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Example: Amazon’s Hybrid Business Model
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Amazon can directly purchase products from manufacturers and resell them to consumers. Additionally, it
allows third-party (3P) sellers to sell their products on its marketplace while offering fulfillment services to 3P
sellers, including product storage, packaging, labeling, and more. = Reseller + Marketplace

Data Utilization = Leveraging the accumulated sales information on the platform, Amazon can plan and

supply its own private label products directly on the marketplace.
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Dual Role of Platform Operator

Platform operators act as both umpires, responsible for maintaining and managing the platform, and players who
compete with regular product sellers and actively engage in selling their own products on the platform.

Exploiting 3P Seller’s Data & Launching Private Label Products

» Platform operators can utilize accessible data to imitate the most popular products from third-party (3P) sellers
and generate revenue.

* By having access to information about products sold by 3P sellers in the marketplace (such as detailed product
demand, price settings, user search behavior data, returned products, and reasons for returns), platform
operators can analyze and determine which products are advantageous to imitate and introduce to the market.

* This puts 3P sellers in a position of unfair competition with platform operators and may reduce investment and

incentives for innovation.

Self-Preferencing

* |n a competitive environment within the marketplace between 3P sellers and platform operators, platform
operators can entice consumers to choose their own products over those of 3P sellers.

e They can strategically configure the platform to significantly expose their own private label products to
consumers rather than the products of 3P sellers, thereby attracting consumers to choose their own products.



Amazon at the Center of Controversy

Online Customer Journey: Product Awareness - Search - Comparison — Purchase -
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In the U.S., Amazon overwhelmingly serves as the starting point for product searches.

Amazon also holds a dominant market position in each stage of product awareness and

52% of consumers initiate product searches on Amazon

search, and thereby exerts a transfer of dominance to the subsequent stages.

If a company's brand does not appear on the first page of Amazon's product

search results, it may disadvantage the company in terms of consumers selecting

their brand's products.
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Amazon: Customer Journey Map
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New Perspective: Competition for Next-Generation Data Platform

FORBES > INNOVATION > CYBERSECURITY

Apple’s App Tracking Transparency (ATT) Apple’s Privacy Features Will Cost
. Walled garden =» Cook vs. Zuckerberg (Facebook) Facebook $12 Billion

Kate O'Flaherty Senior Contributor ©@
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Google’s Privacy Sandbox
. Federated Learning of Cohorts (FLoC) to reduce privacy risks?
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infographic on how FLOC Works.

Meta: Metaverse as the next-generation data platform

- Going beyond app maker in Google’s and Apple’s stores



New Tech. & New Competition




