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‘0,! SURVEY RESEARCH
WISH.COM DATA PRIMER

Audience: 1,063 Consumers Balanced to US Census

CHECK BREAKDOWN: WISH.COM
INSIGHT CALLOUTS

O Demographics | Wish.com customers over-index as more likely than the broader
population to be female, lower-income, and younger.

O Cross-Shopping | Wish.com customers are highly likely to also be Amazon and
Wal-Mart shoppers.

L Penetration | Wish.com is in the earlier stages of traction with US consumers
compared to other eCommerce platforms that we track.

O Shipping Satisfaction | Wish.com customers are relatively less satisfied with the
shipping experience compared to other eCommerce platforms in our survey.

O Loyalty | Wish.com customer loyalty is on par with Etsy and eBay and is a touch
better than Wayfair.

L Upcoming Holiday Spend | Wish.com customers are a bit more likely than the
broader respondent pool to say that they expect to spend less this holiday season.

KEY STATS:

[ 21.6% of respondents have shopped Wish.com at least once (11.7% shop it
regularly or occasionally).

 95.8% of those who shop Wish.com ALSO shop Amazon regularly or occasionally.
[ 51.3% of consumers say they are aware of Wish.com.

L 4/10 is how Wish.com rate their shipping satisfaction (competitors range from just
under 7/10 to Amazon at 8/10).
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WHAT IS YOUR GENDER?

www.bespokeintel.com

All Respondents vs. Wish.com Customers (Shops Regularly or Occasionally)

Male

Female

0% 20% 40%
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WHAT IS YOUR HOUSEHOLD INCOME?

All Respondents vs. Wish.com Customers (Shops Regularly or Occasionally)

Prefer not to answer
$200,000+

$175,000-$199,999 m All|Respondents

$150,000-$174,999 m Wish.com Customers
$125,000-$149,999
$100,000-$124,999
$75,000-$99,999
$50,000-$74,999
$25,000-$49,999 %

$10,000-$24,999

$0-$9,999

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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WHAT TYPE OF AREA DO YOU LIVE IN?

All Respondents vs. Wish.com Customers (Shops Regularly or Occasionally)

Other / I don't know
IAII Respondents
Wish.com Customers
Rural
0,
Suburban >1.0%
41.7%
Urban
0% 20% 40% 60% 80% 100%
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WHAT IS YOUR AGE?

All Respondents vs. Wish.com Customers (Shops Regularly or Occasionally)

75+

65-74 m All Respondents

55-64 m Wish.com Customers

45-54

35-44

25-34

18-24

0% 20% 40% 60% 80% 100%
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WHAT REGION DO YOU LIVE IN?

All Respondents vs. Wish.com Customers (Shops Regularly or Occasionally)

. 19.1%
Pacific 5.6%
Mountain 8%
m All Respondents
West South Central fo 0
.6% m Wish.com Customers
East South Central
. 5.1%
South Atlantic 7.0%
West North Central
0%
East North Central 20
Middle Atlantic %
New England
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COMPETITIVE DYNAMICS
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CHARACTERIZING ENGAGEMENT WITH EACH SITE/APP (OCTOBER DATA ONLY)

Posed to all respondents

m Never One time, but not since  mOccasionally mRegularly

Amazon
Wish.com 9.9%

|

I
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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WHICH OF THE FOLLOWING BEST DESCRIBES HOW OFTEN YOU PURCHASE ITEMS THROUGH EACH OF
THE FOLLOWING WEBSITES/APPS?

Posed to Wish.com customers (shops Wish.com regularly or occasionally)

m Never = 0One time, but not since ™ Occasionally ®Regularly
2.3%
Amazon 1
Walmart
Ebay

Target

Etsy

Wayfair

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%
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BRAND AWARENESS

Posed to all respondents

98.2%

Amazon

= oct (20)
= Jul (20)
 Apr (20)
Jan (20)
= 0ct (19)
wJul (19)
ElApr(19)
= Jan (19)
= Oct (18)
wJul (18)
mApr (18)
®Jan (18)
;-Oct(17)
;-Jul (17)
= Apr (17)
wJan (17)
1w Oct (16)
wJul (16)
W Apr (16)
‘ : éIJan (16)
51.3% =0ct (15)

‘ : EIJU| (15)

Wish.com = Apr (15)

Ebay

Wayfair

Groupon

Etsy

Overstock

0% 20% 40% 60% 80% 100%
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CHARACTERIZING ENGAGEMENT WITH EACH SITE/APP (WEIGHTED AVERAGE, TIME SERIES)

Posed to all respondents

3.46

Amazon
® Oct (20)
= Jul (20)
= Apr (20)

Jan (20)
Walmart mOct (19)
®Jul (19)
mApr (19)
[ — 2.31 mJan (19)
m Oct (18)
Target Jul (18)
= Apr (18)
®Jan (18)
mOct (17)
mJul (17)
mApr (17)
®mJan (17)
mOct (16)
mJul (16)
mApr (16)
mJan (16)
m QOct (15)
mJul (15)
m Apr (15)
mJan (15)
mOct (14)
mJul (14)
mApr (14)
p— 1.34 ®Jan (14)
mOct (13)
= Apr (13)

Ebay

Etsy

Wayfair

Wish.com

Never One time, but not since Occasionally Regularly
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HOW DO YOU FIND THE SHIPPING EXPERIENCE WITH THIS APP/SITE?

Posed to users of each site/app

Amazon

Target

Et :
=Y = Oct (20)
= Jul (20)
[ | Abr (20)
Walmart lJén (20)
= Oct (19)
mJul (19)
Wayfair = Apr (19)
Wish.com

0 - Terrible 1 2 3 4 5 - Okay 6 7 8 9 10 - Great
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PLEASE RATE HOW LOYAL YOU ARE TO THIS APP/SITE FOR THE TYPES OF ITEMS YOU BUY FROM THEM:

Posed to users of each site/app

2.42
Amazon
Walmart
Target .
= Oct (20)
Etsy =Jul (20)
m Apr (20)
_ ® Jah (20)
Wish.com - 0ct (19)
mJul (19)
Ebay | Apr (19)
Wayfair
Not Loyal At All Somewhat Loyal Loyal Very Loyal
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PANDEMIC RELATED ITEMS
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WHAT PERCENTAGE OF YOUR SPENDING THROUGH THIS SITE/APP IN THE PAST FEW MONTHS WAS MADE

ON PANDEMIC/COVID RELATED ITEMS OR ANY ITEMS YOU WOULDN'T HAVE BOUGHT NORMALLY?

Posed to users of each site/app

Wish.com (July and October Combined To Achieve Higher N)

100% - All items were pandemic related

90%

80%

70%

60%

50% - half of the items were pandemic related
40%

30%

20%

10%

0% - Nothing pandemic related 37.5%

NA - haven't purchased from here in past 3-4 months

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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WHAT PERCENTAGE OF YOUR SPENDING THROUGH THIS SITE/APP IN THE PAST FEW MONTHS WAS MADE

ON PANDEMIC/COVID RELATED ITEMS OR ANY ITEMS YOU WOULDN'T HAVE BOUGHT NORMALLY?

Posed to users of each site/app

Amazon

100% - All items were pandemic related
90%

80%

70%

60%

50% - around half

40%

30%

20%

10%

(20)
20)

0% - Nothing pandemic related 5%

NA - haven't purchased in past 3-4 months

0% 20% 40% 60%
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WHAT PERCENTAGE OF YOUR SPENDING THROUGH THIS SITE/APP IN THE PAST FEW MONTHS WAS MADE

ON PANDEMIC/COVID RELATED ITEMS OR ANY ITEMS YOU WOULDN'T HAVE BOUGHT NORMALLY?

Posed to users of each site/app

100% - All items were pandemic related
90%

80%

70%

60%

50% - around half

40%

30%

20%

10%

0% - Nothing pandemic related

44.33%
41.1%

0% 20% 40% 60%

NA - haven't purchased in past 3-4 months
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WHAT PERCENTAGE OF YOUR SPENDING THROUGH THIS SITE/APP IN THE PAST FEW MONTHS WAS MADE

ON PANDEMIC/COVID RELATED ITEMS OR ANY ITEMS YOU WOULDN'T HAVE BOUGHT NORMALLY?
Posed to users of each site/app

100% - All items were pandemic related
90%

80%

70%

60%

50% - around half

40%

30%

20%

10%

(20)
20)

0% - Nothing pandemic related

NA - haven't purchased in past 3-4 months

0% 20% 40% 60%
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WHAT PERCENTAGE OF YOUR SPENDING THROUGH THIS SITE/APP IN THE PAST FEW MONTHS WAS MADE

ON PANDEMIC/COVID RELATED ITEMS OR ANY ITEMS YOU WOULDN'T HAVE BOUGHT NORMALLY?

Posed to users of each site/app

100% - All items were pandemic related
90%

80%

70%

60%

50% - around half

40%

30%

20%

10%

.8%

43.0%
47.5%
45.0%

0% 20% 40% 60%

0% - Nothing pandemic related

NA - haven't purchased in past 3-4 months
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WHAT PERCENTAGE OF YOUR SPENDING THROUGH THIS SITE/APP IN THE PAST FEW MONTHS WAS MADE

ON PANDEMIC/COVID RELATED ITEMS OR ANY ITEMS YOU WOULDN'T HAVE BOUGHT NORMALLY?
Posed to users of each site/app

Wal-Mart

100% - All items were pandemic related
90%
80%

0
70% (20)

600/0 20)

50% - around half
40%
30%
20%
10%

.8%

0% - Nothing pandemic related 7%

NA - haven't purchased in past 3-4 months

0% 20% 40% 60%
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WHAT PERCENTAGE OF YOUR SPENDING THROUGH THIS SITE/APP IN THE PAST FEW MONTHS WAS MADE

ON PANDEMIC/COVID RELATED ITEMS OR ANY ITEMS YOU WOULDN'T HAVE BOUGHT NORMALLY?

Posed to users of each site/app

100% - All items were pandemic related
90%

80%

70%

60%

50% - around half

40%

30%

m Oct|(20)
m Jul (20)

20%
10%

0% - Nothing pandemic related 48,

=)
S

NA - haven't purchased in past 3-4 months

()
=)

0% 20% 40% 60%
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THINKING ABOUT THE PANDEMIC RELATED ITEMS THAT YOU BOUGHT THROUGH THIS SITE/APP, DO YOU

EXPECT YOUR NEED TO PURCHASE THESE ITEMS AGAIN FROM THIS PLATFORM TO CHANGE?
Posed to users of Wish.com who bought pandemic related items in the past few months

I DEFINITELY WILL need to buy them

0
again 19.40%

I PROBABLY WILL need to buy them

%
again 43.28%

I PROBABLY WILL NOT need to buy

them again 23.88%

I DEFINITELY WILL NOT need to buy
them again

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

N = 67 (Combining Results From July and October to Achieve a Higher N)
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THINKING ABOUT THE PANDEMIC RELATED ITEMS THAT YOU BOUGHT THROUGH THIS SITE/APP, DO YOU

EXPECT YOUR NEED TO PURCHASE THESE ITEMS AGAIN FROM THIS PLATFORM TO CHANGE?
Posed to users of each site/app who bought pandemic related items in the past few months

B I DEFINITELY WILL NOT need to buy them again I PROBABLY WILL NOT need to buy them again
m I PROBABLY WILL need to buy them again m I DEFINITELY WILL need to buy them again

Target

Walmart

Amazon

July 2020

Ebay

Etsy

20% 40% 60% 80% 100%

o
=

B I DEFINITELY WILL NOT need to buy them again B 1 PROBABLY WILL NOT need to buy them again
m ] PROBABLY WILL need to buy them again m I DEFINITELY WILL need to buy them again

Target

Walmart

Amazon

Ebay

April 2020

Etsy

20% 40% 60% 80% 100%

2
ES
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AS LOCAL STORES AND BUSINESSES RE-OPEN, DO YOU EXPECT TO CHANGE YOUR SPENDING ON THE

FOLLOWING SITES/APPS COMPARED TO HOW MUCH YOU SPENT WHILE BUSINESSES WERE SHUT DOWN?
Posed to users of each site/app

mDecrease = Same ® Increase

Target
Amazon
Walmart
Etsy
Ebay

Wayfair

Wish.com

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Target
Amazon

Walmart
m Oct (20)

Etsy m Jul (20)

Ebay

Wayfair

Wish.com

Decrease No Change Increase
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HOLIDAY SHOPPING
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THIS YEAR, DO YOU EXPECT TO START YOUR HOLIDAY SHOPPING...

Posed to all respondents

Later On Than Prior Years . 5.4%
Around Th_e Same Time As 63.0%
Prior Years

Earlier On Than Prior Years F 16.5%

0% 10% 20% 30% 40% 50% 60% 70%

Posed to Wish.com users.

N/A i 12.5%

Later On Than Prior Years . 7.7%
Around The Same Time As _ 62.5%
Prior Years

Earlier On Than Prior Years - 17.3%

0% 20% 40% 60% 80%
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DO YOU EXPECT TO SPEND MORE OR LESS DURING THIS UPCOMING HOLIDAY SEASON COMPARED TO

PRIOR YEARS?

Posed to all respondents

N/A 11.4%

|

I expect to spend more 5.69

Around the same 50.0%

I expect to spend less 33.1%

1

0% 10% 20% 30% 40% 50% 60%

Posed to Wish.com users.

N/A - 9.6%

I expect to spend more - 9.6%

Around the same _ 37.5%

i

0% 10% 20% 30% 40% 50%

I expect to spend less 43.3%
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SHIPPING DELAYS
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HAVE YOU NOTICED ANY CHANGES IN AVAILABLE SHIPPING TIMES WHEN USING THIS PLATFORM

RECENTLY?
Posed to users of each site/app.

Target m Oct (20)
Walmart = Jul (20)
m Apr (20)
Wayfair
mJan (20)
Ebay
Etsy
Amazon
Wish.com
Much Slower Slower No Change Faster Much Faster
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OVERALL SHOPPING TRENDS
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HOW CONFIDENT DO YOU CURRENTLY FEEL TO SPEND MONEY?

Posed to all respondents

Oct (20) .

Jul (20) 3.31

Apr (20)

Jan (20) 3.34

Oct (19) 3.32

Jul (19) 3.31

Apr (19) 3.38

Jan (19) 3.27

Oct (18) 3.33

Jul (18) 3.43

Apr (18) 3.32

Jan (18) 3.42

Oct (17) 3.33

Jul (17) 3.29

Apr (17) 3.25

Jan (17) 3.32

Oct (16)

Jul (16) 3.34

Apr (16)

Jan (16)

Oct (15)

Jul (15)

Apr (15) 3.30

Jan (15) 3.29
gg%c\{gﬁilé Weak Confidence Neutral Strong Confidence \é%wﬁﬁgggg
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ARE THE FOLLOWING TYPES OF ACTIVITIES BECOMING MORE OR LESS POPULAR?

Posed to all respondents

Oct (20)

Jul (20)
[ Abr (20)
= Jan (20)
= Oct (19)

Jul (19)
= Apr (19)
= Jan (19)
= Oct (18)
= Jul (18)
= Abr (18)
= Jan (18)
m Oct (17)
= Jul (17)
m Apr (17)
m Jan (17)
m Oct (16)
= Jul (16)
W Apr (16)
= Jan (16)

Shopping at Malls

Shopping In-Stores

4.48

Shopping Online

Much Less Popular Less Popular Same More Popular Much More Popular
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FACE MASKS
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HAVE YOU PURCHASED MASK(S) THIS YEAR?

Posed to all respondents

Yes, multiple times 61.6%

Yes, once 20.0%

No, I have not 18.3%

0% 20% 40% 60% 80%
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WHICH WOULD YOU PREFER FOR PURCHASING MASKS?

Posed to all respondents

Buying in-stores 39.9%

Buying online 60.1%

0% 20% 40% 60% 80%
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GOING FORWARD, HOW OFTEN DO YOU EXPECT TO NEED TO PURCHASE NEW MASKS OR FACE

COVERINGS?
Posed to all respondents

mI will not needto mRarely mOccasionally mOften

N95 / K95

Surgical Mask

Cloth Mask

0% 20% 40% 60% 80% 100%
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HOW OFTEN DO YOU EXPECT TO WEAR A MASK DURING THE FOLLOWING PERIODS?

Posed to all respondents

m Never mInfrequently = Somewhat Frequently m Frequently mVery Frequently

More than a
year from now

7-12 months
from now

3-6 months
from now

Next three

months 2

0% 20% 40% 60% 80% 100%
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WHICH RETAILER COMES TO MIND FIRST WHEN YOU THINK OF WHERE TO GO TO BUY THE FOLLOWING

TYPES OF MASKS?

Posed to all respondents

Cloth Masks

Amazon 22.9%
Walmart
Etsy
Target
Old Navy
CVS
eBay
Target
Meijer

Etsy

0% 5% 10% 15% 20% 25%

AMAZON

NONE TARGET

NA s

SToRes .

" = gok < -

“* WALMART
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WHICH RETAILER COMES TO MIND FIRST WHEN YOU THINK OF WHERE TO GO TO BUY THE FOLLOWING

TYPES OF MASKS?

Posed to all respondents

N95 Masks
Amazon 31.9%
Wal-Mart
Home Depot
Lowes 1.7%
CVS 1.7%

Target 1.5%
eBay 1.4%
3M 1.4%

Walgreens 1.3°/cr

0% 5% 10% 15% 20% 25% 30% 35%

— e G SuPRLY

"“WALMART =~ 7w HOME DEPOT o O

'AMAZO
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WHICH RETAILER COMES TO MIND FIRST WHEN YOU THINK OF WHERE TO GO TO BUY THE FOLLOWING

TYPES OF MASKS?

Posed to all respondents

Surgical Masks

Amazon .3%
walmart
None

Target

Cvs

Walgreens

Costco 1.9T/o

0% 5% 10% 15% 20% 25% 30% 35%

WALMART LS SRNSwN/A — WALGREENS Néwﬁf

AMAZON
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