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Market Plan
Marketing is more than just the buying and selling of products and services, as it is considered the best strategy for enhancing and maintaining customer value. Marketing analysis and strategies are significant in the achievement of organizational marketing goals. Usually, marketing analysis includes and is not limited to SWOT analysis and specific market strategy. Marketing strategies include market concepts, segmentation, Ansoff marketing strategy, and the marketing mix (price, product, promotion, and place) strategies.
The SWOT analysis reveals and explains the strengths, weaknesses, opportunities, and threats in businesses. For example, the stability of Amazon includes its location and facilities, strong management structure, cost structure, and technological systems. These features provide a competitive advantage to Amazon, thus making them the strengths of the corporation. In addition, Amazon has invested heavily in technology and innovation, thus gaining a competitive advantage compared to other companies.
 Amazon operates hundreds of facilities in cities and communities worldwide, and it has increased its speed of establishing new locations. The location of any corporation is significant in achieving the organizational goals and objectives (Campello, 2017). The organization has catalogue fulfillment bases, non-catalogue fulfillment bases, separate centers, sustainable bases, and specialty epicenters worldwide. The leadership system of the Company ensures extensive control over its worldwide functions. In addition, the cost structure of Amazon is low, which attracts many customers worldwide, making the Company being overtaken its competitors. 
[bookmark: _Hlk79243872]Amazon is an online dealer platform, and the rapid rise of shipping costs poses a threat to its business operations. The Company has not been successful whenever they have tried unfamiliar ideas in the fashion industry. Amazon has also been facing various ethical and legal issues (Amazon, 2021). The Company has not revealed the environmental effect that its electronic products and machines have during the manufacturing. Amazon’s regulations about poisonous toxins utilized in the production of clothes were not shown, even though the fabricator of attires liberates various chemical substances. In addition, the organization has experienced legal issues concerning tax avoidance. As a result of these factors, this is what makes the corporation lose its competitive advantages to other companies, thus making it a weakness.
A competition market strategy is a form of action that companies adopt to gain a competitive advantage over other companies. The plan is formulated once the Company has identified its strengths, opportunities, weaknesses, and threats (Felix, 2018). There are different types of strategies that companies can adopt to gain a competitive advantage. First, companies can lower the price of their products and services just like amazon to attract and gain customers. Second, they can also differentiate their products and services for uniqueness to attract different types of consumers. Lastly, companies can focus on a particular market segmentation that the competitors are not concentrating on to gain a competitive advantage.
The marketing strategies include the following product, price, place, and promotion. These strategies are also known as the four Ps in the marketing world. The development entails what a company is manufacturing or offering to consumers. A company must manufacture a product that meets consumer demands. Incorporating marketing and societal marketing concepts are techniques that businesses use to ensure that consumer demands are met. The societal marketing concept holds that a corporation focuses on determining the target market's wants and needs to enhance the consumers’ contentment (Kotler and Armstrong, 2015). The societal marketing notion considers customers' welfare in comparison to company financial gains. Evidently, Amazon has adopted the marketing concept. Marketing concepts focus on elevating the organization's retained earnings and on a customer on advancing value to customers  (Joffi, 2018).  
Price entails what consumers cost on the goods or services. In marketing, it is significant to consider the price of products by incorporating the supplier value, discounts, and the competitor's cost on the same goods and services. Scholars and researchers have shown that many organizations increase the prices of products and services, especially the luxuries, to create customer value. However, (Grewal 2019) recommends creating costs to enhance consumer value can lead to poor competitive strategies. Therefore, an organization that increases prices should offer the same service at a lower price, reducing the competitive advantage. Amazon Company has maintained low prices for its customers hence a robust competitive strategy.
Corporations consider their target markets in terms of place. Companies with several branches opt to place certain products and services in certain stores and excluding them in other with consideration to the target market. Promotion includes various promotional strategies. Scholars identify five different promotional methods that marketing managers in many corporations use. Advertising is the most commonly used by companies as a promotional strategy (Joffi, 2018). Advertising is mainly done on media platforms, for instance, social media applications, television, newspapers. Companies usually have the option of corporate advertising and product advertising. 
Marketing managers should adopt advertising that will suit the Company's goals and objectives (Kotler and Armstrong, 2015). Personal selling involves hiring salespersons to speak to consumers on certain goods and services directly. Direct marketing consists in sending e-mails and text messages to consumers. It is significant for a company to choose a promotional strategy that will help achieve its marketing goals. Target market analysis entails how a specific product or service suits the needs of particular consumers and fits into a specific target market. Scholars identify several items that should be included in a target market analysis. These include target market, company description, competitive analysis, market segmentation, and marketing test results. In addition, the target market entails the marketing data, for instance, demographics which are significant in fulfilling the consumer needs. Finally, lead time is also an essential factor that is considered in the target market analysis. 
According to Hamburg (2017), lead time takes a customer to receive a product or service once they dispatch it. Therefore, corporation managers and scholars identify market segmentation as significant in creating value for customers.  Market segmentation is where the target market is transformed into small classes called segments (Wu, 2018). The segmentation can be done according to demographics, behaviors, location, and consumer personality traits. Demographics include age, ethnicity, income, industry, education, gender, and occupations. Market behaviors have consumer preferences, purchasing power, and spending habits (Grewal, 2019). 
Igor Ansoff initiated the Ansoff marketing strategy in 1957. This marketing strategy has been advantageous to marketers worldwide.  Several techniques are involved with the system that helps organizations achieve their marketing goals and objectives (Loredana, 2017). The author outlines these techniques as product and market development, market penetration, and diversification. The focal points for marketing development and diversification are preexistent goods and services. Product development and diversification concentrate on unfamiliar products and services. 
Product development focuses on the fulfillment of consumer demands in a specific market (Cleberg, 2019). The strategy reflects the product and production concepts of marketing concepts. In most cases, unfamiliar products and services are introduced mainly to meet consumer needs and not corporate needs. Marketers explain that product development is not primarily concerned with introducing foreign goods and services but also transforming preexistent products. Business organizations tend to use this technique as a form of competitive strategy. (Martins, 2020). This technique poses a medium rate of risk to operations in any organization. Marketers and scholars established that diversification poses the highest rate of risk to business operations in comparison to the other strategies. This is explained by the fact that diversification is mainly focused on initiating unfamiliar products and services to non-existing markets. Many organizations primarily focus on targeting unique needs to create large volumes of consumers. Despite scholars and marketers revealing that diversification is the riskiest technique, Igor Ansoff highlighted that diversification is the most significant of all other techniques.
[bookmark: _GoBack] Diversification results in business growth and development and ensures that consumer value is created and maintained. Big-sized companies should highly consider adopting diversification as a marketing strategy (Martins, 2020). Diversification plan of action is deemed appropriate for enormous business organizations as it involves offering a variety of unfamiliar commodities and services in the market. Marketing managers highly practice diversification as a competitive technique. Ansoff matrix strategy gets used by organizations for marketing development and growth plan. Amazon practices the Ansoff matrix methods that help in successful marketing. Organizations choose to incorporate any of the Ansoff strategies into their marketing strategies.  In conclusion, marketing analysis and design involve marketing concepts, theories, marketing mix, and target market analysis. 
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