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Amazon Promotion and Advertising Plan
The promotional component of Amazon's marketing mix involves those strategies and tactics that the company utilizes to allow communication with its target market. The aim of its promotional plan is to persuade its customers to visit its website and subsequently pay for its online services. Some of the strategies in its promotional plan include advertisement, which functions as the company's significant way of communicating with its target market. Advertisement also allows the company to create awareness of new and existing products and services to its target market. Through advertising, the company is able to have a broad market reach. Secondly, amazon uses a sales promotion strategy to persuade the customer to purchase its products and services online. Under this strategy, the company uses discounts and special offers to increase its sales (Yim, 2020). To increase the company sales, amazon uses public relations to better its brand image. The sales strategy has enabled the company to take advantage of the digital market's opportunities over the last decade, hence its success. In this case, the public gets to know of the good actions of the company, thus the interest in buying its products and services through the online website. 
Programs such as the amazon smile enhance public perception of the company, leading to increased sales. On the other hand, the company used direct marketing to communicate with other businesses to improve its online services. Direct marketing helps the organization to increase its sales through broad market coverage. Therefore, advertising is the crucial determinant of the organization's success and efficiency in marketing communication among the promotion mix strategies. 

Amazon Place/Distribution Strategy
In the marketing mix, place and distribution involve how effective Amazon is in getting its products and services to end-users. Amazon is mainly an online business organization, and it uses different avenues to reach its target consumers. These avenues include its official e-commerce websites, which are its primary places for transacting with its customers; these websites include the subsidiary Audible.com, the official site Amazon.com and other sites that target specific market segments. Another avenue for the company is Amazon books which is a physical location in Seattle that Allows Amazon to reach out to their customers who prefer to physically evaluate products before they make a purchase (Davis, 2017). The other avenues that Amazon uses to serve its customers temporarily include its annual web services summit that is held in different locations. The summit enables Amazon to reach potential customers and persuade them to pay for its various e-commerce services.
Amazon’s place and distribution strategies heavily rely on the company's strong online presence in reaching its target end-users. The organization is a global brand that has its presence all over the world, and it has huge warehouses that were constructed in strategic locations to enable them to reach even the most remote places. When a customer places an order on one of the websites, the distribution channel of Amazon comes into play where the products are procured and stored in the company’s customer returns, sortable and non-sortable fulfillment centers. From these centers, the goods are easily transferred to Amazon’s distribution centres and eventually to the customers. Amazon also utilizes the local courier and postal services to facilitate the transportation of its packages; using the company’s own distribution network for delivery of such packages would tremendously lower costs and ultimately help it maximize on profits.
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