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There are countless examples of how Amazon has disrupted the consumer path to purchase and altered the competitive retail landscape. One of the most visible examples is Amazon Prime. The program launched as a way for consumers to get unlimited two-day shipping for fixed annual fee, but has since morphed into a program full of so many benefits that it is both changing consumer perception of what value looks like, and leaving other retailers to figure out how to compete.
New Millward Brown Digital research suggests that the percentage of Amazon traffic from Amazon Prime members has increased 300% in the last year. The increase in Amazon Prime membership means that an increasing amount of shoppers at other retailers are also Prime members. For example, during the most recent holiday season, almost 1 in 10 Walmart.com shoppers was an Amazon Prime member. 








The Compete Panel: Q4 2013, Q4 2014


Many retailers are in an admitted state of trying to catch up when it comes to ecommerce. Just last week, Target’s CEO announced that it would invest significantly in the next three years to improve its ecommerce experience.
The immediate challenge for retailers not named Amazon is that Amazon Prime is causing members to consider a narrower set of retailers when shopping online. An analysis of Prime vs Non-Prime members’ cross-shopping behaviors shows that less than 1% of Prime members are likely to consider any of the other most visited online retailers during the same session. Take Target.com for example: a non-Prime member is 8 times more likely than a Prime member to cross-shop between Amazon and Target in the same session.  For retailers not named Amazon, this means fewer chances to influence the growing Amazon Prime segment – and heightened pressure to get the experience and value perception right.  
The Compete Panel: January-December 2014 


Amazon Prime’s conversion rate might be the most sobering bit of news for retailers. 63% of Amazon Prime members convert on the site in the same shopping session – almost 5 times the conversion rate of non-Prime members. There is no question that Amazon has found a way to attract (or maybe even create?) a segment of heavy online buyers with Prime. Amazon Prime members are certainly more frequent online buyers as evidenced by the Prime vs. Non-Prime member conversion rates across all of the top online retailers.  
The Compete Panel: January – December 2014 


Retailers are experimenting with a variety of tactics to more effectively compete with Amazon. Best Buy and Staples are among the many retailers offering price match guarantees. Target has launched a subscription program to mimic Amazon Subscribe and Save.  
Much attention has been placed on driving more awareness/traffic to retail.com sites. The reality is that retailers need to do a better job removing purchase barriers and driving improved conversion rates. Amazon Prime might just be one of the few programs that has fearlessly removed purchase barriers in favor of creating a great customer experience.


Millward Brown Digital
Millward Brown Digital is the world’s leading digital expert in helping clients grow great brands. The clickstream data in this original research is sourced from the Compete panel: a 2 million member panel of US Internet users. The data is collected using a sophisticated multi-source approach, allowing it to account for any potential bias in a single source. The raw data is transformed into a single panel and normalized by employing algorithms and advanced analytics techniques, so that the final projections are representative of the Internet behavior of the population. 
For more information, contact us at digitalsolutions@millwardbrown.com






















Percent of Prime Member Penetration at Retailers
Q4 2014	BestBuy.com	HomeDepot.com	Lowes.com	Target.com	ToysRUs.com	Walmart.com	4.943945757085829E-2	8.1865376585008615E-2	6.9501512837547672E-2	7.0091899564033291E-2	7.9961447247110976E-2	7.9253182726989987E-2	Q4 2013	BestBuy.com	HomeDepot.com	Lowes.com	Target.com	ToysRUs.com	Walmart.com	1.2861412422779391E-2	1.7694032052639627E-2	1.4754500792028807E-2	1.5008664320966416E-2	1.5714762750897501E-2	1.7987459588054786E-2	
Cross Shop Rate from Amazon to Retailers
(Same Session, Prime vs Non-Prime Members)
Non-Prime Members	Walmart.com	Target.com	BestBuy.com	HomeDepot.com	Lowes.com	ToysRUs.com	0.1213417588511676	7.5574449863781618E-2	5.230202059913247E-2	3.8624051982584222E-2	2.6448616689584425E-2	1.7587512273628082E-2	Prime Members	Walmart.com	Target.com	BestBuy.com	HomeDepot.com	Lowes.com	ToysRUs.com	8.6094841793558884E-3	6.7759638612357453E-3	5.8148692588309136E-3	4.532765514443711E-3	2.889337369000882E-3	1.8479856651297337E-3	
Conversion Rate, Prime vs Non-Prime Members
(Same Session, on Amazon vs Competitor Retailers)
Prime Members	Amazon.com	Walmart.com	Target.com	BestBuy.com	HomeDepot.com	ToysRUs.com	Lowes.com	0.63070055660632163	6.3190760400449256E-2	5.6658191122057645E-2	5.0601155389593352E-2	3.2369172661422113E-2	6.8663420492803967E-2	3.3592864596343357E-2	Non-Prime Members	Amazon.com	Walmart.com	Target.com	BestBuy.com	HomeDepot.com	ToysRUs.com	Lowes.com	0.13011892940216194	4.5541397833210082E-2	2.3093355474090332E-2	2.5700817732603132E-2	1.6790995157247475E-2	4.7883747987392804E-2	1.3259086874731919E-2	
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