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Home décor product sales
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ABOUT
This category includes a range of home furnishing goods, including curtains, draperies, 
blinds, shades, kitchenware, outdoor furniture, home and personal care appliances, 
floor coverings and decorative accessories. Merchandise is purchased from 
manufacturers and wholesalers and then sold to the public.

BUSINESS CHALLENGES
As consumers continue to emerge from 2020’s pandemic -induced seclusion, they’re 
continuing to invest time and money into “homebody” purchases such as home goods 
and DIY improvements. For discretionary categories such as furniture to see this type of 
growth is a big deal. Households continue to use their built-up cash reserves (funds 
saved by foregoing restaurants, travel and entertainment purchases) for things such as 
home furnishings. The overall  retail  sales growth of furniture and home furnishings as of 

September 2020 was 2.1%. (2)

Despite many big-box furniture stores closing or becoming less accessible, eMarketer 
forecasted that furniture and home furnishings would receive an uptick of $15.50 bil l ion 
in 2020, ending the year at $92.32 bill ion! They also predict this will be a long-term shift 
in growth for the category, not just a pandemic blip. (3)

While there has been a huge demand surge at retail, there has also been major supply 
chain disruption for furniture manufacturers, particularly with foam. A series of ongoing 
events has backlogged foam production in the U.S.: first, manufacturing plant 
shutdowns during COVID-19; then, chemical suppliers’ mechanical failures; next, a 
record hurricane season in Texas and Louisiana; and finally, the February 2021 ice 
storms exacerbating existing shortages. This means many upholstery producers are 
unable at present to run their plants at operational levels to catch up on backlogs, much 
less keep up with ongoing retail  demand. (4) This could continue to be the situation well 
into 2021.

Demand is high, but physical brick-and-mortar stores are struggling. Retail  stores’ 
percentage of overall  category purchases has been declining for five years. (See chart on Page 

2.) Many brick-and-mortars that aren’t doing as well have an over-reliance on 
manufacturer marketing and overly deep discounts such as “no payments until  you are 
dead.” Those that are successful have a sophisticated online presence and e-commerce 
capability. It is essential that home furnishing brands lead with a digital presence given 
that this category is highly personal and often includes items that cost more and are 
infrequently purchased. There is considerable pre-purchase research. Unfortunately, 
many retailers’ websites are built on templated formats with l imited imagery, content 
and customization. (5)

Whether in-store or online, the basics are to “show, tell, sell,” not just sell. This is a 
highly competitive and growing category, so helping your clients advertise and tell  their 
story has never been more important. (5)

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

3.9% 3.1% 6.5% 8.1% 10.1% 6.3% 4.0% 5.3% 6.8% 13.0% 19.0% 13.8%

AD SPENDING, BY MONTH (%) –HOUSEHOLD FURNISHINGS
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HOW TO USE THIS ONE-SHEET
Your knowledge of the home 
furnishings industry trends can be a 
great conversation starter as you 
seek to compare these trends with 
what’s being experienced locally by 
your prospects and clients.

Review the data in this one-sheet 
before you meet with your clients as 
a way to have a conversation about 
their business challenges and 
opportunities for market growth.

Use that conversation to uncover 
ideas and solutions to help your 
clients get ahead of future consumer 
spending by positioning themselves 
as the best local choice in their 
category.
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RECOMMENDED RESOURCES

• Furniture Today

• Home Furnishings Association

• American Society of Interior Designers

• HGTV: Home Design, Decorating, and Remodeling

1 IBISWorld United States Market Research Reports. 2020

2 eMarketer, Initially, Consumers Panic-Bought, Nov. 2020

3 eMarketer, 2020’s Biggest US Forecasting Shocks, Nov. 2020

4 Furniture Today, Foam Allocations, Already a Problem, March 2021

5 Forbes, Independent Home Furnishings Retailers are Losing, March 2021

6 RAB, Radio is Critical for Home Improvement (PPT)

SUGGESTED PROMOTIONAL ANGLES
Ad messages are more important than ever as demand increases, 
and inventory may continue to be constrained throughout 2021.

Consumers comparison shop online, so digital messaging solutions 
will  be crucial. Effective digital advertising tactics for this category 
often include display, SEM, video, OTT and geofencing.

Using video, particularly to help show a visual showroom along with 
in-store safety practices and online e-commerce capabilities, could 
go a long way to drive interest and sales.

Possible Promotional Angles:

• Creating marketing solutions that inspire décor projects, driving 
interest and physical or online traffic and sales

• Leveraging all  platforms to engage: on-air, online, mobile, social 
and experiential (on-site)

• “Home Is Where My Heart Is,” inviting l isteners or viewers to 
share a selfie in their newly decorated/furnished room and tag 
spots and digital with your client (6)

• Summer promotion to decorate and summer-ize your outdoor 
area (6)

Since 2015, furniture and home furnishing stores have experienced a steady erosion of their share of consumers’ furniture and home 
furnishing spending. Their loss has been the gain for e-commerce retailers, general merchandisers and home improvement stores that are 
leaning into the category. In less than five years, 35% to 50% of small and medium-sized home retailers will be out of business. (5)

U.S. FURNITURE & HOME FURNISHING STORE SALES AS A PERCENTAGE OF OVERALL SPENDING

Source: Forbes, Independent Home Furnishings Retailers are Losing, March 2021

https://www.furnituretoday.com/
https://myhfa.org/
https://www.asid.org/resources/
https://www.hgtv.com/
https://content-na1.emarketer.com/initially-consumers-panic-bought-now-shopping-priorities-have-shifted
https://content-na1.emarketer.com/2020s-biggest-us-forecasting-shocks
https://www.furnituretoday.com/furniture-manufacturing/foam-allocations-already-a-problem-for-upholstery-producers-have-gotten-even-stricter/
https://www.forbes.com/sites/pamdanziger/2021/03/28/independent-home-furnishings-retailers-are-losing-only-the-strong-and-virtual-will-survive/?sh=8c2561344842
https://www.rab.com/secure/viewArticle.cfm?id=29210&from=thePitch
https://www.forbes.com/sites/pamdanziger/2021/03/28/independent-home-furnishings-retailers-are-losing-only-the-strong-and-virtual-will-survive/?sh=8c2561344842

