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PART A
An organization is said to have a competitive advantage when its performance is better than that of their industry’s average performance. A profitable company should have an advantage over its competitor in terms of cost, time, quality, or customer responsiveness. Porter identified that competitive advantage comes typically from providing customers with better value than competitors. The value chain, therefore, helps in understanding the activities involved within the organization (Recklies, 2015). Amazon, for example, is the leading online retailer worldwide. It operates in different areas, and its expansive reach is focused on e-commerce and generally dependent on Amazon trademarks. The significant drivers in Amazon include the online products sold on online platforms and the algorithms used in effectively advertising to show what customers would most likely need. 
Moreover, Amazon creates prospects for the third-party seller to give their products using its website at prices that are low than the price Amazon charges for goods delivered from their warehouses. Even though such pricing strategy seems contrary to common expectation, it allows Amazon to establish a customer database and control interactions between its clients and third-party supplier, an example of customer compliance business control. The company receives commissions from third-party wholesalers. The main principles of the strategy for this pricing in the company is that the more information and data it obtains on different customers, the more correctly the business can provide more services and products want by consumers. 
PART B
Key sources of information used for locating vital internal information come from public domain information available to organizations. Most organizations are regulated, and publicly registered companies have legal responsibilities to make some information accessible. Moreover, additional advertising resources, product marketing, yearly reports, and employment activities, are often publicly accessible (Chang, Van Witteloostuijn & Eden, 2010). In addition, a key source of information comes from internal information. Organizations can establish a mechanism like an internal network. Furthermore, they can develop internal systems that monitor competitors. The other source of information comes from third party, particular data not openly associated with the competitor such as study agencies, media, credit assessment organizations, and customer groups. Several electronic sources also provide dominant search engines that enable thorough inquiries to be made. The internet offers several free and fee-paying information services.    
[bookmark: _GoBack]Formulating strategies involve planning and decision making that leads to establishing the goals and developing a specific strategic plan. The formulation process involves assessing the external environmental and internal problems as well as integrating results to objectives and strategies (Cronin-Gilmore, 2012). Value internal assessment tools provide the information required in developing mission and vision. At the same time, it is crucial in keeping the value proposition to the customer at the center of the analysis. The strategic intent additionally influences the design of the model and defines the set of actions that relate to a market position, obtaining or recruiting resources and establishing boundaries for what the firm will do. 
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