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Amazon.com - @ The Forefront of “E-Branding”

“A debate rages in the business departments of many Internet companies over the importance of branding.  How much effort should they spend on e-branding initiatives, that is, building up an online brand?  Wouldn't those resources be better spent promoting eCommerce efforts -- which offer tangible returns?

Let me lay that controversy to rest right now.  In short, e-branding is more important.  And it must come first.  Because few people will buy your stuff -- online or off -- unless you are top-of-mind.” – Annette Hamilton, Executive Producer, ZDNet 
Origins of the Internet and Electronic Commerce

eMarketer, a technology industry newsletter, predicts that the number of Web users will grow from 36 million in 1997 to 142 million by the year 2002.  Expansion of the Internet’s user base has paralleled growth in electronic commerce during the past two years. In 1998, consumers spent between $7 to $13 billion on the Web.
  Some analysts have predicted that online sales will exceed $350 billion by 2002.  Today it is possible to buy virtually anything on the Web, from CDs to cars.  You can fill out a loan application, buy stocks, make airline reservations, and purchase computers.  Andy Grove, the CEO of Intel, recently exclaimed "What's my ROI [return-on-investment] on eCommerce?  Are you crazy?  This is Columbus in the New World. What was his ROI?"

Electronic commerce (e‑commerce) is “the process of two or more parties making business transactions via computer and some type of network - e.g. a direct connection or the Internet.  This includes business-to-business transactions, online retail, and the digitalization of the financial industry.”
  Although the definition of e‑commerce continues to change, the one certainty according to eMarketer is that "branding value is clearly very important in determining who's going to win on the Internet."
  In November of 1998, the top 10% of all companies engaging in electronic commerce accounted for more than 90% of all consumer sales on the Web.
  Despite the fact that there are hundreds of firms in nearly every major category listed in Yahoo!, ranging from flowers to financial services, something causes Internet users to spend 90% of their e-dollars in only a small handful of web sites.  Evidence to date indicates that brands matter just as much in electronic commerce as they do in traditional business settings, if not more.  Brands give Internet users a roadmap to guide them through the vast array of choices that await them on the Web.

Background on Amazon.com

The online book sales industry provides a good example of the importance of brands to e-commerce.  Jeff Bezos opened Amazon.com, the first major Internet bookstore, in 1995.  After investigating over 50 different products to potentially sell on the Web, Bezos chose books due to the size of the market and the product's fit with the medium.  He chose the name Amazon.com to create an association between the wide selection of book titles available on the company's Web site and the Amazon Jungle's vast size and uncharted terrain.   He then coined the slogan the “Earth’s Biggest Bookstore" and built a user-friendly Web site that incorporated highly-sophisticated search features and extensive information on books (such as book reviews) that had been previously unavailable to most consumers.

In less than three years, Amazon.com has become the third largest bookseller on the planet.  It has customers in all 50 states and in more than 150 countries around the world. Its 1998 fourth quarter sales were approximately $250 million, more than three and one-half times 1997's fourth quarter sales of $66 million.  According to Morgan Stanley, Amazon now holds a 90% share of the online book market.  Amazon is one of only seven “megabrands” on the Internet.   The purpose of this report is to explain how Amazon.com managed to build awareness of its brand.  It includes an analysis of the core brand equities of Amazon and its competitors, and suggests strategies that Amazon can use to maintain high awareness and increase revenues.     

Origins of Brand Equities

Recognizing the importance of top-of-mind brand recognition on the Internet, Amazon.com utilized both traditional and nontraditional marketing methods to build awareness.  In 1996-1997, Amazon ran advertisements in magazines and during prime-time television shows featuring well-known “intellectuals” such as Bill Gates and physicist Stephen Hawking.  The company became one of the first major advertisers on the Web, as it plastered popular sites such as Yahoo! and Excite with banner and “button” ads.  Amazon also took advantage of public relations opportunities such as its IPO, daily press releases and unprecedented stock price movements.     

Another important element of the company’s brand building campaign was the Amazon Associates program. This program gave other Web sites an incentive to refer visitors to their sites to Amazon.com via hyperlinks.  The program gave Amazon an opportunity to associate its brand with other sites that provide content.   According to Ben Boyd, a spokesman for Barnes & Noble, “As booksellers, we know that content is what sells books.  If you’re looking for information about buying and selling a home [on the Internet], for instance, you would see ‘Mortgages for Dummies’ as a related link [to barnesandnoble.com].”
 As of August 1997, Amazon had over 15,000 Web sites participating in the Associates Program.  

Has Amazon’s awareness building campaign paid off?  In our surveys, 95% of respondents indicated that Amazon.com was the first online bookstore that came to mind.  The high cost of acquiring new customers, “about 24 cents per dollar of revenue last quarter, compared with 4 cents for traditional retailers” 
 will result in Amazon spending nearly $200 million on marketing in 1999.

SWOT Analysis

Strengths:  The following are some of the reasons why most analysts expect Amazon.com to continue its explosive growth:

· Amazon.com’s Web site is consistently rated as one of the most user-friendly electronic commerce sites on the Internet.  

· The site provides personalized recommendations, excellent book reviews (mostly written by other Amazon customers) and an outstanding search feature.

· The Amazon Associates program has enabled the company has formed partnerships with thousands of other Web sites.  

· The online segment of the book selling industry is growing significantly faster than the overall worldwide book market.  Amazon’s dominant market share, PR and its ongoing marketing campaign should allow the company to profit from this trend.

· Amazon is not burdened with the high overhead costs incurred by some of its major competitors.

Weaknesses:  Amazon.com has several notable weaknesses, including:

· Results from our focus groups indicate that Amazon.com is only top‑of‑mind among online bookstores.    

· Unlike its major competitors, Amazon cannot leverage traditional retail outlets to market its site.  In addition, the lack of physical stores makes it harder for the company to create visual associations in the minds of consumers.   

· The lack of physical stores and warehouses also increases Amazon’s distribution costs.

· Barnesandnoble.com has formed strategic alliances with Bertlesmann, which owns Random House and other book publishers, and Ingram, a large independent book supplier.  This will allow the company to offer lower prices.

Opportunities:  One of the key areas for growth is acquisition of new customers.  Less than half of Americans regularly use the Internet, and only a small percentage of these users purchase books online.  As electronic commerce gains acceptance, Amazon's customer base could increase significantly.  Because Amazon's name is not confining, the company can extend its brand name across a variety of product offerings, thus creating opportunities for cross‑selling.  Internet usage around the world is growing rapidly.  This trend offers Amazon fantastic opportunities to set up Web sites and distribution centers in foreign countries.  Customer loyalty programs and technology enhancements offer additional opportunities for Amazon to attract and retain customers.

Threats:  The barriers to entry in the online bookstore market are extremely low.  The “look and feel” of Amazon’s Web site cannot be trademarked.  Although Amazon’s technology infrastructure is supposedly six months ahead of that of its nearest competitor, barnesandnoble.com, it is unlikely that Amazon’s technological advantage will last forever.  Given that books and music are commodity products, Amazon must derive its competitive advantages from the services it provides; consumers must perceive these services to be better than those offered by competitors.  However, competitors can already replicate services such as Amazon's book reviews, customer service, search capabilities and credit card security mechanisms.  In fact, our research indicates that barnesandnoble.com’s brand associations are very similar to those of Amazon.com (see Exhibit 4).  Without continuous innovation, Amazon would no longer be able to market itself as a unique brand that provides differentiated benefits; Amazon’s benefits would in essence become product category benefits.  Some of the other significant threats we have identified are:

· Price wars.  The company’s price advantage has disappeared as online competition has proliferated.  In fact, Amazon has already been forced to cut its prices to match barnesandnoble.com’s lower rates. 

· New forms of competition.  Several online companies recently launched “at-cost” shopping services.  These Web sites, such as Buy.com, sell products like books and CDs at zero markup, hoping to make money from customer fees and advertisements.  There are also new free Web-based services (called “shopping .bot” sites) that allow users to compare prices on products from dozens of leading e-commerce sites.  Given that there are virtually no switching costs for buying books on the Internet, it is possible that many of Amazon’s current customers will switch to shopping at new lower-priced online retailers.

· Technological Advancements.  The Web itself may end up becoming Amazon’s greatest nemesis.  Many technology experts have predicted that millions of users will be able to download entire books, CDs and movies from the Internet within the next five years.  As more Internet users gain high-speed Web access via xDSL and cable modems, the way people read books and listen to music may change forever.  

Consumer Segments

The market for online book retailing consists of five consumer segments: Avoiders, Bargain Seekers, Browsers, Convenience Shoppers and Loyalists.  Due to the rapid growth and changing nature of the Internet as a retail medium, consumer segments and segment needs continue to evolve.  The current continuum of online book purchasers is displayed in the following diagram.
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Avoider:  This segment does not have access to the Internet, chooses not to use the Internet for shopping purposes or does not visit online bookstore sites.   A broad range of consumers fit into this segment.  Some of these consumers do not have computers or do not surf the Web.  Others strongly value the “bricks and mortar” attributes of a bookstore including interactions with salespeople, the ability to browse the book aisles and relaxing coffee shops.  Common statements from consumers in this group include, "I'm a tactile person.  I want to see a book and touch it."

Bargain Seeker:  This customer segment strictly purchases books based on price.  They are less likely to buy at traditional, full-price retail outlets such as Barnes & Noble and Borders.  They frequent used bookstores and discount outlets.  When purchasing online, they search the Web for the lowest priced books.  This consumer will delay purchases in anticipation of finding a lower price.  

Browser:  This segment uses the Internet to browse and evaluate books, but chooses to purchase offline.   Based on our focus group results, these segment users spend five to ten hours per week browsing on the Internet.  Some of these consumers use the Internet to buy other types of products/services such as airline tickets and financial services.  However, they feel that the benefits of purchasing books online are outweighed by credit card security concerns, costs associated with shipping and handling fees, and/or timeliness of delivery.  Some consumers in this segment also express affinity to the physical attributes of bookstores.

Convenience Shopper:  The Convenience Shopper uses the Internet to make quick and efficient shopping decisions.  This segment values online bookstore attributes such as convenience, product selection, delivery options, time savings and 24 hours per day, 7 days per week access to products and services.  This segment enjoys shopping at home or in the office.  They tend to frequent well‑known Web sites with strong brand names and proven credibility in the marketplace.  After a positive purchasing experience at a Web site, they often become brand loyal and make repeat purchases.  The Convenience Shopper will also shop at traditional bookstores if time and proximity permits.

Loyalist:  Loyalists, the early adopters of online shopping, prefer to purchase books via the Internet.  They are the typically the most Internet savvy consumers.  This consumer group values many of the same features as the Convenience Shopper.  In addition, they are attracted to the more sophisticated technology and service features delivered through well‑organized Web sites, search engines and stored preferences.  Loyalists appreciate book reviews, user communities, and the ability to order future releases and hard-to-find books.  They welcome gift ideas and recommendations based on their prior purchases.  Although this segment displays characteristics of brand loyalty, they may search other Web sites to locate enhanced products and service features.


These segments map the typical progression of consumers’ online book purchasing behavior.  Consumers begin as Avoiders and progress to either Bargain Seekers or Browsers when they obtain a PC, get Internet access and/or decide to visit online bookstores.  Bargain Seekers will most likely remain in this segment.  Browsers are converted into Convenience Shoppers once they begin buying books online.  Some consumers remain Convenience Shoppers while others eventually become product category Loyalists. 

SWOT Analysis by Segment

Avoiders

· Strengths:  Despite the fact that Avoiders cannot or choose not to shop for books online, our surveys and focus groups indicated that their awareness of Amazon.com is just as high as Amazon’s awareness among other segments.  If or when Avoiders decide to begin making purchases on the Web, this strong brand recognition may make them more inclined to buy from Amazon. 

· Weaknesses: Avoiders in our focus groups tended to think that Amazon was less dependable, rebellious and trendy when compared with consumers who buy books online.  Avoiders often like to touch books before buying them, and they also tend to buy significantly fewer books per year in comparison to consumers in other segments.

· Opportunities:  In the Strategies & Tactics section of this report, opportunities for Amazon to open flagship stores will be explored.  Physical stores could create strong visual associations and make Avoiders and Browsers feel more comfortable buying from Amazon.com.

· Threats:  Barnes & Noble and Borders can market their Web sites to customers who currently buy books in their superstores.  However, it is more difficult for Amazon to identify Avoiders and directly target promotions for them.  

Bargain Seekers

· Strengths:  Bargain Seekers seek low prices, and Amazon has a strong reputation for offering bargains on a huge selection of titles. Most Bargain Seekers have already made several purchases on the Internet, and they do not mind waiting a few days to receive their merchandise.

· Weaknesses:  In our surveys and focus groups, many Bargain Seekers indicated that the additional costs of shipping and handling offset the lower prices offered by Amazon unless they purchased in volume.  In addition, Bargain Seekers often prefer to buy lower-cost used books, and Amazon only sells new books. 

· Opportunities:  As Amazon builds its sales volume and expands into new product lines, it may be able to reduce its shipping and handling prices.  Amazon could also provide a sub-branded used book Web site (“Amazon Swaps”) to attract this consumer group.

· Threats:  New “at cost” online bookstores like Buy.com are aggressively targeting Bargain Seekers.  Amazon cannot afford to lower its prices enough to compete directly with these sites.

Browsers

· Strengths:  Browsers in our focus groups rated Amazon very high on providing useful information and offering intelligent features.  Amazon’s book reviews and targeted recommendations are designed make the online book purchasing experience more personal.  This could eventually convert Browsers to customers.

· Weaknesses:  Our surveys indicate that Browsers feel that Amazon lacks a strong sense of community (see Exhibit 4).  In addition, that they perceive the site to be less personal, dependable and warm in comparison to consumers who currently buy books on the Internet.

· Opportunities:  Flagships stores would probably appeal to Browsers.  In addition, traditional advertisements featuring intellectual leaders and/or “former Browsers” (i.e. people who once were reluctant to buy online but now shop regularly at Amazon) might be very effective.

· Threats:  The superstore chains may be better positioned to capture the Browser segment due to strong brand awareness and their ability to market their Web sites through retail outlets.

Convenience Shoppers

· Strengths:  75% of the respondents to our survey who indicated that convenience is “extremely important” in their book shopping experience have purchased books online (only 50% of survey respondents have bought books on the Web). Amazon’s “1-Click” shopping, the site’s advanced search features, and the rapid delivery shipping options appeal to Convenience Shoppers.  In our survey, they rated Amazon.com higher in almost every association category than did consumers in other segments.

· Weaknesses:  If a Convenience Shopper lives near a Borders or Barnes & Noble outlet, he or she may choose to shop there instead of an online bookstore. 

· Opportunities:  As long as Convenience Shoppers continue to enjoy shopping at Amazon.com, they will be a great source of word-of-mouth advertising.  Amazon can target these consumers when launching product and service line extensions.

· Threats: Other online bookstores may be able to lure Convenience Shoppers away from shopping at Amazon.com.  Although some Convenience Shoppers are currently loyal to Amazon.com when shopping for books online, many display loyalty to a retail superstore when shopping offline. Our research indicates that Convenience Shoppers still buy at least 75% of their books in traditional retail outlets.   As Barnes & Noble and Borders expand their online presence, Convenience Shoppers’ online loyalties could change. 

Loyalists

· Strengths:  Loyalists spend significantly more money each year on books than average consumers, and they tend to buy most of their books online.  The majority of Loyalists completed their first purchase on the Internet several years ago.  Amazon.com is a popular e-commerce destination for this user group.

· Weaknesses:  Most Loyalists began shopping at Amazon.com because it offered lower prices than traditional retail outlets.  Because Amazon is no longer the low-price leader on the Internet, Amazon Loyalists could eventually switch to lower-priced online stores.

· Opportunities:  Loyalists comprise at least one-third of Amazon’s customer base.  In fact, 64% of consumers who completed transactions on Amazon’s site in December 1998, were repeat buyers.  Loyalists offer the company an ideal opportunity to test product line extensions.

· Threats:  Given that Loyalists are only loyal to the product category and not necessarily to Amazon.com, other online bookstores may be able to entice Loyalists to shop at their sites.  Loyalists are the most Internet-savvy user group, and they may explore other book purchasing options on the Web.   
Brand Equities for Online Bookstores

Although electronic commerce has grown dramatically in the past three years, consumers are still hesitant to make purchases online.  Our research indicated that many consumers remain concerned about issues such as credit card security and consumer privacy. High levels of brand awareness and overall credibility are critical for online companies to overcome these fears.  As a market leader in a category, a company is better positioned to convert new consumers to online book purchasing.   

Top-of-mind awareness is another major driver of brand equity.   As the number of online book retailers continues to grow exponentially, a company must be first to mind when a customer goes online.  There are numerous ways for a customer to reach a Web site including running searches from portals, clicking on Web site links and directly typing in an URL.  However, the only way to guarantee that consumers will reach a company's Web site is for consumers to know the URL by rote.

Intangibles such as the "look and feel" of a Web site and the consumers’ overall shopping experience serve as vital drivers in building brand equity.  Because consumers forego many perceived benefits of shopping at a physical store, the online retailer's Web site must be visually pleasing and easy to use.  If access to pages and links is slow or confusing, consumers will quickly defect to another online retailer or return to traditional retail outlets.

The first to market Internet companies initially differentiated themselves on price, selection and convenience.  As the e-commerce market has grown and competition has increased, robust technology features and services have become critical drivers of brand equity.  Features such as powerful search engines, databases that identify cross-selling opportunities and customer loyalty programs can help online bookstores build brand equities.

Drivers of brand equity vary among consumer segments.  Company reputation and overall brand awareness are extremely critical for less savvy Internet users like Browsers.  Convenience Shoppers typically go online with a specific purchase in mind; therefore, the brand name and the "look and feel" of online bookstores are strong drivers of equity for this segment.  Currently, Loyalists have the highest expectations for enhanced technological and service features.  However, our research suggests that in the future these features will become essential drivers for other segments as well.
Amazon’s Core Brand Equities

According to Bezos, Amazon’s primary goals in 1995 were to quickly establish a reputation for selection, credibility and trust.  “Bill Gates laid it out in a magazine interview.  He said ‘I buy books from Amamzon.com because I’m busy and it’s convenient.  They have a big selection, and they have been reliable.’  Those are three of our four core value propositions: convenience, selection, service.  The only one he left out is price; we are the broadest discounters in the world in any product category.”

In line with its product category, Amazon.com’s core brand equities have changed during the past three years.  The following diagram shows the components Amazon used to build brand equities over time. 


Our focus groups and surveys highlighted that the company’s most significant brand equities today are credibility, personalized service and innovative technology.  In a recent survey, Gomez Advisors, a Massachusetts-based marketing research firm, found that Amazon.com ranked “as the most appealing site for customers, even though bargain hunters could find cheaper prices at half of its competitors.”
  This supports our conclusion that Amazon had to shift its primary brand equities over time as competitors entered the market.  As competitors entered the market, Amazon focused its efforts on more sophisticated services to uphold its competitive advantage.


A core equity that Amazon has maintained over time is its top-of-mind brand awareness. Business Week recently commented that ''when you think of Web shopping, you think of Amazon first.''
 Our research overwhelmingly supports this conclusion.  Consumer perceive Amazon’s URL to be both memorable and user-friendly.

Amazon’s abstract brand name and its lack of retail outlets that create visual associations in consumers’ minds allow for brand line extensions.  For example, the company has leveraged the strength of its brand to sell music on its site.  In only one quarter, Amazon sold $14.4 million of CDs and became the largest music seller on the Web, surpassing CDnow.  Recently, Amazon has also added DVDs, sheet music, toys and video games to its product offerings.
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Barnesandnoble.com’s Core Equities
Despite the fact that Barnes & Noble launched its Web site a mere six months after Amazon.com, barnesandnoble.com currently controls less than 10% of the market for online book sales.  Nevertheless, it was the fourth most popular electronic commerce site on the Web in December of 1998 with 4.7 million unique site visitors, approximately half the number of visitors as Amazon.com.  Leading Wall Street analysts recently raised their estimates for Barnes & Noble’s overall earnings in 1999 due to the brighter outlook for barnesandnoble.com.  Barnesandnoble.com’s core equities are primarily attributable to Barnes & Noble’s retail stores, which include high awareness, a brand loyal customer base, and strong visual associations.  Other competitive advantages include its Web site partnerships, distribution system and price leadership.

Barnes & Noble Retail Stores

Some technology “experts” believe that retail outlets are a liability for companies competing against new Web-based enterprises.  Despite potential cannibalization effects, the company’s retail infrastructure appears to be an asset rather than a liability in competing against Amazon.com. This conclusion is based on the following factors:

· Associations:  In our focus groups, Barnes & Noble had higher top-of-mind awareness than Amazon.com when participants were asked to list words associated with “books.” When asked to name online bookstores other than Amazon.com, the majority of the participants listed barnesandnoble.com. Barnesandnoble.com can leverage its parent company’s high share of mind and positive associations, such as warmth, community atmosphere and customer service, to build its brand equity. 

· Marketing Potential:  Barnesandnoble.com can use promotions in Barnes & Noble retail outlets to draw traffic to its Web site.  For instance, barnesandnoble.com could distribute bookmarks advertising books, items and services that are not available in the retail stores.  Barnesandnoble.com can also use its Web site to draw consumers to Barnes & Noble outlets.  The site can provide valuable information for Browsers, who often explore online bookstores before buying at traditional stores.

· Customer Loyalty:  Our research indicated that Barnes & Noble has very high customer loyalty.  On average, respondents to our survey buy 5.48 books per year at Barnes & Noble and only 3.67 books per year at Border’s.  The 13 respondents who have bought books online purchase an average of 4.46 books per year at Amazon.com.  These same respondents still purchase an average of 4.08 books per year at Barnes & Noble outlets.  This demonstrates that many Amazon.com customers still exhibit loyalty to Barnes & Noble and that barnesandnoble.com may be able to capture these customers through the company’s retail outlets.

Partnerships:  Barnesandnoble.com has moved aggressively to form strategic alliances with a wide variety of corporate partners.  In December, it signed an agreement to become the exclusive English language bookseller on all Microsoft Internet sites.  Considering that 46% of all Web users visit at least one Microsoft site in a given month, this deal will extend significantly barnesandnoble.com’s marketing reach.  The Microsoft agreement is just one example of how the company has associated its brand with high-quality Internet content and more established companies.  For instance, barnesandnoble.com also sells books through Arthur Andersen’s Knowledge Space (www.knowledgespace.com), a subscription-based site which enables business executives to find relevant corporate data on the Web.  In addition, barnesandnoble.com has signed agreements to become the exclusive book supplier on many large corporate intranets.  These partnerships are beginning to pay off in the form of higher brand awareness and stronger sales. 

Price Leadership:  Barnesandnoble.com’s unusually low cost structure, resulting from an efficient supply chain and distribution system, should allow the company to achieve a sustainable price leadership position.  Although it remains to be seen whether or not the company can overtake Amazon.com, the company’s ability to cut prices without decimating its bottom line is one of its competitive advantages.             

Supply Chain

Barnesandnoble.com’s vertically integrated supply chain is a critical component of the company’s low cost structure.  Unlike Amazon.com, barnesandnoble.com has ownership stakes in book publishers and independent suppliers, which allows the company to buy many titles at substantial discounts.  

Because Ingram, a subsidiary of Barnes & Noble, supplies many online booksellers including Amazon.com, Barnes & Noble will profit from the growth of some of its main competitors.  

Distribution System

Barnes & Noble’s extensive distribution system gives its online subsidiary an edge over many of its competitors.  While Amazon.com has only a small handful of warehouses, Barnes & Noble owns mammoth storage facilities.  As a result, barnesandnoble.com can often deliver books faster to its customers.  In addition, Barnes & Noble’s 483 flagship superstores and 528 B. Dalton stores can serve as local distribution centers for barnesandnoble.com, thus allowing the company to achieve even greater economies of scale.  
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Borders’ Key Equities

Borders Groups owns 245 superstores and over 900 Waldenbooks stores in the 
United States. Borders superstores feature a large selection, broad availability, service from a knowledgeable and literary staff, and a number of community events such as readings and book signings. Borders core brand equities are selection, availability, price leadership, convenience, community, and brand awareness.

Convenience:  Borders superstores are generally located in strip malls and other convenient locations. This makes it easier for time-pressed and title-driven shoppers to buy books. In addition, close proximity to other retail outlets creates walk-up traffic. Convenient locations create the perception that Borders is an easy and relaxing place to browse and shop.

Community:  Borders routinely holds events such as book signings, readings and discussion groups to build a sense of community among bibliophiles. In addition, lighting, carpeting, comfortable furniture, broad aisles, coffee shops and reading areas all reinforce associations that Borders is a welcoming environment to browse and contemplate.  In our surveys, Borders scored significantly higher than Amazon.com in having a sense of community (see Exhibit 4). 

Brand Awareness:  Borders superstores are large facilities located in high traffic areas.  The company has been in business for more than 25 years, and this history has helped Borders to establish a strong, recognizable brand name.  Although nobody in our focus groups had visited borders.com, Borders may eventually be able to use high awareness from its retail stores to build borders.com into a substantial online bookselling business.  

Selection:  Borders superstores carry approximately 150,000 titles each. This broad selection differentiates Borders from independent booksellers. Having a wide variety of books draws “destination shoppers” to their superstores.  Although this selection may be a competitive advantage in traditional retail environments, it pales in comparison to the 3.1 million titles available on Amazon.com.
Availability:  The superstore model provides scale economies that support large, in-store inventories.  To lure time-pressed, title-driven book buyers, Borders guarantees consistent availability of books. 

Price Leadership:  Borders’ economies of scale allow it to sell books at lower prices than independent or small chain booksellers. For example, Borders discounts current New York Times bestsellers to attract customers. High visibility books such as best sellers reinforce the association of price leadership in the consumer’s mind.  Although Borders’ prices are generally higher than those offered by Amazon.com, the price difference is often negligible when the costs of shipping and handling are included.  This is one reason why Borders and Barnes & Noble have been able to hold onto the Browser segment.  

Target Segments and Strategies

While Amazon has established a loyal customer base and a market leadership position in online bookselling, it holds a mere 1.4% share of the overall worldwide book market.  There are two basic strategies Amazon can employ to grow its business: expand its customer base, and sell more to current customers.  Based on the size of the segments and the customer profiles, Amazon should primarily target the Browser, Convenience Shopper and Loyalist segments. 

Expansion of Customer Base

Research shows that only 14% of Internet users make purchases online.  This means that Browsers and Avoiders are the largest segments of the market.  As the cost of PCs continues to decline and Internet access becomes more widely available, current Avoiders will likely become Browsers.  Amazon should direct its efforts on building associations that appeal to Browsers.  Although Browsers expressed high awareness of Amazon’s brand name in our surveys and focus groups, their awareness of the company was primarily driven by its stock price and financial outlook – not its products and services.  To convert the Browsers into purchasers, Amazon needs to translate consumer awareness into brand loyalty.  To capture this segment, the company should use advertising and PR to draw Browsers to its site.  Once on Amazon’s site, Browsers should see implicit and explicit messages that promote the security and simplicity of purchasing from Amazon.  

As purchasing online becomes routine for many Americans in the next several years, concerns regarding credit card security will likely dissipate.   However, Amazon will still need to address Browsers’ concerns about delivery delays and shipping costs.  These actions, however, may not be enough to convince Browsers to purchase products from Amazon.  Browsers often have strong sensory images associated with retail bookstore outlets, such as the texture of books, the aroma of fresh-roasted coffee, and the feelings of escape and relaxation.  Therefore, Amazon's Web site must produce a delightful experience for Browsers that overrides their desire to visit a retail outlet.  Creating a personal feel to each online visit can help build brand confidence and loyalty among Browsers.  The Internet, unlike physical stores, allows for highly personalized service at a very low cost.  As Jeff Bezos says "We want Amazon.com to be the right store for you as an individual.  If we have 4.5 million customers, we should have 4.5 million stores."
 

Internet usage outside the United States is growing rapidly.  In a recent lecture, Professor C.K. Prahalad, professor of Corporate Strategy at the University of Michigan Business School, explained that the expansion of the Internet user base around the world is not limited to “first-world” countries.  According to Prahalad, thousands of rural villages in China and India are expected to go online in the next few years. Amazon has already set up Web sites and distribution centers in several European countries, and the company will have many additional opportunities to expand overseas in the next decade.    

Selling More to Current Customer Base

Due to the razor thin margins of online book selling, Amazon must get current customers to buy more products in each transaction to attain profitability.  The site already uses “smart” technology, including cookies and databases, to recommend additional books based on consumers’ selections.  Due to increased competition in online bookselling and the ongoing consolidation of Internet sites, Amazon has realized that extending its brand to other products and services is necessary to maintain its market share and increase revenues. Amazon should choose product lines extensions that share similar characteristics and do not require little personal interaction to purchase.  These extensions should avoid diluting the equity of its main product line, books.  One way which Amazon could launch extensions without over-extending its core brand name and its homepage would be through sub-branding.   Some ideas for sub-brands could include AmazonKids, which would sell toys, games and children’s clothing and AmazonTech, which would offer PCs, computer peripherals, software, and consumer electronics.  Amazon could set up independent Web sites for each of its sub-brands with links from Amazon.com’s homepage.  

New products could lead to greater opportunities for cross-selling.  For instance, if a customer orders the DVD movie “A Field of Dreams”, Amazon could offer him discounts on a new baseball glove and tickets to a Boston Red Sox game.  To become an online one-stop shopping destination, it is essential for the company to take actions to build associations beyond just books. 
Tactics for Creating and Reinforcing Associations

Amazon should create a small number of thematic flagship retail stores. The stores should be located in select, heavily photographed areas such as New York’s Times Square, Chicago’s Michigan Avenue, Hollywood, and downtown Seattle. Amazon retail stores would serve as marketing tools to create tangible associations with the Amazon brand.  The stores could be decorated in a South American rain forest theme to associate the brand with the uncharted, wild Amazon jungle.  The size and design of the stores should reinforce Amazon’s image as the “Earth’s Biggest Bookstore.” The store should combine the best features of physical and virtual bookstores.  A knowledgeable and talented sales staff will personify Amazon’s expertise. The store should build a sense of community and passion for books by holding book readings with famous authors and performances by popular musicians. These performances should also be broadcast on Amazon’s Web site. Amazon flagship stores would reinforce the associations of the convenience, selection, and service while creating new associations of fun, adventure, and sense of community. The result will be a richer and much more difficult to imitate set of associations.     

Amazon should investigate opportunities to license its brand name and form strategic partnerships.  These relationships must be aligned with Amazon’s desired associations and goals.  For example, Amazon could partner with major metropolitan zoos to create education and outreach programs for children. Amazon could donate a small amount from each book to environmental groups dedicated to protecting endangered species and the Amazon rain forest. Such efforts would create associations with social responsibility and community presence.  Licensing opportunities could include children’s clothing, PCs, and travel books and accessories.   


One reason Browsers do not purchase is a concern about security. To address this, Amazon should form partnerships with corporations that have a reputation for security and trust.  The Web sites of innovative but trustworthy financial institutions like First USA and Capitol One would be excellent candidates to have links to Amazon.com. 

Another opportunity to convert Browsers to online book purchasers while retaining current Convenience Shoppers and Loyalists would be to create an Amazon Points Program.  When consumers sign up for the program and purchase their first book at Amazon, they would receive a significant amount of Amazon Points.  Similar to a frequent flyer program, consumers would receive additional points with each Amazon purchase.  These points could then be used to purchase any of the products offered on the Web site. The company should also send its loyal customers “trinkets”, such as t-shirts and coffee mugs, featuring the Amazon.com logo on a regular basis.

Amazon will also need to use technology to create and reinforce brand associations in its target consumer segments.  Amazon should use DoubleClick’s new ‘boomerang cookie’ technology, which allows Web sites to find users who visited their sites anytime during the past month, to target ads to consumers who have recently visited Amazon.com.  Other innovative ways Amazon could use technology could include building a virtual reality bookstore, streaming video clips of book readings, and 3-D visuals of books. However, the current Internet infrastructure limits the company’s ability to provide features like high resolution graphics, audio and video. In addition, new features can be easily copied by competitors, thus making it extremely difficult for Amazon to form unique associations strictly through the use of technology. 

Building & Reinforcing Brand Awareness

Amazon.com has become on the most recognized brands in any major U.S. industry.  More than 50 million adults in the United States recognize the Amazon brand without the use of aids. Three people in our focus groups indicated that they heard Amazon’s name mentioned at least once per day.  There are several reasons why Amazon.com should devote even more resources to its brand awareness building campaign.  First, awareness will be critical if the firm hopes to attract and retain customers.  Amazon also faces rapidly growing competition.  Barnesandnoble.com is now closing the technology and site features gap that previously had limited its ability to compete directly with Amazon, while Buy.com offers products at wholesale prices.  Amazon will not only need to build awareness to combat increased competition in its core product line but will also need to increase awareness in order to expand its product offerings. Despite achieving the number one position for online CD sales in a matter of a few months, our research suggests that consumers predominantly associate Amazon.com with books and not with the numerous other products and services it provides.  

Amazon should commit to several exclusive advertising partnerships with portals such as Excite (now owned by @Home) and Yahoo!  Exclusive advertising rights for books and music on popular Web sites would not only maintain high awareness but would also serve as an effective means of ‘locking out’ potential new competitors. Because Browsers primarily use the Internet to obtain information, Amazon should also place online ads on the most popular content sites on the Internet, such as CNN.com  iVillage.com. 

Public relations must continue to be a critical element in Amazon’s strategy.  There is little doubt that the current hype surrounding the company and its remarkable stock market performance will eventually die down.  Amazon therefore needs to identify other opportunities to sustain interest in its brand.  An ongoing advertising campaign would help to keep Amazon in the public eye.  Amazon should advertise in a wide variety of mediums, including magazines, business newspapers, TV, and the Internet. Intellectual celebrities like Kelsea Grammar (from TV’s “Frasier”) and Margaret Thatcher would be great endorsers for Amazon Books, while music stars like Bono (lead singer of U2) and Garth Brooks would be ideal for Amazon Music.  Celebrity endorsers would also serve to enhance the aspirational qualities of Amazon’s brand. Another portion of the advertising campaign should feature testimonials from ex-Browsers who are now Amazon customers.  These ads would reassure consumers that buying from Amazon is easy and safe.  

Critical Analysis


There are several key risks inherent in the strategies and tactics outlined in this report.  Amazon retail outlets could damage the company’s image of an innovative, high-tech online retailer.  Brand extensions could potentially destroy consumers’ strong associations with Amazon’s core product, books.  Sub-brands could create additional confusion.  Licensing and partnerships could generate undesirable associations.  New technologies may be perceived as unwarranted invasions of consumer privacy.  Global expansion, a costly undertaking, could fail if worldwide use of the Internet does not grow as fast as expected.  Although Amazon has used traditional advertising successfully in the past, new advertisements featuring celebrities may only reinforce the “big corporate” image that many book purchasers dislike.

Conclusion

This report covered Amazon.com’s origins, it core brand equities, its strengths and weaknesses relative to those of its main competitors and opportunities for growth.  It has been clearly established that Amazon currently has a very strong brand.  Amazon.com is top-of-mind for a majority of consumers in the online bookstore category.  In fact, Amazon holds a large share of mind in the entire realm of electronic commerce.  As Business Week indicated in a recent article, “When you think of Web shopping, you think of Amazon first.”
  Participants in our focus groups support this assertion.  High awareness has enabled the company to create a wealth of brand associations.  Our research indicated that most consumers, regardless of whether or not they have purchased products from Amazon, perceive that Amazon.com is trustworthy, easy to use, and secure; these are the key quality cues in the online book retailing market.  Over time, Amazon’s loyal customer base has increased significantly as the company has built a commanding market share lead.  Based on market capitalization, Amazon.com is the sixth most highly valued retailer in the United States. 

Despite its first-mover advantages, there is no guarantee that Amazon will be able to maintain the strength of its brand over time.  Most of the company’s features and services can easily be imitated and customer switching costs are virtually non-existent.  Its high brand awareness is largely due to publicity regarding its stock performance, and it has yet to establish strong associations in new product categories.  Amazon needs to diligently work to maintain its current level of brand awareness and acceptance it is imperative to continued success.



The connection between movies and toys is the tie-in between movies and toys (i.e., figurines), using a “tie-in” strategy is an effective way for Amazon to begin the foray into this market.



The jump from toys to games is no ways a stretch as most physical stores that sell toys also sell games (e.g., Monopoly, Chess, etc…) this also expands beyond the “children” markets.



Strategy games such as Chess and Risk are easily adapted to PC Gaming and the connection between these two modes of entertainment is fading.  This category would also include such items such as N64 and Sony Play Station.



CD-ROMs obviously CD-ROMS are not a product, but they are include in the progression from computer games to software because most PC and Electronic Games are now distributed on CD-ROMs.



CD-ROMs and Software go hand in hand and this once again reinforces Amazon.com’s adult and technology associations.



PC hardware is a natural extension from software, this would be a thematic PC designed primarily for web browsing, this would be produced by a “private” label supplier.



In conjunction with PC hardware many vendors also business equipment.  Items such as copiers and other office equipment are all a natural progression from PC-Hardware.



Another progression that follows equally well from sell PC peripheries and printers , PDA,



As people are buying their printers and copiers the other necessities that are associated with this are items such as paper, pens, etc…  As Amazon expands its breadth of offerings it needs to have all the product associated with a “category”.



The impetus behind the progression from CDs to sheet music in a natural progression down the music spectrum, there are a lot people who play music instruments and purchase CDs to learn various scores, sheet music would be a natural progression off this.



Instruments and sheet music go hand in hand, but this leap is less likely to occur as the purchasing of instruments involving touching and playing to decide on a particular product.



CD-Players and CDs are naturally affiliated and as the price of CDs-Players has reduced and their ubiquity has increased, people need less hand holding in their purchase decisions. 



VCR and DVD player a follow much the same way as CD players follow from CDs



This segments is linked to the fact that they can get into either VCRs and DVDs, once Amazon has bridged the gap to electronics the sky is the limit.
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		22		0		30		4		15		0																				3		5		5		3		4		5		5		5		3		6		6		5		7		6		6		5		4		6		7		5		5		4		5		6		2		5		4		5		5		4		6		5		5		6		3		6		5		4		5		5		3		7		2

		23		0		33		4		5		0		1		1		1		0		0		0		3		0		1		4		3		4		1		2		4		4		4		5		6		3		3		7		5		5		5		3		5		3		3		5		2		6		0		0		4		5		3		3		4		4		3		5		4		1		3		4		3		2		3		3		0		0

		24		0		27		10		7		0		1		0		1		0		0		1		2		1		1		3		4		4		2		3		5		5		5		4		6		6		6		7		5		7		7		6		6		7		7		7		3		7		2		0		4		4		6		5		5		6		5		5		5		2		5		5		4		2		2		2		4		3

		25		0		29		15		12		0		0		0		0		0		0		1		2		1		1		3		3		4		3		4		4		5		5		4		5		3		6		6		5		5		5		5		5		6		6		3		4		5		3		3		5		4		4		3		3		3		4		5		5		4		4		3		2		2		6		2		2		4

		26		0		29		6		3		0		1		0		1		0		1		1		2		0		1		4		5		5		3		2		4		5		5		6		5		5		6		7		5		7		7		5		7		7		6		6		6		7		3		0		2		4		2		2		1		3		2		3		4		2		2		4		2		2		2		1		0		3

		27												1		0												1		1		3		3		5		2		4		5		5		2		2		6		5		4		6		5		6		6		5		5		7		6		6		3		6						3		4		4		4		4		5		6		6		6		4		4		5		4		5		6		4

		28		0		29		5		20		0		0		0		0		0		1		1		2		1		0		3		4		4		3		2		4		4		4		5		6		6		5		6		5		6		6		6		7		6		6		6		4		6		5		0		4		4		4		4		4		5		3		4		3		2		5		4		3		4		4		3		5		10

		29		0		30		7		10		0																				3		4		4		4		3		4		4		2		2		4		5		5		6		4		3		6		3		4		6		5		6		2		6		0		0		4		4		5		4		5		5		4		5		4		2		5		4		3		3		4		3		2		10

		30		1		28		10		5		0		1		1		0		0		0		0		1		1		1		5		4		5		4		5		5		4		6		6		7		7		3		4		3		3		7		3		6		7		2		6		2		5		0		9		5		4		5		6		4		5		5		7		7		5		6		6		6		4		4		4		5		3

		31		0		32		5		5		0																				2		5		3		1		4		5		5		5		4		6		6		7		7		6		6		5		5		5		6		6		7		5		6		2		0		4		3		3		3		3		3		2		3		4		2		4		3		3		3		3		2		0		3

		32		1		26		25		2		0		0		1		0		1		0		0		0		0		0		5		4		3		2		3		2		4		3		4		6		6		5		7		5		4		6		2		5		7		4		4		2		3		2		2		4		5		5		6		4		5		3		6		5		2		5		5		3		4		3		3		2		0

		33		1		45		2		15		0		1		0		0		0		0		1		1		0		1		5		4		5		3		3		4		4		1		1		7		7		1		7		6		5		6		1		7		6		6		6		1		7		2		0		6		7		5		6		7		6		4		5		5		1		6		5		5		3		4		5		4		3

		35		0		30		10		100		0		0		0		0		0		0		0		2		1		1		5		3		4		2		4		4		4		2		2		4		4		4		5		5		5		5		2		4		5		5		5		3		4		6		0		5		5		5		5		2		3		2		6		4		1		4		4		3		4		6		2		10		10

		36		0		30		8		15		0		1		0		1		0		0		1		2		0		1		3		5		5		1		2		4		4		2		3		6		6		6		6		6		6		6		4		4		6		6		5		2		6		4		4		4		4		4		4		4		4		4		4		3		3		3		3		4		4		4		4		2		9

		37		0		25		35		6		1		1		0		0		0		0		1		2		1		1		5		4		4		2		2		3		5		1		1		3		3		6		7		6		2		2		6		1		6		7		5		1		6		0		1		5		1		5		6		3		6		3		6		6		1		3		4		2		3		2		1		2		0

		38		1		27		3		10		0		0		1		0		0		0		1		1		1		1		4		4		3		3		4		4		4		4		5		5		3		5		4		4		2		4		5		5		5		5		5		3		4		0		0		5		5		5		5		3		4		4		5		5		3		5		5		3		3		5		4		0		0

		39		1		27		3		3		0		3		1		1		0		0		1		3		1		1		3		5		5		3		3		4		5		4		4		6		5		6		7		4		6		5		4		5		6		6		5		4		5		0		0		4		5		5		4		5		4		4		6		6		4		4		4		4		4		4		4		3		8

		40		0		32		15		3		0		1		0		0		0		0		1		2		1		1		4		4		4		2		3		4		4		3		6		7		6		6		7		7		7		7		4		6		7		5		7		5		7		1		0		5		5		5		4		2		3		2		4		4		1		3		3		1		3		5		2		0		0

		41		1		31		3		12		0		1		0		1		0		1		1		0		1		1		2		3		5		3		3		4		4		6		6		6		4		3		6		3		6		7		2		6		6		5		6		6		6		12		0		2		4		5		4		3		5		3		4		6		2		4		5		4		3		4		3		1		0

		42		1		51		1		20		0		3		1		0		0		1		1		3		0		1		2		4		5		4		4		5		3		1		1		4		7		7		7		4		6		7		4		4		7		7		5		1		7		0		0		7		7		5		5		2		6		4		7		7		1		6		4		2		5		4		1		12		0

		43		1		30		10		10		0		0		0		1		0		1		0		2		0		1		1		1		3		5		4		4		5		7		4		7		7		7		7		7		7		7		7		7		7		7		7		7		7		15		0		7		6		5		5		5		6		5		5		5		5		5		5		5		5		4		5		0		0

		44		0		28		0		0		1		3		1		1		0		1		1		3		1		1		5		3		3		4		4		3		5		4		2		2		2		2		5		2		3		6		2		5		7		3		4		2		6		0		0		5		7		3		5		1		6		2		6		7		1		5		3		2		2		5		1		0		0

		45		0		39		0		2		1		3		1		0		0		1		1		3		1		1		3		5		3		2		3		3		5		4																																																																				1		1

		46		1		40		0		10		1		3		1		1		0		1		1		3		1		1		4		5		5		1		1		4		5		4		4		7		4		4		7		7		7		4		4		7		4		4		6		4		4		0		0		1		1		7		1		7		7		7		4		4		4		7		4		4		6		5		7		2		0

		47		0		30		12		10		0		3		1		0		0		0		1		2		0		1		4		4		4		2		4		4		4		3		4		6		5		2		5		7		5		7		3		4		7		6		6		2		6		0		0		3		5		5		3		4		3		3		4		2		1		2		3		2		2		3		2		0		NA		3		1		3		3		3		3		2		3		2		1		2		2		2		2		2		2		0

		48		0		31		2		12		0		3		0		0		1		1		1		1		1		1		3		4		4		1		1		4		4		5		3		6		6		6		6		3		5		6		2		4		4		6		5		5		5		8		10		2		3		5				5		4		3		4		3		3		3		3		3		3		3		3		0		NA		3		3		6		6		3		5		3		5		3		3		3		2		3				3		5		0

		49		0		30		20		36		0		3		0		0		0		0		0		3		0		1		4		4		5		2		4		5		5		4		2		4		4		5		7		5		5		6		4		6		6		6		5		3		4		15		0		3		3		3		3		3		3		3		3		3		3		3		2		2		2		3		3		0		NA		3		3		3		3		3		3		3		3		3		3		3		3		3		2		3		3		0

		50		0		58		40		10		0		3		0		0		0		0		1		1		0		0		4		1		4		1		1		5		1		4		4		2		2		2		7		2		6		6		2		5		6		6		3		3		6		5		2

		51		0		55		5		12		0		3		0		0		0		1		1		1		1		1		5		1		3		1		2		5		4		3		3		4		4		1		5		1		4		3		1		6		5		1		2		1		3		6		0		4		5		4		3		1		3		1		5		5				3		4		5		2		4		1		0		NA

		52		0		32		14		10		0		3		1		0		0		0		1		0		0		1		5		4		4		2		3		4		4		2		2		5		5		5		4		3		3		4		4		6		5		4		4		2		5		0		0		2		2		4		4		5		4		2		4		4		2		5		4		4		4		2		4		0		NA		2		2		5		5		5		4		3		3		4		4		6		5		4		4		2		5		0

		53		1		31		4		50		0		3		0		0		0		1		0		3		0		1		2		3		4		3		3		5		4		4		4		6		5		5		6		5		5		6		2		4		6		7		4		4		2		25		0		4		4		6		4		4		4		2		3		2		5		3		3		6		3		2		3		0		NA		4		4		4		4		3		5		3		4		4		2		3		2		4		1		2		2		0

		54		1		30		5		12		0		2		1		0		0		0		0		2		1		1		3		3		5		2		4		4		3		5		6		5		6		2		7		4		5		6		3		5		7		2		4		6		7		0		0		3		5		3		4		3		7				6		3		2		5		3		2		2		4		5		0				4		5		4		4		4		7		4		6		4		2		6		3		2		2		4		6		0

		55		0		27		2		6		0		2		0		0		0		0		1		3		1		1		5		4		4		2		3		4		5		7		5		6		6		5		7		4		6		4		3		6		6		6		5		6		6		5		0																																		0																																				0

		56		0		37		5		20		0		3		0		0		0		1		1		3		0		0		4		3		5		5		5		3		5		4		4		5		6		6		6		4		6		6		2		6		6		4		6		4		6		24		1		4		4		5		4		4		5		4		3		3		3		4		3		5		2		4		2		0				3		4		4		5		5		5		2		3		2		2		4		2		5		2		4		2		0

		57		0		34		10		30		0		3		0		1		0		1		0		1		0		1		2		5		5				4		3		5		4		2		7		7		7		7		3		6		6		2		4		4		4		3		3		6		10		0

		58		0		69		2		10		0		2		0		0		0		1		0		0		0		0		3		1		4		2		1		4		4		1		1		1		1		6		6		1		1		1		4		3		5		6		6		1		6		0		0

		59		1		37		10		50		0		3		0		0		0		0		0		3		0		0		3		2		4		3		4		5		5		6		5		6		6		5		7		7		6		7		7		7		7		6		7		5		7		40		5		3		2		3		2		2		2		3		2		2		2		2		1		2		2		2		1		0				2		3		2		2		1		3		2		3		4		3		5		4		5		3		2		1		0

				Men		Avg. Age		Avg. Hrs.		Avg. books																						Price		Location		Selection		Service		Experience		Availability		Convenience

		Summary Statistics		30		33.00		8.13		16.11																						3.71		3.55		4.10		2.39		3.02		4.22		4.24		3.79		3.54		5.18		5.02		4.89		6.23		4.77		5.11		5.68		3.68		5.16		5.93		5.44		5.21		3.39		5.46		5.20		1.00		4.42		4.32		4.72		4.37		3.68		4.49		3.54		4.83		4.85		2.44		4.25		4.15		3.77		3.38		4.21		3.08		2.56		4.33		3.00		3.13		3.88		4.00		3.38		4.38		2.75		3.75		3.25		2.50		4.00		2.88		3.50		2.29		2.75		3.25

				Women																												1.09		1.17		0.79		1.05		1.15		0.84		0.88		1.45		1.48		1.39		1.43		1.58		0.91		1.49		1.44		1.47		1.57		1.40		1.08		1.35		1.19		1.51		1.27		8.29		2.24		1.38		1.44		1.10		1.19		1.33		1.40		1.26		1.33		1.45		1.18		1.37		1.26		1.28		1.16		1.46		1.34		3.13		5.73

				16

																																Price		Location		Selection		Service		Experience		Availability		Convenience

		Top Of Mind																														1.09		1.17		0.79		1.05		1.15		0.84		0.88

		Yes		41		0.8913043478		Percent that repied to question Amazon was TOM Online retailing																								3.71		3.55		4.10		2.39		3.02		4.22		4.24

		No		5																												4.80		4.72		4.89		3.43		4.16		5.06		5.13

		Shopping Frequency

		Never		20		36.36%

		Once a month		15		27.27%

		Once every 6 mos.		16		29.09%

		Once a year		4		7.27%

						100.00%

		Buy Books Online

		Have purchased		32		0.5818181818

		Have not purchased		23		0.4181818182

		Buy Books For Work

		Have purchased		31		0.7209302326

		Have not purchased		12

				43

		Buy Books For Pleasure

		Have purchased		40		0.9302325581

		Have not purchased		3

				43

		Buy Books For Education

		Have purchased		27		0.6279069767

		Have not purchased		16

				43

		Buy Books For Other

		Have purchased		12		0.2790697674

		Have not purchased		31

				43

		Online Behavior

		Browse site, purchase online		5

		Browse site, purchase retail		11

		Know what you want, purchase immediately		15

		Don't shop online		12

				43

		CD's Online

		Have purchased		22

		Have not purchased		33

				55

		DVD's Online

		Have purchased		8

		Have not purchased		46

				54

		Buy Books For Work		0.7209302326

		Buy Books For Pleasure		0.9302325581

		Buy Books For Education		0.6279069767

		Buy Books For Other		0.2790697674

				Personal		Community		Intelligent		Sophisticated		Young		Accessible		Exciting		Dependable		Successful		Rebellious		Informative		Leader		Trendy		Different		Warm		Edge		B. Personal		B. Community		B. Intelligent		B. Sophisticated		B. Young		B. Accessible		B. Exciting		B. Dependable		B. Successful		B. Rebellious		B. Informative		B. Leader		B. Trendy		B. Different		B. Warm		B. Edge		.com Personal		.com Community		.com Intelligent		.com Sophisticated		.com Young		.com Accessible		.com Exciting		.com Dependable		.com Successful		.com Rebellious		.com Informative		.com Leader		.com Trendy		.com Different		.com Warm		.com Edge

		Amazon.com		3.7931034483		3.5438596491		5.1754385965		5.0175438596		4.8947368421		6.2280701754		4.7719298246		5.1052631579		5.6842105263		3.6842105263		5.1578947368		5.9298245614		5.4385964912		5.2105263158		3.3859649123		5.4561403509

		Borders		4.4150943396		4.320754717		4.7169811321		4.3653846154		3.679245283		4.4905660377		3.5384615385		4.8301886792		4.8490566038		2.4423076923		4.2452830189		4.1509433962		3.7735849057		3.3773584906		4.2075471698		3.0754716981

		B&N.Com		3		3.125		3.875		4		3.375		4.375		2.75		3.75		3.25		2.5		4		2.875		3.5		2.2857142857		2.75		3.25
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Sheet4

		# Books Amazon		# Books Other Online		Total Online Sales		A. Personal		A. Community		A. Intelligent		A. Sophisticated		A. Young		A. Accessible		A. Exciting		A. Dependable		A. Successful		A. Rebellious		A. Informative		A. Leader		A. Trendy		A. Different		A. Warm		A. Edge

		0		0		0		4		4		5		5		3		6		5		6		7		4		6		6		4		5		4		4						SUMMARY OUTPUT

		2		4		6		3		2		4		6		6		7		5		7		7		2		3		6		6		5		4		6

		0		0		0		2		2		7		5		7		6		5		5		7		2		7		7		6		6		3		6						Regression Statistics

		20		0		20		3		6		6		6		6		7		5		4		7		5		7		7		5		6		4		5						Multiple R		0.7884394338

		0		0		0		3		2		5		5		6		7		3		4		7		4		6		6		7		4		2		3						R Square		0.6216367407

		3		0		3		5		5		6		7		6		6		5		7		6		6		5		6		5		3		3		3						Adjusted R Square		-0.8918162964

		0		0		0		4		2		7		7		6		6		6		6		6		1		7		7		7		7		1		6						Standard Error		6.009631766

		0		0		0		6		5		5		6		7		7		7		6		7		2		7		7		5		6		5		7						Observations		21

		3		0		3		5		4		5		6		6		7		7		7		7		4		6		6		6		6		5		5

		5		2		7		5		6		7		7		4		7		7		7		7		6		7		7		7		6		5		7						ANOVA

		6		2		8		5		3		6		6		5		7		6		6		5		4		6		7		5		5		4		5								df		SS		MS		F		Significance F

		0		0		0		4		5		6		3		3		7		5		5		5		3		5		3		3		5		2		6						Regression		16		237.3468279555		14.8341767472		0.4107406873		0.9102023652

		2		0		2		5		4		6		6		6		7		5		7		7		6		6		7		7		7		3		7						Residual		4		144.4626958541		36.1156739635

		3		3		6		5		4		5		3		6		6		5		5		5		5		5		6		6		3		4		5						Total		20		381.8095238095

		3		0		3		5		6		5		5		6		7		5		7		7		5		7		7		6		6		6		7

		5		0		5		4		5		6		6		5		6		5		6		6		6		7		6		6		6		4		6								Coefficients		Standard Error		t Stat		P-value		Lower 95%		Upper 95%		Lower 95.0%		Upper 95.0%

		0		0		0		2		2		4		5		5		6		4		3		6		3		4		6		5		6		2		6						Intercept		-11.2778343494		28.2185994072		-0.399659607		0.7098287311		-89.6253888256		67.0697201268		-89.6253888256		67.0697201268

		0		9		9		6		6		7		7		3		4		3		3		7		3		6		7		2		6		2		5						A. Personal		-2.2191948452		1.8938540376		-1.1717876886		0.3063146568		-7.4773875089		3.0389978185		-7.4773875089		3.0389978185

		2		0		2		5		4		6		6		7		7		6		6		5		5		5		6		6		7		5		6						A. Community		1.5873677924		2.5436913559		0.6240410373		0.566425932		-5.4750662498		8.6498018346		-5.4750662498		8.6498018346

		2		2		4		3		4		6		6		5		7		5		4		6		2		5		7		4		4		2		3						A. Intelligent		-0.4552400932		2.8094446212		-0.1620391766		0.8791308509		-8.2555250164		7.34504483		-8.2555250164		7.34504483

		2		0		2		1		1		7		7		1		7		6		5		6		1		7		6		6		6		1		7						A. Sophisticated		0.8521360463		2.2900081669		0.3721104835		0.7286857187		-5.5059590888		7.2102311813		-5.5059590888		7.2102311813

																																												A. Young		0.4742810034		1.4862193481		0.3191191153		0.7656063602		-3.6521339776		4.6006959844		-3.6521339776		4.6006959844

																																												A. Accessible		1.2891725926		2.8413408037		0.453719804		0.6735570075		-6.5996705136		9.1780156989		-6.5996705136		9.1780156989

		SUMMARY OUTPUT																																										A. Exciting		0.7449123174		2.6966112131		0.2762401616		0.7960488978		-6.7420961931		8.2319208279		-6.7420961931		8.2319208279

																																												A. Dependable		-0.7458810202		2.1827986953		-0.3417085697		0.7497675814		-6.8063143261		5.3145522857		-6.8063143261		5.3145522857

		Regression Statistics																																										A. Successful		-1.0547306361		2.921677268		-0.3610017601		0.7363567136		-9.1666239874		7.0571627152		-9.1666239874		7.0571627152

		Multiple R		0.7329026988																																								A. Rebellious		1.0585172914		2.0003297676		0.5291713939		0.6246914211		-4.4953000038		6.6123345866		-4.4953000038		6.6123345866

		R Square		0.5371463659																																								A. Informative		0.5043671759		2.213839172		0.2278246687		0.8309543306		-5.6422484879		6.6509828397		-5.6422484879		6.6509828397

		Adjusted R Square		-1.3142681704																																								A. Leader		1.0359388595		2.8201938694		0.3673289524		0.7319829142		-6.794190823		8.866068542		-6.794190823		8.866068542

		Standard Error		7.1454295861																																								A. Trendy		-0.4845139404		2.7974880085		-0.1731960741		0.8709083755		-8.251601916		7.2825740352		-8.251601916		7.2825740352

		Observations		21																																								A. Different		0.002320631		2.3028574798		0.001007718		0.9992442117		-6.3914499899		6.3960912518		-6.3914499899		6.3960912518

																																												A. Warm		0.1349183327		2.3611838988		0.0571401206		0.9571740349		-6.420792724		6.6906293894		-6.420792724		6.6906293894

		ANOVA																																										A. Edge		-0.1380726584		2.162368325		-0.0638525162		0.9521512469		-6.1417820452		5.8656367283		-6.1417820452		5.8656367283

				df		SS		MS		F		Significance F

		Regression		16		237.0094393609		14.8130899601		0.2901275513		0.9674088017

		Residual		4		204.2286558772		51.0571639693

		Total		20		441.2380952381

				Coefficients		Standard Error		t Stat		P-value		Lower 95%		Upper 95%		Lower 95.0%		Upper 95.0%

		Intercept		-8.7584461718		33.5518086517		-0.2610424452		0.8069487554		-101.9133940193		84.3965016758		-101.9133940193		84.3965016758

		A. Personal		-1.2316602252		2.2517853338		-0.5469705334		0.613481956		-7.4836315424		5.020311092		-7.4836315424		5.020311092

		A. Community		1.6824211194		3.0244394631		0.5562753495		0.607672107		-6.7147864166		10.0796286555		-6.7147864166		10.0796286555

		A. Intelligent		1.0085280134		3.340419097		0.3019166111		0.7777622262		-8.2659814474		10.2830374742		-8.2659814474		10.2830374742

		A. Sophisticated		1.0118777391		2.7228111048		0.3716297973		0.729016866		-6.5478734832		8.5716289614		-6.5478734832		8.5716289614

		A. Young		-0.2212215645		1.7671092197		-0.1251883936		0.9064140066		-5.1275134702		4.6850703411		-5.1275134702		4.6850703411

		A. Accessible		0.7856675712		3.378343538		0.2325599994		0.8275177805		-8.5941372365		10.1654723788		-8.5941372365		10.1654723788

		A. Exciting		-0.1014031869		3.2062605987		-0.0316266204		0.9762849763		-9.0034281702		8.8006217965		-9.0034281702		8.8006217965

		A. Dependable		-1.4562883118		2.5953394459		-0.5611167025		0.6046629468		-8.6621207378		5.7495441142		-8.6621207378		5.7495441142

		A. Successful		-0.5832391009		3.4738632922		-0.1678935099		0.874813909		-10.2282498117		9.0617716098		-10.2282498117		9.0617716098

		A. Rebellious		0.3162235488		2.3783845765		0.132957282		0.9006475878		-6.2872443444		6.9196914419		-6.2872443444		6.9196914419

		A. Informative		-1.0503654999		2.632246456		-0.3990376727		0.7102517486		-8.3586684255		6.2579374258		-8.3586684255		6.2579374258

		A. Leader		1.5465159733		3.3531999126		0.4612060162		0.6686144124		-7.7634787941		10.8565107407		-7.7634787941		10.8565107407

		A. Trendy		0.1630534091		3.3262027294		0.0490208873		0.9632527291		-9.0719850057		9.398091824		-9.0719850057		9.398091824

		A. Different		-0.5201694025		2.7380888895		-0.1899753527		0.8585797351		-8.1223386433		7.0819998383		-8.1223386433		7.0819998383

		A. Warm		1.1993539749		2.8074387825		0.4272057444		0.6912216243		-6.5953618357		8.9940697855		-6.5953618357		8.9940697855

		A. Edge		0.1477245624		2.5710478124		0.0574569488		0.9569369007		-6.9906633369		7.2861124618		-6.9906633369		7.2861124618





Sheet3

		# Books Amazon		# Books Other Online		Total Online Book Sales		Age		Hours		Books

		0		0		0		29		7		15						SUMMARY OUTPUT

		2		4		6		28		6		8

		0		0		0		27		10		20						Regression Statistics

		20		0		0		26		3		35						Multiple R		0.1742540011

		0		0		3		25		10		15						R Square		0.0303644569

		3		0		0		25		5		10						Adjusted R Square		-0.0837103129

		0		0		0		34		3		15						Standard Error		3.0770449934

		0		0		3		29		15		15						Observations		20

		3		0		7		36		1		25

		5		2		8		30		4		15						ANOVA

		6		2		0		33		4		5								df		SS		MS		F		Significance F

		0		0		2		27		10		7						Regression		2		5.0404998457		2.5202499228		0.266180304		0.7694359552

		2		0		6		29		15		12						Residual		17		160.9595001543		9.4682058914

		3		3		3		29		6		3						Total		19		166

		3		0		5		29		5		20

		5		0		0		30		7		10								Coefficients		Standard Error		t Stat		P-value		Lower 95%		Upper 95%		Lower 95.0%		Upper 95.0%

		0		0		9		28		10		5						Intercept		0.3327307667		5.8367810334		0.0570058676		0.9552051979		-11.9818179799		12.6472795134		-11.9818179799		12.6472795134

		0		9		2		32		5		5						Age		0.0627787246		0.1742206423		0.360340335		0.7230307817		-0.3047952138		0.430352663		-0.3047952138		0.430352663

		2		0		4		26		25		2						Hours		0.1037025234		0.1421652369		0.729450642		0.4756573975		-0.1962403271		0.4036453738		-0.1962403271		0.4036453738

		2		2		2		45		2		15

		2		0





regr1

		Price		Location		Selection		Service		Experience		Availability		Convenience

		4		3		3		2		2		4		4								SUMMARY OUTPUT

		5		2		4		2		3		4		3

		5		4		4		3		3		5		5								Regression Statistics

		4		3		5		2		4		5		4								Multiple R		0.5904639541

		5		4		5		3		5		5		4								R Square		0.3486476811

		5		5		3		3		4		4		5								Adjusted R Square		0.0229715217

		5		2		4		3		2		5		3								Standard Error		4.6014323773

		3		4		5		3		3		5		4								Observations		22

		5		3		2		2		3		4		4

		4		4		4		2		4		4		3								ANOVA

		3		5		5		4		4		5		4										df		SS		MS		F		Significance F

		5		3		4		1		2		1		1		0		0		0		Regression		7		158.6663901646		22.6666271664		1.0705348582		0.4302977864

		2		2		3		1		1		5		4		6		2		4		Residual		14		296.4245189264		21.1731799233

		4		4		3		1		2		5		4		0		0		0		Total		21		455.0909090909

		5		5		3		2		2		3		5		20		20		0

		2		4		5		2		4		5		4		0		0		0				Coefficients		Standard Error		t Stat		P-value		Lower 95%		Upper 95%		Lower 95.0%		Upper 95.0%

		3		4		4		2		2		4		5		3		3		0		Intercept		-1.4824050175		9.9470406499		-0.1490297536		0.883655608		-22.8167043636		19.8518943286		-22.8167043636		19.8518943286

		4		5		4		1		1		5		5		0		0		0		X Variable 1		1.2999523184		1.1815240844		1.100233449		0.289789262		-1.2341670632		3.8340717		-1.2341670632		3.8340717

		3		4		4		3		3		5		5		0		0		0		X Variable 2		-0.0788031612		0.9818566847		-0.0802593316		0.9371670232		-2.1846781811		2.0270718587		-2.1846781811		2.0270718587

		5		1		4		1		1		5		5		3		3		0		X Variable 3		-2.3544600643		1.8114583677		-1.2997594128		0.214677819		-6.2396553128		1.5307351843		-6.2396553128		1.5307351843

		3		2		5		4		5		5		5		7		5		2		X Variable 4		1.4874282239		1.3700011626		1.0857131107		0.2959475799		-1.4509346456		4.4257910933		-1.4509346456		4.4257910933

		3		5		5		3		4		5		5		8		6		2		X Variable 5		0.5470039632		1.1232730868		0.4869732656		0.6338131639		-1.8621793432		2.9561872697		-1.8621793432		2.9561872697

		4		3		4		1		2		4		4		0		0		0		X Variable 6		-0.9207371017		1.5438115059		-0.5964051299		0.5604252436		-4.2318864134		2.39041221		-4.2318864134		2.39041221

		3		4		4		2		3		5		5		2		2		0		X Variable 7		2.1446494959		1.6040881867		1.3369897701		0.2025460213		-1.2957805532		5.5850795451		-1.2957805532		5.5850795451

		3		3		4		3		4		4		5		6		3		3

		4		5		5		3		2		4		5		3		3		0

		3		3		5		2		4		5		5		0

		3		4		4		3		2		4		4		5		5		0

		3		4		4		4		3		4		4		0		0		0

		5		4		5		4		5		5		4		9		0		9

		2		5		3		1		4		5		5		2		2		0

		5		4		3		2		3		2		4		4		2		2

		5		4		5		3		3		4		4		2		2		0





reg2

		Price		Selection		Service		Experience		Availability		Convenience

		4		3		2		2		4		4										SUMMARY OUTPUT

		5		4		2		3		4		3

		5		4		3		3		5		5										Regression Statistics

		4		5		2		4		5		4										Multiple R		0.5902101206

		5		5		3		5		5		4										R Square		0.3483479865

		5		3		3		4		4		5										Adjusted R Square		0.0876871811

		5		4		3		2		5		3										Standard Error		4.4464285836

		3		5		3		3		5		4										Observations		22

		5		2		2		3		4		4

		4		4		2		4		4		3										ANOVA

		3		5		4		4		5		4												df		SS		MS		F		Significance F

		5		4		1		2		1		1		0		0		0				Regression		6		158.5300018492		26.4216669749		1.3364033996		0.3013353433

		2		3		1		1		5		4		6		2		4				Residual		15		296.5609072417		19.7707271494

		4		3		1		2		5		4		0		0		0				Total		21		455.0909090909

		5		3		2		2		3		5		20		20		0

		2		5		2		4		5		4		0		0		0						Coefficients		Standard Error		t Stat		P-value		Lower 95%		Upper 95%		Lower 95.0%		Upper 95.0%

		3		4		2		2		4		5		3		3		0				Intercept		-1.7594668221		9.014562444		-0.1951805019		0.8478708305		-20.9735636582		17.454630014		-20.9735636582		17.454630014

		4		4		1		1		5		5		0		0		0				X Variable 1		1.3046311712		1.1403326925		1.1440794251		0.2705202312		-1.1259319221		3.7351942645		-1.1259319221		3.7351942645

		3		4		3		3		5		5		0		0		0				X Variable 2		-2.3471920794		1.7482489933		-1.3425959851		0.199369158		-6.0734988924		1.3791147336		-6.0734988924		1.3791147336

		5		4		1		1		5		5		3		3		0				X Variable 3		1.4801367134		1.3209373207		1.1205200203		0.280112509		-1.3353762693		4.295649696		-1.3353762693		4.295649696

		3		5		4		5		5		5		7		5		2				X Variable 4		0.5411756915		1.083163896		0.4996249354		0.6245879993		-1.7675349216		2.8498863046		-1.7675349216		2.8498863046

		3		5		3		4		5		5		8		6		2				X Variable 5		-0.8956158392		1.46082399		-0.6130894929		0.5490010242		-4.0092903829		2.2180587045		-4.0092903829		2.2180587045

		4		4		1		2		4		4		0		0		0				X Variable 6		2.1133813584		1.5036415719		1.4055087316		0.1802435747		-1.0915567567		5.3183194736		-1.0915567567		5.3183194736

		3		4		2		3		5		5		2		2		0

		3		4		3		4		4		5		6		3		3

		4		5		3		2		4		5		3		3		0

		3		5		2		4		5		5		0

		3		4		3		2		4		4		5		5		0

		3		4		4		3		4		4		0		0		0

		5		5		4		5		5		4		9		0		9

		2		3		1		4		5		5		2		2		0

		5		3		2		3		2		4		4		2		2

		5		5		3		3		4		4		2		2		0





regr3

		Price		Selection		Service		Availability		Convenience

		5		4		1		1		1		0		0		0						SUMMARY OUTPUT

		2		3		1		5		4		6		2		4

		4		3		1		5		4		0		0		0						Regression Statistics

		5		3		2		3		5		20		20		0						Multiple R		0.5809504347

		2		5		2		5		4		0		0		0						R Square		0.3375034076

		3		4		2		4		5		3		3		0						Adjusted R Square		0.1304732225

		4		4		1		5		5		0		0		0						Standard Error		4.3409113135

		3		4		3		5		5		0		0		0						Observations		22

		5		4		1		5		5		3		3		0

		3		5		4		5		5		7		5		2						ANOVA

		3		5		3		5		5		8		6		2								df		SS		MS		F		Significance F

		4		4		1		4		4		0		0		0						Regression		5		153.5947325813		30.7189465163		1.6302135236		0.2087473058

		3		4		2		5		5		2		2		0						Residual		16		301.4961765096		18.8435110318

		3		4		3		4		5		6		3		3						Total		21		455.0909090909

		4		5		3		4		5		3		3		0

		3		5		2		5		5		0												Coefficients		Standard Error		t Stat		P-value		Lower 95%		Upper 95%		Lower 95.0%		Upper 95.0%

		3		4		3		4		4		5		5		0						Intercept		-1.0506017265		8.6909543554		-0.1208845063		0.9052875913		-19.4745977598		17.3733943068		-19.4745977598		17.3733943068

		3		4		4		4		4		0		0		0						Price		1.1647547255		1.0791990106		1.0792770509		0.2964661692		-1.1230444594		3.4525539104		-1.1230444594		3.4525539104

		5		5		4		5		4		9		0		9						Selection		-2.1767630956		1.673957511		-1.3003693829		0.2118942642		-5.7253936925		1.3718675014		-5.7253936925		1.3718675014

		2		3		1		5		5		2		2		0						Service		1.7935720801		1.1348760125		1.5804123625		0.1335765585		-0.6122570495		4.1994012097		-0.6122570495		4.1994012097

		5		3		2		2		4		4		2		2						Availability		-0.8785508301		1.4257676049		-0.6161949725		0.5464333137		-3.9010424487		2.1439407885		-3.9010424487		2.1439407885

		5		5		3		4		4		2		2		0						Convenience		2.0794333956		1.4664594329		1.4179958538		0.1753742169		-1.0293210253		5.1881878166		-1.0293210253		5.1881878166





corrsales

		





corrsales1

		Price		Amazon Sales		Location		Amazon Sales		Selection		Amazon Sales		Service		Amazon Sales		Experience		Amazon Sales		Availability		Amazon Sales		Convenience		Amazon Sales

		5		0		3		0		4		0		1		0		2		0		1		0		1		0		0		0

		2		2		2		2		3		2		1		2		1		2		5		2		4		2		2		4

		4		0		4		0		3		0		1		0		2		0		5		0		4		0		0		0

		5		20		5		20		3		20		2		20		2		20		3		20		5		20		20		0

		2		0		4		0		5		0		2		0		4		0		5		0		4		0		0		0

		3		3		4		3		4		3		2		3		2		3		4		3		5		3		3		0

		4		0		5		0		4		0		1		0		1		0		5		0		5		0		0		0

		3		0		4		0		4		0		3		0		3		0		5		0		5		0		0		0

		5		3		1		3		4		3		1		3		1		3		5		3		5		3		3		0

		3		5		2		5		5		5		4		5		5		5		5		5		5		5		5		2

		3		6		5		6		5		6		3		6		4		6		5		6		5		6		6		2

		4		0		3		0		4		0		1		0		2		0		4		0		4		0		0		0

		3		2		4		2		4		2		2		2		3		2		5		2		5		2		2		0

		3		3		3		3		4		3		3		3		4		3		4		3		5		3		3		3

		4		3		5		3		5		3		3		3		2		3		4		3		5		3		3		0

		3		0		3		0		5		0		2		0		4		0		5		0		5		0

		3		5		4		5		4		5		3		5		2		5		4		5		4		5		5		0

		3		0		4		0		4		0		4		0		3		0		4		0		4		0		0		0

		5		0		4		0		5		0		4		0		5		0		5		0		4		0		0		9

		2		2		5		2		3		2		1		2		4		2		5		2		5		2		2		0

		5		2		4		2		3		2		2		2		3		2		2		2		4		2		2		2

		5		2		4		2		5		2		3		2		3		2		4		2		4		2		2		0

				Price		Sales						Price		Amazon Sales

		Price		1						Price		1

		Sales		0.2303304733		1				Amazon Sales		0.1966082109		1

				Location		Sales						Location		Amazon Sales

		Location		1						Location		1

		Sales		0.1312292867		1				Amazon Sales		0.2138189541		1

				Selection		Sales						Selection		Amazon Sales

		Selection		1						Selection		1

		Sales		-0.1400752301		1				Amazon Sales		-0.2252245465		1

				Service		Sales						Service		Amazon Sales

		Service		1						Service		1

		Sales		0.2573427511		1				Amazon Sales		0.0915135064		1

				Experience		Sales						Experience		Amazon Sales

		Experience		1						Experience		1

		Sales		0.1135433293		1				Amazon Sales		-0.0857101457		1

				Availability		Sales						Availability		Amazon Sales

		Availability		1						Availability		1

		Sales		-0.1217324304		1				Amazon Sales		-0.2035481746		1

				Convenience		Sales						Convenience		Amazon Sales

		Convenience		1						Convenience		1

		Sales		0.2396199343		1				Amazon Sales		0.2835114419		1






