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N E W  F R O N T I E R S

Win Once, Win the Shopper: 
The Amazon Revolution



Agenda
• How is Amazon changing shopping 

behavior?
• Loyalty
• Brands
• Timing

• How is Amazon growing its presence in 
retail and beyond? 
• Whole Foods 
• The Amazon ecosystem

• What do consumers want from 
Amazon? 

• How do Brands win with Amazon? 



Amazon Is Changing Retail in Many Ways 



The Shopper Journey Begins on Amazon

Source:  Numerator Survey, Fall 2017 4
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When shopping online, consumers are more likely to search on Amazon than Google



And Amazon Programs Make Shoppers Highly Loyal

Numerator Panel Analysis, Last 52 w/e 07/15/2018 5

TOTAL AMAZON PRIME SUBSCRIBE & SAVE 

Spend per Trip $36.43 $36.12 $32.98

Annual Frequency 34 48 84

Buy Rate at Amazon $1,229 $1,741 $2,778

Amazon % of Total $ 7% 10% 15%

60% of Amazon shoppers are Prime Members and 14% are Subscribe and Save users



Shoppers Buy Different Brands on Amazon

Numerator Panel Analysis, Last 52 w/e 07/15/2018 6

• Brands that win in store don’t always win online, and niche brands can 
outperform. 

• Shoppers are more likely to ‘re-order’  than browse. Win once, win the shopper. 
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And have different baskets

Source: Numerator Panel, L12M Baskets containing Grocery, Pet, Baby, Household, Health & Beauty products 
from FMCG retailers both online and offline 7
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It changes when they shop…

Numerator Panel Analysis, Last 52 w/e 07/15/2018 8

• Shoppers stock up at traditional retailers at the end of the week when they are 
not working

• But they shop at Amazon consistently throughout the week 
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If shoppers go to Amazon 
during the week, how does 

that impact their trips to 
traditional retailers? 

Ask your consultant 
to find out more!



And They Even Created New Retail Holidays

Numerator Panel Analysis, Last 52 w/e 07/22/2018 9

• 44% of 2018 Prime Day shoppers said this was the first time they shopped Prime Day
• Amazon saw their highest number of trips all year, aside from Black Friday

Jul-17 Aug-17 Sep-17 Oct-17 Nov-17 Dec-17 Jan-18 Feb-18 Mar-18 Apr-18 May-18 Jun-18

Total Trips, Amazon vs. Food vs. Mass Food Mass Amazon



And These Holidays Benefit Amazon Private Label

Numerator Insights Analysis 10

• This year the Fire Stick was the big winner on Prime Day
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Amazon’s also Changed In-Store Behavior



Amazon Had a Grocery-Gap

Numerator Panel:  Amazon Prime Members and Whole Foods Shoppers P52W ending 9/10/2017 12
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So, they bought
a grocery store

13



This Impacts Multiple Channels, Especially Mass and Drug

Source Numerator Panel Analysis: July 2018; Prime Members new to Whole Foods, n = 652; Omnichannel 
Static Panel 14

Prime Members New-to-Whole-Foods, Share of Wallet, by Channel and Store
% of Total Spend among Prime Members New-to-Whole-Foods, Post-Price Drop Period between 09-01-2017 and 06-30-2018
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Amazon Brought Lower Prices to a Premium Retailer

https://www.bloomberg.com/news/articles/2017-08-28/amazon-cuts-prices-at-whole-foods-as-
much-as-50-on-first-day 15

What impact did the price reduction have on shopper behavior?

“Starting on Monday, August 27, 
Customers will enjoy lower prices on 

products...”
“Technology teams will begin to 

integrate Amazon Prime into the 
Whole Foods Market point-of-sale 

system… Prime members will receive 
special savings and in-store benefits.”

PRODUCT AUG. 24 AUG. 28

Banana $0.79 $0.49

Avocados $2.79 $1.99

Brown Eggs $4.29 $3.99

Salmon $14.99 $9.99

Tilapia $11.99 $7.99



Well, the Strategy Attracted More Shoppers

Source Numerator Panel Analysis, July 2018; Prime Whole Foods Shoppers between 11-01-2016 
and 08-31-2017 (pre-price drop) n=3,470; Prime Whole Foods Shoppers between 09-01-2017 and 
06-30-2018 (post-price drop) n = 5,153

16

POST-PRICE DROP

19.5%
of Prime Members
shopped at Whole Foods 

between 11/01/16 and 8/31/17 
(10 months prior to price 

drop)

POST-PRICE DROP

20.4%
of Prime Members
shopped at Whole Foods 

between 9/01/17 and 6/31/18 
(10 months after price drop)

Nearly 1 Million

Additional Shoppers!



Winning online and growing in-store…
How far can Amazon stretch their brand?



Amazon’s Ad Spend Outpaces Competitive Retailers

Source: Spending as estimated by Numerator 10.1.16 – 9.30.2017; total excludes search 18

• Amazon spends more on mobile, while competitors are more dependent on 
television

$212 

$350 

$323 $211 

Target

Jet.com

Walmart

Amazon

Paid Media, by Spend Type

TV Mobile Online Display Other

Total Paid Media

$1.471 Billion
in combined, 

measured, paid 
media



Amazon Adverts Are Focused on the Amazon Ecosystem

Source: Creative as captured by Numerator 10.1.16 – 9.30.2017 19

• Other retailers advertise products, Amazon focuses on driving loyalty to Amazon 
• Amazon doesn’t limit itself with the products and services it sells today
• Amazon is building the brand

97
Amazon-Centric
Ad Campaigns

(+15 more for Whole 
Foods)



What do consumers want from Amazon?



Shoppers Would Welcome Amazon in Many Areas of Life

21

54%

40%

7%

I think it's great

I think it's okay

I don't think it's
good

Like expanded Amazon offerings?
% of Amazon Shoppers

I Love Amazon! 
Amazon is easy, reliable, I trust them 
It’s convenient, everything in one place 
It would save me time 
Amazon makes life easier 
Amazon changes every industry it enters 
Amazon has great customer service

“

I don’t want a monopoly, competition is good

Amazon is taking over
I am worried Amazon will kill small businesses
I’d have to test it out

“
I do not like to depend on only one company
I like competitive markets“



Amazon’s Brand: Services and Experiences 

Source Numerator Survey, n = 1,951 Amazon Shoppers 22
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Shoppers Would Switch Quickly to an ‘All-Amazon’ World

Source Numerator Survey, n = 1,951 Amazon Shoppers 23
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How long would it take to switch your product/service purchases to a single supplier?
% of Amazon Shoppers



Shoppers would spend as 
much at Amazon (on 
products) as they do at 
all other retailers 
combined

Amazon Can Win 45% of Consumer Spending!

Source Numerator Survey, n = 1,951 Amazon Shoppers 24
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Answer the Questions Around Your Business Needs

Source Numerator Survey, n = 1,951 Amazon Shoppers 25

SHOPPER BEHAVIOR HAS CHANGED
• Am I where my shoppers are researching and 

shopping?
• Do I need to change what I do in store to win with 

the new needs of online shoppers? 

AMAZON IS CHANGING GROCERY
• Do I have the right strategy for Whole Foods? 
• How are trips changing to other retailers that 

matter to me? 

THE ECOSYSTEM GROWS
• How far can Amazon stretch its brand? 
• Will Amazon brands take over national brands? 
• How loyal will shoppers become? 

IS THE FUTURE AMAZON?
• Can I play in an Amazon dominant world? 
• What does this mean for my shoppers? 
• How can I adapt? 

Work with an Numerator Consultant to answer the questions around your business needs!
hello@numerator.com
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Reach out for more eCommerce insights
hello@numerator.com

http://numerator.com

