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COVID-19
(Coronavirus)
Impact Update

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

· Revenue for the Canadian Home Furnishings Stores industry is forecast to decline over the five years to 2021,
mainly due to the COVID-19 (coronavirus) pandemic. For more detail, please see the Current Performance chapter.

· Despite decreasing demand, the average industry profit margin is forecast to slightly increase as the economy
slowly recovers in 2021 after the peak of the pandemic. For more detail, please see the Cost Structure Benchmarks
chapter.

· Overall demand from the industry's major markets is forecast to decrease as consumers, who have been the most
susceptible to the pandemic, make up the downstream markets. For more detail, please see the Major Markets
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 Operators in this industry retail a range of home furnishing goods, including curtains, draperies, blinds, shades,

cookware, glassware, dinnerware and decorative accessories. Merchandise is purchased from domestic, and in
some cases international, manufacturers and wholesalers and then sold to consumers. Retailers that primarily
operate as home furniture stores, used merchandise stores, electronic shopping outlets or mail-order houses are not
included in this industry.

Major Players HomeSense

Bed Bath & Beyond Inc.

Main Activities The primary activities of this industry are:

Retailing kitchenware

Retailing curtains, draperies, slipcovers, vertical and horizontal blinds

Retailing towels, sheets, blankets and table linens

Retailing decorative accessories

Retailing outdoor and patio furniture

Retailing small electric/personal care appliances

Retailing soft-surface floor covering

The major products and services in this industry are:

Kitchenware and home furnishings

Window coverings and textile goods

Furniture

Other merchandise
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Supply Chain

SIMILAR INDUSTRIES

Furniture Stores in Canada Floor Covering Stores in Canada Used Goods Stores in Canada E-Commerce & Online Auctions in
Canada

Mail Order in Canada      

     

RELATED INTERNATIONAL INDUSTRIES

Lamp & Lighting Stores Picture Framing Stores Kitchen & Cookware Stores Window Treatment Stores

Houseware Retailing in Australia Manchester Retailing in Australia Carpet, Rug & Curtain Retailers in
the UK

Furniture, Lighting & Homeware
Retailers in the UK

Online Home Furnishing Retailing
in the UK

Manchester Retailing in New
Zealand
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Industry at a Glance
Key Statistics

$4.3bn
Revenue

Annual Growth

2016–2021

-1.7%

Annual Growth

2021–2026

0.5%

Annual Growth

2016–2026

 

$179.3m
Profit

Annual Growth

2016–2021

-0.7%

  Annual Growth

2016–2021

 

4.2%
Profit Margin

Annual Growth

2016–2021

0.2pp

  Annual Growth

2016–2021

 

3,520
Businesses

Annual Growth

2016–2021

-2.1%

Annual Growth

2021–2026

-0.8%

Annual Growth

2016–2026

 

22,522
Employment

Annual Growth

2016–2021

-3.5%

Annual Growth

2021–2026

-0.3%

Annual Growth

2016–2026

 

$903.1m
Wages

Annual Growth

2016–2021

-0.8%

Annual Growth

2021–2026

-0.1%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

1.2%
Consumer spending

2.0%
Consumer confidence index

7.4%
Housing starts

3.8%
Number of fixed broadband
connections

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Concentration

Low

  Regulation & Policy
Light / Steady   Technology Change

Low

  Industry Globalization
Low / Increasing

MIXED IMPACT

  Life Cycle
Mature   Revenue Volatility

Medium

  Barriers to Entry
Medium / Increasing

NEGATIVE IMPACT

  Industry Assistance
Low / Steady   Competition

High / Increasing

 

Key Trends

 Fluctuations of the Canadian economy have affected sales
at home furnishings stores

 The industry has experienced intense competition from
large-scale discount department stores

 The exit of some uncompetitive stores has caused the
number of establishments to decline

 Macroeconomic trends are expected to be moderate to the
benefit of the industry

 Improved economic conditions and income levels are
projected to loosen consumer budgets

 The number of industry establishments is expected to
decrease

 Industry companies have been forced to cut prices, reducing
profit for many small operators
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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 Level of Assistance

  High Competition

  Low Profit vs. Sector Average

  Low Revenue per Employee

   

OPPORTUNITIES

  High Performance Drivers

  Number of fixed broadband connections

   

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 Sit a spell: Companies will likely continue to contend with strong external
competition

Over the five years to 2021, the Canadian Home Furnishings Stores industry has, for the most part, performed
poorly. The combination of economic uncertainty and an extremely volatile housing market decreased demand for
home furnishings. Uncertainty in the housing market in 2017, however, caused by new mortgage regulations and
concerns of a potential bubble hurt the industry. As more stringent mortgage regulations went into force in 2018 and
2020, the industry continued to struggle. Overall, industry revenue is expected to decline during the period, but may
be buoyed by an increase in consumer spending. Industry revenue is projected to decrease an annualized 1.7% to
$4.3 billion over the five years to 2021, including an increase of 3.8% in 2021 alone. This growth in 2021 can be
mainly attributed to the steady economic recovery after the peak of the COVID-19 (coronavirus) pandemic, as
vaccine rollouts continue and restrictions begin to ease.

Industry operators have had to endure substantial external competition. Large discount department stores and
supercentres have been able to offer customers both lower prices and a diverse product selection beyond home
furnishings. Consequently, increasingly price-sensitive consumers shopped at these retailers to save money and
time. Consumers have also started to purchase home furnishings from online retailers, as a lack of brick-and-mortar
costs have enabled internet vendors to offer low-priced merchandise. In response, industry companies have been
forced to cut prices, reducing profit for many small operators; as a result of this, many small players exited the
industry. While price competition has reduced profit for some operators, larger operators experienced a boost in
profit as big-box operators benefited from economies of scale, ultimately leading to a slight increase in profit for the
overall industry.

Industry revenue is forecast to increase at an annualized rate of 0.5% to $4.4 billion over the five years to 2026.
Economic growth over the next five years will likely combat losses incurred in 2020 from the coronavirus pandemic
and housing market concerns. In addition, less macroeconomic volatility will likely moderate demand for home
furnishings. Companies, however, will likely continue to contend with stronger competition from large discount
department stores, supercentres and online retailers.



Home Furnishings Stores in Canada November 2021

10 IBISWorld.com

Industry Performance

Key External
Drivers

Consumer confidence index

The Consumer Confidence Index measures consumers' assessment of economic conditions such as
unemployment, economic growth and inflation. When consumer perceptions of the economy are positive,
households are more likely to spend on industry items, thus supporting demand for home furnishings. The
Consumer Confidence Index is expected to increase in 2021.

 

Consumer spending

Since the industry primarily sells home furnishings to consumers, it is heavily dependent on consumer spending
levels. When the economy improves and incomes rise, consumers increase their spending, with some of these
disposable funds going toward home furnishings. Consumer spending is expected to increase in 2021.

 

Housing starts

Housing starts measure the construction of new privately owned housing units. Most new homes have to be
furnished entirely. Therefore, a rise in the construction of housing units means an increase in demand for home
furnishing goods. Housing starts is expected to increase in 2021, representing a potential opportunity for the
industry.

 

Number of fixed broadband connections

Online shopping is becoming an increasingly popular way to purchase home furnishings, as consumers are able to
obtain low-priced merchandise with relative ease from the comfort of their home. Therefore, an increase in internet
connectivity makes it easier for consumers to forgo a trip to an industry store. The number of fixed broadband
connections is expected to increase in 2021, posing a potential threat to the industry.
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Current
Performance

Over the five years to 2021, the Home Furnishings Stores industry in
Canada is projected to experience a decline.

Industry operators sell a wide range of home furnishings such as lamps, decorative accessories, window coverings
and kitchenware. However, due to the fragility of the economy, consumer uncertainty regarding new mortgage
regulations and fears of a housing bubble have all tempered industry growth during the period. Subsequently, the
ongoing COVID-19 (coronavirus) pandemic is expected to further strain the overall health of the domestic economy.
This pandemic has caused many people to lose their jobs, and thus, instilled a fear about the future of the domestic
economy. These factors all point to the industry's decline over the past five years. Overall, IBISWorld expects
industry revenue to decrease at an annualized rate of 1.7% to $4.3 billion over the five years to 2021, including an
increase of 3.8% in 2021 alone. This growth in 2021 can be mainly attributed to steady economic recovery as
vaccines continue to roll out and restrictions begin to ease.

ECONOMIC CONDITIONS

The overall fluctuations of the Canadian economy during the period have
affected sales at home furnishings stores.

Despite a slightly healthier economy during the first half of the reporting period, industry demand has still managed
to decrease every year with the exception of 2018 and 2021.

The Office of the Superintendent of Financial Institutions (OSFI) announced new mortgage regulations starting in
2017. The purpose of this was to reign in a housing market that many had thought was overheated, with signs of a
bubble having begun to show in major markets such as Toronto and Vancouver. Uncertainty regarding the effects of
the new regulation lowered demand for home furnishings, contributing to the decline in industry revenue in 2016 and
onward, save for 2018 and 2021. The OSFI released more stringent regulations in 2018 and 2020 to further cool
down the market, which will likely further inhibit industry revenue growth. Despite this housing uncertainty, IBISWorld
projects that housing starts will rise at an annualized rate of 6.4% over the five years to 2021. This rise in housing
starts can be mainly attributed to the coronavirus pandemic and the resulting work-from-home orders. As people
began spending more time at home in early 2020, many people quickly realized that they need larger living
arrangements. As a result, an influx of city workers migrated to suburban areas to have a more comfortable work-
from-home set up. However, this quick rise in housing starts did not fully aid demand for industry operators, as many
other macroeconomic drivers were inhibiting such growth.

INTENSIFYING COMPETITION

Over the five years to 2021, the industry has experienced intense
competition from large-scale discount department stores, supercentres
and online retailers.
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Companies such as Walmart Inc. can exert more purchasing power and acquire merchandise from suppliers in bulk.
Consequently, these companies are able to achieve greater cost savings, which are then passed down to
consumers in the form of low prices. As a result, these retailers have been able to attract price-sensitive consumers.
Furthermore, discount department stores and supercentres often sell a wide selection of goods, in addition to home
furnishings, such as groceries, electronics and home-care products. Therefore, some consumers have found it more
convenient to shop at discount department stores and supercentres instead of the industry's specialty stores.
Increasing price competition has also come from online retailers with fewer overhead costs. In fact, the overall
preference of many consumers to shop online has even forced industry players to put more focus on e-commerce.

As a result of external competition and limited consumer spending, industry operators have had to lower prices in
recent years. The industry's smaller retailers have been particularly affected because of their small size and usually
limited product selection. However, big-box specialty stores, such as HomeSense, have managed much better.
These stores offer customers a broad, industry-specific product selection while operating on a scale that enables
them to purchase in bulk and pass on savings to consumers. Consequently, they have been better able to compete
with external players and gain market share. These stores also benefit from economy-wide scale due to high
purchasing power. As a result of an increasing number of these big-box specialty stores, the average industry profit
margin, defined as earnings before interest and taxes, has increased from 4.0% of revenue in 2016 to 4.2% in 2021.

According to Innovation, Science and Economic Development Canada, chain store sales surpassed nonchain store
sales in 2007 and have continued to grow at a faster rate. More foreign players entering the market has exacerbated
this trend. For example, US-based Bed Bath & Beyond Inc. had just four retail locations in Canada in 2008, but has
since added over 60 operations. The shift to big-box retailing within the industry and the exit of some uncompetitive
stores has caused the number of establishments to decline, falling at an annualized rate of 1.8% to 4,457 locations
over the five years to 2021. In addition, industry employment is projected to fall at an annualized rate of 3.5% to
22,522 workers during the same period. Notably, most industry employees work on a part-time basis.

Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Consumer
confidence

index
(Index)

2012 4,097 1,042 4,886 3,996 20,688 N/A N/A 757 N/A 86.8
2013 4,251 1,099 4,891 3,958 24,115 N/A N/A 828 N/A 95.3
2014 4,383 1,141 4,937 3,961 24,314 N/A N/A 841 N/A 100.0
2015 4,663 1,213 4,944 3,966 25,657 N/A N/A 905 N/A 98.2
2016 4,648 1,179 4,893 3,924 26,850 N/A N/A 938 N/A 97.0
2017 4,565 1,246 4,917 3,911 29,057 N/A N/A 984 N/A 114
2018 4,582 1,252 4,894 3,866 28,085 N/A N/A 977 N/A 116
2019 4,497 1,199 4,641 3,666 26,232 N/A N/A 925 N/A 114
2020 4,114 1,054 4,427 3,504 22,037 N/A N/A 881 N/A 82.7
2021 4,269 1,135 4,457 3,520 22,522 N/A N/A 903 N/A 105
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Industry Outlook
Outlook The Home Furnishings Stores industry in Canada is anticipated to grow

over the five years to 2026.

Retailers are expected to benefit from more stable economic growth following the recent downturn, which will likely
lead to improved consumer spending. Large discount department stores, supercentres and online retailers are
anticipated to continue exerting competitive pressure on home furnishings stores. However, declining demand due
to the COVID-19 (coronavirus) pandemic in 2020 is estimated to reverse as people begin working and spending
their money as usual. As a result, industry revenue is expected to increase at an annualized rate of 0.5% to $4.4
billion over the five years to 2026.

DEMAND AND HEADWINDS

As the economy becomes further removed from the commodity-related
recession in 2015 and the coronavirus pandemic in 2020, macroeconomic
trends are expected to be moderate.

As a result, consumer spending is expected to increase at an annualized rate of 2.6% over the five years to 2026,
rising at a faster rate over the five years to 2021. Some of this spending will likely go to home furnishings, thus
boosting industry revenue. However, an expected housing cooldown and a recovery from the coronavirus pandemic
early during the period is expected to bring people back to work. This, in turn, is expected to result in per capita
disposable income increasing, which will likely rise at an annualized rate of 0.8% over the five years 2026.
Subsequently, consumer confidence is also expected to increase dramatically after the uncertain economic
conditions over the past five years. The Consumer Confidence Index is expected to increase at an annualized rate
of 2.1% over the five years to 2026.

CONTINUED COMPETITION

Despite rising demand for home furnishings, external competitors such as
large discount department stores and supercentres are anticipated to
continue to temper industry revenue growth.

These stores' ability to offer home furnishings and other goods in one location at a low price will still likely attract
consumers seeking a low-cost and convenient shopping experience. Furthermore, as indicated by a rising number
of fixed broadband connections, more consumers will likely conduct their shopping online. Therefore, competition
from online retailers offering discounted home furnishings is projected to intensify. Industry companies could
become showrooms, where consumers sample merchandise, but purchase it online at a reduced price. In response
to the risks and opportunities offered by e-commerce, industry operators are anticipated to further increase their
online presence. However, this will also likely curtail industry revenue growth since online sales will eat into in-store
sales.

Improved economic conditions and income levels are projected to slightly loosen consumer budgets, leading to
more consumer spending on higher-priced goods. Subsequently, some customers will likely seek beyond deals
offered by retailers such as discount stores. The largest beneficiaries of this trend will likely be big-box retailers.
Their extensive product selection and specialized focus will enable them to siphon customers from discount stores
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and supercentres. Meanwhile, economies of scale enable these stores to offer competitive prices and generate
above-average profit, in addition to expanding operations by opening new stores or developing existing ones. In
particular, foreign companies will likely drive big-box store expansion. Large US retailers such as Bed Bath &
Beyond Inc. are able to use the substantial financial resources gained from operating in the United States to fund
expansion into new markets. Such expansion may inevitably lead to more hiring. However, the industry is expected
to merge and acquire smaller companies to gain market share. This can be evident by an expected decrease in the
number of enterprises, while revenue is still forecast to increase. IBISWorld forecasts the number of industry
enterprises to decrease at an annualized rate of 0.8% to 3,373 companies over the five years to 2026. As a result,
industry employment is forecast to also decrease, falling an annualized 0.3% to 22,183 workers during the same
period. In addition, as big-box stores expand and acquire smaller competitors, industry profit, defined as earnings
before interest and taxes, is expected to increase slightly, accounting for 4.4% of revenue in 2026, up from 4.2% in
2021. As the number of enterprises decrease and industry revenue and profit experience growth, larger stores will
likely acquire smaller ones to expand their product lines, reaching a wider customer base and improving economies
of scale.

Subsequently, while the combination of external competition and dominance of big-box stores may pressure smaller
companies, the number of industry establishments is expected to decrease as large retailers continue to implement
its mergers and acquisitions expansion strategy. IBISWorld forecasts the number of industry establishments will
decrease at an annualized rate of 0.7% to 4,293 locations over the five years to 2026. However, some small
retailers that compete by offering superior customer service and premium merchandise should be able to take
advantage of consumers not as sensitive to price.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Consumer
confidence

index  (Index)
2021 4,269 1,135 4,457 3,520 22,522 N/A N/A 903 N/A 105
2022 4,295 1,139 4,430 3,494 22,543 N/A N/A 905 N/A 109
2023 4,321 1,142 4,399 3,467 22,523 N/A N/A 905 N/A 113
2024 4,338 1,143 4,368 3,438 22,446 N/A N/A 904 N/A 114
2025 4,355 1,141 4,331 3,406 22,305 N/A N/A 900 N/A 115
2026 4,372 1,141 4,293 3,373 22,183 N/A N/A 896 N/A 116
2027 4,389 1,141 4,272 3,354 22,116 N/A N/A 895 N/A 116
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Industry Life Cycle The life cycle stage of this industry is    Mature

LIFE CYCLE REASONS

Industry products are wholeheartedly accepted by markets

The industry is experiencing a shift in consumers' shopping preferences

There has been minimal innovation with changes in products being mainly cosmetic

The Home Furnishings Stores industry in Canada is in the mature stage of its life cycle. Industry value added (IVA),
which measures an industry's contribution to the overall economy, is expected to decrease at an annualized rate of
0.3% over the 10 years to 2026. In comparison, Canadian GDP is expected to grow an annualized 1.9% during the
same period. In general, since the industry sells a broad range of merchandise that consumers generally buy for
their residence, performance is more closely linked with overall consumer spending levels, which typically moves in
line with the economy.

Strong price competition from external players such as supercentres and online retailers has negatively affected the
industry's smaller companies, forcing some to exit the industry. However, size and extensive product selection of
large big-box home furnishing stores has enabled these companies to better withstand competition, with some even
expanding the number of stores.

There has been little product innovation in the home furnishings market. Instead, changes in products have been
mainly cosmetic, such as minor alterations in design to satisfy shifting demand and preferences. For instance, an
ongoing trend is the shift toward minimalism and open concepts, and therefore, home furnishings of that nature have
been more highly demanded. However, there has been increased focus on integrating online services with stores.
This can include advertising promotions, providing consumers with price and product data by communicating and
learning about the industry's customer base.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Consumers in Canada

Rooming and Boarding Houses In Canada

2nd Tier

Religious Organizations in Canada

Hotels & Motels in Canada

Key Selling Industries
1st Tier

Textile Mills in Canada

Furniture & Furnishings Wholesaling in Canada

2nd Tier

Glass Product Manufacturing in Canada

Ceramics Manufacturing in Canada

Products & Services

  Overall, demand for products sold by the Canadian Home Furnishing
Stores industry is expected to decrease over the five years to 2021.

This decrease is mainly due to the adverse economic effects from the COVID-19 (coronavirus) pandemic. In
addition, even if demand does increase at a quicker rate, operators would not be able to fulfill many orders due to
supply chain disruptions. Since most products are either produced or assembled overseas, retailers would currently
struggle to stock their shelves if they endure a substantial increase in demand.

KITCHENWARE AND HOME FURNISHINGS

Kitchenware and home furnishings account for an estimated 45.0% of
revenue in 2021, while nearly one-third of this product segment is made
up of decorative items such as lamps, mirrors and lampshades.

The rest of this category comprises pots, pans, china, glassware, eating utensils and other forms of cookware and
cooking accessories. Due to its nature, this segment's share of revenue has slightly increased over the five years to
2021.

WINDOW COVERINGS AND TEXTILE GOODS

Window coverings and textile goods are projected to make up 18.6% of
industry revenue in 2021.

Window coverings include curtains, draperies, blinds and shades. Textile goods are mostly composed of towels,
sheets, blankets and table linens. This segment's share of revenue has declined over the past five years, as large
discount department stores have offered comparable products at heavily discounted prices. Therefore, price-
sensitive consumers have increasingly shopped at these stores instead of industry retailers. Furthermore,
consumers have put off big-ticket discretionary purchases, such as blinds to save money.

FURNITURE
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Furniture such as tables, beds, chairs, outdoor furniture and sofas are
expected to make up 10.1% of industry revenue in 2021.

While industry retailers do not specialize in selling furniture, many of them do sell some of it as a complementary
good. Since this category is always in demand for new homes, it has remained stable as a share of revenue over
the five years to 2021.

OTHER MERCHANDISE

Other goods such as electronics, beauty products, textile floor coverings,
hardware, seasonal decorations and other miscellaneous items constitute
an estimated 26.3% of revenue in 2021.

Due to the diverse nature of this product category, its share of revenue has remained stable over the five years to
2021.

Demand
Determinants

Demand for the Canadian Home Furnishings industry is expected to
decline over the five years to 2021 due to the ongoing COVID-19
(coronavirus) pandemic.

This pandemic has caused many people to lose their jobs and has created economic uncertainty across the world.
Disposable income and consumer confidence are two of the biggest demand drivers for industry operators.

Consumer confidence, per capita disposable income and consumer spending

Since most home furnishings and related goods are not necessities, industry revenue is highly susceptible to
changing levels of disposable income and consumer confidence. As incomes decline, people have less money to
spend on nonessential items such as new drapes or decorative pieces, thus reducing the spending potential of
retailers' customers. Lower incomes can also reduce consumer confidence, which is a measure of consumer
optimism of current economic conditions, indicating that people are less willing and able to spend on industry
products.

Homeownership and housing starts

Higher homeownership rates favourably affect home furnishing sales. Homes require furnishings, and people that
own property are more willing to invest money to improve their residence. Therefore, when homeownership rates
increase, spending on home furnishings likely follows. Additionally, the construction of new housing units typically
leads to more sales of home furnishing goods because new houses or condominiums need to be furnished from
scratch.

Major Markets

  In the Canadian Home Furnishings Stores industry, a significant amount
of revenue is derived from households based on the age of the primary
household maintainer.
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  However, due to the ongoing COVID-19 (coronavirus) pandemic, the industry is expected to experience a decrease
in revenue since the market consists of everyday people. During the coronavirus pandemic, many people have been
losing their jobs and are therefore losing out on income. If people are not making their regular salaries, they will
likely choose to spend their money on more essential purchases instead of home furnishing products.

CONSUMERS AGED 29 AND YOUNGER

Households primarily maintained by those aged 29 and younger
constitute an estimated 5.3% of industry revenue in 2021.

People in this age group are early along their careers and do not possess the income of older consumers.
Consequently, a smaller proportion of consumers in this segment can afford to be the head of a household, and as a
result, they spend less on home furnishings. Subsequently, this segment's share of revenue has decreased over the
five years to 2021. This trend is expected to continue on a similar trajectory over the five years to 2026, as
consumers in this age group have most recently entered the workforce, if they even have yet.

CONSUMERS AGED 30 TO 39

In 2021, consumers aged 30 to 39 account for an estimated 14.5% of
industry revenue.

This age group is typically more established in their career and are seeking to start families or continue growing their
families. Despite this, this age group still does not have as much discretionary income as needed to fully furnish a
house. However, while people within this segment have the highest homeownership and family formation rates, they
have typically just recently purchased their homes and have just begun starting a family. Since both objectives take
a tremendous amount of capital, consumers in this segment typically save up before fully furnishing a home.

CONSUMERS AGED 40 TO 54

In 2021, consumers aged 40 to 54 account for an estimated 41.5% of
industry revenue.

Being the largest market, this age group is usually well-established and will likely seek appealing products to fully
furnish their homes. This is the industry's largest segment because most consumers in this age range that want to
upgrade their furnishings have the full financial stability to do so. This segment has increased as a share of revenue
over the five years to 2021 as people in this market are willing to upgrade their homes if there are no other large
expenses looming.

CONSUMERS AGED 55 TO 64

In 2021, consumers aged 55 to 64 account for an estimated 16.6% of
industry revenue.

These age groups typically have stable employment with steady income streams, which enables them to spend
more freely on home furnishings. However, since this age group is older, their homes are typically already furnished
and they are not seeking to buy the most modern and updated products. This market has remained relatively steady
as a share of revenue over the five years to 2021.

CONSUMERS AGED 65 AND OLDER

Consumers aged 65 and older are estimated to represent 22.1% of
industry revenue in 2021.

Most consumers in this age group have entered retirement, and either have limited disposable income streams or a
very large reserve that they can spend however they please. Additionally, this age group is less concerned with the
latest home furnishing trend, which means that they spend little on replacement goods. This market has increased
slightly as a share of revenue over the past five years.
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Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

Due to the nature of retail, the Home Furnishings Stores industry in Canada does not participate in trade. The import
and export of industry products are included in the associated manufacturing industries. Although trade is not
accounted in retail industries, the COVID-19 (coronavirus) pandemic will likely affect supply and prices of industry
products. Since most products are purchased overseas, the shutdown of many manufacturing facilities across the
world will likely affect supply and prices for the industry.

Business
Locations

  Since the Home Furnishings Stores industry in Canada sell consumer goods, location distribution typically follows population
centres. Higher population concentration usually means a greater number of households, and thus, stronger demand for home
furnishings.

Ontario and Quebec

In 2021, Ontario and Quebec are estimated to account for 41.5% and 22.1% of industry establishments, respectively. Combined,
these provinces constitute over half the population, with most of these individuals living in urban areas along the Great Lakes and
Saint Lawrence River. Ontario is home to Canada's largest city, Toronto, and the country's capital, Ottawa. Similarly, Quebec is
home to Montreal, the second-most populous city in the country.

British Columbia and Alberta

In 2021, an estimated 16.2% of industry establishments are located in British Columbia. This province contains Vancouver, the
third-largest city in Canada, and one of the most densely populated cities in North America. Alberta is home to an estimated
11.2% of industry locations. Both Calgary and Edmonton, Canada's fifth- and sixth-largest cities, respectively, are also located in
Alberta.

Other provinces

All other provinces combined are home to an estimated 9.0% of industry establishments in 2021. These provinces are, for the
most part, sparsely populated, with no province accounting for more than 3.0% of industry locations.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The Home Furnishings Stores industry in Canada exhibits a low to moderate market share concentration, with the
three largest players expected to account for 37.2% of industry revenue in 2021. Most of the industry is made up of
small- to mid-sized businesses, with 71.7% of establishments employing fewer than 10 workers. Conversely, only
0.6% of establishments staff more than 99 people. Therefore, the industry can be characterized as consisting of
many small enterprises generating relatively little revenue and large big-box retailers that generate a
disproportionate amount of revenue. Over the five years to 2021, market share concentration has decreased. Small
operators have encountered strong price competition from the industry's larger retailers, in addition to from discount
department stores, supercentres and e-commerce sites.

Key Success
Factors

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

Ability to control stock on hand:
Retailers need to ensure that sufficient stock controls are in place to reduce inventory costs and improve stock turns.

Proximity to key markets:
Stores have to be placed in areas with high exposure to potential customers to maximize store traffic.

Attractive product presentation:
Operators should clearly display products in an appealing manner to promote purchases.

Experienced work force:
Since competition is strong in this industry and customers often require help and advice regarding products, it is
essential to have a knowledgeable staff.

Effective product promotion:
In such a competitive industry, the ability to inform customers about various deals and sales is critical to increasing
store traffic.
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Cost Structure
Benchmarks

  Profit

The average industry profit margin, defined as earnings before interest
and taxes, is projected to account for 4.2% of industry revenue in 2021.
Larger players such as big-box stores can often realize a higher profit
margin than smaller rivals as they are able to leverage economies of
scale to buy goods in bulk. In other words, due to their size, it enables
them to buy large volumes of merchandise and they are able to
negotiate lower prices with suppliers, thereby permitting them to obtain
a higher margin. Conversely, small companies cannot obtain such
savings, but they can achieve greater profit by specializing in premium
merchandise that sells for a higher price. Overall, industry profit has
slightly grown from 4.0% of revenue in 2016 due to price-based
competition.

Although profit has slightly increased over the past five years, this is
mainly due to the low starting point in 2020 as a result of the COVID-19
(coronavirus) pandemic. As the pandemic forced most countries to lock
down their economies, demand from Canada's retail sector plummeted,
causing profit to decrease 38.1% in 2020 alone. As a result of this large
decline and the steady economic recovery in 2021, profit is projected to
rebound. In addition, profit will likely recover due to rising housing starts
in 2021. As more houses are built, demand for industry products is
expected to expand as consumers will likely need to furnish their new
homes.
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  Wages

Wages make up an estimated 21.2% of industry revenue in 2021. Most
employees work in stores, providing customer service, maintaining
store displays and doing inventory checks. Over the five years to 2021,
wages' share of revenue has increased as the value of wages have
decreased, albeit at a slower rate, than industry revenue. To boost a
company's profit, industry operators have relied increasingly upon part-
time labour. The proliferation of e-commerce platforms has exacerbated
this trend, as operators often need to cut costs to compensate for the
strain that comes from online shopping siphoning away demand.

 

  Purchases

Purchases are projected to account for 52.1% of industry revenue in
2021. This cost is primarily made of merchandise, such as textile
products, window coverings and other goods that are sold to
customers. Over the past five years, purchases' share of revenue has
increased, despite large big-box stores gaining additional market share,
while simultaneously sourcing merchandise from lower-cost suppliers in
countries such as China. Big-box stores' size enables them to buy
goods at a lower price because they make purchases in bulk, which
often lowers purchases' share of revenue. This rise in purchase costs
can be partially attributed to the global supply chain issues that began
in early 2020 due to manufacturers across the world shutting down
operations to mitigate the spread of coronavirus. In addition, purchase
costs have increased due to the rise in commodity prices, which has
forced manufacturers to pass that cost down to the retailer, which will
eventually be passed down to consumers.

 

  Marketing

Marketing expenses are expected to make up 2.4% of industry revenue
in 2021 as industry retailers rely on price promotions and marketing to
drive up sales.

 

  Depreciation

Furthermore, stores incur depreciation costs associated with tangible
assets such as point-of-sale hardware and elevators, which are
projected to account for an estimated 1.2% of industry revenue in 2021.
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  Rent

Rent expenses are expected to account for 6.8% of industry revenue in
2021. Industry players, especially large chain store operators, have to
pay rent for retail locations and warehouses.

 

  Utilities

Utilities are expected to account for 1.3% of industry revenue in 2021.

 

  Other Costs

Other costs, including administrative, insurance, security and legal fees,
make up an estimated 10.8% of industry revenue in 2021. These costs
have declined slightly over the past five years and typically depend on
the size of a company's operations. However, larger players can save
on administrative costs by having centralized administrative operations.

 



Home Furnishings Stores in Canada November 2021

25 IBISWorld.com

Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  The Home Furnishings Stores industry in Canada exhibits a high level of
competition.

While operators primarily compete on the basis of price, they also focus on customer service, product offerings and
location. In addition, the industry also increasingly competes with large discount department and furniture stores, in
addition to online retailers.

INTERNAL COMPETITION

Industry operators primarily compete on the basis of price.

Low prices offered by a store can make a particular operator more attractive to consumers, as compared with those
that retail products at a relatively higher price. This has become especially important as the recession and slowed
economic growth made consumers a lot more price sensitive.

Increased consumer focus on prices has been particularly beneficial for big-box retailers. Their size and national
scale enable these companies to purchase merchandise in bulk, which in turn, lowers per-unit costs. They are then
able to pass down these cost savings on to customers in the form of low prices, luring customers away from smaller
stores. Furthermore, large retailers are able to offer bigger product selections and more locations than smaller rivals,
which adds a further competitive advantage. However, smaller companies can differentiate themselves by selling
premium merchandise and offering superior customer service.

EXTERNAL COMPETITION

The industry increasingly encounters stronger competition from large
discount department stores and supercentres, many of which are foreign-
based companies.

Discount retailers such as Walmart Inc. and Sears, Roebuck and Co. maximize costs savings by establishing
relationships with manufacturers and purchasing large volumes of merchandise at once, thereby enabling them to
offer discounted prices to consumers. Also, since large discount department stores sell a wide variety of goods in
addition to industry products, they create a one-stop shop experience for consumers. In other words, customers can
shop for items such as groceries and furnishings at one location. Most of the largest furniture and discount
department store companies in Canada are foreign-based and these advantages have enabled them to gain an
increasing market share over smaller Canadian companies.

The industry also has to compete with online retailers. Companies selling furnishings online do not have to pay for
retail space or store employees, which enables them to charge lower prices. Moreover, customers can shop for
merchandise from the comfort of their homes. As a result, many industry players, especially larger ones, have
established an online presence.

Barriers to
Entry

Barriers to Entry in this industry are    Medium and the trend is Increasing
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  Overall, the Canadian Home Furnishings Stores industry
has moderate barriers to entry. Capital costs associated
with opening a store are relatively low, however,
prospective players have to obtain a line of credit to
purchase inventory and establish relationships with
suppliers. Moreover, new entrants have to contend with
increasing price competition and larger operators.

Both the 2008 recession and the resulting slow economic
growth has made consumers much more price sensitive.
Consequently, companies have had to offer price
discounts to gain a larger market share. Large, big-box
retailers have been able to effectively compete because
low-prices, product variety, brand recognition and multiple
locations have made them increasingly attractive to price-
conscious customers. New companies also have to
compete with external players such as discount
department stores and supercentres. Similar to big-box
retailers, these players are able to offer products at a
discounted price. However, they also offer a wider product
selection, beyond only furnishings, which includes
groceries, nondurable home goods and low-priced
furniture.

Barriers to Entry Checklist

Competition High  

Concentration Low  

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 Increasing

  The Home Furnishings Stores industry in Canada has a low, but increasing level of globalization. Most operators are
small, local stores that service nearby neighbourhoods. However, over the past decade, an increasing number of
large, foreign companies have entered the market. For example, US-based Bed Bath & Beyond Inc. entered the
market in 2007 and has since grown from a single store to one of the largest industry operators in terms of revenue.
Moreover, the flow of industry-specific merchandise has become more global, as retailers increasingly source their
goods form low-cost suppliers in Asia.

However, due to the ongoing COVID-19 (coronavirus) pandemic, globalization may stagnate in the near future.
Since all businesses have been affected by the pandemic, many stores will likely not seek expansion plans to help
recuperate lost revenue attributed to the pandemic. In addition, companies will likely need to reevaluate their
strategies to factor in the prolonging supply chain disruptions.
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Major Companies

Major Players HomeSense

Market Share: 24.1%

  HomeSense is a division of Mississauga, ON-based TJX Canada, which is a Canadian subsidiary of US-
headquartered TJX Companies Inc. (TJX), a global retail giant. TJX operates through three store brands, which
include HomeSense, Winners and Marshalls, but only HomeSense primarily retails home furnishings.

HomeSense opened in 2001 and predominantly sells home fashion merchandise such as kitchenware, bed and bath
goods, wall decor and decorative accessories. As of January 2021, the division had 143 stores across Canada, with
heavy concentration in Ontario. While HomeSense sells a wide range of industry-relevant goods at differing price
points, most merchandise is sold at discounted prices. This off-price strategy, coupled with steady store expansion,
has enabled HomeSense to combat trends toward premium quality goods.

Financial performance

HomeSense's industry-relevant revenue is expected to fall at an annualized rate of 0.9% to $1.0 billion over the five
years to fiscal 2021 (year-end January). This decline can be mainly attributed to the COVID-19 (coronavirus)
pandemic, during which company sales declined in 2020 as a result. Since many people have been furloughed due
to the coronavirus pandemic, consumers will not likely seek to redecorate their homes due to constrained budgets.
During periods of economic uncertainty, people often delegate their spending to more necessary expenses such as
food and rent, causing home furnishing stores to lose out on potential sales.

However, during the first half of the reporting period, the company has greatly benefited from its discount price
strategy, as price-sensitive consumers have flocked to HomeSense stores to save. Moreover, the steady expansion
of retail locations further aids revenue growth. For instance, the company operated 96 stores in fiscal 2014,
expanding to 143 stores in fiscal 2020 (latest data available). Despite more stores, the company's industry-relevant
operating profit, defined as earnings before interest and taxes, is expected to fall at an annualized rate of 19.5% to
$46.8 million over the five years to fiscal 2021.
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HomeSense (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016-17 1,065.0 N/C 138.8 N/C
2017-18 1,217.0 14.3 177.1 27.6
2018-19 1,295.3 6.4 184.6 4.2
2019-20 1,428.6 10.3 182.7 -1.0
2020-21 1,034.8 -27.6 45.3 -75.2
2021-22 1,019.4 -1.5 46.8 3.3

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

Bed Bath & Beyond Inc.

Market Share: 9.9%

  Founded in 1971, US-based Bed Bath & Beyond Inc. (BBB) is the largest home furnishing store in North America. It
sells a wide variety of goods, including bed linens, bath products, kitchen textiles, giftware, toys and health and
beauty supplies. According to the latest financial information available, the company has 1,020 stores under the Bed
Bath & Beyond, Christmas Tree Shops, Harmon, Buy Buy Baby and World Market names. In addition to the retail
stores, the company also operates under a plethora of robust e-commerce platforms in an attempt to stay
competitive with other e-commerce giants, such as Amazon.com Inc. and Walmart Inc., that sell home furnishing
products on their websites as well.

In 2007, BBB opened its first store in Canada and has since expanded to 64 retail locations. Within a few years, the
company went from being a new industry entrant to ranking as one of the largest home furnishing retailers in the
country. The company's size, multiple locations and extensive product selection have enabled it to rapidly establish
a brand name and lure customers from competitors. Thus far, company operations are primarily concentrated in
Alberta, British Columbia and Ontario. It also operators one store in Newfoundland and Labrador and Prince Edward
Island, and two stores in Manitoba, New Brunswick, Nova Scotia and Saskatchewan each.

Financial performance

BBB's industry-relevant revenue is expected to decrease an annualized 1.6% to $421.4 million over the five years to
fiscal 2021 (year-end February). Most of this decline can be mainly attributed the COVID-19 (coronavirus) pandemic,
however, most of the rapid growth between fiscal 2016 to fiscal 2020 can be attributed to the company's aggressive
expansion. BBB's industry-relevant operating profit, defined as earnings before interest and taxes, is projected to
decline over the five years to fiscal 2021, operating at a loss of $14.2 million.

 
Bed Bath & Beyond Inc. (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016-17 456.4 N/C 42.4 N/C
2017-18 461.1 1.0 28.4 -33.0
2018-19 549.1 19.1 -4.0 N/C
2019-20 559.7 1.9 -35.1 777.5
2020-21 698.4 24.8 -25.5 -27.4
2021-22 421.4 -39.7 -14.2 -44.3

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

Other Companies Williams-Sonoma Canada Inc.

  Market Share: 3.2%
  Williams-Sonoma Canada Inc. (Williams-Sonoma) is a subsidiary of US-headquartered Williams-Sonoma Inc., one



Home Furnishings Stores in Canada November 2021

29 IBISWorld.com

of the United States' largest home furnishing retailers. In Canada, the company has 21 stores under the Williams-
Sonoma, Pottery Barn, Pottery Barn Kids and West Elm retail brands. In addition, the company also sells industry-
relevant merchandise through e-commerce websites and its catalogue business. In 2021, Williams-Sonoma is
expected to generate $136.7 million in industry-relevant revenue, with a market share of 3.2%.

Pier 1 Imports Inc.

  Pier 1 Imports Inc. (Pier 1) is a major retailer of home furnishings based in the United States. Pier 1 sells decorative
accessories, household goods, bed and bath products and seasonal goods, in addition to furniture for living, dining,
office, kitchen and bedroom areas. Most recently, in February 2020, the company announced that it will close all of
its Canadian stores and file for Chapter 11 bankruptcy. As with many other retailers, the company struggled to
remain profitable due to the COVID-19 (coronavirus) pandemic and the subsequent forced closure of all
nonessential businesses. The company has expressed plans to restructure its US business by operating with a
smaller footprint and expanding its ecommerce business. In Canada, the company is still expected to operate, but
focused more on its e-commerce platform.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Home Furnishings Stores industry in Canada exhibits
a low level of capital intensity. In 2021, for every $1.00
industry operators spend on labour, an estimated $0.06 will
be allocated to capital. Capital expenditures are typically
incurred during the establishment of a new store or when
stores undergo refurbishments. Aside from retail space,
most tangible assets consist of items such as fixtures and
fittings, point-of-sale (POS) systems and order-in-store
(OIS) devices. However, workers are still needed to
manage stores and provide customer service.

Over the five years to 2021, capital intensity has marginally
decreased. As a result of the industry's poor performance
during the period, industry operators reduced wage costs
and employment to stay in business in an increasingly
competitive environment. Nonetheless, companies are still
investing in computer technology to better track inventory,
minimize the level of human error and simplify tasks.

Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change



Home Furnishings Stores in Canada November 2021

31 IBISWorld.com

  The most relevant technological disruption for the Canadian Home
Furnishings Stores industry is furniture rental companies.

Consumers rent furniture for events, photoshoots, apartment 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 industry operators also provide rental services. Furthermore, the rise in
e-commerce, which is considered outside the scope of this industry, has also been a disruption for the industry; refer to
IBISWorld report 45411aCA for more information. Many consumers have increasingly shopped online, and therefore,
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 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

  Technological innovation in the Canadian Home Furnishings Stores industry
has primarily focused on better management of operations and inventory.

Computerized point-of-sale (POS) equipment can keep track of, and maintain, merchandising records, distribution, sales
and stock markdowns. Moreover, barcode scanning increases labour productivity, ensures greater control over the
distribution of goods and reduces errors along the supply chain. In particular, computerized inventory management systems
have made the just-in-time supply chain easier to manage, which has reduced inventory costs. Furthermore, radio-
frequency identification, which are tags that are attached to merchandise and can store and send out data, provides real-
time information on inventory and helps to reduce shrinkage problems, improve efficiency and potentially reduces the risk of
theft. In recent years, retail stores have further integrated their brick-and-mortar operations with their e-commerce
platforms. Through the use of handheld order-in-store (OIS) devices, workers can order items for customers directly from
the store's online platform and deliver it wherever. Such innovation creates synergies between a company's retail and e-
commerce platforms.

Revenue
Volatility

The level of volatility is    Medium

  The Home Furnishings Stores industry in Canada has been characterized by
moderate revenue volatility over the five years to 2021.

Industry revenue fluctuates depending on broader macroeconomic trends, as demand for industry products is derived from
factors, such as the state of the housing market and consumer spending. Operating conditions have been tough over the
past five years. For instance, industry revenue fell for almost five straight years, starting in 2016, with only a marginal
growth in 2018 and then hitting its largest decline in 2020 due to the COVID-19 (coronavirus) pandemic. Although the
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coronavirus pandemic only hurt industry revenue in 2020, the previous years have exhibited revenue declines due to other
macroeconomic reasons, such as housing market concerns that have diminished demand for household furnishings.

Regulation &
Policy

The level of regulation is    Light and the trend is Steady

The Home Furnishings Stores industry in Canada is subject to minimal
regulations.

Most guidelines are concerning labour relations, occupational health, safety and operating hours, which are all made and
enforced on the provincial level. However, the Canadian Labour Standards Regulations handles matters such as minimum
wage, overtime and other working conditions. Furthermore, the federal Textile Labelling Act regulates the labelling, retail
and advertisement of various textile goods, which industry operators may sell. Other laws, such as the Canada Consumer
Product Safety Act, help protect consumers from harmful products and fraud.

Industry
Assistance

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

The Home Furnishings Stores industry in Canada receives no direct
assistance from the government.

However, the Canadian Home Furnishings Alliance does help furniture and furnishing manufacturers, distributors and
retailers by coordinating events, providing industry information and representing member interests.

Due to the spread of COVID-19 (coronavirus), the Canadian government instituted a variety of assistance programs that
some industry operators may have qualified for in 2020. For example, the Canada Emergency Wage Subsidy covered a
portion of an employee's wages for eligible employers that were negatively affected by the coronavirus pandemic, with the
program available until October 23, 2021. Additionally, operators were able to take advantage of tax deferrals and improved
access to credit and loans to remain liquid. The Canada Emergency Business Account also provided interest-free loans to
small businesses of up to $60,000, where $20,000 would be forgiven if the loan is repaid before December 31, 2022. Large
operators were also able to apply for bridge financing through the Large Employer Emergency Financing Facility.
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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)

Consumer
confidence

index (Index)
2012 4,097 1,042 4,886 3,996 20,688 N/A N/A 757 N/A 86.8
2013 4,251 1,099 4,891 3,958 24,115 N/A N/A 828 N/A 95.3
2014 4,383 1,141 4,937 3,961 24,314 N/A N/A 841 N/A 100.0
2015 4,663 1,213 4,944 3,966 25,657 N/A N/A 905 N/A 98.2
2016 4,648 1,179 4,893 3,924 26,850 N/A N/A 938 N/A 97.0
2017 4,565 1,246 4,917 3,911 29,057 N/A N/A 984 N/A 114
2018 4,582 1,252 4,894 3,866 28,085 N/A N/A 977 N/A 116
2019 4,497 1,199 4,641 3,666 26,232 N/A N/A 925 N/A 114
2020 4,114 1,054 4,427 3,504 22,037 N/A N/A 881 N/A 82.7
2021 4,269 1,135 4,457 3,520 22,522 N/A N/A 903 N/A 105
2022 4,295 1,139 4,430 3,494 22,543 N/A N/A 905 N/A 109
2023 4,321 1,142 4,399 3,467 22,523 N/A N/A 905 N/A 113
2024 4,338 1,143 4,368 3,438 22,446 N/A N/A 904 N/A 114
2025 4,355 1,141 4,331 3,406 22,305 N/A N/A 900 N/A 115
2026 4,372 1,141 4,293 3,373 22,183 N/A N/A 896 N/A 116

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Consumer
confidence

index (%)
2012 -0.10 2.03 -3.00 -4.59 2.37 N/A N/A 3.44 N/A -5.14
2013 3.75 5.48 0.10 -0.96 16.6 N/A N/A 9.33 N/A 9.79
2014 3.09 3.77 0.94 0.07 0.82 N/A N/A 1.53 N/A 4.93
2015 6.38 6.31 0.14 0.12 5.52 N/A N/A 7.68 N/A -1.80
2016 -0.32 -2.82 -1.04 -1.06 4.64 N/A N/A 3.63 N/A -1.23
2017 -1.78 5.70 0.49 -0.34 8.21 N/A N/A 4.87 N/A 17.7
2018 0.37 0.45 -0.47 -1.16 -3.35 N/A N/A -0.72 N/A 1.57
2019 -1.87 -4.19 -5.17 -5.18 -6.60 N/A N/A -5.37 N/A -2.07
2020 -8.52 -12.1 -4.62 -4.42 -16.0 N/A N/A -4.73 N/A -27.2
2021 3.76 7.71 0.67 0.45 2.20 N/A N/A 2.52 N/A 26.4
2022 0.61 0.36 -0.61 -0.74 0.09 N/A N/A 0.18 N/A 4.68
2023 0.59 0.23 -0.70 -0.78 -0.09 N/A N/A 0.05 N/A 3.01
2024 0.40 0.04 -0.71 -0.84 -0.35 N/A N/A -0.20 N/A 1.50
2025 0.38 -0.13 -0.85 -0.94 -0.63 N/A N/A -0.43 N/A 0.78
2026 0.39 -0.06 -0.88 -0.97 -0.55 N/A N/A -0.37 N/A 0.34

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 25.4 N/A N/A 198 18.5 4.23 36,611
2013 25.9 N/A N/A 176 19.5 4.93 34,340
2014 26.0 N/A N/A 180 19.2 4.92 34,581
2015 26.0 N/A N/A 182 19.4 5.19 35,289
2016 25.4 N/A N/A 173 20.2 5.49 34,946
2017 27.3 N/A N/A 157 21.6 5.91 33,864
2018 27.3 N/A N/A 163 21.3 5.74 34,787
2019 26.7 N/A N/A 171 20.6 5.65 35,247
2020 25.6 N/A N/A 187 21.4 4.98 39,974
2021 26.6 N/A N/A 190 21.2 5.05 40,099
2022 26.5 N/A N/A 191 21.1 5.09 40,137
2023 26.4 N/A N/A 192 21.0 5.12 40,194
2024 26.3 N/A N/A 193 20.8 5.14 40,252
2025 26.2 N/A N/A 195 20.7 5.15 40,336
2026 26.1 N/A N/A 197 20.5 5.17 40,409

Figures are inflation adjusted to 2021



Home Furnishings Stores in Canada November 2021

34 IBISWorld.com

Additional Resources
Additional
Resources

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

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

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

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

ONE-STOP SHOP STORE
A retails store offering a large variety of merchandise from various categories.

RADIO-FREQUENCY IDENTIFICATION (RFID)
A technology that tracks products from the time they leave the assembly line to the time they leave the store by
releasing continuous signals from a chip.

Glossary 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
than 40%.
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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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