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ABSTRACT 

Purpose: The provision of a method for thoughtful decision-making is the core purpose of 

artificial intelligence research and development. The primary goal of artificial intelligence 

(AI) is to give computers the ability to do intellectual tasks such as making decisions, solving 

problems, seeing their surroundings, and understanding human communication. Amazon is 

famous for using robots—roughly 30,000 of them—within its distribution centres. The company 

has gained mechanical autonomous organisation, which allows the robots to function 

independently. Kiva in 2012. Retailers can improve their demand estimates, make better 

pricing decisions, and optimise product placement with the aid of AI. The end result is that 

customers are connected with the proper products at the suitable time, in the appropriate place, 

and at the appropriate price. Utilizing predictive analytics may assist in determining the 

amount of a product that should be ordered to ensure that shops do not end up with either an 

excess or a shortage of inventory. 

Design/Methodology/Approach: The efficiency of our workplaces may be substantially 

improved by the use of artificial intelligence. When AI is utilised to do tasks that are boring or 

dangerous, human workers are given more time to concentrate on endeavours that need 

capabilities such as creativity and empathy, amongst other abilities. Artificial intelligence (AI) 

may be of assistance to a corporation in three different areas: the automation of corporate 

processes; the acquisition of insight through data analysis; and the interaction with consumers 

and staff. 

Findings/Result: As a result of AI, individuals will be freed up to focus on the 20% of non-

routine jobs that account for 80% of the value they create. In the future, "intelligent automation 

of process change" (IAPC) will be used by smart machines to constantly examine and improve 

the whole process of a business's response to artificial intelligence. Automated and optimised 

everyday chores save your time and money and improves operational efficiency and 

productivity. The outputs of cognitive technology may help you make quicker business 

judgments and benefits the AI in the Workplace. Doing the same thing over and over again 

might take a toll on your workers' productivity. Automating and optimising these procedures 

will save you money. Employees will be able to concentrate on multiple areas at once, resulting 

in increased production. As AI processes data more quickly than humans, this leads to 

increased productivity. 

Originality/Value: It is essential to have a deeper comprehension of the differences between 

AI and human intelligence if we are to be adequately prepared for a society in which AI will 

play a much more pervasive role in our everyday lives in the foreseeable future. The process 

of reproduction is intricately connected to both biological and human intelligence. The 

advancement of artificial intelligence (AI) is significant for the reason that it paves the way for 

software to perform human activities and cost-effective than it was previously possible. 

Paper Type: Company Analysis. 
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1. INTRODUCTION : 

Today, the phrase "artificial intelligence" (AI) is not a foreign one. All throughout the home and out in 

the world are practical applications for artificial intelligence. They may be found in workplaces such as 

offices and financial institutions as well as healthcare facilities, factories, and even outer space. Robots, 

speech recognition, self-driving cars, and satellite navigation systems all rely on artificial intelligence 

algorithms. There is a perception that artificial intelligence is a broad field, but it is really used in a 

limited number of fields such as healthcare; biology; information technology; and business. Electronic 

commerce (E-commerce) has exploded in popularity in recent years, becoming the retail industry's 

fastest-growing channel [1-2]. This year's COVID-19 epidemic has significantly affected people's lives, 

and e-Commerce has played an even greater role in keeping society's economy healthy [3]. 17 percent 

of all items will be purchased online by 2021, according to Euromonitor's projections. There will be 

USD 4.2 trillion in global e-commerce sales in 2020; this is up 24% from 2017 and 7% lower than in 

2017 [4]. The fashion business is riper for digitalization than any other, owing to the enormous range 

of items that can be accessed via digital media and consumed by anybody in the globe at any given 

time, anywhere, at any given moment [5]. Companies will be able to demonstrate their products, 

services, and other offerings through various digital media, such as computers, smartphones, tablets, 

and other devices [6]. Images, texts, robustness, art, and games are all examples of varied methods to 

provide these sorts of knowledge [7]. Customers may enter the shop, grab what they need, and walk out 

with the costs of everything they've taken instantly invoiced to Amazon's mobile app [8]. There are 

many people who feel that using AI in retail would make it dominating player in retail in the near future 

since it removes the main source of customer dissatisfaction with shopping, which is having to wait in 

line for long periods of time to pay [9]. When it comes to shopping, this important innovation has 

revolutionised the way people buy and helped to saving time in a busy environment. 

Designing an easy cashier-free or smart checkout system for university students and employees is the 

goal of this study. When it comes to this research, there are a number of goals that must be met. 

Identifying the economic value and advantages of AI is crucial [10]. Ad Preference Manager (APM) 

enables users to monitor and amend their interest profiles, as well as to get an explanation for each 

sponsored ad that is presented on the social media platform [11]. Recently, researchers have used 

platform-specific APMs to assess the accuracy of interests inferred by social media sites, such as 

Facebook and Google [12] (also known as ad settings). Offline data brokers, such as Acxiom and 

Experian, were able to run Facebook advertising that were accurate and comprehensive. Even though 

this option was deleted by Facebook in March of 2018 [12], it is still available on the site. 

2.  RELATED RESEARCH WORKS : 

The essential points of this thesis are discussed in detail in this chapter. The definitions of terminology 

like "intelligence" and "artificial intelligence," as well as the relationship between human and artificial 

intelligence, are explained. During the dotcom bubble's bust in the mid-2000s, some artificial 

intelligence funding vanished. Machine learning, on the other hand, continued on its path thanks in 

large part to improvements in PC hardware. Machine learning methods were successfully used by 

businesses and governments in constrained situations. Organizations were able to store and process 

enormous volumes of data because of exponential advances in PC handling force and capacity. It was 

in the last 15 years that Amazon and Google, as well as Baidu, used machine learning to their enormous 

benefit. Other than gathering data on their clients in order to better understand their behaviour, these 

businesses work on PC vision, common dialect handling, and a slew of other AI projects. As a technique 

of augmenting the device's capacity to conduct extraordinary and immediate services and correction, 

AI may be described. In today's high-tech environment, AI is of essential relevance since it is reshaping 

the fundamentals of commerce. AI may be used by retailers to enhance and modernise their entire 

customer service. AI is now better equipped than ever to perform precise and accurate analyses thanks 

to the massive amounts of data that powerful, giant retailers like Walmart and Amazon have access to 

on a daily basis from their customers [13]. These analyses include predicting customer behaviour, 

suggesting products they'll like, increasing inventory levels while minimising costs of transportation 

and delivery, and so on. Increasing the accuracy of forecasts will let businesses to make more money 

http://www.srinivaspublication.com/
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by avoiding having to acquire things that will merely take up valuable storage space in their warehouses 

[14]. Not only is the corporate sector being dominated by AI and smart sensors and robots, but so are 

many other disciplines as well [15]. 

The Ad Preference Manager on Facebook enables users to examine their interests (APM) [16]. It is 

common to use the APM as a dashboard to display advertisements that are more relevant to the user (as 

shown in Figure 1a). Users may see what Facebook thinks they're interested in through this dashboard 

[17]. Following are the sections of the APM.  

a) Your Interests: All of Facebook's inferences about a user's interests may be found in this section, 

broken down by category [18]. An explanation for why a particular interest has been inferred may 

be found in each interest. The user also has the option of removing any interests that were 

incorrectly determined. 

b) Advertisers and Business: Advertisers that have submitted user contact information, such as phone 

number or email address, for the purpose of targeting adverts may be found in this subsection [19]. 

Ads clicked and hidden by a user are likewise included in the list. 

c) Novel marketing: Using AI in online shopping allows for a more customer-centric search and a 

higher degree of personalization, resulting in a more efficient sales process [20]. AI systems 

stimulate the spread of new marketing approaches to efficiently reach target customers and to give 

improved consumer experiences. Company-customer interactions have been transformed by the use 

of information technology (IT) [17]. However, trust is the foundation of every technological 

revolution. 

d) Information Technologies (IT): The advent of digital technology has had a profound impact on a 

diverse range of areas of modern life. A digital personal assistant (DPA), like Microsoft Cortana 

(Microsoft), Apple Siri (Apple), or Google Assistant (Google). A variety of activities may be 

assisted by DPA by accepting audio or text commands [21]. These tasks include: shopping, listening 

to music or setting a timer; sending messages; operating domestic appliances and electronic 

equipment; and answering basic questions. 

Consumers' perceptions and acceptance of the usage of AI in web shops must be better understood by 

online merchants. Because time and cost efficiency in purchasing has lately become more and more 

crucial, they need to know how to apply AI to enhance online spending and buy frequency [22]. To put 

it another way, internet shopping provides clients with an easy method of acquiring their preferred 

goods. Google Scholar is a search engine which is used for finding related works. E-commerce, 

Artificial Intelligence and Internet of Things are the keywords which we have used to search the journals 

and conference papers. 

 

Table 1: Related Works on Amazon's Artificial Intelligence in Retail Market 

S. 

No. 

Author(s) Year Area Findings 

1 Anderson, J. 

C., & Gerbing, 

D. W. (1] 

1992  

E-Commerce 

Attempt is made to provide some clarification 

and guidance to researchers interested in 

employing structural equation modelling to 

test and develop theory 

2 Liang, Y., Lee, 

S.-H., & 

Workman, J. 

E. [2] 

2020 Artificial Intelligence Examined consumers’ attitudes and purchase 

intentions toward an AI device. 

3 Batra, R., & 

Ahtola, O. T. 

[3]. 

1991 E-Commerce This paper reports three studies that validate 

measurement scales for these constructs and, 

using them, show that these two attitude 

dimensions do seem to exist; are based on 

different types of product attributes; and are 

differentially salient across different consumer 
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S. 

No. 

Author(s) Year Area Findings 

products and behaviours, in theoretically-

consistent ways. 

4 Cass, A. O. 

[4]. 

2001 Fashion Designing Examines the relationships between gender, 

age, self-monitoring, materialism, fashion 

clothing consumption motives and fashion 

clothing involvement. 

5 Bues et.al [5]. 2017 E-Commerce Study investigates how mobile in-store 

advertising should be designed in order to be 

most effective. The authors identify three 

value drivers (price promotion, location, and 

personalization) and examine their effect on 

customers’ purchase intention. 

6 Kim, T., Chiu, 

W., & Chow, 

M. K. F. [6]. 

2017 Internet Of Things Explores characteristics of possible market 

segments and provides a better understanding 

of user profiles of sports wearable devices 

7 Preeti Virdi, 

Arti D. Kalro, 

Dinesh 

Sharma [7]. 

2020 E-commerce Exploratory attempt to understand how 

consumers use multiple decision aids present 

on e-commerce websites. 

8 Hess, T. J., 

McNab, A. L., 

& Basoglu, K. 

A. [8] 

2014 Information 

Technology 

A reliability generalization study (a meta-

analysis of reliability coefficients) was 

conducted on three widely studied information 

systems constructs from the technology 

acceptance model (TAM): perceived ease of 

use, perceived usefulness, and behavioural 

intentions. This form of meta-analysis 

summarizes the reliability 

9 Davis, F. D. 

[9] 

1993 Information 

Technology 

TAM(technology acceptance model) provides 

an informative representation of the 

mechanisms by which design choices 

influence user acceptance, and should 

therefore be helpful in applied contexts for 

forecasting and evaluating user acceptance of 

information technology 

10 Davis, F. D., 

Bagozzi, R. P., 

& Warshaw, P. 

R. [10] 

1989 E-commerce Addresses the ability to predict peoples' 

computer acceptance from a measure of their 

intentions, and the ability to explain their 

intentions in terms of their attitudes, 

subjective norms, perceived usefulness, 

perceived ease of use, and related variables. 

3. OBJECTIVES : 

Computers' ability to execute activities like decision-making, problem-solving, sensing, and 

interpreting human communication is at the heart of AI's primary goal. An artificial intelligence 

multiagent shopping system that is provided with information about different products. Users may 

create an account and add information about a certain product they're interested in. Each information 
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entered by the user is saved and processed by the system, which then searches for objects that fit his 

search. 

4. METHODOLOGY : 

4.1 Classifications of artificial intelligence  

The two primary goals of artificial intelligence are technical and scientific [23]. Artificial intelligence 

has been utilised in two ways: to do useful tasks, and to answer questions about people and other living 

things by incorporating it into models and ideas. 

Narrow artificial intelligence and general artificial intelligence are two examples of technological 

artificial intelligence [24-25]." There are many different types of artificial intelligence, but narrow 

artificial intelligence refers to systems that may be seen in computers. Without being explicitly coded, 

it concentrates on resolving a single issue that has been learnt and taught in order to accomplish a certain 

set of activities. Vision-acknowledgment frameworks on self-driving cars, Siri virtual function on 

iPhone Apple, and recommendation motors, which indicate products consumers may acquire based on 

what they have previously bought, are all examples of this sort of machine insight. Narrow artificial 

intelligence can be put to use in a variety of different ways, from answering basic customer service 

questions to coordinating with other clever frameworks to perform tasks such as booking a hotel at the 

right time and location, assisting radiologists in the detection of potential tumours in X-rays, identifying 

offensive content on the internet, and so on [26]. 

 

4.2 Application fields of artificial intelligence technology  

Since tasks are carried out in a human-like manner by computerised reasoning, the whole framework 

benefits from increased precision, efficacy, and efficiency. It is impossible for machines to become tired 

of working since they lack the ability to feel [27]. Furthermore, computers with knowledge have far 

better throughput since they are not affected by the same thoughts or sensations that affect humans. 

Knowledge in these machines is recognised for its ability to apply rationality and provide a productive 

and exact yield for the ultimate customer. As preparatory information, the numerical model of artificial 

intelligence provides this insight into the framework's learning. Additionally, this data is put to good 

use in order to complete various tasks for the benefit of the customer [28]. Figure 1 illustrates the six 

applications of artificial intelligence that may be found under the umbrella of artificial intelligence. 

 
Fig 1. Main fields of artificial intelligence [29] 

 

4.3 Machine Learning in Artificial Intelligence (AI): 

There is a 1959 definition of "machine learning" which states that this discipline studies how computers 

may learn on their own without being explicitly programmed. An important element of machine 

learning is that it doesn't obey pre-programmed "rules," even if this description is a little ambiguous 

http://www.srinivaspublication.com/
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[30]. Automated data analysis, pattern recognition, and learning from data are all part of the generic 

definition of "machine learning," which encompasses a variety of techniques. Alpha Go Zero's 

"reinforcement machine learning" begins with the game's governing principles solely [31]. Robotics is 

the science and engineering of creating machines that can do human tasks in their place. According to 

their purposes, various types of robots have been given distinct titles, such as medical robots, 

agricultural robots, and home appliances [32]. Because many of them are meant to do repetitive and 

risky duties rather than high-precision and creative activities, they are not necessarily like people. 

Designing robots that look like people help them be accepted more readily by the general public. 

Reality changes quickly in the actual world. Even if the setting or circumstance has never been 

experienced before, an AI system must be able to adapt swiftly and securely to a new context in a fast-

changing environment. A lifelong pursuit of knowledge is essential [33]. 

Artificial Intelligence (AI) is really a collection of technologies. To get the most out of AI, a number of 

other technologies must also be swiftly developed. As seen in table 1, Internet of Things (IoT) research 

as well as reinforcement learning and natural language processing are all critical components of the 

overall research strategy [34]. 

 

4.4 Natural: Language Process with Artificial Intelligence (NLP – AI) 

An artificial intelligence area called natural language processing (NLP) is concerned with helping 

computers comprehend how people write and communicate. Programming in Python is an excellent 

option for natural language processing due to its simple structure and text processing tools such as 

SpaCy [35]. Other programming languages may be readily integrated with Python because to its 

excellent documentation and community assistance. In this series, we'll see that deep and machine 

learning, as well as natural language processing, are all options in the broader field of artificial 

intelligence [36]. In addition, he studied the intersection of these ideas in Fig. 2, which you can see in 

more detail below. 

 

  

 

 

 

 

 

 

 

 

 

 

 

Fig. 2 The intersection of NLP, machine/deep learning, and artificial intelligence [37] 

 

Processing of natural language using various techniques. Natural language processing may be used for 

several purposes, as mentioned below. 

a) When a word is reduced to its stem from its inflected or derived forms (e.g., fast), the process is 

known as stemming [38]. 

b) The goal of lemmatization, like that of stemming, is to identify a word's lemma. A set of inflected 

word forms (such as is, are –> be) is treated as a single item by lemmatization. 

c) Term frequency is a quantity of how often a term appears in a given text or a group of texts. Searches 

for information, text mining, and user modelling may all benefit from the strategy [39]. Inverse 

document frequency is a subtype of the technique. It is used to lessen the weight of words that occur 

in a document collection more often and to increase the weight of terms that appear in the collection 

less frequently. 

d) To determine if a sentence is favourable, negative, or neutral, many people use sentiment analysis. 

Sentiments may also be categorised by industry, source, and formality. What's crucial is that this 

method allows you to assess a statement's complexity [40]. 

e)  
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4.5 Image processing and Multimedia Analysis with AI: 

The New Generation Artificial Intelligence Development Plan emphasises explainable and inferred AI. 

A more logical multimedia may be achieved by focusing on AI. To understand how intelligent systems 

may survive in the actual world, and potentially to replicate this process, is one of the ultimate goals of 

artificial intelligence. Humans' capacity to see and reason is a key aspect in their ability to survive in a 

variety of situations [41]. As a consequence of this, research into artificial intelligence that simulates 

human perception and reasoning will result in more inferrable multimedia content that is able to 

perceive and reason. Even though AI may be used to improve multimedia, there have been significantly 

less attempts in this regard, namely, boosting its reasoning capabilities. The loop connections of 

Multimedia and Artificial Intelligence are illustrated below (AI). This is Fig. 3. 

 
Fig. 3: The “Loop” of Multimedia image processing with Artificial Intelligence [42]. 

This article discusses about how multimedia and AI interact on two levels: the content level and the 

application level. If you want to see a paradigm leap in AI's capacity to explain itself, focus on 

multimedia. If you focus on multimedia, you'll get more inferable multimedia. 

The widespread availability of multimedia data, on the other hand, makes possible a wide variety 

of multimodal applications. Some examples of these applications are audio-visual speech 

recognition, the captioning of images and videos, and the answering of visual questions. 

 
Fig. 4: Multimedia promotes machine learning [44]. 

 

According to the diagram in Figure 2, in this part, we'll look at how multimedia may help advance 

machine learning in two ways: by encouraging the advancement of machine learning methodologies as 

well as by promoting the advancement of machine learning applications. 

 

4.6 Experts Systems with Artificial Intelligence  

The ability of a computer programme to make judgments in a manner that is analogous to that of a 

knowledgeable human being is referred to as a "expert system." Instead of the traditional procedural 

code, if-then rules are employed in expert systems, which are designed to think like people. This is 

because if-then rules are easier to understand and more flexible. Humans and organisations with 
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extensive expertise in a specific sector may benefit from using expert systems, which employ artificial 

intelligence (AI) to mimic human judgement and behaviour. For those unfamiliar with the term, what 

exactly is an expert system? Expert systems have several properties that are worth mentioning. Expert 

Systems Have These Characteristics. An expert system, on the other hand, is indestructible. A human's 

knowledge may be more widely disseminated this way [45]. A single expert system may include 

information from several human experts, as demonstrated in Fig. 5. 

 
Fig. 5 Expert system with Artificial Intelligence [45]. 

 

Information base knowledge may be found and interpreted by the inference engine, and a solution 

relevant to the user's issue can then be found. To discover new facts, an inference engine uses the rules 

it has learned from its knowledge base. An explanation and debugging capabilities may also be included 

in inference engines. There have been a number of arguments regarding the future of mankind in the 

face of such intelligence, wondering whether computer power has beyond our capacity to govern. 

Expert systems have sparked many of these discussions. 

 

4.7 Computer Visions with Artificial Intelligence  

Computer vision is a field of study that aims to help computers see. Computer vision problems attempt 

to derive the most abstract possible truths about the world from the raw visual input they are given. 

Artificial intelligence and machine learning are two broad categories that include a variety of 

approaches, including both specialised techniques and more general approaches to learning [46]. If you 

want a basic example, you may figure out the cost to buy an apartment or house. Fig. 6 shows computer 

vision using a standard neural network. 

 
Fig. 6 Computer vision with Standard Neural Network [46]. 

 

The Price component is influenced by a wide range of elements, each of which has an effect. For 

example, the room's square footage, the number of bedrooms, and the neighbourhood’s postal code. To 

illustrate how a neural network may generate a price as an Output, using the parameters listed above as 

inputs, the following Neural Network is shown in figure 6. 

5.  TECHNOLOGY ANALYSIS WITH AI (ARTIFICIAL INTELLIGENCE : 
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Since tasks are carried out in a human-like manner by computerised reasoning, the whole framework 

benefits from increased precision, efficacy, and efficiency. As machines lack emotions, they do not get 

tired of working [46]. Furthermore, computers with knowledge have far better throughput since they 

are not affected by the same thoughts or sensations that affect humans. Knowledge in these machines 

is well-known for its ability to apply logic and deliver a high-quality end result for the customer. A 

numerical model is used to create an artificial intelligence awareness framework, and it is this model's 

learning that dictates this early insight into the artificial intelligence framework. Additionally, this data 

is put to good use in order to complete various tasks for the benefit of the customer. Because there is a 

dearth of data, any research that is conducted must be preliminary, and advancements in this area must 

be continually tracked [46].  

Because of the availability of data and infrastructure in the financial industry as well as technical 

advancements, as well as demand considerations including profitability requirements, competitiveness 

with other businesses, and regulatory mandates, these use cases have become more popular [47]. The 

quality of credit, the cost of insurance contracts, and the automation of client contact are just a few 

examples of the applications that financial institutions and suppliers are already employing AI and 

machine learning technologies for. Trading huge holdings has a significant influence on the market, 

which is why institutions are using AI and machine learning to make the most of their limited resources. 

Regulatory compliance, monitoring, data quality evaluation, and fraud detection may all benefit from 

the employment of these technologies [47].  

Financial stability might gain from and be jeopardised by the implementation of FinTech in the next 

years and the increasing availability of data, as shown by our research using the FSB FinTech 

framework [47]. In several areas, the FSB study on FinTech regulatory and supervisory challenges has 

similar findings. These are the names of the individuals: For instance, a more effective processing of 

information in credit judgements, financial markets, insurance contracts, and customer involvement 

might be beneficial to an already efficient financial system. Robotics and artificial intelligence (AI) 

may enhance regulatory compliance and supervisory effectiveness via RegTech and SupTech. - Third-

party dependencies may arise in the future due to network effects and scalability of new technologies. 

Thus, new systemically significant actors may arise, and they may do so outside the regulatory 

framework. Fintech firms may become more intertwined as a consequence of AI and machine learning 

being used to integrate previously unconnected data sources [47]. 

 

 
Fig. 7: Supply and demand factors in Technology analysis - AI and machine learning [48]. 

 

Demand is also driven by the need to comply with regulations. Automating and adopting new analytical 

tools, such as AI and machine learning, has been driven by new rules, which have raised the demand 

for effective regulatory compliance. As a result, financial institutions are looking for ways to meet 

regulatory requirements, such as prudential laws, data reporting, best execution of transactions, anti-

money laundering and counter-terrorism funding restrictions, at a reasonable cost [48]. This means that 

in order for regulatory authorities to effectively oversee the financial industry, they must use more 

sophisticated analytical techniques that can deal with increasingly big, complicated, and rapidly rising 

datasets. Figure 7 illustrates the interplay between these supply and demand forces. 
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6. CASE STUDY OF Amazon Intelligence : 

6.1 Future of Amazon Intelligence  

Amazon.com, the world's first one trillion-dollar firm, is an e-commerce powerhouse. As creator Jeff 

Bezos continues to develop his massive firm, it is adding new components like healthcare, artificial 

intelligence, and, of course, additional convenience shops [49]. 

A total of eight Amazon Go shops will debut in San Francisco and Chicago in 2019. There are no 

checkout lines at Amazon Go, a brick-and-mortar shop [49]. In Amazon Go shops, shoppers' purchases 

are tracked by sensors, deep learning, and computer vision, and they are charged through the app as 

soon as they leave the store. More than 3000 Amazon Go shops are expected to debut in the United 

States by 2021, according to a Bloomberg reporter. In the end, Amazon.com's artificial intelligence 

technologies have made it an amazing e-commerce shop. Amazon has a bright future ahead of it, and if 

the firm can focus more on improving its present artificial intelligence applications, it will be one of the 

strongest e-commerce rivals in the future [49].  

 

6.2 SWOC Analysis of Amazon 

A SWOC analysis of Amazon can assist in understanding the business situation of this online retail 

behemoth.  

Strengths: 

The fact that Amazon is able to keep its lead over its competitors is in part due to the fact that the 

company uses information technology and e-commerce as a flexible and user-friendly system in order 

to stay at the top. Amazon’s success can be described, in large part, to the application of a three-pronged 

strategy that emphasises originality, cost leadership, and focus. This strategy has allowed Amazon to 

achieve its success. As a result of this method, the company has realised profits, and its shareholders 

have benefited greatly. 

a) The SWOC analysis of Amazon in India shows that one of Amazon’s key features is that it has top-

of-the-line awareness of buyers across the world and India, and this understanding has allowed it 

to penetrate new territories that were earlier off-limits to several e-commerce opponents [50]. 

b) Amazon has been able to accomplish better customer fulfilment thanks to its excellent distribution 

and logistics skills, providing it with an edge over its rivals [50]. 

Weaknesses: 

a) In recent years, as part of its diversification plan, Amazon has been spreading itself too thin, which 

means that it has diverted its emphasis from its main business of online book sales. This is because 

Amazon has been stretching itself too thin. Amazon must bear in mind that as it moves farther and 

further away from its core competencies, it runs the danger of alienating its competitive edge even 

if this may seem to be a smart plan for risk diversification [51]. 

b) Because Amazon provides free delivery to its consumers, the company stands the risk of incurring 

financial losses. As a result, there will be no possibility of a decrease in costs [52]. 

c) Because Amazon is primarily an online shop, the company's exclusive concentration on e-

commerce has the potential to impede the company's development aspirations, particularly in 

developing economies [52]. 

d) Analysts and experts in the industry have pointed out that one of the key difficulties with the 

company is that it relies on extremely narrow margin business techniques, which has significantly 

harmed the company's capacity to turn a profit. This is one of the primary problems that has been 

pointed out by these analysts and experts [53]. 

e)  Despite having high quantities and sales, Amazon is still not able to earn a profit [53]. 

Opportunities: 

a) Given that people are concerned about security and privacy while shopping online, Amazon stands 

to gain a large amount of market share by implementing its online payment system. Furthermore, 

having its payment gateway would have resulted in profit margins increasing [54].  
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b) Amazon may sell more of its own goods directly in addition to serving as a platform for the sale of 

products sold by third parties. To put it another way, rather than only selling and stocking things 

that are manufactured by its suppliers, it may grow the number of products that are offered via its 

brand [54].  

c) It is possible that Amazon would expand its product listing by stocking a greater number of items 

than it now does. This would put the company in a stronger and more secure position to generate 

more income [55] 

d) Amazon's SWOT analysis suggests that the fourth potential for the company is to extend its 

worldwide presence and build new facilities in developing areas [56]. This would provide the 

company with a significant competitive advantage in the very cutthroat retailing industry of digital 

goods. 

Challenges: 

a) Cybercrime poses the greatest threat to the continued success of Amazon. The organisation is very 

concerned about the risks of hacking and identity theft [56].  

b) On its website, Amazon needs to answer customers' concerns as soon as possible. In light of the 

fact that cybercriminals are always creating new methods of attack, this should serve to safeguard 

users' privacy and internet security [57]. 

c) This is due to the fact that they take an approach to cost leadership, which other businesses have 

criticised as being unfair on occasion [57].  

d) Internet businesses that are local have an advantage against Amazon due to the fluidity and agility 

of their business strategies and operations [58].  

 

6.3 Impact of Covid-19: 

Amazon is one of the few corporations that has continued to profit from the coronavirus epidemic. The 

company was able to declare record earnings in July thanks to increasing online sales, which contributed 

to the company's overall growth. The supply chain for Amazon was heavily disturbed, which made to 

declare as out-of-stock items and delivery delays. The global coronavirus epidemic claimed the lives of 

more than one million individuals, but it also produced illness [59]. It wrecked the global economy, 

brought whole sectors to a halt, prompted massive layoffs, and, in the case of retail, expedited the slow-

moving downfall of already struggling department store chains. Those are just some of the negative 

effects it has had. 

7.  RESULT & ANALYSIS : 

 
Fig. 8: Monthly data, 3-month average & 6-month average Mobile phone [59] 
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Following our study and findings, the e-retailer decided to use the FBA logistic model in September 

2020. Figure 7 depicts the monthly, three-month, and six-month average sales volumes from July 2019 

to March 2021. After a slow increase in sales from July to August of 2020 with the previous operating 

model in place, the FBA logistic model was implemented in September of that year and sales grew 

rapidly. Fig-8's features are provided in the graph below (Fig. 8).  

 

Sales of mobile phone covers jumped in September 2020, an increase of 67%. From August 2020 to 

September 2020 the sales rose by 72 percent. Customer concerns about response time after adoption of 

the FBA logistic model and information displayed in fig.8 were not recorded by customers (Fig. 9). 

 
Fig. 9: Monthly data, 3-month average & 6-month average party decorations [59] 

 

There is no question that the supply chain that supports online commerce is always undergoing 

development in order to facilitate improvements in both productivity and cost-effectiveness. It is 

essential to efficient supply chain management to have the ability to observe each link in the supply 

chain. 

8. RECOMMENDATIONS : 

 
Fig. 10: Amazon recommendation items [60] 
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Many international standards are in use today. Algorithmic trading has become a prevalent part of the 

markets and may, among other things, increase systemic risk. The following is a list of examples: 

New technologies, such as algorithmic trading, have been studied by the International Organization of 

Securities Commissions (IOSCO), and suggestions, including data collecting and cross-border 

collaboration, were made. 

 

Recommendation engines are tools that use algorithms to analyse data and propose goods that are most 

popular with consumers. For each customer, it will recommend products based on their prior buying 

habits. In order to better serve its consumers, Amazon developed Amazon Personalize, a 

recommendation engine that uses data gleaned from previous online purchases to provide more relevant 

suggestions. Amazon Personalize allows users to provide an activity stream from their performances, 

including purchases, page visits [61]. Amazon.com 's "Your Recommendations" link, as seen in figure 

10, takes users to a page where they may browse product recommendations based on item offerings, 

item rankings, and product recommendations [62]. Customers may also benefit from Amazon's 

shopping cart suggestion service, which recommends purchases based on the items in their cart [63-64]. 

9. CONCLUSION : 

Human society's use of artificial intelligence (AI) to analyse, improve, and generate vast volumes of 

data has been a full success. People may now see its uses in their homes, phones, offices, hospitals, and 

retail malls. There are several benefits and chances for businesses to use artificial intelligence 

technology in the business sector. Customers' shopping habits can be measured, their degree of interest 

in things can be determined, and the firm can connect with them and forecast what they'll purchase in 

the future based on their purchasing history.  

Our study project may be able to help us overcome this obstacle. We also point out that participants are 

not aware of the explanations and ability to delete interests from their accounts, which suggests that 

Facebook needs to better advertise the transparency options it has accessible. Here are a few of the most 

pressing questions that need to be investigated: What sorts of non-rational consumer behaviour 

influence users' DPA behaviour, and how can different types of competition and corporate structures 

(such as a lack of vertical integration or conglomerate integration) thwart anticompetitive incentives in 

the DPA and adjacent markets? In internet trade, trust is of utmost significance. 
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