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Share of online sales in the US - nov./dec. 2014
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Europe TOP10 Internet Retailer - 2015 / Websales - 2014
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Amazon's Impressive Long-Term Growth
Amazon's revenue and net income from 1997 through 2017 (in billion U.S. dollars)
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Amazon's revenue and net income from 1997 through 2017 (in billion U.S. dollars)
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Amazon's Impressive Long-Term Growth

Amazon's revenue and net income from 1997 through 2017 (in billion U.S. dollars)

@ Revenue @ Netincome +$107b
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@StatistaCharts Source: Amazon
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More than

30 listing

categories

11 global , customers in
market fullfilment 180

places | 4 centers .
countries

amazon woriamap
N/

*As of March 2015
Source: Amazon Investor Relations
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Amazon Has Yet to Crack the Chinese Market
Market share of e-commerce websites in China in 2016 (% of B2C sales)

Tmall.com

M

Tech Wl Chart of the Day

JO.com EEENIR 24.7%

Suning.com S 4.3%

Vip.com B 3.5%
Gome.com.cn | 1.2%

Yhd.com 8 1.1%

Amazon.cn l 0.8%

B2C e-commerce sales in 2016

Dandang.com | 0.7% $378 billion
China’
Jumei.com | 0.5%
Others 6.7%
* converted from Chinese yuan 10 US. dollars at the following rate: 1 ONY » 0345386 USD

BUSINESS INSIDER

Sources: Mesearch Chna, US. Department of Commerce @ (D @ mt‘m -‘I

56.6%

=

$394 billion
United States

*As of March 2015

Source: Amazon Investor Relations

amazon woriamap
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Jeff Bezos carefully assessed the true
advantages the internet would give him,
and push them to their boundaries.
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Jeff Bezos carefully assessed the true
advantages the internet would give him,
and push them to their boundaries.

1 Limitless iInventory <
2 Customer care <

large selection

customer experience

NN\

3 High margin, low prices < low prices

Old school business model on steroids
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Amazon starts with 1 product categorie,
booKks.

1995
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Amazon has 3 product categories,
books, music and films.

1999




_ large selection
over 130k collection with 280 subgenres
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_ large selection
over 130k collection with 280 subgenres
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most efficient search engine (NYT)
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_ large selection
over 130k collection with 280 subgenres

_convenience
most efficient search engine (NYT)

. low prices
up to 30% discount on some albums

07 &

Amazon has 3 product categories,
books, music and films.

1999




_ large selection
over 130k collection with 280 subgenres

120 days :

S ecome ... convenience

O Deco ; most efficient search engine (NYT)
the largest

online seller «....... low prices
: up to 30% discount on some albums

07 &

Amazon has 3 product categories,
books, music and films.

1999
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Today, Amazon has 30 |

categories




More than 562 mio products for sale

Amazon seller study 2016

2018




Primary product category

Amazon seller study 2016




"‘Commerce Is the simple find it, buy i,
ship it action.

E-commerce IS much more about
online customer behavior’

1998




"‘Be afraid of our customers, because
those are the folks who have the money.
Our competitors are never gonna send us
money. °




"‘Be afraid of our customers, because
those are the folks who have the money.
Our competitors are never gonna send us
money. °

“If you do build a great experience,
customers tell each other about that.
Word of mouth is very powerful.”
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Customer centric innovations




Customer reviews

Customer Reviews

Panasonic KX-TG1032S Dect 6.0 Expandable Digital Cordless Phone System

with 2 Handsets

167 Reviews Average Customer Review

Search Customer Reviews

. 3 f

5 star: (94) R (167 customer reviews) I
4 star: (44) Share your thoughts with other - ;

3 star: (11) gt o ¥ Only scarch this procuct's reviews

2 star: (9

] star: (9) . Create your own review |

The most helpful favorable review

114 of 121 people founc the following review helpful:

“riicio Best DECT6.0; renders
5.8gHz obsolete!

We'd looked long and hard at the latest
5.8gHz Unidens (TRU9300 and TRU9400)
and Panasonic (6000 series) and hadn't
been exactly overwhelmed by the range
and voice quality. Battery life was a

joke. @

The we heard about the new Panasonic
DECT 6.0 phones. In a word: WOW!
Dramatically better range, sound

\ quality, and rated talk time than any of
the 5.8ghz...

- Read the full review >

Published 12 months 3go by siiphium

» See more 5 star, 4 star reviews

Selection proces
Customer centric innovations

1995

The most helpful critical review

33 of 38 people found the following review helpful:

Yoo Bad QC, technical support
even worse

Less than a month after the purchase,
the base-unit button for retrieving the
message stops working. Manufacturer’s
technical/customer support is practically
non-existent. The limited 1 yr warranty
provides only a replacement with a
refurbished (NOT NEW!) product, and
only if the customer mails the phone to
their TX center, at own expense.
Panasonic, shame on you!!!

Publishe¢ 7 months 350 by Damir Vidovic

» See more 3 star, 2 star, 1 star

reviews




Recommendations & bundles

Frequently Bought Together

v Read more

Price For All Three: CDN$ 44.76

('ﬁ‘ Add all three to Cart l

Show availability and shipping details

Have one to sell?

Share Evy®

o This item: Predictably Irrational Revised And Expanded Edition: The Hidden Forces That Shape Our Decisions by Dan Ariely Paperback CDNS$ 14.43
@ Thinking, Fast and Slow by Daniel Kahneman Paperback CDNS$ 16.61

@ Nudge: Improving Decisions About Health, Wealth, and Happiness by Richard H. Thaler Paperback CDN$ 13.72

Customers Who Bought This Item Also Bought

LOOX INSIDE!

my°

Nadae

'.:J Nudge: Improving Decisions

About Health, Wealth, ...
Richard H. Thaler

- 99 ¢ andlf

Paperback
CDNS$ 13.72

Product Details

LODK INSIDE! LOOK INSIDE!

The Upside Of Irrationality:

The ...
Dan Ariely

YRk vy (4

Paperback
CDNS$ 14.43

.'f?'?

| e ups

; | IEOF |

pieusou 3
B |- .
_\“‘ | | v.;g

The ...
Dan Ariely

YRRy (4
Hardcover

Selection proces

Customer centric innovations

The Upside Of Irrationality:

LOOX INSIDE!

Market Rebels: How Activists
Make or Break Radical
Innovations

Hayagreeva Rao

Hardcover
CDNS 17.09

Quiet: The Power of

Introverts in a World ...

Susan Cain

A

Yool (107
Paperback

CDNS 10.80

LOUK INSIDE!

AR 1% 1 2 414
WUNIE R LS I 00

'1*%"‘3!

The Paradox Of Choice: Why
More Is Less

Barry Schwartz

YRRy (23
Paperback
CDNS$ 13.36

LOOK INSIDE!

THIKKING

Thinking, Fast and Slow
Daniel Kahneman
Yooy (38
Paperback

CDNS$ 16.61

Sell on Amazon

Page 1 of 13




Look inside the book click to LOOK INSIDE!

Guy Kawasa ki

“Poad i Aoa
§ enCARSCn :.,mu- —m

E ‘hfg-

Enchantment

The Art of Changing Mearts,
Minds, and Actiom

Selection proces
Customer centric innovations

2001




Search inside the book

| ne Lutiaw vel

Kim Harrison [v| (Autho

Click to LOOK INSIDE!

OOl [v) (124 cust

Front Cover Front Flap First Pages from t
Back Flap Back Cover Surprise Me!

Search Inside This Book:

@ 460

K I M , ‘ Formats
Kindle Edition
NEW u»;’l.;.a‘;".'».;:' ’l.:,L,’!:_l\.':*.:'r:";{[”““ (] 5

Paperback, Import

+/ Mass Market Pape

A~ RS

Selection proces
Customer centric innovations

2003




1-click ordering

Quantity: 1 -

29 Add to Shopping Cart

Ship to:
Add anaddress | v

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Add gift-wrap/note

Order proces
Customer centric innovations

1997




Where’s my stuff?

Your Account » Your Orders » Order f:«-ul‘!'xt‘r':.‘ﬂ', y Delivery Tr.'x-'i-i:‘:";

Delivery Tracking

Out for De“\,ery Your parcel is out for delivery (Updaled 24 minule(s) ag:
Expected delivery: Friday, 8 November 2013

@ @ @
| | Out

for
delivery

Recelving proces
Customer centric innovations




Free super saver shipping

FREE Super Saver Shipping
ON ORDERS OVER $25.00

amazoncom

! Dprirme

Recelving proces
Customer centric innovations

2002
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amaZzon

:chooses the cheapest
:origin in real-time.

o
w

ond easy movable are stored in
E highly automated FC
L

Amazon
warehouses

Third party
sellers

Logistics are Amazon's secret weapon

Drop shipping. If applicable
Amazon asks supplier to ship
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Third party
sellers

Logistics are Amazon's secret weapon

Drop shipping. If applicable
Amazon asks supplier to ship

Interconnected supply chain




Logistics are Amazon's secret weapon
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Amazon Prime memDpers enjoy

FREE Two-Day Instant streaming of instant

Shipping movies & 1V shows thousands H‘l d Lr

is a paid service ($99 per year, plus a free 30-day trial or $10.99 per month) that
gives Amazon shoppers a few distinct advantages. Members of Amazon Prime are
eligible for free one- or two-day shipping on most items, among several other perks.



Amazon Prime U.S. household penetration by income level Amazon Nearly Doubles U.S. Prime Members in Two Years
100% Estimated number of Amazon Prime members in the United States

Income: $21K-$41K $41K-$68K $68K-$112K $112K+ 829%
(]

80

67%
60 20/0 540/0

90m
40 Non-members |GG $700 85m
80m
74m
20
0 58m
2013 2017 2013 2017 2013 2017 2013 2017 54m
Source: Piper Jaffray | The data points are from Q1 surveys each year. 47m
41m 44m I

Jun Sep Dec Mar Jun Sep Dec Mar Jun Sep
ama zon Com 2015 2015 2015 2016 2016 2016 2016 2017 2017 2017
®

> 5 0 /o of Amazon shoppers are Prime members.

Average spending per year

Prime members | 51,300

@statistaCharts Source: Consumer Intelligence Research Partners Sta“Sta 5




First Stop: Amazon

7 0/ Where U.S. online shoppers begin searching for products
o of buyers

Amazon

29%
Marketplaces

Other marketplaces 9%

compares your company with
Amazon service levels.

Search engines

15% Search engines

Retail stores 13%

Retailer websites — 12% Retailers' channels

mazoncom - e

@ ® @ Based on a survey of 5,189 U.S. online shoppers conducted in Q1 2017

@StatistaCharts Sources: UPS, comScore StatISta E




Exhibit 5: Approx. 40% of AMZN Prime members spend over $1,000 Exhibit 6: AMZN Prime members spend 4.6X more money on AMZN

annually on AMZN vs. only 8% of non-Prime shoppers annually than non-Prime members, on average
How much have you spent on Amazon in the past 12 months? How much have you spent on Amazon in the past 12 months?
50% -
46%
45% 1 ®Prime
40% - Non-Prime i
2 $3,000 -
35% ‘g
i 30% [ $2,500 -
c
g 25% - % $2,000
HES ®  s1500
d 4
15% . § $1.000 -
10% 1 b 7% E
- S $500 -
% 2% 19 o% 2
0% ' . L T ¥ T . . . 1 m - .
Lessthan $100to  $501t0 $1001t0 $2001t0 $4001t0 $6,001to $10001to  Over Prime Non-Prime

$100 $500 $1,000 $2,000 $4,000 $6,000 $10,000 $20,000 $20,000
AlphaWise, Morgan Stanley Research

, Morgan Stanley Research

amaZOH Com Creating loyal customers

p"[me and getting them to spend a lot of money.




Over 100.000 exclusive deals
for Amazon Prime members
on Prime day.

amazoncom.
L LLLLL |l |I . u

7/10/2018 7/11/2018 7/12/2018 7/13/2018 7/14/2018 7/15/2018 7/16/2018 7/17/2018 7/18/2018 7,/19/2018

Cyber Monday

Day Before
Prime Day

Prime Day

Revenue

H 2016 W 2017
Copyright © Slice Intelligence 2017. n=468,184 U.S. online shoppers

It's Prime Day'
An epic day (and a half) of our best deals

IR -

- é‘.4-—--

Exclusively for Prime members



Amazon Sponsored Products vs. Headline Search Ads Sales Volume

® Sponsored Product Sales B Headline Search Sales

Over 100.000 exclusive deals L1111 LB .

7/10/2018 7/11/2018 7/12/2018 7/13/2018 7/14/2018 7/15/2018 7/16/2018 7/17/2018 7/18/2018 7/19/2018

| |
fo r / \I I laZO n I rl I I le I I lel I l be rS Amazon Sponsored Products vs. Headline Search Ads Sales Per Click
- —Sponsored Product Sales Per Click ——Headline Search Sales Per Click
on Prime day.

amazon.com P e car
~Prime

Exclusively for Prime members




Prime Day Is a Big Win for Amazon

Amazon's estimated worldwide sales on Prime Day”

BE United States

$2.41b

® $1,560m
B Germany
e $275m
$1.52b ® | Japan
e $210m
$0.90b Zf= United Kingdom
Over 100.000 exclusive deals
2016 2017

Rest of the world
for Am Prime memb
O r aZO n rl e e e rS Amazon Prime Day sales 2017 Prime Day sales by market™
u * including Marketplace sales
O n rl m e ay @ @ @ ** estimates based on international revenue data disclosed in Amazon's annual reports
]

@statistaCharts Source: Internet Retailer StatiSta 5

e $171m

It’s Prime Day!

An epic day (and a half) of our best deals
=

Exclusively for Prime members
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Growth in Store-based Sales vs. Amazon.com Share

(Amazon retail categories served, excluding food stores)

8% -

v/y growth AMZN share
store-based sales \
e T k
4% -
~
00/6 | | | | | | | | | | | | | | |
2% -
(a8 ™ (a8) o <t <t <t <t (¥ (¥ (¥ (¥ (U 0 (Us) O
T e 9w o 9 9 o wu w w o w £ ¥ v =
- A YU = £ A Y = ¢ A YV = ¢ a o
[y Q m Q (3] QU 0 Q
s 2 & a s =2 & o s =2 & o s =2 & o

Left axis = y/y growth for store-based sales
Right axis = Amazon share of categories served

Source: U.S. Census, company reports, MKM estimates
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Growth in Store-based Sales vs. Amazon.com Share
(Amazon retail categories served, excluding food stores)

8% -

6% -

4% -

2% -

0%

~y

y/y growth

store-based sales

\ L

g
—q

T

PYVA ”
W . l
=

AMZN share

,l

>
\
A

2% -

Mar-13

—e

Jun-13

—

(2
Yy

Q

&

—
—e
—

Dec-13
Mar-14
Jun-14

—

Sep-14

Left axis = y/y growth for store-based sales
Right axis = Amazon share of categories served

Source: U.S. Census, company reports, MKM estimates
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Amazon is ‘'shutting down’
store based sales!



Growth in Store-based Sales vs. Amazon.com Share

(Amazon retail categories served, excluding food stores)

g
'

8% -
v/y growth AMZN share
store-based sales
6% -
o - A
4% - A AA‘, g
\ | = —svwiny|
|
2% - [ \/ T = Al
0% | | | | | | | | | | | | | | |
-9
Mm ®Mm M M o o o o N N N N w W W W~
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- A Vv - cC a v = c O VvV = ©c a v @ -
© Q 1) Q © Q 0 Q C
s 2 & a s =2 & & s =2 & aoa s =2 &8 a s

Left axis = y/y growth for store-based sales
Right axis = Amazon share of categories served

Source: U.S. Census, company reports, MKM estimates
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3%
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0%

Amazon is ‘'shutting down’
store based sales!

Death By Amazon Has Underperformed Amazon Survivors

130

120 == Bespoke "Amazon Survivors"
Equal Weight Index

110 = Bespoke "Death By Amazon"
Equal Weight Index

100 AR .
90
80

70

Death by Amazon (dba)-index



Figure 2: In-Store vs. Online Shopping By Retail Category

-~ PR B O G O T G O G O G O G O O e ‘
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5
80.0% ,' ' '
: ' 73 00, \ In-storesales are -2x o1
! | 2 o R :
) . 69 0% 7 0% ———— u.wlc than online traflic f.m
0.0% , 64.8% , five of the eleven categories
' |
L ! |
o0 .0% |
' |
' u
ﬂ’ “0, | |
. |
' [
+0.0% , 35.2%
J.0% )
| 1.0 .|
l
30.0% 26.1% |
' !
. | |
20.0%, | |
' l
' |
]”“o) | |
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Despite Amazon's dominance in online traffic,
the majority of purchases in
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Amazon opens brick & mortar

2015
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Amazon Customer Review - 38 people found this review be plal

“It is one of the very few books (and I've read

a lot!) where I was s0 completely engrossed in
the character’s lives that 1 did tons of research
afterwards. ... It also inspired in me a ravenous
interest in medieval history...”

Amazon opens brick & mortar
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What Consumers Think About Amazon Go

% of U.S. adults agreeing/disagreeing with the following statements on Amazon Go

W e W Disagree What makes Amazon Go interesting is

ol the concept of a grab-n-go grocery.
It's the weaving together of digital technology
with the offline shopping experience to
I . I solve consumers’ biggest problems.
£ 8 T s statista %
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Amazon’s New Footprint

® Amazon facilities
® Whole Foods stores
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=== (INDEX) Kroger Co. - Price === (INDEX) Wal-Mart Stores, Inc. - Price
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Stock market reaction to Amazon’s purchase of Whole Foods Markets Inc.
- 100
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The "Amazon Effect” % \ AacAL
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— Wal-Mart Target Sprouts Costco  Kroger

. whole  Amazon [ POV
Foods -9.14 -6.33 719

Source: Google Finance. Data as of markets close, 1 p.m. PDT @latimesgraphics
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On the first day of operations Amazon
lowered prlces W|th 30% on average!

V
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Whole Trade™
Organic Bananas

VWA 99«
NEW LOWER

69¢

WHOLE
FOODS.

MARKET

Colu)us (‘1rcle CIR
1N Cala we Mreala

lare meignt V. UINID

Subtotal: $26.02
Net Sales: $28.02
Tax/Fee: $0.00
Total: $28.02
Sold Items: 5
Paid:
MID:001899896 o:
231809
CREDIT CARD

!

WHOLE
FOODS,

MARKET

Columbus Circle CIR
10 Columbus Circle
New York City, MY 10023
212-823-9600

0G HASS AVOCADD BAG $6.99 F
365 CRNCHY ALMD BTR $6.99 F
365 UNSLTD BUTTER 06 MEOF
0G WTG BANANA
1.571b880.69/ b $1.08 F
Tare Weight 0.011b
OVF 0G LG 4.8 F

Subtotal $24.04

Net Sales $24.04

Tax/Fee: $0.00

Total: $24.04
Sold Itess 5

Pald:

YiSA $24.04
Hib:Wio990% JUE |
220912

CREDIT CARD
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Pick of the
Season

Meet Amazon’s new secret
weapon: Alexa
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56.3 million smart speakers to ship in 2018

Worldwide smart speaker estimates and forecasts by vendor, 2016 - 2018

B Amazon Google M Others M Total

2018

2017

2016
Units (million)

0 10 20 30 40 50

Source: Canalys estimates and forecasts, Smart Speaker Analysis, December 2017 G Ccandg lyS

60

European Smart Speaker Sales 2017

Google Home
.05

FRANCE

Source: Strategy Analytcs

(Millions)

Amazon Alexa

1.5

Google Home

.05
GERMANY
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Percent of Smart Speaker Penetration Among U.S. Wi-Fi Households
(Households with Active Devices)

19% [l 20%
17%
12%

JUN-17 JUL-17 AUG-17 SEP-17 OoCT-17 NOV-17 DEC-17 JAN-18 FEB-18

8%

@ ComSCORE SOURCE: comScore Connocted Home via the comScore Total Home Panel
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Percent of Smart Speaker Penetration Among U.S. Wi-Fi Households
(Households with Active Devices)
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Households with smart home devices
(Millions)

Il Households with smart home devices,
excluding smart speakers
B Households with smart speakers

s 12 2
6.0 7366
.0.8

2015 2016 2017 2018 2019(F) 2020(F) 2021(F) 2022(F

F = Forecast
Source: Forrester Data: Smart Home Devices Forecast, 2017 To 2022 (US)
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