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About IBISWorld
IBISWorld specializes in industry research with coverage on thousands of global industries. Our comprehensive
data and in-depth analysis help businesses of all types gain quick and actionable insights on industries around
the world. Busy professionals can spend less time researching and preparing for meetings, and more time
focused on making strategic business decisions that benefit you,your company and your clients. We offer
research on industries in the US, Canada, Australia, New Zealand, Germany, the UK, Ireland, China and Mexico,
as well as industries that are truly global in nature.
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Covid-19
Coronavirus
Impact Update

IBISWorld's analysts constantly monitor the industry impacts of current events in
real-time – here is an update of how this industry is likely to be impacted as a result
of the global COVID-19 pandemic:

· Revenue for the Furniture Stores industry has been adjusted to decline 6.8% in
2020 alone due to falling demand as a result of falling consumer spending and
consumer confidence. For more detail, please see the Current Performance chapter.

· Since many upstream furniture products are manufactured in internationally,
especially in China, the industry's purchase costs are expected to fluctuate, leading
to unsteady profit.

· Demand is anticipated to remain relatively steady as all market segments,
including both households and businesses, are anticipated to delay discretionary
spending on new furniture. However, corporate profit is anticipated to fall at a faster
rate than consumer spending, resulting in the business segment to decline at a
faster rate. Additionally, since many offices have remained empty since March
2020, office furniture is not a necessary expenditure.

Note: The content in this report is currently being updated to reflect the trends
outlined above.
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About This Industry
Industry Definition Operators in this industry primarily sell household, outdoor and office furniture,

except those sold combined with office supplies and equipment. This industry
predominantly markets and retails living room, dining room and bedroom furniture,
upholstered and otherwise. Desks and home office goods, lamps, recliners, rugs
and outdoor furniture make up the rest of sales.

Major Players Inter IKEA Systems BV

Ashley Furniture Industries Inc.

Main Activities The primary activities of this industry:

Retailing household furniture

Retailing outdoor furniture

Retailing office furniture

The major products and services in this industry:

Living room furniture

Dining room furniture

Bedroom furniture

Other furniture
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Supply Chain
 

 

SIMILAR INDUSTRIES

Office Supply Stores in the
US

Used Goods Stores in the US E-Commerce & Online
Auctions in the US

Mail Order in the US

RELATED INTERNATIONAL INDUSTRIES

Furniture Retailing in
Australia

Furniture & Home
Furnishings Repair in the UK

Furniture Stores in Canada
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Industry at a Glance
Key Statistics

$58.9bn
Revenue

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-1.2% 3.3%

$2.4bn
Profit

Annual Growth  Annual Growth

2015-2020  2015-2025

-4.8%

4.0%
Profit Margin

Annual Growth  Annual Growth

2015-2020  2015-2025

-0.8%

27,539
Businesses

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-1.4% 1.1%

214k
Employment

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-0.4% 2.4%

$8.1bn
Wages

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-0.4% 2.6%

Key External Drivers % = 2015-2020 Annual Growth

0.8%
Demand from warehouse clubs and
supercenters

0.8%
Consumer Confidence Index

2.8%
Per capita disposable income

3.1%
Homeownership rate

3.0%
Price of sawmill lumber

Industry Structure

POSITIVE IMPACT

Capital Intensity
Low

Concentration
Low

Regulation
Light

Technology Change
Low

Globalization
Low

MIXED IMPACT

Life Cycle
Mature

Revenue Volatility
Medium

NEGATIVE IMPACT

Industry Assistance
None

Barriers to Entry
Low

Competition
High
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Key Trends

 The industry is positively affected by individuals purchasing
homes and apartments rather than renting

 Online retailers have siphoned revenue away from the
industry

 Furniture stores have shifted their business models to
withstand changes in consumer spending

 Many operators have lowered prices to compete with
mounting competition

 As consumer demand for furniture increases, external
competitors is projected to intensify

 Companies are expected to focus on providing customer
service and benefits

 Growing consumer spending during most of the during has
spurred industry product sales
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Products & Services Segmentation

Living room furniture

37.9%

Dining room furniture

18.0%

Bedroom furniture

32.9%

Other furniture

11.2%

Furniture Stores
Source: IBISWorld

Major Players % = share of industry revenue SWOT

STRENGTHS

Low Imports
High Profit vs. Sector Average
Low Customer Class Concentration
Low Product/Service Concentration
Low Capital Requirements

WEAKNESSES

Low & Steady Barriers to Entry
None & Steady Level of Assistance
High Competition
Low Revenue per Employee

OPPORTUNITIES

High Revenue Growth (2020-2025)
High Performance Drivers
Demand from warehouse clubs and
supercenters

THREATS

Very Low Revenue Growth (2005-2020)
Low Revenue Growth (2015-2020)
Low Outlier Growth
Consumer Confidence Index

Furniture Stores in the US 44211 August 2020

9 IBISWorld.com



Executive
Summary

Revenue for the Furniture Stores industry has slightly decreased
over the five years to 2020.

During most of the period, rising consumer sentiment and discretionary spending
encouraged individuals to ramp up purchases of big-ticket home goods, including
furniture. Additionally, slightly increasing homeownership rates and growing
consumer spending have spurred industry product sales. However, decreasing
value of residential construction during the latter half of the period, coupled with
declining consumer spending and consumer confidence in 2020, has contributed to
the slight contraction in revenue. As a result, industry revenue has fallen at an
annualized rate of 1.2% to $58.9 billion over the five years to 2020, including a
decrease of 6.8% in 2020 alone.

The industry is highly fragmented, with no single company controlling a large share
of the market. As a result, companies engage in price-based competition. However,
most operators are either small, privately run businesses with fewer than four
employees or nonemployers. In 2020, nonemployers are estimated to account for
38.4% of industry establishments. Smaller, unprofitable establishments that cannot
keep up with intense competition have either closed or have been acquired by larger
companies over the past five years. As a result, many companies often have to
slash prices, and therefore, their overall earnings are lower. Additionally, another
way that companies attempt to set themselves apart from competitors is through
their staff. Companies seek to hire knowledgeable, friendly staff to assist
customers and help create a positive customer experience. Industry profit,
measured as earnings before interest and taxes, has declined from accounting for
4.8% of revenue in 2015 to 4.0% in 2020.

Rebounding disposable income is expected to help drive some furniture purchases
over the five years to 2025. Furthermore, stabilizing homeownership rates will likely
encourage consumers to purchase more furniture to outfit homes initially. At the
same time, competition from other outlets, such as department stores, mass
merchandisers and online retailers, is projected to continue growing. While external
competition will likely motivate many operators to improve customer service, brand
awareness and financing capabilities to differentiate traditional furniture stores
from their competitors, competition will also likely entice operators to keep prices
low to retain customers, restraining revenue growth. However, growing consumer
confidence will likely cause consumers to make large furniture purchases for
existing homes, helping bolster industry revenue. Additionally, during the latter half
of the period, as spending picks up, industry revenue is anticipated to experience a
boost. Consequently, revenue is projected to grow an annualized 3.3% to $69.4
billion over the five years to 2025.
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Industry Performance
 

 

Key External
Drivers

Consumer Confidence Index
Consumer confidence reflects individuals' confidence in the wider economy. When
consumer confidence is strong, people are more likely to make large purchases,
such as furniture. If consumer confidence is weak, they are likely to refrain from
making these large discretionary purchases. The Consumer Confidence Index is
expected to decrease in 2020.

Per capita disposable income
Disposable income largely affects new furniture purchases. Growth or contraction
in disposable income affects the ability of consumers to purchase new household
goods. When disposable income is low or is declining, individuals are more likely to
repair existing furniture or delay replacements. Per capita disposable income is
expected to decrease in 2020, posing a potential threat to the industry.

Homeownership rate
The Furniture Stores industry is sensitive to the level of homeownership in the
United States. When consumers purchase homes, they are more willing to purchase
furniture and household goods to furnish the space. Therefore, as the
homeownership rate rises, demand for furniture is likely to increase. The
homeownership rate is expected to increase in 2020, representing a potential
opportunity for the industry.
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Demand from warehouse clubs and supercenters
Many warehouse clubs and supercenters have separate furniture sections that
carry beds, chairs, tables and more. Due to the large size and diverse offerings of
these retailers, operators may be able to offer furniture with greater discounts,
enticing customers away from traditional furniture stores. Demand from warehouse
clubs and supercenters is expected to increase in 2020.

Price of sawmill lumber
Changes in raw material prices affect the prices of household furniture items. When
the prices of wood and other input materials increase, the cost of producing
furniture rises. This boosts the purchase price of products for industry operators.
Companies can often pass on cost increases to customers in the form of higher
prices and revenue. However, when demand is low, many operators do not pass
these price bumps on to customers completely and profit suffer. The price of
sawmill lumber is expected to increase in 2020.

 

 

Current
Performance

Changes in disposable income, consumer sentiment and the rate of
homeownership are major growth drivers for the Furniture Stores
industry.

The more disposable income consumers earn, the more likely they are to be able to
afford new furniture, which is largely a discretionary purchase. Higher consumer
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sentiment also means individuals are more likely to make purchases. A healthier
homeownership rate broadens the industry's customer base to include consumers
shopping for goods to furnish their new homes. However, a huge decline in
consumer confidence has mitigated the positive effects from other drivers and has
caused industry revenue to decline over the five years to 2020. IBISWorld estimates
industry revenue to fall at an annualized rate of 1.2% to $58.9 billion over the five
years to 2020, including a projected decline of 6.8% in 2020 alone.

Mixed performance from demand drivers

The industry has experienced revenue growth during most of the
period as a strengthening economy has generally enabled
consumers to purchase more furniture.

Falling unemployment during most of the period has helped raise household
disposable income levels and consumer confidence, providing individuals with
more cash on hand to spend on furniture purchases and more confidence in their
purchases.

Additionally, as access to credit increased during the period, many consumers
found it easier to access the financing necessary to purchase new homes.
Additionally, the industry is positively affected by individuals purchasing homes and
apartments rather than renting these properties. Some of these rental properties
come with furniture in them when they are rented, eliminating the need to purchase
new furniture. The impermanence of renting also encourages renters to purchase
less expensive furniture to meet basic necessities instead of higher-end
alternatives, to the detriment of industry operators.

However, in 2020, both consumer spending and consumer confidence are
anticipated to decrease amid the COVID-19 (coronavirus) pandemic and economic
uncertainty that the pandemic has generated. Individuals are anticipated to
dramatically cut back on discretionary spending, including purchasing new
furniture. Additionally, the industry is tied to the housing market, and therefore, as
consumer confidence drops, individuals are less likely to take risks by pushing new
homes or investing in remodels. Both housing starts and the value of residential
construction are anticipated to experience double-digit declines in 2020. As a result,
the industry is anticipated to suffer amid falling demand for industry products. Not
only is demand anticipated to fall, but most operators have been forced to
temporary close all locations to remain in compliance with federal and local
mandates. As a result, the ability to generate revenue through in-stores sales has
been significantly affected for several months, since most stores that closed in
March 2020 have begun to re-open in late May and early June.

External competition grows

Rising external competition has also negatively affected the
industry.

Mass merchandisers and warehouse clubs, such as Walmart Inc. and Costco
Wholesale Corporation, compete with furniture stores, mostly on smaller items,
such as desks, chairs and cabinets. Other department stores offer mattresses,
living room sets and dining tables and chairs, which are also sold by industry
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operators. Due to their significant buying power, these larger stores are able to offer
more competitive prices. With the convenience of a one-stop shop and lower prices,
mass merchandisers and department stores have lured customers away from
traditional furniture stores.

Online retailers have also siphoned revenue away from the industry. Websites, such
as Wayfair.com, Overstock.com and Furniture.com, enable users to browse a wider
selection of furniture and purchase products from the comfort of their own homes.
These retailers benefit from lower costs because they do not have to pay for large
showroom spaces. Instead, they store furniture in warehouses and use
photographs to display stock, which tends to be more extensive in variety than
traditional brick-and-mortar stores. The lower costs of selling furniture online
enable these companies to offer competitively low prices to consumers. While
concerns about how customers would respond to buying furniture that they could
not view in person or test out before purchasing were expected to slow the rise of
furniture e-tailers, online furniture sales have risen significantly in recent years.
According to 2017 data from Furniture Today, online furniture sales have grown
every year since 2015, with many industry operators shifting their focus to their e-
commerce platform as consumers become more comfortable with making large
purchases online (latest data available).

Profit trends

Industry profit has decreased slightly over the past five years.

Many operators have been forced to lower prices to entice customers and compete
with e-tailers and big-box stores. As a result, unprofitable businesses have closed
locations. Therefore, the number of establishments has decreased at an annualized
rate of 0.9% to 37,031 locations over the five years to 2020. Similarly, industry
employment has decreased an annualized 0.4% to 213,754 workers during the
same period. However, further declines in employment have been mitigated by
successful companies expanding their staff to boost their customer service
offerings. IBISWorld estimates that industry profit, measured as earnings before
interest and taxes, has fallen from accounting for 4.8% of revenue in 2015 to 4.0%
in 2020, mainly as a result of increasing wages and intense price-based competition
within the industry. The coronavirus pandemic has further put pressure on profit as
many operators have been unable to adjust their inventory as demand quickly
declined.

A proliferation of business models

Furniture stores have shifted their business models to withstand
changes in consumer spending and external competition.

To compete with mass merchandisers and warehouse clubs, companies have
lowered retail prices, while others have started their own discount retail chains.
However, some companies are unwilling to lower prices and instead use alternative
tactics to attract customers. For instance, to avoid devaluing the company's brand,
many furniture stores have increased consumer financing options to enable more
individuals to purchase furniture. In a survey conducted by TD Bank in February
2018 and published by Furniture Today, almost 7.0% of respondents said they
would offer more financing options for consumers (latest data available).
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Other companies have also started implementing and expanding their interior
design segment to better help customers with furniture purchases. For example,
Ethan Allen Interiors Inc. (Ethan Allen), a large high-end furniture store, has many in-
house interior designers that visit customers' homes to help plan new rooms. The
company also recently created a program that provides Ethan Allen designers the
opportunity to work with independent interior design affiliates to increase its
customer base. Additionally, major player Inter IKEA Systems BV has recently
launched planning studios, which are essentially show rooms that give customers
ideas, and a place where customers can receive interior decorating advice from
professionals. Many companies across the industry have implemented virtual
design consultations to attract potential buyers and retain existing clients as their
stores remained closed due to the coronavirus pandemic.

Historical Performance Data
Year Revenue IVA Estab. Enterprises Employment Exports Imports Wages Domestic

Demand
Consumer

Confidence
Index

($m) ($m) (Units) (Units) (Units) ($m) ($m) ($m) ($m) (Index)
2011 55,622 9,620 38,771 30,328 211,777 N/A N/A 7,506 N/A 58.1
2012 56,973 10,353 38,995 30,010 209,771 N/A N/A 7,561 N/A 67.1
2013 57,267 10,693 38,375 29,371 211,512 N/A N/A 7,715 N/A 73.6
2014 58,867 11,096 39,025 29,684 213,678 N/A N/A 7,917 N/A 87.1
2015 62,671 11,825 38,799 29,478 217,774 N/A N/A 8,316 N/A 97.1
2016 63,790 11,978 38,198 28,869 225,349 N/A N/A 8,661 N/A 99.6
2017 63,267 11,853 38,326 28,492 223,657 N/A N/A 8,563 N/A 120
2018 63,844 11,854 38,334 28,458 224,993 N/A N/A 8,620 N/A 130
2019 63,170 11,794 38,136 28,300 223,732 N/A N/A 8,563 N/A 128
2020 58,888 11,009 37,031 27,539 213,754 N/A N/A 8,141 N/A 111
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Industry Outlook
Outlook IBISWorld expects revenue for the Furniture Stores industry to

increase over the five years to 2025 as per capita disposable income
rebounds.

Pent up demand for furniture will
likely result in revenue growth, but
increased competition may
somewhat constrain revenue and
margin expansion. When fewer
consumers buy homes, industry
operators suffer because
homeowners do not need to
purchase furniture to outfit the
home. However, expected increases
in consumer confidence over the
next five years are expected to make
consumers more willing to make big-
ticket purchases, boosting revenue
growth. Consequently, revenue is
expected to rise at an annualized
rate of 3.3% to $69.4 billion over the
five years to 2025.

Mixed performance from demand drivers

Consumers are likely to make initial furniture purchases as the
residential market grows over the next five years.

IBISWorld expects per capita disposable income to rebound and grow during the
outlook period. With more money in their pockets at the outset of a home purchase,
consumers are more likely to make furniture purchases. As interest rates remain
relatively low and more consumers gain access to financing, an increasing number
of individuals are expected to purchase homes. As a result, the housing market is
anticipated to expand and IBISWorld expects housing starts to grow during the
outlook period. Therefore, demand for furniture in the residential market will likely
grow. Additionally, the Consumer Confidence Index is forecast to increase an
annualized 4.0% over the five years to 2025, despite a decrease of 13.5% in 2020
amid the COVID-19 (coronavirus) pandemic. As a result, consumers that have
pushed off discretionary purchases in 2020 and 2021 will likely opt to make those
purchases during the latter half of the period.

Over the five years to 2020, many operators have lowered prices to compete with
mounting competition. To motivate consumer spending over the coming years,
companies will likely raise prices as demand is expected to increase as consumers
purchase more industry products due to pent up demand. As a result, industry
profit, measured as earnings before interest and taxes, are anticipated to increase
to account for 4.3% of revenue in 2025. IBISWorld expects profit margin growth to
be constrained as a result of strong external competition. The number of industry
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enterprises is expected to marginally increase, rising at an annualized rate of 1.1%
to 29,049 operators over the five years to 2025. Industry employment is expected to
increase at an annualized rate of 2.4% to 240,201 workers during the same period.

External competition grows

As consumer demand for furniture increases, pressure from
external competitors is projected to intensify.

Department stores, mass merchandisers and warehouse clubs will likely continue
to carry furniture at lower prices. Competition from mass merchandisers and
warehouse clubs, such as Walmart Inc., will likely have a greater effect on low-end
furniture stores, such as Inter IKEA Systems BV, since their furniture is similar in
quality and price. Mid-level price stores, such as Ashley Furniture Industries Inc., will
also likely experience increased pressure from department stores that provide
furniture customization, such as JC Penney Company Inc. and Macy's Inc.
Additionally, the boom in online furniture sales experienced over the past five years
is likely to continue moving forward. As consumers become more comfortable
purchasing furniture online, industry operators are expected to increasingly lose
business to internet retailers.

As competition from retailers that are not industry-relevant strengthens, furniture
stores are anticipated to alter their business models. Similar to the current period,
companies are expected to focus on providing customer service and benefits that
external competitors lack over the next five years, further indicated by the
expansion of the industry's workforce. To provide such benefits to consumers,
industry operators must ensure that their employees are extremely knowledgeable.
Furniture stores will also likely offer more customizable fabrics and expand interior
design services to include professional advice, as most external competitors lack
these specialized services.

Companies are also anticipated to increase brand awareness because many
furniture stores have failed to promote their products compared with other retail
industries. As a result, many consumers purchase furniture based on price and
perceived quality. To increase market share, operators will likely need to focus on
promoting their brands and differentiating themselves from competitors through
increased marketing and advertising. Additionally, operators are expected to
expand in-house consumer financing offerings.

Performance Outlook Data
Year Revenue IVA Estab. Enterprises Employment Exports Imports Wages Domestic

Demand
Consumer

Confidence
Index

($m) ($m) (Units) (Units) (Units) ($m) ($m) ($m) ($m) (Index)
2020 58,888 11,009 37,031 27,539 213,754 N/A N/A 8,141 N/A 111
2021 61,198 11,394 37,501 27,828 219,403 N/A N/A 8,377 N/A 120
2022 64,470 11,996 38,177 28,254 227,413 N/A N/A 8,711 N/A 124
2023 67,110 12,454 38,752 28,621 233,984 N/A N/A 8,984 N/A 128
2024 68,250 12,655 39,066 28,826 237,015 N/A N/A 9,108 N/A 132
2025 69,391 12,845 39,394 29,049 240,201 N/A N/A 9,236 N/A 135
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Industry Life Cycle The life cycle stage of this industry is  Mature

LIFE CYCLE REASONS

IVA is expected to grow is expected to grow at a slower rate than the overall economy

This industry is characterized by stable downstream markets

The industry experiences little technological change

 

 

The Furniture Stores industry is in the mature phase of its life cycle due to its
wholehearted market acceptance, product saturation and low rate of technological
change. Industry value added (IVA), which measures of an industry's contribution to
the overall economy, is estimated to increase at an annualized rate of 0.8% over the
10 years to 2025. Conversely, US GDP is expected to grow at an annualized rate of
1.5% during the same period.

Despite external competition, consumers have generally accepted furniture stores
as the main source for purchasing furniture because they are able to offer a wide
selection and range of quality, and most importantly, the opportunity to test a
product before purchase. As consumers purchase houses, they tend to purchase
items for decoration, home utility and cooking. Therefore, as long as consumers
continue to purchase and live in homes, they will likely continue to need industry
merchandise. In addition, product lifespan is between five and 10 years, so
replacement purchases are frequently needed. Therefore, furniture demand will
likely continue into the future, an important indication that the industry is in the
mature phase of its life cycle.
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Product saturation also affects the industry. While sofas and chairs can come in all
shapes and sizes, the basic range of products continues to remain relatively static.
Most stores offer living room, dining room and bedroom furniture. As a result, the
industry's products and markets are well-defined and developed. This industry's
technological changes occur at a slow rate. Over the five years to 2020, many
stores have added point-of-sale systems and electronic data interchange systems.
Many operators have built websites for promotion and sales, but these
technological changes have occurred in many retail industries.
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Products and Markets
Supply Chain KEY BUYING INDUSTRIES

1st Tier
Consumers in the US

Property Management in the US

Interior Designers in the US

Hotels & Motels in the US

Casino Hotels in the US

Bed & Breakfast & Hostel
Accommodations in the US

2nd Tier
Consumers in the US

KEY SELLING INDUSTRIES

1st Tier
Carpet Mills in the US

Household Furniture Manufacturing in the
US

Office Furniture Manufacturing in the US

Mattress Manufacturing in the US

Furniture Wholesaling in the US

2nd Tier
Wood Product Manufacturing in the US

Timber Services in the US

Products and
Services

 

 

Living room furniture

The largest product segment of the Furniture Stores industry is
living room furniture, which accounts for 37.9% of revenue in 2020.

This segment includes coffee tables, sofa tables, end tables, sofas, loveseats,
chairs, bookshelves, ottomans, display cabinets, consoles and TV stands. Prices for
products in this segment vary considerably depending on brand, style and materials,
but tend to be more expensive than other furniture segments. This high per-unit
price has driven growth for this segment, as growing per capita disposable income
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figures have enabled more consumers to afford products in this segment. Sofas are
among the most expensive furniture items sold by industry operators. Upholstered
furniture specifically, including sofas and overstuffed chairs, accounts for a large
share of living room furniture.

This segment also includes dual-purpose furniture, such as sleep sofas, daybeds
and futons. Sales from this subsegment have strongly increased over the five years
to 2020. As more people have chosen to live together, such as adult children
moving back in with parents, moving an older parent into the home or adults living
with roommates, the need for multifunctional furniture has increased. Over the past
five years, dual-purpose furniture demand increases and rising sales of high-priced
sofas and other upholstered furniture products have boosted this segment's share
of industry revenue during the period.

Bedroom furniture

Bedroom furniture includes beds, headboards, dressers, chests,
armoires, bed benches, bookcases, chairs, vanities and nightstands.

This segment is expected to account for 32.9% of revenue in 2020. Sleep
equipment, including mattresses, box springs, cots and waters, accounts for the
majority of this segment's revenue. Bedroom furniture has increased as a share of
revenue over the past five years, as more consumers have turned to industry
operators for a one-stop shopping experience for mattresses and bedroom
furniture, such as headboards and dressers.

Dining room furniture

Dining room furniture includes dining sets, including tables and
chairs.

It also includes other items such as sideboard cabinets, serving carts, bar stools
and wine storage units. This segment is expected to account for 18.0% of revenue
in 2020, remaining a stable share of revenue during the period. Dining room
furniture also varies dramatically in price depending on style, quality, materials and
brand. Consumers aged 35 to 44 tend to place a high degree of attention on
choosing formal dining room furniture that fits the style of their home. This group
favors quality, craftsmanship and brand. Younger consumers favor price and
practicality when choosing dining room furniture. As a result, many stores are
working to employ a balance between high and low-quality furniture. Appealing to a
wide range of consumers has become especially important as competition has
increased. This segment's share of industry revenue is expected to remain flat or
marginally decrease over the five years to 2025 due to consumers' focus on big-
ticket purchases from other product segments.

Other furniture

The other furniture segment is estimated to account for 11.2% of
industry revenue in 2020.

This segment primarily includes office and computer-related furniture, infant
furniture and outdoor furniture. Home office and computer-related furniture has
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risen significantly as a share of revenue over the past five years. As telecommuting
has increased during the period, more customers have looked for home office
furniture. This has driven growth for this segment. Office furniture sales have also
expanded during the period, as corporate profit has grown and businesses have
increased their capital expenditures, investing more in operational expansion and
subsequent furniture purchases.

Outdoor furniture is also included in this segment. Outdoor furniture sales
increased as a result of more consumers staying at home for “staycations” instead
of taking vacations. Other furniture includes carpets, lamps, mirrors and other
decorative goods. This segment's share of revenue has fluctuated over the past five
years because many of these goods are considered discretionary products;
therefore, consumers tend to purchase these products when they have significant
amounts of disposable income. However, IBISWorld expects spending on these
items to increase over the next five years as per capita discretionary rebounds from
decreased levels in 2020.

Demand
Determinants

The main factors affecting demand for products from the Furniture
Stores industry include the disposable income level, consumer
confidence, the homeownership rate and price.

Since furniture is a durable, expensive good, consumer disposable income heavily
influences demand for furniture. When disposable income is high, furniture sales
generally increase. However, when income is low, consumers cut back on spending
and refrain from purchasing expensive goods. If consumers are in extreme need of
furniture, but their disposable income has declined, they are likely to purchase used
furniture from used goods stores, garage sales or other outlets.

Consumer confidence affects consumers' perceptions of economic prosperity.
When confidence is high, demand for new home furniture purchases increases.
When it is low and consumers become pessimistic, retail sales tend to soften,
particularly for more expensive, high-end items. When the economy is performing
poorly, consumer confidence can become so low that many consumers refrain from
purchasing new furniture altogether. Nevertheless, consumer confidence has grown
steadily over most of the past five years as the employment rate, household
incomes and the housing market recovered.

Consumers are more likely to engage in furniture purchases when they are moving
into new houses or condominiums. This provides them with an opportunity to
remodel or predicate which typically results in furniture sales. As more Americans
move into houses or condominiums, they must purchase furniture to fill their
homes, and therefore, become more likely to redecorate and remodel. In turn, the
amount of merchandise bought at furniture stores increases. If the level of
homeownership drops and more people rent, less furniture is purchased. Renters
do not own the property they live on, and therefore, have less flexibility in what
changes they can make to their living space. The industry is highly correlated with
the housing market as a result.
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Major Markets

Households and individual consumers

Households and individual consumers make up the vast majority of sales for the
Furniture Stores industry, accounting for more than 95.0% in 2020. Households
purchase almost all of the product varieties offered by furniture stores, including
living room, bedroom, dining room and other furniture. Products sold by operators
are considered staples in almost every domestic household. Individuals often
consider chairs, couches, bed sets, dining room tables, coffee tables, home office
and entertainment furniture to be vital expenditures that are bought when people
move into a new home or apartment and replaced when broken or damaged.

Within the households and individual consumers segment, there are six
subsegments that can be broken down by age. These categories include
consumers aged 24 and younger; between 25 and 34; between 35 and 44; between
45 and 54; between 55 and 64; and consumers aged 65 and older. The level of
disposable income and level of confidence in this market plays a pivotal role in the
performance of the industry as a whole and the relative performance of these
subsegments. Consumers under 24 years old accounts for the lowest share of
revenue, accounting for an estimated 7.6% of revenue in 2020. These customers
tend to have little disposable income and can spend the least amount of money at
furniture stores, often opting for the least expensive items when shopping for
dormitory furniture or outfitting an apartment, and therefore, have stagnated as a
share of revenue over the five years to 2020. Thus, the other segments generally
follow population and disposable income trends, with consumers aged 35 to 44
accounting for 18.1% of revenue in 2020. These consumers tend to have higher
incomes and larger savings reserves and can afford more easily to purchase more
expensive items at furniture stores and can replace products at a higher frequency,
and thus, this segment has increased as a share of revenue during the period. Also,
as the median age of the US population has grown, more individuals are 45 years
old or older, which has pushed up sales from higher age subsegments. In 2020,
consumers aged 45 to 54 account for 19.6% of revenue, increasing as a share of
revenue during the period. Additionally, consumers aged 55 to 64 account for 20.0%
of revenue in 2020, remaining a stable share of revenue over the past five years,
while consumers aged 65 and older account for 11.1% of revenue in 2020,
marginally declining as a share of revenue during the period. Overall, older
customers tend to have more disposable income and larger reserve funds, which
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enables them to more easily afford industry products. Also, these customers are
more likely to own homes, as opposed to renting, which generally gives them more
space that needs to be furnished with more furniture. Renters also are more likely to
have an apartment furnished upon move-in, which makes them less likely than
homeowners to need to purchase new furniture.

Businesses and other

Businesses and other buyers make up a smaller share of revenue than households
and individuals, but remain important customers, accounting for an estimated 3.2%
of industry revenue in 2020. Corporate and business clients require chairs, tables
and desks for their day-to-day operations and couches and chairs for their lobbies
and waiting rooms. While many large- and medium-sized companies often turn to
wholesalers for uniform products, smaller businesses are more likely to visit
storefronts to place orders. For many businesses, a solid relationship with a
furniture seller is important to their business. For example, restaurants generally
require new tables and chairs on a regular basis because of wear and tear and to
update the decor of their establishment. These businesses are likely to make up a
small, but steady source of revenue for industry operators. The smaller these
entities are, the more likely they are to visit a storefront. This segment is anticipated
to fall as a share of revenue in 2020 because the COVID-19 (coronavirus) pandemic
has negatively affected corporate profit, limiting the ability of new and existing
companies to purchase furniture. Furthermore, with the majority of corporate
offices working remotely, decorating the office has become of little importance
since many offices have remained empty since March 2020.

International
Trade

Exports in this industry are  Low and Steady

Imports in this industry are  Low and Steady

The value of imports and exports within the Furniture Stores industry are accounted
for at the manufacturing level. Downstream manufacturing industries include the
Household Furniture Manufacturing industry (IBISWorld report 33712), the Office
Furniture Manufacturing industry (33721) and the Furniture Wholesaling industry
(42321).
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Business
Locations

 

Business Concentration in the United States
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Establishment growth in the Furniture Stores industry has been relatively steady
over the five years to 2020. Store share often falls in line with population and
fluctuates slightly based on tourism. Since individuals account for more than 95.0%
of this industry's customers, operators rely heavily on households and locate in
areas with high population volumes. The regions with the highest share of industry
establishments include the Southeast, Mid-Atlantic and West.

Southeast

Given the industry's heavy reliance on households as customers, it is
understandable that the Southeast region is home to the highest share of industry
establishments. The region is home to the highest share of the population and a
high share of industry establishments, accounting for 30.4% of establishments in
2020. Many operators have chosen to locate in this region to service its very large
customer base. Additionally, the large amount of timber land in the region benefit
operators in several ways. If an operator chooses to manufacture its own furniture,
it would save transportation costs by locating close to sawmills and wood
producers, which are heavily located in this region as well. Similarly, furniture stores
can also save on transportation costs if they are buying from furniture makers that
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have sourced their wood from a close source. This cuts down on transportation
costs for the furniture maker, which, in turn, passes down price savings to the
downstream furniture store. Overall, this region offers several benefits to operators
and has grown as a share of industry establishments over the past five years. As
the population of the region has grown, so has its share of establishments.

Mid-Atlantic and West

The Mid-Atlantic and West regions account for 16.1% and 14.2% of industry
establishments, respectively, in 2020. These regions also account for high shares
of the population. The Mid-Atlantic region benefits from its large population centers
that are home to a large number of individuals and businesses. This creates a
steady demand source that needs to be serviced by industry operators. The West
region also accounts for a high share of industry establishments due to similar
beneficial conditions. Overall, both regions have grown as a share of
establishments over the past five years as these region's population has grown and
the business environment in them has bettered.

Other

The Great Lakes region makes up 13.4% of industry establishments and the
Southwest houses 11.7% of locations in 2020. The remaining regions house a low
number of establishments. These regions have the lowest population density, and
therefore, experience lower demand for industry products.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is  Low

The Furniture Stores industry is highly
fragmented. Most industry operators do
not account for a significant share of
market share. In fact, Inter IKEA Systems
BV (IKEA) and Ashley Furniture Industries
Inc. (Ashley) are the only two companies in
the industry that account for more than
5.0% of industry revenue in 2020. Both
companies have grown their market share
by appealing to customers by offering
deals and discounts that tend to undercut
their smaller competitors. Ashley is a
vertically integrated company that
manufactures its own furniture, which
permits for it to lower its prices. Likewise,
IKEA sources its furniture from other
countries at a lower price as a result of relatively low manufacturer wage costs,
enabling them to keep prices low. Other larger operators in the industry include
William-Sonoma Inc. and Rooms To Go Inc. The top four players are estimated to
account for less than 30.0% of industry revenue in 2020.

Market share concentration has increased over the five years to 2020. During the
period, the number of enterprise has declined at a slightly faster rate than the
number of establishments, indicating that large companies have increasingly been
acquiring smaller operators to boost market share. Additionally, the major players in
this industry have grown at much faster rates than the industry as a whole,
bolstering the relative strength of the top players and market share concentration.
However, the industry is still very fragmented. In general, furniture stores tend to be
small in size, and thus, 38.4% of industry establishments are nonemployers in 2020.
Due to their small size and the intense competition from external players, most
stores in the industry will likely continue to maintain only one or two locations over
the five years to 2025. The widespread market acceptance of these small furniture
stores ensures low market share concentration for this industry. While the reach of
the larger companies in this industry has grown, the market for these smaller
companies has remained strong and market share concentration has remained low.
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Key Success
Factors

IBISWorld identifies 250 Key Success Factors for a business. The most important for this
industry are:

Experienced workforce: Operators should ensure staff are capable of addressing

consumer queries and providing sound advice.

Attractive product presentation: Operators should have a clear and well-presented store

layout. Consumers often need to see furniture in an environment similar to that of a home.

Production of goods currently favored by the market: Operators should keep up with

changing consumer trends and fads in furniture styles.

Having a clear market position: Operators should portray a clear image of the company.

Consumers need to be aware of the type of products a company offers and the segment of

the market they target.

Establishment of brand names: Operators should stock brands that consumers can

readily recognize as high quality. Since furniture is expensive, consumers tend to purchase

brands they are familiar with.

Proximity to key markets: Stores should be located where there is a high volume of

passing traffic as to maximize store exposure to prospective consumers. Locations in areas

with many homeowners will likely increase success.

Strong cash reserves: Many operators will likely experience a dip in revenue due to the

temporary closure of stores across the industry, and therefore, operators must have enough

cash on hand to keep the business afloat.

Cost Structure
Benchmarks
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Profit

Profit, measured as earnings before interest and
taxes, has declined slightly over the five years to
2020, accounting for 4.0% of revenue in 2020,
down from 4.8% in 2015. Intense competition
within the industry has led to price-based
competition within the industry. To set
themselves apart and attract customers,
operators slash prices and host sales, lowering
overall profit. Furthermore, companies have
bolstered wage spending, further hurting
industry profit. The COVID-19 (coronavirus)
pandemic has put further pressure on profit in
2020 as operators have been unable to adjust
their normal inventory levels to meet the
decreased demand.

Wages

Wage costs account for 13.8% of revenue in
2020 because the industry is fairly labor-
intensive. Industry employees perform a variety
of tasks including floor selling, merchandising,
warehousing and display work, as well as office
and administrative management. For example,
larger industry players arrange furniture pieces
to create mock rooms, which incorporate
furniture pieces and accessories to show the
value of the products when they are all together.
This requires considerable manual labor from
staff employees. As a result, the number of
industry employees has declined at a slower
rate than both establishments and enterprises
during the period. In turn, wage costs have
increased. Overall, wage costs have decreased
at a slower rate than revenue, causing wages'
share of revenue to increase from accounting
for 13.3% of revenue in 2015.
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Purchases

Purchases are the largest cost for industry
operators, accounting for an estimated 60.8% of
industry revenue in 2020. Purchase costs
include all pieces of furniture for sale, among
others. While the purchasing of the actual
furniture to be sold accounts for the vast
majority of this segment, industry operators also
tend to purchase materials to decorate and
enhance the display of their merchandise. This
may include pieces of art and enhanced lighting.
Purchasing costs have marginally increased
over the past five years, as the price of many
woods and plastics from which furniture is
made has risen. When furniture becomes more
expensive to make for furniture producers, it
often becomes more expensive for operators to
purchase. However, purchase costs are
expected to fall moving forward as more
upstream manufacturers begin to source their
inputs from low-priced overseas producers in an
attempt to reduce costs.

Depreciation

Depreciation can cover buildings for those that
are not leased, fixtures and fittings and inventory
management software. The cost of depreciation
fluctuates among operators depending on size
and the number of assets involved. In 2020,
these expenses are expected to account for
0.9% of revenue.
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Marketing

Marketing is necessary to ensure brand
exposure is high and can be used to promote
quality. Many operators release full-color
circulars and mailing pieces as their primary
medium of advertising. Direct marketing
strategies, along with TV, direct mail,
newspapers and radio, are other mediums
companies employ. Marketing accounts for
3.3% of industry revenue in 2020.

Rent

Rental costs account for 7.1% of industry
revenue in 2020. Rent is relatively high because
many furniture stores need large spaces for
their showrooms and need to be in high-traffic
areas such as shopping malls. This segment
has grown slightly over the past five years as
electricity and real estate prices have grown.

Utilities

Utility costs are anticipated to account for 1.3%
of industry revenue in 2020. This segment has
remained relatively steady as a share of revenue
over the past five years, as operators must
continually ensure that their retail stores and
warehouses are up and running.
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Other Costs

Other expenses include general administrative
costs and accrued interest. These costs are
anticipated to account for 8.8% of industry
revenue in 2020.

Basis of
Competition

Competition in this industry is  High and Steady

The Furniture Stores industry is highly competitive.

Industry operators have to contend with high levels of internal and external
competitors.

Internal competition

Industry operators compete on the basis of customer service,
delivery time, quality and price.

To compete with other retailers, operators need to provide excellent service to their
customers. This is achieved through having extensive knowledge of the product
and selling furniture at a fair price. For customers to be willing to purchase a big-
ticket item, they need to believe that the retailer is providing accurate information.
In addition, having efficient and short delivery times can make an operator
differentiate itself among the rest. Many companies take weeks or even months to
deliver furniture. Operators, such as Rooms To Go Inc., have made it their priority to
deliver products in a timely manner, differentiating themselves from other
competitors. Similarly, Ashley Furniture Industries Inc. introduced Ashley Express in
2014, which guarantees next-day delivery, but aims for same-day delivery. Along
with customer service, buyers also seek out quality. Consumers are concerned with
furniture's craftsmanship and durability since many buyers hope to have their new
furniture for an extensive amount of time. Some retailers have furniture at all ranges
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of quality to attract a larger customer base. Companies also compete on the basis
of price. Consumers are continuously looking for value in their furniture purchases,
and since furniture items are often more expensive than other household
purchases, consumers will likely shop multiple outlets to get the best price
possible. Deep discounting, which is the practice of slashing retail prices by more
than normal, has become a common method of luring customers into stores during
periods of lower demand. The COVID-19 (coronavirus) pandemic has created a new
basis of competition between retailers, such as ensuring extra cleaning precautions
and the ability to safely distance within the store from other shoppers and
employees. Additionally, operators will likely compete on the basis of customer
service and their ability to provide services, such as consultations and design help,
virtually to their customers.

External competition

A level of rivalry also exists between furniture retailers and other
retailers outside of the industry, such as department stores, mass
merchandisers and warehouse stores.

These competitors include department stores, mass merchandisers, warehouse
clubs and supercenters, such as Walmart Inc., Target Corporation and Costco
Wholesale Corporation. These retailers can offer merchandise at a lower price due
to their economies of scale. Over the five years to 2020, brick-and-mortar furniture
stores have lost some of their revenue to these retailers. Online retailers, such as
Wayfair Inc., are also growing in popularity because they can offer lower markups
on prices, as they are able to save money by not having to pay for physical inventory
or a lease. Furthermore, as nonessential brick-and-mortar stores have been
temporarily closed due to the coronavirus pandemic, many consumers were forced
to transition their shopping online and have become increasingly more comfortable
with making big-ticket purchases through e-commerce sites because they did not
have another option.

Barriers to Entry Barriers to entry in this industry are  Low and Steady

Companies planning to enter the
Furniture Stores industry contend with
relatively low barriers to entry. The top
four furniture stores in the United States
represent less than 30.0% of industry
revenue in 2020. While these retailers
have built strong brands, there are
ample market opportunities for new
entrants, as exemplified by the large
number of small and independent
furniture stores generate. For example,
nonemployers and operators employing
less than four workers represent most industry establishments. Additionally,
regulation is light and steady and technological change has been low over the five
years to 2020, with the exception of the rollout of company websites. The main

Barriers to entry checklist
Competition High

Concentration Low

Life Cycle Stage Mature

Technology Change Low

Regulation & Policy Light

Industry Assistance None
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barriers for new entrants are start-up costs, product saturation and established
distribution networks.

Operators planning to enter this industry should take into account the considerable
capital investments and costs associated with opening a furniture store. New
entrants must also either seek out new land to build on or vacant property to open a
new store. Additionally, operators benefit from being located in buildings in high-
traffic areas, which can be expensive to purchase or lease. Store sizes range
depending on the player and are mostly dependent on the range of merchandise
offered by each player and how much storage space they have available.
Additionally, operators often need to design mock rooms and install cash registers,
fixtures and fittings. Initial starting costs are likely to be high and may present a
considerable barrier to entering the industry.

Product saturation can also deter operators from entering the industry. The
industry's level of product differentiation is fairly low, so it is often difficult for new
companies to attract customers. Retailers attempt to overcome this problem by
offering customers a variety of styles, colors and materials and building brand
recognition. Branding itself can also be a formidable hurdle for new entrants.
Furniture is an expensive investment, so many consumers only visit stores where
they feel they can trust the brands and the sales staff. It may be difficult for new
entrants to attract customers if their brand is unfamiliar.

Limited access to distribution channels presents another significant barrier to
prospective operators. Distribution networks between buyers and sellers take time
to develop. Most prominent industry players have already established supply
networks with the industry's largest wholesalers. It may be difficult for new entrants
to find or build similar relationships with suppliers. New companies should also be
wary of integrated operators that manufacture and retail their furniture. Those
stores have a competitive advantage and can offer their own furniture at a lower
price than their competitors.

Industry
Globalization

Globalization in this industry  Low and Steady

Globalization measures the extent of foreign activity by domestic operators in the
Furniture Stores industry and the dominance of foreign operators in the domestic
market. Globalization is low because most participants are US-owned and gain their
revenue from domestic operations. Although there are many imports and exports of
furniture, foreign trade is accounted for at the manufacturing level. Inter IKEA
Systems BV (IKEA), which is foreign-owned, does have a substantial market
presence in the United States. Based in the Netherlands, IKEA operates most its
stores outside the United States and is continuing to grow its global and US
presence. This has bolstered overall industry globalization, but the level of
globalization has remained low because of the localized and fragmented nature of
this industry.
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Major Companies
 

 

Major Players INTER IKEA SYSTEMS BV

Market Share: 10.3%

Inter IKEA Systems BV (IKEA), a Scandinavian
retailer of modern furniture, is the largest
participant in the Furniture Stores industry.
Founded in Sweden in 1943, IKEA is an
international furniture retailer that made the
jump to the US market in 1985. Since the
company's inception, it has expanded its
reach to more than 433 stores in about 30
countries. In 2019, the company had 30 store
distribution centers in 18 countries and 51
customer distribution centers in 16 countries
(latest data available). In fiscal 2019 (year-end August), IKEA added seven new
stores and 11 small stores and planning studios and generated $46.3 billion in total
revenue. The company employs an estimated 211,000 workers.

IKEA sells a variety of ready-to-assemble furniture, appliances, small motor vehicles
and home accessories, of which the company has more than 9,500 varieties in its
product rotation. The company also uses flat packing, which enables it to cut
transportation costs and keep merchandise prices competitively low. In addition to
furniture, IKEA also offers amenities that have enticed a variety of consumers. For
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example, the company generates an estimated 5.0% of revenue through its food
operations, selling items such as Swedish meatballs, which are served in the
company's in-store cafeterias. IKEA also offers free wireless internet for all of its
customers, encouraging buyers to eat, spend time online and lengthen their stay in
IKEA stores.

However, IKEA recently has shifted some of its focus away from physical stores
and toward its online business. This effort has rapidly bolstered online engagement
for the company, and visits to its website reached 2.6 billion in fiscal 2019,
compared with 839.0 million physical store visits that same year (latest data
available). While most sales are still done in store, this focus on electronic presence
has benefited company performance. In the United States alone, e-commerce sales
have increased 25.0% between fiscal 2018 and fiscal 2019.

Financial performance

IKEA has experienced fairly stable sales in the United States over the five years to
fiscal 2020, as consumers have increasingly opted for the low-cost furniture that
the company is known for. The company's products also enable do-it-yourself
assembly, cutting costs for consumers and enabling company revenue to increase
during periods of slow economic growth. Additionally, the company has recently
partnered with TaskRabbit, enabling customers to schedule convenient and easy
assembly help through IKEA at a competitive price. IKEA has succeeded in
achieving strong year-over-year revenue growth during the period. IBISWorld
estimates that IKEA's industry-relevant revenue has grown at an annualized rate of
3.6% to $6.1 billion over the five years to fiscal 2020. The company's industry-
relevant operating income has declined during the period, with a sharp decline
occurring in 2020. Comparable store sales, online visits and in-store visits have all
grown strongly; however, exchange rate trends could have a detrimental effect on
revenue performance. However, the company is anticipated to experience subdued
growth in 2020 as a result the COVID-19 (coronavirus) pandemic, which has forced
IKEA stores across the United States to temporarily close beginning in March 2020.
Select stores have reopened beginning June 3, 2020.

Inter IKEA Systems BV (US industry-specific segment) - financial performance*
Year** Revenue Growth Operating Income Growth

($m) (% change) ($m) (% change)
2014-15 5077.1 N/A 697.2 N/A
2015-16 5527.7 8.9 770.4 10.5
2016-17 5731.0 3.7 539.2 -30.0
2017-18 5828.6 1.7 468.4 -13.1
2018-19 6013.2 3.2 353.2 -24.6
2019-20 6066.3 0.9 225.2 -36.2

Source: Annual report and IBISWorld
Note: *Estimates (Figures converted from EUR to USD); **Year-end August
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ASHLEY FURNITURE INDUSTRIES
INC.

Market Share: 8%

Ashley Furniture Industries Inc. (Ashley
Furniture) is the largest furniture manufacturer
and retailer in the United States. The company
was founded in 1945 as Ashley Furniture
Corporation and merged with Arcadia
Furniture in 1982, moving its headquarters to
Arcadia, WI, and changing its name to its
current iteration. Ashley Furniture is a
vertically integrated furniture company that
operates worldwide; however, most of its operations occur domestically. The
company generated $5.0 billion in total revenue in 2019 (latest data available).

The company makes or imports furniture and then retails upholstered furniture,
leather and hardwood pieces, mattresses and other furniture. Ashley Furniture
segments its products into living room furniture, bedroom furniture, home accents,
dining room furniture, home office furniture and mattresses. Its product portfolio
contains more than 7,000 items in more than 22 different categories. The company
has its own manufacturing plants and retail stores and sells its merchandise
through other furniture retailers. It owns 10 manufacturing plants and distribution
centers across the United States and four centers overseas. Overall, Ashley
Furniture operates more than 300.0 acres of manufacturing and distribution space,
and a large transportation fleet that distributes sold products to consumers. The
company recently opened their 1000th store in 2019. These stores are
independently owned and sell only Ashley Furniture-branded products. Generally,
these stores specialize in living room, dining room and bedroom furniture.

Over the five years to 2020, the company has sought ways to cut costs and bolster
profit. Prior to the five years to 2020, Ashley Furniture began operations on 300
lower-cost franchise stores. This strategy is designed to help Ashley Furniture
compete with the low prices offered by mass merchandisers or large competitors,
such as Walmart Inc. or IKEA. Recently, Ashley Furniture purchased Homestar
Corporation's North America's facility in North Carolina. This facility is able to
produce more than 500 products a day, permitting the company to better compete
with mass merchandisers. However, the company has decided to close down its
outlet stores and plans to sell discontinued furniture at monthly tent sales. This
strategy, coupled with increasing investment in its e-commerce program, was an
attempt to bring back some business lost to other online furniture retailers.

Financial performance

Since Ashley Furniture is a private company, its financial information is not publicly
available. The company's furniture sales have grown each year over most of the
past five years as rising consumer sentiment and general economic recovery
enticed more people to buy. Additionally, since Ashley Furniture has a large range of
high-end products and low-cost alternatives, the company has been able to appeal
to many customers. As a result, the company's industry-relevant revenue has
increased at an annualized rate of 6.0% to $4.7 billion over the five years to 2020.
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However, company revenue is anticipated to decline in 2020 due to temporary store
closures amid the COVID-19 (coronavirus) pandemic, limiting the ability to generate
revenue through in-store sales. The company's industry-relevant operating income
has also increased during the period as it invests more in computer-integrated
manufacturing and inventory control systems. Ashley Furniture's plans to trim
inventory to reflect consumer buying trends will likely increase its operating income
over the coming years.

Ashley Furniture Industries Inc. (US industry-specific segment) - financial
performance*

Year Revenue Growth Operating Income Growth
($m) (% change) ($m) (% change)

2015 3524.4 N/A 169.2 N/A
2016 3835.1 8.8 164.9 -2.5
2017 4160.0 8.5 178.9 8.5
2018 4540.0 9.1 186.1 4.1
2019 4960.0 9.3 212.3 14.0
2020 4726.0 -4.7 192.9 -9.1

Source: IBISWorld
Note: *Estimates

Other Players The Furniture Stores industry is characterized by a large number of small operators,
with the top four players accounting for less than 30.0% of industry revenue in
2020. Operators experience strong competition in a fragmented industry that also
contends with several mass merchandisers and warehouse clubs (IBISWorld report
45291). Some larger, vertically integrated companies in the industry have generated
the highest amount of industry-relevant revenue, and others operate nationally or
regionally without vertical integration and capture a significant share of the industry
as well.

ROOMS TO GO INC.

Established in 1990, Rooms To Go Inc. (Rooms to Go) employs over 7,000
individuals and operates more than 150 retail furniture and outlet stores in the
Southeast region of the United States. While the company has a limited product
range, it appeals to brand-conscious, time-stressed customers, often offering
discounts for individuals that wish to purchase entire rooms of furniture. The
company's stores specialize in furniture for bedrooms, including beds, daybeds,
armoires, chests, dressers and nightstands. In addition, stores sell sofas, loveseats,
sleepers, chairs and tables for living rooms. Most furniture is in the low to medium
price range. Since the company is private, financial information is not publicly
available. Rooms to Go is expected to generate an estimated $2.4 billion in industry-
relevant revenue in 2020, declining over the five years to 2020 as demand for new
furniture wanes due to the COVID-19 (coronavirus) pandemic, which has spurred an
economic downturn.

WILLIAMS-SONOMA INC.

Founded in Sonoma, CA, in 1956, Williams-Sonoma Inc. (Williams-Sonoma) is a
publicly held, multichannel, multibrand specialty retailer of high-end furniture and
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furnishing that sells a range of kitchenware, furniture and linens along with a variety
of specialty foods, soaps and lotions. The company is headquartered in San
Francisco and operates more than 572 retail stores across the United States and e-
commerce websites. Its products are sold through its stores such as Pottery Barn,
Pottery Barn Kids, PBteen, West Elm, Williams-Sonoma, Rejuvenation and Mark and
Graham. The company experienced strong revenue growth over most of the five
years to 2020, benefiting from improving economic conditions, such as rising per
capita disposable income and consumer confidence. In turn, the company has
focused on investing in many long-term growth strategies including strengthening
the company brand, laying the foundation for global expansion and new business
development and investing in its supply chain and e-commerce, which has grown
rapidly over the past five years. IBISWorld estimates that Williams-Sonoma will
generate $2.4 billion in revenue in industry-relevant revenue in 2020. Williams-
Sonoma has increasingly focused on closing down unprofitable retail stores and
expanding its online platform, especially as stores were temporarily closed amid the
COVID-19 (coronavirus) pandemic to remain in compliance with federal and local
guidelines.
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Operating Conditions
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Capital Intensity The level of capital intensity is  Low

Capital intensity in the Furniture Stores
industry is low, with the average operator
spending an estimated $0.06 on capital for
every $1.00 spent on labor in 2020. This
industry is relatively labor-intensive, with wage
costs accounting for 13.8% of revenue in
2020. Machinery is far from prevalent in this
industry, as stores use their employees to set
up show rooms and assist customers.
However, stores that have warehouses
typically invest in forklifts and other vehicles
capable of moving the large products the
industry retails. Many of the smaller stores in
the industry may have a few trucks for delivery
purposes. Some larger stores may have larger
fleets of trucks to deliver products to
customers, leading them to have higher
capital intensity. However, the industry is
dominated by smaller companies, which are
less likely to have the resources necessary to
make large capital investments. This
composition leads to low capital intensity.
However, as the industry has become more
top heavy and concentrated, the share of
companies with the ability to make large capital purchases has increased. As a
result of this trend, capital intensity has increased slightly over the five years to
2020.

The industry's largest company, Inter IKEA Systems BV (IKEA), has notably
exemplified this trend, investing more than $1.7 billion since 2009 in energy-
efficient and sustainable technologies to reduce the environmental impact of their
operations and operating costs. Furthermore, by 2020, IKEA hopes to source
100.0% of its wood and paper from sustainable sources and source 90% of its
home furnishing products through more sustainable processes. Additionally, in
June 2018, the company launched its People and Planet Positive sustainable
strategy, outlining the company's sustainability plan for their entire supply chain
through 2030. This strategy is beneficial for the company because it operates large
warehouse locations with massive square footage counts, which leads to high
energy costs. Implementing cost-saving technologies helps the company cut into
burdensome energy costs that are associated with large warehouses and show
floors. Most other operators have smaller warehouses, which makes similar
investments less necessary and often do not have the resources necessary to make
such investments. However, larger operators have come to account for a higher
share of revenue during the period, and the prevalence of companies making these
investments has risen concurrently.
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Technology And
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruption Description

High Ease of Entry Likely

A qualitative measure of barriers to entry.
Fewer barriers to entry increases the
likelihood that new entrants can disrupt
incumbents by putting new technologies
to use.

Low
Rate of
Innovation

Unlikely

A ranked measure for the number of
patents assigned to an industry. A faster
rate of new patent additions to the
industry increases the likelihood of a
disruptive innovation occurring.

Low Rate of Entry Unlikely

Annualized growth in the number of
enterprises in the industry, ranked against
all other industries. A greater intensity of
companies entering an industry increases
the pool of potential disruptors.

Very Low
Innovation
Concentration

Very Unlikely

A measure for the mix of patent classes
assigned to the industry. A greater
concentration of patents in one area
increases the likelihood of technological
disruption of incumbent operators.

Very Low
Market
Concentration

Very Unlikely

A ranked measure of the largest core
market for the industry. Concentrated core
markets present a low-end market or new
market entry point for disruptive
technologies to capture market share.

The industry is experiencing a low level of both the rate of new patents and the
concentration of patents in the industry. This creates an environment where the
threat of new technologies driving disruption is low.

The technological factors supporting the disruptive innovation potential are
connected to an industry structure that is accommodative to new entrants. The
relative ease of entry into the industry magnifies the threat of disruption regardless
of other factors as one-off occurrences are more likely to succeed. However, the
current rate of new entrants is low, suggesting that there is a limited number of new
companies that are potential innovators within the industry.

Major market segments for industry operators are relatively diversified. The spread
of market segments suggests that there are limited entry points other than those
already served my incumbent operators.

The most relevant disruptive force in the Furniture Stores industry
is the resale of furniture through various online platforms.

Resale websites have taken away from purchases of new furniture because they
enable customers to scroll through a variety of listings to find exactly what they
want for a specific cost. For example, AptDeco Inc. provides a platform to buy and
sell furniture in the New York City metro area and enables consumers to filter by
brand, wear and tear, cost, color and type of furniture. The company provides
professional disassembly, pick-up and delivery. Various marketplaces, such as eBay
Inc., also provide this service on a large scale and have been in operation for a
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longer period of time. While this technological advancement may not take away for
purchasing new furniture at furniture stores, it has the potential to offer customers
new ways to shop for furniture, which could affect the industry's landscape.

The level of technology change is  Low

Similar to most industries in the retail sector, technological
advances that have affected the Furniture Stores industry include
computerized cash registers and automated warehouse equipment.

The introduction of scanning and electronic data interchange systems is estimated
to have improved management and distribution logistics.

The most prominent technological trend has been internet sales. Many operators
have built websites as a means to market and sell products to a wider audience.
While there remain some barriers to success for online furniture retailers, this
represents a booming market for buyers. Consumers may be apprehensive about
purchasing furniture off websites due to their bulky nature, and customers are also
unable to test out furniture online. In addition, the issue of practicality when
purchasing a big-ticket item electronically and the safety concerns with doing so
also affects operators. Nevertheless, online furniture sales continue to increase.
According to a 2018 study by Furniture Today, 15.8% of industry respondents said
their primary goal for 2018 was to upgrade their online presence and shopping
experience (latest data available). The same source also states that by 2021, it is
projected that an estimated 27.0% of all home furnishing revenue will be generated
online. Online purchases, however, appear to be quite limited in scope. While online
purchases have increased over the five years to 2020, many consumers conduct
research online, but prefer to buy big-ticket items, such as mattresses, couches and
other large furniture, in-store where they can feel and test out the product. This
suggests that consumers are buying more online, but electronic sales have mainly
been relegated to smaller, less expensive items. However, to combat this trend,
many operators have launched online design tools that enable consumers to upload
a picture of their space and see how the furniture would fit in. Additionally, some
operators offer free interior design services to help consumers pick the right
furniture for their space and needs. This trend has taken off amid the COVID-19
(coronavirus) pandemic, which has inhibited consumers from being able to go in
and shop for furniture in-person. As a result, many companies have used tools, such
as Zoom and Google Hangouts, to provide live chat and virtual consultations.
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Revenue Volatility The level of volatility is  Medium

Note: Revenue growth and decline reflective of 5-year annualized trend. Y-axis is in
logarithmic scale. Y-axis crosses at long-run GDP. X-axis crosses at high volatility
threshold.

The Furniture Stores industry is sensitive to changes in economic
activity and housing market trends.

In particular, changes in level of disposable income can cause consumers to defer
purchasing furniture if their income is currently lower than it was in prior years. The
level of homeownership and residential construction trends can also alter revenue.
Consumers are more likely to redecorate and remodel if they own their property.
Changes in fashions and tastes also have an effect on the types of products
demanded from this industry.

Over the five years to 2020, revenue has exhibited a low to moderate level of
volatility. Fluctuations in consumer confidence and housing market activity have
contributed to minor swings in industry revenue. Industry revenue has decreased as
much as 6.8% in 2020 and increased as much as 6.5% in 2015. Volatility is usually
low because housing activity sputtering can be easily counteracted by increased
consumer spending. Furniture is often a discretionary purchase and consumers
with deeper pockets often spend on new furniture, bolstering revenue and offering a
counterweight to relatively depressed housing activity.

Regulation &
Policy

The level of regulation is  Light and is Steady

Retailers in the Furniture Stores industry are subject to regulation at
the state and federal levels.

Congress and individual state legislatures have enacted many relevant regulations
to ensure the industry maintains a competitive state. Congress passed the
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Sherman Act (1890), the Wilson Act (1895), the Clayton Act (1914) and the
Robinson-Patman Act (1936) regarding unfair competition. Together, these
regulations make up US federal antitrust law. The Sherman Act prohibits the
formation of monopolies that hinder competition. The Wilson Act prohibits
conspiracies that restrain import trade. The Clayton Act bans certain forms of price
discrimination. Finally, the Robinson-Patman Act provides some protection to small
independent retailers and their suppliers from unfair competition from vertically
integrated, multilocation chain stores. States have enacted their own antitrust laws
to ensure that the public is provided with the best prices, quality and competition
among businesses, including furniture stores.

The laws that affect credit programs offered by retailers include the Federal
Consumer Credit Protection Act, also known as Truth in Lending, which specifies
written disclosure of information relating to financing. The Federal Fair Credit
Reporting Act specifies that certain disclosures to potential customers concerning
credit information can be used to deny credit. Also, the Federal Equal Credit
Opportunity Act prohibits discriminating against any credit applicants based on
certain grounds and the Fair Debt Collection Practices Act that regulates how
payments are collected on credit accounts. Participants are also subject to
environmental regulations imposed by federal, state and local authorities in relation
to the generation, handling, storage, transportation and disposal of waste and
biohazardous materials and the sale and distribution of products.

Industry
Assistance

The level of industry assistance is  None and is Steady

Products supplied by the Furniture Stores industry are subject to a
range of tariffs.

However, while tariffs are applicable to goods supplied by this industry, they do little
to directly affect furniture sales at the retail level. Retail operators purchase goods
from importers or wholesalers after tariffs have been applied. A change in the tariff
rate of a particular good will alter not only where the good is purchased from, but
also change the purchase price. For example, a decline in tariffs on goods will likely
result in falling purchasing costs, which can be passed on to consumers. This
factor enables the retailer to remain price competitive.

Industry operators also benefit from several industry associations, such as the
National Furniture Association (NFA) and the Home Furnishings Association (HFA).
The HFA is the largest nonprofit organization devoted specifically to home
furnishing retailers, with more than 1,200 retail members. The NFA focuses on
promoting, connecting, communicating with and improving the furniture
manufacturing, wholesaling and retailing industries.

Additionally, as a result of the COVID-19 (coronavirus) pandemic, the federal
government passed the Coronavirus Aid, Relief and Economic Security (CARES) Act
to provide funding to individuals and businesses. The Paycheck Protection Program
is part of the CARES act and aims to provide relief for small businesses with 500 or
less employees by providing funding for payroll, rent, utilities and other expenses.
As of June 20, 2020, retail trade operators accounted for more than 7.7% of all
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loans approved. Since many operators in the industry are small in size, it is likely
many furniture stores will receive some sort of funding.
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Key Statistics
Industry Data

Year Revenue IVA Estab. Enterprises Employment Exports Imports Wages Domestic
Demand

Consumer
Confidence

Index
($m) ($m) (Units) (Units) (Units) ($m) ($m) ($m) ($m) (Index)

2011 55,622 9,620 38,771 30,328 211,777 N/A N/A 7,506 N/A 58.1
2012 56,973 10,353 38,995 30,010 209,771 N/A N/A 7,561 N/A 67.1
2013 57,267 10,693 38,375 29,371 211,512 N/A N/A 7,715 N/A 73.6
2014 58,867 11,096 39,025 29,684 213,678 N/A N/A 7,917 N/A 87.1
2015 62,671 11,825 38,799 29,478 217,774 N/A N/A 8,316 N/A 97.1
2016 63,790 11,978 38,198 28,869 225,349 N/A N/A 8,661 N/A 99.6
2017 63,267 11,853 38,326 28,492 223,657 N/A N/A 8,563 N/A 120
2018 63,844 11,854 38,334 28,458 224,993 N/A N/A 8,620 N/A 130
2019 63,170 11,794 38,136 28,300 223,732 N/A N/A 8,563 N/A 128
2020 58,888 11,009 37,031 27,539 213,754 N/A N/A 8,141 N/A 111
2021 61,198 11,394 37,501 27,828 219,403 N/A N/A 8,377 N/A 120
2022 64,470 11,996 38,177 28,254 227,413 N/A N/A 8,711 N/A 124
2023 67,110 12,454 38,752 28,621 233,984 N/A N/A 8,984 N/A 128
2024 68,250 12,655 39,066 28,826 237,015 N/A N/A 9,108 N/A 132
2025 69,391 12,845 39,394 29,049 240,201 N/A N/A 9,236 N/A 135

Annual Change
Year Revenue IVA Estab. Enterprises Employment Exports Imports Wages Domestic

Demand
Consumer

Confidence
Index

(%) (%) (%) (%) (%) (%) (%) (%) (%) (%)
2011 0.04 1.05 -3 -4 -4 N/A N/A -3.02 N/A 6.62
2012 2.42 7.61 1 -1 -1 N/A N/A 0.72 N/A 15.4
2013 0.51 3.28 -2 -2 1 N/A N/A 2.03 N/A 9.83
2014 2.79 3.76 2 1 1 N/A N/A 2.61 N/A 18.3
2015 6.46 6.57 -1 -1 2 N/A N/A 5.03 N/A 11.5
2016 1.78 1.29 -2 -2 3 N/A N/A 4.15 N/A 2.60
2017 -0.82 -1.05 0 -1 -1 N/A N/A -1.13 N/A 20.9
2018 0.91 0.01 0 -0 1 N/A N/A 0.65 N/A 8.09
2019 -1.06 -0.51 -1 -1 -1 N/A N/A -0.66 N/A -1.62
2020 -6.78 -6.66 -3 -3 -4 N/A N/A -4.93 N/A -13.5
2021 3.92 3.50 1 1 3 N/A N/A 2.89 N/A 8.07
2022 5.34 5.28 2 2 4 N/A N/A 3.98 N/A 3.88
2023 4.09 3.81 2 1 3 N/A N/A 3.13 N/A 3.22
2024 1.69 1.61 1 1 1 N/A N/A 1.37 N/A 2.69
2025 1.67 1.49 1 1 1 N/A N/A 1.40 N/A 2.26

Key Ratios
Year IVA/Revenue Imports/Demand Exports/Revenue Revenue per

Employee
Wages/Revenue Employees per

estab.
Average Wage

(%) (%) (%) ($'000) (%)
2011 17.3 N/A N/A 263 13.5 5.46 35,445
2012 18.2 N/A N/A 272 13.3 5.38 36,045
2013 18.7 N/A N/A 271 13.5 5.51 36,475
2014 18.8 N/A N/A 275 13.4 5.48 37,050
2015 18.9 N/A N/A 288 13.3 5.61 38,184
2016 18.8 N/A N/A 283 13.6 5.90 38,432
2017 18.7 N/A N/A 283 13.5 5.84 38,286
2018 18.6 N/A N/A 284 13.5 5.87 38,310
2019 18.7 N/A N/A 282 13.6 5.87 38,272
2020 18.7 N/A N/A 275 13.8 5.77 38,086
2021 18.6 N/A N/A 279 13.7 5.85 38,181
2022 18.6 N/A N/A 283 13.5 5.96 38,306
2023 18.6 N/A N/A 287 13.4 6.04 38,396
2024 18.5 N/A N/A 288 13.3 6.07 38,427
2025 18.5 N/A N/A 289 13.3 6.10 38,451

Furniture Stores in the US 44211 August 2020

47 IBISWorld.com



Industry Financial Ratios
 April 2019 - March 2020 by company revenue

Liquidity Ratios April 2016 -
March 2017

April 2017 -
March 2018

April 2018 -
March 2019

April 2019 -
March 2020

Small (<
$10m)

Medium
($10m-50m)

Large (>
$50m)

Current Ratio 1.7 1.6 1.5 1.7 2.0 1.6 1.4
Quick Ratio 0.4 0.4 0.5 0.5 0.4 0.5 0.5
Sales / Receivables (Trade Receivables Turnover) 137.2 162.2 136.9 134.9 268.9 122.5 83.2
Days' Receivables 2.7 2.3 2.7 2.7 1.4 3.0 4.4
Cost of Sales / Inventory (Inventory Turnover) 3.5 3.5 3.4 3.2 2.8 3.5 3.5
Days' Inventory 104.3 104.3 107.4 114.1 130.4 104.3 104.3
Cost of Sales / Payables (Payables Turnover) 13.4 12.4 13.8 13.1 14.1 14.5 10.7
Days' Payables 27.2 29.4 26.4 27.9 25.9 25.2 34.1
Sales / Working Capital 11.2 12.6 13.3 10.4 8.9 10.8 15.4

Coverage Ratios
Earnings Before Interest & Taxes (EBIT) / Interest 7.6 6.5 5.2 5.7 4.1 10.4 4.9
Net Profit + Dep., Depletion, Amort. / Current
Maturities LT Debt

3.3 3.4 3.4 2.6 1.5  4.4

Leverage Ratios
Fixed Assets / Net Worth 0.5 0.5 0.6 0.5 0.4 0.4 0.6
Debt / Net Worth 1.6 1.9 1.6 1.5 1.4 1.5 1.6
Tangible Net Worth 29.6 26.0 29.5 34.3 33.7 31.8 39.8

Operating Ratios
Profit before Taxes / Net Worth, % 29.6 26.6 24.5 21.4 16.5 30.1 21.1
Profit before Taxes / Total Assets, % 9.0 8.9 7.9 7.6 6.7 9.4 8.3
Sales / Net Fixed Assets 20.7 22.3 19.3 4.7 4.8 4.7 4.5
Sales / Total Assets (Asset Turnover) 2.8 2.8 2.6 19.7 22.3 23.2 13.5

Cash Flow & Debt Service Ratios (% of sales)
Cash from Trading 45.3 45.5 45.5 2.6 2.4 2.6 3.0
Cash after Operations 4.4 4.0 4.5 45.5 45.3 44.7 47.5
Net Cash after Operations 4.8 4.8 4.8 3.9 3.1 4.0 5.7
Cash after Debt Amortization 1.6 1.8 0.9 4.3 3.1 4.4 5.6
Debt Service P&I Coverage 4.5 3.1 3.2 0.9 0.4 1.6 1.6
Interest Coverage (Operating Cash) 8.8 6.7 5.7 2.7 1.6 4.9 3.6

Assets, %
Cash & Equivalents 12.2 12.5 12.6 22.1 11.7 43.3 21.9
Trade Receivables (net) 10.2 9.6 10.1 5.1 3.5 12.8 5.2
Inventory 45.5 44.5 42.3 0.0 0.0 1.5 1.0
All Other Current Assets 3.0 3.0 2.6 12.9 12.3 16.2 9.2
Total Current Assets 70.8 69.6 67.6 9.6 7.3 10.5 14.8
Fixed Assets (net) 20.4 20.9 22.5 43.3 47.7 40.0 36.3
Intangibles (net) 3.5 4.0 3.4 3.2 3.1 3.0 3.6
All Other Non-Current Assets 5.3 5.5 6.5 69.0 70.4 69.7 63.9
Total Assets 100.0 100.0 100.0 22.1 21.8 21.0 24.8
Total Assets ($m) 7,339.6 6,536.4 6,726.0 2.6 1.9 2.4 4.6

Liabilities, %
Notes Payable-Short Term 8.5 8.6 7.4 6.4 5.9 6.9 6.7
Current Maturities L/T/D 2.2 1.9 2.5 100.0 100.0 100.0 100.0
Trade Payables 14.1 16.3 13.95,108,510,000.

0
316,004,000.01,018,759,000.

0
3,773,747,000.

0
Income Taxes Payable 0.3 0.2 0.1 6.4 6.2 6.4 7.4
All Other Current Liabilities 19.3 20.1 20.9 2.0 1.9 2.5 1.6
Total Current Liabilities 44.4 47.0 44.7 14.8 13.7 16.5 15.3
Long Term Debt 13.4 15.2 15.3 0.1 0.2 0.0 0.1
Deferred Taxes 0.1 0.0 0.1 20.2 18.6 23.6 18.9
All Other Non-Current Liabilities 9.1 7.8 6.9 43.6 40.5 49.0 43.3
Net Worth 33.1 30.0 32.9 15.1 18.5 11.6 11.7
Total Liabilities & Net Worth ($m) 7,339.6 6,536.4 6,726.0 7.0 7.3 7.5 5.2

Maximum No. of Statements Used 439.0 476.0 385.0 100.0 100.0 100.0 100.0

Source: RMA Annual Statement Studies, rmahq.org. RMA data for all industries is derived directly from more than 260,000 statements of member
financial institution's borrowers and prospects.

Furniture Stores in the US 44211 August 2020

48 IBISWorld.com



Additional Resources
Additional
Resources

US Census Bureau
http://www.census.gov

Furniture Today
http://www.furnituretoday.com

National Retail Federation
http://www.nrf.com

Industry Jargon BIG-BOX STORE
A retail store that is differentiated by its size and large range of products, including

electronics, household goods and other consumer products.

BRICK-AND-MORTAR
A store that has a physical presence and location, opposed to an online retailer.

ELECTRONIC DATA INTERCHANGE
The transmission of electronic documents between businesses from one computer system

to another.

UPHOLSTERED FURNITURE
Furniture with leather or fabric covers, springs, webbing or padding, primarily in the form of

chairs and sofas.

Glossary Terms BARRIERS TO ENTRY
High barriers to entry mean that new companies struggle to enter an industry, while low

barriers mean it is easy for new companies to enter an industry.

CAPITAL INTENSITY
Compares the amount of money spent on capital (plant, machinery and equipment) with

that spent on labor. IBISWorld uses the ratio of depreciation to wages as a proxy for capital

intensity. High capital intensity is more than $0.333 of capital to $1 of labor; medium is

$0.125 to $0.333 of capital to $1 of labor; low is less than $0.125 of capital for every $1 of

labor.
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CONSTANT PRICES
The dollar figures in the Key Statistics table, including forecasts, are adjusted for inflation

using the current year (i.e. year published) as the base year. This removes the impact of

changes in the purchasing power of the dollar, leaving only the "real" growth or decline in

industry metrics. The inflation adjustments in IBISWorld’s reports are made using the US

Bureau of Economic Analysis’ implicit GDP price deflator.

DOMESTIC DEMAND
Spending on industry goods and services within the United States, regardless of their

country of origin. It is derived by adding imports to industry revenue, and then subtracting

exports.

EMPLOYMENT
The number of permanent, part-time, temporary and seasonal employees, working

proprietors, partners, managers and executives within the industry.

ENTERPRISE
A division that is separately managed and keeps management accounts. Each enterprise

consists of one or more establishments that are under common ownership or control.

ESTABLISHMENT
The smallest type of accounting unit within an enterprise, an establishment is a single

physical location where business is conducted or where services or industrial operations are

performed. Multiple establishments under common control make up an enterprise.

EXPORTS
Total value of industry goods and services sold by US companies to customers abroad.

IMPORTS
Total value of industry goods and services brought in from foreign countries to be sold in

the United States.

INDUSTRY CONCENTRATION
An indicator of the dominance of the top four players in an industry. Concentration is

considered high if the top players account for more than 70% of industry revenue. Medium

is 40% to 70% of industry revenue. Low is less than 40%.

INDUSTRY REVENUE
The total sales of industry goods and services (exclusive of excise and sales tax); subsidies

on production; all other operating income from outside the firm (such as commission

income, repair and service income, and rent, leasing and hiring income); and capital work

done by rental or lease. Receipts from interest royalties, dividends and the sale of fixed

tangible assets are excluded.
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INDUSTRY VALUE ADDED (IVA)
The market value of goods and services produced by the industry minus the cost of goods

and services used in production. IVA is also described as the industry's contribution to GDP,

or profit plus wages and depreciation.

INTERNATIONAL TRADE
The level of international trade is determined by ratios of exports to revenue and imports to

domestic demand. For exports/revenue: low is less than 5%, medium is 5% to 20%, and high

is more than 20%. Imports/domestic demand: low is less than 5%, medium is 5% to 35%,

and high is more than 35%.

LIFE CYCLE
All industries go through periods of growth, maturity and decline. IBISWorld determines an

industry's life cycle by considering its growth rate (measured by IVA) compared with GDP;

the growth rate of the number of establishments; the amount of change the industry's

products are undergoing; the rate of technological change; and the level of customer

acceptance of industry products and services.

NONEMPLOYING ESTABLISHMENT
Businesses with no paid employment or payroll, also known as nonemployers. These are

mostly set up by self-employed individuals.

PROFIT
IBISWorld uses earnings before interest and tax (EBIT) as an indicator of a company’s

profitability. It is calculated as revenue minus expenses, excluding interest and tax.

REGIONS
West | CA, NV, OR, WA, HI, AK

Great Lakes | OH, IN, IL, WI, MI

Mid-Atlantic | NY, NJ, PA, DE, MD

New England | ME, NH, VT, MA, CT, RI

Plains | MN, IA, MO, KS, NE, SD, ND

Rocky Mountains | CO, UT, WY, ID, MT

Southeast | VA, WV, KY, TN, AR, LA, MS, AL, GA, FL, SC, NC

Southwest | OK, TX, NM, AZ

VOLATILITY
The level of volatility is determined by averaging the absolute change in revenue in each of

the past five years. Volatility levels: very high is more than ±20%; high volatility is ±10% to

±20%; moderate volatility is ±3% to ±10%; and low volatility is less than ±3%.

Furniture Stores in the US 44211 August 2020

51 IBISWorld.com



WAGES
The gross total wages and salaries of all employees in the industry.
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IBISWorld helps you find the industry information
you need – fast
With our trusted research covering thousands of global industries, you’ll get a quick and intelligent overview of any industry
so you can get up to speed in minutes. In every report, you’ll find actionable insights, comprehensive data and in-depth
analysis to help you make smarter, faster business decisions.If you're not yet a member of IBISWorld, contact us at
+1-800-330-3772 or info@IBISWorld.com to learn more.

Disclaimer

This product has been supplied by IBISWorld Inc. ('IBISWorld') solely for use by its authorized licenses strictly in
accordance with their license agreements with IBISWorld. IBISWorld makes no representation to any other person with
regard to the completeness or accuracy of the data or information contained herein, and it accepts no responsibility and
disclaims all liability (save for liability which cannot be lawfully disclaimed) for loss or damage whatsoever suffered or
incurred by any other person resulting from the use of, or reliance upon, the data or information contained herein.
Copyright in this publication is owned by IBISWorld Inc. The publication is sold on the basis that the purchaser agrees not
to copy the material contained within it for other than the purchasers own purposes. In the event that the purchaser uses or
quotes from the material in this publication - in papers, reports, or opinions prepared for any other person - it is agreed that
it will be sourced to: IBISWorld Inc.

Copyright 2021 IBISWorld Inc.

IBISWorld.com +1-800-330-3772 info@IBISWorld.com
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