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BESPOKE Surveys
Online Retailers | April 2026

HAVE YOU USED ANY OF THE FOLLOWING TO RESEARCH PRODUCTS TO BUY? SELECT ALL THAT

APPLY

Posed to all respondents.

None of the above

Amazon: Rufus - 14.2%
m Apr (26)
Walmart: Sparky - 11.9%

Instacart: Ask Instacart / Cart o
Assistant . 0.7

o~

eBay: AI Shopping Agent . 5.9
(unbranded/no mascot name) 27

A

Flipkart: Flippi ' 1.4%

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

Tickers: AMZN PAGE 3



BESPOKE Surveys
Online Retailers | April 2026

YOU MENTIONED THAT YOU HAVE TRIED THE FOLLOWING... WHICH DO YOU PREFER, USING THE

FOLLOWING CHATBOTS OR JUST BROWSING THE APP WITHOUT THE CHATBOT?

Posed to all respondents who have tried the below.

B Using this chatbot B Not using the chatbot and just browsing the app

Walmart: Sparky

Amazon: Rufus

Instacart: Ask Instacart / Cart Assistant

eBay: Al Shopping Agent (unbranded/no mascot

name)
Flipkart: Flippi
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Amazon: Rufus 141
Walmart: Sparky 118
Instacart: Ask Instacart / Cart Assistant 67
Flipkart: Flippi 14

eBay: Al Shopping Agent (unbranded/no mascot name) 59

Tickers: AMZN PAGE 4



BESPOKE Surveys
Online Retailers | April 2026

YOU MENTIONED THAT YOU HAVE TRIED THE FOLLOWING, HOW DID YOU LIKE THE EXPERIENCE

OF USING IT?

Posed to all respondents who have tried the below.

m Very Bad m Bad = Neutral = Good m Very Good
0.(:?% '

Flipkart: Flippi

Instacart: Ask Instacart / Cart Assistant

eBay: Al Shopping Agent (unbranded/no mascot name)

Amazon: RufusO.

Walmart: Sparky 0

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

Amazon: Rufus 141
Walmart: Sparky 118
Instacart: Ask Instacart / Cart Assistant 67
Flipkart: Flippi 14

eBay: Al Shopping Agent (unbranded/no mascot name) 59

Tickers: AMZN PAGE 5



BESPOKE Surveys
Online Retailers | April 2026

YOU MENTIONED THAT YOU HAVE TRIED THE FOLLOWING, DID YOU FEEL LIKE THE CHATBOT

MADE IT EASIER OR HARDER TO MAKE A PURCHASE DECISION?

Posed to all respondents who have tried the below.

Flipkart: Flippi

Instacart: Ask
Instacart / Cart
Assistant

eBay: Al
Shopping Agent
(unbranded/no

m Apr (26
mascot hame)

Walmart: Sparky

Amazon: Rufus

1 - Much More 2 3 4 5 6 7 8 9 10 - Much Easier
Difficult

Amazon: Rufus 141
Walmart: Sparky 118
Instacart: Ask Instacart / Cart Assistant 67
Flipkart: Flippi 14

eBay: Al Shopping Agent (unbranded/no mascot name) 59

Tickers: AMZN PAGE 6



BESPOKE Surveys
Online Retailers | April 2026

YOU MENTIONED THAT YOU HAVE TRIED THE FOLLOWING, DID YOU FEEL LIKE THE CHATBOT

MADE IT EASIER OR HARDER TO MAKE A PURCHASE DECISION?

Posed to all respondents who have tried the below.

B Much smaller H Slightly smaller " Same = Slightly larger B Much larger

Flipkart: Flippi

Instacart: Ask Instacart / Cart Assistant

eBay: AI Shopping Agent (unbranded/no mascot name)

Amazon: Rufus

Walmart: Sparky

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

Amazon: Rufus 141
Walmart: Sparky 118
Instacart: Ask Instacart / Cart Assistant 67
Flipkart: Flippi 14

eBay: Al Shopping Agent (unbranded/no mascot name) 59

Tickers: AMZN PAGE 7



BESPOKE Surveys
Online Retailers | April 2026

HOW OFTEN DO YOU USE Al CHATBOTS?

Posed to all respondents

Never

Less than once a month

Monthly (1-3 times per
month)

Weekly (1-3 times per
week)

Every day or nearly every
day

0%

Posed to Amazon Prime Members (N = 469)

Never

Less than once a month
Monthly (1-3 times per
month)

Weekly (1-3 times per
week)

Every day or nearly every
day

Tickers: AMZN

0%

- o
I 14.5%
I 10.5%

I 2s.

! 21.1%

20% 40% 60% 80% 100%

4%

6%

44.8%
45.8%

m Apr (26)

= Jan (26)

mApr (2

20% 40% 60% 80% 100%

6)

PAGE 8



BESPOKE Surveys
Online Retailers | April 2026

WHICH DO YOU CURRENTLY USE MORE OFTEN?

Posed to all respondents

6)

AI Chatbots 6)

79.9%
Traditional Search Engines
81.3%

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

Posed to Amazon Prime Members Posed to AI Chatbot Users (weekly or more)
Al Chatbots 4% Al Chatbots 43.0%
= Apr (26)
= Apr (26)
Traditional Search Engines 713.6% Traditional Search Engines 57.0%
0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%

Tickers: AMZN PAGE 9



BESPOKE Surveys
Online Retailers | April 2026

WHICH OF THE FOLLOWING DO YOU USE? SELECT ALL THAT APPLY

Posed to all respondents

None of the above
m Apr|((26)

ChatGPT
= Jan|(26)
Google Gemini
Microsoft Copilot
Meta Al

Grok

Claude
Perplexity
DeepSeek

Character.ai

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

Posed to AI Chatbot Users (weekly or more)

ChatGPT 73.6%
Google Gemini 57.3%
Microsoft Copilot 30.6%
Meta Al 26.4%
Grok 15.6%
Claude 12.7%
Perplexity 10.5%
DeepSeek 8.9%
Character.ai 7.3%
None of the above I 2.6%
Poe | 0.3%

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

® Apr (26)

Tickers: AMZN PAGE 10



BESPOKE Surveys

Online Retailers | April 2026

Al CHATBOT: USER BASE CROSSOVER

Posed to users of various Al Chatbots...

Also Use: Claude

Also Use: DeepSeek

Also Use: Perplexity

Also Use:
Character.ai

Also Use: Grok

Also Use: Meta AI

Also Use: Microsoft
Copilot

Also Use: Google
Gemini

Also Use:
Character.ai

Also Use: Perplexity

Also Use: ChatGPT

Also Use: Claude

Also Use: Grok

Also Use: DeepSeek

Also Use: Microsoft
Copilot

Also Use: Google
Gemini

0%

0%

Tickers: AMZN

20%

20%

40%

40%

60%

59.5%

1%

8%

60%

79.6%

7.4%

2%

® ChatGPT

80% 100%

= Microsoft
Copilot

80% 100%

Also Use: Claude

Also Use: DeepSeek

Also Use: Perplexity

Also Use:
Character.ai

Also Use: Grok

Also Use: Meta Al

Also Use: Microsoft
Copilot

Also Use: Google
Gemini

0%

Also Use: Meta AT

Also Use:
Character.ai

Also Use: Claude

Also Use: ChatGPT

Also Use: Perplexity

Also Use: DeepSeek

Also Use: Microsoft
Copilot

Also Use: Google
Gemini

0%

20%

40%

40%

60%

60%

67.7%

80%

80%

= Google
Gemini

100%

m Meta Al

100%

PAGE 11



BESPOKE Surveys
Online Retailers | April 2026

HOW OFTEN DO YOU USE Al CHATBOTS (E.G., CHATGPT, GEMINI, CLAUDE, GROK, PERPLEXITY,

ETC) FOR SHOPPING RELATED RESEARCH?

Posed to all respondents

9%
Never 4‘%!_552/(,0 m Apr (26)
m Jan (26)
Rarely
Occasionally
Often
Very often

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

Posed to Amazon Prime Members Posed to AI Chatbot Users (weekly or more)

Never 29.4% Never 739

Rarely 17.5% Rarely 1115% m|Apr (26)
0ccasi0na"y 22.8% OccaSIona"y 31.12%

m Apr (26)
Often 6% Often 21.7%
Very often 17.7% Very often 28.3%
0% 20% 40% 60% 80%  100% 0% 20% 40% 60% 80%  100%

Tickers: AMZN PAGE 12



Online Retailers | April 2026

Apr-26
Traditional Al Chatbots (ie, Direct to Direct to brand's
Search (ie, ChatGPT, Amazon website
The Impulse: I’'m just browsing for entertainment and want to see interesting new things. 50.95% 10.53% 21.26% 7.72% 9.53%
The Intentional Browser: | know | want to buy a product, and | want to browse items. 45.44% 10.93% 24.37% 9.93% 9.33%
The Routine: | need to buy a specificitem I've already purchased several times before. 37.31% 10.43% 27.78% 14.14% 10.33%
The Problem-Solver: | have a specific need (e.g., "powering my home in a storm") but don't
. p . (eg."p Sy ) 49.35% 20.36% 14.44% 6.22% 9.63%
know which product actually solves it.
The De-Risker: | found a product, but it’s expensive/technical and | want to make sure I’'m not
. . 49.05% 18.25% 14.44% 7.52% 10.73%
making a mistake.
The Deal-Maker: | know exactly what | want; | just want the absolute lowest price right now. 46.54% 14.64% 21.06% 7.62% 10.13%
The Quick Delivery: | need an item by a certain date. 35.11% 11.03% 33.40% 9.63% 10.83%

Jan-26
Traditional Al Chatbots (ie, Direct to Direct to brand's
Search (ie, ChatGPT, Amazon website
The Impulse: I'm just browsing for entertainment and want to see interesting new things. 48.15% 11.41% 24.12% 7.61% 8.71%
The Intentional Browser: | know | want to buy a product, and | want to browse items. 43.04% 10.71% 25.93% 11.81% 8.51%
The Routine: | need to buy a specificitem I've already purchased several times before. 35.54% 9.41% 29.83% 15.92% 9.31%
The Problem-Solver: | have a specific need (e.g., "powering my home in a storm") but don't
. srelie et s emy ) 48.85% 20.32% 15.82% 6.11% 8.91%
know which product actually solves it.
The De-Risker: | found a product, but it’s expensive/technical and | want to make sure I’'m not
. X 48.15% 18.72% 15.02% 7.91% 10.21%
making a mistake.
The Deal-Maker: | know exactly what | want; | just want the absolute lowest price right now. 42.24% 14.41% 25.03% 8.91% 9.41%
The Quick Delivery: | need an item by a certain date. 33.03% 9.31% 39.54% 9.21% 8.91%
April 2026 (minus) January 2026
Traditional Al Chatbots (ie, Direct to Direct to brand's Other
Search (ie, ChatGPT, Amazon website
The Impulse: I’'m just browsing for entertainment and want to see interesting new things. 2.80% -0.88% -2.86% 0.11% 0.82%
The Intentional Browser: | know | want to buy a product, and | want to browse items. 2.40% 0.22% -1.56% -1.88% 0.82%
The Routine: | need to buy a specificitem I've already purchased several times before. 1.77% 1.02% -2.05% -1.78% 1.02%
The Problem-Solver: | have a specific need (e.g., "powering my home in a storm") but don't
. . 0.50% 0.04% -1.38% 0.11% 0.72%
know which product actually solves it.
The De-Risker: | found a product, but it’s expensive/technical and | want to make sure I’'m not
. . P P / 0.90% -0.47% -0.58% -0.39% 0.52%
making a mistake.
The Deal-Maker: | know exactly what | want; | just want the absolute lowest price right now. 4.30% 0.23% -3.97% -1.29% 0.72%
The Quick Delivery: | need an item by a certain date. 2.08% 1.72% -6.14% 0.42% 1.92%

Tickers: AMZN PAGE 13



BESPOKE Surveys
Online Retailers | April 2026

WHICH OF THESE OPTIONS WOULD YOU PREFER WHEN YOU NEED ADVICE ON SOMETHING YOU

ARE LOOKING TO BUY?

Posed to all respondents

44.5%
Product reviews on Google
47.9%
35.1%
Product reviews on Amazon
35.1%
m Apr (26)

Advice from an AI Chatbot (Ie,
ChatGPT, Gemini, Claude, Grok,
etc)

20.4%

17.0% ¥ Jan (26)

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

Posed to AI Chatbot Users (weekly or more)

Product reviews on Amazon .0%
m Apr (26)
Product reviews on Google 4%
Advice from an AI Chatbot
(Ie, ChatGPT, Gemini, 43.6%

Claude, Grok, etc)

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

Tickers: AMZN PAGE 14



BESPOKE Surveys
Online Retailers | April 2026

YOU MENTIONED THAT YOU USE Al CHATBOTS. PLEASE PROVIDE AN EXAMPLE OF A SHOPPING

RELATED QUESTION/PROMPT YOU EITHER HAVE, OR WOULD, USE THE CHATBOT FOR?

Posed to all respondents who use Al chatbots.

Category Percentage Count
Other / Unclassified (highly unique or 36.20% 391
fragmented responses)

Price Comparison / Finding Deals & 18.06% 195

Discounts (e.g., “Where is it cheaper?”)

Elank / Don't Know / Don't Use for 13.98% 181
Shopping
Product Information / Specs / Reviews / 12.78% 138

Comparisons

Product Recommendations / ldeas / TEBT% 85
“Best" Items (2.g., "Best laptop under

$5007)

Finding Where to Buy / Store Location/  3.80% 41

Availability

Searching for Specific Items / Browsing  1.15% 34
Not Shopping Related (General Al Use) 3.06% 33

{e.g., medical, homewark, recipes)

Customer Service / Cart / Order Inquiry  1.17% 12

Tickers: AMZN PAGE 15



BESPOKE Surveys
Online Retailers | April 2026

WHICH WOULD YOU PREFER USING WHEN YOU NEED ADVICE ON A PRODUCT YOU ARE LOOKING

TO BUY?

Posed to all respondents

. 46.1%
Google / traditional search results
47.3%
20.4%
Amazon 20,29
b m Apr (26)

0,
185%  Lhan (26
18.8%

AI Chatbot results (ChatGPT,
Gemini, Grok, Claude, etc)

g

15.1%

None of the above
3.7%

—

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

Posed to Amazon Prime Members Posed to AI Chatbot Users (weekly or more)

Google [ traditional search b Al Chatbot rfasfults o
results 41.4% (ChatGPT, Gemini, Grok, 3%
Claude, etc)
Amazon 29.0% | ®Apr (26) Google / traditional search = Apr (26)
ik results
AI Chatbot results
(ChatGPT, Gemini, Grok, 25.4% Amazon

Claude, etc)

None of the above 4.3% None of the above | 2.6%

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

Tickers: AMZN PAGE 16



BESPOKE Surveys
Online Retailers | April 2026

WHICH WOULD YOU PREFER USING WHEN YOU ARE LOOKING TO BUY SOMETHING BUT DO NOT

NEED ADVICE?

Posed to all respondents

0
Google / traditional search results 39'81

39.9¢9
2.4%
Amazon m Apr (26
az 34.400 P 2%
None of the above = Jan (26)

9.1%
9.7%

AI Chatbot results (ChatGPT,
Gemini, Grok, Claude, etc)

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

Posed to Amazon Prime Members Posed to AI Chatbot Users (weekly or more)
Amazon H 44.8% Amazon 38.5%
Google / traditional search = Apr (26) Google / traditional search
fioue I Bs.6% ogle / radto 36.6% " APr (26)
AI Chatbot results AlI Chatbot results
(ChatGPT, Gemini, Grok, I 12.6% (ChatGPT, Gemini, Grok, 19.8%
Claude, etc) Claude, etc)
None of the above F 7.0% None of the above 5.1%
0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%

Tickers: AMZN PAGE 17



BESPOKE Surveys
Online Retailers | April 2026

IF YOU HAD A PERSONAL Al SHOPPER WITHIN ONE OF THE Al CHATBOTS (LIKE CHATGPT, GEMINI,

GROK, OR OTHERS), HOW MUCH WOULD YOU TRUST IT TO DO THE FOLLOWING:

Posed to all respondents

m Distrust completely m Distrust somewhat = Neutral / Not sure = Trust somewhat m Trust completely

Executes the task independently based on your pre-set goals - ie,
buys it for you with your money automatically

Builds your cart and presents a single "Buy Now" button.

Answers questions, compares prices, and gives links.

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

Tickers: AMZN PAGE 18



BESPOKE Surveys
Online Retailers | April 2026

IF CHATGPT, GEMINI, OR OTHER Al CHATBOTS ALLOWED YOU TO UPLOAD YOUR CREDIT CARD TO

EXECUTE SHOPPING TASKS (WITH A FINAL 'BUY' BUTTON FOR YOUR APPROVAL), WOULD YOU BE
WILLING TO STORE YOUR PAYMENT INFO WITH THEM?

Posed to all respondents

47.7%
45.2%

m Apr (26)
m Jan (26)

Definitely would not

Probably would not

Probably would

9.6%

Definitely would
6.0%

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

Posed to AI Chatbot Users (weekly or more)

Definitely would not 24.2%

Probably would not 24.2% = Apr (26)

Probably would 28.0%

Definitely would 23.6%

|

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

Tickers: AMZN PAGE 19



BESPOKE Surveys
Online Retailers | April 2026

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

OR SO?

Posed to all respondents.

No

Yes

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

Tickers: W PAGE 20



BESPOKE Surveys
Online Retailers | April 2026

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.

4.1%
57.2%
6.2%
5.0%
42.9%

Apr (26)
Jan (26)
Oct (25)
Jul (25)

No difference

Physical stores is riskier

38.1%
35.4%
36.0%
39.09
50.6%

Wayfair is riskier

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

Tickers: W PAGE 21



BESPOKE Surveys
Online Retailers | April 2026

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.

59.1%
62.3%
No difference 63.6%
57.1%
60.1%
Other companies online is
riskier Apr (26)
Jan (26)
Oct (4-5)
Jul (25)
Wayfair is riskier

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

Tickers: W PAGE 22



BESPOKE Surveys
Online Retailers | April 2026

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.

B Apr (26)
| gm (26)

ct (25)
m Jul (25)

It would make the purchase feel
much more risky

It would make the purchase feel
somewhat more risky

It wouldn't change how risky it feels

It would make the purchase feel
somewhat less risky

It would make the purchase feel
much less risky

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

Tickers: W PAGE 23



BESPOKE Surveys
Online Retailers | April 2026

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

Posed to all Wayfair customers.

Very dissatisfied with the
quality

Somewhat dissatisfied with the
quality

Somewhat satisfied with the
quality

Very satisfied with the quality

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

Tickers: W PAGE 24



BESPOKE Surveys
Online Retailers | April 2026

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 2026

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

Wish.com
Shein
TikTok Shop
Temu

Etsy

Wayfair
Ebay
Target

Amazon

Walmart

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

Tickers: AMZN, W, ETSY, WISH, Shein, PDD, EBAY, WMT, TGT, TikTok PAGE 25



BESPOKE Surveys
Online Retailers | April 2026

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.

0.9% = Apr (26
Significantly Worsened ®Jan (26
m Oct (25
m Jul (25)
3.2% = Apr (25
W Jan (25

Slightly Worsened
= Oct (24

No Change

Slightly Improved

Significantly Improved

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

April 2026
Cross-tabbing the above by if they have shopped Etsy in the past three months or not...

Significantly Worsened m Has NOT purchased from Etsy in

the last 3 months

Slightly Worsened )
m Has purchased from [Etsy in the

last 3 months

0,
No Change 84.2%

Slightly Improved

Significantly Improved
g v imp 23.6%

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

Tickers: ETSY 93249



BESPOKE Surveys
Online Retailers | April 2026

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.

m Apr (26)
m Jan (26)
One year ago
m Oct (25)
m Jul (25)
= Apr (25)
® Jan (25)

Now
® Oct (24)

1-5 listings 6-10 listings 11-20 listings 21-30 listings 31-50 listings More than 50
listings

Tickers: ETSY HaCE



BESPOKE Surveys
Online Retailers | April 2026

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

Posed to all respondents who ever use or visit Etsy.

m Apr (26)
Variety of
items
m Jan (26)
—— m 0ct (25)
Quality of m Jul (25)
items
® Apr (25)
B Jan (25)
Relevance of
items = Oct (24)
Very Negative Somewhat Negative Neutral Somewhat Positive Very Positive

Tickers: ETSY PAGE 28



BESPOKE Surveys
Online Retailers | April 2026

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 (26)

None at all ® Jan (26)

m Oct (25)

m Jul (25)
A little
A moderate amount
A lot
A great deal

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

Tickers: AMZN, W, ETSY, WISH, Shein, PDD, EBAY, WMT, TGT, TikTok PAGE 29



BESPOKE Surveys
Online Retailers | April 2026

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

Posed to all respondents who have shopped Etsy.

Apr (26)
Never
m Jan (26)
m Oct (25)
Rarely
m Jul (25)
m Apr (25)
Sometimes
m Jan (25)
m Oct (24)
Often
m Jul (24)
= Apr (24)
Very Often
0% 20% 40% 60% 80% 100%

Tickers: ETSY PAGE 30



BESPOKE Surveys
Online Retailers | April 2026

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 m Apr (26)
mJan (26)
Target = Oct (25)
TikTok Shop Jul (25)
m Apr (25)
Shein m Jan (25)
mJul (24)
Ebay = Apr (24)
Wish.com = Jan (24)
m Oct (23)
Wayfair = Jul (2B)
Etsy
Episodic (ie, occasional, at irregular intervals) Regular (ie, ongoing)

Among respondents who said episodic...

Quick read on each retailer's signature reason:

« Wayfair — Specific Item Need (43%, mostly furniture)

« Etsy — Gifts (34%) + Custom/Handmade (17%) + Unique (12%)

« Ebay — Specific Item (24%) + Unique/Rare/Vintage (16%)

« Amazon — Gifts (21%) + Specific Item (21%) + General Need (17%)
+ Temu/ Wish /Shein — Price-led (19-24%)

» TikTok Shop — Saw it | Ad-driven (14 %) is uniquely high here

Tickers: AMZN, W, ETSY, WISH, Shein, PDD, EBAY, WMT, TGT, TikTok PAGE 31



BESPOKE Surveys
Online Retailers | April 2026

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

Jul-23  Oct-23 Jan-24 Apr-24 Jul-24 Oct-24 Jan-25 Apr-25 Jul-25 Oct-25 Jan-26 Apr-26
Base (n) 256 264 238 279 248 263 236 248 283 244 252 266
Price / Deals / Sales 7.8% 11.4% 4.6% 9.3% 10.9% 9.9% 11.0% 10.9% 11.3% 9.8% 7.5% 6.0%
Gifts / Special Occasions
Specific tem / Category Need 14.0%
Unique / Hard to Find / Rare 3.9% 4.2% 2.9% 1.4% 2.0% 1.5% 1.3% 3.6% 2.1% 4.1% 3.6% 3.8%
General Need / Necessity 141%  167% 127% | 206% 152%  11.9%
Custom / Handmade / Personalized 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.4%
Convenience / Speed / Shipping 6.6% 8.0% 5.5% 3.9% 5.6% 6.8% 6.8% 5.6% 7.4% 8.6% 8.7% 8.6%
Saw It / Ad / Social Media Driven 0.4% 0.0% 0.8% 0.0% 0.8% 0.0% 1.3% 0.0% 0.7% 0.4% 0.8% 0.0%
Browsing / Window Shopping 1.2% 0.0% 1.3% 0.7% 0.8% 1.5% 0.4% 0.4% 0.7% 0.8% 1.2% 0.8%
Out of Stock / Compare to Other Retailer 2.7% 4.9% 3.8% 5.0% 5.2% 3.8% 3.0% 6.5% 3.5% 5.3% 5.6% 3.8%
Quality 0.0% 0.0% 0.4% 0.0% 0.8% 0.0% 0.4% 1.2% 0.0% 0.0% 0.0% 0.4%
Seasonal / Vacation 0.4% 0.0% 1.3% 0.7% 2.0% 0.4% 0.8% 0.0% 1.8% 1.2% 1.2% 0.8%
Don't Shop / Stopped Using 6.3% 3.4% 2.5% 6.1% 5.2% 3.8% 5.9% 5.6% 7.4% 4.9% 6.3% 4.5%
Other / Unclassified

eBay
Oct-23 Jan-24 Apr-24 Jul-24 Oct-24 Jan-25 Apr-25 Jul-25 Oct-25 Jan-26 Apr-26
Base (n) 429 412 462 420 423 432 430 418 416 387 366 353
Price / Deals / Sales 14.2% 11.7% 10.0% 14.0% 10.4% 9.7% 11.6% 12.0% 10.3% 11.6% 8.2% 9.3%
Gifts / Special Occasions 11.7% 14.5% 11.9% 10.4% 12.1% 11.1% 14.0% 12.8%
Specific tem / Category Need
Unique / Hard to Find / Rare 142% 137%  14.5%
General Need / Necessity
Custom / Handmade / Personalized 1.2% 0.5% 0.2% 0.0% 0.2% 0.2% 0.2% 0.5% 0.2% 0.0% 0.5% 0.0%
Convenience / Speed / Shipping 2.3% 2.2% 2.2% 1.4% 1.4% 1.2% 0.5% 1.9% 1.0% 1.0% 1.6% 0.8%
Saw It / Ad / Social Media Driven 0.7% 0.7% 1.5% 0.2% 0.9% 0.7% 1.9% 1.4% 0.7% 0.8% 1.4% 0.3%
Browsing / Window Shopping 2.1% 1.9% 1.1% 1.7% 1.9% 2.1% 0.7% 1.4% 1.0% 1.3% 0.5% 1.7%
Out of Stock / Compare to Other Retailer 4.4% 5.8% 5.2% 6.7% 5.9% 4.4% 5.3% 5.7% 5.3% 5.2% 4.1% 5.7%
Quality 0.2% 1.0% 0.4% 0.0% 0.5% 0.2% 0.5% 0.5% 0.0% 0.8% 0.3% 0.3%
Seasonal / Vacation 0.5% 0.2% 0.2% 0.0% 0.0% 0.0% 0.2% 0.5% 0.7% 0.3% 0.5% 0.6%
Don't Shop / Stopped Using 5.6% 5.1% 4.5% 4.8% 4.7% 4.6% 4.2% 5.5% 4.3% 4.9% 6.6% 4.5%
Other / Unclassified
TikTok Shop
Jul-24  Oct-24 Jan-25 Jul-25 Jan-26

Base (n) 75 61 109 109 106 119 162 145 138 137
Price / Deals / Sales 10.7% 18.0% 19.3% 14.7% 12.3% 18.5% 14.2% 9.7% 12.3% 9.5%
Gifts / Special Occasions 8.0% 6.6% 3.7% 15.6% 11.3% 5.0% 13.0% 16.6% 7.2% 10.2%
Specific ltem / Category Need 18.7% 13.1% 16.5% 8.3% 16.0% 18.5% 11.7% 16.6% 16.7% 18.2%
Unique / Hard to Find / Rare 2.7% 3.3% 1.8% 2.8% 0.9% 1.7% 1.2% 5.5% 7.2% 3.6%
General Need / Necessity 5.3% 4.9% 4.6% 7.3% 4.7% 1.7% 1.2% 3.4% 5.1% 3.6%
Custom / Handmade / Personalized 0.0% 0.0% 0.0% 0.9% 0.0% 0.0% 0.6% 1.4% 0.7% 0.0%
Convenience / Speed / Shipping 0.0% 0.0% 0.0% 1.8% 0.9% 5.0% 3.1% 2.1% 1.4% 1.5%
Saw It/ Ad / Social Media Driven 14.7% 11.5% 13.8% 14.7% 11.3% 18.5% 16.0% 12.4% 9.4% 15.3%
Browsing / Window Shopping 2.7% 6.6% 4.6% 7.3% 5.7% 2.5% 5.6% 6.2% 4.3% 6.6%
Out of Stock / Compare to Other Retailer 0.0% 0.0% 1.8% 0.0% 0.9% 0.8% 0.6% 2.1% 0.0% 1.5%
Quality 0.0% 0.0% 0.0% 0.9% 0.9% 0.0% 0.0% 1.4% 0.0% 0.7%
Seasonal / Vacation 0.0% 0.0% 0.0% 1.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.7%
Don't Shop / Stopped Using 6.7% 8.2% 1.8% 6.4% 6.6% 4.2% 3.1% 2.1% 7.2% 2.9%
Other / Unclassified
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Online Retailers | April 2026

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

Jul-23  Oct-23 Jan-24 Apr-24 Jul-24 Oct-24 Jan-25 Apr-25 Jul-25 Oct-25 Jan-26 Apr-26
Base (n) 373 331 365 359 349 334 351 322 345 317 322 272
Price / Deals / Sales 3.8% 6.0% 4.7% 3.9% 3.2% 4.2% 2.8% 3.4% 4.1% 3.5% 5.0% 4.0%
Gifts / Special Occasions
Specific ltem / Category Need 15.7% 13.7% 12.5% 14.6% 15.9% 15.8% 17.1% 16.1% 13.0% 14.7%
Unique / Hard to Find / Rare 12.6% 12.1% 9.9% 11.4% 11.7% 11.1% 12.8% 13.0% 8.7% 8.5% 12.1% 9.6%
General Need / Necessity 147% 151%  14.8% 187%  140% 11.7% 16.0% 149% 148% 132% 16.1% 14.7%
Custom / Handmade / Personalized 18.0% 17.5% 167% 12.8%  169%  162% 17.1%  146% 191% 183% 17.7%  154%
Convenience / Speed / Shipping 0.0% 0.6% 1.9% 1.1% 0.6% 0.9% 0.9% 0.9% 0.6% 0.9% 1.2% 0.7%
Saw It / Ad / Social Media Driven 0.5% 0.3% 1.4% 0.3% 0.3% 0.9% 1.4% 1.9% 0.0% 0.3% 0.3% 0.4%
Browsing / Window Shopping 1.6% 0.6% 1.1% 1.7% 1.1% 2.4% 0.9% 0.6% 1.2% 1.3% 0.9% 1.8%
Out of Stock / Compare to Other Retailer 1.1% 2.7% 1.1% 1.9% 3.2% 0.9% 2.0% 0.9% 1.2% 0.6% 1.6% 1.1%
Quality 0.0% 0.6% 0.8% 0.3% 0.3% 0.3% 0.3% 0.3% 0.0% 0.0% 0.0% 0.4%
Seasonal / Vacation 0.0% 0.3% 0.8% 0.3% 0.6% 0.9% 0.3% 0.3% 0.6% 0.9% 0.6% 0.4%
Don't Shop / Stopped Using 5.1% 2.4% 3.0% 3.6% 2.9% 4.2% 4.0% 5.6% 3.8% 3.8% 4.7% 4.4%
Other / Unclassified 17.7%

Wayfair

Jul-23  Oct-23 Jan-24 Apr-24 Jul-24 Oct-24 Jan-25 Apr-25 Jul-25 Oct-25 Jan-26 Apr-26
Base (n) 250 268 276 295 262 258 271 276 227 243 250 241
Price / Deals / Sales 132%  127% 12.0% 125% 13.0% 12.0% 8.5% 12.3% 9.7% 10.7%  124%  10.0%
Gifts / Special Occasions 5.6% 4.5% 5.4% 7.8% 5.0% 4.3% 4.4% 4.0% 6.2% 4.5% 5.6% 5.0%
Specific ltem / Category Need | 356%  440% 417%  417%  443%  415%  450%  428%  445%  44.0%  424% | 48.1%
Unique / Hard to Find / Rare 2.8% 2.2% 1.1% 6.1% 2.7% 4.3% 2.6% 2.2% 3.1% 1.6% 3.2% 2.1%
General Need / Necessity 14.0% 13.4% 11.6% 15.9% 11.1% 13.2% 12.9% 15.6% 18.5% 16.5% 16.0% 16.6%
Custom / Handmade / Personalized 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.4% 0.0% 0.4% 0.0%
Convenience / Speed / Shipping 0.8% 2.2% 1.4% 0.3% 1.5% 1.2% 2.2% 1.4% 0.4% 0.8% 2.8% 0.4%
Saw It / Ad / Social Media Driven 0.4% 0.7% 0.4% 0.7% 1.1% 0.4% 1.5% 0.7% 0.4% 1.2% 1.2% 0.4%
Browsing / Window Shopping 2.4% 2.6% 1.1% 2.7% 1.5% 1.2% 0.4% 1.1% 1.3% 1.6% 0.4% 1.7%
Out of Stock / Compare to Other Retailer 0.4% 2.2% 1.4% 2.4% 2.3% 3.1% 1.8% 5.4% 1.8% 0.4% 1.2% 1.2%
Quality 1.2% 1.1% 1.8% 1.7% 0.4% 0.0% 2.2% 1.1% 0.9% 0.0% 1.2% 2.1%
Seasonal / Vacation 0.8% 1.1% 0.7% 0.3% 0.4% 0.8% 0.0% 0.7% 0.4% 1.6% 0.4% 1.2%
Don't Shop / Stopped Using 4.0% 4.5% 5.1% 5.1% 3.8% 5.4% 6.3% 6.2% 4.8% 6.6% 6.0% 4.1%
Other / Unclassified [344%  246% 297% 217% 286% 283% 255% 257% 282% 280%  27.2%  299%

Walmart

Jul-23 Oct-23 Jan-24  Apr-24 Jul-24  Oct-24 Jan-25 Apr-25 Jul-25 Oct-25 Jan-26 Apr-26
Base (n) 328 322 352 335 310 307 303 318 273 279 273
Price / Deals / Sales 17.1% _ 171% | 233% 167% 171%  221% 172% 151% 143% 115%  13.6%
Gifts / Special Occasions 8.8% 7.5% 8.1% 8.8% 6.9% 10.3% 12.1% 6.6% 9.1% 6.6% 6.5% 8.1%
Specific Item / Category Need - 186%  238% 233% 188%  218%  226% 189%  221% 220% 242% 269% 21.6%
Unique / Hard to Find / Rare 0.6% 1.4% 1.9% 2.3% 1.5% 2.3% 2.3% 1.3% 2.5% 3.3% 2.5% 2.6%
General Need / Necessity 10.4% 10.9% 14.3% 12.2% 9.3% 15.2% 11.4% 12.2% 11.9% 14.7% 14.0% 12.1%
Custom / Handmade / Personalized 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Convenience / Speed / Shipping 8.8% 6.1% 4.0% 6.3% 5.1% 3.9% 7.8% 6.6% 7.2% 7.0% 6.8% 4.4%
Saw It/ Ad / Social Media Driven 0.9% 0.3% 0.3% 0.0% 0.3% 0.0% 1.0% 0.0% 0.6% 1.1% 0.4% 0.0%
Browsing / Window Shopping 0.6% 0.7% 0.3% 0.9% 1.5% 1.0% 0.0% 1.3% 0.3% 0.7% 0.4% 1.1%
Out of Stock / Compare to Other Retailer 7.9% 71% 9.0% 6.8% 8.1% 7.4% 6.2% 11.2% 7.2% 8.4% 5.0% 6.6%
Quality 0.3% 0.7% 0.9% 0.3% 0.3% 0.3% 0.0% 0.3% 0.6% 1.1% 0.0% 0.7%
Seasonal / Vacation 0.9% 0.3% 0.6% 0.3% 1.5% 0.6% 1.0% 1.0% 2.5% 0.0% 0.7% 0.7%
Don't Shop / Stopped Using 5.2% 5.1% 5.0% 5.1% 5.7% 5.5% 3.3% 5.0% 6.6% 6.6% 7.5% 8.4%
Other / Unclassified —
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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.

Oct-24

Jan-25 Jul-25  Oct-25

Apr-25

Jan-26

Apr-26

Jul-23  Oct-23 Jan-24
Base (n) 362 368 369
Price / Deals / Sales 12.2% _ 12.5%
Gifts / Special Occasions 10.2% 11.7% 11.7%
Specific ltem / Category Need
Unique / Hard to Find / Rare 1.4% 1.9% 2.4%
General Need / Necessity 9.9% 8.2% 10.6%
Custom / Handmade / Personalized 0.0% 0.0% 0.0%
Convenience / Speed / Shipping 4.1% 2.7% 4.3%
Saw It/ Ad / Social Media Driven 1.7% 0.8% 0.5%
Browsing / Window Shopping 1.7% 1.6% 1.1%
Out of Stock / Compare to Other Retailer 5.5% 3.5% 7.6%
Quality 1.1% 0.5% 1.9%
Seasonal / Vacation 2.2% 1.1% 1.1%
Don't Shop / Stopped Using 7.7% 8.4% 4.9%

Other / Unclassified

Target
Apr-24 Jul-24
381 363
16.3% 16.3%
12.3% 11.8%
2.4% 1.7%
7.9% 6.3%
0.0% 0.0%
3.7% 3.6%
0.3% 0.8%
1.3% 1.1%
5.8% 8.5%
0.3% 0.3%
1.0% 1.7%
6.0% 4.4%

Temu

366
13.9%
15.3%

2.2%
9.8%
0.0%
3.0%
0.3%
1.1%
4.6%
0.5%
1.4%
6.6%

358 332 362 342

16.8%  19.9%  191%  12.9%

14.0% 8.4% 10.5% 10.8%
1.7% 1.8% 1.7% 2.6%
9.5% 9.6% 8.0% 10.5%
0.0% 0.0% 0.0% 0.0%
3.9% 3.9% 3.3% 4.1%
0.6% 0.3% 0.6% 0.3%
0.8% 1.5% 1.7% 1.5%
6.1% 7.5% 4.7% 5.0%
0.6% 0.9% 0.8% 1.2%
0.6% 0.9% 3.0% 2.0%
6.4% 6.6% 7.2% 7.6%

296
9.5%
9.1%

1.4%
8.4%
0.0%
1.4%
1.7%
0.7%
4.4%
1.4%
1.4%
9.8%

331
13.6%
12.1%

1.2%
7.9%
0.0%
3.6%
0.3%
1.8%
6.0%
0.6%
1.5%
6.0%

Jul-23  Oct-23 Jan-24 Apr-24 Jul-24 Oct-24 Jan-25 Apr-25 Jul-25 Oct-25 Jan-26 Apr-26
Base (n) 142 193 211 189 208 240 243 228 279 275 254 249
Price / Deals / Sales | 254%  238% 237% 259%  260% 246%  284%  289% 229%  182%  220%  20.9%
Gifts / Special Occasions 2.1% 10.9% 13.7% 11.6% 6.7% 12.9% 10.3% 7.0% 9.3% 12.4% 11.8% 7.6%
Specific tem / Category Need 10.6% 11.4% 18.0% 17.5% 16.3% 16.3% 13.6% 16.5% 15.3%
Unique / Hard to Find / Rare 3.5% 2.1% 1.4% 2.6% 1.4% 2.5% 2.1% 2.2% 1.8% 1.8% 3.1% 2.4%
General Need / Necessity 4.2% 4.1% 10.9% 10.6% 6.7% 7.1% 8.2% 7.5% 6.1% 6.2% 71% 6.0%
Custom / Handmade / Personalized 0.0% 0.0% 0.0% 0.0% 0.0% 0.4% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Convenience / Speed / Shipping 1.4% 3.1% 4.3% 2.1% 2.9% 2.5% 3.3% 2.6% 3.6% 2.9% 2.0% 3.6%
Saw It/ Ad / Social Media Driven 2.8% 1.0% 0.9% 1.6% 2.4% 2.9% 3.3% 3.9% 0.4% 1.8% 2.4% 2.8%
Browsing / Window Shopping 5.6% 7.3% 2.8% 3.7% 4.3% 4.6% 2.1% 3.9% 2.5% 2.5% 2.0% 2.8%
Out of Stock / Compare to Other Retailer 0.7% 3.1% 0.5% 0.5% 1.4% 1.3% 3.3% 0.9% 1.8% 1.1% 0.8% 0.4%
Quality 1.4% 4.1% 1.9% 2.6% 2.9% 2.5% 0.8% 1.8% 4.7% 2.2% 1.6% 1.6%
Seasonal / Vacation 0.7% 0.5% 2.4% 1.6% 0.5% 1.3% 0.4% 1.3% 2.9% 0.4% 2.0% 0.4%
Don't Shop / Stopped Using 8.5% 3.6% 5.3% 7.1% 10.3% 6.6% 7.9% 6.2% 7.1% 8.8%
Other / Unclassified

Shein

Apr-24

Jul-24

Oct-24

Jan-25 Apr-25 Jul-25  Oct-25

Jan-26

Apr-26

Jul-23  Oct-23 Jan-24
Base (n) 138 147 167
Price / Deals / Sales 11.4%

Gifts / Special Occasions 8.7% 12.9% 13.8%
Specific ltem / Category Need

Unique / Hard to Find / Rare 0.7% 0.7% 1.8%
General Need / Necessity 11.6% 10.2% 9.6%
Custom / Handmade / Personalized 0.0% 0.0% 0.0%
Convenience / Speed / Shipping 2.9% 4.8% 4.8%
Saw It/ Ad / Social Media Driven 1.4% 1.4% 0.6%
Browsing / Window Shopping 0.7% 2.7% 0.0%
Out of Stock / Compare to Other Retailer 1.4% 0.7% 2.4%
Quality 1.4% 0.0% 2.4%
Seasonal / Vacation 7.2% 3.4% 4.8%
Don't Shop / Stopped Using 5.1% 2.7% 7.2%

Other / Unclassified

Tickers: TGT

137
17.5%
9.5%

3.6%
12.4%
0.0%
0.0%
0.7%
2.2%
0.0%
1.5%
9.5%
5.1%

161

9.9%

0.6%
6.2%
0.0%
1.2%
0.6%
3.7%
0.0%
1.2%
4.3%
5.6%

157

13.4%

0.6%
4.5%
0.0%
1.3%
1.9%
2.5%
0.6%
2.5%
3.8%
2.5%

171 153 205 211

9.4% 5.9% 8.3% 12.8%
0.6% 0.0% 0.5% 1.4%
9.4% 10.5% 10.7% 6.2%
0.0% 0.0% 0.0% 0.0%
2.9% 3.9% 2.9% 1.4%
0.0% 2.6% 0.5% 1.4%
1.2% 3.3% 2.4% 0.9%
0.6% 2.0% 0.5% 0.0%
2.9% 1.3% 0.5% 1.9%
2.9% 3.3% 7.3% 5.7%
5.8% 6.5% 3.4% 4.7%

179

8.9%

2.2%
11.2%
0.0%
2.8%
2.2%
1.1%
0.6%
1.7%
3.4%
6.7%

187

180% 207%  16.0%

10.2%

1.1%
4.3%
0.0%
2.1%
1.1%
2.1%
1.1%
21%
1.6%
4.8%
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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
Shein

| Apr (26)
TikTok Shop

m Jan (26)

m Oct (25)

Ebay = dl (25)

| Apr (25)

m Jan (25)

Etsy m Oct (24)

m ]yl (24)

u Apr (24)
Amazon

B Jan (24)

mOct (23)

Wayfair = ul (23)
Walmart
Target

Never Rarely Occasionally Often Very Often
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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.

8.7%

None at all
m Apr (26)

m Jan (26)
m Oct (25)
m Jul (25)
0.3% m Apr (25)
m Jan (25)
m Oct (24)
mJul (24)
= Apr (24)
® Jan (24)
W Oct (23)
® Jul (23)

A little

A moderate amount

A lot

28.0%
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.

46.1%
I go to the Etsy site or app to browse
generally
m Apr (26)
9% m Jan (26)
I go to the Etsy site or app with a
specific item in mind to search for = Oct (25)
m Jul (25)
m Apr (25)
I search on Google or another search -] 5
engine and click on an Etsy link an (25)
m Oct (24)
mJul (24)
I see something on social media that I
click on and get redirected to Etsy u Apr (24)
® Jan (24)
m Oct (23)
Other (please specify) m Jul (23)

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

Posed to all respondents

Apr (26) 3.3
Jan (26) 3.21

Oct (25) 3.17

Jul (25) 3.15

Apr (25) 3.03

Jan (25) 3.23

Oct (24) 3.18

Jul (24) 3.13

Apr (24) 3.19

Jan (24) 3.2

Oct (23) 3.03

Jul (23) 3.17

Apr (23) 3.08

Jan (23) 3.19

Oct (22) 3.01

Jul (22) 3.08

Apr (22) 3.22

Jan (22) 3.28
Oct (21) 3.31
Jul (21) 3.37
Apr (21) 3.36
Jan (21) 3.26
Oct (20) 3.2

Jul (20) 3.31
Apr (20) 3.02

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) 3.22

Jul (16) 3.34
Apr (16) 3.20

Jan (16) 3.22

Oct (15) 3.22

Jul (15) 3.23

Apr (15) 3.30
Jan (15) 3.29

Very Weak Confidence Very Strong Confidence

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

Posed to all respondents

“ Apr (26)
Jan (26)
Oct (25)
Jul (25)

“ Apr (25)

= Jan (25)

m Oct (24)

= Jul (24)

" Apr (24)
Jan (24)

m Oct (23)

= Jul (23)

u Apr (23)

® Jan (23)

m Qct (22)
Jul (22)

m Apr (22)

® Jan (22)

® Qct (21)

mJul (21)

m Apr (21)

= Jan (21)

m Oct (20)

= Jul (20)

m Apr (20)

® Jan (20)

® Oct (19)

= Jul (19)

m Apr (19)

® Jan (19)

Shopping Online

Shopping In-Stores

Shopping at Malls

Much Less Popular Less Popular Same More Popular Much More Popular
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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:

3.84
TikTok Shop
3.74 = Apr (26)
Wish.com m Jan (26)
m Oct (25)
_ 3.61 m Jul (25)
Shein = Apr (25)
3.54 ® Jan (25)
Wayfair m Oct (24)
mJul (24)
3.53 m Apr (24)
Temu m Jan (24)
m Oct (23)
Walmart m Jul (23)
m Apr (23
3.44 Pr(23)
Target
3.44
Amazon
3.42
Etsy
3.39
Ebay

It has significantly worsdbhéds slightly worsened ~ No change It has slightly improvedt has significantly
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:

AMazon
Ebay

Ftsy = Apr (26)

= Jan (26)

Wayfair m Oct (25)

m Jul (25)

—— m Apr (25)

Overstock [ = Jan (25)

m Oct (24)

—_— m Jul (24)

TikTok Shop —_————————————————— = Apr (24)

I I I m Jan (24)

. m Oct (23)

Shein =0ul (23)

— m Apr (23)

o mJan (23)

Wish.com
0-Verylow 1 9 10- Very N=

Trust HighTrust  Etsy 718
Amazon 912
Ebay 828

TikTok Shop 503
Overstock 585
Wayfair 737
Wish.com 444
Temu 763
Shein 612
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ARE YOU CURRENTLY A SUBSCRIBER TO AMAZON PRIME?

Posed to Amazon users

28.0% ~ Apr (26)
i - Jan (26)
- Oct (25)
~Jul (25)
= Apr(25)
" Jan (25)
~ Oct (24)
S ul(24)
" Apr(24)
mJan (24)
® Oct (23)
= Jul (23)
= Apr(23)
“Jan (23)
mOct (22)
mul(22)
W Apr(22)
: mJan (22)
- 61.1%  ®Oct(21)
E = Jul (21)
® Apr(21)
mJan (21)

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%
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REASONS FOR NOT BEING PRIME MEMBERS

Posed to Amazon users who are NOT currently Prime members.

Here is the overall breakdown of why respondents are not subscribed to Amazon Prime:

Category Percentage Count
Cost / Too Expensive / Not Worth It 51.42% 3,898
Other / Unclassified (unique edge cases) 14.81% 1,123
No Need / Uninterested / Free Shipping is  10.45% 792
Fine

Don't Shop on Amazon Enough 9.67% 733

| actually am a subscriber (survey 4.08% 309
misclicks)

Use Someone Else’s Account / Shared 3.79% 287
Blank / Mo Reason / Unsure 3.30% 230
Cancelled f Bad Experience / Free Trial 0.84% &4
Expired

Prefer Other Stores / Dislike Amazon 0.82% &2

(e.g.. "support local”)

Shipping / Delivery |ssues 0.42% 32

Mewver tried / Haven't bothered 0.41% 1|
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REASONS FOR NOT BEING PRIME MEMBERS

Posed to Amazon users who are NOT currently Prime members.

Tickers: AMZN

Here are the inear regression results, sorted by R*:

Category

Frefer Other Stores /
Dislike Amazon

Cost / Too Expensive /
Mot Warth It

Shipping / Delivery
Issues

No Need /
Uninterested / Free
Shipping is Fine

| actually am a
subscriber

Never tried f Haven't
botherad

Use Someone Elsa’s
Account f Shared

Other / Unclassified

EBlank f No Reason /
Unsure

Cancalled / Bad
Experience [/ Just did
fraa trial

Don't Shop on
Amazon Enough

R*

01004

0.0861

0.0802

0.0707

0.0645

00269

0.0253

0.0200

0.0030

0.0010

0.0004

P-Value

047

0457

01609

g

0.2105

04231

04380

0.4910

0.7914

0BTH

09239

Trend Direction

Diowm

Up

Up
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WHEN DID YOU START YOUR CURRENT AMAZON PRIME MEMBERSHIP?

Posed to Amazon users who are Prime members.

More than a year ago

Apr (26)
m Jan (26)
= Oct (25)
= Jul (25)

Apr (25)
mJan (25)
= Oct (24)
= Jul (24)
m Apr (24)
= Jan (24)
= Oct (23)
m Jul (23)
B Apr (23)
HJan (23)
m Oct (22)
= Jul (22)
= Apr (22)
m Jan (22)
B Oct (21)
mJul (21)
= Apr (21)
® Jan (21)
= Oct (20)
= 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
Apr (26)

® Jan (26)
m Oct (25)
= Jul (25)

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

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
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HAVE YOU EVER BEEN AN AMAZON PRIME SUBSCRIBER IN THE PAST?

Posed to Amazon users who are not prime subscribers

57.7%

= Apr (26)
“Jan (26)
. Oct (25)
= Jul (25)
1 Apr (25)
i Jan (25)
1 Oct (24)
i Jul (24)
-~ Apr (24)
i Jan (24)
3 0ct (23)
| Jul (23)
m Apr (23)
m Jan (23)
17 0ct (22)
® Jul (22)
| Apr (22)
| Jan (22)
| Oct (21)
m Jul (21)
1 Apr (21)
® Jan (21)
m Oct (20)
| Jul (20)
m Apr (20)
® Jan (20)
1 Oct (19)

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

0% 20% 40% 60% 80% 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 all respondents

. 31 Apr (26)

: Jan (26)

Oct (25

= Apr (25

_— e
Walmart %ﬁt(%)
1 Apr (24)

2.35 #Jan (24)

—_— " 0ct (23

Target | Jtﬁ ((23))

1 Apr (23)
203 Jan (3)

#0ct (22

Ebay " Jucl ((22))
0 Apr (22)

178 mJan (22)

B0ct (21
Temu Jucl ((21))
B Apr (21)
1.68 HJan (21)

= 0ct (20)

 Apr (20)

159 1 Jan (20)

. = mOct (19)

Shein mJul (19)

m Apr (19)

158 mJan (19)

m0ct (18)

Wayfair % % Jul (18)
B Apr (18)

. I/ mJan (18)

mOct (17)

TikTok Shop mJul(17)
B Apr (17)

i Jan (17)

Overstock
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

Amazon
Walmart

Target

TikTok
Shop

Shein
Temu
Wish.com
Wayfair
Etsy

Overstock

Not Loyal At All

2.68
2.58
2
1.97
1.94
1.85
Somewhat Loyal Loyal

Tickers: AMZN, W, ETSY, WISH, Shein, PDD, EBAY, WMT, TGT, TikTok

Apr (26)

Jan (26)

Oct (25)

Jul (25)

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

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

Very Loyal
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AMAZON USERS — HAVE YOU PURCHASED AN ITEM FROM AMAZON DURING THE PAST THREE
MONTHS?

Posed to Amazon users

60%

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)
Oct (25)
Apr (26)
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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?

o-1 -0-2 03+

100%

90%

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

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

Tickers: AMZN
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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

AMAZON USERS — EXPECTED USAGE

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

80% -

70%

50% -

40% -

30% -

20%

10% -

Oct (13)
Apr (14)
Oct (14)
Apr (15)
Oct (15)
Apr (16)
Oct (16)
Apr (17)
Apr (18)
Oct (18)
Apr (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)
Apr (26)
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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?

Apr (26)
Jan (26)

24.3%

25.9%

Oct (25) 27.3%
Jul (25) 22.8%

Apr (25) 25.2%

Jan (25) 27.5%
Oct (24) 25.0%

Jul (24) 24.8%

Apr (24) 30.1%
Jan (24) 27.2%
Oct (23) 28.5%
Jul (23) 27.7%
Apr (23) 31.6%

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%

31.9%
31.2%
29.3%
32.2%

32.2%

29.2%
30.6%

34.3%

36.8%
34.2%
1%
35.1%

40%

60%

80%

= Yes

100%

Apr (26)
Jan (26)
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)

Tickers: W

24.6%

0% 20%

25.5%
28.2%

22.8%

21.5%

26.5%
30.4%

22.6%

27.6%

24.2%

24.2%

27.1%
28.0%

33.9%

40%

60%

80%

= Yes

100%
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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%

Tickers: W

= Apr (26)
mJan (26)
= Oct (25)

Jul (25)
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WAYFAIR USERS — EXPECTED USAGE

62.0%

I expect my usage to REMAIN THE SAME

I expect my usage to DECREASE

I expect my usage to INCREASE

0% 20% 40% 60%

Tickers: W

80%

= Apr (26)
= Jan (26)
1 0ct (25)

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

Jan (24)
m Oct (23)
m Jul (23)
B Apr (23)
mJan (23)
H Oct (22)
mJul (22)
B Apr (22)
mJan (22)
m QOct (21)
mJul (21)
H Apr (21)
®mJan (21)
m Oct (20)
| Jul (20)
m Apr (20)
mJan (20)
B Oct (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 (26)
Jan (26)
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

Tickers: W

0%

20%

40%

60%

Apr (26)

Jan (26)
m Oct (25)
m Jul (25)
m Apr (25)

Jan (25)
m Oct (24)
m Jul (24)
H Apr (24)
m Jan (24)
m Oct (23)
= Jul (28)
m Apr (23)
®mJan (23)
m Oct (22)
| Jul (22)
m Apr (22)
= Jan (22)
mOct (21)
mJul (21)
m Apr (21)
mJan (21)
m Oct (20)
= Jul (20)
H 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.

Apr (26) 2.95
Jan (26) 2.83
Oct (25) 2.82
Jul (25) 2.67
Apr (25) 2.66
Jan (25) 2.62
Oct (24) 2.65
Jul (24) 2.49
Apr (24) 2.55
Jan (24) 2.71
Oct (23) 2.64
Jul (23) 2.68
Apr (23) 2.77
Jan (23) 2.71
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 NOT Probably WILL Definitely WILL

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.

: : 3.55

)

)

)
m Jul (25

= Apr (25)

Jan (25)

m Oct (24)
= Jul (24

m Apr (24)

m Jan (24)

m Oct (23)

)

)

)

)

)

)

)

)

Shopping for furniture at other
online websites/apps

3.49 = Jul (23
m Apr (2
mJan (2
m Oct (2
mJul (22
B Apr (2
®Jan (2
B Oct (2
mJul (21
W Apr (2
mJan (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.

64.5%
Apr (26)
Jan (26)

m Oct (25)

m Jul (25)

m Apr (25)
Jan (25)

m Oct (24)

m Jul (24)

W Apr (24)

m Jan (24)

m Oct (23)

= Jul (23)

W Apr (23)

m Jan (23)

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.
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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.

Tickers: W, AMZN
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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
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DO YOU PLAN TO DO ANY OF THE FOLLOWING IN THE NEXT FEW MONTHS?

Posed to ALL respondents.
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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)?

20%
10 TSR
0%

~ ~~ o) ~~ N ~~ N on) N ~~ N ~~ ~~ ~~ ~~ ) N ron) N ~~ ~ ~~ ~
in In © © N N @ @@ oo @ © & @ @ 8§ & | & & In in ©
- = = oH H oH H A HdA NN N N N N N & N
N’ A A3 g A A A2 g A A A3 p— A p— o p— N’ p— N’ 3 N’ 2 N’
& U &8 ©U© &8 B &8 © &8 U &8 B© &8 B &8 ©B© &8 © &8 © &8 © =&
< O € O €« O € O € O € O € O« O € O <« O «« O <

Tickers: ETSY PAGE 75



BESPOKE Surveys

Online Retailers | April 2026

-
(%)
ag
-
Z
o
=
Lul
(WN]
o
a5
—
—
(%)
<
-
L
I
—
=
>
(%)
—
(WN]
=
o
o
L
=
Lol
=
=z
<
(@)
L
(%)
<
J5
O
o
)
(a8
2
o
>
L
>
<
u
[
%)
o
L
(%)
)
>
wn
-
Ll

Lk

(=]
N
o
<

30% e\ e Qe P\ A X O

7 D S sed6éé l,iifitddii

D00 oo

0%

(92) 4dy
(S2) 90
(S2) 1dy
(¥2) 90
(¥) 4dv
(€2) PO
(€2) 4dv
(€0 »0
(22) 1dv
(T2) 10
(12) 4dv
(02) PO
(02) 4dv
(61) 320
(61) Adv
(81) 10
(81) 4dy
(£1) PO
(£1) 4dy
(91) 30
(971) Adv
(ST) 10
(GT) 4dy

PAGE 76

Tickers: ETSY



Online Retailers | April 2026

BESPOKE Surveys

()
w
%)
<
®
o
I
at =
) d (@) (92) 4dy
3 (92) 1dy M (92) ver
> (s7) PO
L (s2)»o m (s2) in
2 ioll - BE o
— (+2) PO 7 i () po
%) — (¥2) It
= w2 o
L T
= & ()P0 G) (€2) PO
+ " ) (€2) In
W (€2) dv @) (€2) +dy
< : o~z me ueg
i P 72) PO
= w (wwpo _ulu N MNNW_”_HH
i 22) 1dy
= (e2) 10y = ¢ (z2) vec
2 S = o
(12) 1dy 2 (12) sy
Q_J ~ o (12) et
T ' (02) PO > (02) Po
— i (@) (02) Ing
pd (02) 4dy @) %w H,m
o i
S . : (67) 10 W - (6T) PO
H n,
T . ] ? (61) I
w T : (61) 4dy — (67) 4dv
e = : — (67) uer
T = w (8T1) PO > (81) PO
= O : =2 (81) un
S - (81) 4dv < (81) 4dy
n_M + m S : (8T) uer
< o w «nwo (1) wo
a o i W ; (¢1) In
= T (£1) ddv (@) : (1) 4dy
= = ° m (¢r) ver
> (91) PO H, Q : (91) 90
(2 ,_M L m (971) Inc
H < (91) dy O : (91) 4dy
= : < , (o1) uer
T w i (sT)P0 o : (s1)»0
© T i o m (s1)In
S - . (§1) Jdy AVn g (sT) Jdy
o =z N N 8 N L L £ £ £ £ £ £ £ £ g
o = 3 3 ? 3 S S S g ®& 8 & & & & § °
=2 _
sl 0
T o
%) w
< O %)
o D
O O >
o o [Vp)
o T —
o - i

PAGE 77

Tickers: ETSY



BESPOKE Surveys
Online Retailers | April 2026

(WH]
O
<
(2]
)
-
=z
Lol
O
(WN]
o
[
(%)
o
L
(%)
o
>
(%]
=
Ll

~O-My recent usage is the SAME

-O-My recent usage has DECREASED

-O-My recent usage has INCREASED

80%

70%

60%

50%

40%

0%

(92) 1dy
(92) uer
(s2) »0
(S Inc
(52) 1dy
(52) uer
(¥2) PO
¥2) Inc
(2) 1dy
(¥2) uer
(€2 »0
(€ Inc
(€2) 1dy
(g2) ver
(zd) »0
(zd) Inc
(20) dv
(22) uer
(19 0
(12) Inc
(12) 4dy
(12) uer
(02) 0
(02) Inc
(02) 1dy
(02) uer
(617) 0
(61) Inc
(61) 4dy
(61) uer
(81) 0
(81) Inc
(81) 4dy
(81) uer
(£1) PO
(1) Inc
(£1) 4dy
(£1) uer
(91) Y0
(o1) Inc
(91) 4dy
(9r1) uer
(1) 90
(ST) InC
(S1) 4dy

L
)
<
(%)
)
]
L
—
O
L
o
>
L
I
(%)
o
L
(%)
o
>
(%]
—
J

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

-0-1 expect my usage to DECREASE.

-0-T expect my usage to INCREASE.

80%

70%

60%

50%

40%

30%

20%

10% o

0%

(92) 1dv
(92) ueg
(52) vo
(s2) Ing
(52) 4dv
(52) uer
(¥2) »o
¥2) In
(¥2) 1dv
() uer
(€2) vo
(€2) Inc
(€2) 1dv
(€2) uer
(z2) vo
(¢2) Inc
(2e) 1dv
(22) uer
(12) PO
(12) Inc
(12) 4dv
(12) ueg
(02) »O
(02) Inc
(02) 4dv
(02) uer
(61) VO
(61) Ing
(61) 4dv
(61) uer
(81) O
(81) Ing
(81) 4dv
(81) uep
1) PO
(£1) Ing
(£1) 1dv
(1) ueg
(91) PO
(91) Ing
(91) 4dv
(91) uer
(s1) O
(ST) Ing
(S1) 4dv

PAGE 78

Tickers: ETSY



	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57
	Slide 58
	Slide 59
	Slide 60
	Slide 61
	Slide 62
	Slide 63
	Slide 64
	Slide 65
	Slide 66
	Slide 67
	Slide 68
	Slide 69
	Slide 70
	Slide 71
	Slide 72
	Slide 73
	Slide 74
	Slide 75
	Slide 76
	Slide 77
	Slide 78

