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Marketing Management:
Introduction:

Marketing management can be defined as a systematic process and interaction of people, equipment and procedures to collect, sort, analyze, assess, and distribute relevant, well-timed and precise information for use by marketing decision makers to improve their marketing planning, implementation, and control.
Discussion:
Amazon.com is an American e-commerce company based in Washington, U.S. Amazon.com is one of the major companies and the first ones to be involved in selling of its products over the internet. It is considered one of the icon stocks in the world with advanced marketing techniques and provides its customers with good business models. It was first launched in the year1995 as a book store but later diversified to areas of providing DVDs, computer soft wares, video games, furniture, food and among others
Marketing mix for Amazon.com has been the key in-thing for it continued success and the reason why it has flourished has been attributed to the following strategic 4p’s;
 
Product; The products produced by Amazon are different as mentioned above. At first, it was just an online store for many academic journals, books and articles but as technology changed and competition increased, then it was practical for it to expand to other options. The characteristics of the company’s products are well defined to meet the needs of the consumers; the packaging of the product is considered attractive to entice the customers to buy the products. Amazon believes the quality of their products is perfect, that is, it is the quality that matches with the prescription of the product in the market so that it can maintain its consumers who are not misled with the misrepresentation of the qualities with its competitors such as bookedu.com and others. 
Pricing; Amazon.com has adopted on the following pricing methods to enable product reach its marketing standards. Premium pricing is where the uniqueness of the company product is defined such as a fixed online fee. For Amazon to be able to gain the market share, it begun with the application of the penetration pricing whereby, once the company achieved the market share, it increased the price of its product. Amazon.com has placed its company products at relatively affordable prices since its setting up, a development which has yielded abnormal profits. 
Promotion; Amazon.com Company has promoted its products online but it has also engaged in newspaper and electronic advertisement. Amazon’s channels of distribution are considered to be the best and have played an important role increase of revenue. For example, the availability of the internet protocol or modems to the customers has played a major role for the success of the organization. Amazon either uses the direct or the indirect channels that is, supplying to the consumers directly or through wholesalers.
Place; Amazon has spread from its native origin in America and it is now operating in numerous countries due to the need for academic and professional studies.  Because Amazon utilizes computer technology, it has a wider market access which is easily reached.

Amazon’s competitive advantage 
The company has a competitive advantage in the online market over its main rivals in the industry. This is because the management of Amazon has been efficient and effective in their jobs by practicing good measures that includes; frequent monitoring of other competitors products, constant improvement of its products quality to meet the ever increasing market demands, provision of social support and community projects such as providing scholarships to needy students and employing sound financial management techniques as well as constant evaluation and control measures of the company.
Also the customers of Amazon have been allowed to tailor the company’s website to suit their own preferences. For most sites it is difficult to achieve this and that changes are usually made with instructions from the company. Amazon has provided a preference link on its frontier menu that allows the customers to access many options they require but not to change its content. The user name of the editor is displayed in all the articles and pages he or she has contributed. Signatures are also customized under user profile in order to easily link the user to the writer of the material. Amazon.com practice hierarchical arrangement of information elements that provides the possibility of quick access of information even in situation where there chaotic sea of information accessible from other sites. A good example is the Amazon ‘Home’ page with specific items related to the information placed on the second page. Also, graphical elements placed on the first page compliment what is on the second page of the web especially what is important to the customers.
 
Conclusion:

Marketing management for Amazon.com has advanced into different sectors over time and it has continued to grow rapidly. For example the use of internet marketing by Amazon.com has taken internet marketing to higher heights through its unique business models. The most popular feature for Amazon is the ability for its users to submit reviews to the web page for most of its products making its popularity and dependability global.
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