Achieving Success using Amazon.com Digital Channels
Introduction
Since its introduction in 1995, Amazon.com has achieved massive sales returns with its ambition of serving large scale markets. It has steadily grown to a multinational corporation in the internet retail. Its main target is to provide the best customer experience and satisfaction as well as achieving efficient corporate growth (Marketing Plan.net, n.d). Just like the Amazon River, Amazon.com passed a sales mark estimated to be around $5 billion in eight years, which took Wal-Mart twenty years. By the year 2008, this company became a global brand serving about 76 million customers in more that 200 countries. Amazon.com also employs a large number of workers estimated to be 17,000 as per December 2007. All these employees are full-time and part-time. Amazon also launched the famous Amazon MP3 which has over 3 million songs from over 250,000 artists. 
Vision and Strategy

Amazon’s strategy is to use customer experience as a center of attention by providing products at low prices, wide selection and conveniently. Amazon has been able to achieve its success through customer loyalty as well as through the procedure of repeat purchases. Amazon did not just exist to create awareness, they have been there providing the best customer service in a timely manner, richer content, easy-to-use products, as well as an environment that is trusted for transaction (Chaffey 2012). Their website is detailed with customer reviews, product information from the manufacture, secure payment system, preference pages, and image uploads just to mention a few. All these details have helped this online shopping store to be on the lead because they are able to see customer preferences as well as recommendations. They also have product reviews page, wish list and guides, just to mention a few. Amazon’s strategy of “popular products – low price” has enabled it to do well, compared to other online stores. Products that are less popular are charged at a higher cost that enables the company to achieve its margins. They also have the strategy of “free shipping”. Free as it seems, people have to purchase products of a given amount in order to receive this package. Success has to be nurtured; if you promise to do something, then you must fulfill the promise (Hitt, Ireland & Hoskisson 2007). Amazon communicates its promise fulfillment through inventory information, estimates of delivery date, and shipment notifications just to mention a few. During the American Customer Satisfaction Index (ACSI) in 2004, Amazon.com received a score of 88. This was the highest score to be achieved at that time, stating that Amazon was the best company with the best customer service and satisfaction (Chaffey 2012). It must be noted that this score was given on basis of all service industries, both online and offline. 
Amazon has interest in targeting its main customers grouped as consumer, seller and developer customers (Marketing Plan.net n.d). The company has over 76 million accounts owned by customers, but only 1.3 million of these accounts are seller accounts. Amazon is therefore set to increase this figure to approximately 2 million seller accounts by the end of the year 2012. The company is also encouraging members to join one of their programs “Amazon Prime”, where members receive discounted or absolutely free express shipping in selected countries such as the US, UK, Germany and Japan. 
Amazon.com Products

Amazon is very unique when it comes to its products and services. All these products are an easy way of telling one how Amazon works towards success. Examples of products one would find on the Amazon.com website are books, DVDs, toys, electronics, games, accessories, magazine subscriptions, among many others. If one follows closely on these products, one will notice that they are all easy to ship (Marcus 2004). Customers are able to receive their products in a cost effective manner, low effort and quickly. Amazon is well known for its strategy of providing easy-to-ship products, which makes them to serve as many customers as possible. 
Anyone with internet access is a possible target of Amazon regardless of their age, marital status, income, or location. As long as one is able to access the internet and buy products, then he or she is a potential customer.
Advertising Strategy


Amazon uses “Pay Per Click” (PPC) system of advertising which has enabled it to grow tremendously (Marketing Plan.net n.d). This strategy allows people to purchase ads on their website. Amazon is dedicated to identify and solve problems that face their solution development in order to provide the best customer experience. This has enabled Amazon.com to have a consistent navigable website. The company has also reduced its offline marketing strategy because they believe that this is an era of e-commerce where everyone is likely to have computer skills. Amazon also believes that billboard or TV advertisements are less effective as compared to online advertising. The company boasts of having the highest sales than other online dealers, especially during holidays like Black Friday (Marcus 2004). 
Amazon has made it easier for customers to search and purchase items. This can be done using a simple mouse click. All the ordered products are processed in a single payment which is more convenient (Marketing Plan.net n.d). Amazon.com has also been able to advertise themselves through partnership and webs services. They manage retails websites for big retailers such as Marks and Spencer, Bebe Stores, Target, and “ToysRUs” just to mention a few. However, some of the relationships between selected retailers have since been seized due to Amazon’s unethical strategy. For example in the “ToysRUs” website: If someone searched for query terms for products, the search engine generated Amazon’s toys and games. This made the partnership to end in 2006 due to litigation. Amazon has over 10 web services which include e-commerce, computing, billing and payment, among many others. Some of these sites are free thereby creating an inexpensive platform that can make a small business to develop. An example of Amazon’s e-commerce program is FBA – (Fullfilmet By Amazon). This feature makes it possible for merchants to store inventory using the Amazon.com fulfillment center. This program also allows merchants to fulfill their orders through the same process (Amazon 2012). Using this program, one can send inventory to the center. Amazon therefore takes responsibility of packaging and shipping once the customer has an order placed. A clear demonstration of how it works is where someone sends products to the center, where Amazon takes the products and stores them. All orders are filled by Amazon on behalf of the merchant. Products are there after picked and packaged and then shipped to the customers (Amazon 2012). 
Marketing Strategy

Amazon believes that viable factors that would affect its market segmentation are price, availability of products, customer service, brand recognition, ease of use, customer experience, and trust just to mention a few. Much is not revealed concerning the marketing strategy used by Amazon.com. However, it is clear that they mostly dwell on online channels. Amazon uses permission marketing and sends emails of detailed product promotion with the permission of customers. The company is a customer-centric company that ensures that customers get the best service and attention. Most companies send automated email responses to customers as a sign of service. This is mostly not the case with Amazon.com. This company has a number of employees who have been assigned the task of responding to customer issues through email or phone (Marketing Plan.net, n.d). This enables the company to deal with any problems, suggestions or recommendation first-hand. Amazon uses six key pillars in their marketing strategy. These are the use of customer-friendly interface, using existing communication system, utilizing universal mentalities, scaling from small to large in an easy way, exploiting products and services of its affiliates and proffering products freely. Amazon has also been able to market itself through declaration of quality and use of well-built and nurtured partner relations (Marketing Plan.net n.d). 
The Culture of Metrics

Amazon has been able to develop despite many odds because they are able to understand human behavior. The culture of metrics is a method of observing customers’ moves when they visit the website. There are certain tools that have been developed by Amazon to support this idea of metrics. This system is able to demonstrate how the product listing is performing (Marcus 2004). This idea of culture of metrics has led to a systematic approach of improving results. There is also the idea of Data Driven Automation (DDA). Examples of DDA are channel preferences, merchandising and recommendation, new releases as well as top sellers, among many others. The automated advertising system has generated a great impact at Amazon. This system is able to generate specific keywords, manage bids, create ads and also generates profit per every customer who is converted. Amazon has the advantage of being an internet retailer because there are low occupancy costs incurred (Mirow 2005). Amazon is able to reach quite a large number of customers using its single and centralized location. This makes it easy to track customers’ behaviors and also makes the business scalable.  
Digital Content


Amazon was also able to launch a program where people would buy e-books for kindle. It is claimed that for every 100 hardcover books sold, 143 e-books were sold as well. This figure rose to 180 e-books for every one hundred hardcovers. These figures were recorded following the period between June and July 2010. Amazon is able to help people sell their stuff online, especially if they are new to e-commerce. Their website is equipped with online help, tutorials, and a support team that is available to help. One can get help from loading your products to the online store to digital marketing (Amazon 2012). 

Amazon has made it easy for people to order products online by developing technology that makes it easier to navigate and explore. Immediately one has their products, they just need one payment to process the order. Using this pillar of exploiting affiliate products and resource, Amazon has been able to sponsor a program known as Affiliate Marketing. This program has been successful because about 40 percent of Amazon’s sales managed to come from this program. By the end of the year 2007, Amazon recorded over 1.3 million sellers through its world wide web. This program continues to expand as sellers increase in number. 

Customers as well have the opportunity to review and rate products on a scale of 1 to 5. The CEO and founder of Amazon.com, Jeff Bezos, believes that customer service is the main corporate goal and not and additional goal. Amazon is motivated towards informing customers because they want them to access whatever is available depending on their desire. Billions of money have been spent in creating one of the best customer relations as well as it is the interface if its website. Amazon is able to assist customers in a number of ways including sending emails. Customers can request clarification on any information through emails. The company has been successful especially with its digital content that includes Kindle e-readers, movies, music and tablets, among many others. It has done tremendously well with its e-books and video. In North America, Amazon recorded media revenue estimated to be $2.2 billion in the first quarter of 2011. In the fourth quarter, this figure went up by 8 percent (Reuters & Kobie 2012). 

Amazon regularly implements its technological innovations as well as its reputation in order to gain the loyalty of the customers. Gaining customers’ loyalty is the number one thing a company should emphasize on. Positive loyalty leads to high sales and high margins, thereby translating to long-term profitability (Mirow 2005).  
The Road to Market Leadership

Amazon has been influenced in a positive way because of its reputation, brand recognition, and the fact that they have been in the business for quite a long period of time. The Company’s website has certain characteristics that create a positive perception to the customers. For example the website is reliable, efficient, likeable, private and secure. There is also the aspect of customer satisfaction in terms of variety and marketing activities that impacts the consumer. Research has proven that about 60 percent of adults in the US had a slight idea of what Amazon is and what it does. Amazon was also voted to be the 57th brand between Pampers and Hilton, to be the most valuable. Its ability to provide structures to 3rd parties has stimulated a lot of trust. It has used mechanisms such as feedback and credit card guarantees, just to mention a few, to build trust in the marketplace. The main challenge for businesses in EC markets is based on service and price dimension (Mirow 2005). Amazon has been able to practice its operations along this line, offering the lowest possible prices. In Amazon, low price is considered to be a strategic factor for success. 
How to succeed in Electronic Commerce (Recommendations)

One of the most important principles of succeeding in electronic commerce is to specialize in market orientation. Companies should be able to identify and target relevant markets. One cannot specialize in electronics and target fashion and design markets. It is also important for the company to be user oriented. All the needs of the customers must be targeted immediately the target market has been established. In the case of Amazon, it is clear that they use this principle more often, which is why they have been able to maintain and retain their customers. The company should as well implement a systematic management process which will enable the company to deal with simultaneous business opportunities. This can be done through planning, monitoring as well as controlling all electronic commerce activities (Mirow 2005). Implementation of innovative solutions is also important especially in dealing with market conditions that seem to change drastically. It also helps to deal with changing customer expectations. It is also important to integrate activities at the technological and operational level. It is clear that isolated solutions cannot acquire performance potential as required. The other principle that the company must practice is creating economic valves. These valves can be used as a principle of guarding all technological activities. All these principles can be used to determine the EC orientation. 
Conclusion

It has been clearly shown that in order to succeed, in EC – electronic commerce, there are a number of strategies that a company must apply. Amazon has led its way to market leadership because of its core strategies on the basis of customer focus. Established reputation, brand name and continuous innovation have also made Amazon to be voted as one of the best online stores offering important and necessary products. Its success has come out of constant groundbreaking. The fact that Amazon is committed to drive its customers towards exploitation of technology, it will always remain to be the leader in e-commerce. Amazon has already adapted to the market, but then this is the time they are leading and changing the market. Since online retailers have a hard time building reputation, it has been easy for Amazon. People have the perception that online stores are insecure.  
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