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The $5 billion sales mark----1t took Wal-
Mart 20 years to achieve It.

Source from: http://www.davechaffey.com/E-commg§ e/#]'m a5 h Y
Internet-marketing-case-studies/Amazon-case-stud
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By 2008, 76 million active
customers accounts and order
fulfillment to more than 200

countries.
At December 31, 2007 Amazon

employed approximately 17,000
full-time and part-time employees.

(Wal-Mart: more than one-
million employees)
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Source from: http://www.davechaffey.com/E-commg
Internet-marketing-case-studies/Amazon-case-study ™
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Amazon’s Christmas

"Amazon.com has finished its 13th
Christmas season and the results are
the best ever season, with Its busiest
day being December 10. On that day,
Amazon customers ordered more
than 5.4 million items, which is
62.5 Items per second.

Source from: http://WWW.davechaffey.com/E—comn]ﬁe#]'ﬁ;f;ﬁ»ﬁ%ﬁ%
Internet-marketing-case-studies/Amazon-case-study ™



Amazon’s Christmas

Amazon Worldwide 2007 (Including
results for the US, UK, Germany,
France, Japan and Canada) shipped

more than 99 percent of orders In
time to meet holiday deadlines
worldwide and on the peak day this
season, Amazon's worldwide
fulfilment network shipped over 3.9
million units to over 200 countries.
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Source from: http://www.davechaffey.com/E-commg
Internet-marketing-case-studies/Amazon-case-study ™



Amazon’s Christmas

Amazon.co.uk received orders for over
950,000 items on its busiest day In the run

up to Christmas this year — at a rate of
11 orders per second - exceeding all
previous sales records. At its busiest,
Amazon.co.uk shipped over 700,000
units in one 24 hour period, which
represents 375 tonnes of goods. That

means that on average, a delivery truck
was leaving an Amazon.co.uk distribution

centre once every seven minutes."

Source from: http://WWW.davechaffey.com/E—comn]ﬁe#]'ﬁ;f;ﬁ»ﬁ%ﬁ/g
Internet-marketing-case-studies/Amazon-case-study ™



INn September 2007, i1t launched
Amazon MP3, a la carte DRM-free
MP3 music downloads, which now
Includes over 3.1 million songs
from more than 270,000 artists.
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Amazon Vision & strategy

“Relentlessly focus on customer
experience by offering our
customers low prices,

convenience, and a wide selection
of merchandise.”

Source from: 2008 SEC filing {%“I M5 e 5hr%



Key factors of Amazon’s Success

customer loyalty and repeat
purchases

"We work to earn repeat
purchases by providing easy-to-
use functionality, fast and reliable
fulfillment, timely customer
service, feature rich content, and a
trusted transaction environment. ”

L Mg ahrd



Key factor of Amazon’s Success

Key features of our websites include :

B editorial and customer reviews;
manufacturer product information;

Web pages tailored to individual
preferences, such as
recommendations and notifications;

1-Click® technology;
secure payment systems;
Image uploads;

L Mg ahrd



Key factor of Amazon’s Success

“searching on our websites as well
as the Internet;

browsing;and the ability to view
selected Interior pages and citations,
and search the entire contents of
many of the books we offer with our
“Look Inside the Book” and “Search
Inside the Book” features.

L{ll%!li CFIRTTEY HYSTF



Key factor of Amazon’s Success

1 “Our community of online
customers also creates feature-
rich content, including product
reviews, online
recommendation lists, wish lists,
buying guides, and wedding and
baby registries.”



Pricing Strategy

[he lowest prices are for the most
popular products, with less
popular products commanding
higher prices and a greater
margin for Amazon.

G Mamwsirs



Shipping

Free shipping offers are used to
encourage increase in basket size since
customers have to spend over a certain
amount to receive free shipping.

The level at which free-shipping is set
IS critical to profitability and Amazon
has changed it as competition has
changed and for promotional reasons.

G Mamwsirs



Fulfillment Communication

presentation of latest inventory
avalilability information

delivery date estimates
options for expedited delivery
delivery shipment notifications
update facilities.

G Mamwsirs



Customer Satisfaction

2004 American Customer Satisfaction
Index

88 ---the highest customer
satisfaction score ever recorded In
any service industry, online or offline.

L Mg ahrd



Standard service availability
monitoring

site avallability and download speed

per minute site revenue upper/lower
bounds (an alarm system )

Internal performance service-level

L Mg ahrd



AMmazon Customers

76 million customer accounts but just
1.3 million active seller customers in
It’s marketplaces

loyalty programme

L Mg ahrd



Competition

physical-world retailers, catalog
retailers, publishers, vendors,
distributors and manufacturers of our
products, many of which possess
significant brand awareness, sales
volume, and customer bases, and some
of which currently sell, or may sell,
products or services through the
Internet, mail order, or direct
marketing;

Other online E-commerce sites;

G Mamwsirs



Competition

A number of indirect competitors,
Including media companies, Web
portals, comparison shopping websites,
and Web search engines, either
directly or in collaboration with other
retailers;

Companies that provide e-commerce
services, including website
development; third-party fulfillment
and customer-service.

G Mamwsirs



The main competitive factors

"selection, price, availability, convenience,
Information, discovery, brand recognition,
personalized services, accessibility,
customer service, reliability, speed of
fulfillment, ease of use, and ability to adapt
to changing conditions, as well as our
customers’ overall experience and trust In
transactions with us and facilitated by us on
behalf of third-party sellers".

G Mamwsirs



The main competitive factors

For services offered to business
and individual sellers, additional
competitive factors include the
guality of our services and tools,
their ability to generate sales for
third parties we serve, and the
speed of performance for our

services.

L Mg ahrd



From Auctions to marketplaces

launched In March 1999

IN 2000, 3.2% share of the online auction,
compared to 58% for eBay.

Amazon Marketplace--third-party sellers

initially driven as part of

by the need to | mmmp| the

compete with approach

~_eBay of low-
PrICIO. #stis4 544




The Culture of Metrics

a measured approach to all aspects of
the business to improve Its
performance, beyond the finance

CEO Jeff Bezos :

B ‘saw the light’. ‘At Amazon, we will have
a Culture of Metrics ,

B web-based business gave Amazon an
‘amazing window into human behaviour.

G Mamwsirs



The Culture of Metrics

From human to software-based
recommendations

A test-driven approach to
Improving results -“Data Trumps
INntuitions”

L Mg ahrd



Amazon.com Technology

The Amazon technology infrastructure must
readily support this culture of
experimentation

This can be difficult to achieved with
standardised content management.

Amazon has achieved its competitive
advantage through developing its
technology internally and with a significant
Investment in this which may not be
available to other organisations without the
right focus on the online channels.

G Mamwsirs



Data Driven Automation

‘Data Is king at Amazon’

the way content iIs displayed to
different user types such as new
releases and top-sellers,
merchandising and recommendation
(showing related products and
promotions) and also advertising
through paid search (automatic ad
generation and bidding).

G Mamwsirs



Your Recommendations

Customers Who Bought X..., also bought Y.

The challenge of techniques for sifting
patterns from noise (sensitivity filtering)
and clothing and toy catalogues change
frequently so recommendations become out
of date. The main challenges though are
the massive data size arising from millions
of customers, millions of items and
recommendations made in real time.

G Mamwsirs



Amazon Partnership strategy

share price growth enabled partnership or
acquisition with a range of companies in
different sectors

Drugstore.com (pharmacy), Living.com
(furniture), Pets.com (pet supplies),
Wineshopper.com (wines),
HomeGrocer.com (groceries),
Sothebys.com (auctions) , Kozmo.com
(urban home delivery).

G Mamwsirs



Amazon Partnership strategy

In addition to developing,
communicating and delivering a very
strong proposition, Amazon has been
able to consolidate its strength In
different sectors through its
partnership arrangements and
through using technology to facilitate
product promotion and distribution
via these partnerships.

G Mamwsirs



Amazon Partnership strateg

The Amazon retalil platform enables
other retailers to sell products online
using the Amazon user interface and
Infrastructure through their
‘Syndicated Stores’ programme.

B In the UK, Waterstones
(www.waterstones.co.uk)

B In the US, Borders a large book retailer
uses the Amazon merchant platform for
distributing its products.

G Mamwsirs



Amazon Marketing
communications strategy

The aims are:
B Increase customer traffic to our websites

Create awareness of our products and
services

Promote repeat purchases

Develop incremental product and service
revenue opportunities

Strengthen and broaden the
Amazon.com brand name.

L Mg ahrd



Amazon Marketing
commuhnications strategy

Amazon also believe that their most
effective marketing communications
are a conseguence of their focus on
continuously improving the customer
experience.

This then creates word-of-mouth
promotion which is effective In
acquiring new customers and may
also encourage repeat customer Visits.

L Mg ahrd



Case study: Amazon.com

Amazon Vision & strateqgy

Key factors of Amazon’s Success
Pricing Strategy

Shipping

Fulfilment Communication

Standard service availability monitoring

Amazon Customers
Competition
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Case study: Amazon.com

From Auctions to marketplaces
The Culture of Metrics

From human to software-based
recommendations

Experimentation and testing at
Amazon

Amazon.com Technology

Data Driven Automation
personalisation / Recommendations
Amazon Partnership strategy
Amazon Marketing communications
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