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Survey Summary

Total of 30K respondents — 27K after data scrubbing

96% of the respondents are female

Most respondents buyers (or “Both™)
» Buyers — 46%
* Both — 39%
e Sellers — 10%
* None of the above — 5%



Buyers — Summary

Buyers

* Female — 96%

» Average 32 years old (41% 25-34)

e Live in the U.S. — 82%

* Well educated — 63% graduated from college
» 17% Students

» Majority employed full time 49%
* Full-time moms 23%
 Students 17%

Gemographics \

KHousehoId Income $67K /
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Behavior and Attitudes

* Find Etsy through friends and blogs
* Visit Etsy for unique, well crafted products
* Many are “occasional artists” (68%)
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Webographics

» 72% have a profile on at least one social
networking community

* Frequent online shoppers

» Most likely to use text based search over other
search options

» 36% blog
\__ _/




Buyers — Demographics

Buyers

Employment

Other(Not Employed, i 3%
looking for work etc.)

Retired

Student

Homemaker/Domestic
Engineer

Self- Employed

Employed Part Time

4%

Iz%
2%

13%

17%

Income

Household

. Buyer

Qverall

Income $64,679

67% under $75K

Education

B
Some High School
3%

6%
High School Diploma - ’

Some College
college Degree TN

Master's Degree

l 3%
Doctorate

Marital Status

RS-

I o
Harried

%

~ 63%

32% have children




Buyers

82% of buyers are from the U.S., 95% in English
speaking countries

Distribution across other countries
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Buyers

Buyers mainly learn about Etsy and handmade
products from friends and blogs

How buyers hear about Etsy Where buyers learn about handmade products

,
.
R 19% - ' 0gs 17%
o Websearcn NN . s
\
.

.
8% TSl Friends - 14% P

. . . 5% B Y -
Social networking site - B

6% Craft Fairs - 10%
Magazine
9 5%
2%

Craft Fair or other event

3% Boutique stores

Newspaper

) I 1% Magazines 4%
Advertisement

. 1%
Television
(]
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Buyers

Advanced search is most important for buyers

Feature importance Behavior and Attitudes
R e R e B e e
1
Advanced Search 29% 67% i ! | use text based search to find items | want 31% 75%
| 1
' | lsearch for items by looking at the individual
Listing of recently listed items 32% 57% [ 34% 65%
i : category pages
. 1
Main Showcase 29% 54% o It is easy to find what | want on Etsy 34% 54%
1
1 | o e o e
Category Showcase 31% 52% | | search for items by looking at other people's 2004 35%
! Favorites 2
Wish lists 25% 48% |
et e > e 1 I feel overwhelmed by the number of products on 2206 33%
Etsy
Gift Guides 24% 37%
I use shop local to find items on Etsy 12% | 18%
Shop Local 23% 37%
l use the Treasury to find items | want 10% 15%
Holiday Showcase 23% 34%
i i 0, 0
Personal Treasuries 17% 25% | use the Color Picker to find products on Etsy 10%  14%
Storque Showcase 15%  23% | use the Geolocator to find items on Etsy % 11%
Community Section 15%  22% | use the Time Machine 2 to find items | want % 10%
TimeMachine B 15% | use the Time Machine to find items | want % 8%
. Very Important Important . Strongly Agree Agree




Buyers are primarily looking to find unique, handmade

products and to support independent artists

Buyers

I shop on Etsy to find products no one else has.

I shop on Etsy because | value handmade goods.

I shop on Etsy because | want to support independent artists.

I am willing to pay more for high quality, well crafted items

I find the checkout process on Etsy to be easy

Ishop on Etsy because I find the items very affordable.

lam more likely to shop on Etisy because of their progressive
social values.

I shop primarily for myself on Etsy.

I shop on Etsy primarily to buy gifts for others.

. Very Important Important

Reasons buyers shop on Etsy

36%

27%

30%

20% 31%

B

Il

40%

28%

64%

58%

53%

23% 92%
25% 92%
24% 88%

80%

74%



Sellers - Summary

Sellers

*Female — 96%
*Average 35 years old (slightly older than
buyers)
*55% married — 46% have children
eLive in the U.S. — 86%
*Well educated — 58% graduated from college
*33% employed full time
» 25% Self-employed

6emographics \

*Household Income $62K (slightly lower than
wyerS) /

/

Behavior and Attitudes

*Find Etsy through friends and blogs
*Visit Etsy for unique, well crafted products
*Most are “part-time” artist/artisan/crafter - 68%
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Webographics

*78% have a profile on at least one social
networking community
*51% blog
*40% use Etsy mini and find it a valuable tool
* 50% don’t use it or have never heard of it
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Sellers — Demographics

Sellers

Employment

Other(Not Employed, i 5%
looking for work etc.) 4%

Retired

Student

Homemaker/Domestic

Engineer

Self- Employed

Employed Part Time

B 3%

2%

[ ED

—

13%

13%

Average
Household
Income

. Seller/ Both

Overall

Income

$64,679

Education

Some High School
High School Diploma

Some College

1

! College Degree

:

1

! - 12%
| Master's Degree
1

1

1

1

1

1

1

1

1

1

1
1
1
1
1
1
1
:
i>58%
1
1
1
1
1
1
1
1
1

Marital Status

22%

Single

26%

In a relationship

Married .
49% children
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86% of sellers are from the U.S., 96% in English
speaking countries

Sellers
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OR
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Most sellers hear about Etsy from a friend or online

Sellers

. Seller/ Both

Overall

How

Friend

Web search

Social networking site

Magazine

Craft Fair or other event

Newspaper

Advertisement

Television

sellers heard about Etsy

______________________________________________________ |
I

35%

1

1

1

1

1

1

19% :
1

16% 1
1

1
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Most sellers consider themselves “part-time” artisans

Sellers

| am an occasional
artist/artisan/crafter

lam a part-time
artist/artisan/crafter

lam a full-time
artist/artisan/crafter

. Seller/ Both Overall

19%

23%

14%

40%

46%

58%
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78% of seller respondents sell on Etsy

Sellers

Where Sellers Sell their Products

< o tsy I 75%
CraftArt showe. B o
Other

Boutique stores
Own Web site

Ebay

Galleries

Online Marketplaces

Craft stores

Mail order/catalog

Note: Where sellers sell their products — respondent allowed to pick all that applied
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Sellers are most interested in advanced search, store

promotion opportunities and wish lists

Sellers

Feature importance

Advanced Search 26% 74%
Listing of recently listed items 29% 71%
Storepromotion opportunities 25% 62%
Main Showcase 24% 51%
Wish lists 23% 47% <€

Advanced site statistics 19% 45%

Category Showcase 24% 44%
Mentoring for Etsy users 22% 43%

Shop Local 23% 41%

Community Section 21% 40%

Personal Treasuries 21% 37%
Holiday Showcase 20% 35%
Gift Guides 21% 34%

Storque Showcase 17% 28%

Time Machine 14% 27%

. Very Important

Important

________________________________________________________________________________________________

Also, very
important to
buyers
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Most buyers and sellers are on social networking sites

Buyers

Sellers

MySpace

Facebook

Flickr

Yahoo Groups

Friendster

Ning

Meetup

Twitter

None of the above

43%

44%

39%

28%
36%

18%
23%

8%
7%

I %
5%

-4%

5%

3%
3%

28%
25%

|

46%

72% of buyers have a profile on one or more

social networking site

B suyer Overall

MySpace

Facebook

Flickr

Yahoo Groups

Friendster

Ning

Meetup

Twitter

None of the above

50%

46%

39%

36%

78% of sellers have a profile on one or more

social networking site

. Seller/ Both . Agree 17




Jewelry, accessories and art are the top three categories for

both buyers and sellers

Top ten categories for buyers

Top ten categories for sellers

Jewelry

Accessories

Art

Bags And Purses

Clothing

Paper Goods

Vintage

Knitting

Bath And Beauty

Supplies

54%

52%

Jewelry

Accessories

Art

Bags And Purses

Paper Goods

Clothing

Children

Supplies

Knitting

Crochet

18

42%



