sporting events—payment of social media ads and Google. Launch AWS Cloud Trail. Pay television and the local newspaper for advertising.
July 
Allocating resources to Amazon API gateway. Launch Amazon Route 53. Split mode of advertising.
August 
Give special offers on Amazon Simple Workflow Service. Pay Facebook and Twitter advertisers. Social media competition involving Amazon Cloud Watch and Amazon Dynamo DB
September
Mailing distributors and pay online advertisers. Amazon sponsorship and AWS Lambada promotion. Payment of local print media
October
Promotion of Amazon products via flyers and posters. Advertise via local Radio stations and media. They were sponsoring a basketball festival—amazon-branded basketballs.
November 
Payment of social media advertisers. Planning and launching Christmas promotion for Amazon Elastic compute cloud.
December
Launch Christmas tree and engaging in charity work and launching kindle fire competition just like amazon Cloud Watch. Run advertisements on social media platforms—a collaboration with supermarkets to promote Amazon goods.
Current Analysis
Amazon Company is one of the best examples of e-commerce that has become iconic. It manufactures electronic books, an online retailer, and provides web services as one of the leading online retailers Amazon.Com has 100 million subscribers and 310 million active users globally. The company targets constant internet users and possesses financial paying tools, including debit cards, PayPal, credit cards, and others. The company has a vision of being a company that focuses on its customers and building a place where customers can easily find their products online. The company also faces stiff completion from other firms (Garner, 2018). The company has referred to its products and services as 'intensely competitive.'
SWOT Analysis of the Amazon Company
Amazons strengths
Amazon has a firm brand name- In the global market, Amazon is one of the giants in e-commerce and has a successful brand image.
Brand valuation- in the current research, Amazon was position two globally with a brand of 200 billion dollars.
Customer-oriented – Amazon prices are low hence creating a customer-friendly brand. 
Largest merchandise selection- The majority of the customers prefer to make their purchases from Amazon since it has an extensive product mix compared to other online retailers. Amazon has sold 562. Three million products (Ratnasingham, 2006).
Going Global and Acting Local Strategy- To avoid competition from other online competitors, Amazon has developed partnerships with other local supply chain companies. This strategy has helped the company to grow.
Weaknesses
Facing loss margins in some areas, Amazon has experienced losses in various parts of the world, such as India. This can be attributed to free shipping.
A business that can easily be imitable. Amazon's business model has faced challenges due to imitation (Ratnasingham, 2006). There are rival firms that have given Amazon hard times: Netflix, Hulu, and eBay.
Certain products experience flops and failures –For example, in the USA launch of Fire Phones never succeeded, and Kindle Fire never picked up.
Depending on distributors only, distributors have overdependence, hence posing a threat to Amazon's daily operations.
Strike by the employees-Just like other firms, Amazon faces employees strike. For example, in Germany, workers went on strike in six distribution centers due to poor working conditions hence paralyzing their operations (Ratnasingham, 2006).
Opportunities
Expansion of physical stores hence improving competition among retailers and engaging customers with the brand.
We are improving technological and organizational policies to counter fake products.
To increase market share, more acquisition of e-commerce companies.
Threats
Some countries have government regulations that are not favorable to the company. Cybercrime has posed a challenge as it increases daily—intense competition from Walmart and eBay companies.
Company Objectives
Market penetration
The closure of one of the competitors, Borders Book Store, gave Amazon an advantage in picking most of its customers. There was an increase in the share of book spending.
Product development
Amazon.Com dramatically relies on the customers' taste and preference, creating a final product acceptable in the market.
Product Diversification
Amazon.com started as a bookstore, and with time, it has diversified its products, including electronics, video stores, music stores, and many more.
Marketing Strategies
Promotional Strategies
Advertising- This is one of the primary sources in which Amazon.com reaches its target customers. For example, The Company has a program that pays website owners or online publishers when they display products or links related to the products sold by Amazon Company. This helps in widening the market reach (Garner, 2018).
Sales promotion- This is a second strategy in which the company reaches its target customers.  This strategy is used to convince and persuade customers to buy goods from the company’s website. For example, it is using discounts and special offers that will attract customers hence creating more sales.
Public Relations- To strengthen brand image, the company has developed strategies to create a good impression (Garner, 2018). There are public relations programs such as Amazon Smile, the charitable drive that aims to give back to the community by donating some sales percentage.
Direct Marketing- This is where a company engages directly with the business by communicating to them to provide its online services—for example, digital content distribution and publishing.
Marketing Mix
This strategy is powerful since it attracts clients to an e-commerce website. To ensure the success of a company market mix should always be updated (Chernev, 2020). There are 4Ps which are Product, Pricing, Place, and Promotion.
Product-The Company should ensure that the product provided is of good quality that meets customer expectations.
Price –this is very important to a company since it is the largest selling point. Where prices offered are affordable, most customers are likely to be attracted.
Place – This is also important as it serves as the largest selling point of Amazon Company. Since it is an online business, it is easily accessible as clients quickly request the products (Chernev, 2020).
Promotion- Many Companies use this strategy to create more sales by convincing and persuading customers to buy their products. For example, Amazon uses ‘Weblab' as a platform where their products are promoted, and if customers have questions, they can ask, and answers are provided quickly.
Action Programs- Amazon targets to be ahead of its competitors or to be at par. Therefore it has come up with innovations in the smartphone industry, payment in installments. Amazon kindle fire can now be paid via installments, attracting those who cannot afford a hefty purchase.
Budget Plan of Advertising
According to Chernev (2020), in 2019, Amazon Company spent a considerable amount of 6.88 Billion USA dollars in advertising in the US.
Amazon Smile special day- Paid advertisement on local newspapers and television for 30 days targeting 21 years and above. 2000 US Dollars run promotions on Facebook, Twitter, and YouTube. For 9000 US Dollars. Total advertisement Cost 11000 US Dollars.
Control and Review of the process
Continuous feedback from its customers- Amazon.Com uses ‘stank ranking,' which is a process that manages performance where employees are ranked against each other in the yearly Review. According to Majed et al. (2018), the company also uses continuous feedback in its 'Anytime Feedback Tool.' Workers are provided with a platform where they can praise or critique their fellow employees.
Coming up with innovations- more innovations allow companies to become relevant in the market. New ideas help companies come up with strategies that enable them to compete effectively in the market.
The Stage Amazon Company is in the Project Cycle
In the project cycle, Amazon Company Products is at the maturity stage. This is because there are more competitors in the market. The maturity stage is whereby the demand belongs to the buyer, and the pendulum has swung away. There are many imitations of the product; hence the company faces stiff competition. For example, Amazon faces stiff competition from companies such as Netflix and Hulu, therefore, posing a threat (Majed et al., 2018). For Amazon.Com to survive in the market, it has to develop market strategies to make its product unique. This will generate more customers and hence more sales.
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