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OUR MISS ION

Reimagine
commerce in
ways that build
a more fulfilling
and lasting world



WE ARE GUIDED BY F IVE VALUES

We are a mindful, transparent and humane business

•

We plan and build for the long term

•

We value craftsmanship in all we make

•

We believe fun should be part of everything we do

•

We keep it real, always



Our community is the heart and soul of Etsy. It is made up of
creative entrepreneurs who sell on our platform, thoughtful
consumers looking to buy unique goods in our marketplace,

the Etsy employees who maintain our platform and nurture our
ecosystem, the retailers who participate in our Wholesale offering,

and the manufacturers who form responsible partnerships
with Etsy sellers.

Our seller-aligned business model is based on shared success.
The more we invest in our platform, the easier we make it for

Etsy sellers to pursue their craft and grow their businesses and
for Etsy buyers to find unique goods.

We value people, our planet and profit and strive to do business in
a way that benefits every part of our ecosystem. See our Progress

Report on our website for more information about how we're
delivering on our commitments to these ideals.

We operate a marketplace where people around the world
connect, both online and offline, to make, sell, and buy

unique goods.

WHO WE ARE

Etsy Empowerment Loop

Finds unique
goods that are

hard to find
elsewhere

BUYER

Invests in the
platform and
delivers a global
base of buyers

ETSY

Pursues craft,
grows business

SELLER

Facilitates the
transaction

ETSY



35M+
Items for Sale

31.8M
Total App Downloads

GMS

1.6M
Active Sellers

60%
Visits from Mobile

Revenue

As of December 31, 2015

1 See the Form 10-K included in this Annual Report
for a reconciliation of GAAP to non-GAAP results.

24M
Active Buyers

43%
GMS from Mobile

Adjusted EBITDA 1

Our
Marketplace

Mobile
Snapshot

Track Record
of Growth

And people buying or selling from nearly every country in the world
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$1.4B
23%

Repeat Purchases New Purchases

22%

19%

78%
81%

77%
$17M

$23M
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For over a decade, Etsy has challenged
conventional ways of thinking about
commerce, about business, and about
individuals and communities. When
I joined the company almost 8 years
ago, Etsy was an unusual, quirky
onlinemarketplace, a place to buy and
sell handmade goods, vintage items
and craft supplies. Over time Etsy has
evolved organically into something even
moremeaningful: a marketplace not
just of goods, but of creative ideas and
personal connections; and a driver of
economic opportunity for independent,
creative souls. Today, as Etsy inspires the
transformation from ‘business as usual’
to ‘business unusual,’ our vision and our
mission are evenmore expansive: we seek
to reimagine commerce to build amore
fulfilling and lasting world.

We envision an economy that is more
sustainable and transparent — and
one that is more joyful. We call this
the Etsy Economy.

We believe that our vision of a better
future served bymindful businesses
is provocative, but vision alone is not
enough. Inventive strategies, skillful
execution, financial sustainability and
plain old hard work are required. In 2015,
we called on all of that andmore to drive
accomplishments in each of our four key
strategies, bringing us closer to realizing
our mission.

The power of human connection is central
to the Etsy experience and we continually
strive tomake these connections a
daily habit for Etsy sellers and Etsy
buyers. Our Etsy Everyday strategy
starts withmobile and, in 2015 we
developed products and tools that allow
our buyers and sellers to connect and
transact more seamlessly across multiple
devices, countries and currencies. We
are especially proud of our work in 2015
to enhance each step in our coremobile
app experience for Etsy buyers, from
discovery to sign-in to search to checkout.

To the Etsy Community,

We believe that Etsy’s
reimagination of commerce
has the long-term potential to
transform the world economy
into one that is more people-
centered and community-
focused—one that values and
honors designers and makers
and one that creates stronger
connections among people
who make, sell, and buy goods.



Our international strategy is to build
localmarketplaces globally and we
are focused on deepening local Etsy
communities around the world, each
with its own ecosystem of Etsy sellers
and Etsy buyers. We are a global company
and 29.8% of our 2015 GMS came from an
Etsy seller or an Etsy buyer outside of the
United States. We believe that our locally-
focused work will broaden the reach of
our global platform, and we continue to
believe that we can grow international
GMS, over time, to represent 50% of our
total GMS.

Our Seller Services strategy is to
introduce new services and improve
existing ones, with the goal of increasing
the amount of time an Etsy seller can
devote to her craft, both on and off the
Etsy platform. In early 2016, we, took a
giant step forward by launching Pattern.
Pattern enables Etsy sellers to create

their own customwebsites inminutes,
showcasing their own brands and
identities, and leveraging the hard work
they’ve already put into their Etsy shops.
Pattern also aligns with our long-term
goal of supporting Etsy sellers beyond
the core Etsymarketplace, wherever
they choose to pursue commerce.

Our fourth key strategy is to expand the
Etsy Economy. In 2015, our community
expanded to include 1.6million active
sellers, 24million active buyers in
nearly every country in the world
and 819 employees. We brought new
constituents into the Etsy Economywith
the launch of EtsyManufacturing, which
connects Etsy sellers with values-aligned
manufacturers. In the Etsy Economy,
manufacturers range from individuals to
emerging startups to decades-old family-
run factories. We also expanded our
Wholesale offering, enabling Etsy sellers
to sell their products to select retailers.

And of course we also welcomed new
investors into our community through
our initial public stock offering in
April 2015.



Etsy’s Values

If you want to understand Etsy,
you have to understand our values.

• We are a mindful, transparent
and humane business

• We plan and build for the long term

• We value craftsmanship
in all we make

• We believe fun should be
a part of everything we do

• We keep it real, always.

These values are central to everything we
do and they are the foundation for all of
our business decisions. People often ask
me if Etsy will be able to deliver long-
term shareholder value with our human-
centered approach to commerce. For me,
and for Etsy, the answer is simple: we
will continue to grow because of — not
in spite of — ourmission and our values.

Our seller-aligned business model means
that wemakemoney when our sellers
makemoney, and ultimately this shared
success benefits all of the stakeholders

in our community, including our
investors. Etsy’s financial performance
in 2015 illustrates how the success of our
community drives the success of our
business. Etsy sellers delivered nearly
$2.4 billion in GMS in the Etsymarket-
place in 2015. Etsy generated $273.5
million in revenue, approximately half
of which came from the seller services
Etsy has built to make it easy for Etsy
our sellers to run their businesses on our
platform. As it has been since 2009, Etsy
continues to be profitable on an Adjusted
EBITDA basis, earning $31.0million in
Adjusted EBITDA*, which when combined
with the capital raised through our IPO,
gives us a strong financial foundation that
will allow us to continue investing in our
community and our business.

Community

At Etsy, we believe that our strength and
business success rest in the relationships
among Etsy sellers, Etsy buyers,
wholesale partners, manufacturers,
and our employees — in other words,
our community.

When individuals share a collective
vision, the power and possibility of
community canmanifest in profound
ways. Etsy is, by design, a collection
of many small things. As we grow, Etsy
becomes a larger collection of individuals
and communities, with compounding
benefits when they connect with
each other.

We believe that acting
in concert with our values
and delivering strong
financial results are
mutually reinforcing,
not mutually exclusive.

* See the Form 10-K included in this Annual Report for
a reconciliation of GAAP to non-GAAP results.



Etsy’s sellers present a diversemosaic of
needs and aspirations. The vast majority
of Etsy sellers are one-person shops, and
we continue to embrace and develop
newways to support them. Some sellers
are first-time small business owners and
benefit greatly from our seller support and
education programs. Other Etsy sellers
have grown and need help scaling further
through responsible partnerships with
manufacturers and retailers, creating
opportunity for other participants in the
Etsy Economy. In all cases, we strive to
empower each Etsy seller to succeed on
her own terms.

The Etsy community also banded
together to drive important public policy.
Early in 2015, approximately 30,000 Etsy
sellers joinedmillions of others urging
the U.S. Congress and the FCC Chairman
TomWheeler to protect the open Internet.
Many others made handcrafted objects
calling for net neutrality. A free and open
Internet is the engine that drives the
Etsy community behind Etsy. Etsy sellers
fought to protect it in the United States
— andwon.

What’s ahead

We at Etsy pride ourselves for being a
learning organization. While we are
always focused on our long-term goals,
we try to be introspective about the
approaches we take to pursue those goals.
In our initial public offering prospectus,
I promised inmy shareholder letter to
communicate openly and be transparent
with investors in keeping with our values
around transparency. I wrote that we did
not intend to provide annual guidance
to investors, as we believed it could lead
to short-term focus. Over the past year,
we learned from talking with investors
in hundreds of meetings that the lack of
guidance actually made it more difficult
for investors to understand Etsy’s long-
term trajectory. We listened to that
feedback and decided to issue three-year
guidance for 2016 that we believe will
help investors better understand Etsy’s
long-term prospects and the strength
of our underlying confidence in Etsy’s
business. We appreciate the ongoing
feedback we receive from investors
and look forward to continuing to build
those relationships.

Our mission is ambitious,
but we believe it’s achievable.
Etsy is entering 2016 with
a solid financial foundation,

clear strategic priorities, a
deep bench of talent focused
on execution, and a profoundly
engaged community.



I’d like to thank the entire Etsy
community for their ongoing support as
we plan for the long termwhile remaining
committed to our core values. I am also
intensely grateful for the passionate
Etsy employees who each day focus on
bringing our mission to life.

I continue to believe that successful
businesses will be those that combine
vision, execution and discipline with
values, heart and conviction. That is how
I strive to lead Etsy and work with our
community to build amore fulfilling and
lasting world through commerce. Etsy is
now in its eleventh year — the first year in
our second decade — and our second year
as a public company, and we look forward
tomanymore.

Onward,

Chad Dickerson

April 2016
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ETSY
Facilitates the
transaction

ETSY
Invests in the platform
and delivers a global
base of buyers

SELLER
Pursues her craft,
grows her business

BUYER
Finds unique goods
that are hard to find
elsewhere
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Shipping
Other

Marketing

Communications

Accounting

Inventory Management

Making
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BOARD OF D IRECTORS

Chad Dickerson
Chair, President and CEO,
Etsy, Inc.

James W. Breyer
Founder and CEO, Breyer Capital
Partner, Accel Partners

M. Michele Burns
Former CEO,
Retirement Policy Center,
Marsh & McLennan Companies, Inc.

Jonathan D. Klein
Co-Founder and Chairman,
Getty Images, Inc.

Melissa Reiff
President and COO,
The Container Store Group, Inc.

Fred Wilson
Managing Partner,
Union Square Ventures

EXECUT IVE TEAM

Chad Dickerson
Chair, President and CEO

Kristina Salen
Chief Financial Officer

John Allspaw
Chief Technology Officer

Jordan Breslow
General Counsel & Secretary

CORPORATE HEADQUARTERS

Etsy, Inc.
55 Washington Street, Suite 512 (until June 1, 2016)

117 Adams Street (starting on or about June 1, 2016)
Brooklyn, NY 11201
etsy.com

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.
250 Royall Street
Canton, MA 02021
1 (800) 662-7232
computershare.com

INVESTOR RELAT IONS

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
PUBL IC ACCOUNT ING F IRM

PricewaterhouseCoopers LLP
300 Madison Avenue
New York, NY 10017

COMMON STOCK

Etsy’s common stock is listed on NASDAQ
under the ticker symbol “ETSY”



We love our planet.
This report was printed on recyclable paper

that is FSC® certified and made
with post-consumer waste.

This Annual Report includes forward-looking statements about our future results of operations,
our mission, business strategies and plans, business environment and future growth. We have high
hopes, but there are risks and uncertainties (including those identified in the "Risk Factors" section
of the Form 10-K included in this Annual Report), and our actual results could be materially different.

Forward-looking statements represent our beliefs and assumptions only as of the date of this
Annual Report and we have no obligation to update them.
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