Technology and Religion

Lesson 6: Find it on Amazon: Personalized Shopping
4.7.2019

Objectives: Explore technology’s impact on consumer experience.
Materials: Flipchart, laptop/flatscreen, lesson attachments.

Time allotments suggested for 50 minute class, followed by 25 minute closing service.

1. Nametags and Graffiti Wall (5 minutes before class begins)

e Make nametags using blank paper, markers, and holders. Youth can create their own
unique but LEGIBLE nametag. Make it a regular practice to wear nametags.

e “Graffiti Wall” questions: Write the following on whiteboard. Invite youth as they
arrive to grab a marker and weigh in with their responses:

» Where do you LOVE to shop? Why do you love it?
» What was the latest item you or your family purchased from Amazon?

e Teachers complete attendance sheets.

2. Updates from Unplugging (5 minutes)

Invite youths who took the pledge to unplug from their digital/online technology to
share (from class viewing of documentary “Disconnected”).

e What were the specifics of your plan to unplug?
e Were you successful? For how long a period? (ideal goal was for whole week)
e What was easy? What was difficult? Did you cheat (as in the film)?

e What did you learn?

3. Chalice Lighting: Light the chalice, saying these words together: “We light this chalice as
a symbol of our faith, the light of truth and the warmth of love.”

Teacher reads:

“We don’t make money when we sell things. We make money when we help customers
make purchase decisions.” — Jeff Bezos, founder and CEO of Amazon

“[What Amazon is selling are] the reviews, the recommendations, the advice, the information
about new and upcoming releases, the community interest around certain subjects... When
you log on to Amazon, what you get is a relationship generator, one that increasingly knows
[what you want before you do].” — Evan Schwartz, author of Webonomics



4. Watch clip about Amazon (10 minutes)
https://www.youtube.com/watch?v=QlbuY24alSk

Questions for Discussion:

e How does Amazon succeed at their business?
Think about...
o E-commerce versus traditional brick-and-mortar stores? Click versus the Brick?
o Huge inventory, affordable prices, convenient delivery

o Getting small businesses to buy into “Selling on Amazon” by offering built-in
hosting, payment processing, and fraud protection

o “[Amazon] uses sophisticated programs to track your online habits. A fully
customized shopping experience to not only match prices but increasingly, match
your desires. We have super smart people who build algorithms to get what people
want.”

5. Learning Activity: The buyer’s experience (20 minutes)

Teacher summarizes/explains: Consider again the statement about a “fully customized
shopping experience”’—that what consumers seek is not just the final product, but that
shopping itself as an experience is what we pursue.

Just think about commercials that don’t even show the product until the very end. Think
about the browsing culture and customers who come to shop without necessarily buying
anything.

Consumerism as a way of life is about desire, about never really being satisfied, about
never having enough, about desiring access to anything, anywhere, anytime. Much more
than the product, it’s about the buying experience. And knowing the customer—their
desires, preferences, shopping behaviors—makes all the difference for sales.

Activity: To appreciate how Amazon approaches the “buying experience,” have youth
divide into 2-3 teams of aspiring entrepreneurs. Each team will have 5 minutes to come
up with a sales strategy about how they would sell a pink tuxedo to a random customer
who walks into their store. Teams will list their ideas on flipchart paper. Then each team
will make a pitch to the group, including teachers, who will finally vote on the team with
the best sales strategy.

Question: What helped the winning team win? (Remember: it’s about connecting with
the buyer’s experience.)



6. Amazon and Buyer Experience: (15 minutes)

Teacher summarizes: Amazon.com is the leading e-commerce retailer in the United
States, expected to have generated $700 billion in revenue in 2025 (MarketPulse 2026).
Why do millions of Americans and customers from around the world buy from Amazon?
Their success has everything to do with their e-commerce customer experience.

Distribute handout: Invite youth to volunteer reading portions from handout on
some ways Amazon creates an online experience that compels people to be loyal
customers, make repeat purchases, and tell others about it.

Questions for Discussion:

e Amazon’s algorithm tracks customer behavior, and the recommendation “Customers
who bought this item also bought...” became a powerful and profitable marketing
tool. What do you think about such algorithmic recommendations?

e Similar to customer reviews on Amazon, Yelp—as user review website—currently
lists about 140 churches in the Twin Cities, with mostly positive reviews from
respective “fans.” What do you think about “customer” reviews of churches?

e We’ve heard of “church shopping.” Are churches or religions or “God” commodities
to be purchased?

e Amazon’s technology seems to heighten consumerist values of having wide ranging
choices that are cheap and convenient. Does Amazon’s technology make it too easy
to shift from being a “user” of technology to being a “consumer’?

7. Extinguish the chalice, saying together:

“May the light of truth and the warmth of love go with us in our hearts.”

8. Help clean up classroom before leaving: Please keep regular practice of preparing
classroom for the next class.

e leave lesson plan and all materials organized
e wipe the whiteboard clean

e tables and chairs neatly returned

e nametags collected in Ziploc bag

e |eave any comments for RE staff on attendance sheets



