Online Retailers

Volume 49 | Quarterly Survey
1,000 US Consumers Balanced To Census
Tickers Covered: AMZN, ETSY, W, TEMU, OSTK, WISH, Shein, WMT, TGT, etc.

Key Takeaways:

Spending Outlook

O Consumer confidence in spending has declined further quarter-over-quarter and is now
at the lowest level recorded in this ongoing tracker.

Wayfair Perception

O Among consumers who've browsed or considered buying from Wayfair, 51% believe it's
riskier than buying from physical furniture stores.

O However, 43% see no added risk.

O When comparing Wayfair to other online retailers, 60% say there’s no difference in risk.
Wayfair is seen as riskier by a narrow %.

O A "Verified by Wayfair" badge would reduce perceived risk for many consumers.
Etsy’s Gift Mode Gaining Traction

O Awareness and usage of Etsy’s Gift Mode have increased consistently across waves.
O Purchase rates through the feature continue to rise.

O Consumers see Etsy as a differentiated source for personalized and unique items,
especially in seasonal or gifting moments.

Price Comparison Trends

O More consumers report finding the same furniture items on both Amazon and Wayfair.
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HAVE YOU BROWSED WAYFAIR OR CONSIDERED BUYING FURNITURE FROM WAYFAIR IN THE PAST YEAR
ORSO?

Posed to all respondents.

No 83.1%

Apr (25)

Yes

0% 20% 40% 60% 80% 100%
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COMPARED TO BUYING FURNITURE IN PHYSICAL STORES, HOW RISKY DO YOU THINK IT IS TO BUY FROM

WAYFAIR?(BY “RISKY,” WE MEAN THE CHANCE THAT YOU WON'’T BE SATISFIED WITH THE PRODUCT —
WHETHER DUE TO QUALITY, APPEARANCE, COMFORT, OR THE ABILITY TO RETURN OR EXCHANGE IT.)

Posed to all who have browsed or considered buying furniture from Wayfair in the past

year or so. (N=168)

Wayfair is riskier

No difference

Physical stores is riskier

0%

6.6%

20%

40%
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COMPARED TO BUYING FURNITURE FROM OTHER COMPANIES ONLINE, HOW RISKY DO YOU THINK IT IS
TO BUY FROM WAYFAIR?(BY “RISKY,” WE MEAN THE CHANCE THAT YOU WON’T BE SATISFIED WITH THE

PRODUCT — WHETHER DUE TO QUALITY, APPEARANCE, COMFORT, OR THE ABILITY TO RETURN OR
EXCHANGE IT.)

Posed to all who have browsed or considered buying furniture from Wayfair in the past
year or so. (N=168)

No difference 60.1%
= Apr (25)
Other companies online is o
riskier 18.5%
Wayfair is riskier 21.4%

0% 20% 40% 60% 80% 100%
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IF WAYFAIR ADDED A “VERIFIED BY WAYFAIR” STAMP TO CERTAIN FURNITURE ITEMS — INDICATING
THAT THEIR TEAM HAS PERSONALLY TESTED THE PRODUCT FOR QUALITY, EASE OF ASSEMBLY, VALUE,

AND OVERALL SATISFACTION — HOW WOULD THAT AFFECT HOW RISKY YOU THINK IT IS TO BUY THOSE
PRODUCTS?

Posed to all who have browsed or considered buying furniture from Wayfair in the past
year or so. (N=168)

It would make the purchase i 5 40
feel much more risky '

It would make the purchase 1,20
feel somewhat more risky 40 = Apr (25)

It wouldn’t change how
risky it feels - 32.1%

It would make the purchase
feel somewhat less risky

1.6%

It would make the purchase

0
feel much less risky 2.7%

0% 20% 40% 60% 80% 100%
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THINKING ABOUT THE FURNITURE YOU HAVE GOTTEN FROM WAYFAIR, HOW WAS THE QUALITY?

Posed to all Wayfair customers.

Very dissatisfied with the

quality 4.0%
Somewhat dissatisfied with m Apr (25)
the quality l 9-p%

Somewhat satisfied with

the quality 45.6%

quality 1.20%

Very satisfied with the m 4

0% 20% 40% 60% 80% 100%
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HOW MUCH INTEREST WOULD YOU HAVE IN A PAID LOYALTY PROGRAM WITH WAYFAIR?
THE PROGRAM COSTS $29 PER YEAR AND INCLUDES WAYFAIR, ALLMODERN, BIRCH LANE, JOSS & MAIN,

AND PERIGOLD.MEMBERS GET 5% BACK IN REWARDS ON ALL PURCHASES, EARLY ACCESS TO MAJOR
SALES EVENTS, AND FREE SHIPPING.

Posed to all Wayfair customers.

I am not a member, and I am not 63.6%

interested in signing up 67.2%

I am not a member, but I would : m Apr (25)

be interested in signing up m Jan (25)

9.2%
I am already a member

6.6%

0% 20% 40% 60% 80% 100%
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WHEN YOU SEARCH ON THESE PLATFORMS ONLINE, HOW OFTEN DO YOU KNOW EXACTLY WHAT YOU

ARE LOOKING FOR VERSUS GENERALLY BROWSING?

Posed to all respondents who shop/browse the below.

APRIL 2025

m I usually know exactly what I'm looking for
2 Sometimes I know exactly what I want, sometimes I am just browsing
=T usually am just generally browsing

Shein

TikTok
Shop

Temu
Wish.com
Overstock

Wayfair
Etsy
Target
Ebay

Amazon

Walmart

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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HOW OFTEN DO YOU RETURN ITEMS TO THESE PLATFORMS AFTER YOU BUY THINGS ONLINE?

Posed to all respondents who shop the below.

Temu Apr (25)

m Jan (25)

Shein = Oct (24)

Wish.com
TikTok Shop
Amazon
Target
Walmart
Overstock
Wayfair

Ebay

Etsy

I return 0% of the 10% 20% 30% 40% 50% 60% 70% 80% 90%  Ireturn
items I buy 100% of the

FAarme~ T hins

Weighted average above, full breakdown of responses below...

| return X% of the items | Buy 0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% N=

Etsy 181.7% | 9.5%| 3.1% 0.4% 0.4%| 2.7%| 0.8% 0.4%| 0.8% 0.4% 0.0%]|262
Ebay [74.6%14.7% | 5.2%| 1.3%| 0.8%| 2.0%  0.8% 0.3% 0.3% 0.3% 0.0%|401
Wayfair [71.9%/117.8% | 3.8%| 2.2% 0.0%| 2.2% 0.0% 0.5%| 1.1% 0.0%| 0.5%|185
Overstock 172.4%/[15.5% | 3.5%| 1.7%| 1.7%| 0.9%| 0.9%| 2.6%| 0.9% 0.0% 0.0%|116
Walmart 160.1%/[24.0% | 6.2%| 2.8%| 1.8%| 1.7%| 0.6%| 0.6%| 0.7% 0.3%| 1.4%|716
Target %23.0% | 5.8%| 2.5%| 1.5%| 1.7%| 1.0% 0.4%| 0.6%| 1.0%| 1.2%|518
Amazon 147.4%/183.0% | 19.3% | 3.1%| 1.7%| 2.7%| 0.6%| 0.5%| 0.7% 0.4%| 0.7%|848
TikTok Shop 71.4%| 7.1% | 7.1%| 2.1%| 1.4%| 2.9%| 2.1%| 0.7%| 0.7%| 1.4%| 2.9%|140
Wish.com %11.1% | 2.8%| 5.6%| 2.8%| 2.8% 1.4%| 1.4% 0.0%| 2.8%| 1.4%| 72
Shein 163.6%[13.6% | 7.4% | 3.4%| 2.8%| 2.3%| 0.6%| 1.7%| 1.1%| 0.6%| 2.8%|176
Temu 161.9%13.5% | 7.1%| 4.0%| 3.6%| 4.4%| 1.6% 0.0% 1.2%| 1.6%| 1.2%|252

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 10



BESPOKE Surveys
Online Retailers | April 2025

HAVE YOU NOTICED ANY CHANGES RECENTLY TO THE EXPERIENCE OF SEARCHING FOR ITEMS ON THE

ETSY SITE OR APP?

Posed to all respondents who ever use or visit Etsy.

1.1% R
Significantly Worsened | 0.8% Apr (23)
0.5% m Jan (25)
= Oct (24)
1.4%

Slightly Worsened

No Change

Slightly Improved

6.3%

6.1%
Significantly Improved 7.5%
4.5%

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

APRIL 2025
Cross-tabbing the above by if they have shopped Etsy in the past three months or not...

Significantly Worsened NOT purchased an item on Etsy

purchased an item on Etsy in the

Slightly Worsened three months

No Change

Slightly Improved

Significantly Improved
d yimp .6%

0% 20% 40% 60% 80% 100%
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HOW MUCH INTEREST WOULD YOU HAVE IN JOINING AN ETSY INSIDER MEMBERSHIP PROGRAM?

BENEFITS OF THIS PROGRAM MIGHT INCLUDE:
FREE US DOMESTIC SHIPPING ON MILLIONS OF ITEMS
A BIRTHDAY BONUS
A LIMITED EDITION ANNUAL GIFT, DESIGNED BY AN ETSY SELLER
FIRST ACCESS TO SPECIAL DISCOUNTS AND SELECT MERCHANDISE
DOUBLE IMPACT WITH DONATE THE CHANGE

Not at all interested 23.1% = Apr (25)
24.4% mJan (25)
22.5% = Oct (24)

Not so interested 24.2%

24.7%
Somewhat interested 27.2%
32.8%

16.9%
8%
.3%

2%
4.8%
Yo

Very interested

Extremely interested
9.7

0% 20% 40% 60% 80% 100%
APRIL 2025 - Cross tabbing the data above...

19.70/(L

Not at all interested

W Etsy -
Not so interested 21.8% Occasionally
i J% m Etsy -
Somewhat interested 51 0% Redularly
i 20.7%
Very interested 50,700

Extremely interested 37.9%

0% 20% 40% 60% 80% 100%
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HOW MANY LISTINGS WOULD YOU ESTIMATE YOU NEED TO LOOK THROUGH WHEN YOU SEARCH FOR

ITEMS ON ETSY BEFORE YOU FIND WHAT YOU WERE LOOKING FOR?

Posed to all respondents who ever use or visit Etsy.

= Apr (25)
m Jan (25)
= Oct (24)
One year ago
Now
1-5 listings 6-10 listings 11-20 listings 21-30 listings  31-50 listings More than 50

listings
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WHAT IS YOUR OPINION OF THE FOLLOWING WHEN SEARCHING FOR ITEMS ON ETSY?

Posed to all respondents who ever use or visit Etsy.

= Apr (25)
) m Jan (25)
Vapety of = Oct (24)
items
Quality of
items
Relevance of
items
Very Negative Somewhat Negative Neutral Somewhat Positive Very Positive
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HOW MUCH USE DO YOU HAVE IN GENERAL FOR WEBSITES OR APPS THAT SELL CHEAP GOODS AND SHIP

FROM WAREHOUSES IN CHINA DIRECTLY TO YOU IN THE US?

Posed to all respondents

m Apr (25)
= Jan (25)
B Oct (24)
= Jul (24)

None at all
40.6%

A little

A moderate amount

6.0%
7.8%

6.0%

6.6%

7.6%
6.8%
4.9%
5.6%

A lot

A great deal

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

Cross-tabbing the above chart...

® A great deal = A lot A moderate amount mA little m None at all

| 6.3%:

Walmart Shoppers 29.3%

I .

Shein Shoppers 43.8%

Target Shoppers

28.8%

Wish.com Shoppers

36.1%
Wayfair Shoppers 24.3%

Amazon Shoppers 26.7%

Etsy Shoppers 30.5%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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WHEN YOU SHOP ONLINE, HOW DO YOU THINK ABOUT THE TRADEOFF BETWEEN PRICE AND DELIVERY

SPEED?

Posed to all respondents.

B Apr (25)
I very frequently wait
longer for lower prices ® Jan (25)
= Oct (24)
I frequently wait longer for m Jul (24)
lower prices = Apr (24
41.0%
i i 43.9%
o v
P 39.7%
39.6%
I rarely wait longer for
lower prices
I never wait longer for
lower prices
0% 20% 40% 60% 80% 100%
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HOW OFTEN DO YOU BUY GIFTS FOR OTHERS THROUGH THIS PLATFORM?

Posed to all respondents who shop the following regularly or occasionally.

H Apr (25)

Amazon ®Jan (25)

u Oct (24)

E mJul (24)

tsy u Apr (24)
Walmart
Shein
Target
Temu
Ebay
Wayfair

Never Rarely Somewhat Often Often Very Often

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 17



BESPOKE Surveys
Online Retailers | April 2025

HOW OFTEN DO YOU USE ETSY TO BUY GIFTS FOR OTHERS?

Posed to all respondents who have shopped Etsy.

m Apr|(25)
Never

m Jan|(25)

= Oct|(24

% JCI '(24)

Rarely = Jul(24)

= Apr|(24)
Sometimes
Often
Very Often

0% 20% 40% 60% 80% 100%
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HAVE YOU TRIED GIFT MODE ON ETSY?

Posed to all respondents who have shopped Etsy.

I have purchased one or more items
using Gift Mode on Etsy

I have tried Gift Mode, but did not
purchase anything

I am familiar with it, but haven't tried it

76.9%
4.5%
3.8%
80.1%
80.6%

I am not familiar with Gift Mode on Etsy

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

Posed to all respondents who have shopped Etsy (factoring out people who aren’t aware of
Gift Mode on Etsy).

I have purchased one or

more items using Gift Mode 30.1%
on Etsy
= Apr (25)
I _have tried Gift Mode, _but 21 7%
did not purchase anything
I am familiar with it, but 44 29

haven't tried it

0% 20% 40% 60% 80% 100%
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DO YOU THINK YOU WILL INCREASE THE SHARE OF YOUR GIFT GIVING THAT YOU BUY THROUGH ETSY

BECAUSE OF THE GIFT MODE FEATURE?

Posed to all respondents who are at least familiar with Gift Mode on Etsy.

Will increase significantly
because of Gift Mode

Will increase slightly
because of Gift Mode

No

0%

15.7%

1.3%

20% 40% 60%
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HOW MUCH CREDIT CARD DEBT DO YOU HAVE? IE— HOW MUCH OF AN OUTSTANDING BALANCE DO

YOU CARRY OVER FROM MONTH TO MONTH?

Posed to all respondents.

$10,000+
$9,000-$9,999
$8,000-$8,999
$7,000-$7,999
$6,000-$6,999
u Apr (25)
Jan (25
$5,000-$5,999 (25)
= QOct (24)
m Jul (24)
$4,000-$4,999
u Apr (24)
$3,000-$3,999 = Jan (24)
, ’ m Oct (23)
2,000-$2,999 =ul (23)
$2,000-52, m Apr (23)
= Jan (23)
$1,000-$1,999
$500-$999
Under $500
46.9%
$0 - I pay my credit card bills in full every month -
0% 20% 40% 60% 80% 100%
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HAS THE AMOUNT OF CREDIT CARD DEBT THAT YOU HAVE BEEN INCREASING OR DECREASING OVER THE

PAST 12 MONTHS?

Posed to all respondents.

Significantly Slightly Decreasing No Change
Decreasing
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Slightly Increasing

Significantly
Increasing
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IS IT GETTING EASIER OR MORE DIFFICULT TO PAY THE FOLLOWING EACH MONTH...

Posed to all respondents.

- U

Full balance of credit card bill

m Apr (25)
m Jan (25)
2.93 m Oct (24)
2.96 = Jul (24)
= Apr (24)
mJan (24)
® Oct (23)

Minimum payment for credit

card bill .88

2.98
2.93
83

Getting much more Getting slightly ~ No Change  Getting slightly Getting much
difficult more difficult easier easier
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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?
Posed to all respondents.

m Apr (25)
m Jan (25)
= Oct (24)

Jul (24)
= Apr (24)
m Jan (24)
m Oct (23)
mJul (23)
m Apr (23)
= Jan (23)
m Oct (22)
m Jul (22)
B Apr (22)
mJan (22)
B QOct (21)
mJul (21)
m Apr (21)

= Jan (21)
0% 20% 40% 60% 80% 100%

My savings have increased

No change

My savings have declined
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WOULD YOU DESCRIBE YOUR USAGE OF THIS PLATFORM AS REGULAR (IE, ONGOING) OR EPISODIC

(OCCASIONAL, AT IRREGULAR INTERVALS)
Posed to all respondents who shop the below.

Amazon
Walmart
Target
TikTok Shop
Shein
= Apr (25)
Temu = Jan (25)
Ebay m Oct (24)
| Jul (24)
Wish.com B Apr (24)
= Jan (24)
Etsy m Oct (23)
= Jul (23
Wayfair (23)
Overstock
Episodic (ie, occasional, at irregular intervals) Regular (ie, ongoing)
April 2025 Breakout
Episodic (ie, occasional, at irregular intervals) ® Regular (ie, ongoing)
Amazon : 28.9% _ : 3 : : ) 3 E
Target i E ; _: : ‘ : :
Temu _ ‘ 1 :
Wish.com e
Wayte e
oversc o =
0% 1&% 26% 30.% 40;% 50% 66% 76% 8&% 96% 10&1%
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YOU MENTIONED YOUR SHOPPING OF THIS PLATFORM IS MORE EPISODIC (IE, OCCASIONAL, AT

IRREGULAR INTERVALS). CAN YOU GIVE US AN EXAMPLE OF AN OCCASION OR NEED THAT WOULD
PROMPT YOU TO SHOP THIS PLATFORM?

Posed to all respondents who shop the below and their use is more episodic than regular.

Amazon
LT D T — ""'“'"::::-ﬂﬂ_ nsalnassopurchasshar s rn.-umrn-t Shempingorare
Desirgmirewsealargeselectipn Hicanttindceriainprodoctarih Recenilyboughisomeciothes

emergencynesdsalesresook r-; DaugiiarsBirihdaylookinsiorspe prices  Inniyshopiercatl it Ieometime shuyihing el keciothes

-mm
Inezdaparticulaniemsoon
greatpricelundingm alts Headmphowse belddrapasoroteri
I r avs “I‘-: Itiwanicemetsing Wil wssdmaen

Hinesscemel himgioraspeciaioce

; umwrunum
HFEh0 "I‘I:I householdelecrenics
foendedes ey Duljasneededoneccasion
Ghrismasarspac Aeccasims
0 I ummmmrmauum Quichelvery
" "-“-'_'“'""'"' mmuunmrum N .
Merdedamit mittideas MeedaspecHicitem
lﬂ_‘.—I-m meeiedsomething
Replacedisms
Qualitysiproducts
Fegular
OnEEamenth

Camthndwieztl mieokingheratasio Aproducticantiindimsiores lifieranthairsprs
W nre

Docasional
Speciliccarparns
ShavimgequEment

Hotapplicabinyed terelecironics AnewiFienecase

l rIfl:;I.r.g!u.:.n.rlul|1I!u:s.llrs-:au~sr=|hBg.'hamstl Birthdayerthrisims lll'.ﬂm
carparipersanaliiemsporteear RAbirthday
Hihaues0meLhing lonoome¢lsehes Camtiinganywise reelse
Bits  parpuds
IHcantiind Ainihesne

aifoccasons
Christmasiormyniece  Kixchenitems
Reneeded 'l- Randiotindelsewhereabee Mainpr

Ho
ami |III nasio

ayorE irthe ey
gittcenincals
Inesseder metMnyguick
Heimylavorieplaceloshop

inukinglaraspecificam Cheapestplacetogetcertainioms g o0 --rmh-n
Halloween Daugivierhirihday collectoriems
— Needareplacementiorsemelningth
|NkeEhoppivgherebecauselcamd — Ifineededsomethimghandtedind Huulmlum
Leekinghersomethingmotinsiores Imaeniory N Lu“,".l el Irregular|tems Heed inganscessiiyansn oW antme
naw olde3 "m‘
-'m“ f m
Jewnmeicesandowers hipsingcos e iepEnds iinewhappey  LBEMINUte  Parlysmpplles
[a— noteng abbetoind|teminply sic
Needioriomegoodsandetheroddite oL e e IneEdsomEthing At ckEanErant Itsependlmoontheocoasion N ——
MOMEMBETATOYrEMNERISOTIONE N oo IshogaAm asewhenteciuallynesd " l"“;""h“ﬁ“‘"“‘ snuumlmuralumrprlnu
KemoresinceBens cave doTrump Neediorcobeskoups - WhEnine:ise methinginearticular
randemeveryiayiEms PartjSecorations Somethinginead ~ "OOUSOMEMINGIEEl progucinoi rsnresnearmenrbet] oniywhenicantlingaproductetsen
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YOU MENTIONED YOUR SHOPPING OF THIS PLATFORM IS MORE EPISODIC (IE, OCCASIONAL, AT

IRREGULAR INTERVALS). CAN YOU GIVE US AN EXAMPLE OF AN OCCASION OR NEED THAT WOULD
PROMPT YOU TO SHOP THIS PLATFORM?

Posed to all respondents who shop the below and their use is more episodic than regular.

eBay

havetheoddhisgimiosimgtoraty 0 (oorisavellanie Iuscheckingprices Itimiookivsio rse metngo

Feriechmadogy
Wnlyshopheretenesedihimgsihat JdoniusuallyshoponeEayimiinere FindinghardtegetiiDs sneclalltams
lireguianmbervals
MeedausEtcargan
lookingforahartofinditem spges =—
Berierdealsthantmey kivehadnin

DOkIng b rsomethimgrans Basemalimemorsbllaavailablein

" l: llecioribem
Hibereproductspastioralihesh  gimgiu Buryingeiecimmcs llecior n ectl e _E-.'-
- = = mml-m- Esinuhennsoded

- gpecialitem holilay _

Lookinglorararsiiem grudaunulrtnuay

|Nookingheraspeciliciiem -

Pensiusediinyeer: Canttindwistimloskingheratesio he“er rlces msnraatsmuulnq
Woresales  punryoncoinawnle  C0TPRE

l]l‘lm

fingingageaonsometaingused Dunn®  gmgnususlAEmAmioOKINGIOr  Choopeeshisn
gificardshoppimg  CiothesGoodDeals lmm Mosialgicibems
e Cortamitemneeged
Forsemethingspecialonline
Buying aes edbe ke rcin Kbook
goosses] - -

A ﬂ a re “e m s R s Sars hasarts
Hiberei cadeal
lm- CUSImETSEMICES Ilrum"!:hu-sl
Eonks cest  Parls “

h -.cu Dirthikeparts  Coler 390t bersey  Anibemikatsiaredcostinewayiin
o snnrtscartls -
m— -HI:II'HB Im [Birthd ayers hri simss
m-mlum Prlces Jsuee u - ——
Nocossiy  FMDINGSEMETHINGIAANTANDANALE o NeBdagitt
[: ('] I ]l III| anh AgEtwAhsome licatons

GiRsorothers ahetigrdeal

lﬂﬂl(lll!lfllrSDIIIB“IIIl!ISIIBGIIIG -""":-'-"?mm

|n1|r|dsumﬂhlnlnumung Iitemunavallsbieanywhereelse
EEtngusEpANErtss s Christmesshepping FAningsomethingspecilic “_-

niquesis 5 Tised |$.'.'|.:'Jr':
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YOU MENTIONED YOUR SHOPPING OF THIS PLATFORM IS MORE EPISODIC (IE, OCCASIONAL, AT

IRREGULAR INTERVALS). CAN YOU GIVE US AN EXAMPLE OF AN OCCASION OR NEED THAT WOULD
PROMPT YOU TO SHOP THIS PLATFORM?

Posed to all respondents who shop the below and their use is more episodic than regular.

Etsy
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YOU MENTIONED YOUR SHOPPING OF THIS PLATFORM IS MORE EPISODIC (IE, OCCASIONAL, AT

IRREGULAR INTERVALS). CAN YOU GIVE US AN EXAMPLE OF AN OCCASION OR NEED THAT WOULD
PROMPT YOU TO SHOP THIS PLATFORM?

Posed to all respondents who shop the below and their use is more episodic than regular.
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YOU MENTIONED YOUR SHOPPING OF THIS PLATFORM IS MORE EPISODIC (IE, OCCASIONAL, AT

IRREGULAR INTERVALS). CAN YOU GIVE US AN EXAMPLE OF AN OCCASION OR NEED THAT WOULD
PROMPT YOU TO SHOP THIS PLATFORM?

Posed to all respondents who shop the below and their use is more episodic than regular.
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YOU MENTIONED YOUR SHOPPING OF THIS PLATFORM IS MORE EPISODIC (IE, OCCASIONAL, AT

IRREGULAR INTERVALS). CAN YOU GIVE US AN EXAMPLE OF AN OCCASION OR NEED THAT WOULD
PROMPT YOU TO SHOP THIS PLATFORM?

Posed to all respondents who shop the below and their use is more episodic than regular.
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YOU MENTIONED YOUR SHOPPING OF THIS PLATFORM IS MORE EPISODIC (IE, OCCASIONAL, AT

IRREGULAR INTERVALS). CAN YOU GIVE US AN EXAMPLE OF AN OCCASION OR NEED THAT WOULD
PROMPT YOU TO SHOP THIS PLATFORM?

Posed to all respondents who shop the below and their use is more episodic than regular.
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YOU MENTIONED YOUR SHOPPING OF THIS PLATFORM IS MORE EPISODIC (IE, OCCASIONAL, AT

IRREGULAR INTERVALS). CAN YOU GIVE US AN EXAMPLE OF AN OCCASION OR NEED THAT WOULD
PROMPT YOU TO SHOP THIS PLATFORM?

Posed to all respondents who shop the below and their use is more episodic than regular.
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YOU MENTIONED YOUR SHOPPING OF THIS PLATFORM IS MORE EPISODIC (IE, OCCASIONAL, AT

IRREGULAR INTERVALS). CAN YOU GIVE US AN EXAMPLE OF AN OCCASION OR NEED THAT WOULD
PROMPT YOU TO SHOP THIS PLATFORM?

Posed to all respondents who shop the below and their use is more episodic than regular.
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YOU MENTIONED YOUR SHOPPING OF THIS PLATFORM IS MORE EPISODIC (IE, OCCASIONAL, AT

IRREGULAR INTERVALS). CAN YOU GIVE US AN EXAMPLE OF AN OCCASION OR NEED THAT WOULD
PROMPT YOU TO SHOP THIS PLATFORM?

Posed to all respondents who shop the below and their use is more episodic than regular.
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HOW OFTEN DO YOU THINK THERE ARE COUNTERFEIT / FAKE ITEMS BEING SOLD ON THIS PLATFORM?

Posed to all respondents who shop the below.
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WHEN YOU SHOP ETSY, HOW MUCH DOES IT MATTER TO YOU THAT YOU ARE SUPPORTING SMALL

BUSINESSES AND MAKING A POSITIVE IMPACT WITH YOUR PURCHASES?
Posed to all respondents who shop Etsy.

None at all
A little " Apr (25)
® Jan (25)
m Oct (24)
A moderate amount mJul (24)
m Apr (24)
= Jan (24)
A lot m Oct (23)
= Jul (23)
A great deal
0% 20% 40% 60% 80% 100%
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HOW DO YOU MOST COMMONLY FIND YOURSELF SHOPPING ON ETSY?

Posed to all respondents who shop Etsy.

Other (please specify)
I see something on social media that I = Apr (25
click on and get redirected to Etsy pr (25)
® Jan (25)
m Oct (24)
I search on Google or another search = Jul (24
engine and click on an Etsy link ul (24)
m Apr (24)
] ) ® Jan (24)
I go to the Etsy site or app with a
specific item in mind to search for = Oct (23)
= Jul (23)

I go to the Etsy site or app to browse
generally

0% 20% 40% 60% 80% 100%
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HOW CONFIDENT DO YOU CURRENTLY FEEL TO SPEND MONEY?

Posed to all respondents

Apr (25)
Jan (25)
Oct (24)
Jul (24)
Apr (24)
Jan (24)
Oct (23)
Jul (23)
Apr (23)
Jan (23)
Oct (22)
Jul (22)
Apr (22)
Jan (22)
Oct (21)
Jul (21)
Apr (21)
Jan (21)
Oct (20)
Jul (20)
Apr (20)
Jan (20)
Oct (19)

Jul (19)
Apr (19)
Jan (19)
Oct (18)

Jul (18)
Apr (18)
Jan (18)
Oct (17)

Jul (17)
Apr (17)
Jan (17)
Oct (16)

Jul (16)
Apr (16)
Jan (16)
Oct (15)

Jul (15)
Apr (15)
Jan (15)

Very Strong

Very Weak Confidence
Weak Confidence Neutral Strong Confidence Confidence
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ARE THE FOLLOWING TYPES OF ACTIVITIES BECOMING MORE OR LESS POPULAR?

Posed to all respondents

Apr (25)

Jan (25)
= Oct (24)
=Jul (24)

Apr (24)

Jan (24)
= Qct (23)
= Jul (23)
m Apr (23)
m Jan (23)
1 Oct (22)

Jul (22)
m Apr (22)
mJan (22)
m Qct (21)
mJul (21)
= Apr (21)
MJan (21)
m Qct (20)
® Jul (20)
 Apr (20)
m Jan (20)
m Oct (19)
=Jul (19)
® Apr (19)
mJan (19)
m Qct (18)
mJul (18)
= Apr (18)
= Jan (18)
m Oct (17)
mJul (17)
H Apr (17)
mJan (17)
m Oct (16)
mJul (16)
® Apr (16)
= Jan (16)

Much Less Popular Less Popular Same More Popular Much More Popular

Shopping Online

Shopping In-Stores

Shopping at Malls
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HAVE YOU NOTICED ANY CHANGES TO HOW GOOD THE SALES / PROMOTIONAL OFFERS ARE ON THESE

PLATFORMS RECENTLY?

Posed to respondents who are aware of each of the following platforms:

TikTok Shop
Walmart
Shein
Overstock
Amazon
Temu
Wayfair
Wish.com
Target

Etsy

3.19
Ebay

It has significantly worsenedIt has slightly No change
worsened

April 2025 Breakout

3.64

It has slightly

improved

m It has significantly worsened ® It has slightly worsened = No change = It has slightly improved

Apr (25
= Jan (25
= QOct (24
mJul (24
mApr (24
mJan (24
= Oct (23
mJul (23
= Apr (23

It has significantly

improved

m It has significantly improved

Walmart 1 S e N
Shein 1 oL sow R

Overstock( 707% | _
mazon 0% e EEEN
Tems ss e S

Waytak 64% C ow el
W o oo s
ne  ow EE

0% 10% 20% 3(:;% 46% SC;% 66% 76% Bd% 9(;% 106%
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HOW MUCH TRUST DO YOU HAVE IN THE FOLLOWING?

Posed to respondents who are aware of each of the following platforms:

Amazon
Ebay
Etsy
= Apr (25)
Wayfair Jan (25)
m Oct (24)
Overstock = Jul (24)
m Apr (24)
TikTok Sh m Jan (24)
TOK Shop m Oct (23)
_ = Jul (23)
Shein m Apr (23)
® Jan (23)
Temu
4.73 B
Wish.com
0-VeryLow 1 2 3 4 5 6 7 8 9 10- Very
Trust HighTrust
N=
Etsy 768
Amazon 923
Ebay 859

TikTok Shop 425
Overstock 632
Wayfair 750
Wish.com 445
Temu 768
Shein 577
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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.

3.19
TikTok Shop
3.17
Walmart Apr (25)
3.09 Jan (25)
Target = Oct (24)
3.09 =Jul (24)
Amazon . = Apr (24)
®Jan (24)
3.04 = Oct (23)
Overstock 1 (23)
3.02 = Apr (23)
Wayfair ®Jan (23)
77‘3 3.01 = Oct (22)
Shein mJul (22)
2.99 = Apr (22)
Ebay = Jan (22)
mQOct (21)
Etsy 7 mJul (21)
A = Apr (21)
ﬁ_ = Jan (21)
Temu = 0ct (20)
89 = Jul (20)
Wish.com = Apr (20)
= Jan (20)
Much Slower Slower No Change Faster Much Faster
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ARE YOU CURRENTLY A SUBSCRIBER TO AMAZON PRIME?

Posed to Amazon users

= Apr (25) |
#Jan (25)
2 0ct(24)
S Jul(24)
= Apr(24)
mJan (24)
mOct (23)
mJul(23)
= Apr (23)
Jan (23)
mOct (22)
mul (22)
= Apr (22)
mJan (22)
mOct (21)
=2Jul (21)
™ Apr(21)
. mJan (21)
: m Oct (20)
59.7% = Jul ((20))
: = Apr (20)
= Jan (20)
m Oct (19)
m]Jul (19)
= Apr (19)
mJan (19)
mQct (18)

3%

No

Yes, I have access to Amazon Prime from a
family member or friend's log-in

Yes, I am the account holder and pay for the
subscription

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

Top reasons for not subscribing to Prime include cost/price (top reason), not using Amazon
enough to justify it, or preferring other options over Amazon.
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WHEN DID YOU START YOUR CURRENT AMAZON PRIME MEMBERSHIP?

Posed to Amazon users who are Prime members.

85.1%

More than a year ago

Apr (25)

Jan (25)

Oct (24)
= Jul (24)
= Apr (24)
= Jan (24)

Oct (23)
= Jul (23)
u Apr (23)
H Jan (23)
m Oct (22)
mJul (22)
= Apr (22)
mJan (22)
H Oct (21)
| Jul (21)
H Apr (21)
mJan (21)
= Oct (20)
m Jul (20)
= Apr (20)

In the past year

In the past three months

In the past month

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

65.5%

For more than 5 more years

Apr (25)
= Jan (25)
= Oct (24)
mJul (24)
H Apr (24)
m Jan (24)

Oct (23)
m Jul (23)
m Apr (23)
| Jan (23)
m Oct (22)
m Jul (22)
= Apr (22)
® Jan (22)
mQOct (21)
mJul (21)
m Apr (21)
®Jan (21)
m Oct (20)
m Jul (20)
= Apr (20)

For another 3-5 years

For another 1-2 years

For another 7-12 months

For another 4-6 months

For another 1-3 months

I am considering cancelling in the next month

0% 20% 40% 60% 80% 100%
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HAVE YOU EVER BEEN AN AMAZON PRIME SUBSCRIBER IN THE PAST?

Posed to Amazon users who are not prime subscribers

I have NEVER been an Amazon Prime subscriber
: 1 Apr (25)

‘mJan (25)
‘mOct (24)
FmJul (24)
- Apr (24)
imJan (24)
‘mOct (23)
‘mJul (23)
m Apr (23)
:mJan (23)
“mOct (22)
‘mJul (22)
 Apr (22)
{®Jan (22)
‘W Oct (21)
‘mJul (21)
imApr (21)
‘mJan (21)
-m Oct (20)
- m Jul (20)
(W Apr (20)
‘mJan (20)
-mOct (19)
| Jul (19)
(mApr (19)

I cancelled more than a year ago

I cancelled in the past year

I cancelled in the past three months

0% 20% 40% 60% 80% 100%
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COMPETITIVE DYNAMICS
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WHICH OF THE FOLLOWING BEST DESCRIBES HOW OFTEN YOU PURCHASE ITEMS THROUGH EACH OF
THE FOLLOWING WEBSITES/APPS?

Posed to all respondents

Amazon Jul(

Walmart

Target

Ebay

Temu

Etsy

Wayfair

Shein

Overstock

TikTok Shop mJul (15)

Wish.com

Never One time, but not since Occasionally Regularly
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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

2.65
Amazon
Apr (25)
Walmart m Jan (25)
m Oct (24)
= Jul (24)
Target Apr (24)
- mJan (24)
TikTok = Oct (23)
Shop , m Jul (23)
: m Apr (23)
Shein mJan (23)
94 = Oct (22)
Temu mJul (22)
m Apr (22)
mJan (22)
Ebay B Oct (21)
mJul (21)
Etsy m Apr (21)
mJan (21)
. m Oct (20)
Wish.com = Jul (20)
m Apr (20)
Overstock ® Jan (20)
m Oct (19)
Not Loyal At All Somewhat Loyal Loyal WJul(19)  Very Loyal
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Posed to all respondents.

D000

83\2%

T @& O @I O, i

60%
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AMAZON USERS — RECENT USAGE

-O-My recent usage has INCREASED -O- My recent usage has DECREASED ~O-My recent usage is the SAME

~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ '~ '~ '~ '~ '~ ~ '~ '~ '~ -~ -~ ~ -~
M ¥ T In In © O N N @ 0 o o 9 O "W A &N o ™o m®»m T T In
= - - - - = = = -y =@ - = N N N N N N N N N NN 9«
R e e = T I e
8 58 8 8 8 58 8 858 8 58 8 58 8 8 8 8 8 8 8 858 8 858 B &
O « O «« O « O O O « O « O O <« O <« O <« O <

-O-1 expect my usage to INCREASE. -O-1 expect my usage to DECREASE. -O-T expect my usage to remain the SAME.

20%

10%

0%

Oct (13)
Apr (14)
Oct (14)
Apr (15)
Oct (15)
Apr (16)
Oct (16)
Apr (17)
Oct (17)
Apr (18)
Oct (18)
Apr (19)
Oct (19)
Apr (20)
Oct (20)
Apr (21)
Oct (21)
Apr (22)
Oct (22)
Apr (23)
Oct (23)
Apr (24)
Oct (24)
Apr (25)
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ALL RESPONDENTS - DO YOU EVER USE OR VISIT WAYFAIR?

Apr (25)
Jan (25)
Oct (24)
Jul (24)
Apr (24)
Jan (24)
Oct (23)
Jul (23)
Apr (23)
Jan (23)
Oct (22)
Jul (22)
Apr (22)
Jan (22)
Oct (21)
Jul (21)
Apr (21)
Jan (21)
Oct (20)
Jul (20)
Apr (20)
Jan (20)
Oct (19)
Jul (19)
Apr (19)
Jan (19)

0%

20%

60%

80%

= Yes

100%

Apr (25)
Jan (25)
Oct (24)
Jul (24)
Apr (24)
Jan (24)
Oct (23)
Jul (23)
Apr (23)
Jan (23)
Oct (22)
Jul (22)
Apr (22)
Jan (22)
Oct (21)
Jul (21)
Apr (21)
Jan (21)
Oct (20)
Jul (20)
Apr (20)
Jan (20)
Oct (19)
Jul (19)
Apr (19)
Jan (19)
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WAYFAIR USERS - ON AVERAGE, HOW MANY ITEMS DO YOU PURCHASE FROM WAYFAIR PER MONTH?

AN AN AN A AN AN A A A A AN AN A AN A
O 00O O O 0O H A " A AN N AN N OO OMMT & I < 00
- - A AN N AN AN AN AN AN AN AN AN AN ANAN NN NN NN AN NN
N N NN N NN NN N N N N N N N N N N N N N N N N\
I_—Hcl_—ycl_—.l-lcl_—.l-lcl_—.l_lcl_—.l_lcl_
Qa 3 Vg a3d3Vga3d3LVga3d3gald3gad g a
<C"T O R <" O R CC"T"TO R C"T"TO R C"T"TORACTORNRNCKK
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WAYFAIR USERS — RECENT USAGE

Apr (25)

Jan (25)
m Oct (24)
m Jul (24)
= Apr (24)

Jan (24)
m Oct (23)
m Jul (23)
m Apr (23)
H Jan (23)
m Oct (22)
= Jul (22)
B Apr (22)
mJan (22)
m Oct (21)
| Jul (21)
m Apr (21)
mJan (21)
m Oct (20)
= Jul (20)
® Apr (20)
| Jan (20)
m QOct (19)
mJul (19)
m Apr (19)
0% 20% 40% 60% 80% wmJan(19) 100%

My recent usage is
the SAME

My recent usage
has DECREASED

My recent usage
has INCREASED
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WAYFAIR USERS — EXPECTED USAGE

I expect my usage to REMAIN THE SAME

I expect my usage to DECREASE

I expect my usage to INCREASE

0% 20% 40% 60% 80%
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Jan (25)
m Oct (24)
= Jul (24)
= Apr (24)

Jan (24)
= Oct (23)
mJul (23)
B Apr (23)
m Jan (23)
m Oct (22)
= Jul (22)
H Apr (22)
mJan (22)
m Oct (21)
mJul (21)
m Apr (21)
®Jan (21)
m Oct (20)
m Jul (20)
m Apr (20)
m Jan (20)
B Oct (19)
= Jul (19)
B Apr (19)
mJan (19)

100%
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WAYFAIR USERS — WHAT PERCENTAGE OF YOUR TOTAL FURNITURE AND HOME FURNISHINGS

PURCHASES DO YOU MAKE THROUGH WAYFAIR?

Posed to Wayfair users.

Weighted Average of responses...

Apr (25)
Jan (25)
Oct (24)
Jul (24)
Apr (24)
Jan (24)
Oct (23)
Jul (23)
Apr (23)
Jan (23)
Oct (22)
Jul (22)
Apr (22)
Jan (22)
Oct (21)
Jul (21)
Apr (21)
Jan (21)
Oct (20)
Jul (20)
Apr (20)
Jan (20)
Oct (19)
Jul (19)
Apr (19)

0% 100%
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HAVE YOU EVER BROWSED THE WAYFAIR MOBILE APP FOR ITEMS?

Posed to Wayfair users.

Apr (25)

Jan (25)
= Oct (24)
= Jul (24
m Apr (24)
® Jan (24)
= Oct (23)

Jul (23
E Apr (23)
mJan (23)
m Oct (22)
| Jul (22
= Apr (22)
= Jan (22)
B Oct (21)
mJul (21
mApr (21)
m Jan (21)
m QOct (20)
® Jul (20
W Apr (20)
= Jan (20)

I have recently browsed the mobile app

I have when searching for furniture in the past, but not
recently

Never

0% 20% 40% 60% 80% 100%
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HOW LIKELY ARE YOU TO USE WAYFAIR FOR YOUR NEXT FURNITURE PURCHASE?

Posed to Wayfair users.

Apr (25) - — 2.66
Jan (25) - [e— 2.62
Oct (24) - em— 2.65
Jul (24) - e— 2:49
Apr (24) - \— 2.55
Jan (24) - fe— 2.71
Oct (23) - m— 2.64
Jul (23) - |e— 2.68
Apr(23) - [— 2.77
Jan (23) - |ee— 2.71
Oct (22) - — 2.39

Jul (22) - (— 2.52
Apr (22)  |— 2.41

Jan (22) - |ee— 2.46
Oct (21)  |— 2.45

Jul (21) - |e— 2.3

Apr (21)  [— 2.36

Jan (21) - ee— 2.46
Oct (20) - — 2,27

Jul (20) - |— 2.35

Apr (20) - [— 2.46
Jan (20) 2.38
Definitely WILL NOT  Probably WILL Probably WILL Definitely WILL

NOT
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HOW DOES THE WAYFAIR SHOPPING EXPERIENCE COMPARE TO...

Posed to Wayfair users.

3.36
Shopping for furniture at other
online websites/apps
3.22
Shopping for furniture in-
stores
Much Worse Worse Same Better
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HAVE YOU EVER BROWSED FOR THE SAME TYPE OF FURNITURE PRODUCT ON BOTH WAYFAIR AND
AMAZON?

Posed to Wayfair users.

Apr (25)
Jan (25)
Oct (24)
Jul (24)
m Apr (24)
® Jan (24)
® Oct (23)
Jul (23)
= Apr (23)
® Jan (23)
m QOct (22)
mJul (22)
® Apr (22)
® Jan (22)

m Oct (21)
0% 20% 40% 60% 80% 100%

Yes, I have searched for similar furniture items
on both Wayfair and Amazon

No, I have not browsed for the same item on
both Wayfair and Amazon
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IN THE COURSE OF YOUR SEARCH, DID YOU FIND ANY ITEMS THAT WERE IDENTICAL AND LISTED ON

BOTH WAYFAIR AND AMAZON?

Posed to Wayfair users who have browsed for the same type of furniture product on both
Wayfair AND Amazon.

I found many of the same items on both

Apr (25)
Jan (25)
Oct (24)
Jul (24)
m Apr (24)
m Jan (24)
= Oct (23)
Jul (23)
m Apr (23)
® Jan (23)
m Oct (22)
mJul (22)
m Apr (22)
mJan (22)
m QOct (21)
mJul (21)
m Apr (21)
m Jan (21)
m Oct (20)
® Jul (20)
m Apr (20)
= Jan (20)

I found a few of the same items on both

I found one or two of the same items on both

No, zero items were on both Wayfair and Amazon

0% 20% 40% 60% 80% 100%
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WHEN YOU WERE SHOPPING FOR THE SAME FURNITURE CATEGORY ON BOTH WAYFAIR AND AMAZON,

WHICH PLATFORM HAD BETTER...

Posed to Wayfair users who have browsed for the same type of furniture product on both

Wayfair AND Amazon.

Pricing

Amazon

Wayfair

0% 20% 40% 60% 80%

Selection of Furniture Products
' ' 40.4%

Amazon

Wayfair

0% 20% 40% 60% 80%

Ability to Visualize Products

- 43.2%

Amazon

Wayfair

0% 20% 40% 60% 80%
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Apr (25)

Jan (25)

Oct (24)
mJul (24)
u Apr (24)
mJan (24)

Oct (23)
= Jul (23)
m Apr (23)
| Jan (23)
m QOct (22)
|yl (22)
= Apr (22)
mJan (22)
m Qct (21)
mJul (21)
mApr (21)

100%

100%

Apr (25)
Jan (25)
Oct (24)
= Jul (24)
= Apr (24)
= Jan (24)
Oct (23)
mJul (23)
= Apr (23)
®Jan (23)
m Oct (22)
mJul (22)
= Apr (22)
mJan (22)
| Oct (21)
mJul (21)
m Apr (21)
®Jan (21)
100%
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IF YOU NEEDED TO SHOP FOR A TYPE OF FURNITURE TODAY, WHICH PLATFORM DO YOU THINK WOULD

HAVE BETTER...

Posed to ALL Wayfair users.

Pricing

Amazon

Wayfair

0% 20% 40% 60% 80%
Selection of Furniture Products

| 40.4%

Amazon

Wayfair

Apr (25)
Jan (25)
Oct (24)
m]Jdl (24)
m Apr (24)
= Jan (24)
Oct (23)
=]l (23)
u Apr (23)
mJan (23)
m Oct (22)
m]dl (22)
= Apr (22)
mJan (22)
mOct (21)
mJul (21)
| Apr (21)
mJan (21)
= Oct (20)
100%

Apr (25

Jan (25

Oct (24
mJul (24)
= Apr (24
= Jan (24

Oct (23
= Jul (23)
= Apr (23
HJan (23
= Oct (22
mJul (22)
= Apr (22
mJan (22
mQOct (21
mJul (21)
m Apr (21
mJan (21)

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

Ability to Visualize Products
138.8%

Amazon

Wayfair

0% 20% 40% 60% 80%
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Apr (25)

Jan (25)

Oct (24)
m Jul (24)
m Apr (24)
mJan (24)

Oct (23)
m Jul (23)
= Apr (23)
| Jan (23)
| Oct (22)
mJul (22)
= Apr (22)
B Jan (22)
| Oct (21)
| Jul (21)
| Apr (21)
mJan (21)

100%
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DO YOU PLAN TO DO ANY OF THE FOLLOWING IN THE NEXT FEW MONTHS?

Posed to ALL respondents.

Apr (25)

Jan (25)

Oct (24)
m Jul (24)
= Apr (24)
= Jan (24)

Oct (23)
m Jul (23)
®m Apr (23)
m Jan (23)
m Oct (22)
m Jul (22)
m Apr (22)
m Jan (22)
m QOct (21)
mJul (21)
m Apr (21)
® Jan (21)
= Oct (20)
m Jul (20)
= Apr (20)

Buy furniture

Renovate my current home

Move to a new home

Definitely WILL NOT ~ Probably WILLNOT ~ Probably WILL Definitely WILL
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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)?

Apr (15)
Oct (15)
Apr (16)
Oct (16)
Apr (17)
Oct (17)
Apr (18)
Oct (18)
Apr (19)
Oct (19)
Apr (20)
Oct (20)
Apr (21)
Oct (21)
Apr (22)
Oct (22)
Apr (23)
Oct (23)
Apr (24)
Oct (24)
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ETSY USERS — HAVE YOU PURCHASED AN ITEM FROM ETSY IN THE LAST THREE MONTHS?

0%

Apr (15)
Oct (15)
Apr (16)
Oct (16)
Apr (17)
Oct (17)
Apr (18)
Oct (18)
Apr (19)
Oct (19)
Apr (20)
Oct (20)
Apr (21)
Oct (21)
Apr (22)
Oct (22)
Apr (23)
Oct (23)
Apr (24)
Oct (24)
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PURCHASED THROUGH ETSY IN PAST THREE MONTHS — HOW MANY ITEMS HAVE YOU PURCHASED

THROUGH ETSY IN THE LAST THREE MONTHS?

60%

ETSY USERS — ON AVERAGE, HOW MANY ITEMS DO YOU BUY THROUGH ETSY PER MONTH

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 78



Online Retailers | April 2025

BESPOKE Surveys

(57) 1dv
(5¢) uer )
w (+2) pO s (52) 4dy
& (v2) Inc » (52) uer
2 (b2) dy 2 (¥2) wo
@ () uer £ (¥2) Inc
e (€2) 00 £ MEW “ﬁw\
J (€2) Inc hy ¥2) uer
= 8 (€2) PO
g (€2) 1av o (£2) Inc
m (€7) uer 8 (£2) 1dv
£ (zo) PO = (€2) uer
Q (z0) ¢ : (z2) PO
(ze) 1dv L (20 Inc
(z2) ueg 3 MNNW 4dy
et TT) uer
(1) PO ? (12) PO
9 (12) InC ] (12) Ing
m (12) 1dv ui (12) 4dy
4 (12) uer m (12) uer
a (02) YO S (02) PO
2 (00) Inc o MONW ne
< 8 07) 4dv
m. MQNW “ﬂ_m< ) (02) uer
3 0c) ver 8 (61) PO
£ (61) 10 ~ (61) In
g (61) Inc E (61) Adv
z (61) 4dv w (61) uer
) (6T) uer 3 (81) PO
(81) PO m (81) _mﬁ
(81) InC Mwﬁw “ m<
(1) 4dv . 8T) uer
V@ 0} (1) PO
a (81) ver g (1) Inc
I (1) PO g (£1) 1dy
m (£1) In¢ Z (£1) uer
9 (1) 1dy & i) MSW PO
= ] nc
L « (£T1) uer o 91) |
9 2 j (o1 PO s g (o1) 4dy
< ) (om) In¢ ) z (o) ver
wn 8 E (s1) PO
35 Z (91) Jdy () 8 (1) Inc
— g (91) uer W g (ST) 4dv
2 2 (s1) Y0 O A - 8
o, 3 (1) In W ¢ 8 R 8 88 ¥ 8 5
L Q (§1) 4dv wlm
oc X X X X X (5]
I 8 R 8 R e I
wn (%)
o o
(NN L
%) )
-} -
> >
n n
— —
(I (]

PAGE 79

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE



BESPOKE MARKET INTELLIGENCE

CROSS-TAB ANALYSIS

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 80



http://www.bespokeintel.com

BESPOKE Surveys
Online Retailers | April 2025

CURRENT SPENDING CONFIDENCE OVERALL...

3.32

Wayfair
Wish 3.18
Shein 3.18

Ebay 3.17

TikTok
Shop 3.16

Walmart = Apr (25)
Target
Amazon

Temu

Etsy

Very Strong

(\:/g%c\fgﬁ?:lé Weak Confidence Neutral Strong Confidence Confidence

* This chart filters respondents who occasionally or regularly shop each of the above and
shows how confident these respondents currently feel overall in spending money.
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Experience with Amazon — Purchased items...

BY SELF-REPORTED CREDIT SCORE

April 2025

m Never m One time, but not since = Occasionally ® Regularly

300 to 579: Poor

580 to 669: Fair

740-799: Very Good

800-850: Excellent

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

*This chart filters respondents by their self-reported credit score and shows how likely
each cohort is to be a customer of the company noted above.
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Experience with eBay — Purchased items...

BY SELF-REPORTED CREDIT SCORE

April 2025

m Never One time, but not since Occasionally ® Regularly

155.1% 2%;_1% '
17.6% 3025% ‘l;
18.1% 31.3%5) -
14?'6% 350% .

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

300 to 579: Poor

580 to 669: Fair

740-799: Very Good

800-850: Excellent

*This chart filters respondents by their self-reported credit score and shows how likely
each cohort is to be a customer of the company noted above.
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Experience with Etsy — Purchased items...

BY SELF-REPORTED CREDIT SCORE

April 2025

m Never m One time, but not since = Occasionally m Regularly

300 to 579: Poor

580 to 669: Fair

670 to 739: Good

740-799: Very Good

800-850: Excellent

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

*This chart filters respondents by their self-reported credit score and shows how likely
each cohort is to be a customer of the company noted above.
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Experience with Overstock — Purchased items...

BY SELF-REPORTED CREDIT SCORE

April 2025

m Never m One time, but not since m Occasionally m Regularly

300 to 579: Poor

580 to 669: Fair

caf
oo

670 to 739: Good

740-799: Very Good

%
o
Yo

800-850: Excellent

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

*This chart filters respondents by their self-reported credit score and shows how likely
each cohort is to be a customer of the company noted above.
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Experience with Wayfair — Purchased items...

BY SELF-REPORTED CREDIT SCORE

April 2025

m Never m One time, but not since = Occasionally m Regularly

87.4%

300 to 579: Poor

580 to 669: Fair

670 to 739: Good

740-799: Very Good

800-850: Excellent

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

*This chart filters respondents by their self-reported credit score and shows how likely
each cohort is to be a customer of the company noted above.
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Experience with Wal-Mart — Purchased items...

BY SELF-REPORTED CREDIT SCORE

April 2025

m Never m One time, but not since = Occasionally m Regularly

i 31.1% i i i i i i i

670 to 739: Good

740-799: Very Good

800-850: Excellent

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

*This chart filters respondents by their self-reported credit score and shows how likely
each cohort is to be a customer of the company noted above.
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Experience with Target — Purchased items...

BY SELF-REPORTED CREDIT SCORE

April 2025

® Never m One time, but not since = Occasionally m Regularly

300 to 579: Poor

580 to 669: Fair

670 to 739: Good

740-799: Very Good

800-850: Excellent

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

*This chart filters respondents by their self-reported credit score and shows how likely
each cohort is to be a customer of the company noted above.
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Experience with Wish.com — Purchased items...

BY SELF-REPORTED CREDIT SCORE

April 2025

m Never = One time, but not since Occasionally m Regularly

300 to 579: Poor

580 to 669: Fair

670 to 739: Good

740-799: Very Good

800-850: Excellent

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

*This chart filters respondents by their self-reported credit score and shows how likely
each cohort is to be a customer of the company noted above.
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Experience with Temu — Purchased items...

BY SELF-REPORTED CREDIT SCORE

April 2025

m Never = One time, but not since = Occasionally ® Regularly

300 to 579: Poor

580 to 669: Fair

670 to 739: Good

740-799: Very Good

800-850: Excellent

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

*This chart filters respondents by their self-reported credit score and shows how likely
each cohort is to be a customer of the company noted above.
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Experience with Shein — Purchased items...

BY SELF-REPORTED CREDIT SCORE

April 2025

m Never = One time, but not since Occasionally m Regularly

300 to 579: Poor %14.3% l.I’/o

580 to 669: Fair

670 to 739: Good

740-799: Very Good

800-850: Excellent

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
*This chart filters respondents by their self-reported credit score and shows how likely
each cohort is to be a customer of the company noted above.
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Experience with TikTok Shop — Purchased items...

BY SELF-REPORTED CREDIT SCORE

April 2025

m Never = One time, but not since Occasionally m Regularly

300 to 579: Poor

(©))]

8%

580 to 669: Fair 16.6% 3

(o}

670 to 739: Good

0

13.2%

740-799: Very Good

11.1%

800-850: Excellent

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

*This chart filters respondents by their self-reported credit score and shows how likely
each cohort is to be a customer of the company noted above.
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