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This presentation may contain forward-looking statements, including 
statements regarding expectations of sales, gross margin, productivity, 
leverage, operating results, consolidated segment operating results, capital 
investment, return on capital, free cash flow and other financial statement or 
balance sheet items or ratios, all of which are inherently difficult to predict.  
Actual results could differ materially for a variety of reasons, including, 
among others, the potential changes in general economic conditions, 
Amazon.com’s risks related to potential future losses, significant amount of 
indebtedness, competition, commercial agreements and strategic alliances, 
foreign exchange rates, seasonality, potential fluctuations in operating 
results and rate of growth, management of potential growth, system 
interruption, international expansion, consumer trends, inventory, 
fulfillment center optimization, limited operating history, government 
regulation and taxation, fraud, and new business areas.  More information 
about factors that potentially could affect Amazon.com’s financial results is 
included in Amazon.com’s filings with the Securities and Exchange 
Commission, including its Annual Report on Form 10-K for the year ended 
December 31, 2003, and all subsequent filings.
Additional information relating to certain of our financial measures 
contained herein is available in our most recent press release and at our 
website at www.amazon.com/ir under ‘Financial Documents and Annual 
Reports’.

Amazon.com



Highlights 1997 -- 2003



Operating Results
Free Cash Flow* 

2003 Free Cash Flow Up $211MM or 156% Y/Y
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* Operating Cash Flow Less Capital Expenditures (including capitalized software & development) -- see appendix



Operating Results
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Efficiently Managing Dilution -- 2003 Share Count Flat Y/Y
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Operating Results

$148

$3,933

$5,264

$0

$3,000

$6,000

1997 1998 1999 2000 2001 2002 2003

Net Sales 

2003 Sales up 34% Y/Y, up 28% Excluding Impact of F/X  
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Operating Results
Consolidated Segment Operating Income (Loss)*

2003 CSOI Doubled Y/Y, Segment Operating Margin of 7%
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Q1 04 Highlights



2004 Operating Results
First Quarter Highlights*

Fueled by Lower Prices and Free Shipping

N/A15.9%18.7%As a % of Sales

180%$344$123Free Cash Flow -- TTM

20%$   244$   203Consolidated Segment Operating Expenses

GrowthQ1 04Q1 03($MM)

73%

N/A

$  117

7.6%

$    67

6.2%

Consolidated Segment Operating Income

Consolidated Segment Operating Margin

41%$1,530$1,084Net Sales

*See Appendix



Relentlessly Improving Customer Experience



Earth’s Biggest Selection 
Build a place where people can find and discover 
anything they may want to buy 

Earth’s Most Customer-Centric Company
Start with the customer and work backwards

Our Vision



Our Strategy

Source: Jeff Bezos, September 2001
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Customer Experience Pillars



Jewelry
Selection



Sports & Outdoors
Selection



Heath & Personal Care
Selection



Gourmet Food
Selection



Beauty
Selection 



Electronics in Japan
Selection 



Home & Kitchen in Japan
Selection 



Home & Garden in the UK & Germany
Selection 



Software and Computer & Video Games in Canada
Selection 



Marketplace in Canada & France
Selection 



Books
Music/DVD/Video
Video Games & Software
Electronics
Toys & Baby
Tools & Hardware
Kitchen & Housewares
Office Products
Apparel & Accessories
Sports & Outdoors
Gourmet Food
Jewelry & Watches
Health & Personal Care
Beauty

Third Party Sellers
Marketplace
Merchants@

Expect More Category and Country Expansion Over Time
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A to Z Selection

Note: The following 6 slides have been added to provide a 
visual complement to the live demonstration



Baby Products in Health & Personal Care
Selection



Digital Camera
Selection



Diamond Jewelry
Selection



Gourmet Food
Selection



Oxo Products from Kitchen
Selection



Stiletto Hammer in Tools and Hardware
Selection
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Customer Experience Pillars



Search Inside the Book
Convenience



Search Inside the Book

Searchable Pages From Hundreds of Publishers

Convenience



Guaranteed Accelerated Delivery 
Convenience



Source: American Customer Satisfaction Index – February, 2004.  University of Michigan, American Society for Quality, CFI Group. 

Highest Ever Service Industry Score -- Online or Offline

"If They go any Higher, They Will get a Nose Bleed."

Customer Satisfaction
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Customer Experience Pillars



Dollars Not Percentages
Our Pricing Strategy Does Not Attempt to Maximize Margin 
Percentages, But Instead Seeks to Drive Maximum Value 
For Customers and Thereby Create a Much Larger Bottom 
Line -- In The Long Term.

Everyday Low Pricing
Our Objective is Not to Discount a Small Number of 
Products for a Limited Period of Time, but to Offer Low 
Prices Everyday and Apply Them Broadly Across Our Entire 
Product Range.

Our Strategy
Price



Jewelry
Price



Books
Price



JP

DE

U.S.

CA

U.K.

FR La livraison gratuite à partir de 20 euros d'achats !

Free Shipping
Price



Summary

Relentlessly Improving Customer Experience -- Expanding 
Selection and Convenience While Lowering Prices

Demonstrating Sustained Operational Progress 

Innovation -- The Foundation of Everything We Do

Well Positioned for Growth 

Focused on Optimizing Free Cash Flow per Share

Amazon.com
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Less:

Other Operating Expenses  (Income)

1997 1998

Income (Loss) From Operations

Stock-Based Compensation

Consolidated Segment Operating 
Income (Loss)
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