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Dear Shareholders,
After more than 15 years at Etsy, I’ve stepped into the Chief Executive Officer role with a strong 
understanding of what makes this marketplace special and where we have more work to do. Etsy has a 
differentiated value proposition that remains deeply resonant with buyers and sellers, but we have not 
consistently translated that strength into our customer experience. Over the past year, we’ve shared what 
needed to change and the priorities we’re pursuing to bridge that gap.

Etsy’s path back to long-term growth is grounded in a focused plan: expanding how and where buyers 
discover us, connecting them with items that feel personal and relevant, and building relationships that go 
beyond transactions. This is how we’re working to turn the uniqueness and scale of our marketplace into a 
lasting advantage, in order to drive greater engagement and stronger frequency.

We saw encouraging signals during the first quarter that our growth priorities are taking hold. We are 
executing with discipline and measuring progress through observable changes in customer behavior. So, 
following the completion of my first quarter as Etsy’s CEO, I have even more conviction in our focus, and 
confidence in our ability to execute and translate recent momentum into durable growth.

First Quarter 2026 Key Performance Indicators
We are pleased that all key performance indicators are in-line with or ahead of the outlook provided for the 
quarter, as shown in the table below. More importantly, we are beginning to see early improvements in 
customer behavior that reflect progress against our strategy: active buyers grew sequentially for the first time 
in two years, though still down from the prior year, and we delivered year-over-year growth in new buyers, 
active sellers, and GMS per buyer, alongside continued momentum in our mobile app. 

On February 15, we entered an agreement to sell Depop to eBay for $1.2 billion. We have received regulatory clearance for the 
transaction in the United States and Germany, and reviews are in progress for other markets (including the United Kingdom and 
Australia). Closing is currently expected by the end of the third quarter of 2026. 

Given this pending sale, Etsy’s results of operations are presented on a continuing operations basis, while Depop is presented as 
a discontinued operation for all periods presented. Due to the sale of Reverb on June 2, 2025, continuing operations presented 
herein includes Reverb and Etsy marketplaces for Q1 2025, but Q1 2026 reflects the Etsy marketplace only. This makes year-
over-year continuing operations results not directly comparable. To provide investors with a meaningful basis for comparing our 
go-forward operations, we have included Etsy marketplace standalone year-over-year comparisons for GMS, Revenue, and Net 
Income below, along with comparisons on a continuing operations basis.

Q1 2026 
Key Performance Indicators 

GMS

$2.5B
+5.5% Y/Y Etsy Marketplace growth
-3.9% Y/Y Continuing Operations basis

REVENUE TAKE RATE

$631M
+7.6% Y/Y Etsy Marketplace growth
+3.1% Y/Y Continuing Operations basis

25.7%

NET INCOME
O
M
EADJ. EBITDA

$105M
+$33 million Y/Y Etsy Marketplace
+$140 million Y/Y Continuing Operations basis

$185M
 29.3% Adj. EBITDA Margin

Etsy Marketplace year-over-year revenue, net income growth, Adj. EBITDA and Adj. EBITDA Margin are non-GAAP financial measures. Reconciliation of 
non-GAAP financial measures to the most comparable GAAP measures can be found in “Non-GAAP Financial Measures” below.
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Progress Against Our Growth Priorities
Last year, we began executing against a focused set of growth priorities designed to improve the customer 
experience and strengthen the core drivers of marketplace performance: visits, engagement, conversion, and 
retention. These are to:

• Show up where shoppers discover — on and off Etsy
• Match shoppers with the right inventory through better machine learning (ML)
• Retain and reward our most valuable customers
• Amplify human connection

These priorities are designed to operate as a system, not as independent initiatives, to drive repeat purchase 
behavior over time. Discovery and Matching help buyers discover and connect with the right items, while 
Loyalty and Human Connection give them reasons to return. 

Discovery and Matching are positively contributing to our performance

Today, we’re seeing our systematic approach come to life most clearly in the areas of Discovery and 
Matching, where coordinated investments are already driving meaningful impact across the customer 
experience and in our financial results. At its core, Etsy’s growth will depend on helping buyers discover items 
that feel personal, relevant, and worth coming back for. 

Our app is central to this transformation. It is where our investments in personalization, machine learning, 
and direct buyer relationships come together most effectively. We’re seeing that translate into performance, 
with app GMS growth continuing to outpace non-app GMS growth, and now representing ~47% of total GMS. 
That gives us both validation and a clear path forward: as we continue improving personalization, optimizing 
owned marketing, and growing adoption, we see meaningful opportunity to further increase app share and 
drive frequency over time.

We are making meaningful progress improving how we match buyers with the right inventory. 
Historically, our search systems have often prioritized what was most likely to convert in the moment — 
favoring popular items over those most relevant to an individual buyer. We are shifting toward a more 
personalized, relevance-driven approach with ML models that learn from both past behavior and real-time 
intent. In early tests, these improvements are driving increases in add-to-cart rates and conversion. Examples 
are shown below.
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We’re continuing to expand the role of our personalized home feed recommendations. After driving 
strong gains in engagement last year and into the first quarter, we are now inspiring discovery beyond a 
shopper’s immediate intent. Early experiments using AI-generated buyer profiles are encouraging, driving 
exploration across new shopping missions.

More personalized content in our owned email and push channels continues to drive strong 
engagement - focusing on relevance over volume, helping deepen direct relationships with buyers. 

As we move through the year, we’re investing where 
we see the greatest opportunity to drive change – 
particularly in Discovery – evolving our marketing 
to engage shoppers earlier in their journey and 
in more inspirational contexts. This includes 
curated, occasion-based experiences, such as 
recent activations around cultural moments, that 
showcase Etsy’s differentiated, design-led inventory 
and help expand when and how buyers consider 
Etsy.

[Left: Tanner Fletcher x Etsy collaboration for New 
York Bridal Fashion Week. Right: PinkPantheress x 
Etsy collaboration for Coachella.]

Digging Deeper to Build Loyalty and Strengthen Human Connection

Retaining and Rewarding Our Most Valuable Customers. Our highest-value buyers and sellers drive a 
disproportionate share of marketplace performance, making them a critical focus for driving growth. We are 
prioritizing activities that enable us to test, learn and build conviction around the most effective ways to 
deepen engagement for these customers. Here are some examples:

For Buyers: We’re learning that long term loyalty isn't built through a single program or initiative — but across 
every interaction. So our approach spans the full experience—from more personalized recommendations, to 
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