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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:

• Establishments in the Kitchen and Cookware Stores industry were forced to
temporarily close across the United States in accordance with the government
mandated closure of nonessential businesses. This temporary closure is
anticipated to result in a decline in industry revenue and profitability in 2020. For
more detail, please see the Executive Summary chapter.

• The industry relies on high levels of consumer confidence and per capita
disposable income to increase revenue. The coronavirus pandemic in 2020 has
resulted in declines in both consumer confidence and disposable income, resulting
in a decline in demand for industry products. For more detail, please see the Current
Performance chapter.

• Many households are increasingly cooking and baking at home during the
COVID-19 (coronavirus) pandemic. However, this trend is not anticipated to benefit
the Kitchen and Cookware Stores industry because this demand has been largely
satiated by e-commerce retailers and mass merchandisers. Kitchen and Cookware
stores have been closed during most of the pandemic, and consequently,
consumers have turned to e-commerce retailers or mass merchandisers to
purchase kitchen and cookware products. For more detail, please see the Current
Performance chapter.

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 This industry includes operators that primarily sell kitchen and cookware such as

pots and pans, bakeware, cutlery and utensils. Merchandise is generally purchased
from domestic manufacturers and wholesalers and then sold to the public.

Major Players Williams-Sonoma Inc.

Main Activities The primary activities of this industry:

Retailing kitchenware

Retailing cookware

Retailing bakeware

Retailing kitchen utensils

The major products and services in this industry:

Bakeware

Cookware

Cutlery and utensils

Electronics, appliances and other
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Supply Chain
 

 

SIMILAR INDUSTRIES

Vacuum, Fan & Small
Household Appliance
Manufacturing in the US

Home Furnishings Stores in
the US

Department Stores in the US Used Goods Stores in the US

RELATED INTERNATIONAL INDUSTRIES

Houseware Retailing in
Australia

Furniture, Lighting &
Homeware Retailers in the
UK

Home Furnishings Stores in
Canada
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Industry at a Glance
Key Statistics

$15.4bn
Revenue

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-3.1% 2.5%

$417.1m
Profit

Annual Growth  Annual Growth

2015-2020  2015-2025

-14.7%

2.7%
Profit Margin

Annual Growth  Annual Growth

2015-2020  2015-2025

-2.4%

4,140
Businesses

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-2.1% -0.5%

87,916
Employment

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-2.3% 1.3%

$1.8bn
Wages

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-2.4% 1.5%

Key External Drivers % = 2015-2020 Annual Growth

0.8%
Consumer Confidence Index

2.8%
Per capita disposable income

1.1%
Existing home sales

-2.2%
Marriage rate

Industry Structure

POSITIVE IMPACT

Capital Intensity
Low

Concentration
Low

Regulation
Light

Technology Change
Low

Globalization
Low

MIXED IMPACT

Life Cycle
Mature

Revenue Volatility
Medium

Barriers to Entry
Medium

NEGATIVE IMPACT

Industry Assistance
None

Competition
High

Key Trends

 Falling existing home sales have negatively influenced
industry demand

 Most industry operators solely retail industry-specific goods

 The industry is characterized by a large number of small and
independent players

 The expanding housing market will likely support more
product innovation

 The real estate market is expected to support sales of
industry products

 External competition will likely remain high

 Industry retailers have continued to experience mounting
external competition
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Products & Services Segmentation

Bakeware

8.7%

Cookware

37.3%

Cutlery and utensils

12.8%

Electronics, appliances and
other

41.2%

Kitchen & Cookware Stores
Source: IBISWorld

Major Players % = share of industry revenue SWOT

STRENGTHS

Low Imports
Low Customer Class Concentration
Low Capital Requirements

WEAKNESSES

None & Steady Level of Assistance
High Competition
Low Profit vs. Sector Average
High Product/Service Concentration

OPPORTUNITIES

High Revenue Growth (2020-2025)
Marriage rate

THREATS

Very Low Revenue Growth (2005-2020)
Low Revenue Growth (2015-2020)
Low Outlier Growth
Low Performance Drivers
Consumer Confidence Index
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Executive
Summary

The Kitchen and Cookware Stores industry has experienced a
decline over the five years to 2020 in line with contracting markets
for both new kitchen equipment and replacement goods.

During the five-year period, decline in housing market activity has resulted in a
contraction of industry demand from new equipment buyers. Existing home sales
have declined and housing starts have marginally risen during the period, leading to
uneven demand from consumers on the move to furnish their new kitchens with
quality appliances and cookware and hampering the industry's new equipment
market. Falling consumer confidence and per capita disposable income have also
harmed the replacement market for the industry. Overall, IBISWorld anticipates that
industry revenue will decrease at an annualized rate of 3.1% over the five years to
2020 to reach $15.4 billion, including a decline of 14.7% in 2020 due to the
COVID-19 (coornavirus) pandemic inducing temporary closures of industry
establishments.

Although economic conditions have improved throughout most of the five years to
2020, supporting demand for kitchen and cookware products, industry retailers
have continued to experience mounting external competition from a range of
operators that include department stores, mass merchandisers and online-only
retailers. Rising competition has forced many operators to engage in price
discounting, capping profit margin growth and discouraging new entrants. As a
result of these trends, the average industry profit margin, measured as earnings
before interest and taxes, is expected to total 2.7% of revenue in 2020, down from
5.1% in 2015.

Over the five years to 2025, rebounding growth in the housing market and
subsequent rises in home sales, as well as an increase in the Consumer Confidence
Index, are anticipated to boost demand for industry products. However, an
increasing level of both internal and external competition, is projected to hinder the
industry from a more robust expansion. Operators will have to work harder to gain a
competitive edge over other internal and external competitors, leading companies
that cannot differentiate themselves to continue exiting the industry. As a result of
these trends, IBISWorld anticipates that industry revenue will grow at an annualized
rate of 2.5% over the five years to 2025 to total $17.5 billion.
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Industry Performance
 

 

Key External
Drivers

Per capita disposable income
Most kitchenware and cookware products are considered discretionary purchases.
Therefore, a rise in household disposable income increases the propensity for
consumers to buy industry goods, causing growth in demand. Per capita disposable
income is expected to decrease in 2020.

Consumer Confidence Index
The Consumer Confidence Index measures the level of consumer optimism toward
economic conditions, such as unemployment, economic growth and inflation. When
consumer perceptions of the economy are positive, households are able to spend
freely on industry items, supporting demand for kitchen and cookware. The
Consumer Confidence Index is expected to contract in 2020, posing a potential
threat to the industry.

Existing home sales
Kitchen and cookware are most often purchased when people move into new
homes. Therefore, a rise in existing home sales, which reflects the frequency of
household relocations, leads to higher demand for industry products. Existing home
sales are expected to decrease in 2020.
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Marriage rate
Consumers often give and receive kitchenware and cookware as wedding gifts.
Therefore, as the marriage rate in the United States increases, more kitchen items
and cookware are purchased and traded. When the marriage rate falls, demand for
industry products declines. The marriage rate is expected to decrease in 2020.
However, the marriage rate is anticipated to rise during the second half of 2020, as
coronavirus induced limitations on weddings begin to recede. This rise represents a
potential opportunity for the industry.

 

 

Current
Performance

Over the five years to 2020, the Kitchen and Cookware Stores
industry has endured tumultuous conditions.

Throughout most of the current period, industry demand has benefited from
favorable macroeconomic conditions including falling unemployment, a stable rise
in wages, increasing consumer confidence and per capita disposable income and
rising housing market activity. Both the new cookware equipment and replacement
markets have expanded since 2015, supporting industry revenue. However, the
coronavirus pandemic in 2020 has resulted in a decline in consumer confidence
and per capita disposable income, subsequently harming demand for industry
products. Overall, IBISWorld anticipates that revenue for the industry will fall at an
annualized rate of 3.1% over the five years to 2020 to reach $15.4 billion, including a
projected 14.7% contraction in 2020 due to the coronavirus induced temporary
closure of industry establishments.
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Downstream demand

As households comprise virtually the entire market for industry
goods, demand for the Kitchen and Cookware Stores industry is
largely determined by changes in consumer confidence, per capita
disposable income and housing market activity.

The Consumer Confidence Index is projected to rise at an annualized rate of 2.7%
over the past five years, indicating consumers' resurgent confidence in the
economy. Rising consumer confidence during the current period, coupled with
growing per capita disposable income, led many households to turn to kitchen and
cookware stores to purchase replacement implements for their homes throughout
most of the current period.

However, falling existing home sales over the past five years have negatively
influenced demand for the Kitchen and Cookware Stores industry. Most consumers
purchase kitchen and cookware products when they move into new homes.
Therefore, a fall in existing home sales, which reflects the frequency of household
relocations, leads to lower demand for industry products. Overall, existing home
sales are expected to fall at an annualized rate of 2.1% over the five years to 2020,
lessening demand for industry products. As existing home sales have fallen, fewer
consumers moved into new spaces and outfitted them with kitchen goods from
industry retailers.

Competitive pressures

While demand conditions over the five years to 2020 have been
mixed, kitchen and cookware stores have experienced heightened
external competition from alternative retail outlets, such as
department stores, mass merchants, grocery stores and online
retailers.

In particular, mass merchandisers have continued to present the most significant
threat to industry operators. These retailers lure customers away from smaller
specialty stores by offering lower prices and the convenience of one-stop shopping.
Due to their significant size, mass merchants, such as Walmart Inc. and Target
Corporation, are able to achieve significant costs savings. These savings are then
passed down to consumers in the form of bargain prices, increasing their appeal.
Additionally, the convenience of one-stop shopping has increasingly attracted
consumers to external retailers.

While most industry operators solely retail industry-specific goods, department
stores, mass merchants and grocery stores give consumers the opportunity to shop
for a range of products in one location. Time-poor consumers have come to prefer
these stores because they streamline and simplify errands. Over the past five years,
operators have also been subject to mounting competition from online kitchenware
retailers that can leverage their lack of retail space to offer lower prices.
Amazon.com Inc. and other broadline e-commerce retailers sell considerable
amounts of industry products, siphoning away industry revenue. The industry's
mounting external competitive environment has had a detrimental influence on
profitability, encouraging price competition among operators that has ultimately
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hindered growth in profit margins. Overall, the average industry profit margin,
measured as earnings before interest and taxes, is expected to account for 2.7% of
revenue in 2020, down from 5.1% in 2015.

Industry landscape

The Kitchen and Cookware Stores industry is characterized by a
large number of small and independent players.

The majority of operators employ fewer than 10 staff members, while under 20.0%
of industry establishments are expected to have more than 20 employees. Over the
past five years, competitive pressures have forced smaller retailers that comprise
the majority of industry operators to adapt to a changing retail landscape. Primarily,
many of these smaller companies have had to lower their prices to compete direct
competitors as well as e-commerce retailers. Large industry companies, such as
Williams-Sonoma Inc. can create exclusive partnerships with manufacturers and
leverage a broad product range and economies of scale to offer kitchenware at
lower prices than competitors. In response, smaller companies have brought down
prices to remain competitive. Others have thought outside the box, offering cooking
classes and in-store demonstrations to attract customers.

These tactics provide a level of differentiation, which has lured customers seeking
high levels of personalized customer service and product knowledge to industry
stores. They have also helped decelerate the industry's decline in employees; over
the five years to 2020, industry employment is expected to fall an annualized 2.3%
to 87,916 workers. However, wages have risen as a proportion of revenue, as
operators at large have continued to rely upon skilled employees to operate cooking
classes and product demonstrations. Additionally, having a well-staffed store has
enabled many smaller operators to leverage a solid customer service experience to
remain competitive. These strategies have been successful for many smaller
operators, but they have been unsuccessful for a greater number. Overall,
competitive pressures and price competition have led many operators to exit the
industry during the current period. Accordingly, industry enterprise figures are
anticipated to contract an annualized 2.1% over the five years to 2020 to reach
4,140 operators.

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

Demand
Per capita

disposable
income

($m) ($m) (Units) (Units) (Units) ($m) ($m) ($m) ($m)
2011 16,083 2,653 8,507 4,937 90,706 N/A N/A 1,914 N/A 45,261
2012 16,549 2,571 8,449 4,933 92,122 N/A N/A 1,827 N/A 45,558
2013 17,101 2,851 8,390 4,811 94,059 N/A N/A 1,945 N/A 43,894
2014 17,350 3,022 8,324 4,740 93,054 N/A N/A 1,964 N/A 44,540
2015 18,076 3,078 8,202 4,607 98,924 N/A N/A 1,994 N/A 45,568
2016 18,409 2,863 8,007 4,521 96,511 N/A N/A 1,998 N/A 45,575
2017 18,380 3,046 8,128 4,550 100,843 N/A N/A 2,035 N/A 45,740
2018 18,143 2,928 8,022 4,487 100,283 N/A N/A 2,021 N/A 46,172
2019 18,109 2,959 7,977 4,458 100,356 N/A N/A 2,021 N/A 46,457
2020 15,450 2,314 7,359 4,140 87,916 N/A N/A 1,766 N/A 44,844
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Industry Outlook
Outlook IBISWorld anticipates that the Kitchen and Cookware Stores

industry will return to growth over the five years to 2025.

Economic improvements will likely
boost overall consumer spending,
encouraging individuals to increase
expenditure on quality supplies for
their kitchens. In addition, the
rebound in the housing market and
the subsequent rise in home sales
will further drive demand. Moreover,
an anticipated rise in the Consumer
Confidence Index will boost industry
sales; positive consumer perceptions
of the economy indicate that
households will increase spending
on industry items, boosting demand
for kitchen and cookware. However,
high external competition from
department stores, discount retailers
and e-commerce businesses is
expected to persist during the five-year period, posing a threat to industry operators.
As a result of these factors, industry revenue is anticipated to rise at an annualized
rate of 2.5% over the five years to 2025 to total $17.5 billion.

The continued threat from high levels of internal and external competition is
expected to hamper profit growth during the five-year outlook period. However, as
the overall economy rebounds from the coronavirus pandemic induced decline in
2020, industry demand is anticipated to recover. Additionally, consumers are more
likely to purchase higher priced industry goods during times of positive economic
outlook, further boosting the industry profit margin. As a result, the average industry
profit margin, measured as earnings before interest and taxes, is anticipated to rise
from 2.7% of revenue in 2020 to 4.5% of revenue in 2025. However, intense
competition and relatively low profit margins are expected to discourage new
operators from entering the industry. Accordingly, industry enterprises are projected
to decline at an annualized rate of 0.5% to 4,033 companies. This gradual decline in
the number of retailers will be due in part to the growing inability of smaller
operators to carve out niche markets that would enable them to compete with
larger operators both within and outside the industry. Furthermore, the industry's
workforce is expected to grow at a decelerated pace as companies exiting the
industry cut into the industry's workforce. Accordingly, industry employment is
expected to rise at an annualized rate of 1.3% during the outlook period to total
93,618 workers.

Cooking with gas

The real estate market is expected to support sales of industry
products over the five years to 2025.
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Existing home sales are anticipated to rise at an annualized rate of 3.7% over the
next five years as consumers take advantage of relatively low interest rates and an
expansionary economic climate. Consumers are more likely to purchase kitchen
and cooking supplies when moving into a new home, bolstering industry demand.
Furthermore, IBISWorld estimates per capita disposable income will grow at an
annualized rate of 2.3% during the same period. This trend will enable consumers to
make greater purchases of discretionary goods, including industry products.

The expanding housing market will also likely support more product innovation
within the industry, increasingly catering to the time-poor consumer. Kitchen and
cookware stores have started selling more specialty products that are convenient
and multifunctional. For example, the iGrill meat thermometer syncs with a
smartphone and enables consumers to monitor food from up to 200.0 feet away.
Meanwhile, toaster and coffee maker combos are also an increasingly popular
industry product currently on the market. Although product innovation occurs in the
upstream manufacturing industry, IBISWorld expects the trend of innovation to
persist over the five years to 2025, as consumers demand more efficient and
multifunctional products with the latest technologies.

Temperatures rise

Despite rising demand for kitchen and cookware stores, external
competition will remain high.

The convenience of one-stop shopping will continue to attract budget-conscious,
time-poor consumers who want to find kitchen and cookware products while also
shopping for other general home goods and groceries in one location. However, as
disposable incomes rise, consumers are projected to loosen their budgets and
splurge on higher-quality kitchen and cookware products. Customers will likely also
demand better customer service because they often rely on store employee's
advice and knowledge when making high-end purchases. Consumers with higher
discretionary budgets will likely seek out options beyond the deals of mass
merchants, returning to specialty shops that offer a broader range of quality
products and better customer service.

Even though consumers will return to specialty kitchen and cookware stores,
competition among industry operators is expected to increase considerably over
the next five years. Differentiation will become increasingly important in order for
industry operators to gain a competitive edge. Larger industry players, such as
Williams-Sonoma Inc., tend to set themselves apart from other players by providing
superior customer service and a comprehensive product selection. Other smaller
industry players, such as Sur La Table Inc., have carved out a niche market by
offering quality, less expensive private label products, thereby attracting customers
by providing significant cost savings. Smaller companies have also started offered
cooking classes and product demonstrations in stores. Over the five years to 2025,
IBISWorld projects industry players will need to continue these marketing
techniques and strategies to remain competitive.
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Performance Outlook Data
Year Revenue IVA Estab. Enterprises Employment Exports Imports Wages Domestic

Demand
Per capita

disposable
income

($m) ($m) (Units) (Units) (Units) ($m) ($m) ($m) ($m)
2020 15,450 2,314 7,359 4,140 87,916 N/A N/A 1,766 N/A 44,844
2021 15,822 2,359 7,318 4,111 88,947 N/A N/A 1,791 N/A 45,088
2022 16,317 2,686 7,295 4,091 90,477 N/A N/A 1,827 N/A 45,784
2023 16,748 2,745 7,270 4,072 91,644 N/A N/A 1,855 N/A 47,111
2024 17,185 2,802 7,259 4,061 92,943 N/A N/A 1,886 N/A 48,575
2025 17,486 2,837 7,218 4,033 93,618 N/A N/A 1,904 N/A 50,187

Industry Life Cycle The life cycle stage of this industry is  Mature

LIFE CYCLE REASONS

The industry's contribution to the economy is growing steadily

The industry is consolidating

The industry's product market has been stable

 

 

The Kitchen and Cookware Stores industry is in the mature stage of its life cycle.
Over the 10 years to 2025, industry value added, which measures the industry's
contribution to the US economy, is estimated to fall at an annualized rate of 0.8%.
Meanwhile, US GDP is projected to rise at an annualized rate of 1.9% during the
same period. Comparatively, these rates indicate that the industry will grow at a
slower rate than the overall US economy, causing its share of the economy to fall.
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Trends of consolidation and a stable product market also indicate an industry in the
mature stage of its life cycle.

Products sold by this industry have become integrated into the lives of US
consumers. As people purchase houses or move into new homes, they buy industry
goods to outfit their kitchens. Despite this integration, there has been moderate
product innovation in the kitchen and cookware market. However, this innovation
has not significantly altered the industry's landscape. Product changes have
primarily been cosmetic, including minor variations in designs to satisfy consumers'
changing tastes. However, IBISWorld anticipates that kitchen and cookware
products will experience an increasing level of technological change over the five
years to 2025.
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Products and Markets
Supply Chain KEY BUYING INDUSTRIES

1st Tier
Consumers in the US

KEY SELLING INDUSTRIES

1st Tier
Home Furnishing Wholesaling in the US

Soft Drink, Baked Goods & Other Grocery
Wholesaling in the US

2nd Tier
Hand Tool & Cutlery Manufacturing in the
US

Products and
Services

 

 

Product trends within the Kitchen and Cookware Stores industry
have primarily focused on convenience and functionality.

Additionally, consumers have placed a growing focus on increased color options
and shapes. However, the most prominent product trend occurring within the
industry stems from consumers increasingly demanding sustainable and ethical
products. Moreover, small kitchen appliances are expected to have grown
considerably over the past year, as consumers with more money to spend have
increasingly replaced their kitchen appliances.

Electronics, appliances and other

The mixed array of electronics, appliances and other industry
products accounts for an estimated 41.2% of industry revenue in
2020, representing the largest product segment for the industry.
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This segment includes small appliances, other electronics, cookbooks and table
linens. Electronics and appliances account for the vast majority of revenue in this
segment and have been a significant driver of industry growth over the five years to
2020. Overall, this segment's share of industry revenue has risen during the five-year
period, largely supported by growth in small appliances and electronics. The
multifunctional nature of pressure cookers, crock pots, blenders, food processors
and other kitchen electronics has enticed consumers over the past five years.
Cookbooks are also expected to have experienced a rise in its share of industry
revenue during the current period. While overall book sales are expected to have
declined over the past five years, cookbooks, conversely, grew due to a rise in the
number of consumers staying in and cooking at home. This trend has been driven
in part by consumers' greater interest in healthy eating.

Cookware

The industry's second-largest product segment, accounting for
37.3% of annual revenue in 2020, consists of cookware products.

Products accounted for in this segment include pots, pans, Dutch ovens, skillets
and teakettles. These products come in a wide range of prices, from $10.00 to more
than $500.00. Moreover, cookware products are increasingly being given as gifts
and retailers are capitalizing on the trend by offering personalization services. Over
the five years to 2020, this segment's share of industry revenue is anticipated to
have risen moderately. Due to the coronavirus pandemic in 2020, which has
resulted in consumer confidence and spending falling, many households have
turned to kitchen and cookware stores to purchase implements to use to cook
meals at home. This demand has helped decelerate industry revenue decline,
however, some the majority of this demand was satisfied by e-commerce retailers
or mass merchandisers because many industry operators were forced to
temporarily close their establishments.

Bakeware

Bakeware, including baking sheets, loaf pans, cake pans, mixing
bowls and measuring tools, is estimated to account for 8.7% of
industry revenue in 2020.

Products in this category tend to be much less expensive than cookware. The
Riedel Marketing Group estimates that average bakeware costs one-third of
average cookware equipment, which keeps revenue for this segment relatively low.
These products are also often discretionary in nature. Many consumers need loaf
pans and baking sheets for everyday cooking and baking; however, novelty cake
pans and specialty cupcake pans are not necessities. Over the past five years,
consumers have increasingly opted to make their own baked goods rather than
purchase high-end products outside the home, which has bolstered unit volume of
bakeware sold for the industry. As a result, IBISWorld estimates this segment's
share of industry revenue has risen during the current period.
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Cutlery and utensils

Cutlery and utensils account for an estimated 12.8% of industry
revenue in 2020.

Cutlery sold by the industry includes knives, cutting boards and knife blocks.
Utensils include whisks, ladles, tongs, spoons and spatulas. Over the past five
years, IBISWorld expects revenue for this segment to have declined as a share of
total industry revenue as these products do not typically need to be replaced
frequently. Additionally, cutlery and utensil prices have stagnated during the period,
while the price and unit sales volumes of other segments have increased. As a
result, IBISWorld expects that revenue for the cutlery and utensil segment has
contracted over the past five years relative to other product segments.

Demand
Determinants

The primary factors affecting demand for products within the
Kitchen and Cookware Stores industry include disposable income
levels, consumer confidence, housing sales and price.

Since many goods sold by this industry are more expensive than kitchen items sold
at mass merchandisers or department stores, consumer's disposable income
significantly affects demand for cookware from this specialty industry. However,
when incomes are low, consumers cut back on spending and refrain from buying
expensive goods. If consumers are in extreme need of cookware, but their
disposable income has lowered, they often purchase kitchen items from used
goods stores, garage sales or mass merchandisers, detracting from industry
demand. The coronavirus pandemic in 2020 has resulted in a decrease in
disposable income levels and subsequent decline in demand for expensive kitchen
and cookware items.

Consumer confidence affects consumers' perceptions of economic prosperity.
When confidence is high, demand for new home goods such as cookware
increases; however, when it is low, consumers become pessimistic and retail sales
tend to soften, particularly for more expensive and high-end items. The number of
housing sales also influences new purchases for this industry. As more Americans
move into new houses or condominiums, they are more likely to invest in kitchen
items. In turn, the amount of merchandise bought at cookware stores increases.
However, if the level of housing sales drops and more individuals stay in their
existing homes, they generally spend less on new kitchen goods. Consumer
confidence and existing home sales have both declined in 2020, resulting in lower
demand for industry products.

The coronavirus pandemic has resulted in an increase of consumers cooking meals
and baking at home. However, this increase in demand has been satiated largely by
e-commerce retailers and mass merchandisers who were permitted to remain open
during the temporary closure of nonessential businesses throughout the United
States. These retailers have benefited from the rise in e-commerce during the
pandemic, as well as consumers seeking to make fewer trips to satisfy their
shopping needs.
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Industry cookware purchases are also determined by prices since most consumers
are price conscious. Demand for products supplied by this industry is subsequently
affected by the price charged by operators. Since some industry products, such as
cookware sets and appliances, are regarded as big-ticket items, consumers often
shop for the best available price for them.

Major Markets

According to the IBISWorld estimates, households account for an estimated 97.4%
of the market, while the remaining 2.6% of the market consists of retailers,
wholesalers and other commercial buyers. Within the household segment, there are
three main markets separated by age: individuals under 25, individuals aged 25 to
64 and individuals who are 65 and older.

Consumers aged 25 to 64

Consumers between the ages of 25 and 64 are estimated to account for the
overwhelming majority of revenue for the Kitchen and Cookware Stores industry,
contributing 73.2% to annual industry revenue in 2020. Consumers in this age
demographic are typically employed; therefore, these consumers generally have
steady income streams, enabling them to freely spend on kitchen items. This
demographic also is home to the highest percentage of homeowners, who
purchase products for home cooking and entertaining. Overall, demand from this
demographic has widened over the five years to 2020 in line with improved
household finances.

Consumers aged 65 and older

Consumers aged 65 years old and up are expected to account for 16.6% of industry
cookware sales in 2020. Most of these consumers have entered retirement and
have reduced disposable income, which restricts their spending on industry items.
Typically, this demographic is not concerned with the latest trends and spends little
on replacement goods such as luxury cupcake pans. However, this segment is
expected to experience growth over the outlook period as baby boomers
increasingly enter traditional retirement age.
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Consumers aged 24 and younger

Consumers under the age of 25 represent the smallest buyers of kitchen items,
accounting for an estimated 7.5% of industry revenue in 2020. This is because most
consumers in this age group are too young to spend a substantial amount of money
on kitchen goods. While some consumers in this demographic do demand kitchen
goods, they typically have limited income. Therefore, they often purchase less
expensive kitchen items from other retailers such as department stores, limiting
industry demand from this demographic.

International
Trade

Exports in this industry are  Low and Steady

Imports in this industry are  Low and Steady

Merchandise trade figures are classified into the relevant upstream industries;
therefore, the Kitchen and Cookware Stores industry has low (i.e. zero) trade by
convention. However, the industry regularly handles imported items such as cutlery,
appliances and kitchenware products. While the majority of sales for kitchen goods
are derived from the domestic market, the international market has experienced
some competition over the five years to 2020, largely due to the influx of imported
merchandise from China. At the retail level, this factor has led to some price
discounting by wholesalers and manufacturers to ensure that their products reach
store shelves.
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Business
Locations

 

Business Concentration in the United States
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Similar to most retail industries in the United States, the geographical spread of
establishments in the Kitchen and Cookware Stores industry closely reflects the
distribution of the national population. Generally, the greater the number of
residents, the stronger demand will be for industry products. In 2020, IBISWorld
estimates that industry establishments will be most highly concentrated in the
Southeast region, which captures the highest US population share.

Based on US Census Bureau data and IBISWorld estimates, the Southeast region is
expected to account for 26.7% of industry establishments in 2020. In turn,
population projections indicate that this region will also account for the largest
share of the nation's population. Due to a larger older population with houses,
Florida alone is estimated to hold 7.4% of all establishments.

Close behind in their share of industry establishments are the West and Mid-
Atlantic regions, with an estimated 16.7% and 15.6% of industry outlets,
respectively. The two regions similarly contain the second and third-largest share of
the US population, respectively. The West region's high concentration is driven by
California, which is expected to account for 10.9% of total industry locations.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is  Low

The Kitchen and Cookware Stores industry
exhibits a low level of market share
concentration, with the two largest players
combining to account for less than 10.0%
of total industry revenue in 2020. The
remaining share of the market is mostly
composed of small-sized players that
successfully supply their local demand.
While there are several chains that
command more market share than
competitors, over 60.0% of industry
operators in 2020 are smaller operators
with nine or fewer employees. These
businesses are spread out throughout the
country, as there are many communities
that industry chain retailers have not yet
established locations in. While the industry's product offerings are mostly of a
discretionary nature, demand for kitchen goods is high enough to support these
smaller businesses, keeping market share concentration low.

Key Success
Factors

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

Ability to control stock on hand: Operators need to ensure that adequate stock controls

are in place to reduce inventory costs and increase stock turns.

Proximity to key markets: Operators should be located in areas with high retail foot traffic

to maximize exposure to consumers.

Attractive product presentation: Operators should clearly display products in an

appealing manner to promote purchases.

Experienced work force: Since industry competition is fierce and customers often require

help and advice regarding products, it is important to have knowledgeable staff.
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Cost Structure
Benchmarks

Profit

Over the five years to 2020, profit, measured as
earnings before interest and taxes, for the
Kitchen and Cookware Stores industry has been
impaired by increased competition from large
discount department stores. By offering kitchen
and cookware goods at lower prices, these
retailers attracted consumers with conservative
spending habits. To stay competitive, many
industry companies have resorted to discount
and promotional activity, which ultimately
constrained margin growth. Overall, the average
industry profit margin is expected to account for
2.7% of revenue in 2020, down from 5.1% in
2015. However, some favorable trends have
enabled profit margins to improve in certain
years. As per capita disposable income levels
have grown throughout most of the period,
consumers have increasingly flocked to industry
retailers. Additionally, the product mix of the
industry has trended toward a focus on higher-
end goods that command higher profit margins.
However, the temporary closure of industry
establishments in 2020 due to the coronavirus
pandemic has severely harmed industry profit in
2020.
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Wages

Wages account for the second-largest industry
cost, consuming an estimated 11.4% of revenue
in 2020. Industry operators rely heavily on
employees for daily operations such as
customer service, processing transactions,
maintaining store displays and inventory and
stock checks. In addition, some kitchen stores
employ part-time chefs or cookware experts for
demonstrations and information sessions.
Wages as a percentage of revenue have risen
during the period, as companies have been
careful not to cut staff because expert customer
service provides a significant competitive
advantage that industry incumbents have over
mass merchandisers. However, operators have
become more reliant on part-time workers as
well as laborsaving software and technology, to
cut down on benefit outlays and other
associated costs.

Purchases

Purchase costs are the single-largest expense
for the industry, accounting for an estimated
61.9% of total revenue in 2020. This figure has
increased during the current five-year period,
which can be attributed to a return in consumer
expenditure that has supported increased
inventory levels and a shift in product mix that
has favored more expensive higher-end goods.
As customers have purchased more high-end
goods over the past five years, operators have
stocked more of these high-end goods with
higher purchase costs, boosting purchase
expenditures.

Depreciation

Depreciable assets in this industry include
fittings and fixtures, computer inventory
systems, cash registers, other point-of-sale
computer systems, warehousing equipment and
software used for day-to-day operations.
IBISWorld expects the industry's average
depreciation costs are low, accounting for an
estimated 0.9% of industry revenue in 2020.
Over the past five years, depreciation costs as a
percentage of industry revenue are estimated to
have remained stagnant.
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Marketing

Traditionally, advertising has been important to
the industry because operators rely heavily on
price promotions and marketing to drive sales.
However, some stores have been more creative
with their marketing in recent years, bringing in
famous chefs for cookbook signings. IBISWorld
estimates that marketing and promotional costs
will account for 2.8% of total industry revenue in
2020.

Rent

Like many retail industries, rental costs still
comprise a significant proportion of revenue at
an estimated 7.8% of revenue in 2020. Store
exposure is a key factor in running successful
retail establishments, and retailers require
premium storefront space in high-traffic areas to
boost demand.

Utilities

Similar to rental costs, utility costs comprise a
moderate proportion of revenue at an estimated
1.5% of revenue in 2020.

Other Costs

Other costs for the industry include
administrative, insurance and security costs.
These miscellaneous costs are expected to total
the remainder of annual industry revenue.
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Basis of
Competition

Competition in this industry is  High and Increasing

Operating in a saturated market, operators are exposed to a high
level of competition within the Kitchen and Cookware Stores
industry.

Operators compete with one another on factors such as location of stores, price
and quality of products, merchandise assortment and presentation and customer
service.

Internal competition

Operators in the Kitchen and Cookware Stores industry are subject
to a high degree of price competition.

Although operators price products to maximize returns, industry companies must
stay conscious of the prices charged for similar items by competitors to remain
competitive. In particular, low prices offered by stores can make them more
desirable than stores that retail products at relatively higher prices. Over the five
years to 2020, this trend has enabled larger retailers, such as William-Sonoma, to
boost sales. By operating at a national scale, the company has been able to buy in
bulk and pass down cost savings in the form of lower prices, luring consumers
away from smaller stores.

Customer service is also an important basis for competition among operators since
industry employees often need specific knowledge regarding product performance.
To this end, consumers typically shop at stores where they are more confident of
receiving informative advice from knowledgeable employees. This trend is
especially true for major player Williams-Sonoma. The company prides itself on
providing excellent advice on its many products, even letting customers try different
items, such as cutlery. Over the past five years, most operators have increased their
focus on adequately training employees to discuss various customer queries.

External competition

Industry operators also experience a high degree of competition
from external industries.

These includes large discount department stores, such as Walmart and Target.
These large stores can maximize costs savings by establishing relationships with
manufacturers and purchasing large inventory volumes at once, enabling them to
offer discounted products to consumers. As a result, industry operators have
contended with increased pricing pressures due to external competition from big-
box retailers.

Barriers to Entry Barriers to entry in this industry are  Medium and Steady
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New operators planning to enter the
Kitchen and Cookware Stores industry
must overcome several barriers. The
most significant of these involves the
level of external competition from
discount department stores. These
larger-sized operators benefit from
economies of size and scope, since they
are able to purchase a variety of
merchandise in bulk at discounted
prices. Therefore, they can then pass on
these cost savings to consumers via
lower product prices without effectively reducing their product margins. Similar
strategies are implemented by the industry's major competitors such as Bed Bath &
Beyond, which has significant buying power to achieve lower unit costs and access
to exclusive product agreements with manufacturers.

Prospective operators planning to enter this industry also need to consider the level
of market dominance exerted by the top two players, which account for less than
10.0% of the total market share. While this indicates low market share, locating near
one of these major players could be detrimental for a new entrant. Competition
arises from the high profile and more cost-efficient chain stores that are already
established in the industry, such as Williams-Sonoma. Strong market dominance by
highly visible brands makes it difficult for new entrants to attract consumers. New
entrants may find it difficult to compete with these national chain stores in terms of
brand awareness, product range and price.

The initial cost of establishing or purchasing a retail outlet and the inventory can be
expensive and may also present a barrier for new entrants. Prospective companies
may have difficulty securing the necessary capital to build or purchase a new store.
In addition, operators require a line of credit to purchase store inventory, which can
be extensive depending on the specific nature of the merchandise. Retailers need to
have established relationships with suppliers to guarantee a consistent and reliable
supply of quality products, which may also be a barrier for new entrants. This factor
is compounded by the effect of exclusive agreements, between wholesaler and
retailer, on the ability of new entrants to secure a supply of certain merchandise.

Barriers to entry checklist
Competition High

Concentration Low

Life Cycle Stage Mature

Technology Change Low

Regulation & Policy Light

Industry Assistance None

Industry
Globalization

Globalization in this industry  Low and Steady

Globalization levels have remained relatively stable for the Kitchen and Cookware
Stores industry over the five years to 2020. This industry has historically been
characterized by a large number of small independent retail stores that operate
locally or regionally. Even for large players, international operations are mostly
limited to China and Mexico. This industry also continues to be dominated by
domestically owned companies. In terms of international trade, globalization has
increased due to the influx of inexpensive merchandise imported from Asian
countries, particularly China. Nevertheless, this is factored in at the corresponding
manufacturer level, keeping globalization relatively low for the retail industry.
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Major Companies
 

 

Major Players WILLIAMS-SONOMA INC.

Market Share: 5.8%

Williams-Sonoma Inc. (Williams-Sonoma) is
one of the largest specialty retailers of home
products. Founded in 1956 and headquartered
in San Francisco, the company has expanded
to include five retail store brands, eight direct
mail catalogs and seven e-commerce
websites that sell a wide selection of culinary
equipment, furniture and home furnishings.
Overall, the company reported total revenue of
$5.9 billion in fiscal 2019 (year-end February;
latest data available). The company's
Williams-Sonoma retail stores are the only operations relevant to the Kitchen and
Cookware Stores industry. The company's catalog business, e-commerce websites
and other retail stores, such as Pottery Barn and West Elm, are not included in this
industry. Williams-Sonoma currently operates 230 retail stores throughout more
than 40 states. IBISWorld estimates that just under 18.0% of total company revenue
is derived from Williams-Sonoma stores, comprising the company's industry-
relevant revenue.

Kitchen & Cookware Stores OD4272 September 2020

31 IBISWorld.com



Financial performance

IBISWorld estimates that over the five years to fiscal 2020, Williams-Sonoma's
industry-specific revenue is anticipated to fall at an annualized rate of 2.0% to reach
$897.4 million. This decline is largely due to the coronavirus pandemic in 2020, as
Williams-Sonoma temporarily closed its stores in accordance with government
mandated closure of nonessential businesses. Additionally, the closure of industry
stores is likely to have increased consumers willingness to purchase kitchen and
cookware items online, harming Williams-Sonoma's industry relevant revenue.
Moreover, although the company's overall revenue has grown, industry relevant
revenue has been stagnant during the period, as Williams-Sonoma experienced an
increasing percentage of its sales generated from its e-commerce business. In fact,
the company's e-commerce sales increased during the five-year period to generate
56.0% of net revenue in fiscal 2019 (latest data available), detracting from its retail
operations. Williams-Sonoma is known as a high-end retailer in this industry, and
revenue growth fell in 2020 as consumers became less confident spending money
on discretionary purchases during a time of economic uncertainty.

Williams-Sonoma Inc. (US industry-specific segment) - financial performance*
Year** Revenue Growth Operating Income Growth

($m) (% change) ($m) (% change)
2015-16 993.6 N/C 50.7 N/C
2016-17 1002.2 0.9 36.1 -28.8
2017-18 1022.4 2.0 45.0 24.7
2018-19 1056.1 3.3 45.4 0.9
2019-20 1032.4 -2.2 44.3 -2.4
2020-21 897.4 -13.1 23.9 -46.0

Source: Annual report and IBISWorld
Note: *Estimates; **Year-end February

Other Players A large percentage of companies in the Kitchen and Cookware Stores industry are
small enterprises that operate on a local or regional basis. For example, the Biggest
Little Kitchen Store, operated by California-based Home and Farm Supply, has one
location in the state.

SUR LA TABLE INC.

Based in Seattle, Sur La Table Inc. (Sur La Table) retails cookware, cutlery,
dinnerware and bakeware to professional and home chefs. The company was
founded in 1972 with one retail location in Seattle's Pike Place Market; currently, the
company operates 134 stores nationwide, along with a catalog and website. Sur La
Table generally sells higher-end kitchen items, including All-Clad and Le Creuset
cookware. However, the company also sells mid-priced kitchen tools, small
appliances and more. Since the company retails moderate to high-end kitchen
items, stores are generally located in neighborhoods with a mix of upscale national
brands and creative local merchants. Furthermore, Sur La Table stores are
sometimes attached to high-end grocery stores that attract a significant amount of
consumer traffic. Investcorp, a global provider and manager of alternative
investment products, completed its acquisition of the company in 2011. Over the
five years to 2020, Sur La Table has expanded its operations and gained an
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increasing presence in the Kitchen and Cookware Stores industry. Overall,
IBISWorld estimates that the company's industry-relevant revenue will total $281.3
million in 2020, representing an industry market share of 1.8%.
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Operating Conditions
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Capital Intensity The level of capital intensity is  Low

The level of capital expenditure in the Kitchen
and Cookware Stores industry is measured in
terms of the depreciation of assets. For this
industry, depreciable assets include items
such as fixtures, fittings, cash registers, point-
of-sale (POS) systems and warehousing
equipment. In general, capital expenditure for
this industry is undertaken at the
establishment of new operations, as assets
are replaced or when stores undergo
refurbishments. Overall, in 2020, industry
operators are expected to allocate $0.08
toward capital investment for every $1.00
spent on wages.

Over the past decade, the industry has
undergone considerable change with the
implementation of computer scanning
technology. Its implementation has simplified
labor tasks and minimized the level of human
error in processing purchases. POS systems
have enabled operators to computerize their
inventory, resulting in better stock control and
cost efficiencies. Many administrative and
bookkeeping tasks have also been automated by software that is counted as a
depreciable asset. In addition to technology, a few kitchen stores such as Sur La
Table have installed large kitchens to host cooking classes in. This strategy enables
companies to draw customers into their establishments and encourage sales by
showing customers the different ways they can use in-store products. As
competition from department stores and other larger external operators has grown,
more industry companies have added these kitchens as a way to differentiate and
win sales. The addition of these kitchens has boosted capital spending levels for
the industry since 2015.

The industry further incurs labor costs through the need to employ staff for
company stores. Duties undertaken by employees include customer service,
maintaining store displays, processing consumer purchases and maintaining
computer systems. Unlike capital costs, which can vary, labor costs are an integral
and important part of operating expenditure. Many operators are small in this
industry and cannot afford the larger capital outlays that larger-sized companies
can. These smaller businesses rely more heavily on laborers for day-to-day
operations. Therefore, labor costs for this industry are considerably larger than
capital expenditure. Additionally, stores have sought to differentiate from
competitors by hiring more highly knowledgeable workers to provide information
big-box retailers cannot, which places a premium on wages. This trend has resulted
in wages rising as a proportion of revenue during the period. Meanwhile, spending
on laborsaving technology has remained equally important to operator success in
the industry, leading to capital intensity to remain stagnant during the five-year
period.
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The most relevant technologically disruptive force pertaining to the
Kitchen and Cookware Stores industry is the rising trend of direct-
to-consumer kitchen and cookware start-ups.

These startup kitchen and cookware direct-to-consumer brands, including Great
Jones, Potluck and Misen, aim to target consumers directly by retailing their own
manufactured kitchen and cookware bundle sets, along with individual pieces of
kitchen and cookware items. These startups are often able to pass along cost
savings to consumers achieved from reducing the product supply chain by acting
as manufacturer, distributor and retailer of kitchen and cookware products,
representing a substitute for industry retail establishments. Incumbent industry
operators may respond to this disruptive threat by forming partnerships with
startup direct-to-consumer manufacturers or augmenting marketing expenditures
to maintain brand recognition in light of heightened external competition.

The level of technology change is  Low

As is the case with many retail industries, e-commerce has
contributed an increasing presence in the sale of products in the
Kitchen and Cookware Stores industry.

All major players in this industry have established online websites, offering
merchandise for sale online. While product prices are comparable, delivery charges
vary significantly between operators because of the heft of most of the industry's
products. Some charge extra for the shipping and handling of heavier objects, such
as cookware or appliances, while others do not. Consumers that are savvier with
online purchasing have begun to factor these shipping costs into their price
determinations, which has affected industry operators' online presences. While
most industry operators still derive most of their revenue from in-store purchasing,
major players have experienced an uptick in the proportion of online sales and have
adjusted retail strategies accordingly.

Most technological improvements in this industry have enabled better management
of operations and inventory. These improvements include computer scanning cash
registers and automated inventory equipment. Many industry operators have
implemented computerized POS equipment, which controls and records
merchandising, distribution, sales and stock markdowns. Bar code scanning
increases labor productivity, ensuring greater control over the distribution of goods
and reducing errors along the supply chain. Radio frequency identification (RFID)
provides real-time information on inventory, helping to reduce shrinkage problems
and improving efficiency.

To reduce losses incurred as a result of theft, retailers have begun implementing
security and loss prevention advancements such as closed-circuit TV cameras,
source tagging, signature-capture technology (used at the POS terminal for credit
card transactions), and fingerprint scanning systems that verify customer identities.
In this case, RFID can also be used to reduce theft. This technology tracks products
from the time they leave the assembly line to the time they leave the store by
releasing continuous signals from a chip. These chips have been inserted in
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products at the manufacturing stage and are monitored by a radio frequency
receiver.

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.

Revenue volatility for the Kitchen and Cookware Stores industry has
been low to moderate over the five years to 2020.

There are several factors that collectively determine demand for kitchen goods; this
diversity has helped level out fluctuations in individual demand determinants during
the five-year period. Growth in per capita disposable income throughout most of the
period has increased demand for industry goods. However, the increasing
prevalence of online kitchen and cookware retailers and the rise of e-commerce
have limited industry revenue growth. Overall, during the current five-year period,
revenue for the industry is anticipated to have risen as much as 4.2% in 2015 and
fallen as much as 14.7% in 2020 due to the coronavirus pandemic induced
temporary closure of industry establishments.

Regulation &
Policy

The level of regulation is  Light and is Steady

No specific regulations apply to the Kitchen and Cookware Stores
industry; however, industry operators are subject to broader-
reaching pieces of legislation.
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While the consumer market accounts for the vast majority of industry revenue,
cookware and bakeware for commercial use has to pass certain standards set by
the National Sanitation Foundation (NSF) and Food and Drug Administration (FDA)
in regard to the quality of equipment used. For operators to appeal to a commercial
clientele, goods that meet these standards must be stocked.

Operators must also follow regulations governing the retail sector at large.
Regulations relevant to this sector are generally covered at the state level. States
have enacted their own antitrust laws to ensure that the general public is provided
with the best prices, quality and choice. Companies must also comply with the Fair
Labor Standards Act and various state laws governing matters such as minimum
wage, overtime and other working conditions. Store owners must further comply
with the provisions of the Americans with Disabilities Act of 1990, as amended,
which generally require that stores be accessible to customers with disabilities.

Industry
Assistance

The level of industry assistance is  None and is Steady

The Kitchen and Cookware Stores industry operates with little
assistance.

The Home Furnishing Association (HFA) is the largest industry association,
representing 1,200 members and nearly 7,000 stores by providing market research,
education and networking opportunities. The HFA also provides a monthly
magazine that details trends in home furnishings and updates to the regulatory
environment of the industry itself.

Other than the advocacy of industry associations such as the HFA and the National
Kitchen and Bath Association, little assistance is granted to operators, even though
goods sold in this industry are often levied with an import tax. While tariffs apply to
goods supplied by this industry, they are applied at the manufacturing level. Retail
operators purchase goods from manufacturers or wholesalers after the tariff has
already been applied. Assistance for industry operators has remained low and
steady during the five-year period.

The US Coronavirus Aid, Relief, and Economic Security Act (CARES) which was
introduced and signed into law in March of 2020 is a $2.0 trillion economic relief
package designed to provide direct economic assistance for American workers,
families and small businesses as well as preserve jobs for American industries. The
Paycheck Protection Program, which was established by the CARES Act is
implemented by the Small Business Administration and provides small businesses
with funds to pay up to eight weeks of payroll costs including benefits. Funds can
also be used to pay interest on mortgages, rent and utilities. The CARES Act and
Paycheck Protection Program will support industry operators with payroll and rent
payments, as many operators are small businesses and also have been temporarily
closed due to being qualified as nonessential businesses by the government.
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Key Statistics
Industry Data

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

Per capita
disposable

income
($m) ($m) (Units) (Units) (Units) ($m) ($m) ($m) ($m)

2011 16,083 2,653 8,507 4,937 90,706 N/A N/A 1,914 N/A 45,261
2012 16,549 2,571 8,449 4,933 92,122 N/A N/A 1,827 N/A 45,558
2013 17,101 2,851 8,390 4,811 94,059 N/A N/A 1,945 N/A 43,894
2014 17,350 3,022 8,324 4,740 93,054 N/A N/A 1,964 N/A 44,540
2015 18,076 3,078 8,202 4,607 98,924 N/A N/A 1,994 N/A 45,568
2016 18,409 2,863 8,007 4,521 96,511 N/A N/A 1,998 N/A 45,575
2017 18,380 3,046 8,128 4,550 100,843 N/A N/A 2,035 N/A 45,740
2018 18,143 2,928 8,022 4,487 100,283 N/A N/A 2,021 N/A 46,172
2019 18,109 2,959 7,977 4,458 100,356 N/A N/A 2,021 N/A 46,457
2020 15,450 2,314 7,359 4,140 87,916 N/A N/A 1,766 N/A 44,844
2021 15,822 2,359 7,318 4,111 88,947 N/A N/A 1,791 N/A 45,088
2022 16,317 2,686 7,295 4,091 90,477 N/A N/A 1,827 N/A 45,784
2023 16,748 2,745 7,270 4,072 91,644 N/A N/A 1,855 N/A 47,111
2024 17,185 2,802 7,259 4,061 92,943 N/A N/A 1,886 N/A 48,575
2025 17,486 2,837 7,218 4,033 93,618 N/A N/A 1,904 N/A 50,187

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

Demand
Per capita

disposable
income

(%) (%) (%) (%) (%) (%) (%) (%) (%) (%)
2011 3.38 7.91 -5 -7 6 N/A N/A 1.60 N/A -0.46
2012 2.89 -3.10 -1 -0 2 N/A N/A -4.55 N/A 0.65
2013 3.33 10.9 -1 -2 2 N/A N/A 6.48 N/A -3.66
2014 1.45 5.99 -1 -1 -1 N/A N/A 0.98 N/A 1.47
2015 4.18 1.85 -1 -3 6 N/A N/A 1.51 N/A 2.30
2016 1.84 -7.00 -2 -2 -2 N/A N/A 0.20 N/A 0.01
2017 -0.16 6.38 2 1 4 N/A N/A 1.85 N/A 0.36
2018 -1.30 -3.88 -1 -1 -1 N/A N/A -0.71 N/A 0.94
2019 -0.19 1.05 -1 -1 0 N/A N/A 0.02 N/A 0.61
2020 -14.7 -21.8 -8 -7 -12 N/A N/A -12.6 N/A -3.48
2021 2.40 1.91 -1 -1 1 N/A N/A 1.42 N/A 0.54
2022 3.12 13.9 -0 -0 2 N/A N/A 1.99 N/A 1.54
2023 2.64 2.21 -0 -0 1 N/A N/A 1.56 N/A 2.89
2024 2.61 2.07 -0 -0 1 N/A N/A 1.66 N/A 3.10
2025 1.74 1.24 -1 -1 1 N/A N/A 0.92 N/A 3.31

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

Employee
Wages/Revenue Employees per

estab.
Average Wage

(%) (%) (%) ($'000) (%)
2011 16.5 N/A N/A 177 11.9 10.7 21,097
2012 15.5 N/A N/A 180 11.0 10.9 19,828
2013 16.7 N/A N/A 182 11.4 11.2 20,679
2014 17.4 N/A N/A 186 11.3 11.2 21,107
2015 17.0 N/A N/A 183 11.0 12.1 20,155
2016 15.6 N/A N/A 191 10.9 12.1 20,701
2017 16.6 N/A N/A 182 11.1 12.4 20,180
2018 16.1 N/A N/A 181 11.1 12.5 20,150
2019 16.3 N/A N/A 180 11.2 12.6 20,140
2020 15.0 N/A N/A 176 11.4 11.9 20,087
2021 14.9 N/A N/A 178 11.3 12.2 20,137
2022 16.5 N/A N/A 180 11.2 12.4 20,192
2023 16.4 N/A N/A 183 11.1 12.6 20,246
2024 16.3 N/A N/A 185 11.0 12.8 20,294
2025 16.2 N/A N/A 187 10.9 13.0 20,335
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Additional Resources
Additional
Resources

Home Furnishings Association
http://www.myhfa.org

Cookware Manufacturers Association
http://www.cookware.org

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

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

PRIVATE LABEL
Products sold as the house brand of a particular supermarket or retail chain, rather than the

specific manufacturer.

RADIO FREQUENCY IDENTIFICATION (RFID)
A technology that tracks products from the time they leave the assembly line to the time

they leave the store by releasing continuous signals from a chip.

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.

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.
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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.

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.
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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%.

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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