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The Customer Journey: Inspiration,research, purchase
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. Floor & Decor® Official Site
Decoratives - Floor & Decor(

Explore A Wide Variety Of Quaity, Affordal
Decoratives When Shopping At Floor & De
Your Projects With Stylish.

‘Sponsored - hitps/www flooranddecor.c

Extreme living room makeo\
budget | Budget friendly dec
449K views - 2 years ago

@ croum

“This video follows a home decor enthusia
living room on a budget. The project s a s

This video follows a home decor.

How to Decorate a Living Rc
Cheap | HGTV

1M views - 11 years ago

Q wve

HGTV delivers families with relatable stori
and renovation experts and amazing hom

See and engage






Shoppers narrow consideration set before the door
swings open

of shoppers make decisions about
what they’re going to buy before
they get to the store

compare prices research product view in-stocks

Google



Consumers move fluidly between online and in-store shopping: 63% of
shoppers prefer an omnichannelexperience

o 62.83%
(]

How do you
primarily plan to
shop for Home
Furniture this
Holiday/Wmnter
season 20257

19.53%

A combination of Online Primarily In-Store Primarily Online
and In-store
Google



- t
Proprietary + Confidentia

-

Among users of search and/or
video, Google and YouTube are
leading media channels used
to research

Google
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Today’'s consumer
is seamlessly and
simultaneously
moving across

4 key behaviors

Ai (Streaming )
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Early
Reads
on
2H2025

Positive Signs - But Still Be Cautious Economic

Positive economic signals persist despite declining consumer
sentiment, a shift to essentials, and a drop in spending from
lower -income households

Sensitive Shoppers, Longer Season Consumer

Price - sensitive shoppers are front -loading the holiday season,
researching heavily and exploring second -hand options

Historical Patterns Show Opportunity Seasonality

Early signals and historical demand trends suggest the
furniture category will grow through EOY 2025



Furniture sales will grow Y/Y during 2H 2025
depends on communicating value, strong content & competitive prices.

e Demand is out there

88%

of Labor day Furniture
Shoppers plan to spend “as
much” or “more” in 2025 than
they did during Labor Day
2024.

is truly
multi-channel

increase in YouTube views for
Home Furniture -related content
in 2025.

Consumers want more in -depth &
interactive content as they style

their homes. Showing up well will
help get them into your stores.

- but winning your share

Furniture shoppers are
price - conscious

67%

of furniture shoppers report
price as the most important
factor for their purchase
decision, a 31% increase from
Feb 2025.

Google
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More items on
discount

27% of products
offer a deal or promotion

vs. 22% in 2024

B

BNPL
on the rise

+33% YOY
using BNPL for Prime Day

$28B
in Prime Day BNPL sales

July retail sales
were HOT

Retail Sales YOY
by month

+2.9%
+2.3% +2.4%

+2.7%

+1.5% +16%

Jan Feb Mar Apr May Jun Jul*

(1) Google Shopping, June 2025 vs June 2024 (2) Adobe for Business (3) Mastercard US SpendingPulse, Jan-Uul 19 2024 vs Jan 4Jul 19 2025, All Retail exAuto




Economic Pulse Check: Consumers are favoring lower -priced items -

but there’s opportunity among higher -income households.

( Discerning Glimpse into Retail ) ( Income Spending Divide )
5.0% == |ower ==middle == higher
4.0%
4.8% 3.5%
3.0%
4.6% 2.5%
2.0%
4.4% 15%
1.0%
4.2%
0.5%
0.0%
4.0%
-0.5% ‘
Yo Aop Yy One Yop Ao, Ay Ony oy 4
total total excl. auto total excl. food services Oéoegf?oee/eoe\;’ 902;902':’?024/903 qcréoe:?o?':f ?oes

The weakness in bigticket items like vehicles indicates
that consumers may be favoring affordable
experiences over durable goods , often a signal of
caution or saturation.

Source: U.S. Bureau of Labor Statistics, Bank of America internal data, U.S. Census
Bureau

Card spending growth among lower -income
households has turned negative  — the first drop in
over a year. In contrast, spending by middle & higher-
income groups remains resilient

Google



02
H12025:

Home Furniture
Highlights

oooooo



YoY growth of Home Furniture sales has been steadily improving in 2025,
forecasting to grow +5% across both online and in-store channels

Home Furniture & Furnishings Sales YoY . .
(Mastercard SpendingPulse)

1 1
1 1
. Aug - Dec’25 i

1
! Sales Forecast |
== YoYChange YoYChange_online == YoYChange_inStore | 1
1 1

0,

20% 1 +5% YoY Toital :
! +5% YoY Online |
1
E +5% YoY In-Store !
1 1
1
10% i |
| 1
1
| |
T 1
1 1
0% /\ : :
| i
1 1
1 1
1 1
1 1
1
-10% i |
1 1
1 1
1 1
1 1
1 1
1 1
1
-20% i :
ST T T FTFTFTFTFT TP L PP PP PP P PP
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Home Furniture foot traffic has grown at +2% YoY in 2025 YTD as

consumers value the m-person experience

Placer.ai Foot Traffic for Home Furniture

Last 12 months

10%
+2% YoY
2025 YTD
5%
0% v v v
-5%
-10%
Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul
2024 2024 2024 2024 2024 2025 2025 2025 2025 2025 2025 2025

Source: Placer.ai

) RETAILDIVE m =

DIVE BRIEF
Ashley’s new Las Vegas store is its
largest in North America

The location boasts an 88,000-square-foot showroom and a
218,000 square-foot warehouse, and is meant to be a
community hub.

Published June 12, 2025

‘ ModernRetail SUBSCRIBE LOGIN

STORE OF THE FUTURE I/ MAY 20, 2025

Inside the growth strategy of Bob’s
Discount Furniture as it approaches 200
stores, with 20 openings planned in
2025




2025 YTD Home Furniture category clicks are up vs 3LY average at +2%

Home Furniture Category Clicks YoY
2025 YTD vs 3LY Average

5% +2%

4%

Growth 02025 YID vs

3% 2022-24 average Home
Furniture clicks on search

2% ads across brand and non-

brand

1%

0%

1%

Jan Feb Mar Apr May Jun Jul

Google



YouTube views of Home Furniture content  seces sustained growth, with
home tours and furniture restoration among trending content

Home Furniture: u YOUTUhe

Home Furniture:
Video Views

Top Creators and Their Most
. Viewed Videos

Logan

110K subscribers

v [ 31M views $50 to $500 Goodwill Chal..
I 1 0/ 5.05M views + 6/10/2025
50 I —

YoY growth in H1 2025
Home Furniture

75

Upcycle Furniture Finds

110K subscribers
i 45M view:
. YouTube views oM views
24.9M views * 6/10/2025

0

O O O O O O O OO0 OO S 3 3 S F F F F S S 5 000N wnwnw

[t Y Y I Y Y O I o O o Y ¥ o Y VA ¥ Y A Y T I Y T Y I o O o A oY T N I oY A N I o A Y I Y O o O Y O o I o

O 0O OO0 0O 0O 0O 000000 00000000000 OO0 o0 o o

£ 2 5858353539883 85858355988238588583%°¢S )
SP=<=3"2H0z088=<=3"32H0za08L=<=s3 650K subscribers HOMEWORTHY

210M views
HOUSE TOUR | Dana Perin...
785K views - 4/27/2025 Google



Furniture Shoppers meet their needs on YouTube by...

69%
97%

Of Furniture OLV shoppers found YouTube Shorts
helpful for discovering new brands/products

Of Furniture YouTube shoppers said longer form
YouTube videos are very or somewhat important for
comparing different products/brands



Platforms like YouTube help shoppers view the opinion & experiences of
others if they can’t judge the product themselves

(6 "l feel as though YouTube is the "gatekeeper” because /
have had excellent past experiences findinyiased
videos offering "consumer protection” type information
(both good, and bad) which have helped me make
Informed decisions before | decided fo either make or not
make purchases.”
-Stephen, Furniture vy



What is the top Google Search
Demand trend for home
aesthetics over the past 3 months?

a.) Curved Furniture
b.) Antique/Vintage
c.) Minimal
d.) Coastal

TRIVIA TIME




What is the top Google Search
Demand trend for home
aesthetics over the past 3 months? Aesthell Leaderboard _

W Indexed Clicks == Last 3 Month YoY Growth

26% 26%

a.) Curved Furniture
b.) Antique/Vintage
c.) Minimal
d.) Coastal

Antique / Vintage Curved furniture/decor Natural/Grasscloth wallpaper Japandi




Google Search clicks 2025 YTD for Home Categories

Growth relative to median (bps)

2025 YTD YoY Category Clicks and YoY Growth (Non -
Brand)

Bedding & Linens
Kitchen & Dining

Oﬁﬁfj\gg;rpﬁl

Mattresses

\
=

Nursery Furniture & Decor
Living Room Furniture

Lights & Ligh}ing

Kitchen & Dining Room_Furniture Home Decor & Interior Decorating
-5

)

Home Improvement & Maintenance

N

2025 YTD Indexed Clicks

Home Furniture

Google



As consumers gear up to host, multifunctional furniture pieces
allow them to make the most of their space.

Rising Home Furniture Terms

2025 YTD
@ Demand
100
75
T
<
(1]
S 50
@
Q
©
%
° 25
=
, L
transformer lift top coffee
table table with
storage

== Demand YoY Growth

space saving
dining table

convertible
sleeper sofa

Making Every Square Foot Count:
Multifunctional furniture is seeing a rise
in popularity, as consumers look for
smart designs that allow them to host
and entertain

100%
75%
-
3
e
50% O
>
(o]
>
©
25% P
£
(4]
0
N 0%
extendable
dining room
table
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Growth relative to median (bps)

Google Search Demand 2025 YTD: Home Furniture Brands

10
RH
Bob's Discount
Ethan Allen
HomeGoods
5
Living Spaces
Ashley Furniture )
Raymour & Flanigan Outlier )
0 bps growth relative to median
71 indexed volume
0 Arhaus . Wayfair
WE
Crate & Barrel Ikea
Outlier
-5 -4 bps growth relative to median
Rooms To Go 100 indexed volume
-10 e 2025 YTD Indexed Demand

Google



2025 YTD Top Growing Terms YoY for Home Furniture Brands

2025 YTD Top Growing Brand Terms YoY :
ashley furniture clearance +607%
pottery barn sale +156%
bob's furniture locations +103%
wayfair promo code +43%

Google
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Current macroeconomic uncertainty has made furniture & decor
purchasers increasingly more price-conscious.

% of Furniture Shoppers Reporting 'Price' as the Most Important Purchase Factor

67

0

80%

60% 5 1%

40%

20%

0%
Feb 2025 Aug 2025

Google



After years of rising prices, consumer demand for furniture is increasingly
variable.

Consumer Price Index Retail Sales - Furniture (in million $)
150 $15,000
140 $12,500
130 $10,000
120 $7,500
110 $5,000
100 $2,500
Jan 2018 Jan 2020 Jan 2022 Jan 2024 Jan 2018 Jan 2020 Jan 2022 Jan 2024

Google



Retailers are responding - the # of Furniture SKUs selling for over $1Kin
Google Shopping has decreased 29% YoY.

Product Count

800
600
400

+2%

YoY increase in products with
average prices under $200

200

<$200 $201 - $1000 >$1001

Average Product Price Range

Google



Consumers are ready to open their wallets for the right buy during 2H 2025:
Robust demand persists for furniture at mid-tier prices.

Expected amount of spending on furniture in the next year among consumers in the US

20%

0%

of U.S. consumers who
intended to buy furniture said
they would spend between
$500 -$2,500 for a purchase in
2025

10%

5%

0%

<$500 $501-$1,000 $1,001-$2,500 >$2,500 USD

Google



Price Sensitivity: Put Insights Into Action

Furniture sales will grow during 2H
2025 - but discerning consumers will
expand their research process.

4

Compete During The Full
Purchase Journey

Winning your share of the growth
depends on engaging shoppers
on multiple fronts.

Use online video to deliver brand
messages & showcase your
products to Strategic Audiences.

Competitive prices, promos &
multi -functional pieces are
table stakes for winning 2H

2025.

>

Communicate Value To Win
Customers

Furniture shoppers are
increasingly cost -conscious.

Remember to to deliver
discounts at the right times with
action-oriented messaging that
showcases value, versatility,
and quality.

Google
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Focus On:

Labor Day 2025 @

oooooo



Labor Day is one ofthe biggest sales events for home furniture retailers,
and consumer interest is on the rise.

Demand for Home Furniture + Labor Day Sales ! 88% 0f2025 Labor Day furniture

2022-2024 shoppers plan to spend the same or
more compared to last year, with

+6o/ interest starting earlier
o 1

more searches for |

o Home Furniture + Labor Day Sales
o in 2024 vs. 2022-23 average

of shoppers who purchased furniture
in the past month were driven by a
“great sale or promotion”

Source: Google/lpsos Omnibus, N=171 shoppers who
purchased Furniture in the past month, July 1 2025.

2024

2022

Oy O I~ O W <
- T — — —
1 1 1 1 1 1

-13

ONDON~NOWTONTO o
aaaqaaaaaqad N

Days to Labor Day —



[eadmng up to Labor Day, home furniture shoppers take advantage of both
digitaland physicaltouchpoints to find the best products and deals.

Home Furniture Demand and Traffic
2024

Demand
google.com
Foot Traffic
Placer.ai
Site Traffic
Similarweb
-6 -5 -4 -3 -2 -1 0 1 2 3

-4 -13 -12 -1 -10 -9 -8 -7

4

Days to Labor Day —

Omni Experience
Consumers research products online well in advance, with store and site traffic surging the entire Labor Day weekend

Google



During the week of Labor Day 2024, mattresses and sofas were among
the best-selling Home Furniture products on Google Shopping.

TOP 10 FURNITURE

PRODUCTSSOLD

* Popularity is based on the
estimated number of products
sold. Out of 20K products

Source: Google Merchant Center - Best
Sellers Report- Week of Labor Day 2024| US

Beautyrest BRS0O Top

Mattress

Spa Sensations by Zinus

8 inch Memory Foam
Mattress

Peakform 6-Foot
Centerfold Table

The Nectar Memory
Foam Mattress

DreamCloud Classic
Hybrid Mattress

J

#4 #5
_ J . J . J .
Ashley Darcy Sofa Harlow Solid Wood Platform Staples Cartwright Furmax Chenille U Shaped IKEA BILLY bookcase
Bed Red BarrelStudio Ergonomic Fabric Sectional Sofa
Swivel Task Chair
( h e N\ N\ N

#6

#7

#10
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Q4 Lookahead:
Holhday 2025
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What % of shoppers are more
choiceful with how they spend their
money at the moment because they
are worried about the future?

TRIVIA TIME

a.)23%
b.) 61%
c.)45%
d.) 80%




What % of shoppers are more
choiceful with how they spend their

money at the moment because they o
are worried about the future? o

a.)23%

b.) 61% Of shoppers say they are more
c.)45% choiceful with how they spend their
d.) 80% money because they are worried

about the future.




Theliving room emerges as the top focus area for furniture shoppers this
holiday season 2025

Kitchen

Refresh creatives, align investments to target more consumers
with what they would be looking for

W=

Google



81% consumers plan to buy individual pieces or decor/accent pieces

| plan to buy

Y | plan to buy a
decor and 1 8 A’ P y
_ complete furniture
accent pieces set
only

| plan to buy individual pieces

Clear messaging around unbundling pieces/sets, enabling the
consumer to choose the right product at the their price point

L\l

Google



As colder weather arrives, consumers are looking to update their
homes by refreshing furniture styles and replacing older pieces.

For which of the following occasions, if any, do you anticipate purchasing Home

furniture and/or Home decor during Holiday/Winters 2025?

50.00%

40.00%

30.00%

20.00%

10.00%

0.00%

47.24%

Refreshing
decor for
seasonal
update

45.94%

29.52%

1.39%
]
To update Replacing  Hosting/Entert  Renovating/ Moving intoa  None of
personal worn-out/ aining Remodeling new home the above

style/Aesthetic  Outdated friends/family
furniture

58%

Of Gen Zand Millennial
home furniture shoppers
say that updating their
personal style/aesthetic
is their primary purchase
driver

Google



When it comes to unaided consideration, both Big Box &online-only retailers
are top-of-mind for US furniture &decor shoppers...

|

7.59% =
7.03% Brand Loyalty is up for
o grabs as we see a mix of
¢ retailers pop-in the
consideration set
What retailer
would you
consider first
when shoppmng
for furntture or 2.46% 2 44%
decor this
holiday season?

Amazon lkea Walmart  Home Wayfair Ashley Home Target Hobby  Not sure
Goods Furniture  Depot Lobby

Google



Searches on Google Maps: Home Furniture Stores were a critical touch
points during Black Friday last year

Google Maps Searches on Black Friday
vs Thanksgiving -Christmas Average

Source: Google Maps Data

+96%

Home Furniture

+61%

Apparel

+41%

Toys & Games

Consumer
Electronics - +1 4%

Beauty &
Personal Care . +10%

Google

Source: Google Maps Data



Holiday shopping: Unlocking the modern consumer’s new value

equation
1.
. . . For what is top of mind for your
ngh“ght categorles consumers during pre -research, during
and prod ucts consumers buying and across all channels

are looking for

5 4.

_ Purchasing Ease
Enable Al to deliver on goals

Meet them when they are ready convert and hit
Searching, streamlining, scrolling that purchase button
and shopping are intertwined,
setup your strategy to win their
attention
Google
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Proprietary + Confidential

N
Google
Morethan15 /0 G‘ WD
of daily searches
O\ have never been
searched before
J

Proprietary + Confidential

Source: Google InternalData,Jan 2022



Google Al is giving Search superpowers:
and people are loving what they can do with it

("[hey search more naturally ) ('Ihey search more ) (They’re more satisfied )

Google Lens

Search what you see

e lensis now at more than 25 billion queries a
month.

e Younger users who have tried Circle to Search
now use it to start more than 10% of their
searches.

.

~

v

SOURCE: 1. Google Internal Data.2. Google O 2025

-

PN |
Owverwview s

Find information quickly
for complex questions

@ AlOverviews reached over 2B monthly users
across more than 200 countries and territories
and 40 languages.

e AlOverviews brings generative Alto more

K people than any other product in the world.

~

-

. 0
N ocd

Get help with your toughest questions

e People are using AlMode to learn, explore or
dig deeper by asking open-ended and follow-
up questions.

e Farly testers of AlMode are asking much
longer queries, 2-3 times the length of

J

3.Google internaldata,July 2025.4.Google /O 2025.5. Google /O 2025.6.Google internaldata,July 2025

K traditionalsearches. /

Experiences shown are currently available in the U.S., India and UK.




SEO

Three things to do for Al search experiences

The way people discover your content continues to evolve, but our core goal remains the same:
help people find outstanding, original content that adds unique value

/
° Focus on unique, valuable
content for people

Meet users' preferences in
today's multimodal search
environment , supporting your
text content with high -quality
images, videos.

[
© Ensure we can access

your content

Prioritize content -rich pages
for indexing and crawling , and
ensure structured data is always
supported by visible content.

p
© Understand the full

value of your visits

Focus on how well users get
information or finish tasks, not
just on clicks.
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Google
Lens
25 billion

visualsearches
conducted every month

N
every

visual search queries done
using Google Lens have a
commercial intent


https://blog.google/inside-google/company-announcements/google-fun-facts-25th-birthday/
https://blog.google/inside-google/company-announcements/google-fun-facts-25th-birthday/

How to use Google Lens in your daily life

Shop Translate Learn



Let’s give Google Lens a try

Android
o
e
@
05 EREkE —
L.o
Google.com Google

Search or type URL (o) =




Does Google Lens correctly identify this item?

‘e

S

Maimmz Sofa from Ashley Furniture

oogle



Thank you

Google




Google Insights & Trends

g 3 YouTube

N

Explore what users are Discover, watch, & share
searching for right now originally -created videos
trends.google.com youtube.com

Think with Google

Articles with Insights,
Ideas, & Inspiration

thinkwithgoogle.com
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