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Background & Situation

AMAZON PRIME

To begin our research, we needed to understand more about Amazon and the reading
services they offer. Our main objective is to learn more about how students utilize Amazon's
reading services. Our team wants to know how students react to the emergence of e-books
and audiobooks compared to paper copies. Through various sections of Amazon’s website,
we found that Amazon has e-books through Kindle Unlimited, audiobooks through Audible,
and hard copies. The issue with Kindle Unlimited is that it is an additional subscription from
Amazon Prime. If a customer were to use Prime Reading, it would be included in their Prime
subscription. Amazon also can ship hand-held paperback or hardcover books. They provide
32 genres for e-books, audiobooks, and hand-held books. Audiobooks have increased in
popularity, especially for university students, from 2011 to 2022, while reading print books has
declined. Each form of reading has pros and cons, and this research can actively prepare
Amazon and students for the next publishing trend.

unlimited ~ Prime rea;ding audible

\~—/

e E-books e E-books e Audiobooks

e Additional $9.99 a month ¢ Included in the cost of an ¢ Additional $7.95 a month
subscription Amazon Prime subscription

¢ Unlimited access to subscription e Unlimited access to select
select books e Unlimited access to audiobooks and podcasts

e Allows you to borrow 20 select books e Audible Premium Plus
titles at a time e Allows you to borrow 10 plans allow for access to

titles at a time exclusive audiobooks

FORMS OF READING

According to Campus Technology, 58% of students have bought at least one textbook
through Amazon, compared to 51 percent who shopped in person at their school bookstore.
Thirty percent shopped online through another website and 17% on a publisher's website. In
2021, 75% of American adults said they have read a book in any format and that print books
are more popular than e-books or audiobooks. Since the percentage of readers is lower than
we expected, we considered this when analyzing our results. Another survey we took into
account was conducted by UCLA, which found that nearly 90% of the undergraduates (350
participants) use laptops to read their electronic course readings. Our group agreed with
these statistics as we each relate to this with our academic reading.
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https://www.amazon.com/gp/help/customer/display.html?nodeId=G6LDPN7YJHYKH2J6
https://www.amazon.com/books-used-books-textbooks/b?ie=UTF8&node=283155
https://www.sciencedirect.com/science/article/pii/S0099133315000506
https://campustechnology.com/articles/2019/03/27/survey-most-students-shop-on-amazon-to-save-money-on-textbooks.aspx
https://www.pewresearch.org/short-reads/2022/01/06/three-in-ten-americans-now-read-e-books/
https://pdf.sciencedirectassets.com/272069/1-s2.0-S0099133315X00036/1-s2.0-S0099133315000506/main.pdf?X-Amz-Security-Token=IQoJb3JpZ2luX2VjEIP%2F%2F%2F%2F%2F%2F%2F%2F%2F%2FwEaCXVzLWVhc3QtMSJIMEYCIQCewnSeSo0CjUMFsEk0ZMrXKfWlOtTnNvWlvcjCdWDHAQIhAJNaD88qYdNkeUeZkbSPQVOHTr2j%2Bu%2FDnyz8W%2BwsuHDTKrIFCHwQBRoMMDU5MDAzNTQ2ODY1Igz4spuZpWBF616LO8oqjwVHDj7mIZZNU%2FgptapYpYgQfMBZToRsYQCMA1AwH4mR%2FZQyOZDNzb2iQvgRrS5D%2F%2FbbBBWWqSMkAIEc7gaEMm%2FV00je4PLMDRU71Cxmmcr1BDfohaMUM%2B2JgO6P1iLnx8GQsjStVhZL8NB%2BJJewBq4Mdv06J5OSegW7XlmtRCjblhhR9uYfHAPRuZ%2BTV4K7tmG1kQGeCrZD1tvouM%2FBHsdH6eadvcdCyWwM09T%2BYm7TS2SvBOd18EYDupyiSNtSnxXzoGzBOAYoJasnoB7hpv%2FKyG56qYv9kuzQ%2FMGOftJtyHEj3uy19m9TnIoMwpJsWpZLE79fWus7WFScWIXNU7tdIcUbHXleKwTFLhcpZc1XeATV0jsdsf%2F2ThfeZ6dOGcE8yrRKruCzRTLESxjL6tYGx%2FngrZT7C5uqeiCrM8%2FHFpJdoEh3mJc5WTRsSjC9x9pHCFuIngfu%2BFI5HXSZeWeEMEe9%2FF2j4YN0KbbjnoLs2ZFcDyVwecrFIZZifo6%2Bd08NWnpTjDwMW6LxXufuR0tYFOwZHSlEPsi2zSOvHrDMWgFOODPvMhVcc1N1IufZ1x7w2c%2FdwR7b4ZSm8ieaxGSBk2h5s2cS%2F6T0MFnlf6Ccq9TBFmNcfhTAxEieUWR6wF25daMX%2F2GfNOy7dXyRZAuvgcTdYl3JIYlHKqEeJ0tvyGU8NeghyCqSk5FYiNYD0r0mdh4zICUHeHtGevC9jn9Ee6SBa3%2Bf7umvnTk17DpreGKhVTm5XcYqx%2BK06mnIw6l7eJAuat7tFnpC78htyU6LISppiplsZ2%2BuE6WxlpXd2P2U8o36MTrV2l8GBfd%2F2fLliXtIGQpoH239IGMv9oahfAowTKOHEY5QfP%2B4GUO1MKSymK8GOrABT9%2FhMiMvYj33hvTZCCse32DQ1y33ES6FdKOTUAqM%2FCNPFA1yUPjGsixc1Vh50t7UMEe4NrpSa8pzT4Elt%2FKewrzVOsFalSYmvEK5ol6o3rcg989X9r1u%2B2Cf77X2qRC8QHTVniJY1hdR1RCQRiHmpVMNbrj0dgERqYTkPQ5kPvgc5K2%2BddDy31j48eaZtMf6V6gRCCseVG%2FJyDQI96TRlZfBC8qBRL9TpMeECHcztwA%3D&X-Amz-Algorithm=AWS4-HMAC-SHA256&X-Amz-Date=20240304T193857Z&X-Amz-SignedHeaders=host&X-Amz-Expires=300&X-Amz-Credential=ASIAQ3PHCVTYV7LOQADC%2F20240304%2Fus-east-1%2Fs3%2Faws4_request&X-Amz-Signature=cb7e2817e30173860adc967398eabf40849f243334fb14bb6ac0e5911251b5d8&hash=fe66a67345a2f913941e5f7ee1181e885ef827d672633e65ad0fce537ea12512&host=68042c943591013ac2b2430a89b270f6af2c76d8dfd086a07176afe7c76c2c61&pii=S0099133315000506&tid=spdf-bde1a3e9-c1f9-419b-9302-cc1c062b87bd&sid=0a6888176e151143bc5afb084a645239013dgxrqa&type=client&tsoh=d3d3LnNjaWVuY2VkaXJlY3QuY29t&ua=17105d540055535a56&rr=85f4545ad84d18c0&cc=us
https://pdf.sciencedirectassets.com/272069/1-s2.0-S0099133315X00036/1-s2.0-S0099133315000506/main.pdf?X-Amz-Security-Token=IQoJb3JpZ2luX2VjEIP%2F%2F%2F%2F%2F%2F%2F%2F%2F%2FwEaCXVzLWVhc3QtMSJIMEYCIQCewnSeSo0CjUMFsEk0ZMrXKfWlOtTnNvWlvcjCdWDHAQIhAJNaD88qYdNkeUeZkbSPQVOHTr2j%2Bu%2FDnyz8W%2BwsuHDTKrIFCHwQBRoMMDU5MDAzNTQ2ODY1Igz4spuZpWBF616LO8oqjwVHDj7mIZZNU%2FgptapYpYgQfMBZToRsYQCMA1AwH4mR%2FZQyOZDNzb2iQvgRrS5D%2F%2FbbBBWWqSMkAIEc7gaEMm%2FV00je4PLMDRU71Cxmmcr1BDfohaMUM%2B2JgO6P1iLnx8GQsjStVhZL8NB%2BJJewBq4Mdv06J5OSegW7XlmtRCjblhhR9uYfHAPRuZ%2BTV4K7tmG1kQGeCrZD1tvouM%2FBHsdH6eadvcdCyWwM09T%2BYm7TS2SvBOd18EYDupyiSNtSnxXzoGzBOAYoJasnoB7hpv%2FKyG56qYv9kuzQ%2FMGOftJtyHEj3uy19m9TnIoMwpJsWpZLE79fWus7WFScWIXNU7tdIcUbHXleKwTFLhcpZc1XeATV0jsdsf%2F2ThfeZ6dOGcE8yrRKruCzRTLESxjL6tYGx%2FngrZT7C5uqeiCrM8%2FHFpJdoEh3mJc5WTRsSjC9x9pHCFuIngfu%2BFI5HXSZeWeEMEe9%2FF2j4YN0KbbjnoLs2ZFcDyVwecrFIZZifo6%2Bd08NWnpTjDwMW6LxXufuR0tYFOwZHSlEPsi2zSOvHrDMWgFOODPvMhVcc1N1IufZ1x7w2c%2FdwR7b4ZSm8ieaxGSBk2h5s2cS%2F6T0MFnlf6Ccq9TBFmNcfhTAxEieUWR6wF25daMX%2F2GfNOy7dXyRZAuvgcTdYl3JIYlHKqEeJ0tvyGU8NeghyCqSk5FYiNYD0r0mdh4zICUHeHtGevC9jn9Ee6SBa3%2Bf7umvnTk17DpreGKhVTm5XcYqx%2BK06mnIw6l7eJAuat7tFnpC78htyU6LISppiplsZ2%2BuE6WxlpXd2P2U8o36MTrV2l8GBfd%2F2fLliXtIGQpoH239IGMv9oahfAowTKOHEY5QfP%2B4GUO1MKSymK8GOrABT9%2FhMiMvYj33hvTZCCse32DQ1y33ES6FdKOTUAqM%2FCNPFA1yUPjGsixc1Vh50t7UMEe4NrpSa8pzT4Elt%2FKewrzVOsFalSYmvEK5ol6o3rcg989X9r1u%2B2Cf77X2qRC8QHTVniJY1hdR1RCQRiHmpVMNbrj0dgERqYTkPQ5kPvgc5K2%2BddDy31j48eaZtMf6V6gRCCseVG%2FJyDQI96TRlZfBC8qBRL9TpMeECHcztwA%3D&X-Amz-Algorithm=AWS4-HMAC-SHA256&X-Amz-Date=20240304T193857Z&X-Amz-SignedHeaders=host&X-Amz-Expires=300&X-Amz-Credential=ASIAQ3PHCVTYV7LOQADC%2F20240304%2Fus-east-1%2Fs3%2Faws4_request&X-Amz-Signature=cb7e2817e30173860adc967398eabf40849f243334fb14bb6ac0e5911251b5d8&hash=fe66a67345a2f913941e5f7ee1181e885ef827d672633e65ad0fce537ea12512&host=68042c943591013ac2b2430a89b270f6af2c76d8dfd086a07176afe7c76c2c61&pii=S0099133315000506&tid=spdf-bde1a3e9-c1f9-419b-9302-cc1c062b87bd&sid=0a6888176e151143bc5afb084a645239013dgxrqa&type=client&tsoh=d3d3LnNjaWVuY2VkaXJlY3QuY29t&ua=17105d540055535a56&rr=85f4545ad84d18c0&cc=us
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Background & Situation

DEMOGRAPHIC

A significant part of our background research would have been on genre according to race;
however, there needed to be more research on which genres are more popular with each
race. What we could find was about the Romance genre. According to Romance Writers of
America, Romance readers are 73% White/Caucasian, 12% Black/African American, 7%
Latino/Hispanic, and 4% Asian/Asian American. However, other genres were less looked into
than we had hoped. The statistic above was the only statistic we could find on genre's
relations with race, especially with reading for pleasure. Another demographic we explored
was college students. Best Degree Programs identified that Communications, English,
Journalism, and Literature majors require more academic reading, whereas majors
surrounding studio art have less assigned reading. However, when it comes to reading for
pleasure, college students read less than any other age group.

FINANCES

We were curious about how college students pay for their Prime accounts. It was shocking
that 57% of people ages 19—37 have an Amazon Prime subscription, while 52% of college
students report having subscriptions. Additionally, 46% of college students list Amazon as
one of their most visited sites, but 19% do not buy from Amazon frequently. This information
will be valuable in analyzing how often students specifically utilize Prime Reading and Kindle
services. It will be interesting to see how many students know about these services and if it
will change how they use Prime in the future.

N

°7% 92% 19%

OF PEOPLE AGES 19-37 OF COLLEGE STUDENTS OF COLLEGE STUDENTS
HAVE AN AMAZON PRIME HAVE AN AMAZON PRIME DO NOT BUY FROM
SUBSCRIPTION SUBSCRIPTION AMAZON FREQUENTLY
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https://www.rwa.org/Online/Romance_Genre/About_Romance_Genre.aspx
https://www.rwa.org/Online/Romance_Genre/About_Romance_Genre.aspx
https://www.bestdegreeprograms.org/faq/which-degree-programs-require-the-least-amount-of-reading-and-writing/
https://commonwealthtimes.org/2023/09/06/nearly-half-of-college-aged-people-dont-read-for-pleasure/#:~:text=College%2Daged%20people%20read%20for,digital%20or%20audio%2Donly%20readers
https://commonwealthtimes.org/2023/09/06/nearly-half-of-college-aged-people-dont-read-for-pleasure/#:~:text=College%2Daged%20people%20read%20for,digital%20or%20audio%2Donly%20readers
https://www.ypulse.com/article/2020/02/04/how-many-young-consumers-are-actually-using-amazon-prime/
https://www.ypulse.com/article/2020/02/04/how-many-young-consumers-are-actually-using-amazon-prime/
https://www.ypulse.com/article/2020/02/04/how-many-young-consumers-are-actually-using-amazon-prime/
https://www.ypulse.com/article/2020/02/04/how-many-young-consumers-are-actually-using-amazon-prime/
https://www.ypulse.com/article/2020/02/04/how-many-young-consumers-are-actually-using-amazon-prime/
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Research Methods

We conducted an online T1I-question survey through Qualtrics, distributed to college students
between March 6 and March 8, 2024. Participants were recruited through text and GroupMe
messages to the men’s and women'’s golf teams, Oaks residents, Honors Fellows, Global
residents, Kappa Delta Sorority, Alpha Chi Omega Sorority, the Women’s Club Lacrosse team,
tour guides, the Track Team, and Live Oak. Each team member targeted a different group of
students on campus, hoping to minimize overlap and maximize diverse responses. Our
surveying goal was 100 students, so we closed the survey on March 8 after reaching the
targeted number of responses. We received 101 responses from our population of 616
students in the two days our survey was open, with a response rate of 16.4%. Our calculated
margin of error with a 95% confidence interval was 6.6%.

Our survey had two demographic questions: SQ9 (What is your race/ethnicity? Check all that
apply) and SQI10 (What academic school does your major belong to?).

* Results for SQ9 indicated the following demographic responses: 96 White, 7 Asian, 4
Hispanic and Latino American, and 2 Black or African American. Percentages would not
apply in the same way as they were able to select multiple options. Overall, we saw a
majority of White students followed by Asian students.

* Results for SQIO revealed the following spread of academic colleges: 42% College of Arts
and Sciences, 26% School of Communications, 25% Martha & Spencer Love School of
Business, 4% Dr. Jo Watts Williams School of Education, and 3% Nursing Program.
Within the College of Arts and Sciences, we had 32% Math and Natural Sciences majors,
36% Social and Behavioral Sciences majors, and 32% Arts and Humanities majors. We
acknowledge that this does not match the distribution of Elon students.

RESEARCH METHODS MODEL QUICK
STATISTICS

BACKGROUND RESEARCH . .
Population Size

616 students
QUALTRICS SURVEY CREATED
| Number of Responses

101 responses
DISTRIBUTION TO 616 STUDENTS

Response Rate

16.4%

CROSSTABBED SQ 2 AND 10/SQ 9 AND 10

Margin of Error
DATA AND WRITTEN ANALYSIS 6.6%

IMPLICATIONS AND RECOMMENDATIONS
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Key Findings

STUDENTS READ MORE OFTEN FOR CLASS THAN THEY

DO FOR PLEASURE

* 96% of students read for class compared to only 81% who read for pleasure.

e |f Amazon wants to target college-aged students, it should promote its textbook options
and offer more deals. However, because the statistics were so close, Amazon should still
focus some of its marketing on pleasure reading.

STUDENTS PREFER E-BOOKS TO PHYSICAL, AUDIO, OR

OTHER FORMS OF BOOKS

* 8% of students never utilize e-books, compared to 36% and 77% who never use physical
or audio books, respectively.

* Amazon should heavily promote its audiobook options. If they have audio options for
textbooks, they can also use this data when promoting those.

¢ Within just the College of Arts and Sciences, 92.7% of students utilized e-books
compared to 66.7% of students utilizing physical books at least 1-2 times per month.

STUDENTS PREFRENCES ON READING GENRES

* When reading for pleasure, students prefer to read romance (62%), mystery, thriller, and
suspense (53%), and science fiction and fantasy (42%) novels and do not gravitate
toward engineering and transportation (2%) or test preparation books (5%).

* Using this data, Amazon should promote its most-read genres to encourage students to
utilize its programs. It can also promote its audiobook options and use current book
trends when advertising these genres.

What genres are you likely to read for pleasure? Check all that apply. 101 ®

Arts & Photography
Biographies & Memoirs
Business & Money
Comics & Graphic Novels
Computers & Technology
Cookbooks, Food & Wine
Crafts, Hobbies & Home
Education & Teaching
Engineering & Transportation
Health, Fitness & Dieting
Histary
Humor & Entertainment
LGEBTQ+ Books

Mystery, Thriller & Suspense
Politics & Social Sciences
Religion & Spirituality
Romance

Science & Math

Science Fiction & Fantasy
Self-Help

Sports & Outdoors

Test Preparation

Travel

None
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Key Findings

STUDENTS PREFER TO PURCHASE THEIR TEXTBOOK
MATERIALS ONLINE FROM AMAZON

* When obtaining textbooks for class, students prefer to purchase their reading materials
online from Amazon (44%). However, the distribution of responses was relatively even
across all types of acquisition.

* Invery specific data categories, when asked about obtaining textbooks, 3 respondents all
responded in the other category by renting books from Chegg.

* By using this data in their promotions, Amazon can look into the options Chegg provides
for their book options and how they market their services. Amazon should also look into
the benefits that bookstores and other services provide to implement into their
marketing.

How do you typically obtain your required textbooks and reading materials for classes? Check all that apply. 101 @

Rent oiine from Ama:zon |

o 5 10 15 20 25 30 35 A0

FREE E-BOOK RENTALS ARE NOT THE MOST IMPORTANT TO
STUDENTS

* 16% of respondents said the availability of free e-book rentals (Prime Reading) through
Amazon's Prime Student program is very important compared to the majority of
respondents (33%) who say it is not very important to them.

* Due to this, Amazon should focus more on promotions for other e-book options it
provides.

Executive Summary 06



Key Findings

SOME STUDENTS ARENT READING FOR CLASS

* The data from students reading for class show that the College of Arts and Sciences has
just 14.3% of students reading physical books three or more times a week for class, which
is the highest of any academic school.

¢ Just under half of respondents reported never reading for class, with most non-readers of
any format coming from the Love School of Business.

ACADEMIC SCHOOL RECOMMENDATIONS
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* A lower rate indicates a lower likelihood of recommending Amazon Prime, while a higher
rate indicates a high likelihood of recommending Amazon Prime.
* From calculated percentages, College of Arts and Sciences majors are more likely to
recommend Amazon Prime’s reading services than students in other schools of study.
o While the School of Education technically has the highest percentage of rates
between 8 and 10, there were only four total responses from the School of Education.
A 50% higher likelihood of recommendation only represents two students’ responses,
compared to 19 students in the School of Communications, resulting in 45.5%
reporting that they are likely to recommend their services.

Academic School v. Likelihood of Recommendation
Crosstab: SQ9 (On a scale of 1-10, how likely are you to recommend Amazon's Prime program to a
fellow student for their reading needs (1 being not likely at all, 10 being extremely likely)?) & SQ10
(What academic school does your major belong to?)

Percent rated Percent rated
between 1-3 between 8-10
College of Arts and Sciences 6.0% 45.5%
School of Communications 30.7% 45.5%
Love School of Business 23.8% 23.1%
School of Education 25.0% 50.0%
Nursing Program 0.0% 33.3%

Executive Summary o7



Implications and
Recommendations

After reviewing the data from our survey, we have made several recommendations for Amazon

to leverage its position among college students as a primary source of reading materials. Below,
we have outlined the implications and recommendations that would aid Amazon in maintaining
customer satisfaction while continuing growth.

PROMOTING PLEASURE READING CULTURE

Given the data showing students reading for class over pleasure, Amazon could initiate
campaigns or partnerships to foster a culture of pleasure reading. This might involve
collaborating with universities to promote reading events, discounting popular fiction titles,
or creating digital book clubs through the Kindle platform.
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RECOMMENDATIONS

OPTIMIZING TEXTBOOK OFFERINGS

As the preferred platform for purchasing textbooks, Amazon could leverage this position
by expanding its textbook rental program or introducing new features to streamline the
textbook acquisition process for students. Offering competitive prices, fast shipping
options, and a wide selection of titles would further solidify Amazon’'s dominance in this
market.

DIVERSITY AND INCLUSION EFFORTS

Although there was a lack of diversity among research participants within the Elon study,
Amazon could prioritize diversity and inclusion initiatives within its student outreach
programs. This might involve partnering with organizations that support underrepresented
minority students, offering scholarships or mentorship opportunities, and actively
recruiting diverse talent to represent Amazon on college campuses.

TAILORING INITIATIVES TO ACADEMIC MAJORS

Acknowledging the diverse academic interests across different schools within colleges,
Amazon could tailor its marketing efforts and product offerings to align with the needs of
students in each major. For example, they could highlight relevant reading materials for
students studying communications, business, education, nursing, and other disciplines,
showcasing how Amazon can support their academic and professional goals.

Executive Summary 08
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RECOMMENDATIONS

Implications and
Recommendations

ENHANCING E-BOOK APPEAL

Recognizing the strong preference for E-books, especially within the College of Arts and
Science, Amazon could invest in marketing efforts to highlight the benefits of E-books over
other formats. Offering exclusive content or features for Kindle users, such as early access
to new releases or interactive reading experiences, could further solidify Amazon's position
as a leader in digital reading.

SOCIOECONOMIC CONSIDERATIONS

Amazon should also consider that the data in this survey is more relevant to colleges with
a similar demographic to Elon University. Due to the higher percentages of students at the
institution from higher socioeconomic backgrounds, our results and recommendations are
more skewed toward this group. Amazon should consider conducting research at colleges
with a more diverse demographic regarding socioeconomic backgrounds and race to infer
how this affects reading perceptions alongside perceptions of Amazon itself. This may
specifically impact the priority of free textbook rentals as a feature of Amazon Prime.

Executive Summary 09
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