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a4 Prompt Overview

Objectives

4 )

How can Amazon increase the
number of Prime members?

Opportunities

Main Problem: The overall awareness of benefits
Prime users receive is low, so increasing visibility
and discovery in those areas

Demographics: A low percentage of Gen Z and
student Prime members, so must focus on those
demographics

Is there a certain demographic
Amazon should focus on?

Evaluate the benefits of the Prime
membership and propose any

changes/additions.
- ,

Benefits: New programs for specified student
benefits and a loyalty point system for Prime
members

4 )
How can Amazon improve the UX to

communicate and engage members
on high priority benefits?

UX /Ul Experience: Utilizing personalized ad
structure and ML to find these ads engaging and
increase communication

1111
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a. Amazon Prime Overview

Services Provided Prime Subscribers (Millions)
) Delivery: Free delivery on over 300 million items with

Two-Day, One-Day and Same-Day delivery zip codes Cost: Cost:
per year per year.
per month. per month
Developed by Amazon: Free services Prime 1- Month Free Trial 6-Month Free Trial
. Video, Amazon Music, Amazon Gaming, etfc.
Amazon Family: Prime for Young Adults:
share select benefits and 4-year limit; 18-24 years
Grocery: Amazon Fresh partners with Whole manage content old and college students
Foods to discount delivery fees e Link 1 Adult account
« +4 Children StudentUniverse:

10% off travel benefits for
flights and hotels

Partnerships: Free Grubhub+ for Prime members

and select Shutterfly discounts with partnership Medical Care:

$5 RxPass Subscription

80% off Prescriptions Prime Reading:
Discounted Textbooks

E\xclusive Deals: EJIGSY Gchess fo Iiglyh’r-nin%-deols ?n Prime Visa, Amazon First . o
mazon.com and Prime-Day exclusive discounts Reads, Alexa+, efc. Amazon Music Unlimited
Discounted Rate: $5.99

Prime Student accounts convert automatically to normal Prime memberships after four years, the user’s studies end, or the user turns 25 years old.

Sources: Statistica, Amazon, Amazon 7



https://www-statista-com.proxy.library.nd.edu/statistics/1416112/share-of-subscribers-amazon-prime-by-income-us/
https://www.aboutamazon.com/news/retail/prime-membership-cost-benefits
https://www.amazon.com/Amazon-Student/b?ie=UTF8&node=668781011

a. Amazon Prime Overview

Key Statistics Prime Subscribers (Millions)

2020 2021 2022 2023 2024

Reasons for Purchasing Prime Customer Sentiment

Prime boasts benefits T of members
h in seO];Ti:eor:?spOny are in the U.S. 150 [Tt |
o 100 . Dropped by .
f AMazon : milion in :
=+ Avg.memberspends G of Us Amazo 50 . for the first
:. o . = 0e0 customers are ' fime since
o= Prime members 0 ! 2014 I

Free/Fast Shipping I 90% of members report being satisfied with Prime
Prime Video I
Everyday Savings I Satisfaction depreasmg due fo slow Fjellyery, poor item
quality, and customer service issues
Member-only Deals I
Access to Sale Events I
0% 20% 40% 0% 80% Amazon has responded by focusing on customer
m Selected, but not most important Most important service and return systems

Boasts +170 million subscribers with consistent yearly growth, offering maijor services for a cost of $139 per year, $14.99 per month.

Sources: Amazon, Statista, Statista, Statista, Wall Street Journal, Statista 8



https://d18rn0p25nwr6d.cloudfront.net/CIK-0001018724/e42c2068-bad5-4ab6-ae57-36ff8b2aeffd.pdf
https://www.statista.com/topics/4076/amazon-prime/
https://www.statista.com/statistics/304938/amazon-prime-and-non-prime-members-average-sales-spend/
https://www.statista.com/statistics/234253/share-of-amazon-prime-subscribers-in-the-united-states/
https://www.wsj.com/articles/amazons-customer-satisfaction-slips-with-shoppers-11668986981
https://www.statista.com/statistics/266289/net-revenue-of-amazon-by-region/

8, Competitive Analysis

Industry Overview

Asia accounts for 60% of the Net Sales By Platform ( . Y ( ) N ( ) Y @ A
total e-commerce market ... Video ﬁﬂ Music g Twitch BB Retail
A OOO
IJ'mOjOﬂ - ———- N - ———- N - ———- N , _O_ Ta -
| JiIngaong | | | | | . | | U one 1
Walmart had the largest Wolmart | Evenly spiits g [ |1 QO.2% | LOsT10%in o oy
growth rate in the industry . 1 share with ||} il | ol Walmart's )
Coupang I|<ey morke’rsI | Musicin | and ', incroecse in ;
: 11! shares 11 Youtupe 11|V 70077 |
$36.20 billion in sales from 29% Target ' __' |_ I | N L | | L __'
Amazon third-party sellers \ 7N\ /N

Music Streaming Video Streaming Projected Retail Revenue 2027 ($bn)

; . jmmmm—————- I

Spotify Disney+ N Amazon 1 Alibaba closely i

) | . :

Tencent Music Apple TV — Alibaba | emotonal |
Paramount+: _ ! " ern0k|0rn0 !

Apple Music Pinduoduo L market
Crave I | et ______.

PR Netfix —— JD.com | Walmart i the |

- - I I

oth Amazon Prime Video [N walmart I competitor

er 0% 5% 10%  15%  20%  25% . o COCCEEEEE__= T TTTTmT s T T

Boasts +170 million subscribers with consistent yearly growth, offering maijor services for a cost of $139 per year, $14.99 per month.

Sources: Statista 9


file:///Users/stephenplayford/Downloads/study_id10653_e-commerce-worldwide-statista-dossier.pdf

a Overview Of Recommendations

Increase Student Prime
Members

Student Accounts

82% of students do not
use a Student Amazon
Prime account

Back-To-School Prime
Day

Advertise Directly to
Parents

Increase Number of Prime
Members

Loyalty Points

. People are not enficed
i fo spend more than they
need fo

Gamify the Amazon
Experience

Earn Points on Every
Purchase

Most Amazon users
(Prime and non-Prime)
do not realize benefits

10



Team Introduction
Prompt Overview
Current State Assessment
Student Accounts

Loyalty Points

Discovery Day

Risks and Mitigations

Implementation Timeline




Do you own a Student Prime Acc.? Survey Results

18% (Yes) {/ Lock of N
A ' | .
AN VLAl | cwareness i o
having a student account. : main barrier, as
I over half of non-
82% (No) i users didn’'t know
| Prime Student
|

existed.

—_—— e

Of the 76 people who don't have a \
stfudent account, 74% share an account,

Do you use a different account?e and 11% have a personal account.
Ve \\
/

Prime Studentis |
underutilized, with |
most students |

either not using |
|

|

|

|

I}

11% (Yes/Personal

53% of non-users said they were unaware of
the account, 20% mentioned high cost and

11% said th 't sh A ffen. . .
16% (NO) % said they don't shop on Amazon often prime of relying
on shared
74% (Yes/Shared) —— \ accounts. )

~_N—_—— e =

Only 18% of students have a Student Prime account, showing awareness and shared usage are issues fo Amazon'’s reach in the student market.

Sources: Notre Dame Prime Survey 12



https://docs.google.com/forms/d/1eoKxKyRuQ8NOxy4-XdqKJqzamkaZK2sF0KmjCVvJ9S4/edit?ts=67db5dd9#responses

ad_ Additional Student Account Benefits

Linked Payment Plan

Parent
Account

Student
Account

O

With a linked payment plan, parents have
' the option of paying for their student’s
i account directly from their own account.

___________________________________________________

* One-time setup to ensure timely
payments, with auto-renew available
across all linked accounts

* Centralized dashboard to pay for and
manage accounts

« Option to separate accounts when
students age out

Smart Syllabus

Amazon Smart Syllabus allows students to
upload their class syllabi and receive
personalized purchase suggestions
specifically catered to their class needs

Study Resources

= Benefits to Students

* Discounted prices for study resources
* Ability to utilize Amazon products, like

Amazon Alexa, while studying with
Chegg or other resources

Student upload of syllabus

\Z

Use of Al capabilities to read document
and identify recommendations

\Z

Provide personalized purchase suggestions
to user based on uploaded syllabus

\Z

= Benefits to Amazon

* Increcses student account
membership with added benefits

* Improves the customer experience
and customer satisfaction

= Benefits to Partner

* Larger reach due to Amazon's
widespread customer base

* Increased brand recognition through
Amazon advertisements

Follow up with more suggestions throughout
the year as deadlines approach

Partnership Options:

Quizlet

@ Pearson

Through additional student account benefits like a linked payment plan, Amazon Smart Syllabus, and easier access to outside study resources, Amazon
can increase the appeal of a Student account, encouraging more users to purchase their own personal account.

13




@ Back-to-School Prime Day

02 Exclusive sale event for student accounts 78.9% of our survey respondents said that exclusive student
deals and discounts would make them more likely to

000 purchase a student account
Takes place in August, separate from ﬁ

Amazon’s regular Prime Day

Increases sales during

Encourages students fo back-to-school period as

Z=Y, . , purchase personal accounts .

@ Enticing discounts on school-related given its student exclusivity students will ’rgrn to Amazon

(@) purchases only for their needs
Global Amazon Prime Day Sales ($bn) Sale Event Customer Satisfaction

---------------- 12.90
Amazon Prime Day

: i 12.00

o . : 040 %0 I
 is becoming more | ' Amazon's sale events
. successful with time | are successful, |
; indicating high |
4.19 . potential for a back-
2.41 ' i
l are at least are very |_fo-school sale event |

e B . slightly satisfied safisfied

2015 2016 2017 2018 2019 2020 2021 2022 2023

A Back-to-School Prime Day, exclusive to student accounts and focused on school-related purchases, will increase Prime membership and sales during
the back-to-school period.

Sources: Statista, Statista 14



https://www.statista.com/statistics/728120/annual-amazon-prime-day-sales/
https://www.statista.com/statistics/1498370/amazon-prime-big-deal-days-shopper-satisfaction-untied-states/

a Target Audience - Parents

1,600 #1 reason for joining

Prime is to save money Big StUdent SaVingS

1,200 ' Pparents | Up to 50% off Prime Student
1 expectt ! — o
| p O 1 Old er qdults are ous opping deals Get Easter-ready Watch "Challengers"
80  spend $1600 more likely to take e s )
; on B2S ! Prime deals b 5
40 1 materials 1 =
! perchid | BN 1Y 2
L_EZ o] 50% ofB2C : LK ~ s
consumers shop online

2013 2014 2016 2017 2018 2019 2020 2021 2022

Effective Ul/UX Design Elements Effectiveness of Advertising to Parents

o

o

(@]

) Visibility: Placed in high-traffic areas without overwhelming '
users (fop of the homepage, search results, etc.) — Sanders and Kirby (2013) p— —
C o T T T T 1
) Relevance: Tailored to user interests based on browsing In a UK survey, working parents indicated 1 Tangible benefits :
= ) history, profiles of Amazon Family members, etc. that the proven effectiveness of a program | | drive engagement 1
was a strong predictor of participation " from parents :

Non-intrusive: Pro-user experience, allowing users to scroll past - ==
without disruption to their flow (minimize pop-up ads, etc.)

Parents are the most penetrable demographic for student deals and should be targeted for the Prime Student Account.

Sources: Statista, Statista, Statista, Statista, Statista, Google Scholar 15



https://www.statista.com/statistics/1475332/nfl-thursday-night-football-viewers-amazon/#:~:text=NFL%20Thursday%20Night%20Football%20average%20viewers%202022%2D2024&text=An%20average%20of%2013.2%20million,percent%20on%20the%20previous%20season.
https://www.statista.com/statistics/1498355/us-reasons-join-amazon-prime/
https://www.statista.com/statistics/319116/back-to-college-us-expected-spending-by-parent/
https://www.statista.com/statistics/304940/amazon-prime-us-age-distribution/
https://www.statista.com/statistics/318926/back-to-college-shopping-us-anticipated-shopping-location/
https://scholar.google.com/scholar_lookup?journal=Journal%20of%20Children%E2%80%99s%20Services&title=Designing%20effective%20interventions%20for%20working%20parents:%20A%20web-based%20survey%20of%20parents%20in%20the%20UK%20workforce&author=MR%20Sanders&author=D%20Haslam&author=R%20Calam&author=C%20Southwell&author=H%20Stallman&
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A Loyalty Points for New Users

Earn Points on Every Purchase Sample of Non prime- User Home Page

Del 56 S o h Amazon Hello, sign In Returns 0
am,az’on © upd = okistotl ==EN- Account&Lists + & Orders -\.-./(-rt

. L] . °
Membership Earning Rate Expiration o : , e , : |
= All Amazon Haul Medical Care -~ BestSellers Music Amazon Basics New Releases Today'sDeals Prime ~ Registry Customer Service 3600 points (36$)

Non-Prime 1 point per $1 30 days unless $0 for 30 days
Member spent user subscribe ST AU V. c0
P <
Prime Memb Scales based on 1 year for Prime = : =
nme emper Tiered SySTem Members Piamiiam honie Your Points Are Expiring Soon
. upgrades

Subscribe to Prime within
5 Days to Keep Them

Benefits of Implementation

Creates urgency to subscribe in order to redeem points

11

Bedding & bath

Expiring points boost user activity.

DN

Earning more points with Prime motivates users to spend

Amazon's loyalty and referral program incentivizes new users to subscribe to Prime, spend more, and refer others

17



Loyalty Points for New Users

amazon Delivering to Notre Dame 46556

© Update location

= All AmazonHaul Medical Care ~ BestSellers Music Amazon Basics New Releases Today's Deals Prime ~ Registry Customer Service Groceries ~

Amazon Fashion Women Luggage Sales & Deals

Vionic Endure Women's Lace Up Arch Supportive Sneaker Marshmallow $57.17

Clothing, Shoes & Jewelry > Women > Shoes » Fashion Sneakers

Visit the Vionic Store

Vionic Women's Uptown Juniper Sneaker
Search this page

$130%
FREE Returns v
Size

9.5 Wide v

Color: Cream Leather

Size Chart v
Product details

Origin Imported

Sole material Synthetic Rubber
Outer material Leather

Closure type Pull-On

Country of Origin China

Hello, sign in Returns
Account & Lists ~ & Orders

Gift Cards ~ Smart Home Books

New Arrivals Amazon Brands

Sponsored @

Add Prime to get Fast,
Free delivery

$130%

FREE Returns v

Buy Now and get 130 points

Or Prime members get 1300 points

Join prime

© Delivering to Notre Dame 46556 -

Update location
In Stock
Quantity: 1
Add to cart
Buy Now

Ships from  Amazon.com

18



0] Update location

amazon Delivering to Notre Dame 46556
N’

= All Amazon Haul Medical Care - Best Sellers Music Amazon Basics

- @ Added to cart

Size: 9.5 Wide
Color: Cream Leather

Products related to Vionic Women's Uptown Juniper Sneaker
ed

Vionic Wor
ic Women's Uptown Willa Women ) uniper Sn

Loafer b e 2,58 $130%
‘28 & & &7 51689
$130%

Loyalty Points for New Users

Hello, sign in Returns
==EN- Account&Lists - & Orders -\'ICart

New Releases Today's Deals Prime ~ Registry Customer Service Groceries ~  Gift Cards ~

Cart Subtotal: $130%

Proceed to checkout (1 item|
Your order qualifies for FREE Shipping. \Litem)

this option at checkout. See
Go to Cart

You're about to earn 130 points
Subscribe to Prime to redeem them!

i il ier!
Page 1 of 6 Just 1,000 points away from Silver Tier!

\©I

) Join Prime now and unlock Silver perks
- instantly.

Refer a Friend

men's Uptown Vionic Men's 2
eaker Sneaker

$140%

Add to Cart Add to Cart Add to Cart Add to Cart

Subtotal
$130.00

Go to Cart

19



a4, Loyalty Program For Existing Users

Loyalty Program Overview

Amazon already has

Consumer Spending Habits

Average Spending Per Month

| | | $200.00 Increase
Point System Create Status Target Groups $150.00 spending for

s customers

100.00

$1 spent s 45% of Set goals at near target

equivalent to consumers target $50.00 spendlpg
3/4/5 points actively seek percentile percentiles.

earned status spending $- . .
50th Percentile 80th Percentile

Loyalty Margin Incremental Share

] ] ol

Minimize overhead costs and
prove profitability first

Profit Margins

Maintain an average of:

and

Aim for 15% incremental
share at
3-5% expenditure

Vary speeds at which
members progress
through rewards

for all purchases on the Amazon Site

To effectively implement a loyalty/rewards system, Amazon must focus on leveraging relevant loyalty components to enhance spending and status

Sources: Boston Consulting Group, Statista 20



https://www.bcg.com/publications/2014/retail-transportation-travel-tourism-leveraging-loyalty-margin-rewards-programs-work
https://www-statista-com.proxy.library.nd.edu/statistics/1274279/monthly-spending-on-prime-amazon-users-united-states/

@ Building a Successful Loyalty Program

Optimizing Loyalty Programs Loyalty Hub Mockup

Silver Member

Earn and Burn Status and Consumer

(Rewards) Recognition Management

Earn-and-Burn:

Offer high-perceived-value, low-cost rewards. ( )

Combine with CRM insights for personalized offers.

Earn 5,000 more points to reach

o Status and Recognition: Amazon Prime Status
Make consumers feel valued as a customer
Intfroduce tiered levels to encourage spending Benefits Include:

« Earn 5 points for every $1 spent (25% increase)
« Personalized discounts on frequently shopped

Consumer Recognition and Management:

C‘) Create targeted and personalized rewards items
r ) + Capitalize on pop-up discounts and quick deals
Cater everything to the specific user's needs

Develop a personalized and efficient loyalty system and scale applications as it becomes increasingly profitable

Sources: Boston Consulting Group 21



https://www.bcg.com/publications/2014/retail-transportation-travel-tourism-leveraging-loyalty-margin-rewards-programs-work

A Building a Successful Loyalty Program

Customer Experience Implementation

Im I A Leaders o.ffer more sophisticated personalization and Tier Systems
gamification; leverage Gen Al
Ke

+ Base Level: 0 - 4,000 loyalty points
« Silver Level: 4,000 — 10,000 loyalty points

Know the Consumer: Most Gen Z consumers are willing . Gold Level: 10.000+

to purchase at full price; find alternative benéefits

—\

VIP customer experiences: Invite-only virtual events, Gamification
H early access to new features,
Earn a free movie rental if you order 2 books through

* Online mediums provide a low-cost, high-value, opportunity

Make pursuing rewards @ for the user « Use rewards to incentivize cross-service discovery and use
« Additionally offer "badges” which users can collect and share

increase increase
increase in in total in overall

Personalization

+ Exclusive discounts on frequently purchased items or early access to
preferred product categories.

Amazon needs to focus on leveraging low-cost, high value loyalty levers such as status, gamification, and consumer recognition

Sources: Boston Consulting Group 22



https://www.bcg.com/publications/2014/retail-transportation-travel-tourism-leveraging-loyalty-margin-rewards-programs-work
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8 Machine Learning & Gen Al for Ads

Advertising through lifestyle imagery

| s O oIl
: Levgrcge asa plo’rform to em plpy hyper- I 98 :p"-_ -p-_ :p'__
I personalized advertising campaigns, specifically though : % Ut
I to improve conversion rate. : of people viewing a hi ! |Ize . more effective on
e e e e e e e e e e e e e e e e e e e e e e = = = === — - product do not machine learning users: retargeted
purchase it | > advertisements
show how the it ="
product fits into user’s ideal lifestyle to build an 1 Pop-up ads, leveraged via machine learning, can maximize conversion !

. . |
emotional and tangible connection to the L _ fates for e-commerce and ofher unused/underused Prime benefits

product.
Types of Machine Learning Applications
Highlight relatable settings |

Where the product naturally enhances daily
life. Supervised Unsupervised

I
Realistic images of l !
products infegrated intfo everyday contexts,
highlighting their role in enhancing lifestyles.

Regression Classification Clustering

Gen Al and ML can curate personalized discovery experiences, targeting users accordingly with lifestyle imagery and pop-up ads.

Sources: ProductScopeAl, 24



https://productscope.ai/blog/lifestyle-images/#:~:text=by%20Vijay%20Jacob%20%7C%20Nov%2022,forging%20emotional%20connections%20with%20customers

Q. Discovery Program

200 187.8

. 180
Before Prime Day & or : 160 1433 148 158
Christmas Shopping Season during the Year 140
120
______________________________ 100
| I 80
I Highlight niche benefits of Prime on Amazon.com to | 60
: expose users to benefits they are missing out on | ;‘8
|

- e o e o e Em e e e e e Em Em e e Em e e Ee = - 0

Q1 Q2 Q3 Q4

For Prime Members

[/ \ | Highlights and Tutorials: personalized pop-up ad o
F\ [ can take you to new webpage detailing benefits ﬂ/
[~ -

and watch instructional videos -

For Non-Prime Members

Advertising Campaign: pop-up videos or
advertisements on Amazon.com or under the
hot bar detailing Prime benefits

members can inferact with Rufus for limited time new memlbers on their benefits with Prime and

Leverage Rufus as a Discovery Tool: non-prime % Interactive Onboarding Experience: educate
to discover benefits earn loyalty points

Both Non-Prime Members and Prime Members earn Loyalty Points through discovery engagement, encouraging Prime Day participation.

Sources: Amazon Investor Relations 25



https://ir.aboutamazon.com/news-release/news-release-details/2025/Amazon.com-Announces-Fourth-Quarter-Results/

Figma Non-Prime Mockup

Deliver to Luls
anl_azon © Notre Dame 46556

Hello, Luis Returns \ 0 /
M EN- Account&Lists - & Orders 7 Cart

=Au m Amazon Haul Medical Care -~ Customer Service Prime Video Household, Health & Baby Care Amazon Home Home Improvement Handmade Amazon Basics

Learn Benefits.

Earn Money.

One day of Discovery

amazon | biscovery

Easter basket picks for teens

Ask Rufus

<
‘.

Pet wellness must-haves Discover new music and

podcasts
2 B
& — \\'0' //

amazon music
N

Dog flea & tick Cat flea & tick

Purpose

Targeted towards non-prime
members for them to experience
and learn the benefits of Amazon
Prime without having to pay any

additional fees.

Rufus

Making Rufus larger and more
prevalent, the discovery experience
is funneled through the Al assistant,

creating a more intuitive and

personalized approach.

Tutorials

All the tutorials and videos are
Amazon-made, found on YouTube
and commercials, showing the
more niche and unknown benéefits
for those who do not know.

Sources: Figma

26


https://www.figma.com/proto/G1QylasGKdcIXKppiYcbNR/Discovery-Figma?node-id=92-538&p=f&t=O5BfsfvAUdOMIbKj-0&scaling=min-zoom&content-scaling=fixed&page-id=40%3A535

Figma Prime Mockup

Deliver to Lindsay Hello, Lindsay Retumns 0 Purpose
AMAZON o Norre bame absss BEEN. Accoumiists- & Orders 7 con

=Al (% Rufus} Amazon Haul Medical Care ~ Alexa+ Livestreams Prime ~ Customer Service Groceries ~ Prime Video  Keep Shopping For Amazon Home Household, Health & Baby Care

Instead of aiming to acquire new

: Prime Members, it focuses on
Earn Money. ‘ Ask Rufus incregseq quaggment wi’rh.Prime
——— ' .+ and highlighting niche benefits that
amazon | v = o | members may not be aware of.
Mas iscovery 3 |

Learn Benefits.

Machine Learning

|

Easter basket picks for teens - Discover new music and
podcasts

This Prime Discovery Day utilizes
Rufus and new Machine Learing
technology to prioritize the display
of benefits/tutorials based on user
behavior and need.

amazon music
N7

Loyalty Points

|

Since all members will be Prime,
they will get access to points (up to
$5) that they can redeem during
Prime Day, which encourages more
Prime Day participation.

Sources: Figma 27


https://www.figma.com/proto/G1QylasGKdcIXKppiYcbNR/Discovery-Figma?node-id=92-538&p=f&t=O5BfsfvAUdOMIbKj-0&scaling=min-zoom&content-scaling=fixed&page-id=40%3A535
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@ Risks and Mitigation

Identified Risk Mitigation

I v Non-Student Prime members might feel » Clearly communicate student-focused

excluded leading to dissatisfaction. initiatives to ease financial burden.

Student Prime Day

organization. through machine learning.

\W§
@ Costly data management, security, and » Automated data management system

Loyalty Points

-I-
' ‘ Privacy concerns with personalization of Transparency about data usage, offering
ads and use of personal data. an opt-out for ads created by Gen Al

Discovery Program

Sources: Harvard Business Review, UIUC 29


https://hbr.org/2021/05/why-customer-loyalty-programs-can-backfire
https://www.cybersecurity.illinois.edu/policies-governance/privacy-considerations-for-generative-ai/
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A Implementation Timeline )

12-Month Timeline
Months 1-3 Months 4-6 Months 7-9 Months 10-12

Solution Components

Back-to-School Plannin Sale
Prime Day °  Event
Linked Payment Plan Setup Launch

Focusing on Student
Accounts to Increase Smart Syllabus Design Coding and Development Market Launch
Student Prime Users

Study Resources Develop and Secure Partnerships Market Launch

Parent Marketing Planning Launch

Following this timeline, Amazon will transform their student account platforms, attracting new young users and increasing membership.

Sources: Silverberry 31


https://www.silverberry.ai/blog/the-ai-adoption-timeline-how-long-does-it-take-to-implement-ai-in-your-business

A Implementation Timeline )

12-Month Timeline
Months 1-3 Months 4-6 Months 7-9 Months 10-12

Solution Components

Existing User . .
STisiine @ L ovely implementation Program Design Test Revise Launch
Program to New and
Existing Users to
Increase Sales and
Frequent Purchasing Impll\leenvwvellf]?rgr’rion Program Design Test Revise Launch
. M:rﬁggg %ﬁ%ﬁﬁgegnggd Data Collection Al Model Training and Development Test  Revise Launch
Use Discovery to
Personalize the
Experience for Amazon
UNEIS )
Discovery Day/Week InioebeelRirs) ~ Second
Discovery Day Discovery Day

Following this timeline, Amazon will begin to personalize the shopping experience to every user's specific needs.

Sources: Open Loyalty 32


https://www.openloyalty.io/insider/loyalty-program-implementation-a-step-by-step-guide#8-identify-kpis-and-customer-loyalty-success-metrics

4, Executive Summary ‘

Additfional Student Account

Increase Student Prime : Drive Student Account
‘ Benefits & Back-to-School ‘ .
Members Prime Day Membership
Increase Prime - . Incentivize Prime
. L [ty Poinfs P ‘ ) .
Membership Oyally Fenis Frogram Membership Retention

Increase Prime

Incrquse Agv;r:pgss of ‘ Discovery Day ‘ Membership & Increase
fime ' Customer Saftisfaction
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Thank Youl!

Questions?e



a8, Appendix A — Cost Analysis Student Accounts J

Back-to-School Prime Day Marketing to Parents

Revenue Projections:

Participation = 20% (2 million buyers)*

Average Order Value= $85

Total Revenue: = $170 million *assumes 5% of Amazon's
200 million Prime subscribers
are students

$10 million

Cost Breakdown:

$1 million $2 million $2 million

_/

COGS = $110 million
Discounts = $20 million **this profit estimate
Marketing = $10 million includes COGS, which
Total Cost: = $140 million would be a cost to Amazon
even without the sale
Profit: $30 million** CTTTTTTTTTTTTTTTTTmTmmm o

e

Total Cost: $15 million (included in cost analysis for all four

components)

Linked Payment Plan Smart Syllabus Study Resources

Cost Breakdown: Cost Breakdown:
Development = $3 million Development = $2.5 million
Security/Compliance = $1 million Al Infrastructure = $1 million
Marketing = $1 million Security/Compliance = $500,000
Operational =$1 million Marketing = $2 million
Operational = $1 milion

Total Cost: $6 million
Total Cost: $7 million

Cost Breakdown:

Licensing/Integration = $3.5 million

Participation: = 10% (1 million users)

Subsidize Accounts: = $7.5 million
(Quizlet Plus at a 67% discount
with users paying ~50% of
discounted price)

Marketing = $2 million

Total Cost: $13 million

Sources: Statista, Reuters, Searchlogistics, Quizlet Pricing, Statista
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https://www.statista.com/statistics/728120/annual-amazon-prime-day-sales/
https://www.reuters.com/business/retail-consumer/us-online-sales-hit-72-bln-first-day-amazon-prime-day-event-adobe-says-2024-07-17/
https://www.searchlogistics.com/learn/statistics/amazon-prime-statistics/
https://quizlet.com/study-guides/quizlet-plus-subscription-plans-and-pricing-b7bf7630-ec84-45fd-95cf-90ce82132139
https://www.statista.com/statistics/304940/amazon-prime-us-age-distribution/

a3, Appendix B - Cost Analysis Discovery J

Assumptions:
1. Amazon's already created ML model, utilized for 3 party ads, is

sufficient and easily accessible

Machine Learning
=8 Data Collection

—
()
&,

te)

$200,000 2. Amazon Cloud systems will be accessed without charge for data
collection and storage

3. Alllabor costs come from the US Bureau of Labor where they
would be in charge of many tasks (Rufus, Advertisements,
Discovery Day ML)

LOUHChIng $27’5OO 4. Depending on Amazon’s ML model, with access could give a
more accurate estimate

Machine Learning Model Amazon Already Created $0

Ongo]ng Maintenance $330,000 Data Engineer 104K x 1 $104,000

Business Analyst 98K x 1 $98,000

c
3
3
~
O
g
a

Machine Learning Engineer 128K x 1 $128,000

2
(4]
O

o
@
O
c
O
=
()
e

=
O
=

TOTAL ML MAINTENANCE COST $330,000

TOTAL $557,500

Sources: US Bureau of Labor, [TRex 36


https://data.bls.gov/oesprofile/
https://itrexgroup.com/blog/machine-learning-costs-price-factors-and-estimates/

a Appendix C - Profits Discovery Day >

Assumptions:

1. 200 million out of
the 315 million
shoppers of
Amazon see

Total Prime Members Low Engagement (5% Moderate Engagement | High Engagement (50%
(64%) complete videos) (20% complete videos) | complete videos)

Di D Total Prime Members 6.4 Million Prime watch 25.6 Million Prime watch 64 Million Prime watch
Iscovery bay Watched Videos all videos all videos all videos
2. Out of the 200
million shoppers, How much is $32 Million $128 Million $320 Million
they are .
roportionately discounted ($5 loyalty
P points)e

split between
Prime and Non-
Prime (below)

3. Purchase of Prime
Membership is all

Total Non-Prime Low Engagement (5% Moderate Engagement | High Engagement (50%

Members (36%) complete videos) (20% complete videos) | complete videos)

profit with no costs  Total Non-Prime 3.6 Million Non-Prime 14.4 Million Non-Prime 36 Million Non-Prime
involved Members Watched watch all videos watch all videos watch all videos
2024 Total Shoppers: VICEEE
315 million Net-Even shoppers to 237,037 (6.58% Non- 948,148 (6.58% Non- 2,388,059 (6.63% Non-
2024 Prime Members: Buy Prime (include ML Prime who watch all Prime who watch all Prime who watch all
200 million (64%) Cost) videos buy Prime) videos buy Prime) videos buy Prime)
2024 Non-Prime 5% Profit Margin 253,880 (7.1%) 1,006,119 (6.98%) 2,510,597 (6.97%)
Members: 115 million (including ML cost)
(36%)

Sources: CapitalOne Shopping 37


https://capitaloneshopping.com/research/amazon-statistics/

a4, Appendix D - Cost Analysis Loyalty Points

Loyalty Ads Costs Incremental Share
(At 15% increased Spending)

« Assumption: $30M allocated to
promote the new program
« Channels might include:
« Homepage banners
« Sponsored placements
« Email campaigns
« Push notifications
« Social ads

For comparison, Amazon spent over $20B globally on
marketing in 2022. A $30M launch budget for a major
new Prime perk is modest and very feasible.

Revenue

100 Million Users:

$1.5 B / Month
S18B / Year

Scaled Costs

100 Million Users:

$400 M / Month
S48B / Year

Profit
(40% Margin)

100 Million Users:

$200 M / Month
S24B /Year

Sources: Boston Consulting Group, Amazon 2022 annual report
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https://www.bcg.com/publications/2014/retail-transportation-travel-tourism-leveraging-loyalty-margin-rewards-programs-work
https://s2.q4cdn.com/299287126/files/doc_financials/2023/ar/Amazon-2022-Annual-Report.pdf?utm_source=chatgpt.com
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