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PLATFORM SPECIFIC NOTES – W & ETSY

SPENDING CONFIDENCE

An increased % of respondents are flagging that their savings have declined vs. increased. Feedback
remains net positive toward savings rate, but noticeably less so compared to our July survey.

Confidence in spending money declined sequentially but is improved relative to the start of this
year.

Respondents feel that some of the online shift in furniture purchases will shift back toward in-stores
post-pandemic. However, we would note that with each survey we run online is gaining share on in-
stores in consumer estimations of shopping mix pre / during / and post pandemic.

Wayfair | An increasing share of customers are cross-shopping Amazon and finding identical items
while doing so. Consumers continue to think Amazon has better pricing while Wayfair wins out when
it comes to selection and visualization of products (though Amazon is gaining in these areas).

Etsy | Expectations for mask wearing and purchases have jumped higher q/q.

SHIPPING CONCERNS

In recent quarters, consumer satisfaction with shipping from online retailers has been worse relative
to pre-pandemic levels. The data does not appear to be worsening substantially relative to July, but
feedback remains worse than healthier pre-pandemic levels.
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HOW MUCH OF YOUR FURNITURE PURCHASES DID YOU/WILL YOU BUY ONLINE VS IN-STORES...
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WHEN IT COMES TO BUYING FURNITURE, WHICH IS MORE IMPORTANT?

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 5

Posed to all respondents.

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

From Bricks To Clicks

WHEN IT COMES TO BUYING HOME FURNISHINGS AND OTHER ITEMS FOR THE HOME, WHICH IS MORE 
IMPORTANT?
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TO THE BEST OF YOUR ESTIMATION, DID THE AMOUNT OF MONEY YOU HAVE SAVED CHANGE SINCE THE 
START OF THE COVID-19 PANDEMIC?
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HAVE YOU PURCHASED MASK(S) THIS YEAR?
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WHICH WOULD YOU PREFER FOR PURCHASING MASKS?
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GOING FORWARD, HOW OFTEN DO YOU EXPECT TO NEED TO PURCHASE NEW MASKS OR FACE 
COVERINGS?
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HOW OFTEN DO YOU EXPECT TO WEAR A MASK DURING THE FOLLOWING PERIODS?
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HAVE YOU NOTICED ANY CHANGES IN AVAILABLE SHIPPING TIMES WHEN USING THIS PLATFORM 
RECENTLY?
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WHEN DID YOU START YOUR CURRENT AMAZON PRIME MEMBERSHIP?

Posed to Amazon users who are Prime members.
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FOR HOW MUCH LONGER DO YOU INTEND TO BE AN AMAZON PRIME MEMBER?

Posed to Amazon users who are Prime members.
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HAVE YOU EVER BEEN AN AMAZON PRIME SUBSCRIBER IN THE PAST?
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HOW CONFIDENT DO YOU CURRENTLY FEEL TO SPEND MONEY?
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ARE THE FOLLOWING TYPES OF ACTIVITIES BECOMING MORE OR LESS POPULAR?
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BRAND AWARENESS
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HOW DO YOU FIND THE SHIPPING EXPERIENCE WITH THIS APP/SITE?
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PLEASE RATE HOW LOYAL YOU ARE TO THIS APP/SITE FOR THE TYPES OF ITEMS YOU BUY FROM THEM:
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DO YOU EVER USE OR VISIT AMAZON (EITHER THE WEBSITE ON YOUR COMPUTER OR THE APPLICATION 
ON YOUR MOBILE DEVICE)?

Posed to all respondents.
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Posed to Amazon users
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Posed to Amazon users
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WAYFAIR USERS – HAVE YOU PURCHASED AN ITEM FROM WAYFAIR IN THE PAST THREE MONTHS?

30.6%

29.2%

33.5%

33.8%

35.1%

36.1%

34.2%

36.8%

32.2%

34.3%

35.2%

32.1%

0% 20% 40% 60% 80% 100%

Jan (19)

Apr (19)

Jul (19)

Oct (19)

Jan (20)

Apr (20)

Jul (20)

Oct (20)

Jan (21)

Apr (21)

Jul (21)

Oct (21)

Yes

21.6%

19.5%

18.3%

15.3%

22.0%

18.0%

28.0%

27.1%

24.2%

24.6%

24.2%

27.6%

0% 20% 40% 60% 80% 100%

Jan (19)

Apr (19)

Jul (19)

Oct (19)

Jan (20)

Apr (20)

Jul (20)

Oct (20)

Jan (21)

Apr (21)

Jul (21)

Oct (21)

Yes

http://www.bespokeintel.com


Audience: 1,000 US Consumers
Date: October 2021

ON AVERAGE, HOW MANY ITEMS DO YOU PURCHASE FROM WAYFAIR PER MONTH?

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 34

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

From Bricks To Clicks

67.4%

15.6%

4.3%

12.7%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

A
p

r 
(1

9
)

J
u

l 
(1

9
)

O
c
t 
(1

9
)

J
a
n

 (
2

0
)

A
p

r 
(2

0
)

J
u

l 
(2

0
)

O
c
t 
(2

0
)

J
a
n

 (
2

1)

A
p

r 
(2

1)

J
u

l 
(2

1)

O
c
t 
(2

1)

0 1 2 3+

http://www.bespokeintel.com


Audience: 1,000 US Consumers
Date: October 2021

WAYFAIR USERS – RECENT USAGE

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 35

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

From Bricks To Clicks

11.3%

20.0%

68.8%

7.7%

19.5%

72.7%

9.9%

19.8%

70.4%

6.1%

23.3%

70.6%

8.9%

24.9%

66.2%

8.2%

26.4%

65.5%

13.0%

21.3%

65.7%

11.0%

25.9%

63.1%

11.5%

23.3%

65.2%

12.2%

27.3%

60.6%

13.0%

25.3%

61.7%

13.2%

25.7%

61.2%

0% 20% 40% 60% 80% 100%

My recent usage

has INCREASED

My recent usage

has DECREASED

My recent usage is

the SAME Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

Jul (20)

Apr (20)

Jan (20)

Oct (19)

Jul (19)

Apr (19)

Jan (19)

http://www.bespokeintel.com


Audience: 1,000 US Consumers
Date: October 2021

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 36

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

From Bricks To Clicks

WAYFAIR USERS – EXPECTED USAGE
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HAVE YOU EVER BROWSED THE WAYFAIR MOBILE APP FOR ITEMS?
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Posed to Wayfair users.
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Posed to Wayfair users who have browsed the mobile app.
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Posed to Wayfair users who have used the following features.
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Posed to Wayfair users.
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Posed to Wayfair users.
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Posed to Wayfair users who have browsed for the same type of furniture product on both 
Wayfair AND Amazon.
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WHEN YOU WERE SHOPPING FOR THE SAME FURNITURE CATEGORY ON BOTH WAYFAIR AND AMAZON, 
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Posed to Wayfair users who have browsed for the same type of furniture product on both 
Wayfair AND Amazon.
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Posed to ALL Wayfair users.
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DO YOU PLAN TO DO ANY OF THE FOLLOWING IN THE NEXT FEW MONTHS?
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Posed to ALL respondents.
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HAVE YOU PURCHASED ANY MASKS / PROTECTIVE FACE MASKS ON ETSY IN THE PAST MONTH OR TWO?
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Posed to Etsy users.
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THINKING ABOUT YOUR MASK PURCHASE FROM ETSY, WAS IT YOUR FIRST TIME PURCHASING AN ITEM 
FROM ETSY OR HAD YOU ALREADY PURCHASED OTHER ITEMS FROM ETSY BEFORE?
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Posed to users who purchased a mask from Etsy.

DO YOU EXPECT TO CONTINUE SHOPPING FOR PRODUCTS ON ETSY IN THE FUTURE?

Posed to users whose first purchase from Etsy was a mask.
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ALL RESPONDENTS – DO YOU EVER USE OR VISIT ETSY (EITHER THE WEBSITE ON YOUR COMPUTER OR 
THE APPLICATION ON YOUR MOBILE DEVICE)?
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ETSY USERS – HAVE YOU PURCHASED AN ITEM FROM ETSY IN THE LAST THREE MONTHS?
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PURCHASED THROUGH ETSY IN PAST THREE MONTHS – HOW MANY ITEMS HAVE YOU PURCHASED 
THROUGH ETSY IN THE LAST THREE MONTHS?
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ETSY USERS – ON AVERAGE, HOW MANY ITEMS DO YOU BUY THROUGH ETSY PER MONTH
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ETSY USERS – RECENT USAGE
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ETSY USERS – EXPECTED USAGE
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My recent usage has INCREASED My recent usage has DECREASED My recent usage is the SAME
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