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2020 was a year that needs no introduction. It brought us 
face-to-face with tragedies and generation-defining events, 
challenged assumptions, and upended everything from 
daily routines to entire industries. As the world changed, 
it shined a light on which companies could adapt to a new 
normal and rise to the challenge of serving their customers 
and communities in new and often more profound ways. 

For Etsy, circumstance met preparedness and we showed 
the world what we’ve long believed to be true: Etsy has a 
real opportunity to be a disruptive force in e-commerce and 
play a meaningful role in the global economy. We rose to the 
occasion in a big way, and the world took notice.

Keep Commerce Human
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Last spring, Etsy sellers, most already working from home and unencumbered by 
traditional supply chains, pivoted their businesses overnight to meet surging demand 
for everyday essentials while offering the human connection that we all craved during 
lockdown. With their hand-crafted items, inspired creativity, high-touch customer 
support and personalized notes, they brought joy to customers while generating 
income to help feed their families and pay their bills.

Take Amy Price, a costume designer who found herself out of work when the lights 
went out on Broadway. Looking to make ends meet, she began sewing masks and 
eventually listed them on Etsy. As sales flowed in to her shop Amy Price Design,  
Amy realized that the opportunity for her to build an online business was much greater 
than masks, so she expanded her product lineup to include jewelry and homewares. 
Ultimately, Amy’s creativity and entrepreneurial spirit, coupled with the power of the 
Etsy marketplace, enabled her to be as successful as a small business owner as she 
had been as a costume designer.

As our sellers stepped up, they counted on Etsy more than ever to have their backs. 
The agility of our model and team, and the strong foundation we built over the past 
several years, meant that we were able to work with intention and speed to adapt 
our plans and provide additional support, including seller resources, marketing, and 
advocacy, throughout the turbulent times of the pandemic. 

Following the CDC’s recommendation to wear cloth face masks, we mobilized tens of 
thousands of sellers to make cloth masks in order to meet unprecedented demand, 
adjusted our search algorithms to surface the most relevant results, improved our 
policies and enforcement, and provided resources and support to help sellers manage 
spikes in order volume. Our agile marketplace model enabled us to do all of this in a 
matter of mere days. We also launched a brand-aligned global marketing campaign 
called #StandWithSmall to remind buyers of the importance of supporting small 
businesses, allocated over $13 million towards investments and donations to support 
our sellers and community, and advocated for critical stimulus funds and relief aid on 
behalf of microentrepreneurs.

Throughout 2020, improving the marketplace and providing a better experience 
for our customers remained our North Star. We doubled down on our "Right to Win" 
strategy, executed on our roadmap, and invested in technology, product, marketing 
and customer support.

Our Right To Win

Best-in-Class 
Search and 
Discovery

Human
Connections

A Trusted
Brand

Our Sellers’ Collection of Unique Items
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As a result, our sellers thrived and we delighted many millions of buyers who found 
items on Etsy that they couldn’t find anywhere else. Buyers had a highly differentiated 
shopping experience that motivated them to come back to Etsy more often—as 
a place you can find joy in the everyday. It is not practical to recap all that we 
accomplished, but here are a few highlights: 

• We completed our milestone migration to Google Cloud early in the year, which 
enabled us to handle the massive influx of traffic to our marketplace, and launch 
personalized search results and innovative products like augmented reality and 
listing videos.

• We increased our marketing investments, tools and channels in game-changing 
ways, including:

Investing more heavily in upper-funnel strategies through TV, digital video, and 
paid social with inspirational ads that built emotional connection and reinforced 
our core brand promise;

Utilizing new customer relationship management tools and approaches to segment 
and target our buyers with messages on and off our site;

Introducing Offsite Ads, a powerful and risk-free advertising platform that gives 
sellers access to some of the highest-trafficked platforms on the internet without 
any upfront costs;

Amping up our influencer marketing, earned media, and other activities that 
garnered Etsy record share of voice among e-commerce peers; and

Introducing multiple new campaigns in both the U.S. as well as some of our core 
international markets.

• We accelerated our experiment velocity and had many exciting product launches, 
including introducing installment payments and the ability to filter searches around 
expected delivery dates, to name just a few.

• We invested in important infrastructure, trust and safety, customer support and other 
critical functions designed to ensure that Etsy continues to run a safe and efficient 
marketplace as our size and scale grew exponentially.

• We led from the front on important social issues, and in doing so highlighted the 
diversity of our marketplace while supporting Black and Latinx-owned shops.

• Our strategy to build domestic vibrancy in our core markets continued to bear fruit 
and, in particular, we saw triple-digit growth in the U.K. and Germany, our largest 
markets outside the U.S.
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Reverb
Reverb also had a spectacular 2020, leveraging their similarly dynamic business model 
and competitive advantages to achieve record levels of growth and profitability while 
exceeding the growth rate of the musical instruments industry. Over the past year, 
the Reverb team worked to introduce and improve seller tools, help dealers get more 
inventory online, create marketing campaigns that drive buyers to sellers, and more. 
Reverb made meaningful investments that positioned its marketplace to both meet the 
surge in demand for musical instruments and serve as a foundation for future growth. 

As a result of these collective efforts, we had a transformative year, delivering a 
spectacular set of financial results—with growth more than double that of other  
e-commerce players. Consolidated 2020 Gross Merchandise Sales (GMS) grew 107% 
to $10.3 billion and revenue increased 111% to $1.7 billion, as our community expanded 
to 4.4 million active sellers serving nearly 82 million active buyers. Tens of millions of 
buyers discovered—or rediscovered—Etsy in 2020. During the year, we gained more 
than 60 million new and reactivated buyers, and 17% percent of them made four or 
more purchases across two or more categories. For several years, we’ve been focused 
on driving frequency, and in 2020 we hit our stride in terms of growing our base of 
habitual buyers, which is our most loyal cohort of buyers. This was our fastest growing 
segment in 2020, up 157% compared to 2019. In the fourth quarter of 2020, we 
became the fourth largest e-commerce brand in the U.S., and a top five player in  
the U.K. We believe these significant milestones are indicative of how much growth  
is still ahead.

With a dramatically larger base of customers, we’ve entered 2021 with a deep 
conviction in Etsy’s long-term opportunity. We believe buyers now view Etsy even 
more as a company that Keeps Commerce Human and enables them to support small 
businesses while expressing their individuality. Shopping is habit-driven; what people 
shop for will shift over time, but where and how they shop is more habitual. As we have 
said for several years, our goal is to build top of mind awareness. We want to be among 
the first few places buyers think of for many everyday and special items. As the world 
re-opens, we are working hard to ensure that buyers will remember the magic that Etsy 
delivered in 2020 and continue to come back to explore the breadth and depth of our 
inventory no matter the occasion.

While our efforts in 2020 have opened the door for new growth opportunities, we 
know that our future success is not guaranteed. It is up to us to continue to deliver, 
and the stakes are higher. We will continue to actively invest to meet customer 
expectations and improve the product experience. In 2021, we’re focused on 
differentiating the Etsy experience from all of the other places you can shop, both 
online and offline. Our product and marketing roadmaps are rich.
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Here are just a few of the things about which we are particularly excited:

• Making it easier to find just the right item even when a buyer doesn't have the right words to 
describe it; (Search)

• Continuing to create a personalized experience for buyers to browse and be inspired, by 
combining the latest of artificial intelligence with human curation; (Discovery)

• Leaning into the human and community aspect of Etsy by leveraging the power of video to tell the 
stories of sellers and their items; (Human)

• Optimizing the post-purchase experience to increase transparency and trust so that buyers know 
we are reliable and have their back when something doesn’t go as planned; (Trust)

• Investing across the marketing funnel in new channels and approaches to drive frequency and 
continue to reach new audiences around the world. 

Amid economic turmoil and a fraught political environment in 2020, the world increasingly held 
companies accountable for not only being good businesses, but also good citizens. At Etsy, we’ve 
long held that being a good citizen makes us an even stronger business, and in 2020, we led from 
the front on many important social and societal issues. Aligning our mission with our business 
and impact strategies has been part of our operating rhythm for many years. We hold ourselves 
to a high bar, and I’m extremely proud of our ability to continue making progress across our three 
impact pillars:

ECONOMIC IMPACT
Make creative entrepreneurship 
a path to economic security 
and personal empowerment

• Met and exceeded our goal of 
doubling sellers’ economic impact 
by 2023 (vs. 2018 levels). In 2020, 
Etsy sellers contributed $13 billion 
to the U.S. economy and created 
2.6 million jobs in the independent 
worker economy.

SOCIAL IMPACT
Enable equitable access to the 
opportunities we create

• More than doubled the percentage 
of our leadership level employee 
population who identify as an 
underrepresented minority (“URM”). 
URMs constituted 20% of U.S. hires 
in 2020.

• Invested over $2.6 million in 
charitable gifts to support 
community organizations and 
programs.

ECOLOGICAL IMPACT
Build long-term resilience by 
eliminating our carbon impacts and 
fostering responsible resource use

• Sourced 100% of electricity from 
renewable energy and continued to 
run a carbon neutral business.

• In early 2021, we further raised the 
bar with our commitment to being 
Net Zero carbon emissions by 2030 
and expanding our carbon offsetting 
efforts to include packaging.
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We’re proud of these accomplishments, but there is so much more to do. We’ve set 
ambitious targets for the impact we want to continue to have on both people and 
planet. For the third year in a row, our annual report is an integrated one. We remain 
at the forefront of transparent reporting, and this year we are using frameworks from 
both the Sustainability Accounting Standards Board and the Task Force on Climate-
Related Financial Disclosures to track our progress. We do this to hold ourselves 
accountable to our commitments and so that our great intentions can translate into 
great outcomes.

Finally, I want to express my deepest gratitude to all of our employees, who over 
the past year have shown an immense level of professionalism, compassion, and 
dedication to our mission. At a time when they suddenly needed to work remotely, 
and many faced personal stresses such as childcare gaps, family obligations, isolation, 
and the loss of loved ones, we were more productive than ever. To support our 
colleagues throughout this period, we’ve prioritized pay continuity, offered flexible 
work schedules, and invested in new benefits and leave policies. I have long believed 
that your career is defined by what you do in times of crisis, and by this measure 2020 
is a testament to our world-class workforce, who I am honored to work with every day.

Thank you for your continued support. Etsy—having just completed our 15th year since 
our founding and fifth year as a public company—is truly just hitting our stride. Our 
marketplace gets better as it gets bigger, and I hope you are as excited as I am for the 
next chapter in our journey.

Onward,

Josh Silverman

Chief Executive Officer, Etsy
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Corporate Headquarters 
Etsy, Inc. 
117 Adams Street 
Brooklyn, NY 11201 
Etsy.com

Common Stock 
Etsy’s common stock is 
listed on Nasdaq under the 
ticker symbol “ETSY” 

Transfer Agent 
Questions from stockholders 
of record regarding stock 
certificates, changes of address 
and other issues should be 
directed to: Computershare 
Trust Company, N.A. 
Attn: Shareholder Services 
P.O. Box 505000 
Louisville, KY 40233 
1 (877) 373-6374 
Hearing Impaired: 
TDD 1 (800) 952-9245 
www.computershare.com 

Investor Relations 
Information about Etsy, press 
releases, blog posts, and 
other investor information 
is available on our website 
at: investors.etsy.com 
Stockholder inquiries can be 
sent via email to: IR@etsy.com 

Independent Registered 
Public Accounting Firm 
PricewaterhouseCoopers LLP 
300 Madison Avenue 
New York, NY 10017 

BOARD OF DIRECTORS

EXECUTIVE OFFICERS

FRED WILSON 
Chair  

Partner,  
Union Square Ventures

GARY S. BRIGGS 
Chairman, Hawkfish, LLC 
Former Chief Marketing 
Officer, Facebook, Inc.

M. MICHELE BURNS 
Former Chief Executive 

Officer, Retirement 
Policy Center, sponsored 

by Marsh & McLennan 
Companies, Inc. 

EDITH W. COOPER 
Former Executive 

Vice President, Global 
Head, Human Capital 

Management, Goldman 
Sachs Group, Inc.

JOSH SILVERMAN 
Chief Executive Officer 

MIKE FISHER 
Chief Technology Officer 

RACHEL GLASER 
Chief Financial Officer

RAINA MOSKOWITZ 
Chief Operations, Strategy, 

and People Officer

JONATHAN D. KLEIN 
Co-Founder and 

Deputy Chairman, 
Getty Images, Inc.

MELISSA REIFF 
Chairwoman and Former 
Chief Executive Officer, 

The Container Store 
Group, Inc.

JOSH SILVERMAN 
Chief Executive 

Officer, Etsy, Inc. 

MARGARET M. SMYTH 
U.S. Chief Financial 

Officer, National Grid plc

KRUTI PATEL GOYAL 
Chief Product Officer 

RYAN SCOTT 
Chief Marketing Officer

JILL SIMEONE 
Chief Legal Officer and 

Corporate Secretary



This Annual Report includes forward-looking statements within the 
meaning of the federal securities laws. Forward-looking statements 
include statements relating to the uncertain impacts that the COVID-19 
pandemic may have on our business and operating results, overall 
levels of consumer spending, e-commerce and the global economy, 
our business strategy and the impact of our business strategy and 
marketing, product and Impact initiatives on our business and 
operating results and the size of and our ability to capitalize on our 
market opportunity. Forward-looking statements include all statements 
that are not historical facts. Forward-looking statements involve 
substantial risks and uncertainties that may cause actual results to 
differ materially from those that we expect, including those risks and 
uncertainties identified in the section titled “Risk Factors” in the Form 
10-K included in this Annual Report. Forward-looking statements 
represent our beliefs and assumptions only as of the date of this 
Annual Report. We disclaim any obligation to update these forward-
looking statements.

We love our planet. This report was printed on paper
that contains recycled content which is FSC® certified
and made with post-consumer waste.
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