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The Canadian Amazon Prime Member

Amazon Prime Stealing More Share of Canadian Wallets

5 Reasons You Need to Talk to Caddle

Canadian consumers are changing faster now than ever before.

You want to understand the “Next Normal” not the “New Normal.”
You're concerned that you're losing market share to new competitors.
All the intel you get is based on past results or U.S. market data.

You’'ve been tasked with coming up with the next great innovation.

Get better business insights, faster, with Caddle. Contact us today.


https://getcaddle.com/partners/contact/

Prime Day Scoop Holiday Sales Much Earlier in Season

Growing from a BeIIevue,. sthlngfon garage-based online Did you know?
marketplace to a worldwide omnichannel eCommerce behemoth - " . n

in about 25 years is no mean feat. But leave it to former Wall Street More than 200 million unique visitors
executive and “richest man in modern history” Jeff Bezos to make it 9o to Amazon sites each month
happen.

In 2019, the omnichannel powerhouse was responsible for close

to half of all eCommerce dollars in a high-spending U.S. market.

What’'s more, the company registered its most profitable quarter

ever in the three months ended September 30, 2020, as North

American revenues increased by 39% YOY amidst the pandemic-driven surge in online shopping.
Meanwhile, quarterly net income reached a whopping $6.33 billion (an increase of 196.7% over
Q3-2019).

A core group of Amazon shopping devotees contributes to this massive revenue haul—with an

average of more than 200 million unique visitors fo Amazon sites each month (for comparison,

that’s near-equivalent to the population of Brazil, the fifth most populous country in the world).

But it's the estimated 150 million+ Amazon Prime members around the world (up from 100 million
in April 2018) who typically spend the most—over
$1,000 per year, according to recent stats. Said
Bezos in his Q4-2019 earnings statement, “Prime
memberships continue to get better for customers
year over year. And customers are responding—more
people joined Prime this quarter than ever before...
We've made Prime delivery faster—the number of
items delivered to U.S. customers with Prime’s one-
day and same-day delivery more than quadrupled
this quarter compared to last year.”

Even with the shift of their largest annual promotion,
Prime Day, from July to October 2020, Amazon sales
continue to grow, as do membership numbers; many
say that’s in great part due to COVID-19 pandemic
restrictions, combined with the perceived and real
benefits of membership (including lower relative
pricing, broader product assortment and delivery
options, and availability of product reviews). In
today’s blog post, we pull back the curtains on the
sales juggernaut that is Amazon, to look specifically
at the influence of Amazon Prime on sales in the
Canadian marketplace.

Let’s dig into the data to learn more.

*Disclaimer: all data presented is owned by Caddle and has a Margin of
Error of 1% or lower.



Who Are Canada’s Amazon Prime Members?

As in the U.S., younger people are more likely than their elders to be Prime members. Specifically,

Canadian Millennials are 15% more likely to be
Prime members than Baby Boomers, and are
among the top 2 age groups who have been
Prime members for 2-5 years (surpassed only
by Gen Xers by 1%).

Putting this into context: As we learned in our COVID-19 report, “The Great Divide: One Country,
Multiple Cohorts,” though Millennials and Gen Zers are nearly 2x more likely than Baby Boomers to
make luxury purchases to keep their spirits up, they’re also far less prepared to support themselves
should their regular incomes dry up. Thus, the fact that Millennials predominate among Canada’s
Prime members makes sense, as younger, digital-native Canadians are more likely to search for
online deals, and Prime membership comes with a host of budget-conscious perks, including “fast,
free delivery on millions of items" (Further incentive: student memberships are discounted by 50%
and they also get a free 6-month trial).

Interestingly, among those self-identified Prime members (n = 3,859), 11% use another person’s
account to access member benefits, including a significant percentage of Millennials and a lesser
but still significant degree of Gen Zers. This perhaps suggests that younger members are in fact
benefitting from their parents’ accounts and/or shopping budgets.

Will Prime Membership Continue To Climb In Canada?

Signaling the continued growth of the program—among
Amazon Prime non-members, 29% are “somewhat likely”/"very
likely” to join in the next 6 months.

Q: How likely are you to become an Amazon Prime member in

the next 6 months?
Date: December 7, 2020

Very ikely 14 9%

14.3%

Somewhal likely

Unsure 259%

121%

Somewhat unlikely

Very unlikely

n = 5,519


https://getcaddle.com/media/2020/11/CaddleReport_TheGreatDivide_2020.pdf

And once again, younger Canadians indicate higher receptiveness to joining the Prime program
than older generations: Gen Zers over-index against the general population by about 10% (compare
this to Canadian Baby Boomers, who under-index by about 10%).

What Factors Influence Prime Membership?

In a tfime of hoarding behaviour and product shortages, fulfillment issues and locked-down
brick-and-mortar shopping opportunities due to the COVID-19 scare, three interconnected
factors seem to matter most to Prime members—pricing, convenience, and breadth of offering.

Factor 1: Pricing

Without a doubt, price D)

is one of if not the

primary consideration

when Canadians make purchases
through Amazon, followed by
product reviews (59%) and
product descriptions (41%). (Note:
This is consistent with American
consumers, 82% of whom list
pricing as an important shopping
consideration.)

Q: What do you consider when purchasing a product on

Amazon? (select all that apply)
Date: December 19, 2020

Product reviews _ 58.5%
Product description _ 41.2%
Seller (i.e. Amazon or third-party) _ 30.8%
orand [ 22>+
Amazon's Choice banner - 17.3%

Subscribe and Save program - 10.8%

omer [ o6

| don't make purchases on Amazon | 0.4%

*Filtered to those who identified themselves as Amazon Prime members
n = 4,577

Interestingly in this case, Gen Xers and Baby Boomers slightly over-index on price as a consideration
(at 82.5% and 81%, respectively), as do Maritimers (81-89%) with the exception of Prince Edward
Islanders, British Columbians and Manitobans (81% each). Meanwhile, Millennials demonstrate
marginally more interest in the “Subscribe and Save program” than the general population, as do
Albertans, Ontarians, Prince Edward Islanders and Saskatchewanians (all at 12% each).

Q: What factors do you consider when you shop

on Amazon? (select all that apply)
Date: December 13, 2020

Price

Product reviews

68.9%

36.6%

Return policy 19.0%

Shipping time

447%

Subscribe and Save program 7.0%

None of the above

13.0%

n = 8,497

Q: Aside from purchasing a product for yourself,

why are you most likely to visit Amazon?
Date: December 13, 2020

To compare product prices 38.3%

To buy gifts / products for other people 29.4%

To find / discover new products

To create / add to my wishlist . 6.6%

n=7,493

17.6%

None of the above 47%

This is reinforced by other Daily Panel results, where more than two-thirds of consumers
consider price when shopping on Amazon (n = 8,497) and nearly 40% are likely to visit Amazon
to compare product prices before making a purchase (n = 7,493).



Factor 2: Convenience (including free delivery options)

Convenience is king for just over half of participating Prime members—especially m

when it relates to “free same-day delivery”—ranking above any other reasons to
have an Amazon Prime membership.

Q: What is the main reason you have an Amazon Q: What Amazon Prime membership benefit(s)
Prime membership? do you use? (select all that apply)
Date: December 19, 2020 Date: December 19, 2020
Convenience (e.g. free same-day i i
Prime platforms (e.g. Prime Video, 9.9% Shipping perks (e.g. free same-day delivery)
Prime Music, Prime Gaming) 9%
Prime Music (Ad-free and on-demand access)
B S?STS“E;;EAQCCZQSE Pey. - 18.3% Prime Early Access (30-minute early access to
select Lightning Deals)
i Prime Reading (borrow books from the Prime
Subscribe and Save program 3.8% Reading catalog)
Amazon Photos (Secure unlimited photo

Recommendation from fiends/family I 1.9% storage)

Prime Gaming (e.g. free games
Cther . 4.9% Twitch channel subscription)

I do not have an Amazon Prime | 0.7% in-game loot
membership s

None of the above 2

*Filtered to those who identified themselves as Amazon Prime members
n = 4,577

This is consistent with other Caddle findings: When asked of the member benefits they used,
61% of current Amazon Prime members ranked “shipping perk” at the top, second only to Prime
Video by 10 points. And, in a Daily Panel survey from December 13, 2020, nearly one in two
consumers identified “shipping times” as a factor when shopping on Amazon. (We're not
surprised, mind you, as “flexible delivery options” is one of the features that Amazon hangs its
hat on.)



Overall, younger Canadians lead the charge on convenience, with Millennials and Gen Zers
making up the bulk of consumers who are interested in the variety of delivery options offered by
the program.

With such consistent results on this measure, it’s feasible to consider that because digital-native
consumers have access to so much information 24/7 via their smart devices, they're looking for
instant gratification (“I want what | want when | want it!”) and are thus less open to waiting for
their purchases to arrive. In contrast, older generations—who we’ve learned are also less likely
than younger demographics to make online purchases in general—have been conditioned to
wait at least some of the time to receive their online shopping bounty.

r Factor 3: Breadth of multi-channel platforms and features that
no other retailer can match

While only about 20% of consumers identified Amazon’s various platforms as the main influencer
in their current membership, almost three-quarters identified Prime Video as the top benefit of
the program (December 19, 2020; n = 4,577)—and other program features, including the Prime
Music and Prime Reading, make up the remainder of the top 5.

This suggests that the omni-channel and omni-media nature of Amazon makes it an even more
appealing and farther-reaching service than other retail-only platforms.

How have COVID-19 & the Prime Day Date-Shift
Influenced Shopping Behaviour?

About 20% of Canadian consumers were prompted to become Amazon Prime members due to
the pandemic (and a further 30% were already Prime members before the pandemic hit).

Q: Has the pandemic prompted to you to become an Amazon Prime member?
Date: December 7, 2020

| was an Amazon
Prime member
before the
pandemic
29%

Yes
19%

n = 5,519



Gen Zers were 13% more likely than Baby Boomers and 10% more likely than Gen Xers to become
Prime members due to the pandemic, and Prince Edward Islanders, Newfoundlanders and
Labradorians and Quebeckers were all more likely than the general population to join the Prime
program because of the pandemic. At the same time, the pandemic has affected both purchase
size and frequency on the Amazo platform: More than a third of consumers have increased

the amount they purchase in addition to their frequency of purchasing on Amazon since the
pandemic started.

Q: What impact, if any, has the pandemic had on your Amazon purchase size vs. frequency?
Date: December 13, 2020

Purchase Size Purchase Frequency

| am spending more _ 36.9% | am purchasing more frequently _ 38.0%
I am spending the same amount _ T | am purchasing the same amount _ 416%
Iamspeninglecs - L | am purchasing less frequently - 12.8%
Unsure - 88% Unsure . 7.6%
n=7212

...the pandemic has affected
Meanwhile, the shift of Prime Day from July to October

both purchase size and ; :
didn’t seem to have kept Canadian shoppers away from

frequency on the Amazon spending their hard-earned COVID-19 cash: While 43% of
platform: More than 1/3 of the general population had planned to participate in

. Prime Day in 2020, 37% identified that they did in fact shop
consumers have increased on the special sales date (Millennials made up the largest
the amount they purchase in group of Prime Day shoppers, at 30%, followed by Gen

Zers, at 27%). And nearly the same percentage of
consumers indicated that they weren’t affected by the

of purchasing on Amazon change in date.

addition to their frequency

since the pandemic started.



https://getcaddle.com/partners/contact/

Q: Did you plan on participating in Q: Did you actually participate in Q: How did the change in date of Amazon

Amazon Prime Day this year? Amazon Prime Day this year? Prime Day this year affect your purchase
Date: December 20, 2020 Date: December 20, 2020 behaviour in general?
| am purchasing more - 11.2%
;;s | am purchasing the same amount - 16.1%

1 am purchasing less . 3.9%

| wasn't affected by the change in date of %1%
Amazon Prime Day this year !

n = 5,540 n=5,538 n = 5,541

Discretionary shopping was a clear driver for those people who took advantage of Prime Day
deals—40% of consumers shopped for general holiday purchases, while another 38% shopped for
early Black Friday deals.

Q: If you participated in Amazon Prime Day this year, what was the reason? (select all that apply)
Date: December 20, 2020

General holiday shopping 40.0%

Early Black Friday shopping 38.4%

Regular purchases 28.0%

Wishlist items 17.1%

Cther 71%

n = 2,480

Key Takeaways

Canadians Still Have Money To Spend And Amazon Provides Practical
Benefits For Pandemic-Restricted Shoppers.

Amazon is committed to providing a consistent omnichannel shopping experience—perhaps most
importantly, offering consistent shopping times that they deliver upon, time and time again.

If retailers are going to take a bite out of Amazon’s growing domination of the Canadian
marketplace, they’ll need to improve the consumer experience they deliver post-sale. With

more proactive communications around order and shipping status, reduced shipping time and
consistency on all purchases, and a more customer-friendly return process, Canadian retailers
would succeed in winning back customers who want to support local over multinational, and might
also amp up their reputation in the process.



Amazon Prime Day Took Consumers’ Purchasing Power This Past Holiday
Season

Undeterred by a shift in date, a significant proportion of consumers waited until Q3 to make holiday
purchases. (This is an interesting counterpoint to earlier Daily Panel findings, which indicated that
about 30% planned to start their holiday shopping in November.)

With this, it seems that once again, the benefits of Amazon Prime membership trump most other
considerations in consumers’ shopping journey.

To compete against the Amazon Prime behemoth for a decent share of consumers’ holiday spend,
retailers in Canada are going to need to plan even further ahead than they already were, getting
their unique assortment in line while at the same time, improving their online fulfillment product mix
in all warehouses, in order to make shipping times consistent across all categories—thereby easing
the friction that many consumers have with online shopping closer to home.

Does Amazon’s sales volumes
have you hungry to learn more?
Reach out to us for more details

on the Amazon Prime program
and the customers that make it
so successful.



https://getcaddle.com/partners/contact/
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SURVEY: Ratings & Reviews

SURVEY: Fresh Produce
Preferences

DAILY SURVEY: The New
Shopping Landscape

NEW! Giant Tiger Receipts
June 25th 2020 - July 1st 2020
June 25th 2020 - July 1st 2020

About Caddle Inc.

Launched in 2015 by former consumer
packaged goods (CPG) executive and
Canadian Grocer 2016 Generation Next
award winner Ransom Hawley, Caddle® is
the largest daily and monthly active panel in
the Canadian marketplace. Our mobile-first
insights platform rewards Canadians for
sharing data and engaging with brands.

Designed to help brands make better
decisions, faster, Caddle has grown into
Canada’s largest daily active consumer
research panel of 10,000+, 6-figure monthly
active panel, and growing every day.

Macro and niche data verticals include:

New Moms Luxury Shoppers
Costco Shoppers Shopper Dads
Amazon Prime Repeat Purchasers

Members Vegan Buyers
Cannabis Consumers Smokers/Non-Smokers
Health Professionals

Now working with almost every major CPG
company and making inroads with Canada’s
largest grocery retailers, Caddle provides
access to rapid insights at every stage of

the consumer journey across every type of
shopper, country-wide.

Learn more at www.getcaddle.com.
Contact us today.

insights@caddle.ca
getcaddle.com






