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[bookmark: _GoBack]Marketing Operations
Any modern enterprise regardless of its size requires good international trade relations, but this is only possible with a sound global market strategy such as intercultural management and international corporate management. The global market strategy provides international businesses such as Amazon with requisite know-how for success in all markets as well as industries. The concept of marketing dictates that the marketing decisions should always be based upon the needs and wants of the customer. A marketing strategy involves an organisation's overall game plan on how to reach potential consumers and turn them into customers of the services or products the organisation provides. Amazon describes its vision as to relentlessly focus on customer experience by offering their customers low prices, a wide collection of merchandise and convenience. Amazons marketing strategy relies on several pillars such as using existing communication systems, exploiting affiliate products and resources as well as offering the widest range of products and services, among others. The aim of using marketing strategies is to give Amazon a customer-centric world view while emphasising efficiency which ensures that customers are immediately given what they want without wasting time. This obsessive focus on the customer has helped amazon to have a competitive advantage and hence massive success.
Culturally Sensitive Marketing Communication
Marketing communication should be sensitive to the different cultures in the global context and Amazon ensures this by utilising online word of mouth which allow the target audience to get marketing messages from sources they identify with and trust. Also, Amazon’s marketing communication does not only focus on the end-user but also on those who have a vital role in influencing the final decision. Global operations present not only linguistic challenges but also cultural differences that can be additional barriers to success. Amazon uses cultural sensitivity to enable their marketing communication to stand out, add value to their brand as well as remain relevant and sustainable in their global operations. Some of the ways Amazon identifies the culturally sensitive marketing communication is by analysing the local culture of a particular target market before they advertise. It involves the understanding of people’s attitudes, beliefs, values, and norms as well as the way people from a particular culture speak.
Marketing communication aims at influencing consumers to prefer products and services from a particular organisation, but culture plays a great role in impacting consumer preferences and so when marketing communication considers certain sensitive factors of culture then the marketing strategies can be easily implemented. Consumers always prefer those products that fit better according to their customs, traditions and cultural requirements. Amazon produces communication that is relevant, and they also know how to communicate with people across different channels. It is possible because they include a strong brand element in their communication strategy as well as acknowledging the fact that their brand is in the hands of consumers globally. Also, because the company operates in some sophisticated and large culturally active markets like India, they make it a point to have a strong national presence by working closely with key local advertisers who can customise their advertisement to be culturally and linguistically relevant.
Technology has enabled the integration of culture into marketing communication in so many ways. To begin with, Amazon, in their global marketing promotion attempt to localise their content by paying close attention to phrases and words that are solely associated with a particular culture. They do this by involving native linguists to navigate culturally adaptive communication. Moreover, the cliché that the devil is in the details proves beneficial when looking at marketing communication in different cultural situations because applying cultural sensitivity to Amazon’s wider market strategy has enabled the organisation to be the leading online retailer.
The current global markets are moving from traditional marketing communication to a more dynamic content centred market communication and so identifying the changes goes a long way to help an organisation stay relevant in their global operations. In as much as the markets communications are changing, companies like amazon still construct marketing and communication strategies that are sensitive and appealing to the different ethnic and demographic groups that comprise their customer base. Culture also affects the marketing mix in various ways, and so Amazon prepares and learns about the different culture with which their business interacts. It allows the integration of culture into the marketing mix, which in turn allows businesses to establish best ways of undertaking marketing strategies.
Amazon’s Customer Relationship Management
The customer relationship management is a customer-focused business strategy that has the ability to understand and anticipate consumer needs by integrating sales, customer care service and marketing with the aim of creating and adding value not only to the customers but to the company as well. A strong emphasis on the customer is the foundation of Amazon’s success. One of the primary reasons why Amazon maintains long-term customer relationships is because its interface is simple and easy to use. To begin with, the customer relationship management at amazon stores personal and payment details of the customers whenever they create an account to buy something, and this makes it easy for the customer to purchase again just by a single click. It is one of the reasons Amazon is crushing its competition. Moreover, the recommended products feature by amazon enables customers to get recommendations based on previous purchases as well as what other customers are viewing the same item bought. This kind of temptation gives customers incentive always to use Amazon.
Another customer relationship management methodology is tailored offers and promotions whereby when a customer buys something from Amazon for the first time they are asked to create an account which will allow for a smoother and more personalised experience for the customer while at the same time setting a basis for a long term customer relationship with the company. Amazon’s customer relationship management suggests offers and promotions based on a customer’s previous purchases. Also, buyers always use Amazon because almost every issue one might have as an Amazon customer can be dealt with through the account. Whenever an issue arises, that requires the customer service assistant, and the staff will have the details of the customer available to allow an easy and efficient resolution to all problems. It is a competitive advantage because customers feel valued and satisfied hence prefers the company for retail shopping.
Amazon has been attracting and retaining customers because of its evolution of services from its dedication to customer’s needs by inventing marketplaces like Kindle which has expanded its services and attracted diverse groups of people who come to receive specific services such as a tailored experience with unique book suggestions. Customer relationship management enables customers to experience handpicked film or book choices for each customer based on their previous preference. To stay relevant in the dynamic market, Amazon has integrated E-commerce into their customer relationship management to ensure that the experiences of customers are smooth and convenient to allow for customers satisfaction. Also, by making their system all-inclusive has made it easy to make orders, complete payment and get deliveries within a predictable timeline. In case of any of the products is to be returned by the customer, the whole process can be done online hence it is convenient and fast. Having a first-class e-commerce policy has enables amazon to maintain loyal customers who got served exceptionally well when they had problems with products or delivery.
Besides, Amazon protects its customers by giving a black mark to those third-party sellers who screw up orders. They are also required to provide refunds to customers, and this promotes trust and a long-term relationship between Amazon and its customers. Also, Amazon has created loyalty incentives by coming up with loyalty programs such as Amazon Prime which feature large amounts of bonuses, discounted shipping, and highly desirable content as well as early access to deal. For customers to enjoy such features, they have to subscribe to the loyalty programs, and this makes customers use amazon more frequently hence become deeply familiar with the company. Incentives bring improvements to customer relationships, but it has cost Amazon a lot of money. Amazons customer relationship management is simple; they have made their site easy to use while ensuring that their customers get value for their money giving them enough reasons to return. Also, they have provided the most efficient and highest quality customer service, and this is the reason their customer relationship management is so successful.
Amazon’s Digital Platform
Integrated marketing communication is a simple concept that ensures that all forms of messages and communications are carefully linked together. Amazon has a digital platform with which it gets closer to its customers while at the same time reducing costs, adding value to their business and growing sales while attracting more business. Digital technology is constantly evolving, and they have become an essential part of the marketing strategy due to its interactive nature. Integrated marketing communication enables different communication tools to deliver a common message while making the desired outcome on customer’s behaviour and perception. Promotion connects a business with its target audience and ensures that they communicate clearly what they have to offer; digital platforms have made promotion easy and less costly. Companies like Amazon have taken advantage of this fact by integrating their digital platforms with broader marketing communication. Amazon does this by coordinating its promotional mix, which involves using communication elements such as personal relations, sales promotion, and online marketing, among others to communicate a compelling brand message that is clear and consistent. The online marketing has proved useful to Amazon in that they can connect with carefully targeted consumers and hence gain immediate response and gain long term relationships. 
Online marketing over digital platforms help to create individualised one on one interactions between Amazon and its customers, and these interactions are less public, customised and immediate which makes it easy for the company to alter consumer perceptions, increase products awareness as well as persuade consumers to try out new products. Different methods of marketing have distinctive advantages and complexities, regardless of the platforms used. Amazon uses advertising to help its seller and customer easily find a product they are looking for, and this involves keyword-targeted display ads. The company’s advertisement program also allows advertisers to reach, re-engage and educate customers both on and off amazon. Secondly, the company uses public relations to ensure that the customers they have won come to purchase again; this happens through several promotional opportunities available for amazon.
Moreover, consumers have so many products and services to choose from, and advertisement may be overlooked if they are not relevant to customer needs. Amazon avoids this by using its digital platforms to communicate clearly and effectively across several communication channels and at a lower cost. It is because integrated marketing communication allows a company to gain exposure on different touchpoints to enable them to view their communication tactics as a whole instead of as fragmented pieces. Amazon has integrated multiple marketing strategies to form an all-inclusive online approach for their business, and this cohesive approach encompasses content marketing, social media marketing, and search engine optimisation, among others. In the world today, people are increasingly spending more time on their smartphone and the internet, it is for this reason that marketers like amazon have shifted their focus to an integrated digital marketing technique that uses individual strategies in conjunction to create a more influential online presence. This type of approach has ensured greater visibility for amazon as a brand and a great return on investment for their online retail business. 
When integrating a digital platform with broader integrated marketing communication amazon considered the market, its mission, the message they intended to convey to the specific target audience as well as the different media they would use to convey their promotional messages. It has enabled the company to be emotionally appealing to customers hence creating a seamless purchasing experience that has established a base for loyal lifelong customers. The internet marketing mix, which is prevalent in today’s digital marketing platforms, involve redefined elements such as convenience whereby brands use multi-distribution channels based on customer preference. An improved promotion which targets real-time communication with customers and an improved price which reflects the relationship between the value of products or services and cost promotes customer reliance on digital platforms. Lastly, the customer solution which includes improved products, services and ideas that customers are willing to buy. For a company to stay relevant in their promotions on the digital platforms, the redefined elements of the marketing mix should be strictly taken into consideration to have an integrated marketing communication that gives the company a competitive advantage in their marketing campaigns.
Approach to Increasing Revenue
Amazon is the world’s largest online retailer, and it continues to grow in several business areas, including groceries and prescription drugs, digital advertising and its e-commerce operations, among others. Each year the company increases its revenues because it sells a lot of things as well as services to both consumers and vendors. Amazon uses various approaches to ensure that it continues to increase its revenue streams. To begin with, brand management has allowed this company to increase its profits remarkably, and Amazon is still building its branded product businesses which include selling subscriptions to amazon prime, a program offering unlimited streaming of thousands of TV shows and movies, free restaurant delivery and unlimited free shipping. Also, the e-kindle reader is a program for book lovers and the artificial intelligence-driven personal assistant called Alexa suit. All these branded product businesses broaden the activities of Amazon to touch on every part of the consumers lives making the company brand a household name while at the same time providing it with several platforms for getting revenue. Still on brand management, amazon has inked sales arrangements with some major retail brands like Nike Inc. hence giving it more business and more brand exposure. It seems that the main objective is to be involved in as many business platforms as possible to ensure continued growth as the internet evolves.
Secondly, the company focuses on market penetration to increase revenue by focusing on the advertising business to reach more audience since most people in the world today use the internet for many activities. Moreover, by shifting the retail business to third-party sellers, Amazon is reaching a wider market and making more money than if it would have been doing a wholesale type of business. It is made possible because shoppers are becoming comfortable purchasing products from their smartphones and amazon make the experience easy and fast by linking vendors to customers. The company’s broad reach comes from the fact that it has entered a wide range of markets and in all of them, it focuses on satisfying the needs of the consumer which makes it a preferred business for a variety of services and products. Also, by continuously adding product categories and refining the user experience to drive e-commerce business, Amazon has managed to reach even more markets. It is also investing in other markets such as China and India which have high populations when such investments are coupled with existing market development and new product diversification, and amazon will penetrate and dominate these large markets and increase their revenue.
Also, add-on services were introduced by amazon to counter the challenges posed by selling lightweight, low-cost items at a profit. Since it is expensive to ship these small, low-cost products individually the company introduced the add-on program which makes it possible to ship these items only as part of a larger order with a minimum of $25. This program poses some constraints to sellers and customers, but to amazon, it will increase the variety of products available on the platform as well as increase sales as customers will have to purchase some items as part of larger order. Amazon had been paying high shipping fee for certain items even more than the referral fee they received, and so this ad-on service will reduce their losses in a big way.
Also, items that would be turned into add-on items by amazon will fetch for higher prices to reach the $25 mark. The setback is that when sellers raise prices for certain items, customers will find it less expensive to buy such products offline at the store by the corner hence affecting certain sellers. The contrast is that before the add-on program most of these small and low-cost items were offered in large multipack sizes that were not appealing to customers who might have wanted to purchase just one. The service has helped customers in a way and will bring in more revenue even though it is not in line with the company’s goal of putting customer needs first.
Conclusion
Amazon has employed several business marketing strategies to ensure that they reach new markets, establish long-term customer relationship while at the same time growing their business. It requires a lot of planning and researching and embracing emerging trends such as integrated marketing communication to ensure that they are always on the same page with their customers. The company continuously develops, measures and manages operational issues on a global scale to enable them to develop strategies that are relevant to the current markets and help them grow their business operations. 
These global operations must take into consideration the cultures that exist in different markets, factors such as the way people speak, their values, norms, beliefs and attitudes towards various things. It is important because of the massive impact it has on marketing communication, and marketing communication directly affects how a business such as Amazon is perceived by its customers as well as partners and even competitors. Amazon has done a great job in making their customers come first and protecting them where necessary, but they need to come up with programs that benefit both the customers as well as the third-party sellers who use their platforms for retail selling. What stands out and is the major contributing factor to the company’s excellence is the fact that they expand rapidly by introducing a variety of new products that target specific customer needs.
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