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S LMol 7t X| (Lifetime Customer Value)
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. 2 YE| = 213 (Loyalty Program)

. AN E2|EXHE (Special Treatment)

. ofo|L|E| =2 12 (Affinity Program)

. A F LU E| =2 124 (Community Program) ‘L’éww'ﬂ'” “'e“‘“'@l& ““i'?gfag
. X| 4] 718t A = (Knowledge Building Program) =

Page 15



Marketing Strategy

4. DHB/HH2 MY 2y

719l 7kxl= DnZ{o| 7px|of o sHA &K E

LV = Z I, —, - C
. (I + 1)t

m : margin
r : retention rate
i : discount rate

C : acquisition cost
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-Number of Customers-

Amazon.com ) eBay
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-Descriptive Data-

Data Period N ,
Nember of Quarterly Acquisttion Retentior
Company From Io Customers Margin Cost Rate
Amazon.com March 1997 March 2002 33,800,000 3 38T b 700 T0%
eBay December 1996 March 2002 46,100,000 431 [1.26 80%
E*Trade December 1997 March 2002 4117370 43002 39100 03%

VALUE OF CUSTOMERS, MARKET VALUE, AND P/E RATIOS

Market Value ($ Billion)
Value of Customers (§ Billion) As of March 31, 2002 Quarterly High Quarierly Low P/E Ratio

Amazon.com 82 5.36 6.36 330 N.A.
eBay |89 |5.85 [9.45 |3.67 11202
E¥Trade 269 335 449 27 N.A.

Notes: N.A. = not applicable.
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IMPACT OF 1% IMPROVED RETENTION, ACQUISITION COST, MARGINS, AND DISCOUNT RATE ON CUSTOMER VALUE

Customer Value

($ Billion) Percentage Increase in Customer Value (with a I% Improvement)
Base Case Retention Acquisition Cost Margin Discount Rate
Amazon.com 42 245% 07% L.07% A6
eBay .89 342 08 .08 63
E*Trade 260 6.67 02 .02 .14
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