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BESPOKE Surveys
Online Retailers | October 2025

DID YOU BUY ANYTHING ON AMAZON DURING AMAZON PRIME DAY DURING THE FOLLOWING

YEARS?

Posed to all respondents

w In|October of
2023 (two
years ago)

B In|October of
2024 (last
year)

® In|October of
2025 (this

o year)

I don't recall)

Yes

No

59.9%

0% 20% 40% 60% 80%  100%
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BESPOKE Surveys
Online Retailers | October 2025

HOW MUCH TIME HAVE YOU SPENT BROWSING PRIME DAY DEALS THIS WEEK ON AMAZON?

Posed to all respondents

|
L Pow Oct (25)

m Jul (25)

None at all

0
.3%

A little

A moderate amount

A lot

A great deal

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

HOW WOULD YOU COMPARE YOUR LEVEL OF EXCITEMENT FOR AMAZON PRIME DAY THIS YEAR
(2025) COMPARED TO PRIOR YEARS?

Posed to all respondents

I don't usually pay attention to 1%
Prime Day 2.3%
I don’t remember how I felt last
year m Qct (25)
Much less excited this year W Jul (25)
Somewhat less excited this year
38.1%
About the same 30.6%
Somewhat more excited this
year
Much more excited this year

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

DO YOU FEEL THE DEALS ON AMAZON PRIME DAY THIS YEAR ARE...

Posed to all respondents who have spent time browsing Prime Day deals. (N=569)

Much worse than last year Oct (25)
Somewhat worse than last Jul (25)
year
About the same as last 59.4%
year 60.3%

Somewhat better than last

year 16.0%
Much better than last year 81:?5/20/0

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

HAVE YOU NOTICED MORE DISCOUNTS OR PROMOTIONS FROM RETAILERS

OTHER THAN AMAZON?

Posed to all respondents

77.9%
No
76.9%

ct (25)

Yes il (25)

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

HOW MUCH DO YOU TYPICALLY SPEND DURING EACH OF THESE EVENTS?

Posed to all respondents

I go all-in — this is a major

m Labor Day
shopping event for me

eekend Sales

= Back to School

I actively shop and buy multiple les

things _
® Amazon Prime Day

A few intentional buys, but nothing

major 20.0% ™ Black Friday /

yber Monday

Light browsing, maybe a small
purchase

58.0%

I usually skip this event 60.1%

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

HAVE YOU BROWSED WAYFAIR OR CONSIDERED BUYING FURNITURE FROM WAYFAIR IN THE PAST YEAR
ORSO?

Posed to all respondents.

79.2%

No 81.5%

83.1%

ct (25)
ul (25)

pr (25)
Yes

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

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 9



BESPOKE Surveys
Online Retailers | October 2025

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=203)

No difference

= Oct (25)

Physical stores is riskier
m Jul (25)

Apr (25
36.0% Pr (25)

39.0¢
50.6%

Wayfair is riskier

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

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=203)

63.6%
No difference 57.1%
60.1%
Other companies online is

riskier

® Oct (25)

Wayfair is riskier = Jul (25)

= Apr (25)

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

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=203)

It would make the purchase | 2-2/
feel much more risky %%o/ = Qct (23)
m Jul (25)
It would make the purchase %?g;g = Apr (25)
feel somewhat more risky 1.204
It wouldn’t change how risky it L.5%0
feels 3.0%
2.1%
It would make the purchase -119°/00/
feel somewhat less risky 6%
It would make the purchase %69-8%
feel much less risky > 7%

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

THINKING ABOUT THE FURNITURE YOU HAVE GOTTEN FROM WAYFAIR, HOW WAS THE QUALITY?

Posed to all Wayfair customers.

Very dissatisfied with the m Oct (25)
quality
m Jul (25)
Somewhat dissatisfied with m Apr (25)
the quality
0
Somewhat satisfied with 42'708{;0
the quality 45 6%
o
Very satisfied with the 470 77
quality 38.8%
41.2%

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

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.

OCTOBER 2025

m ] usually know exactly what I'm looking for

m Sometimes I know exactly what I want, sometimes I am just browsing
=T usually am just generally browsing

Shein
TikTok Shop
Temu
Wish.com
Etsy
Wayfair
Target

Ebay

Amazon

Walmart

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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BESPOKE Surveys
Online Retailers | October 2025

HOW OFTEN DO YOU RETURN ITEMS TO THESE PLATFORMS AFTER YOU BUY THINGS ONLINE?

Posed to all respondents who shop the below.

Wish.com m Oct (25)

_ m Jul (25)

Shein Apr (25)

Temu m Jan (25)

m Qct (24)
Walmart
Amazon
Target
TikTok Shop
Wayfair
Ebay
Etsy
Overstock

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

tmrman T lains

Weighted average above, full breakdown of responses below (October 25 Data)...

Return X% 0% 10% 20%

Amazon 3 o . 3.3%
Ebay [160% [ 48% | 23% | 08% | 10% | 15% 03% | 05% 0.3% 0.3% 393
TikTok Shop [1106% | 34% | 28% || 39% | 28% | 11% | 11% | 06% | 06% | 06% 179
Etsy [ 77% | 39% | 08% 04% | 3.1% 04% | 15% | 0.8% 0.0% 0.0% 259
Wayfair [183% [ 53% | 24% | 19% | 29% | 19% | 05% | 05% 00% | 05% 208
Walmart F242% [169% [ 29% | 15% | 21% | 08% | 07% | 07% | 05% | 15% 759
Target F223% [ 62% | 25% | 16% | 24% | 05% | 09% | 05% 00% | 15% 552
Wish.com [1106% [129% | 24% [ 35% [ 35% | 24% | 35% | 12% 00% | 12% 85
Temu [ 152% [164% | 27% | 24% [ 57% | 17% | 10% | 20% | 03% | 14% 296
Shein [149% | 40% || 56% | 24% | 36% | 28% | 12% | 16% | 08% | 1.2% 249
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BESPOKE Surveys
Online Retailers | October 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.

0.5% m Oct (25)
Significantly Worsened mJul (25
= Apr (25)
2.9%
mJan (25)
Slightly Worsened
= Oct (24)

No Change

Slightly Improved

Significantly Improved

0% 20% 40% 60% 80% 100%
OCTOBER 2025
Cross-tabbing the above by if they have shopped Etsy in the past three months or not...
0,
Significantly Worsened 0.4%
0.9%
® Has NOT
purchased
0, .
Slightly Worsened l 4.2% from Etsy in
0.0% the last three
months

83.3%
No Change ?

as purchased
6.1% from Etsy in
the last three
months

Slightly Improved

Significantly Improved
g v Amp 24.1%

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

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 m Oct (25)
®Jul (25)

= Apr (25

Not so interested pr (25)

® Jan (25)

= Oct (24)

Somewhat interested

Very interested

Extremely interested

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

OCTOBER 2025 - Cross tabbing the data above...

Not at all interested

W Htsy -
Not so interested Occasionally
Somewhat interested
m Btsy -
Very interested Regularly

Extremely interested 51.2%

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

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.

B Oct (25)
m Jul (25)
1 Apr (25)
m Jan (25)
One year ago m Oct (24)
Now
1-5 listings 6-10 listings 11-20 listings 21-30 listings 31-50 listings More than 50
listings
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BESPOKE Surveys
Online Retailers | October 2025

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

Posed to all respondents who ever use or visit Etsy.

m Oct (25)
) ¢ m Jul (25)
Va.;lety 0 w Apr (25)
ems m Jan (25)
m Oct (24)
Quality of
items
Relevance of
items
Very Negative Somewhat Negative Neutral Somewhat Positive Very Positive
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BESPOKE Surveys
Online Retailers | October 2025

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

None at all

A litde

A moderate amount

o

%-7.%“%//}%
]

L,

0% 20% 40% 60% 80%

A lot

A great deal
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BESPOKE Surveys
Online Retailers | October 2025

WHEN YOU SHOP ONLINE, HOW DO YOU THINK ABOUT THE TRADEOFF BETWEEN PRICE AND DELIVERY

SPEED?

Posed to all respondents.

m Oct (25)
I very frequently wait m Jul (25)
longer for lower prices = Apr (25)
® Jan (25)
_ m Oct (24)
I frequently wait longer
for lower prices = Jul (24)
m Apr (24)
I occasionally wait longer
for lower prices
I rarely wait longer for
lower prices
I never wait longer for
lower prices
0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

HOW OFTEN DO YOU BUY GIFTS FOR OTHERS THROUGH THIS PLATFORM?

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

A m Oct (25)

mazon = Jul (25)

H Apr (25)

Wal m Jan (25)

almart = Oct (24)

m Jul (24)

u Apr (24

Etsy P4
Target
Temu
Shein
Ebay
Wayfair

Never Rarely Somewhat Often Often Very Often
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BESPOKE Surveys
Online Retailers | October 2025

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

Posed to all respondents who have shopped Etsy.

m Oct/|(25)
Never ,
m Jul (25)
m Apr|(25)
Rarely m Jan|(25)
m Oct|(24)
m Jul (24)
Sometimes = Apr|(24)
Often
Very Often
0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

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

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 23.4%

on Etsy
. 13.7%

m Oct (25)

I have tried Gift Mode, but
did not purchase anything

I am familiar with it, but

haven't tried it 62.9%

0% 20% 40% 60% 80% 100%
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BESPOKE Surveys
Online Retailers | October 2025

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
$5,000-$5,999
$4,000-$4,999
$3,000-$3,999
$2,000-$2,999
$1,000-$1,999
$500-$999

Under $500

$0 - I pay my credit card bills in full every month

0% 20%

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE

40%

60%

80%

m Oct (25)

| Jul (25

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

= Jul (24)

m Apr (24)
mJan (24)
m Oct (23)

=Jul (2

m Apr (23)
= Jan (23)

100%
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BESPOKE Surveys
Online Retailers | October 2025

HAS THE AMOUNT OF CREDIT CARD DEBT THAT YOU HAVE BEEN INCREASING OR DECREASING OVER THE

PAST 12 MONTHS?
Posed to all respondents.

Oct (24)

Jul (24)

w
o
=

w
o
@

Apr (24)

N
Vo)
o)

Jan (24)

w
o
©

Oct (23)

w
o
o

Significantly Slightly Decreasing No Change
Decreasing
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Slightly Increasing

Significantly
Increasing

PAGE 26



BESPOKE Surveys
Online Retailers | October 2025

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

Posed to all respondents.

2.69

2.75

N

Full balance of credit card bill

.76

Oct (25)
m Jul (25)
2.93 m Apr (25)
.92 m Jan (25)
.93 m Oct (24)

2.96
Minimum payment for credit 5 W Jul (24)
card bill m Apr (24)
';28 m Jan (24)
m Oct (23)

2.93

83

Getting much more Getting slightly ~ No Change  Getting slightly Getting much
difficult more difficult easier easier
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BESPOKE Surveys
Online Retailers | October 2025

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

Temu
1.26

Ebay

1.23
Wayfair
1.22

Etsy
.19
Wish.com

Episodic (ie, occasional, at irregular intervals)

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE

= Oct (2

Jul (2
m Apr (2
® Jan (2
m Oct (2
B Jul (2
B Apr (2
® Jan (2
m Oct (2

mJul (2

5)

5)
5)

4)

4)
4)
3)

3)

Regular (ie, ongoing)



BESPOKE Surveys
Online Retailers | October 2025

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
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Holideyfccessories  amas (Hineedanimmiormhomeorcompuier Sometimemuick
miwr (0o INeamgelutethestr | oaminas

speciticnessd
Forsomethinghavel roukie g na sinm Enlbirimiay  Pareshoroecor
et T it e e ]
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faslnslwm
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Emythingaremndthehousetistinesd
EIneLshies
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- Canfiindrsinrg S PELrERre
Eunoutotsometiung  Pebesd Iicantindibesiores.
[EbppkEandgithcands. MNesditemss  [olongershop
Vool pepppiigs HatoripralVkoulinfindanywheresise itsireshippmsdays
Il kpihispiatiemmiorhed e rEndirad nservicesAoi s Hihadihemeneyios hoponiine
shoaginghorholidays Miwaniedaprmducishippetisctrametay Ramiomihingsimighinesd
Sappingiorasealonsomelhing i ed edsnmethi nginapl achandyeryquicily
‘wantsiutttoramriment
nesdingssmsihingspeci icinmyhoms pweant  oniiheslinesdsadiowerprics  SEOCHCIBMSOrOMideEs

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE

PAGE 29



BESPOKE Surveys
Online Retailers | October 2025

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
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Himiosdingioras MeserEtroiem Canttamswimtiml cokinstoratatrad i onststere — e
meicant Ispesnmeh ngiyan
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Onlingsaies lowerpAce
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BESPOKE Surveys
Online Retailers | October 2025

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.

Wayfair
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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.

Wal-Mart
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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.

Wish.com
Temu
TikTok Shop

Shein m Oct (25)

Jul (25)

m Apr (25)

Ebay = Jan (25)

mOct (24)

Etsy HJul (24)

mApr (24)

Amazon = Jan (24)

mOct (23)

Wayfair #Jul (23)
Walmart
Target

Never Rarely Occasionally Often Very Often
October 2025 Breakout
m None H Rarely Occasionally m Often m Very Often
Wish.com 27.4%

TiTok Shop s o 1w
coay woe  mse oo

Etsy 33.0%

Amazon 28.6%

Wayfair

123.3%
Walmart 20.6%

Target

17.3%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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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
m Oct (25)
A little Jul (25)
m Apr (25)
0 m Jan (25)
A moderate amount m Oct (24)
mJul (24)
mApr (24)
A lot ® Jan (24)
|
bo Oct (23)
m 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.

41.0%
I go to the Etsy site or app to browse
generally
37.0% = Oct (25)
I go to the Etsy site or app with a Jul (25)
specific item in mind to search for 1
m Apr (25)
 on Gool ] ] m Jan (25)
I search on Google or another searc
engine and click on an Etsy link = Oct (24)
mJul (24)
H Apr (24)
I see something on social media that I
click on and get redirected to Etsy ®Jan (24)
m Oct (23)
m Jul (23)
Other (please specify)

0% 20% 40% 60% 80% 100%
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OVERALL SHOPPING TRENDS

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 41



http://www.bespokeintel.com
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HOW CONFIDENT DO YOU CURRENTLY FEEL TO SPEND MONEY?

Posed to all respondents

Oct (25)
Jul (25)
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 Weak Confidence Very Strong Confidence
i Weak Confidence Neutral Strong Confidence ik 9
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ARE THE FOLLOWING TYPES OF ACTIVITIES BECOMING MORE OR LESS POPULAR?

Posed to all respondents

Oct (25)
Jul (25)
Apr (25)
Jan (25)
m Qct (24)
= Jul (24)
Apr (24)
Jan (24)
" QOct (23)
m Jul (23)
= Apr (23)
® Jan (23)
= Qct (22)
Jul (22)
= Apr (22)
m Jan (22)
m QOct (21)
m Jul (21)
= Apr (21)
= Jan (21)
® Oct (20)
® Jul (20)
® Apr (20)
m Jan (20)
= Oct (19)
= Jul (19)
B Apr (19)
® Jan (19)
B Oct (18)
®Jul (18)
® Apr (18)
= Jan (18)
mOct (17)
mJul (17)
® Apr (17)
B Jan (17)
B QOct (16)
= Jul (16)

Much Less Popular Less Popular Same More Popular Much More Popular

Shopping Online (e

Shopping In-StoresS  jp————

Shopping at Malls
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SALES AND TRUST

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 44



http://www.bespokeintel.com

BESPOKE Surveys
Online Retailers | October 2025

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:

3.73
TikTok Shop
3.49
Wish.com
3.45
Temu
3.44
Shein
3.41
Walmart = Oct (25
3.41 = Jul (25)
Wayfair Apr (25)
3.4 ® Jan (25)
Amazon = Oct (24)
3.34 m Jul (24)
Etsy B Apr (24)
3.31 B Jan (24)
Target = Oct (23)
3.3 mJul (23)
Ebay = Apr (23)
It has significantly It has slightly No change It has slightly It has significantly
worsened worsened improved improved
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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:

8.96
Amazon
Etsy
Ebay
m Oct (25)
Wayfair m Jul (25)
m Apr (25)
Jan (25)
Overstock m Oct (24)
m Jul (24)
m Apr (24)
TikTok Shop m Jan (24)
m Oct (23)
] m Jul (23)
Shein m Apr (23)
= Jan (23)
Temu i
— .
Wish.com
0-VerylLow 1 6 7 8 9 10- Very =
Trust HighTrust Etsy 761
Amazon 942
Ebay 859

TikTok Shop 509
Overstock 605
Wayfair 758
Wish.com 484
Temu 804
Shein 664
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SHIPPING
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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.

3.27
Walmart
3.21
Target
3.21
Amazon
3.18
TikTok Shop
3.13
Overstock
3.12
Wayfair
3.1
Shein
— 3.09
Etsy
— 3.07
Ebay
Temu
Wish.com
Much Slower Slower No Change

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE

Faster

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

Jan (25)
m Oct (24)
= Jul (24)
u Apr (24)
HJan (24)
m Oct (23)
= Jul (23)
m Apr (23)
m Jan (23)
B Oct (22)
m Jul (22)
m Apr (22)
mJan (22)
m Oct (21)
B Jul (21)
m Apr (21)
=Jan (21)
B Oct (20)
= Jul (20)
| Apr (20)
= Jan (20)

Much Faster
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AMZN PRIME TRENDS
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ARE YOU CURRENTLY A SUBSCRIBER TO AMAZON PRIME?

Posed to Amazon users

"~ Oct (25)
S Jul (25)
" Apr (25)
= Jan (25)
“ Oct (24)
S Jul (24)
" Apr (24)
#Jan (24)
m Oct (23)
®Jul (23)
W Apr(23)
“Jan (23)
m Oct (22)
mul (22)
m Apr (22)
®Jan (22)
B Oct (21)
i “Jul(21)
59.4%  mApr(21)
i mJan (21)
m Oct (20)
®Jul (20)
m Apr (20)
M Jan (20)
® Oct (19)
® Jul (19)

26.6%

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.

83.4%

More than a year ago

Oct (25)

Jul (25)

Apr (25)

Jan (25)

Oct (24)
= Jul (24)
u Apr (24)
mJan (24)

Oct (23)
= Jul (23)
= Apr (23)
® Jan (23)
m Oct (22)
m Jul (22)
= Apr (22)
H Jan (22)
m Oct (21)
| Jul (21)
H Apr (21)
H Jan (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.

For more than 5 more years

Oct (25)

Jul (25)

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

Oct (23)
m Jul (23)
B Apr (23)
® Jan (23)
m Oct (22)
m Jul (22)
m Apr (22)
H Jan (22)
m Oct (21)
EJul (21)
m Apr (21)
® Jan (21)
B 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

57.9%

" Oct (25)
“Jul (25)
= Apr (25)
#Jan (25)
" Oct (24)
#ul (24)
© Apr (24)
= Jan (24)
m Oct (23)
mJul (23)
® Apr (23)
m Jan (23)
#0ct (22)
mJul (22)
m Apr (22)
mJan (22)
® Oct (21)
= Jul (21)
= Apr (21)
®Jan (21)
B Oct (20)
= Jul (20)
= Apr (20)
® Jan (20)
® Oct (19)
® Jul (19)
5 Apr (19)

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

I have NEVER been an Amazon Prime subscriber

I cancelled more than a year ago

I cancelled in the past year

I cancelled in the past three months
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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

3.05

Walmart

|

242

Target

2,05

1.84

Temu
1.73
1.65

=
Shein

1.57

Wayfair %

1.48

TikTok Shop

e 135

Overstock

Wish.com

Never One time, but not since
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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

2.67
Amazon

2.52 Oct (25)
Walmart Jul (25)
Apr (25)
m Jan (25)
Target = Oct (24)
wJul (24)
Shein JApr 82%

® Jan
Shop m Jul (23)
e !/ " Apr (23)
Temu ® Jan (23)
37 " Oct (22)
' mJul (22)

Eba
y m Apr (22)
.85 mJan (22)
Wayfair m Oct (21)
B Jul (21)
m Apr (21)
Overstock m Jan (21)
m Oct (20)
Wish.com m Jul (20)
H Apr (20)
Not Loyal At All Somewhat Loyal Loyal ®Jan (20)  Very Loyal
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Posed to all respondents.
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60%
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PURCHASED THROUGH AMAZON IN THE PAST THREE MONTHS — HOW MANY ITEMS HAVE YOU

PURCHASED THROUGH AMAZON IN THE LAST THREE MONTHS?

-0-1 -0-2 ~0-3+

100%

90%

80%

70%

60%

50%

40%

30%

20% -0

10% O

0%

AMAZON USERS — ON AVERAGE, HOW MANY ITEMS DO YOU BUY THROUGH AMAZON A MONTH?

-0-0 -0-1 -0-2 -0-3+
80%

70%

60%

50%

40%

30%

20%

10%

0%
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AMAZON USERS — RECENT USAGE

-O- My recent usage has INCREASED -O- My recent usage has DECREASED ~0O-My recent usage is the SAME

AMAZON USERS — EXPECTED USAGE

-0-1 expect my usage to INCREASE. -0-1 expect my usage to DECREASE. ~0-1 expect my usage to remain the SAME.

80% -

70%

50% -

40% -

30% -

20%

10% -

0%

Oct (13)
Apr (14)
Oct (14)
Apr (15)
Oct (15)
Apr (16)
Oct (16)
Apr (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)
Oct (25)
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ALL RESPONDENTS - DO YOU EVER USE OR VISIT WAYFAIR?

WAYFAIR USERS — HAVE YOU PURCHASED AN ITEM FROM WAYFAIR IN THE PAST THREE MONTHS?

Oct (25)
Jul (25)
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%

27.3%

22.8%

25.2%
27.5%
25.0%
24.8%
30.1%
27.2%
28.5%
27.7%
31.6%
31.9%
31.2%
29.3%
32.2%
34.7
32.1%

33.5%
29.2%
30.6%

35.2%
34.3%

36.8%

o

1%
1%

40%

60%

80%

= Yes

100%

Oct (25)
Jul (25)
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%

A%

20%

22.6%

8.3%
19.5%
21.6%

28.2%

22.8%
19.6%
19.2%
8.6%

23.9%

19.3%
19.6%

23.7%
27.6%

26.5%
30.4%

27.6%
24.2%
24.6%
24.2%
27.1%
28.0%

22.0%

40%

60%
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WAYFAIR USERS - ON AVERAGE, HOW MANY ITEMS DO YOU PURCHASE FROM WAYFAIR PER MONTH?

A
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WAYFAIR USERS — RECENT USAGE

My recent usage is
the SAME

My recent usage
has DECREASED

My recent usage
has INCREASED

0% 20% 40% 60% 80%
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mJul (21)
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=Jan (21)
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® Jan (20)
m Oct (19)
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®Jan (19)

100%
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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%
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= Jul (22)
m Apr (22)
mJan (22)
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mJul (21)
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mJan (21)
m Oct (20)
m Jul (20)
m Apr (20)
® Jan (20)
B Oct (19)
mJul (19)
m Apr (19)
= Jan (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...

Oct (25)
Jul (25)
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.

I have recently browsed the mobile app

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

Never

0% 20%

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE

40%

60%

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

Jan (25)
m Oct (24)
= Jul (24)
H Apr (24)
m Jan (24)
m Oct (23)
= Jul (28)
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W Jan (21)
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= Jul (20)
B Apr (20)
= Jan (20)

80%

100%
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HOW LIKELY ARE YOU TO USE WAYFAIR FOR YOUR NEXT FURNITURE PURCHASE?

Posed to Wayfair users.

Oct (25)
Jul (25)
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) 2.35

Apr (20) 2.46
Jan (20) 2.38

Definitely WILL NOT ~ Probably WILL Probably WILL Definitely WILL
NOT

2.82
2.67
2.66

2.62
2.65
2.49
2.55

2.71

2.64
2.68
2.77
2.71

2.39
2.52

2.41
2.46
2.45

2.3
2.36
2.46
2.27
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HOW DOES THE WAYFAIR SHOPPING EXPERIENCE COMPARE TO...

Posed to Wayfair users.

3.45

m Oct (25)
m Jul (25

= Apr (25)

Jan (25)

m Oct (24)
mJul (24

m Apr (24)

m Jan (24)

m Oct (23)
= Jul (23

m Apr (23)

3.45 mJan (23)

B Oct (22)

)

)

)

)

)

)

)

)

Shopping for furniture at other
online websites/apps

m Jul (22
mApr (2
® Jan (2
mOct (2
mJul (21
| Apr (2
mJan (2
B QOct (2
mJul (20
m Apr (2
= Jan (2

Shopping for furniture in-
stores

Much Worse Worse Same Better Much 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.

65.0%
m Oct (25)
m Jul (25)
= Apr (25)
Jan (25)
m Oct (24)
m Jul (24)
m Apr (24)
m Jan (24)
m Oct (23)
= Jul (23)
m Apr (23)
m Jan (23)
B Oct (22)
® Jul (22)
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.

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

Jan (25)
m Oct (24)
mJul (24)
m Apr (24)
mJan (24)
m Oct (23)
= Jul (23)
W Apr (23)
m Jan (23)
m Oct (22)
m Jul (22)
m Apr (22)
®Jan (22)
B Oct (21)
mJul (21)
m Apr (21)
mJan (21)
0% 20% 40% 60% 80% 100%

I found many of the same items on both

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
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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% B RpA21)

Selection of Furniture Products
. . 0,

= 42.8% oct (25

Jul (25
Apr (25
Jan (25
Oct (24
= Jul (24
m Apr (24
mJan (24
Oct (23
mJul (23
= Apr (23
m Jan (23
m Oct (22
= Jul (22
= Apr (22
M Jan (22
0% 20% 40% 60% 80% 100%

Amazon

Wayfair

Ability to Visualize Products

46.2% Okt (25)
Jul (25)
or (25)
Jan (25)
Oct (24)
= Jul (24)
= Apr (24)
mJan (24)
Oct (23)
mul (23)
= Apr (23)
mJgn (23)
mOct (22)
m ]yl (22)
mApr (22)

>

Amazon

Wayfair

= Jan (22)
moct (21)

™ Jul (1)
0% 20% 40% 60% 80% 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

Oct (25)
Jul (25)
Apr (25)
Jan (25)
Oct (24)
uJul (24)
u Apr (24)
mJan (24)
Oct (23)
® Ul (23)
B Apr (23)
mJ3gn (23)
mOct (22)
mJul (22)
= Apr (22)
B Jan (22)
mOct (21)
= Jul (21)
| Apr (21)

0% 0% 4%  60% 8% e

Amazon

Wayfair

Selection of Furniture Products

! 0,
o 41.7% Oct (25

Jul (25)

Apr (25

Jan (25

Oct (24
mJul (24)
m Apr (24
mJan (24

Oct (23
Jul (23)
H Apr (23
mJan (23
W Oct (22
mJul (22)
= Apr (22
W Jan (22
B Oct (21
0% 20% 40% 60% 80% 100%

Amazon

Wayfair

Ability to Visualize Products
Oct (25)

IBB.O% Jul (25)
Apr (25)
Jan (25)
Oct (24)

mJul (24)

u Apr (24)

mJan (24)
Oct (23)

mJul (23)

m Apr (23)

mJan (23)

B Oct (22)

mJul (22)

= Apr (22)

mJan (22)

B Oct (21)

Amazon

Wayfair

0% 20% 40% 60% 80% 100%
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DO YOU PLAN TO DO ANY OF THE FOLLOWING IN THE NEXT FEW MONTHS?

Posed to ALL respondents.

Oct (25)

Jul (25)

Apr (25)

Jan (25)

Oct (24)
mJul (24)
m Apr (24)
m Jan (24)

Oct (23)
m Jul (23)
m Apr (23)
m Jan (23)
m Oct (22)
m Jul (22)
= Apr (22)
HmJan (22)
m Oct (21)
mJul (21)
mApr (21)
mJan (21)
= Oct (20)
m Jul (20)
m Apr (20)

Buy furniture

Renovate my current home

Move to a new home

Definitely WILL NOT ~ Probably WILL NOT ~ 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)?

AN AN N AN N AN N AN N AN N AN TN AN N AN N AN N AN N AN
n MmN W OW N N O O o O o O W = N N OO MO <& « 1"
T - - - Y - = = +—= +—= N N N AN NN AN NN AN N AN N
Nt N N N N NN N N NN N NN NN NN N N
6 0 a ©§© &8 8§ &8 U & T & © &8 B8 &8 B & © & © & ©
< O O O O O O O O O« O <« O

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE

PAGE 78



BESPOKE Surveys
Online Retailers | October 2025

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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~O-My recent usage is the SAME

-O-My recent usage has DECREASED

-O-My recent usage has INCREASED
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-o-1 expect my usage to remain the SAME.

-o-I expect my usage to DECREASE.
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-0-1 expect my usage to INCREASE.
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