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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:

· The COVID-19 (coronavirus) pandemic has resulted in the closure of many nonessential businesses, including
furniture stores. As a result, industry revenue declined 11.6% in 2020. However, IBISWorld expects industry
revenue to increase over the five years to 2021, due to an estimated sharp recovery in 2021 alone. For more detail,
please see the Current Performance chapter.

· IBISWorld expects the economic recovery stemming from the coronavirus pandemic to influence industry
performance after social distancing guidelines and the closure of nonessential businesses were enforced. The value
of residential construction, for instance, is forecast to increase over the past five years. For more detail, please see
the Industry Outlook chapter.

· Supply chain constraints amid the coronavirus pandemic have also limited sustainability among small players. For
more detail, please see the Market Share Concentration chapter.

Note: The content in this report is currently being updated to reflect the trends outlined above.
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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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About This Industry
Industry Definition The Furniture Stores industry in Canada sells household, outdoor and office furniture, except those sold in

combination with office supplies and equipment. This includes living room, dining room and bedroom furniture,
upholstered furniture, desks and home office goods, lamps, recliners, rugs and outdoor pieces.

Major Players IKEA Canada LP

Leon's Furniture Store

Main Activities The primary activities of this industry are:

Retailing household furniture

Retailing outdoor furniture

Retailing office furniture

Retailing mattresses

The major products and services in this industry are:

Household furniture

Kitchen cabinets and countertops

Office furniture

Institutional furniture

Other
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Supply Chain

SIMILAR INDUSTRIES

Floor Covering Stores in Canada Home Furnishings Stores in
Canada

Home Improvement Stores in
Canada

Office Supply Stores in Canada

       

       

RELATED INTERNATIONAL INDUSTRIES

Online Household Furniture Sales Bed & Mattress Stores Furniture Retailing in Australia Furniture Stores in China

Furniture, Lighting & Homeware
Retailers in the UK

Furniture Retailing in New
Zealand
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Industry at a Glance
Key Statistics

$12.4bn
Revenue

Annual Growth

2016–2021

0.2%

Annual Growth

2021–2026

1.2%

Annual Growth

2016–2026

 

$593.5m
Profit

Annual Growth

2016–2021

0.2%

  Annual Growth

2016–2021

 

4.8%
Profit Margin

 

 

2,818
Businesses

Annual Growth

2016–2021

-0.6%

Annual Growth

2021–2026

0.2%

Annual Growth

2016–2026

 

38,849
Employment

Annual Growth

2016–2021

-0.4%

Annual Growth

2021–2026

0.8%

Annual Growth

2016–2026

 

$1.8bn
Wages

Annual Growth

2016–2021

2.4%

Annual Growth

2021–2026

0.8%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

2.0%
Consumer confidence index

2.3%
Per capita disposable income

7.4%
Housing starts

-0.3pp
Overnight rate

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Regulation & Policy

Light / Steady

  Technology Change
Low   Industry Globalization

Low / Steady

MIXED IMPACT

  Life Cycle
Mature   Concentration

Medium

NEGATIVE IMPACT

  Revenue Volatility
High   Industry Assistance

Low / Steady

  Barriers to Entry
Low / Steady   Competition

High / Steady

 

Key Trends

 The industry has grown due to the rebound of the residential
construction market

 The level of external competition has risen over the past five
years

 Major players have been able to pick up market share by
opening new store locations

 New home construction will likely increase quickly

 Wage costs will likely marginally decline despite increasing
employment

 Ongoing pressure from big-box retailers will likely strain
industry operators

 Some small retailers to exit the industry due to high internal
competition
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Low Imports

  Low Customer Class Concentration

  Low Product/Service Concentration

  Low Capital Requirements

   

WEAKNESSES

  Low & Steady Barriers to Entry

  Low & Steady Level of Assistance

  High Competition

  Low Profit vs. Sector Average

  Low Revenue per Employee

   

OPPORTUNITIES

  High Performance Drivers

  Overnight rate

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Outlier Growth

  Low Revenue Growth (2021-2026)

  Housing starts
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Executive Summary Take a seat: Consolidation activity is expected to slow moving forward

The Furniture Stores industry in Canada is forecast to slightly grow over the five years to 2021. Most furniture
purchases are made when consumers move homes, yet housing starts were down during the beginning of the
period because construction activity after the 2008 recession was sluggish. Residential construction activity began
to pick up early during the period, aiding industry growth. Overall, IBISWorld projects industry revenue to grow at an
annualized rate of 0.2% to $12.4 billion over the five years to 2021, despite poor performance in 2020. The outbreak
of COVID-19 (coronavirus) resulted in the closure of nonessential businesses, including furniture stores, in 2020,
significantly hampering revenue growth that year. While online sales are still available, revenue is forecast to
rebound dramatically as in-person purchases comprise most industry sales. Industry revenue is projected to grow
17.1% in 2021.

Rising industry product prices are expected to help retailers achieve sales growth over the past five years. However,
industry operators are unlikely to reap the benefits of this growth. Competition is at an all-time high, with a crowded
field of competitors fighting over lower-than-average demand. Additionally, intense competition forces industry
operators to price gouge to lure frugal consumers. As competition heats up within the industry, furniture retailers
have experienced added pressure from discount stores and warehouse outlets. Markdowns and discounts will likely
pressure operators' profit, forcing some small retailers to exit the industry. However, industry profit will like stagnate
overall during the period as competition intensifies and wage and purchase costs rise.

Consolidation activity is expected to slow over the five years to 2026. Nevertheless, operators will likely continue to
find it difficult to compete. External competition from big-box and e-commerce retailers is expected to continue to
siphoning demand from industry operators. At the same time, the Canadian housing sector is expected to rebound
as economic activity increases as the coronavirus pandemic abates. These conditions may ultimately result in strong
industry growth, and thus, IBISWorld forecasts industry revenue to increase at an annualized rate of 1.2% to $13.1
billion over the five years to 2026.
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Industry Performance

Key External
Drivers

Housing starts

The number of housing starts is a proxy for the health of the housing market. When housing starts rise, it means
more consumers are purchasing homes. In turn, a greater number of home purchases translates to higher demand
for furniture. New home construction is especially beneficial to the industry because consumers typically purchase
new furniture when moving into recently constructed homes. Housing starts are expected to rise in 2021,
representing a potential opportunity to the industry.

 

Per capita disposable income

Per capita disposable income is a measure of consumers' willingness to spend money replacing old furniture or
buying new furniture. When per capita disposable income rises, consumers are more willing to purchase furniture,
thereby increasing industry revenue. Per capita disposable income is expected to decrease in 2021, posing a
potential threat for the industry.

 

Consumer confidence index

The Consumer Confidence Index tracks consumer confidence in the overall economy. When consumer confidence
is strong, consumers are more likely to make large purchases such as furniture. If consumer confidence is weak,
consumers are likely to refrain from buying furniture due to fears of lower income, unemployment or recession. The
Consumer Confidence Index is expected to increase in 2021.

 

Overnight rate

The overnight rate closely corresponds to mortgage rates in Canada. When the overnight rate declines,
homeowners typically refinance their mortgages, which lowers their monthly payments. With lower monthly
payments, consumers have more money to spend on items such as furniture. Furthermore, lower interest rates
mean consumers can finance large furniture purchases at a lower cost, which encourages spending. The overnight
rate is expected to decrease in 2021.
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Current
Performance

Similar to many other retail industries, the Canadian Furniture Stores
industry has contended with numerous difficulties over the five years to
2021, despite the solid operation foundation provided by the housing
sector.

The unemployment rate in Canada remained high during the early part of the period, making it difficult for retailers to
attract consumers and encourage them to spend on discretionary items such as furniture. A rebounding housing
market encouraged homeowners to invest in new furniture and increased the number of new homeowners furnishing
empty homes. However, due to concerns of an overheated housing market and rising household indebtedness, new
mortgage regulations were put into force in 2018. Furthermore, the overnight rate rose sharply in 2018, as the Bank
of Canada was spurred into action by the lowest unemployment rate in 41 years in late 2017. Additionally, the
outbreak of COVID-19 (coronavirus) has resulted in the closure of many nonessential businesses, including furniture
stores. As a result, 2020 proved difficult for the industry, as industry revenue is declined 11.6% that year alone.
Overall, IBISWorld expects industry revenue to increase an annualized 0.2% to $12.4 billion over the five years to
2021, including an increase of 17.1% in 2021 alone.

END OF THE EXPANSIONARY ROAD

The industry has grown in large part due to the rebound of the residential
construction market over the past five years.

Since furniture goods are often big-ticket purchases, consumers are more willing to purchase them when they feel
financially secure. The broad recovery has instilled consumers with confidence, which has resulted in strong
demand for industry goods. Consumers, in fact, have been so optimistic regarding their future that they have taken
on debt to lighten the load of current financial obligations. Additionally, as housing starts have increased during the
period, furniture sales have similarly trended up to fill out newly purchases homes. For instance, housing starts grew
11.0% in 2017, correlating with industry revenue increasing 1.8% that same year.

However, revenue decreased sharply in 2018, followed by further revenue declines in 2020 as many of these
positive factors dissipated amid the coronavirus pandemic. Housing starts declined 3.1% in 2018, leading to industry
revenue to fall 3.7% the same year. While the residential housing market has boomed since 2013, concerns of
overheating and a housing bubble led the Office of the Superintendent of Financial Institutions to pass new
mortgage regulations. Under the revised guidelines, consumers who put more than 20.0% down on mortgages are
required to undergo a stress test, to stimulate their ability to make their monthly mortgage payments if interest rates
are significantly higher. In turn, demand for new residential construction will likely crater, inhibiting demand for
furniture goods.

HEIGHTENED EXTERNAL COMPETITION
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The level of external competition has risen over the past five years as big-
box stores such as Walmart Inc. have made significant inroads into the
Canadian market.

These stores are able to source furniture at much lower prices than small brick-and-mortar retailers that comprise
most industry enterprises. Many of these competitors expanded across Canada during the 2008 recession to
capture market share from struggling industry operators. Further competition has come from a new breed of e-
commerce stores, which are able to discount even more deeply than big-box competitors. Online stores have low
overhead because they do not have to hire as many employees or pay for store space. Using these savings, they
can offer customers lower prices that often outcompete traditional furniture stores. To compete with online retailers,
many operators have expanded their own e-commerce channels.

As price competition has increased and external competition has persisted, the average industry profit margin has
stagnated overall during the period, despite demonstrating some volatility. In 2021, profit, measured as earnings
before interest and taxes, is expected to account for 4.8% of industry revenue. While profit for many smaller
operators has declined slightly, overall profit for the industry stagnated due to the growing market share of larger
big-box industry operators such as IKEA Canada LP (IKEA) and Leon's Furniture Ltd. (Leon's). Unfortunately, this
trend has harmed smaller scale industry operators that rely on quality customer service as their main competitive
advantage over big-box stores. In an effort to cut costs, industry employment is expected to decline, falling at an
annualized rate of 0.4% to 38,849 workers over the five years to 2021.

Although the industry remains fragmented, major players such as IKEA and Leon's have been able to pick up
market share by opening new store locations and acquiring underperforming stores and rebranding them as their
own. These stores have fared well against external competition because they are both large enough to source
furniture at low prices and also have unique aspects that attract large customer bases. For example, IKEA is famous
for its showroom presentations that encourage customers to test out products before making purchases. IKEA has
also gained market share by offering furniture and other home furnishings at significantly lower prices than its
competitors. Leon's relies on its reputation among Canadians as a long-standing, homegrown brand, and the
company also benefited from its purchase of former industry rival, the Brick Ltd. In this crowded industry, operators
have increasingly used advertising and branding to distinguish themselves from their competitors. The expansion of
these large-scale stores, however, has not been enough to negate the ongoing trend of shuttering storefronts, as the
number of industry establishments is projected to decline an annualized 0.5% to 4,738 locations over the five years
to 2021.

Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)
Housing starts

(Thousands)
2012 10,922 1,954 4,901 3,045 40,392 N/A N/A 1,619 N/A 214,827
2013 10,951 2,158 5,051 3,117 39,109 N/A N/A 1,529 N/A 187,923
2014 11,450 2,266 5,009 3,024 38,360 N/A N/A 1,556 N/A 189,329
2015 11,889 2,210 4,933 2,964 39,568 N/A N/A 1,594 N/A 195,535
2016 12,245 2,283 4,858 2,911 39,714 N/A N/A 1,568 N/A 197,915
2017 12,459 2,510 4,808 2,881 41,079 N/A N/A 1,661 N/A 219,763
2018 11,993 2,626 4,852 2,907 41,971 N/A N/A 1,757 N/A 212,843
2019 11,952 2,359 4,610 2,762 41,430 N/A N/A 1,677 N/A 208,685
2020 10,560 1,956 4,477 2,683 34,955 N/A N/A 1,568 N/A 217,880
2021 12,364 2,485 4,738 2,818 38,849 N/A N/A 1,761 N/A 270,000
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Industry Outlook
Outlook The Furniture Stores industry in Canada is forecast to experience strong

growth over the five years to 2026 as the industry, and the economy at
large, recovers from the outbreak of COVID-19 (coronavirus).

New home construction will likely increase quickly over the next five years, though housing starts are not forecast to
return to prepandemic growth. In turn, downstream industries, such as furniture stores, are anticipated to undergo
similar revenue growth. However, industry operators will likely continue to wrangle with external competition, which
may put pressure on profit. As a result, IBISWorld forecasts industry revenue to increase at an annualized rate of
1.2% to $13.0 billion over the five years to 2026.

HOUSING MARKET HEATS UP

IBISWorld expects the economic recovery stemming from the coronavirus
outbreak to influence industry performance after social distancing
guidelines and the closure of nonessential businesses were enforced.

The value of residential construction, for instance, is forecast to increase at an annualized rate of 0.4% over the five
years to 2026. This growth is expected to come as delayed projects begin or resume again and the economy begins
to recover from the large-scale shutdown. Consequently, housing starts are anticipated to increase sharply, growing
23.9% in 2021 alone, but decline overall during the outlook period. Furniture retailers greatly depend on demand
from the housing market to stimulate sales of new furniture as households and individuals are most likely to
purchase new furniture when they purchase or rent new homes. As a result, industry revenue is expected to mirror
the improvements in the housing market over the next five years.

Another related area of economic concern over the five years to 2021 has been the high levels of debt Canadian
consumers are carrying on credit cards, home equity lines and mortgages. Rising household debt poses a distinct
threat to long-term consumer spending. This factor could considerably temper the performance of the Canadian
economy, with the National Bank of Canada unable to avoid possible adverse effects. Although it is difficult to
anticipate Central Bank policy, the overnight rate is expected to rise after several years of remaining under 100
basis points. Higher interest rates will likely increase the cost of loans and mortgages for consumers, which may
dissuade some consumers from making consumer-durable purchases. This is likely to reduce demand for furniture
and lead to restrained industry growth during the outlook period. IBISWorld forecasts the number of industry
enterprises to increase slightly as the economy recovers, growing at an annualized rate of 0.2% to 2,841 operators
over the five years to 2026. Wages are also projected to rise, increasing at an annualized rate of 0.8% to $1.8 billion
during the same period. However, wage costs will likely marginally decline despite increasing employment over the
next five years, accounting for 14.0% of revenue in 2026.

PROFIT REMAINS LOW

Furniture stores will likely find themselves doing business in an
increasingly competitive environment.

Industry operators are anticipated to continue finding ways to automate back-office functions such as inventory
control and packing and delivery functions. In particular, smaller operators will likely invest in automation and keep
prices down to remain competitive with larger stores, which will likely pressure profit. Consequently, industry profit,
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measured as earnings before interest and taxes, is expected to marginally increase moving forward, accounting for
4.9% of industry revenue in 2026. Ongoing pressure from big-box retailers such as IKEA Canada LP (IKEA) and
Leon's Furniture Ltd., in addition to e-commerce retailers, will likely strain industry operators. For instance, IKEA
plans to continue expanding across Canada. Its low prices is forecast to continue pulling away business from
industry operators, forcing them to keep prices and earnings low enough to compete. Additionally, industry operators
are expected to continue incorporating their online platforms to compete with online retailers such as Amazon.com
Inc. While this may help prop up the bottom lines of operators, it would not be relevant to the industry.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)
Housing starts

 (Thousands)
2021 12,364 2,485 4,738 2,818 38,849 N/A N/A 1,761 N/A 270,000
2022 12,453 2,501 4,730 2,811 39,041 N/A N/A 1,771 N/A 227,000
2023 12,652 2,536 4,745 2,817 39,447 N/A N/A 1,791 N/A 221,000
2024 12,835 2,568 4,764 2,826 39,836 N/A N/A 1,810 N/A 223,000
2025 12,975 2,593 4,782 2,835 40,117 N/A N/A 1,824 N/A 225,000
2026 13,095 2,614 4,796 2,841 40,332 N/A N/A 1,836 N/A 227,000
2027 13,206 2,633 4,829 2,860 40,586 N/A N/A 1,848 N/A 229,000
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Industry Life Cycle The life cycle stage of this industry is    Mature

LIFE CYCLE REASONS

Internal and external competition is high

The industry is undergoing consolidation

Product development has been limited over the past 10 years

In the Furniture Stores industry in Canada, industry value added (IVA), which measures an industry's contribution to
the overall economy, is expected to increase at an annualized rate of 1.4% over the 10 years to 2026. Meanwhile,
Canadian GDP is anticipated to rise an annualized 1.9% during the same period. Typically, an industry is considered
to be in the mature phase of its life cycle when industry growth is slightly slower than GDP growth. Additionally, there
are other factors to consider that highlights its status as a mature industry.

The industry has grown slowly over the five years to 2021 in part because discount department stores such as
Walmart Inc. have introduced popular low-priced alternatives to this industry's customers. Additionally, increasing
external competition from e-commerce websites has caused underperforming companies to consolidate or close.
Many e-commerce stores are able to offer similar products at discount prices while also providing the convenience
of at-home shopping, which has encouraged the act of window shopping, a practice where consumers test out
furniture in stores, but purchase them online. As a result, new entrants will likely be deterred from the industry, with
the number of enterprises projected to decline an annualized 0.2% to 2,841 operators over the 10 years to 2026.

In addition to external competition, the industry's product market is also highly saturated. Most players, regardless of
their segment, offer broad lines of household, outdoor and office furniture. Consequently, there is high competition
within the industry itself, which puts pressure on profit and individual company growth. Furthermore, the industry has
benefited little from technological advances. Most developments have improved internal processes, but have had a
muted effect on revenue growth.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Consumers in Canada

Law Firms in Canada

Hotels & Motels in Canada

Colleges & Universities in Canada

Key Selling Industries
1st Tier

Furniture & Furnishings Wholesaling in Canada

2nd Tier

Household Furniture Manufacturing in Canada

Cabinet & Vanity Manufacturing in Canada

Office Furniture Manufacturing in Canada

Products & Services

  HOUSEHOLD FURNITURE

Household furniture in the Canadian Furniture Stores industry is expected
to account for 41.4% of industry revenue in 2021.

The segment includes furniture placed in living rooms, dining rooms, bedrooms and more. Typical products include
coffee tables, sofa tables, end tables, sofas, loveseats, chairs, bookshelves, ottomans, beds, headboards,
bookcases, nightstands, display cabinets, consoles, TV stands and upholstered furniture such as sofas and
overstuffed chairs. Products in this category vary in price significantly depending on brands and materials. For
example, couches are one of the industry's most expensive products while bookshelves can be very inexpensive.
This segment has declined as a share of revenue over the five years to 2021, due primarily to adverse conditions in
the housing market. Residential construction and home purchase have been uneven during the period, hurting
demand for living room furniture.

KITCHEN CABINETS AND COUNTERTOPS

Kitchen cabinets and countertops are expected to account for 35.4% of
industry revenue in 2021, increasing as a share of revenue.

Examples include a multitude of different countertops such as granite, quartz, stainless steel and stone, in addition
to cabinets ranging in colour, style and purpose. Most households and institutions require some form of cooking
facilities, which ensures that this segment retains a steady foundation of demand. Furthermore, some of these
products, especially countertops made from high-end materials, often have high price points.

OFFICE FURNITURE

Office furniture is expected to account for 11.4% of industry revenue in
2021.

The office furniture segment primarily includes desks, chairs, tables and cabinets. Depending on the material and
manufacturing process in addition to the brand, these products vary in price significantly. Over the past five years,
revenue from the office furniture segment has gradually increased due to a healthy corporate environment in
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Canada in addition to strong growth in commercial construction activity. IBISWorld estimates that corporate profit
has increased during the period, helping the office furniture segment expand its share of industry revenue.

INSTITUTIONAL FURNITURE AND OTHER

The other furniture segment primarily includes institutional furniture and
other miscellaneous goods such as carpets, lamps, mirrors and other
decorative goods.

Institutional furniture tends to account for a stable portion of industry revenue, as demand from educational
institutions, correction facilities and other institutions tends to be stable. Institutional furniture is expected to account
for 6.6% of revenue in 2021. Demand for miscellaneous products fluctuates because these types of furniture are
generally considered to be more discretionary. Consequently, consumers tend to buy these products when they
have significant amounts of disposable income. Other products are expected to account for 5.2% of revenue in
2021.

Demand
Determinants

Demand for the Furniture Stores industry in Canada depends on several
factors, including the health of the housing market, consumer confidence,
consumer disposable income levels, interest rates and external
competition.

When the housing market is surging, meaning homeowners are selling and purchasing properties at a high rate,
they typically spend more on furniture. For example, new homeowners often use moving into a new house as a
reason to throw out and replace outdated or worn furniture.

Consumer confidence and consumer disposable income levels follow the health of the housing market closely
because many consumers tie their financial stability to the value of their home. When consumer confidence and
disposable income levels are high, consumers are more likely to purchase new furniture, thus increasing demand for
this industry's goods. Additionally, interest rates often play a small role in the purchase of large items such as
furniture. When interest rates are low, financing large purchases is less expensive, which increases demand.
However, when interest rates rise, it becomes more expensive, deterring consumers from making such purchases.

Outside of these factors, the level of external competition plays the largest role in determining demand for furniture
retailers. Recently, the rise of discount department stores has hurt furniture stores' ability to generate revenue
because they struggle to compete adequately on price. Discount department stores, such as Walmart Inc., that are
able to source furniture at a much lower price from wholesalers because they purchase such a large volume.
Consequently, they are able to pass part of those savings onto consumers, thus luring customers away from this
industry's stores.

Additionally, the outbreak of COVID-19 (coronavirus) is forecast to drastically reduce demand for industry products.
Many governments ordered the closure of nonessential businesses, including furniture stores, to slow the spread of
the virus in 2020, and while company websites were still operational, consumers are often less willing to purchase
furniture without seeing it in person first. Demand is expected to gradually increase as business restrictions are lifted
in late 2021.

Major Markets

  LOWEST AND SECOND-LOWEST INCOME QUINTILE
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The lowest and second-lowest income quintiles are expected to account
for a respective 12.4% and 13.3% of revenue for the Canadian Furniture
Stores industry in 2021.

Consumers in these income quintiles have limited disposable incomes and are less likely to buy expensive pieces of
furniture. Consumers in this segment are typically very price sensitive and purchase items on an as-needed basis.
These segments' shares of revenue re forecast to decline over the five years to 2021 as a result of the COVID-19
(coronavirus) pandemic. Increased economic uncertainty as the economy recovers from the virus will likely cause
lower-income consumers to be more price sensitive and reluctant to make nonessential purchases as they rebuild
savings.

THIRD-LOWEST AND FOURTH-LOWEST INCOME QUINTILE

The third- and fourth-lowest income quintiles are anticipated to comprise
a respective 17.5% and 22.6% of industry revenue in 2021.

Such consumers benefit from higher disposable income, leading to stronger demand. While many of these
consumers shop for furniture on an as need basis, many others shop based on quality and aesthetic appeal.
Although many of these consumers purchase premium-price furniture items, many are still price sensitive. During
the period, demand from these segments have remained steady, resulting their shares of revenue to remain
unchanged.

HIGHEST INCOME QUINTILE

Consumers in the highest income quintile are estimated to account for
34.2% of industry revenue in 2021.

Consumers in this income quintile benefit from high disposable income levels and are consequently able to
purchase more price-premium furniture. Consumers in this category also purchase larger quantities of furniture, as
they often have more living space to furnish. Demand from this segment is expected to remain steady over the five
years to 2026 as consumers in this segment are more able to withstand the economic issues associated with
coronavirus pandemic. Additionally, this segment has increased as a share of revenue over the past five years.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The Furniture Stores industry in Canada does not have any imports or exports, as trade is accounted for at the
manufacturing level; refer to IBISWorld reports 33711CA, 33712CA and 33721CA for more information.
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Business
Locations

  Establishments in the Canadian Furniture Stores industry are largely dependent on population trends, with the highest
percentages of establishments located in Ontario and Quebec, which are home to 38.8% and 22.5% of locations, respectively, in
2021. With a population of more than 37.9 million people dispersed over a large geographic area, most Canadians tend to live in
the southern part of the country, which is also the home to 17 of Canada's largest cities. For instance, 61.3% of the Canadian
population lives in Quebec and Ontario.

In 2021, British Columbia accounts for an estimated 13.6% of establishments, while Alberta accounts for an estimated 11.6% of
locations. Furthermore, the Atlantic Provinces, which include Newfoundland, Nova Scotia, Prince Edward Island and New
Brunswick, make up 6.5% of industry establishments in 2021. At the lower end of the scale, in 2021, Manitoba is expected to
account for 3.3% of industry establishments and Saskatchewan is expected to account for 3.1%, while Yukon, the Northwest
Territories and Nunavut are estimated to account for just 0.1% of industry establishments in 2021.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Medium

The Furniture Stores industry in Canada has a medium level of concentration with the four largest players expected
to collectively account for more than 40.0% of industry revenue in 2021. Of the top four companies, only two are
expected to hold a market share of more than 5.0%, accounting for a combined 44.8% of revenue. The industry has
undergone some consolidation over the five years to 2021 as many of the industry's smaller players have been
unable to keep their doors open when Canada fell into a recession prior to the period. Further, other operators
merged during and in the aftermath of the recession to shore up revenue and fend off potential competition from
foreign retail chains seeking to expand into Canada. The most significant development of the period is telling of this
trend. Amid its struggle to meet obligations to its creditors, Sears Canada Inc. (Sears Canada) was forced to
liquidate some of its assets to remain open. Leon's Furniture Ltd., which acquired its main rival, the Brick Ltd., in
2013, acquired several stores from Sears Canada. The partial liquidation efforts were to no avail, however, as the
company was forced to liquidate all of its Canadian assets, exiting the industry in January 2018. Supply chain
constraints amid the COVID-19 (coronavirus) pandemic have also limited sustainability among small players.

Key Success
Factors

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

Experienced work force:
Operators should ensure staff are capable of addressing consumer queries and providing sound advice.

Attractive product presentation:
Operators should have a clear and well-presented store layout. Consumers need to see furniture in a home-like
environment.

Production of goods currently favoured by the market:
Operators should keep up with changing consumer trends and fads in furniture styles.

Establishment of brand names:
Operators should stock brands that consumers can readily recognize and relate to. Since furniture is expensive,
consumers tend to purchase brands they are familiar with.

Proximity to key markets:
Stores should be located where there is a high volume of passing traffic so as to maximize store exposure to
prospective consumers. Being in areas with many homeowners will increase success.
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Cost Structure
Benchmarks

  Profit

Profit, measured as earnings before interest and taxes, is expected to
account for 4.8% of revenue in 2021. Profit often varies between
operators due to the wide range of industry products and dynamics
within the supply chain. A furniture retailer such as IKEA Canada LP
(IKEA) has higher profit than most operators, as it manufactures and
retails its furniture. There are no middleman costs and the company
uses its scale to produce and sell in large amounts while keeping its
prices low. Antique furniture stores have high purchasing costs and are
heavily affected by changes in disposable income because most of
their high-end products are discretionary. Therefore, these stores' profit
tends to be smaller and fluctuate more frequently. Overall, profit is
projected to remain stagnant, but has demonstrated some volatility over
the five years to 2021. Rising household indebtedness has tempered
demand for industry products, as big-ticket items sometimes require
financing. This has led to profit for many smaller operators to decline.
However, overall profit for the industry have remained steady due to the
growing market share of larger big-box industry operators such as IKEA
and Leon's Furniture Ltd. (Leon's).

 

  Wages

Wages are expected to account for 14.2% of industry revenue in 2021,
as the industry is fairly labour intensive. Staff employed in this industry
undertake a variety of roles, including merchandising, display work,
warehousing, maintenance and office and administrative work. Larger
industry players arrange furniture pieces to create mock rooms, which
incorporate furniture pieces and accessories to create a complete look.
The aim of mock rooms is to give prospective customers an image of
what the furniture may look like in their own homes. These displays
require considerable manual labour from staff employees to set up.
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  Purchases

Purchases are the largest cost for industry operators, projected to
account for 59.6% of industry revenue in 2021. Purchase costs include
all pieces of furniture that must be initially sourced from manufacturers
or wholesalers. Also, the industry has to purchase decor to embellish
their displays and attract customers. This may include pieces of art,
fake TVs and enhanced lighting. Purchasing costs have been steady
despite many upstream manufacturers that source some of their inputs
from low-priced overseas producers. Therefore, costs along the supply
chain have been on a downward trend during the period.

 

  Marketing

Marketing and advertising costs represent an estimated 3.1% of
revenue in 2021 and are a critical component of any retail store's sales.
Companies advertise across a variety of mediums to ensure brand
exposure is high and can be used to promote sales. Many operators
release full-colour circulars and mailing pieces as their primary medium
of advertising. TV, direct mailings, newspaper ads and radio are also
important to means for advertising products. Most large retailers have
also invested increasingly in online advertising, using data and
analytics from social media sources to market directly to individuals
based on their personal preferences and needs. Marketing costs have
declined as a share of revenue over the past five years.

 

  Depreciation

Since the industry is labour intensive and requires only little capital
investment, depreciation costs are minimal, representing an estimated
1.1% of revenue in 2021. Depreciation has remained somewhat stable
as a share of revenue over the five years to 2021.

 

  Rent

Rent costs make up a significant portion of industry revenue due to the
fact that most operators are small businesses that do not own their own
property. Large retailers, such as IKEA or Leon's, own storefronts
across Canada and pay a somewhat lower cost for rent and utilities.
Nevertheless, most operators do not own their storefronts or lease
warehouse space to store inventory and so IKEA and Leon's rent
expenditures are not indicative of the average operator. Overall,
IBISWorld estimates that rent costs will absorb 6.9% of industry
revenue in 2021, down marginally from 7.7% in 2016.
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  Utilities

A fully operational wholesale warehouse, especially those that run for
most of the day, is also energy intensive and uses a considerable
amount of electricity, gas and water. Overall, utilities are estimated to
account for 1.2% of industry revenue in 2021, slightly down from 1.4%
in 2016.

 

  Other Costs

Other expenses are expected to account for 9.1% of industry revenue
in 2021, and include insurance, delivery, shipping and warehouse
expenses.

 

Basis of
Competition

Competition in this industry is    High and the trend is Steady

  INTERNAL COMPETITION

The Furniture Stores industry in Canada has a high level of internal
competition.

Furniture stores compete on the basis of customer service, delivery time, quality, reputation and price. Operators
must be able to provide their customers with excellent service, which requires employees to have extensive
knowledge of the products they're selling. In addition, having efficient and short delivery times and low delivery
prices can differentiate a company the rest. Along with customer service, Canadians are increasingly seeking out
quality. Consumers are often concerned with furniture's craftsmanship and durability since many buyers hope to
have their new furniture for an extensive amount of time. Some retailers have furniture at all ranges of quality to help
attract a large customer base.

Companies also compete on the basis of price. Consumers are continuously seeking high quality to price ratio in
their product purchases; since furniture items are regarded as more expensive products compared with other
household purchases, most consumers will likely comparison shop to get the best price possible. Deep discounting,
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which is the practice of slashing retail prices by more than normal, has become a common method of luring
customers into stores over the past five years. This strategy has curtailed industry profit during period of low
consumer demand.

EXTERNAL COMPETITION

Specialized furniture retailers have increasingly had to compete with other
industries over the five years to 2021, such as department stores, mass
merchandisers and warehouse stores.

Competition comes from some of the continent's largest retailers such as Walmart Inc. and Target Corporation.
These merchants can use their economies of scale to undersell furniture specialty stores, many of whom have
struggled to stay competitive in the mist of fierce price competition. External competition is also coming from a new
breed of online retailers. E-commerce stores offer lower markups by saving money on rent and utilities required to
run a store front. The advent of e-commerce has encouraged many furniture manufacturers to sell their furniture
directly to consumers online, posing a growing threat to furniture stores.

Barriers to
Entry

Barriers to Entry in this industry are    Low and the trend is Steady

  The Furniture Stores industry in Canada has low barriers
to entry. The top four furniture stores in Canada account
for less than 50.0% of revenue in 2021. While top retailers
such as IKEA Canada LP and Leon's Furniture Ltd. have
built strong brands, there are market opportunities for new
entrants, as more than 50.0% of industry revenue is
generated by small and independent furniture stores with
fewer than five employees. The main barriers for new
entrants are difficulties related to start-up costs, product
saturation and established distribution networks.

Operators planning to enter this industry should consider
the capital investment required to start a store and stock it
with sufficient inventory to sell. Purchasing land to build
on can be extremely expensive, especially for stores
looking to locate in highly populated areas where they are
more likely to find customers. For those trying to rent
rather than own store space, it is difficult to find a building
with suitable size to house and showcase a large
inventory of furniture. This is why most furniture stores are
located outside of cities in suburban areas where land is
less costly, but farther from potential customers.
Additionally, operators will likely need to pay for mock
rooms and install cash registers, fixtures and fittings in the
space they chose to rent or buy. These substantial start-
up costs can be a discouraging factor for potential
entrants to the industry.

It can also be difficult for new retailers to set up a solid
distribution network with suppliers, whether it be
manufacturers or wholesalers. Prospective operators
should be mindful of the long-standing relationship many
dealers have with existing players and consumers. New
businesses should also be wary of companies that
manufacture and retail their furniture. These stores are
able to sell furniture directly to customers at very
competitive prices bypassing wholesaler and retailer
markups.

Barriers to Entry Checklist

Competition High  

Concentration Medium  

Life Cycle Stage Mature  

Technology Change Low  

Regulation & Policy Light  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Low and the trend is Steady

  The Furniture Stores industry in Canada has a low level of globalization. Most retailers operate on a regional or local
level and do not have more than one establishment. However, Inter IKEA Holding BV does operate on a global
scale, with 376 stores spread across more than 25 countries. With such scale, the company is able to offer
consumers an excellent quality to price ratio, which has made them a major player in this industry.
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Major Companies

Major Players IKEA Canada LP

Market Share: 22.6%

Brand Names IKEA

  Inter IKEA Holding BV, also known as IKEA Group, is a renowned Scandinavian retailer of modern-style furniture,
which was founded in 1943. The company is now the world's largest furniture retailer with a network of 276 stores in
25 countries, employing nearly 200,000 workers. It operates numerous stores in Canada through its subsidiary IKEA
Canada LP (IKEA Canada), founded in 1976. The company sells a variety of furniture and home furnishing products.
Industry-relevant products include preassembled and self-assembled furniture, including beds, chairs, mattresses,
bookshelves and tables. The company's product range also includes armchairs, beanbag chairs, children's furniture
and dining furniture. IKEA Group uses flat packing, which enables it to cut transportation expenses and keep
merchandise prices competitively low. It also uses a mixture of economies of scale and an integrated production
system to maximize its resources and minimize costs.

The company currently operates 14 Canadian locations and plans to double its store count over the next decade as
a result of booming sales, and plans to open an additional five smaller stores across Canada over the coming years.
The stores would cover an estimated 3,437 square metres (37,000 square feet) or an estimated one-tenth the size
of a full-size IKEA store. Unlike IKEA Group's full-sized format stores, these new units will function as pick-up stores.
Most space in these new formats will likely be dedicated to storage, with a pick-up counter in front, from which store
associates would retrieve items for customers ordered online. Using the cost savings associated with such a model,
IKEA Canada plans to provide customers with lower rates at these stores with the hope of heightening demand from
consumers.

Financial performance

IKEA Canada has ridden through the economic downturn brought on by the COVID-19 (coronavirus) pandemic by
tightening purse strings and slashing costs to entice hesitant consumers to make purchases. While price cutting has
led to some volatility in company profit, the strategy ultimately has helped the company achieve faster revenue
overall growth than any of its rivals during the same period. Although not included in the industry, the company's
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online channel has grown rapidly, with reported growth of 40.0% and 26.7% in fiscal 2015 and 2016, respectively
(year-end August).

Overall, the company's industry-relevant revenue is projected to rise at an annualized rate of 6.4% to $2.75 billion
over the five years to fiscal 2021. The company's industry-relevant operating profit, measured as earnings before
interest and taxes, is projected to decline an annualized 6.7% to $182.5 million over the five years to 2021. This
decline is primarily due to particularly high profit during the beginning of the period skewing overall performance.
Most recently, IKEA Canada has opened stores in Halifax, NS; Quebec City, QC; and in London, ON.

 
IKEA Canada LP (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016-17 2,050.0 N/C 258.4 N/C
2017-18 2,170.0 5.9 181.2 -29.9
2018-19 2,384.5 9.9 144.7 698.6
2019-20 2,530.0 6.1 130.7 -91.0
2020-21 2,320.0 -8.3 88.8 -32.1
2021-22 2,794.8 20.5 182.5 105.5

Source: Annual Report and IBISWorld
Note: *Estimates (Figures are converted from EUR to CAD); **Year-end August

Leon's Furniture Ltd.

Market Share: 22.2%

Brand Names The Brick, Leon's

  Founded in 1909, Leon's Furniture Ltd. (Leon's) is a publicly held, family managed, nationwide furniture retailer with
more than 300 locations across Canada. The company's stores range in size from small franchisees to mega-
furniture stores, where millions of dollars in inventory are available to customers. Leon's is Canada's largest furniture
retailer, with nearly 3,000 employees.

Leon's sells a wide array of furniture ranging from living room sets to mattresses. Although they are not relevant to
the Furniture Stores industry in Canada, the company also sells a variety of major household appliances and
electronics such as TVs, home theatre systems and Blu-ray players. Outside of company-owned establishments,
Leon's also participates in franchising. The company primarily markets mid-range furniture, although its stores sell
both discounted and higher-priced items. Leon's also offers a variety of popular deferred payment plans with six- to
18-month terms.

The company's largest purchase occurred prior to the five years to 2021, specifically in March 2013 when it acquired
rival Canadian furniture retailer, the Brick Ltd. (Brick), for $700.0 million. The purchase was intended to help both
merchants prepare for enhanced competition from retailers in the United States. Both companies struggled through
the previous recession as many furniture retailers experienced weak demand due to a sluggish housing market. In
addition, several US-based merchants planned to open stores in Canada to assume some of the industry's open
market share; as a result, many Canadian furniture stores merged in an attempt to maintain revenue. The deal has
benefited both companies, giving Leon's more exposure to western Canada while providing Brick with a much-
needed cash infusion. Both companies continue to operate separately out of their respective corporate offices.

Financial performance

Leon's has remained one of the industry's largest domestically based player over the five years to 2021. Much of this
has been due to the company's acquisition of the Brick in 2013. The acquisition made Leon's one of the largest full-
line furniture, mattress and major appliance retailer in North America. In February 2016, the company bought eight
new locations from rival company Sears Canada Inc. Despite its positioning as one of the leading players in the
industry, Leon's industry-relevant revenue is forecast to rise, increasing at an annualized rate of 5.1% to $2.7 billion
over the five years to 2021. The company's industry-relevant operating profit, measured as earnings before interest
and taxes, is projected to grow an annualized 14.6% to $225.7 million during the same period. Leon's has
outperformed its competitors in Canada due to its strategic partnerships and increased downstream operations.
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Leon's Furniture Ltd. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 2,143.7 N/C 114.2 N/C
2017 2,215.4 3.3 131.4 15.1
2018 2,241.4 1.2 151.6 15.4
2019 2,283.4 1.9 168.1 10.9
2020 2,220.2 -2.8 233.0 38.6
2021 2,750.7 23.9 225.7 -3.1

Source: Annual Report and IBISWorld
Note: *Estimates

Other Companies The Furniture Stores industry in Canada is expected to be highly fragmented in 2021, with the top two players
expected to account for 44.8% of industry revenue in 2021. The remaining industry participants compete mostly on
the basis of price, store location, product variety, customer support and reputation. Larger furniture stores are
typically able to gain a considerable advantage over their smaller counterparts because they offer excellent brand
recognition and lower prices due to economies of scale. However, smaller companies often choose to specialize in
specific regions and offer superior customer service, which lets them maintain their market share. Notable
companies include Urban Barn Ltd., which specializes in modern furniture and has more than 50 stores across
Canada, as well as Surplus Furniture & Mattress Warehouse.

BMTC Group Inc.

  Market Share: 3.8%
  BMTC Group Inc. (BMTC) is a Canadian holding company that sells furniture, appliances and electronics through its

subsidiary, Ameublements Tanguay, and its two divisions, Brault & Martineau and EconoMax. Founded in 1986 and
headquartered in Montreal, the company has grown to operate in more than 30 retail locations, in addition to
multiple large warehouses for storage and distribution. The company, through its multiple retail arms, employs more
than 2,000 workers. Similar to most large retailers, the company uses its size and buying power to offer discounted
prices. It also uses cost-saving deals, including deferred payment programs, to give customers flexible payment
options. IBISWorld estimates the company will generate $469.1 million in industry-relevant revenue in 2021, with a
market share of 3.8%.

Sears Canada Inc.

  Sears Canada Inc. (Sears) was based in Toronto and operated across Canada through its network of more than 300
stores. The company sold furniture through a variety of different department, home and outlet stores that included
small-sized and big-box storefronts. However, the company's Sears Home stores segment is its only segment
specific to the industry, with 35 locations across Canada. Similar to most retailers in Canada, Sears struggled to
increase sales early over the five years to 2021. The company had been shedding its assets through the recovery,
closing stores in more than 10 locations while terminating more than 1,000 employees in 2013 in an effort to reduce
costs. In February 2016, the company announced the divestment of eight additional stores, which were absorbed by
Leon's Furniture Ltd. On July 18, 2017, Sears Canada Inc. received court approval to begin liquidation of company
assets. Upon completion of liquidation on January 14, 2018, Sears Canada exited the industry.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The level of capital intensity in the Furniture Stores industry
in Canada is moderate. The ratio of direct labour costs to
capital depreciation provides a valuable measure of an
industry's capital intensity, as it demonstrates the amount
of industry revenue absorbed by labour inputs relative to
capital costs. Generally, high capital-to-labour ratios are
associated with industries that are more capital intensive.
Industry operators are expected to spend $0.07 on capital
for every $1.00 they spend on wages in 2021. Capital
expenditure is focused on the development of premises
that create an atmosphere conducive to selling furniture.
Stores may add temporary walls and lighting to create
mock rooms for the furniture to be displayed. In addition,
capital expenditure is spent on cash registers and point-of-
sale systems to process sales. The level of capital intensity
in the industry has been steady over the five years to 2021
as small operators have modernized their inventory and
sales systems to include more computerized systems.

Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change
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  A disruptive force for the Canadian Furniture Stores industry has been
furniture rental companies for industry products, such as desks.

Consumers rent furniture for events, photoshoots, apartment and office staging and other purposes. Consequently, industry
operators that concentrate in retailing furniture may experience disruption from rental companies. However, this
technological disruption may not have a significant effect as many operators also provide rental services. Furthermore, the
rise in e-commerce, which is included in E-Commerce and Online Auctions industry in Canada (IBISWorld report
45411aCA), has been a more detrimental disruption to the Canadian Furniture Stores industry. Many consumers are
increasingly shopping online, thus purchasing industry-relevant products online and having them delivered to their homes.
This has been a hurdle for this industry as many operators cannot provide the breadth of product that is available at a click
on the internet. This a trend that is expected to not just continue, but pick up speed. Therefore, many industry operators are
expected to develop an online presence with a website if they have not done so already. Another disruptive force is the
growing trend of selling industry-relevant products secondhand on websites such Craigslist, Facebook Marketplace and
OfferUp at a deeply discounted rate. Many of these companies also have apps that customers can download on their
smartphones for their convenience when buying and selling items.

The level of technology change is    Low

  The Furniture Stores industry in Canada is expected to have a low level of
technological change over the five years to 2021.

Similar to other industries in the retail sector, technological advances that have occurred in the past include the introduction
of computer scanning cash registers and automated warehouse equipment. The introduction of scanning and electronic
data interchange systems has improved management and distribution issues. Additionally, e-commerce furniture business
models continue to grow at faster rates than their brick-and-mortar counterparts. Major players often have robust online
business platforms to augment their standard storefront offerings. These platforms syphon demand away from industry-
specific operations, however, as online sales are tallied in the E-Commerce and Online Auctions industry in Canada
(IBISWorld report 45411aCA). Despite that, consumers have a tendency to be apprehensive when making big-ticket
purchases, often preferring to visit a store before proceeding with the purchase. Since industry products are generally
discretionary goods and expensive in relation to other retail goods, they are partially insulated from trend toward online
shopping.

Revenue
Volatility

The level of volatility is    High

  IBISWorld expects the Furniture Stores industry in Canada to have a high level
of revenue volatility over the five years to 2021.

Industry revenue growth typically moves alongside the housing sector, as most furniture purchases are made when people
move into new homes. As a result, the industry typically exhibits slow and steady year-on-year growth, as the population
slowly increases and more people buy homes. During the period, industry performance has varied. In 2016 alone, industry
revenue grew 3.0%. However, the outbreak of COVID-19 (coronavirus) resulted in revenue falling 11.6% in 2020 as social
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distancing guidelines discouraged nonessential travel and governments imposed policies to require the closure of
nonessential businesses, including furniture stores. IBISWorld expects industry revenue to recover, growing 17.1% in 2021
due to easing business restrictions.

Regulation &
Policy

The level of regulation is    Light and the trend is Steady

The Furniture Stores industry in Canada has a low level of regulation.

Furniture stores are regulated primarily by the Ministry of Finance, which handles all sales tax regulation. Additionally,
furniture stores must comply with regulations regarding the purchase of furniture directly from overseas manufacturers.
However, this does not affect most stores because they typically make such purchases from furniture wholesalers located
in Canada.

The industry is also subject to a minimal level of guidelines concerning labour relations, occupational health and safety and
operating hours enforced at the provincial level. Furniture retailers are also subject to Canadian Labour Standards
Regulations, which establish the minimum wage rate, overtime pay and other working conditions employers must uphold.
Furthermore, the federal Textile Labelling Act regulates the labelling, retail and advertisement of various textile goods,
which includes some products operators may sell. Other laws, such as the Canada Consumer Product Safety Act, ensure
that retailers do not buy or sell products that may be harmful or fraudulently advertised.

Industry
Assistance

The level of industry assistance is    Low and the trend is Steady

The Furniture Stores industry in Canada receives no direct assistance from
federal, provincial or local governments.

However, the Canadian Home Furnishing Alliance does help furniture and furnishing manufactures, distributors and
retailers by coordinating events, providing industry information and representing member interests.
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Key Statistics
Industry Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)
Housing starts

(Thousands)
2012 10,922 1,954 4,901 3,045 40,392 N/A N/A 1,619 N/A 214,827
2013 10,951 2,158 5,051 3,117 39,109 N/A N/A 1,529 N/A 187,923
2014 11,450 2,266 5,009 3,024 38,360 N/A N/A 1,556 N/A 189,329
2015 11,889 2,210 4,933 2,964 39,568 N/A N/A 1,594 N/A 195,535
2016 12,245 2,283 4,858 2,911 39,714 N/A N/A 1,568 N/A 197,915
2017 12,459 2,510 4,808 2,881 41,079 N/A N/A 1,661 N/A 219,763
2018 11,993 2,626 4,852 2,907 41,971 N/A N/A 1,757 N/A 212,843
2019 11,952 2,359 4,610 2,762 41,430 N/A N/A 1,677 N/A 208,685
2020 10,560 1,956 4,477 2,683 34,955 N/A N/A 1,568 N/A 217,880
2021 12,364 2,485 4,738 2,818 38,849 N/A N/A 1,761 N/A 270,000
2022 12,453 2,501 4,730 2,811 39,041 N/A N/A 1,771 N/A 227,000
2023 12,652 2,536 4,745 2,817 39,447 N/A N/A 1,791 N/A 221,000
2024 12,835 2,568 4,764 2,826 39,836 N/A N/A 1,810 N/A 223,000
2025 12,975 2,593 4,782 2,835 40,117 N/A N/A 1,824 N/A 225,000
2026 13,095 2,614 4,796 2,841 40,332 N/A N/A 1,836 N/A 227,000

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)
Housing

starts (%)
2012 -1.07 -0.43 -2.51 -6.46 3.42 N/A N/A 2.24 N/A 10.8
2013 0.27 10.4 3.06 2.36 -3.18 N/A N/A -5.55 N/A -12.5
2014 4.55 5.01 -0.84 -2.99 -1.92 N/A N/A 1.78 N/A 0.74
2015 3.83 -2.47 -1.52 -1.99 3.14 N/A N/A 2.41 N/A 3.27
2016 2.99 3.29 -1.53 -1.79 0.36 N/A N/A -1.64 N/A 1.21
2017 1.75 9.95 -1.03 -1.04 3.43 N/A N/A 5.91 N/A 11.0
2018 -3.74 4.60 0.91 0.90 2.17 N/A N/A 5.82 N/A -3.15
2019 -0.35 -10.2 -4.99 -4.99 -1.29 N/A N/A -4.56 N/A -1.96
2020 -11.7 -17.1 -2.89 -2.87 -15.6 N/A N/A -6.53 N/A 4.40
2021 17.1 27.1 5.82 5.03 11.1 N/A N/A 12.3 N/A 23.9
2022 0.71 0.65 -0.17 -0.25 0.49 N/A N/A 0.53 N/A -15.9
2023 1.59 1.37 0.31 0.21 1.03 N/A N/A 1.15 N/A -2.65
2024 1.44 1.28 0.40 0.31 0.98 N/A N/A 1.07 N/A 0.90
2025 1.09 0.97 0.37 0.31 0.70 N/A N/A 0.77 N/A 0.89
2026 0.92 0.79 0.29 0.21 0.53 N/A N/A 0.61 N/A 0.88

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

Employees per
estab.
(Units) Average Wage  ($)

2012 17.9 N/A N/A 270 14.8 8.24 40,075
2013 19.7 N/A N/A 280 14.0 7.74 39,096
2014 19.8 N/A N/A 298 13.6 7.66 40,571
2015 18.6 N/A N/A 300 13.4 8.02 40,283
2016 18.6 N/A N/A 308 12.8 8.17 39,477
2017 20.1 N/A N/A 303 13.3 8.54 40,422
2018 21.9 N/A N/A 286 14.7 8.65 41,869
2019 19.7 N/A N/A 288 14.0 8.99 40,483
2020 18.5 N/A N/A 302 14.8 7.81 44,852
2021 20.1 N/A N/A 318 14.2 8.20 45,332
2022 20.1 N/A N/A 319 14.2 8.25 45,352
2023 20.0 N/A N/A 321 14.2 8.31 45,403
2024 20.0 N/A N/A 322 14.1 8.36 45,444
2025 20.0 N/A N/A 323 14.1 8.39 45,477
2026 20.0 N/A N/A 325 14.0 8.41 45,512

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

Statistics Canada
http://www.statcan.gc.ca

Innovation, Science and Economic Development Canada
http://www.ic.gc.ca

Department of Finance Canada
http://www.canada.ca/en/department-finance.html

Canadian Home Furnishings Alliance
http://www.chfaweb.ca

Industry Jargon BIG-BOX STORE
A retail store that is differentiated by its large size and extensive range of products, including electronics, household
goods and other consumer products.

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

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

Glossary 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 labour.
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 labour; medium is $0.125 to $0.333 of capital to $1 of labour; low is less than $0.125 of
capital for every $1 of labour.

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
Statistics Canada's implicit GDP price deflator.

DOMESTIC DEMAND
Spending on industry goods and services within Canada, 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 casual 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 Canadian companies to customers abroad.

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

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
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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
The market value of goods and services produced by the industry minus the cost of goods and services used in
production. IVA is also described as the industry's contribution to GDP, or profit plus wages and depreciation.

INTERNATIONAL TRADE
The level of international trade is determined by ratios of exports to revenue and imports to domestic demand. For
exports/revenue: low is less than 5%; medium is 5% to 20%; and high is more than 20%. Imports/domestic demand:
low is less than 5%; medium is 5% to 35%; and high is more than 35%.

LIFE CYCLE
All industries go through periods of growth, maturity and decline. IBISWorld determines an industry's life cycle by
considering its growth rate (measured by IVA) compared with GDP; the growth rate of the number of establishments;
the amount of change the industry's products are undergoing; the rate of technological change; and the level of
customer acceptance of industry products and services.

NONEMPLOYING ESTABLISHMENT
Businesses with no paid employment or payroll, also known as nonemployers. These are mostly set up by self-
employed individuals.

PROFIT
IBISWorld uses earnings before interest and tax (EBIT) as an indicator of a company’s profitability. It is calculated as
revenue minus expenses, excluding interest and tax.

REGIONS
Prairies | AB, SK, MB
Atlantic | NB, NS, PE, NL
Territories | YT, NT, NU

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.



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.
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