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If it’s handcrafted, 
vintage, custom, or 
unique, it’s on Etsy.
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The Path To 
Owning Special 
We believe Etsy is the antidote to 

commoditized commerce—I often call us 

the home for special. As massive e-tailers 

compete to dominate the world of the 

everyday, many of us shop with them for the 

commodities of life. They are increasingly 

commoditizing everything, reducing online 

shopping to price and speed of delivery. But 

it is very hard for them to be the place we 

want to go when we want something to be, or 

to feel, special. 

 

With so many moments in life deserving 

a human touch, we believe the market for 

“special” is enormous. In our top six geog-

raphies alone, online shopping spend in 

relevant categories is nearly $250 billion 

annually. And even after our strong growth 

in 2018, we are still very small compared to 

this market opportunity, with 2018 Gross 

Merchandise Sales (GMS) of $3.9 billion 

representing less than 2% market share. 

 

Etsy has two-sided vibrancy: buyers come 

because of our sellers, and sellers come 

While we are still in the early innings of real-

izing the opportunity for “owning special,” 

I am very proud of the progress our team 

made in 2019. We brought renewed focus to 

the business, made significant investments 

in product development, marketing, and 

technology and drove operational excellence 

and strong financial performance. GMS rose 

21%, revenue climbed 37%, and we signifi-

cantly improved our margins. 

Etsy has four areas of sustainable com-

petitive advantage, our “Right to Win,” 

where we are good today or plan to be great 

in the future.  

We start from a foundation of over 

60 million listings, which include 

handmade and vintage products 

from all over the world.  

A track of work on best-in-class 

search and discovery will surface 

high-quality items that feel curated 

to the individual shopper.  

Unlike other shopping destinations, 

there’s a person behind every item, 

waiting to answer your questions and 

personalize or customize that item 

just for you. 

Finally, the collective of Etsy’s 2.1 

million active sellers needs to feel 

to the shopper like a cohesive brand 

you can trust 

 

Over the past two years, we’ve raised the bar 

not only around delivering great business 

results, but also around having a positive 

impact on both people and the planet. 

Economic empowerment is our day job: by 

bringing more buyers to Etsy, we have put 

more money in our sellers’ pockets and 

helped them achieve their personal and 

financial goals. We are proud of our progress 

on gender diversity: we have achieved gen-

der parity at the leadership level, including 

our executive team and Board of Directors. 

We have also made great progress in miti-

gating our ecological impact, having recently 

become the first global ecommerce compa-

ny to offset 100% of carbon emissions gen-

erated by shipping. And we did it at a cost to 

us of less than a penny a package.   

I am extremely proud of our team’s work 

positioning Etsy for sustainable growth by 

building a world-class buying and selling 

experience.

Onward,

Josh Silverman  
Chief Executive Officer, Etsy
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Keep Commerce  
Human 
This is our mission. It’s at the heart of everything we do. In 2018, 
we introduced a new set of guiding principles. These principles 
serve as our North Star and reflect how we strive to act. They enable 
individuals, teams, and our entire company to have a greater impact 
as we work together to achieve our mission.

The Principles:
We Commit to Our Craft.  

Our work has the power to change lives. 

That’s why we strive to learn continuously 

and excel at what we do.

 

We Minimize Waste. 

 Time, resources, and energy are precious, 

so we focus only on what will have the great-

est impact.

 

We embrace differences.  

Diverse teams are stronger, and inclusive 

cultures are more resilient. When we seek 

out different perspectives, we make better 

decisions and build better products. 

We Dig Deeper.  

The best solutions to meaningful challenges 

are rarely easy or obvious. We stay curious, 

balance our intuition with insights, and 

decide with confidence

 

We Lead With Optimism.  

We believe in our mission, and we believe in 

each other. We see the world as it is, set am-

bitious goals, and inspire one another with 

generosity of spirit. Together, we reimagine 

what is possible.

Our Right to Win
In a world of increasing automation and commod-

itization, we believe creativity cannot be automated 

and human connection cannot be commoditized.  

 

There are several characteristics that differentiate 

Etsy. Collectively, we call them our “Right to Win.” 

By focusing on these areas, we aim to provide the 

best possible experience for our customers.

Best-In-Class Search
and Discovery

The Power of
Human Connections

A brand
you can trust

Our Collection of 
Unique ItemsOur Right to Win
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Connecting 
Real People
Buyers come to our marketplace to be inspired and delighted by 
the more than 60 million items lovingly crafted or curated by 
real people. In fact, 78% of buyers say they come to Etsy for 
items they can’t find anywhere else.* 

Etsy Sellers
They’re  at the very heart of our business. 

Powered by imagination, 2.1 million sell-

ers** use the Etsy platform to pursue 

their crafts and grow their businesses. 

 

Ranging from hobbyists to professional 

artisans, they are the creative force that 

captivates buyers and keeps us moving 

forward.

In addition to bringing our sellers millions of 

buyers, we offer them a range of tools and 

services to help them generate more 

sales and seamlessly run their business

es—from shipping and  tracking items to 

managing inventory, running ad campaigns 

and promotions, creating beautiful custom 

websites, and even bookkeeping and 

accounting.

Our vibrant community includes people 

buying and selling in nearly every country 

in the world. 

Financials
In 2018, we continued to nurture and invest 

in our marketplace. As a result, we connect-

ed more buyers and sellers than ever before, 

and delivered a strong performance across 

important financial and operating metrics.

* Accordingto a 2018 survey o f Etsy buyers.
** Active sellers as ofDecember 31, 2018.

2015

$2.39B

$273M

$365M $441M $604M

$2.84B
$3.25B

$3.93B

70%

2016
2017 2018

30%
30%

33% 35%

65%67%70%

% Domestic GMS Revenue% International GMS
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Total retail and online 
spend in all relevant 
categories in our six 
core geographies

$249B

$1.7T

Online spend in 
these categories 
and geographies

Etsy represents 
under 2% of this 
$249 billion market

Long-Term Goals
Make creative entrepreneurship a path 
to economic security and personal 
empowerment.
 
Enable equitable access to the  
opportunities that we create.

Goals Moving Forward 
Double U.S. Etsy sellers’ economic  
output by 2023. Invest in social programs 
that foster economic security and personal 
empowerment. Advance public policies that 
increase economic security and reduce 
administrative burdens for all.

Make Etsy a more inclusive and 
welcoming marketplace for people from 
underrepresented backgrounds.

Power our operations with 100% renewable 
electricity by 2020 and reduce the intensity 
of our energy use by 25% by 2025. Offer 
carbon-neutral shipping .

Our Addressable Market
With more and more people around the 
world choosing to purchase goods online, 
we believe we are in the early stages of 
our opportunity and that we have a large 
addressable market.

A Long Runway For  
Sustainable Growth.
 
Our impact strategy outlines the specific ways we seek to generate 
positive economic, social, and ecological value for our community 
and our stakeholders in a way that advances and supports our 
long-term business strategy.

Sources: Euromonitor (2018), Assoc. for 

Creative Ind. (Jan. 2018), Art Basel (2018), 

Hiscox (2018), IBIS.

Our Six Core Geographies
While Etsy sellers operate all over the world, our 
six core geographies are the United States, United 
Kingdom, Canada, Australia, Germany, and France.
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Empowering  
Entrepreneurs
At Etsy, we like to say that economic empowerment is 
our day job. We bring our sellers millions of buyers and 
provide them with tools and services that make it easy to 
run a business. From advocating for public policies that 
increase economic security, to providing financial relief 
when disaster strikes, we have our sellers’ backs.

A Ripple Effect
Etsy’s economic impact extends beyond the 
sales that our marketplace enables. Sellers 
pay for supplies, postage, rent, their taxes, 
and compensate their employees, all of which 
drives economic activity.  

According to our economic impact study, 
conducted by ECO Northwest, in 2018, U.S. 
Etsy sellers : 

 

Contributed $5.37 billion to the U.S. 

economy, more than double their direct 
business sales
 
Created 1.52 million jobs in the 
independent worker economy, enough 
jobs to employ the entire city of San 
Antonio 

Generated more than $1.76 billion in 

income  

Produced $3billion in additional 
economic value by harnessing their 
creativity and bringing unique products 
to market

There were 2.1M Total Active Etsy 
Sellers in 2018. Of those:

97% Run out of Homes

87% Sellers are Women

80% Business of One

53% First Sold Item

28% Live in Rural Areas
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A Culture of  
Diversity & Inclusivity 
Nurturing a culture of diversity and inclusivity has always been 
a part of Etsy’s DNA. Embracing diverse perspectives makes us 
stronger, more resilient, and enables us to be the best we can be. 

Here are just a few examples of our 
diversity and inclusion efforts:

Increasing our targeted 
recruiting efforts to 
reach candidates from 
underrepresented 
backgrounds

Creating hiring rubrics to 
ensure that all candidates 
are evaluated fairly and 
with objective criteria

Implementing a more formal 
company wide performance 
management process to 
support consisten and fair 
evaluations

Providing managers
with highlyinteractive
anti-discrimination and
anti-harassment training

Supporting employee 
resource groups (“ERGs”) 
in order to build a sense 
of community, develop 
new leaders, and amplify 
diverse voices within Etsy

Support for All
We continue to look across all of our processes 
and the entire employee life cycle to ensure that we 
welcome and support people of all backgrounds, 
genders, races, ethnicities, sexual orientations, 
ages, life stations, and abilities. 

Powerful Women
We’re proud that Etsy is a leader within our industry 
in terms of gender diversity. As of December 31, 
2018, women comprised: 56% of our employees, 
33% of all engineers, 52% of all director levels and 
up, and 50% of our board of directors.

Rachel Glaser of Etsy Inc.
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Protecting  
Our Planet 
In the face of a changing climate, we believe in being proactive 
in how we manage our resources. In 2018 and early 2019, we 
reached several key milestones that moved us closer to our 
goal of building long-term resilience by eliminating our carbon 
impacts and fostering responsible resource use. *According to research by 3Degrees.

Carbon-Neutral Shipping 
98% of Etsy’s total emissions stem from 
items shipped from our sellers to our buy-
ers. Although we do not actively manage this 
shipping process, we believe we should hold 
ourselves accountable for the environmental 
impact. 

That’s why in February 2019, we became the 
first global ecommerce company to offset 
emissions from shipping.* Each time some-
one makes a purchase on Etsy, we automati-
cally purchase verified emissions reductions 
through a third-party partner.
 
These purchases, which cost Etsy less than 
one penny per package, support environmen-
tal projects, including protecting forests that 
improve air quality and absorb carbon, spon-
soring wind farms that generate clean energy 
and replace fossil fuels, and developing 
greener methods for producing auto parts. 

Offsetting our shipping emissions is an 
important milestone as we work toward a 
long-term reduction solution. Although we are 
the first global ecommerce company to take 
this step, we hope we are not the last.
 

Sustainable Sources
In August 2018, we announced that we 
were joining Apple, Akamai, and Swiss Re 
to procure power from new solar and wind 
energy farms. This virtual power purchase 
agreement will allow us to drive a larger, more 
positive environmental impact than we would 
have achieved individually. 
 
We plan to use the renewable energy from 
this agreement to help power our operations 
and computing infrastructure, furthering 
our goals of creating a cleaner internet and 
reducing our impact on the planet. 

Migrating to the Cloud
In 2018, we kicked off our work on transition-
ing from our own data center infrastructure 
to Google Cloud Platform (GCP). Moving to 
flexible cloud-based infrastructure allows us 
to reduce energy consumption. This is a key 
step toward reaching our sustainability goal of 
reducing our energy consumption and pow-
ering Etsy with 100% renewable electricity 
by 2020. 

Zero Waste Operations
We’re proud to have achieved our goal of 
running zero waste operations globally in 
2018, two years ahead of schedule. In 2018, 
we diverted 95% of waste from landfills or 
incineration across our offices globally, well 
above the 90% threshold to be considered 
“Zero Waste.”
 
For more details on our ecological impact 
work and recent progress, please see page 18 
of our 10-K.
 
For more details on our ecological impact 
work and recent progress, please see page 18 
of our 10-K 

Our Impact Strategy
We believe that consumers are demanding 
more of the businesses they support and that 
the companies best positioned to succeed 
will build win-win solutions that are good 
for people, the planet, and profit. We are 
committed to growing sustainably by aligning 
our mission, guiding principles, and business 
strategy.
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Integrated 
Value Model 
Etsy creates value and empowers people every day. When 
everything is working together the way we envision, the 
result is financially empowered sellers, delighted buyers, 
a strong and vibrant team of employees, and a healthy 
planet—all contributing in their own unique way 
to fulfilling the Etsy mission.

Is filled with not only 
our buyers, sellers, and 
employees, but all of those 
who make it possible for us to 
live our mission. 

Our community Empowers 
people who come together 
to Keep Etsy, Inc. Commerce 
Human.

Is a trusted marketplace 
where sellers can grow 
and pursue their creative 
businesses and buyers can 
find unique and special items. 
This is all supported by our 
passionate team at Etsy. 

Sellers turn their creativity 
into thriving businesses by 
connecting with a global 
community of buyers

Our Business

Our Community

Includes a set of external factors 
that support our success, such as: 
a strong ecommerce foundation; 
access to clean, renewable energy; 
laws that allow creativity and 
entrepreneurship to thrive; and a 
healthy natural environment.

Our Ecosystem



55 Washington Street, Suite 512, 
Brooklyn, New York 11201.
(718) 855-7955
www.etsy.com

@Etsy


