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Introduction

The retail industry has undergone a significant
transformation over the past decade, largely due to the
disruptive force commonly referred to as the “Amazon
Effect.”

By the end of 2019, Amazon is projected to see its share
of the total U.S. e-commerce market reach 52.4%, up from
48% in 2018, and is responsible for more than five percent
of all combined U.S. offline and online sales, according to
eMarketer."?

Staying at the forefront of constant shifts in demographics,
attitudes, and consumer preferences, as well of ongoing
advancements in technology, Amazon understands the emerging
expectations and needs of its customers. It is this maniacal
focus on consumer experience that continues to propel Amazon
forward and shape the dynamic nature of not only the platform
itself, but the greater e-commerce ecosystem.

By continuing its commitment to a seamless and easy-to-navigate
interface, increasing access to quality brands, leveraging Al to
monitor trends and enable personalized suggestions in the form
of relevant organic and paid advertising, driving price value,
and offering programs that set industry standards — such as
Prime membership did for rapid delivery — Amazon is constantly
evolving to anticipate and fulfill the needs of its customers.

This poll was conducted by Zogby Analytics on behalf of Feedvisor. It was distributed online from
February 14-17, 2019, among a sample of 2,000+ U.S. adults who have purchased a product on
Amazon in the last 24 months. Results from the full survey have a margin of error of plus or minus
2.2 percentage points. All numbers have been rounded to the nearest percent.

As a result, the challenge increases for retailers and brands who
operate across the Amazon platform. Its continual expansion,
dynamic nature, and growing complexity requires retailers
and brands to constantly evaluate and implement new ways
to differentiate themselves amidst an increasingly saturated
market and ultimately deliver on the expectations of today’s
connected consumers.

The 2019 Amazon Consumer Behavior Report provides a
detailed view into the browsing and buying habits of more than
2,000 U.S. consumers who have shopped on Amazon in the
last two years.

Consumers were asked about their shopping frequency and
motivations, preferences across product search and purchasing,
perceptions of ads and private label brands on Amazon, Prime
membership status, plans for online shopping events such as
Prime Day and Cyber Monday, and more.

Through these compelling new insights, retailers and brands
can gain a pulse on consumer behaviors, wants, and needs,
and garner actionable strategies to effectively utilize Amazon
to inform and generate high-value opportunities for the future.

Dani Nadel
President and Chief Operating Officer, Feedvisor




Over 1/3 of Consumers Buy Online Weekly or More Often

Over the last few years, retail culture has evolved according to the How Often Consumers Buy Products Online
ever-increasing dominance of e-commerce. The survey revealed that
more than half of consumers (58%) buy products online at least once Daily/Almost Every Day IS 5%

every few weeks, with nearly one-fifth (18%) making online purchases
at least a few times a week.
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Additionally, more than one-third (37%) of the consumers who are
not Prime members shop online just a few times a year, revealing that
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http://fortune.com/2019/01/17/amazon-prime-subscribers/

Younger Consumers Are the Most Avid Online Shoppers

Although e-commerce has drastically altered how consumers of all
ages research, shop for, and purchase the products they want, specific
age groups have a higher propensity to buy products online.

The survey revealed that Amazon consumers under 40 — particularly
those aged 27-32 — buy products online much more frequently than
those who are over 50.

For example, 85% of consumers between age 18-32 buy
products online at least a few times a week and more than
one-third (37%) in that same age bracket make a purchase
online daily or almost everyday.

How Often Consumers Buy Products Online by Age
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Consumer Loyalty to Amazon Is at an All-Time High

Nearly half of consumers surveyed (48%) visit Amazon
at least a few times a week, and a significant majority
(89%) visit the platform at least once a month. Only 20%
of respondents visit Amazon once a month or more rarely,
revealing Amazon’s ever-increasing role in online retail
culture.

Amazon has become an integral part of day-to-day consumer behavior
— the platform’s ease of use and customer-centric value proposition
seem to be resonating now more than ever, as consumers have become
reliant on it as the core destination for all stages of their purchasing
journey. In the U.S. in 2018, nearly half (47%) of Internet users began
their product searches on Amazon, compared to 35% who went to
Google first, further driving home the notion that Amazon has deeply
integrated itself into consumers’ daily lives."

How Often Consumers Visit Amazon
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Consumers between ages 27-40 visit Amazon most frequently, with
65% of consumers between ages 33-40 likely to visit Amazon at
least a few times a week.

Next, more than three-quarters (78%) of Prime members visit
Amazon at least once a week, reinforcing the notion that, whether
they are making a purchase or not, these consumers are regularly
engaging with Amazon.


https://www.emarketer.com/content/more-product-searches-start-on-amazon
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Amazon Ads Resonate Differently for High-Value Segments

When asked how they feel about advertisements on Amazon, there
was not one overwhelmingly popular response. However, this may be
because Amazon’s most popular type of pay-per-click advertisement
— Sponsored Products — usually blend into the content of the page,
so consumers may not even be aware they are clicking on an ad.

Nearly one-third (31%) of consumers rarely notice the ads, a quarter
find them distracting, and 21% find them to be helpful. Interestingly,
only 6% of consumers do not trust Amazon’s ads. Amazon has worked
diligently to become one of the most trusted retail institutions to ever
exist, and they extend that commitment through all aspects of their
business, including their dedication to advertising and optimizing the
consumer experience.

For those consumers who buy products online daily or
almost everyday, 60% find the ads to be helpful.
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How Consumers Feel About Ads on Amazon
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For those who purchase on Amazon daily or almost everyday, 69%
find them to be helpful, revealing that those who are shopping and
converting more regularly are likely more familiar with how to identify
the ads and understand how to utilize them to their advantage.


https://feedvisor.com/connect/
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Amazon’s Personalization Engine Drives Add-On Purchases

Nearly half of consumers (45%) always or frequently notice
other product suggestions on an Amazon product detail

page.

Younger shoppers, particularly those between 18-21years old, are more
likely to notice these product suggestions. Of the consumers between
18-21 years old, nearly one-third (32%) always notice these product
suggestions and 69% always or frequently notice them. Even further,
more than half (58%) of those who make a purchase on Amazon daily
or almost everyday always notice these product suggestions.

With regard to the the type of product suggestion that consumers
have clicked on, Amazon’s “Frequently Bought Together” feature is
the most popular — nearly half (48%) of consumers have clicked on
this specific type of ad from a product detail page. The upsell feature,
which is automated by Amazon based on the browsing and purchasing
habits of consumers, entices customers to add incremental items to
their order.
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Next, more than one-third (36%) selected "ltems Other Customers
Buy After Viewing That Item." By integrating product suggestions
throughout the buying process — from product discovery to checkout
— Amazon is inserting personalization and increasing engagement
and stickiness with consumers.

How Often Consumers Notice Other Product Suggestions
on an Amazon Product Page
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Consumers Actively Seek Brands They Know on Amazon

Nearly three-quarters (74%) of consumers cited brand name as an
important factor when selecting a product, and 59% of daily Amazon
shoppers cited brand name as a very important factor when selecting
a product.

Interestingly, only 41% of consumers strongly agree that they are
satisfied with the number of brands they know on Amazon. Amazon's
commitment to diversifying its product selection is twofold — its
solicitation of known brands to sell on the platform and of brand
manufacturers interested in selling items that will be exclusively sold
on Amazon.' Both initiatives signify Amazon's push to expand its brand
offering, while simultaneously incentivizing brands to partner with
the company.

Consumers Are Satisfied With the Number of Brands They
Know on Amazon
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For those consumers who buy on Amazon daily, all of them
(100%) at least occasionally go to Amazon in search of
products from specific brands, demonstrating that consumers
are loyal to brands that provide what they are looking for in
a convenient, seamless shopping experience.



https://www.wsj.com/articles/food-makers-invent-brands-for-only-amazon-to-sell-11548414001
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Consumers Are Satisfied With Amazon's Private Label Brands

When asked if they know that Amazon has its own brands, three-
fifths (61%) responded that they do. Even further, the more frequently
consumers buy products online, the more they are aware that Amazon
has its own brands. For example, 86% of the customers who buy
products online daily or almost daily know that Amazon has its own
brands, while only 39% of those who buy products online every few
months are aware.

Do Consumers Know That Amazon Has Its Own Brands?
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Of the consumers who responded that they know Amazon has its
own brands, 60% have purchased a product from an Amazon brand,
and nearly all (99%) are satisfied with the quality of Amazon brand
products they purchased.

Additionally, 58% of current Prime members are highly satisfied
with the quality of Amazon brand products they order, which is an
important factor in their buying experiences as loyal shoppers.
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Awareness of Amazon's Private Labels Is Growing

For Those Aware, Price Is the Primary Driver

Consumers are becoming increasingly aware of Amazon’s private
label brands and are tempted to try them because of price. Of the
consumers who are aware of the brands and have purchased one,
their motivation for choosing that brand was predominantly price,
with more than three-fifths (62%) citing this response.

The second most popular response was product quality, with nearly
a quarter of respondents choosing that as their primary motivator for
buying a product from an Amazon brand.

Consumer Motivation for Choosing an Amazon Brand
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For Those Unaware, There Is Openness to Experimenting

When customers who were unaware or unsure of Amazon brands
were asked if they would be interesting in trying a product from one
of them, 62% said they would be. Only 8% have no interest in trying
one of these products.

Creating their own collection of brands is undoubtedly a priority for
Amazon. The platform’s brands — known as “Our Brands” — denotes
either an Amazon private label brand or is an item from a curated
selection of brands exclusively sold on Amazon.!

Since launching its first in-house brand in the early 2000s, Amazon
has expanded its collection of private labels to include more than 125
brand names and its focus on continuing the growth of the collection
demonstrates their commitment to diversifying their product selection
and driving incremental growth to their retail arm.?

Consumer Interest in Trying a Product From an Amazon Brand
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https://www.cnn.com/2018/10/08/business/amazon-private-label-brands/index.html

