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“Amazon is the arch disruptor in a period of evolution for
UK retail. The size of the business and its relentless focus

on customer-facing innovation has meant it has invested in
and led on many trends that have come to define 21st

century retail. However, at present, it is not all conquering,
leaving both room for its growth and for rivals to fight

back.”
– Nick Carroll, Senior Retail Analyst

This report looks at the following areas:

• Amazon: destroying the high street or providing the platform for the next generation?
• Can you win against Amazon?
• Amazon: what is the next frontier?

Amazon is the largest online retailer in the UK holding. A book specialist turned general merchandiser,
and more recently, grocery retailer, there are few retail sectors that have not felt the impact of Amazon
and its army of marketplace sellers.

Amazon launched in the UK in 1998, and in twenty years the retailer has grown to become ubiquitous
amongst online users’ shopping habits.

With the vast majority of online users already using the site, Amazon’s growth, away from consumer
electronics and cloud computing, is coming from encouraging existing customers to do more of their
online shopping via the site.

Amazon Prime is central to this strategy of getting a greater return on existing customers. The scheme
launched in the UK in 2007 and has since grown to encompass a vast range of perks including music
and video streaming, alongside the now stock free next day delivery. Amazon has clearly created a
tempting value proposition with Prime.

The benefits to Amazon of Prime, outside of the revenue the membership brings, is that Prime
members are more frequent Amazon shoppers, more likely to shop across a range of categories, and
more likely to own some form of Amazon-branded consumer electronics. In effect, Amazon is now
deriving three revenue streams from certain customers, and this is why despite hitting a near ceiling in
its ability to recruit new customers, it continues to grow its share and influence on the UK retail sector.
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Satisfaction levels high overall among Amazon shoppers
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Figure 46: Frequency of shopping with Amazon, by changes in shopping levels with Amazon, October 2018

Over a third have access to Amazon Prime…
Figure 47: Ownership and access to Amazon Prime, October 2018
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Figure 51: Why consumers are not/no longer Amazon Prime members, October 2018

Hardcopy media still the most popular purchase
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Figure 56: Amazon prime membership, by frequency of shopping via Amazon, October 2018

Just under half shop with Amazon via a mobile device
Figure 57: Devices used to shop with Amazon in the past 12 months, October 2018

Younger shoppers most likely to shop via mobile device
Figure 58: Devices used to shop with Amazon in the past 12 months, by age, October 2018

Prime members more likely to shop via Echo

The Amazon Shopper

Amazon Prime Membership
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Devices Used to Shop with Amazon
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Figure 59: Devices used to shop with Amazon in the past 12 months, by Prime membership, October 2018

Repertoire of ways of shopping with Amazon
Figure 60: Repertoire of methods of shopping with Amazon in the past 12 months, by age, October 2018

90% of Amazon shoppers are satisfied with the shopping experience
Figure 61: Satisfaction with the Amazon shopping experience, October 2018
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Figure 62: Key drivers of overall satisfaction with Amazon, November 2018
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Convenience, familiarity, and habit driving customers to Amazon
Figure 65: Behaviours of Amazon shoppers, October 2018

The Amazon shopper in the physical world
Figure 66: Behaviours of Amazon shoppers, October 2018

Price assumptions greater for heavy users
Figure 67: Those answering ‘yes’ to behaviours around Amazon shopping, by frequency of Amazon shopping, October 2018

Bad press doesn’t affect a majority’s desire to shop with Amazon
Figure 68: Amazon.co.uk, screen capture, November 2018

Figure 69: Attitudes towards Amazon’s impact on retailing, October 2018

Frequent users more aware of Amazon’s impact
Figure 70: Agreement towards attitudes towards Amazon’s impact, by frequency of shopping via Amazon, October 2018

Negative headlines regarding Amazon aren’t its problem, it’s the legislation
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Figure 71: Black Friday shopping 2018, by retail channel, December 2018

Nearly half of online Black Friday shoppers used Amazon
Figure 72: Retailers shopped with in-store/online during Black Friday 2018, December 2018

Electricals top the Black Friday wish list
Figure 73: Products purchased during Black Friday 2018, by all Black Friday shoppers and by those who shopped with Amazon,
December 2018

Christmas purchasing key during Black Friday
Figure 74: Behaviours of Black Friday shoppers, December 2018

14% didn’t shop with Amazon in the past year, but why?
Figure 75: Reasons for not shopping with Amazon in the past year, October 2018

Satisfaction with the Amazon Shopping Experience

Behaviours of Amazon Shoppers

Attitudes toward Amazon’s Effect on Retail

Amazon and Black Friday

Why They Don’t Shop with Amazon
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