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Use this guide to obtain a deeper understanding of the 

state of the home goods industry, the trends impacting its 

direction, and the technologies that will influence how you 

position, market, and sell tomorrow and beyond.

Executive Summary

The industry snapshots, shifts in 
consumer behavior, and emerging 
technologies briefly illustrated in 
this guide have been included solely 
to provide you with actionable 
insight you can use to make data 
driven decisions that powerfully 
differentiate your brand and help you 
intelligently chart a strategic course 
for the future.

UNLESS OTHERWISE INDICATED,  
DATA IS UP-TO-DATE AS OF NOVEMBER 2016.



Without Shopify, we would’ve 
run out of money before 

launching. Instead of selling 
mattresses we would have 

been fixing bugs but Shopify 
fixed the bugs for us.

“

“
DAVID WOLFE

Co-founder of  
Leesa

www.leesa.com
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We chose Shopify 
because we had limited IT 
resources and needed a 

platform that would scale 
in case Purple blew up. 

We’re pleased and surprised 
Shopify scaled as quickly as 
it did to handle our growth.

“

“
ALEX MCARTHUR

Chief Marketing  
Officer of 
Purple

http://onpurple.com
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Industry Snapshot
While still in its infancy compared to other verticals, the home goods ecommerce industry 

is experiencing double digit growth as consumers become more comfortable with the idea 

of ordering big ticket items such as beds, furniture, and appliances online.

The emergence of 

oversized and overweight 

delivery services,

and liberal return policies 

are also contributing 

factors to the industry’s  

growth

the emergence of more 

affluent middle classes 

in overseas markets,
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U.S. furniture and home furnishings retail ecommerce sales, 2013-2018
billions, % change and % of total retail ecommerce sales
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method of payment or 
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SOURCE:  EMARKETER

Consistent with its relative youth as a distribution channel, ecommerce accounts for 

only 8-10% of the home furnishings market, according to industry estimates. Despite 

double digit growth through the second half of the decade, industry analysts are suspect 

regarding whether ecommerce will become as important to the home goods industry as  

it has for music, books, apparel, and consumer electronics. In the U.S., shoppers still 

prefer brick & mortar stores to home goods purchased online:

http://www.emarketer.com/Article/Furniture-Shoppers-Head-In-Store-Decorate/1012701
http://www.furnituretoday.com/article/515439-e-commerce-channel-growing-home-furnishings
http://www.furnituretoday.com/article/515439-e-commerce-channel-growing-home-furnishings
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Headwinds impacting the overall industry’s growth and margins include rising labor 

costs in manufacturing hubs such as China, consumer demand for environmental and 

sustainable manufacturing processes, as well as U.S. spending that has struggled to 

recover from prerecession levels:

Conversely, tailwinds supporting ecommerce growth in the home goods industry 

include lower commodity costs that can reduce operating and delivery costs, a younger 

demographic that is more comfortable buying oversized or overweight items online, and 

the ability for global brands to quickly move manufacturing operations to lower cost 

emerging markets to reduce labor expenses. Likewise, emerging middle classes in places 

like India as well as the rise of more affluent classes in China are variables expected to 

factor into the industry’s ecommerce growth during the second half of the decade and 

beyond.

However, one challenge ecommerce home goods manufacturers, especially those that sell 

oversized items such as beds, must overcome to continue growing is the inability of online 

consumers to physically touch an item prior to purchase. 

SOURCE:  STATISTA

Home furnishings store sales in the United States from 1992 to 2014
in billion U.S. dollars
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http://www.statista.com/markets/415/topic/469/furniture-furnishings-household-items/
http://www.statista.com/markets/415/topic/469/furniture-furnishings-household-items/
http://www.furnituretoday.com/article/515439-e-commerce-channel-growing-home-furnishings
http://www.furnituretoday.com/article/515439-e-commerce-channel-growing-home-furnishings
http://www.statista.com/markets/415/topic/469/furniture-furnishings-household-items/
http://www.statista.com/statistics/197585/annual-home-furnishings-store-sales-in-the-us-since-1992/
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While the effect of touch varies based 
on sex and culture, scientists suspect 
touch may stimulate the pressure 
receptors on the skin and stimulate 
the release of oxytocin, a hormone 
believed to enhance feelings of trust 
and attachment while also reducing 
stress. People with higher levels of 
oxytocin, according to this study, tend 
to buy more things and spend more on 
conspicuous goods.
Research suggests an item’s surface impact, or how hard, soft, heavy, rough, or smooth 

it feels, influences our thoughts and feelings. In fact, this study found consumers desire 

“tactile input” and are less likely to buy items they are unable to first touch. To combat the 

online shopper’s inability to touch larger home goods items, ecommerce merchants are 

offering attractive offers such as 100-night free trials for items like beds. 

Likewise, industry titans like Home Depot are offering consumers a hybrid model where 

shoppers can order items online and then pick the items up in store where the items may 

be inspected or handled.

https://www.psychologytoday.com/articles/201302/the-power-touch
https://www.psychologytoday.com/articles/201302/the-power-touch
http://www.medicalnewstoday.com/articles/275795.php
http://www.medicalnewstoday.com/articles/275795.php
http://zhangxing.weebly.com/uploads/1/9/1/3/19136347/oxytocinpromotesbuying.pdf
https://www.psychologytoday.com/articles/201303/surface-impact
http://www.researchgate.net/profile/Eric_Spangenberg/publication/253797141_Consumer_need_for_tactile_input/links/548f66b40cf214269f263b5e.pdf
https://casper.com/faq/
http://www.homedepot.com/c/pick_up_in_store_FAQ
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Internet purchase: number of consumers who bought furniture/home 
furnishings on the internet within the last 12 months in the United States 
from autumn 2010 to spring 2015
number of people in millions
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SOURCE:  STATISTA

Combine this with easing global monetary policy that has made it cheaper to borrow 

money and finance bigger ticket items, and ecommerce home goods sales have begun  

to accelerate recently:

INTERNET PURCHASE: NUMBER OF 
CONSUMERS WHO SHOPPED FOR  
FURNITURE/HOME FURNISHINGS ON 
THE INTERNET WITHIN THE LAST  
12 MONTHS
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https://www.statista.com/statistics/228692/consumers-who-shopped-for-furniture-home-furnishings-online-in-the-usa/
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While freight costs and the inability to touch items pose formidable challenges, the home 

goods industry is uniquely positioned to grow faster online than other industries that 

established thriving online presences long before home goods retailers. Besides favorable 

demographics and the tailwinds briefly outlined here, the home goods industry is poised 

to capitalize on consumers’ increasing willingness to purchase oversized and overweight 

goods online and to capitalize on emerging technologies in the coming decade that will 

allow consumers to experience home goods items in virtual and augmented reality to 

stimulate future growth.

Sales & Growth Outlook
Worldwide, sales of home goods are expected to grow at a compound annual rate of 

11.5% through 2020, from more than $199 billion USD in 2016 to more than $342 billion 

USD in 2020.

Revenue in the furniture & appliances market
in million U.S. dollars (worldwide)
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$315,948

$285,369
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$225,490
$199,037

$173,544
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20212020   2019   2018 201720162015

Furniture & homeware

Home appliances

SOURCE:  STATISTA

https://www.statista.com/outlook/247/100/furniture-home-appliances/worldwide
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While still growing, the following chart illustrates how industry ecommerce growth is 

expected to moderate from approximately 14% in 2017 to less than 10% in 2021:

SOURCE:  STATISTA

Revenue growth in the furniture & appliances market
in percent (worldwide)
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https://www.statista.com/outlook/247/100/furniture-home-appliances/worldwide#market-revenue
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The opportunity that exists for future ecommerce growth is illustrated in the following 

chart as the number of ecommerce home goods customers is forecast to increase from 

approximately 1.7 billion in 2017 to nearly 2.3 billion by 2021:

Despite the growth in users, ecommerce opportunity abounds as the industry’s market 

penetration rate is expected to be 57.6% by 2021:

SOURCE:  STATISTA

SOURCE:  STATISTA

User in the furniture & appliances market
in millions (worldwide)
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Additionally, the average revenue per ecommerce home goods customer is forecast to 

increase from $783 USD in 2017 to $900 USD by 2021:

SOURCE:  STATISTA

ARPU in the furniture & appliances market
in U.S. dollars (worldwide)

1,000

800

600

400

200

0

  2015       2016  2017  2018  2019                2020            2021

Furniture & homeware

Home appliances

ecommerce
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Growth by Region
In 2016, analysts expect China to barely edge out the United States as the largest online 

spender on home goods items:

Global comparison revenue in the furniture & appliances
in million U.S. dollars (worldwide)

Top Countries

China 

United States

United Kingdom

Japan

Germany

66,343.8

66,162.3

13,009.5

10,349.9

7,190.0

in mUSD

SOURCE:  STATISTA

https://www.statista.com/outlook/247/100/furniture-home-appliances/worldwide#market-arpu
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More importantly, between now and 2022 China’s affluent class is forecast to grow at a 

compound annual rate of 19.6% and the country’s upper middle class is expected to grow 

22.4%:

SOURCE:  MCKINSEY

The magnitude of China’s middle-class growth is transforming 
the nation

1Figures may not sum to 100%, because of rounding; data for 2022 are projected.
2Defined by annual disposable income per urban household, in 2010 real terms; a�luent, >229,000 renminbi (equivalent to >$34,000); 

upper middle class, 106,000 to 229,000 renminbi (equivalent to $16,000 to $34,000); mass middle class, 60,000 to 106,000 

renminbi (equivalent to $9,000 to $16,000); poor, <60,000 renminbi (equivalent to <$9,000).
3Compound annual growth rate.
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http://www.mckinsey.com/industries/retail/our-insights/mapping-chinas-middle-class
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Additionally, data suggest emerging Chinese middle and upper-middle classes are more 

likely to use the internet to make purchase decisions, adopt products early, and be willing 

to trade up; all of which present home goods manufacturers with years of opportunity:

SOURCE:  MCKINSEY

Generation 2—Chinese consumers in their teens and
early 20s—takes a more Western approach to shopping
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of new products/ 
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% of respondents Upper-middle-class urban 
generation 
2 members1 
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Total urban population
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1People born after the mid-1980s and raised in a period of relative abundance.
2Annual household income of 106,000–229,000 renminbi (equivalent to $16,000 to $34,000 in 2010 real terms). 
3Personal-care-product example.

Source: 2012 McKinsey survey of 10,000 Chinese consumers

http://www.mckinsey.com/industries/retail/our-insights/mapping-chinas-middle-class
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The trends impacting the consumer home goods industry are creating opportunistic 

yet challenging environments in which to operate. Besides increased competition and 

currency concerns for U.S. based merchants, it’s also not clear whether ecommerce will 

emerge as a distribution channel that takes substantial share as it has in other verticals.

In fact, research indicates ecommerce 
sales of furniture and home furnishings 
as an overall percentage of ecommerce 
sales in the U.S. are expected to decline 
modestly during the second half of the 
decade before bolting higher in 2021:

Furniture and home furnishings sales as percentage of total 
retail ecommerce sales in the U.S. from 2015 to 2021
ecommerce sales share
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SOURCE:  STATISTA

http://www.statista.com/statistics/278896/us-furniture-and-home-furnishings-retail-e-commerce-sales-share/
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However, consumer willingness to buy home goods online that were traditionally 

purchased in brick & mortar stores and a willingness on the part of merchants to 

offer free shipping and liberal return policies on such items presents the vertical with 

opportunities it lacked just a few years ago.

Present day demand for home goods items may not be an accurate gauge of future 

growth as tomorrow’s home goods products will combine with tomorrow’s technologies 

in ways not yet imagined; think next generation wearables, artificial intelligence, and 

augmented reality. While it’s not clear how quickly the industry will incorporate next 

generation technology in home goods, the following five trends will undoubtedly impact 

the industry during the second half of the decade:

TREND 01 

Home Goods Play Digital Catch Up
Some observers note the furniture industry has fallen behind its retail peers in terms 

of embracing ecommerce. Online sales of furniture and bedding, according to industry 

reports, accounted for approximately 9% of overall sales in the U.S. though keep in 

mind this also includes lighter items such as bedding and rugs. However, as a point of 

comparison and ammunition for those that disagree the furniture industry is dragging its 

feet regarding ecommerce, ecommerce sales in the fourth quarter of 2015 accounted for 

8.6% of retail sales in the U.S.

While the bulk of furniture is still purchased in stores, don’t assume it’s millennials 

providing all of the buying firepower online. Turns out, older generations are shopping 

online for furniture at nearly the same clip as millennials:

Consumers prefer to shop for furniture

Millenials
ages 18 to 33

In a physical
store
72% 71% 76%

Online
28%

29% 24%

Generation X
ages 34 to 49

Baby Boomers
ages 50 to 68

SOURCE:  FURNITURE TODAY

http://www.thoughtshift.co.uk/ecommerce-furniture-industry-trends-is-furniture-behind-the-rest-of-retail/
http://media.progressivebusinessmedia.com.s3.amazonaws.com/file/4/4130-ft_conscnts_101814.pdf
http://media.progressivebusinessmedia.com.s3.amazonaws.com/file/4/4130-ft_conscnts_101814.pdf
https://www.census.gov/retail/mrts/www/data/pdf/ec_current.pdf
http://media.progressivebusinessmedia.com.s3.amazonaws.com/file/4/4130-ft_conscnts_101814.pdf
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Similarly, the data suggests the satisfaction among online furniture shoppers appears 

relatively consistent across generations:

Regardless of whether you believe the industry is behind, there’s little doubt about the 

intentions of major brands in terms of ecommerce. For instance, China’s largest appliance 

maker intends to double its spending which includes a focus on ecommerce. Likewise, 

home goods giant IKEA, which operates physical stores in 42 countries, plans to grow its 

ecommerce business significantly over the next five years.

Part of the catch up, since that’s how IKEA describes it, will undoubtedly be influenced 

by the generous policies established by home goods retailers born online. For instance, 

Smart Furniture is now offering 45 day returns and free shipping on most items. The 

company is also personalizing the customer experience with what it calls Furniture 

Genius, an integrated site feature that offers rewards to customers in return for 

information about their taste, budget, and style the company says it’ll use to personalize 

the site.

Even the way people pay for home goods is changing rapidly. Publicly held home goods 

retailer Wayfair is offering consumers no interest financing over 12-months on larger 

ticket items via a store branded credit card. Likewise, spring-free bed-in-a-box ecommerce 

merchants like Casper, which targets millennials, has partnered with Affirm to offer 

customers flexible and transparent payment options that allow customers to finance 

larger purchases over a time period that makes sense for them.

SOURCE:  FURNITURE TODAY

Unhappy with what they bought online?

Millennials Generation 
X

Baby 
Boomers

Yes
35%

Yes
39%

Yes
28%

No
65%

No
61%

No
72%

https://www.internetretailer.com/2015/04/02/haier-will-double-spending-push-includes-e-commerce
http://www.applianceretailer.com.au/2015/10/retail-trends-watch-out-ikea-pushes-button-on-e-commerce/#.Vt9Oo0AydWx
http://www.applianceretailer.com.au/2015/10/retail-trends-watch-out-ikea-pushes-button-on-e-commerce/#.Vt9Oo0AydWx
http://www.applianceretailer.com.au/2015/10/retail-trends-watch-out-ikea-pushes-button-on-e-commerce/#.Vt9Oo0AydWx
http://www.smartfurniture.com/
http://www.smartfurniture.com/genius.html
http://www.smartfurniture.com/genius.html
http://www.wayfair.com/wayfaircard
https://casper.com/
https://www.affirm.com/
http://media.progressivebusinessmedia.com.s3.amazonaws.com/file/4/4130-ft_conscnts_101814.pdf
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TREND 02 

White Glove Delivery Services  
Carve Niche
The acceleration of home goods ecommerce combined with recent moves by freight 

delivery giants to raise prices on oversized products have resulted in the emergence of a 

niche group of oversized delivery services that are upping the ante by also offering set-up 

and installation services.

It’s called white glove delivery and offers buyers more than just delivery.

In addition to set-up and installation, these delivery companies are competing with UPS 

and FedEx by offering competitive pricing as well as trash removal services when finished. 

As sales of bulky items increase faster than overall ecommerce sales, supply chain 

solution providers that specialize in transporting large items like washing machines are 

poaching business away from entrenched freight transporters and providing a lift to the 

home goods vertical. 

Here’s a scenario recently included in the Wall Street Journal:

The for-hire home delivery market for heavy and 

oversize items grew 8% in the past year to $6.8 

billion, according to Satish Jindel, president of SJ 

Consulting Group Inc., a parcel industry research 

firm. He says the cost of providing delivery and set 

up for goods such as a refrigerator is between $70 

and $80, and can run more than $300 including 

moving goods from a manufacturer’s warehouse to 

the delivery company.

http://www.wsj.com/articles/ups-raises-fees-fuel-surcharge-on-oversized-packages-ahead-of-holidays-1444948507
http://www.wsj.com/articles/ups-raises-fees-fuel-surcharge-on-oversized-packages-ahead-of-holidays-1444948507
http://www.wsj.com/articles/ups-fedex-rivals-take-services-focus-1447788645
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The article goes on to say white glove deliveries, according to a handful of carriers, is 

growing between 20-35% year over year. Choosing a last mile or white glove delivery 

partner a brand trusts with its reputation will likely be an issue that quickly becomes front 

and center. Industry trade publications describe delivery and installations professionals as 

the final salesmen customers will associate with a brand.

TREND 03 

Investors Fund Ecommerce Home 
Goods Startups
In one of the biggest bets on the industry’s ecommerce future Wayfair, one of the world’s 

largest online destinations for home furnishings and decor, raised more than $300 million 

when it IPO’d in October 2014 and garnered a $2.4 billion market cap. Prior to going 

public, the company raised $358 million during three rounds of venture capital funding.

Wayfair may be the highest profile example, but other home goods ecommerce 

businesses are attracting venture capital as well. Recently, Urban Ladder, India’s largest 

online furniture store, raised $50 million in a private round of funding. If one day it too 

decides to go public, it’ll be a difficult second act following Wayfair, which has performed 

better than a basket of others that have come public recently and trades above its IPO 

price 18-months ago:

SOURCE:  CNBC

http://www.furnituretoday.com/article/491422-final-link-home-delivery
http://www.wayfair.com/wayfaircard
http://www.betaboston.com/news/2014/10/01/a-big-week-for-boston-pillar-companies-wayfair-goes-public-will-start-trading-on-thursday/
https://pando.com/2014/08/15/under-the-radar-wayfair-files-for-one-of-the-largest-ecommerce-ipos-of-the-web-2-0-era/
https://www.urbanladder.com/
http://techcrunch.com/2015/04/09/urban-ladder/
http://data.cnbc.com/quotes/W
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In the company’s 2015 4th quarter earnings call with analysts, it reported impressive 

metrics:

 • Full year revenue grew 70.6% to $2.25 billion

 • Active users grew 66.6% to 5.4 million

While the quarterly report beat Wall Street expectations and sent the stock up 7%, one 

glaring problem exists; Wayfair is not profitable. The company lost $15.5 million during 

the quarter and $77.4 million for the year.

The implications continued investment may have on the industry include :

Private online home goods companies become overvalued relative 
to peers and possibly dissuade additional private investment or IPOs

Even greater amounts of private investment as VCs turn their 
attention to verticals or sectors late to ecommerce and offer 
greater growth acceleration than other investment options that 
may be more established

Pressure on brick & mortar home goods stores that are  
expected to be profitable or can’t match some of the more 
generous shipping and return policies of newer companies 
backed by venture capitalists willing to wait on profitability  
in return for market share gains

http://investor.wayfair.com/investor-relations/press-releases/press-releases-details/2016/Wayfair-Announces-Fourth-Quarter-and-Full-Year-2015-Results/default.aspx
http://www.investors.com/news/technology/though-no-amazon-wayfair-swings-to-ebitda-profitability/
http://investor.wayfair.com/investor-relations/press-releases/press-releases-details/2016/Wayfair-Announces-Fourth-Quarter-and-Full-Year-2015-Results/default.aspx
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TREND 04 

Ecommerce Disrupts Entrenched 
Brands & Vice Versa
The line between brick & mortar home goods retailers and ecommerce-only merchants 

continues to blur as Showrooming and Webrooming 2.0 sweep across multiple devices 

consumers use along the path to purchase. What’s clear is that ecommerce is impacting  

the way consumers shop in brick & mortar stores. Conversely, the ability to touch and 

inspect an item in person at a store influences how customers perceive home goods 

being sold online. 

Ecommerce has cut out the middleman in many cases and provided a direct to consumer 

option where once none existed. While it is true that consumers are using brick & mortar 

stores to research the touch and feel of items they might be able to purchase cheaper 

online and have shipped for free, the opposite is also increasingly occurring. Research 

suggests furniture and home furnishing shoppers are still extremely  

store-centric in terms of their purchasing habits. 

In fact, more than 15-million people  
shop for furniture online and use 
multiple devices when doing so. 
Research also indicates:

Digital influences offline 
furniture sales: 66% of in-
store purchasers accessed 
the internet while looking  
for information on furniture

On average, online furniture 
purchases searched 14.2 
times

Online purchasers research 
often but are quick to decide: 
63% of purchasers visited 
multiple brand sites and over 
half purchased within one 
week of researching

49% of online furniture 
purchases followed a  
non-branded query

http://www.emarketer.com/Article/Furniture-Shoppers-Head-In-Store-Decorate/1012701
https://www.thinkwithgoogle.com/research-studies/role-of-digital-in-furniture-path-to-purchase.html
https://www.thinkwithgoogle.com/research-studies/role-of-digital-in-furniture-path-to-purchase.html
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59% 65%

62%

Bedroom/Children’s 
Furniture

Outdoor Furniture

Living Room
Furniture

Dining Room
Furniture

72%

SOURCE:  SOCIAL 4 RETAIL

FURNITURE SHOPPERS  
ARE UNDECIDED

% undecided on brand and retailer at the 
start of the furniture shopping process (by 
category):

http://www.social4retail.com/the-role-of-digital-in-the-furniture-shopper-path-to-purchase.html
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SOURCE:  SOCIAL 4 RETAIL

Important for the future is the role brands play in the path to purchase and the role free 

shipping and generous return policies will have, if any, on entrenched brands with brick & 

mortar footprints:

Non-branded queries are used to support branded research

Almost 

HALF
of conversions
were assisted
by non-branded
terms

And 

27%
of converters ended
their research process
with a non-branded
search

living room chairliving room chair

living room chair

http://www.social4retail.com/the-role-of-digital-in-the-furniture-shopper-path-to-purchase.html
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For instance, new entrants to the $14 billion mattress industry have resulted in a rapid 

response from entrenched brands and further muddied the line between traditional 

brick & mortar sales and ecommerce. Springless bed-in-a-box retailers like Shopify Plus 

customer Leesa, which compresses foam mattresses into a box, offers fixed prices, and 

free shipping and 100-night trial guarantees, got a quick response from industry titan 

Tempur Sealy. The mattress giant is now offering its own bed-in-a-box option, Cocoon, 

to compete with ecommerce upstarts.

SOURCE:  TEMPUR SEALY 

https://www.leesa.com/
http://www.tempursealy.com/
http://www.wsj.com/articles/bed-in-a-box-startups-challenge-traditional-mattress-makers-1457380362
https://www.cocoonbysealy.com/
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TREND 05 

Mobile Purchasing Increases but  
Still Lags
Consumers may still be largely store-centric when it comes to purchasing home goods 

but research suggests consumers are becoming more comfortable shopping online for 

furniture. Likewise, research also suggests 44% of mobile shoppers discover new brands 

on their smartphones and tablets:

SOURCE:  SOCIAL 4 RETAIL

Digital shopping for furniture is on the rise Mobile devices aid discovery

Nearly all furniture
categories grew site
visitation year-over-year,
with online retailer sites 
and department store 
sites increasing almost

50%

Nearly half of mobile 
furniture shoppers 
discover new brands
on mobile devices

(44%)

http://www.social4retail.com/the-role-of-digital-in-the-furniture-shopper-path-to-purchase.html


HOME GOODS

27

While mobile devices may act as a gateway or tool that helps consumers discover brands 

they otherwise might not, research indicates conversion rates are up year over year 

across devices. Additionally, houseware and furniture ecommerce average order values 

and revenue per customer are also up year over year:

Despite the positive year over year data, ample opportunity exists to further boost mobile 

conversions and home goods ecommerce sales. Especially when you consider one third 

of all global ecommerce sales take place on mobile devices. Likewise, data suggest top 

performing retailers generate 40% of ecommerce sales from mobile devices whereas 

mobile accounts for approximately 25% of lower performing retailers’ sales.

SOURCE:  EMARKETER

Average
order value

 

Desktop/laptop 

Q1 2014 1.3% $286.23 2.39 74.0%  

Q1 2015 1.4% $309.41 $2.82 74.9% 

% Change 11.9% 8.1% 17.7% 1.3% 

Tablet  

Q1 2014 0.7% $247.96 $1.23 83.4% 

Q1 2015 0.9% $274.19 $1.67 82.1% 

% Change 28.3% 10.6% 35.8% -1.6% 

Smartphone 

Q1 2014 0.3% $233.67 $0.38 83.3% 

Q1 2015 0.4% $236.62 $0.63 87.2% 

% Change 46.7% 1.3% 65.7% 4.7%

Total 

Q1 2014 1.0% $276.02 $1.89 78.6%

Q1 2015 1.0% $295.73 $2.04 79.5% 

% Change 3.3% 7.1% 7.8% 1.2%

US Housewares and Furnishings Retail Ecommerce
Metrics by Device, Q1 2014 & Q1 2015

Source: MarketLive, *Q1 2015: Performance Index, *April 29, 2015

Conversion
rate

Cart
abandonment

Revenue
per visit

http://www.criteo.com/resources/mobile-commerce/
http://venturebeat.com/2015/02/18/your-customers-are-already-mobile-first-heres-how-to-convert-them-now/
http://www.emarketer.com/Article/Furniture-Shoppers-Head-In-Store-Decorate/1012701
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While furniture and appliance retailers may never achieve mobile conversion rates equal 

to those of retailers that sell smaller or impulse items, expect the line between physical 

and mobile to continue to blur. For instance, two of the features ecommerce solution 

provider UniteU touts on its website integrate pieces of a mobile experience with an  

in-store physical shopping experience:

If home goods retailers continue to see success online, especially with mobile devices, 

and the blurring of the line between digital and physical spaces accelerates, the industry 

will require more complex multi-device attribution models to track PPC campaigns, 

conversions, and more intelligently allocate marketing spend.

Kiosk storefront showcases your online inventory in your physical 

locations with touch-screen friendly display and secure countdown 

timer with session clearing for abandoned sessions. Kiosk storefronts 

allow shoppers to purchase inventory online and ship to their home 

if stock is out at their store location. Also great for pulling up registries 

in the store when looking for gifts.

Integrated mobile point-of-sale solution that will allow in-store 

sales associate to shop with and assist customers on the sales 

floor. Great for assisting with registry shopping, providing a more 

personalized experience or leveraging online reviews and other 

tools to close the sale.

SOURCE:  UNITEU

http://www.uniteu.com/eCommerce-for-HomeGoods.aspx
http://www.uniteu.com/eCommerce-for-HomeGoods.aspx
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The second half of the decade will likely be 
dominated by home goods manufacturers 
that intelligently marry their offerings with 
emerging technologies that add value and 
create dynamic user experiences that can 
only be imagined today. 
The digital first strategy that is working in other industries like apparel will likely accelerate 

as home goods manufacturers emphasize their online presences as crucial points along 

the path to purchase. Not only will these online footprints show off a company’s furniture, 

appliances, or decor but they’ll also allow consumers to experience the offering in ways that 

simulate being in a physical store.

Igniting future growth in the sector will likely require home goods manufacturers to build 

certain products designed for the IoT with security in mind. Smart appliances are a cutting 

edge example and may serve as a blueprint for certain types of furniture manufacturers 

where connectivity would make sense and improve the user’s experience. Besides IoT home 

goods products, the online properties of tomorrow responsible for increasing revenue and 

positioning brands will likely allow consumers to jump back and forth between reality, VR, 

and AR when researching purchasing decisions.

Not only must home goods manufacturers correctly anticipate tomorrow’s style, design, 

and consumer preferences to succeed, but they’ll also likely be required to create the digital 

infrastructure necessary to allow consumers to engage with their brands in ways that result 

in meaningful user experiences. These user experiences will be compared among those 

offering similar products and likely play a significant role in the purchasing decisions of 

tomorrow and beyond. While the examples we are providing may be years away in terms of 

the technology required to power them, use them to begin thinking about how commerce 

will happen in the decade to come and how you might begin to position your brand to drive 

future growth in the following four ways:
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DRIVER 01 

Next Generation Wearables 
Integrated With VR Technology That 
Allow Consumers to “Touch” Home 
Goods in Virtual Showrooms
The virtual showrooms of tomorrow will likely create a multi-sensory experience 

that enable consumers to experience a collection of furniture or home goods three 

dimensionally, with greater functionality, and in ways that are truly immersive.

SOURCE:  MINACCIOLO

Rather than navigate tomorrow’s showroom with a set of controls similar to a video game, 

imagine offering consumers the opportunities to “walk” around and “touch” the items they 

are interested in learning more about or even purchasing.

The inability to touch items creates friction between home goods and online shoppers. 

Remember, research suggests an item’s surface impact, or how hard, soft, heavy, rough,  

or smooth it feels, influences our thoughts and feelings. In fact, this study found consumers 

desire “tactile input” and are less likely to buy items they are unable to first touch.

http://www.minacciolo.com/virtual-showroom
https://www.psychologytoday.com/articles/201303/surface-impact
http://www.researchgate.net/profile/Eric_Spangenberg/publication/253797141_Consumer_need_for_tactile_input/links/548f66b40cf214269f263b5e.pdf
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The ability to adorn a VR headset, a pair of goggles, or device that is connected to you via 

multiple electrodes with next generation wearables that might one day allow consumers to 

virtually “touch” the couch, bed sheets, or pottery they’re interested in purchasing is closer 

to becoming reality than some might believe:

Researchers are attempting to build avatars that can replicate the 

feel of an actual handshake in VR as well as other tactile events 

and might be modified to allow users to simulate the feel of a deep 

muscle massage

Wearable devices that come in pairs are being developed so that 

one day when one person “touches” their device another person 

“feels” it. They’re called bond devices and might one day be 

modified to create a more interactive user experience by allowing 

groups of people to “feel” how a specific spa treatment feels at the 

same time

Haptic technology that allows people to experience feelings is being 

embedded in wearables like athletic apparel that simulate what it’s 

like when an athlete kicks a soccer ball, is tackled during a football 

game, or slides head first into second base and may one day be 

modified to allow users to feel what it’s like to do yoga on a beach 

or hike a specific trail

http://www.wsj.com/articles/jeremy-bailenson-peers-into-the-future-of-virtual-reality-1455082679
http://www.wsj.com/articles/jeremy-bailenson-peers-into-the-future-of-virtual-reality-1455082679
http://www.wired.co.uk/news/archive/2013-10/24/bond-wearables
https://www.wearable-technologies.com/2015/09/how-new-haptic-wearable-devices-move-our-life/
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Integrating wearables that allow consumers to “touch” items in virtual showrooms with 

other technologies will also create the potential for a multi-sensory experience that can 

convert at higher levels:

Curated collections of furniture, bedding, and home decor items based 

on advanced segmentation and a user’s existing furniture collection, 

purchase history, and VR browsing history that create unique and  

ultra-personal virtual customer experiences that are automatically 

created for individual users

Tailored recommendations regarding an item’s color or style match in 

relation to a user’s existing home decor provided by AI powered virtual 

sales associates users can “turn on” when they have questions about 

how a particular item might look alongside items they already own

Dynamic pricing algorithms that optimize price and maximize margins 

by analyzing the time users spend interacting with a particular 

item, VR traffic to a specific item, or an item’s real time conversion 

rate; dynamic pricing based on a user’s behavior that prevents 

unnecessary discounts and delivers incentives at the right time and  

to the right person who otherwise would not have purchased
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DRIVER 02 

Context-Aware Furniture That Can 
Evaluate Vitals & Health Data to 
Improve Wellness
Next generation smart furniture that connects with the IoT might one day position 

users to identify or diagnose health related issues and connect virtually with health care 

professionals who can evaluate, diagnose, and even prescribe remedies. 

Thanks to advances in machine learning, natural language processing, and technology 

that can detect our emotions as well as interpret personal health data in real time it may 

one day be possible to create context-aware furniture and bedding that can play a role in 

wellness. Anind K. Dey and Gregory D. Abowd at the Graphics, Visualization and Usability 

Center and College of Computing at the Georgia Institute of Technology define context-

aware as:

“A system is context-aware if it uses context to 

provide relevant information and/or services to the 

user, where relevancy depends on the user’s task.”

Futurists predict tomorrow’s context-aware advances will likely come in the form of 

better functioning virtual assistants. However, the idea of having a virtual assistant is often 

discussed only in the contexts of mobile devices and VR.

By combining context-aware technology and wearables anything we come in contact  

with- couches, beds, & appliances- might be a personal assistant keeping tabs on our 

health in real time. The aim of wearable technologies being developed today is to protect 

us from harm and keep us healthier:

Wearables that feel like human skin, described by some as robotic 

band-aid or wearable tattoo, and can connect with devices to reveal 

personal health data like temperature, stiffness, hydration, heart 

rate, UV exposure. L’Oreal is co-creating a flexible electronics patch 

designed to measure exposure to UV radiation and create a custom 

skin protection solution based on an individual’s skin type.

https://smartech.gatech.edu/bitstream/handle/1853/3389/99-22.pdf;
https://smartech.gatech.edu/bitstream/handle/1853/3389/99-22.pdf;
http://content.ce.org/PDF/2K16_5tech_web.pdf
http://www.mc10inc.com/
http://www.cosmeticsdesign.com/Market-Trends/L-Oreal-enters-wearables-market-with-My-UV-skin-patch-to-better-protect-against-sun-damage
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Embedding or affixing peelable “electronic skin” in couches, chairs, and bedding with the 

ability to monitor muscle activity, provide personal therapy, or even administer drugs carries 

with it the possibility of creating a new category of furniture that is more akin to medical 

devices and potentially qualify as items covered by Medicare and health insurance plans:

Separately, wearable skin patches are being designed that measure chemicals in sweat, 

communicate with smart devices, and inform users about their level of hydration and 

how much they should be drinking. Once again, wearables like these may one day easily 

integrate with furniture and other home goods in ways that improve wellness.

SOURCE:  PBS

This wearable “electronic skin” is the first to be equipped with 
memory as well as the ability to inject drugs based on the 
information it receives.

http://www.pbs.org/wgbh/nova/next/tech/peelable-electronic-skin-could-someday-store-data-and-inject-medicine/
http://www.wsj.com/articles/gatorade-sets-its-sights-on-digital-fitness-1457640150
http://www.pbs.org/wgbh/nova/next/tech/peelable-electronic-skin-could-someday-store-data-and-inject-medicine/
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DRIVER 03 

Virtual Interior Designers Powered 
by AI That Can Detect Mood & Make 
Decor Recommendations
Analysts expect VR and AR to generate approximately $150 billion by 2020. In just five 

years the market is expected to boom and present marketing and sales opportunities and 

challenges that do not exist today. Remember, the shift to mobile has taken a toll on the 

web. Mobile users spend much of their time walled off from the mobile web and inside 

applications instead. If VR and AR take “share” from the web, it means traffic to your site 

may diminish. Follow the money inside the VR and AR worlds:

An AI powered virtual home decorator consumers can access in 

virtual reality that already knows the customer’s purchase history, 

preferences, and behavior and can help the customer with design, 

style, and decor arrangement recommendations that customers can 

“see” in their own homes and make voice purchases that are fulfilled 

programmatically

Integrate emotion detecting AI like the kind engineered by a startup 

Apple recently purchased with a wearable or device camera to sense 

when a consumer is lukewarm or dissatisfied with how a particular 

home good looks or feels in their virtual home so a virtual home 

decorator can make style or design recommendations based on 

predictive analytics

Invite influencers, furniture designers, or the creators of a specific line 

of home goods in which consumers have previously engaged with to 

lead virtual V.I.P. parties where consumers can touch, feel, and ask 

questions of the hosts who can also “see” the homes of attendees 

and make specific custom recommendations to improve decor

http://www.usatoday.com/story/tech/2016/01/12/augmented-reality-wont-hit-consumers-until-2017/78714196/
http://www.nielsen.com/us/en/insights/reports/2014/an-era-of-growth-the-cross-platform-report.html
http://www.nielsen.com/us/en/insights/reports/2014/an-era-of-growth-the-cross-platform-report.html
http://www.ft.com/intl/cms/s/2b915242-b571-11e5-8358-9a82b43f6b2f,Authorised=false.html?siteedition=intl&_i_location=http%3A%2F%2Fwww.ft.com%2Fcms%2Fs%2F0%2F2b915242-b571-11e5-8358-9a82b43f6b2f.html%3Fsiteedition%3Dintl&_i_referer=&classification=conditional_standard&iab=barrier-app#axzz3wh9FBlPB


HOME GOODS

37

DRIVER 04 

DIY Appliance Repair Powered by 
Virtual Reality & 3D Parts Printing
Intelligently integrating home goods with evolving or yet to be invented technologies in 

ways that remedy specific problems will position manufacturers to add value, charge 

premium prices, and differentiate from commodity producers.

One way appliance and furniture makers might capitalize on the IoT and use home goods 

to merge the digital and physical worlds is to integrate Bluetooth powered beacons that 

recognize consumers by device, location, or digital behavior. We already know consumers 

are increasingly comfortable with beacons stationed in brick & mortar stores that send 

alerts, offers, or text messages with coupons as two-thirds of recent survey respondents 

say they’d welcome beacons:

Mass merchant 
stores (Target, 

Walmart)

Electronics
stores

Home 
improvement 

stores

O�ice supply 
stores

Other Don’t know

68%
65%

55%

48%

13% 13%

What type of store would beacons be most useful in?

SOURCE:  CTA

http://content.ce.org/PDF/2K16_5tech_web.pdf
http://content.ce.org/PDF/2K16_5tech_web.pdf
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Beacons embedded in medicine cabinets that are integrated with 

prescription medication or health data that can remind people when 

to take medicine or automatically reorder before a user runs out

Beacons embedded in refrigerators that are integrated with weekly 

meal plans that can send alerts to your smartphone while grocery 

shopping regarding replenishment cycles or food items about to expire

Home goods manufacturers have an opportunity move the beacon into the home by 

outfitting cabinets, drawers, and closets with beacons that can track inventory and provide 

replenishment reminders when a user is in danger of running out of an item:

Opportunities also exist for makers of appliances to plan for machines that integrate with 

AR technology that can guide users through do-it-yourself repairs. Today, consumers 

who would have called a service repair technician are going online and watching YouTube 

videos to make repairs they once never imagined they could:

SOURCE:  PART SELECT

https://youtu.be/pViT2PI24wY
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Next generation appliances that offer a certain segment of consumers the peace of mind 

that comes with an AI powered virtual or augmented reality repair assistant with the ability 

to guide users step-by-step on repairwork will position themselves to charge a premium 

and redefine smart appliances:

AR technology that allows consumers to “see” the next repair step 

prior to actually completing the step in the physical world

AI powered virtual repair assistants that can warn a user prior to 

making a repair mistake, injuring themselves, or breaking an item 

during a repair

If 3D printers become commonplace in the home AI powered virtual 

assistants might also, after having identified the part that needs to 

be replaced, retrieve the part’s blueprint so a consumer can print 

the part right there in the home and save time by avoiding a trip to 

the parts store
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Technology: 
Friend or Foe?
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Without Shopify Plus we’d 
be handicapped pretty 

badly. We’re a bunch of kids 
right out of college but Paul 

trusts us, in part, because we 
figure things out as we go 

and Shopify has been such a 
great resource in helping us 

do it all a lot faster.

“

“
JOSHUA WEBER

Website Manager at 
eLuxurySupply

www.eluxurysupply.com
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What’s Your Digital Business  
Advantage?

A customized checkout that 
increases conversion rates 
and average ticket size

Creating interactive and 
highly personal customer 
experiences

A POS application you can 
use to make sales in both 
the digital and physical 
worlds but still provide 
centralized one-stop-shop 
reporting

Split testing cart upsell and 
cross sell tactics designed to 
increase top line growth

A customizable, flexible, and 
easy to use ecommerce 
platform that allows you 
to focus on the customer 
experience

Innovatively marketing 
in ways that increase 
conversions and
customer lifetime value

Unless you have a digital advantage, research suggests you’ll likely end up like the 

20-percent of today’s market leaders that’ll lose their top spot to younger more agile 

companies. Unfortunately, many of the ecommerce companies we talk with aren’t 

singularly focused on the things that’ll help them succeed and grow:

http://www.hkstrategies.com/technology/
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It’s not that these objectives aren’t top of mind or that you’re not working toward 

them. The problem is often the technology that underpins your ecommerce business 

which often unnecessarily distracts your attention from key business goals and robs 

you of the money and time needed to accomplish what’s really important.

Here’s how Shopify’s Andrea Wahbe sums it up in a blog post entitled 

Why Are You Still Paying $1 Million For An Ecommerce Site?

“For years, high-volume merchants have willingly 

budgeted between $500,000 to $1 Million for 

the design, development, project management, 

supporting applications and content for their 

ecommerce website builds.

Add to that your needs for ongoing site maintenance 

and new features and you’re looking at spending 

upwards of an additional $1M a year to have an 

enterprise ecommerce service provider support  

your annual online business growth.”

https://www.shopify.com/enterprise/67404291-why-are-you-still-paying-over-1-million-for-an-ecommerce-site-the-answer-may-shock-you
http://executionists.com/how-much-does-an-e-commerce-website-cost/
http://executionists.com/how-much-does-an-e-commerce-website-cost/
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So ask yourself this;  
is technology a friend or foe?

“In all of those conversations I said please 

explain why I need to spend $100,000 on 

a custom checkout cart the vendor has 

probably already built for another client 

versus one that’s already on the market 

and working well for thousands of other 

ecommerce companies like ours? If I go 

down the custom route it could be a black 

hole and wind up costing hundreds of 

thousands of dollars more for development 

and integration.”

NATE CHECKETTS

CEO 

 

Rhone Apparel

https://www.rhone.com
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The Replatforming Myth

“We’re ecstatic about all of the possibilities. 

Not only did we not take a huge hit when we 

changed platforms but our organic traffic 

began growing. Our conversion rate has 

increased 25-30% and our average order 

value is up 15-20%. We’re super optimistic 

about the future.”

You’ll lose traffic, customers, and it might not work…

Those are just a handful of the reasons ecommerce companies give for not replatforming  

or initially trusting an easy to use out-of-the-box solution like Shopify Plus, an enterprise  

ecommerce platform for high-volume merchants.

The reality is replatforming with Shopify Plus is easy, even for big 

ecommerce companies that require customization, integration, and 

applications that tightly manage inventory and fulfillment. In fact, 

many of the negatives you hear about replatforming are part of  

The Dirty Little Secret Traditional Enterprise Software Companies 

Don’t Want You To Know.

JOHN HART

Ecommerce Manager 

 

Peepers

https://www.shopify.ca/plus
https://www.shopify.com/enterprise/83186374-the-dirty-little-secret-traditional-enterprise-software-companies-dont-want-you-knowing
https://www.shopify.com/enterprise/83186374-the-dirty-little-secret-traditional-enterprise-software-companies-dont-want-you-knowing
https://www.peepers.com
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The Shopify Plus team has helped thousands of 
merchants replatform quickly and in ways that 
answer two burning questions many of you and 
your peers have:

QUESTION #1 

Is Shopify Plus easy to use?

ANSWER 

It’s extremely easy to use right out of the box. Even better it’s flexible which means you 

can easily integrate your current systems and quickly customize your store.

“It’s Shopify’s inexpensive technology that 

allows us to stitch all of the pieces together. 

If you have no technical experience Shopify 

allows you to pop a few buttons and have  

a store up in no time. But if you have a bit  

of technical know-how, it’s also a platform 

that’s extremely flexible in terms of 

customization.”

MADISON WICKHAM

Co-founder 

 

Man Outfitters

https://www.manoutfitters.com/
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QUESTION #2 

How will Shopify Plus impact my business financially?

ANSWER 

You’ll pay a fraction of the cost of a traditional enterprise software solution and can invest 

the money you save into growing your business. Going with Shopify gives merchants two 

key advantages:

“We’ve saved so much money since moving 

to Shopify Plus. I’m no longer calling a 

developer at 3 A.M. and begging people  

to help. Our hosting, development, and 

software costs have been cut in half  

since switching. Shopify Plus is worth  

every penny!”

“The push notifications on my Shopify 

smartphone app were going crazy. It was 

incredible, an extreme high to see two or 

three sales notifications every minute. In just 

a week we were doing in revenue what some 

of the biggest artists do in an entire month. 

We wound up doing $2 million in 30-days.”

FARAH BARGHI

Brand Manager 

 

All Pro Science

CHARLIE JABALEY

Co-Founder 

 

Street Execs

01. Cost Savings

02. Increased Revenue Generation

https://www.allproscience.com/
https://www.streetexecs.com/index.html
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Objections to Replatforming
It’s a big decision…

One almost no one makes without at least a degree of unease. In fact, if you’re not at least 

a little nervous about replatforming you probably don’t fully appreciate the perceived risks. 

Similarly though, you may not be genuinely appreciating the risk of opting to stay with your 

traditional enterprise ecommerce solution.

The replatforming objections you may have are likely similar to those Shopify Plus 

merchants had prior to switching:

“I wish you had come to me six months ago, I’ve put 

too much money and time into our current platform 

to switch at this point.”  

 

“We’ve put a lot of money into development, in fact 

our business is structured around employing a lot of 

developers to make this work. I can’t go back to my 

boss now and tell him or her that we don’t need all 

this after we’ve already spent the money.” 

 

“I’m in too deep now to switch.”
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These are extremely difficult positions to find oneself in. Even if you realize, albeit 

belatedly, that a relatively inexpensive out-of-the-box enterprise ecommerce solution 

offering the functionality an enterprise level organization requires exists, it just doesn’t 

seem like an option if you’ve sunk large quantities of time and money into your existing 

platform.

Remember this though:

“A rational decision maker is interested only 

in the future consequences of current 

investments. Justifying earlier mistakes is 

not among [a rational thinker’s] concerns. 

The decision to invest additional resources 

in a losing account, when better investments 

are available, is known as the sunk-cost 

fallacy, a costly mistake that is observed in 

decisions large and small.”

DANIEL KAHNEMAN

Nobel Laureate 
and Author 

Thinking Fast And Slow

https://www.amazon.com/Thinking-Fast-Slow-Daniel-Kahneman/dp/0374533555
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When Technology Fades Away
It’s not sustainable continuing to pour resources into something your competitors take 

for granted and to which they pay little attention. Traditional ecommerce enterprise 

software is a recurring expense that can gnaw away at margins, distract you from growing 

your business, and prevent you from realizing your full potential as a company. 

It’s never too late to right a wrong.

Identifying a solution that could save your organization millions of dollars year after year, 

even if you’ve already sunk significant time, money, and face into your current platform, is 

undoubtedly one of the most courageous and valuable contributions you’ll ever make.

“We were never really a sunglasses company. 

We’re more of a marketing agency with a 

great product that we know how to brand 

and sell. Shopify Plus helped us to focus on 

that rather than the technology.” ANDREAS KLEIN

Chief Operations 

Officer 

Hawkers

https://hawkers.co/
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What if technology got out of your 
way?
What would you spend the hundreds of thousands of dollars in savings on; innovative 

research and development, improving the customer experience, or marketing like you 

know you can if only you had the time?

Your future will likely be determined by the experiences you create for customers:

Virtual reality ecommerce 
recommended by AI-powered 
personal assistants and  
amplified via social shares and 
next generation segmentation

On demand one-click 
ecommerce motivated by 
artificial intelligence and 
delivered in the same day  
to a location of your choice

Wearables and digital mapping 
technology that can detect 
emotion and combine it with
personal health data to boost 
conversions and sales
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If you’re worried about outdated technology, 
you won’t be focused on creating points of 
differentiation like your competitors:

“There really are no technical limitations  

now. If we want to do something all we  

have to do is plug it in and go.”

“Shopify is just the best. It is by far the best 

ecommerce platform out there and has truly 

allowed us to sync our operations with 

vendors, apps and tech partners, as well  

as provide amazing reporting.”

RON DIORIO

Digital Engagement Director 

The Economist

GRIFFIN THALL

Co-Founder 

Pure Vida Bracelets

http://www.economist.com/
http://www.puravidabracelets.com/
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“Shopify allows us to focus on product 

development. Having a plug-and-play option 

that is still flexible enough to meet our 

business needs and maintain the aesthetics 

we want is great. It’s just so easy with 

Shopify. It really allowed us to get up and 

running and gain a lot of momentum right 

out of the gate.”

“Shopify is absolutely awesome. We swear 

by Shopify now and wouldn’t be where we 

are today without it.”

JEREMIAH LINDER

Marketer 

Livestream

MIKE BROWN

Founder 

Death Wish Coffee

https://livestream.com/
http://www.deathwishcoffee.com/
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Integrate, customize,  
and invent the future.
Do it easily with Shopify Plus.

Get started

Insight and imagination for tomorrow and beyond

https://www.shopify.ca/plus/contact?itcat=industry_report&itterm=furniture

