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Furniture Stores 2016
Many Rooms to Fill

· The US Census Bureau reports total 2015 sales at “furniture and home furnishing stores” (NAICS Code 442) increased 5.7% to $105.280 billion, from 2014’s $99.598 billion.
· During the first six months of 2016, furniture sales increased 3.9%, but moderated to +2.5% for the latest period, July through October 2016. 
· For the year-to-date, January–October 2016, total sales at furniture and home furnishing stores were $90.277 billion, increasing 3.3% over the total of $87.406 billion for the same 2015 period. 
Comparison of Furniture Store Sales, July–October 2015 and 2016

	Month/Year
	2015
	2016
	% Change

	July
	$8.845 billion
	$9.042 billion
	+2.2%

	August
	$8.851 billion
	$9.015 billion
	+1.9%

	September
	$8.821 billion
	$9.192 billion
	+4.2%

	October
	$8.955 billion
	$9.110 billion
	+1.7%

	Total
	$35.472 billion
	$36.359 billion
	+2.5%



US Census Bureau, November 2016
Driven by a Desire to Own a Home

· According to The Media Audit’s 2015–2016 survey data from 14 US markets representing almost 48 million adults 18+, 7.4% said they plan to buy a home during the next two years, and 54.5% of them were 25–44.
· When comparing those who currently own a home and those who rent, and plan to buy a home during the next two years, the same 54.5% of adults 25–44 currently own a home, but 62.6% of the same age group currently rent. 
· A similar trend is revealed when comparing African-Americans and Hispanic Americans. African-Americans who currently own a home and plan to buy is 19.3%, compared to 25.8% of those renting, for Hispanic Americans, 30.1% and 32.8%, respectively. 
Adults, 18+ Who Plan to Buy Home During Next Two Years

	Metric
	Currently Own
	Currently Rent

	Income: <$50K
	· 19.1%
	· 40.0%

	Income: $50K–$100K
	· 37.8%
	· 41.1%

	Income: $100K–$150K
	· 22.4%
	· 11.4%

	Income: $150K+
	· 20.8%
	· 7.6%

	High school graduate or less
	· 12.3%
	· 27.2%

	Some college
	· 26.6%
	· 28.5%

	College degree
	· 38.1%
	· 29.9%

	Advanced degree
	· 22.5%
	· 12.7%



Based on The Media Audit’s 2015–2016 surveys
Strong Sales Performance for Top 100 Stores

· According to the May 2016 issue of Furniture Today, 2015 sales at the top 100 stores increased 11%, to $41.9 billion, and at the top 10 stores +13.0%, to $21.4 billion. Units increased 5.0% for the top 100 furniture stores and 5.1% for the top 10.

· The top 100 stores had an 80% share of all sales through furniture stores and a 39% share of sales through all distribution channels. 
· The top 100 stores also experienced increases in average sales per square foot, $270; average stock turns, 7.0 times; and average gross margin, 50%.
Top 10 Conventional Furniture Retailers, 2015
	Retailer
	2014 Sales
	2015 Sales
	% Change
	2014 Units
	2015 Units

	#1: Ashley Furniture HomeStore
	· $3.274 B
	· $3.524 B
	· +7.7%
	· 462
	· 515

	#2: Rooms To Go
	· $1.980 B
	· $2.200 B
	· +11.1%
	· 131
	· 134

	#3: Berkshire Hathaway Furniture
	· $1.455 B
	· $1.833 B
	· +26.0%
	· 32
	· 33

	#4: Raymour & Flanigan
	· $1.143 B
	· $1.177 B
	· +3.0%
	· 106
	· 111

	#5: American Signature
	$962.2 M
	· $1.032 B
	· +7.3%
	· 124
	· 119

	#6: Bob’s Discount Furniture
	$823.2 M
	· $1.009 B
	· +22.5%
	· 54
	· 64

	#7: Havertys
	$768.4 M
	$804.9 M
	· +4.7%
	· 119
	· 121

	#8: Ethan Allen
	$723.8 M
	$719.2 M
	· -0.6%
	· 196
	· 195

	#9: Art Van
	$620.0 M
	$690.0 M
	· +11.3%
	· 86
	· 98

	#10: American Furniture Warehouse
	$494.5 M
	$595.6 M
	· +20.4%
	· 14
	· 14


Broad River Furniture (Furniture Today), May 2016


Specialty Stores Do Even Better
· Total 2015 sales for the top 100 specialty furniture stores increased 11.9%, compared to 10.2% for the top 100 conventional furniture stores. Specialty stores also outpaced conventional stores in units’ increase, 5.2% and 4.6%, respectively.
· Specialty stores had a net gain of 454 new stores, compared to 139 for conventional stores. Plus, specialty stores’ share of top 100 sales increased from 45% to 47%.
Top 10 Specialty Furniture Retailers, 2015
	Retailer
	2014 Sales
	2015 Sales
	% Change
	2014 Units
	2015 Units

	#1: Ikea
	· $2.830 B
	· $3.075 B
	· +8.7%
	· 39
	· 40

	#2: Mattress Firm
	· $1.933 B
	· $2.680 B
	· +38.6%
	· 2,208
	· 2,481

	#3: Williams-Sonoma
	· $2.400 B
	· $2.635 B
	· +9.8%
	· 562
	· 571

	#4: RH (Restoration Hardware)
	· $1.490 B
	· $1.705 B
	· +14.4%
	· 77
	· 79

	#5: Pier 1 Imports
	· $1.272 B
	· $1.303 B
	· +2.4%
	· 984
	· 953

	#6: Big Lots 
	· $1.215 B
	· $1.300 B
	· +7.0%
	· 1,460
	· 1,449

	#7: Sleep Number
	· $1.120 B
	· $1.184 B
	· +5.8%
	· 463
	· 488

	#8: Sleepy’s
	· $1.053 B
	· $1.130 B
	· +7.4%
	· 1,024
	· 1,065

	#9: La-Z-Boy Furniture Galleries
	· $1.051 B
	· $1.115 B
	· +6.1%
	· 294
	· 299

	#10: Crate and Barrel
	$760.0 M
	$845.0 M
	· +11.2%
	· 102
	· 104


Broad River Furniture (Furniture Today), May 2016


Single-Source Stores Slow Growers

· Furniture Today defines single-source store networks as “company-owned, licensed or franchised stores dedicated to a single home furnishings brand, operating under a single retail banner.” 

· The top 100 single-source store networks experienced a 6.7% increase in 2015 sales and 5.9% increase in units, and accounted for 14% of all US furniture store sales.
Top Single-Source Furniture Store Networks, 2015

	Retailer
	2014 Sales
	2015 Sales
	% Change
	2014 Units
	2015 Units

	#1: Ashley HomeStore
	· $3.274 B
	· $3.524 B
	· +7.7%
	· 462
	· 515

	#2: Sleep Number
	· $1.120 B
	· $1.184 B
	· +5.8%
	· 463
	· 488

	#3: La-Z-Boy Furniture Galleries
	· $1.015 B
	· $1.115 B
	· +6.1%
	· 294
	· 299

	#4: Ethan Allen
	$723.8 M
	$719.2 M
	· -0.6%
	· 196
	· 195

	#5: Bassett Home Furnishings
	$315.8 M
	$344.9 M
	· +9.2%
	· 92
	· 92

	#6: America’s Mattress 
	$151.4 M
	$173.5 M
	· +14.6%
	· 285
	· 309

	#7: Mitchell Gold + Bob Williams
	· $99.0 M
	$116.0 M
	· +17.2%
	· 22
	· 25

	#8: LOVESAC
	· $60.0 M
	· $75.0 M
	· +25.0%
	· 59
	· 58

	#9: Roche Bobois
	· $66.6 M
	· $71.4 M
	· +7.3%
	· 24
	· 27


Broad River Furniture (Furniture Today), May 2016


Inside the Furniture Buyer

· The Media Audit’s 2015–2016 survey data of 14 US markets with almost 48 million adults 18+ planning to buy new furniture during the next 12 months show that there were more women than men in the target market, 55.2% and 44.8%, respectively.
· As expected, 41.5% were adults 25–44 since they also represent the largest age group planning to buy a home during the next two years; however, adults 55–64 were also a strong age group for future new furniture purchases, at 14.3%.

· Of those planning to buy new furniture, 39.0% had an annual household incomes of $50K–$100K and 33.9% had an annual household income of $100K+.

Media Day Analysis of Adults 18+*

	Media
	Total Market Minutes
	Target Market Minutes
	Total Market Percent
	Target Market Percent
	Minutes Indexed to Market

	Internet (no email)
	· 139.65
	· 159.65
	· 19.9%
	· 20.7%
	· 114

	Email
	· 93.81
	· 112.64
	· 13.3%
	· 14.6%
	· 120

	Billboards
	· 43.56
	· 49.15
	· 6.2%
	· 6.4%
	· 113

	Newspaper
	· 57.04
	· 66.10
	· 8.1%
	· 8.6%
	· 116

	Radio
	· 140.46
	· 152.12
	· 20.0%
	· 19.8%
	· 108

	Broadcast TV
	· 98.63
	· 98.07
	· 14.0%
	· 12.6%
	· 98

	Local cable
	· 87.66
	· 91.43
	· 12.5%
	· 11.9%
	· 104

	Satellite TV
	· 41.98
	· 41.89
	· 6.0%
	· 5.4%
	· 100

	TOTAL
	· 702.79
	· 770.08
	· 100%
	· 100%
	· 



Based on The Media Audit’s 2015–2016 surveys 
*planning to buy new furniture during next 12 months
Additional Analysis

The Media Audit’s CrossTab Report feature allows for a deeper look at the other major purchase behavior and online usage of adults 18+ planning to buy new furniture during the next 12 months, based on the same 2015–2016 survey data in this Profiler. 
Selected Major Purchase Behavior of Adults 18+ Who 

Plan to Buy New Furniture During the Next 12 Months

	Major Purchase Behavior
	Percent
	Index

	Plan to buy domestic car/van/truck/SUV
	· 17.7%
	· 186

	Plan to buy foreign car/van/truck/SUV
	· 9.6%
	· 178

	Make of vehicle now owned: any domestic
	· 59.4%
	· 103

	Make of vehicle now owned: any foreign
	· 68.6%
	· 107

	Plan to remodel home during next 12 months
	· 36.1%
	· 177

	Plan to buy major household appliance during next 12 months
	· 34.4%
	· 190


Based on The Media Audit’s 2015–2016 surveys

More of this target audience currently owns a foreign vehicle than domestic and, although only approximately half plan to buy a foreign vehicle than a domestic vehicle, they are 78% more likely than the overall markets. More than a third plan to remodel their homes or buy a major household appliance, which are certainly complementary to planning to buy new furniture.
Selected Internet Usage of Adults 18+ Who 

Plan to Buy New Furniture During the Next 12 Months

	Internet Usage
	Percent
	Index

	Internet e-commerce: 12+ purchases during the past year
	· 43.9%
	· 129

	Logged onto Google during the past month
	· 90.5%
	· 112

	Logged onto YouTube during the past month
	· 82.0%
	· 116

	Logged onto Yahoo during the past month
	· 67.5%
	· 117

	Logged onto Facebook during the past month
	· 77.2%
	· 111

	Logged onto Twitter during the past month
	· 38.5%
	· 130



Based on The Media Audit’s 2015–2016 surveys

There is no disputing the attraction of Google, YouTube and Facebook for this target audience, although Twitter has the largest index to the markets. Plus, the large percentage of the target audience who are active online buyers suggests consumers who aren’t afraid to buy furniture, furnishings and accessories on the Web.
Sources: U.S. Census Bureau Website, 11/16; The Media Audit Website, 11/16; Broad River Furniture Website, 11/16.
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