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Provoke Insights is a leader in research focused on 
branding, advertising, media, and content 
marketing strategies. Our biannual study uncovers 
how consumer attitudes and behaviors are evolving 
across a range of industries.

Now in its eleventh wave, this nationally 
representative study reveals how Americans shop, 
what drives their decisions, and how sustainability 
influences brand perception and loyalty. This wave 
also takes a closer look at the role of sustainably 
sourced products and uncovers which industries 
consumers consider the most and least sustainable.

The research is organized into 15 industry-specific 
reports that are easy to read and designed to 
provide quick, actionable insights. This report focuses 
on the furniture category, highlighting shifting 
shopping habits, evolving consumer priorities, and 
the role sustainability plays in purchase decisions.

Background & 
Objectives
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Provoke Insights conducted a 15-minute online 

survey among 1,500 Americans aged 21 to 65 in 
September 2025.

To ensure a representative sample of the U.S. 

population, Census data was used to guide a 

random stratified sampling approach, balancing 

key demographics such as household income, 

age, gender, geography, ethnicity, and 
presence of children in the household.

With this sample size, the results have a maximum 

margin of error of ±2.5% at a 95% confidence 

level.

Statistical significance testing was conducted at 

the 95% confidence level, with differences 

between subgroups highlighted in callout boxes 

within the graphs.

Methodology
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Key Findings
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Millennials, Parents, and Urban 

Shoppers Are Driving the Furniture 
Surge

Furniture sales are surging, with millennials, parents, and urban 
residents leading the way. Two-thirds of Americans purchased 
furniture in the past year, driving strong demand in categories such 
as mattresses, lighting, and bedroom sets. Many purchases are linked 
to life-stage transitions, including setting up new households or 
upgrading existing spaces. Gen Z and Hispanic consumers stand out 
as the most likely to have bought furniture in the past month, 
highlighting the central role younger, diverse, and family-oriented 
shoppers play in shaping today’s furniture economy.
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Furniture Isn’t Top of Mind for Sustainability, 
But It Should Be

Despite nearly half of recent furniture purchasers considering themselves environmentally conscious, 
furniture barely registers as a sustainable category in consumers’ minds. Just 3% of respondents named 
furniture as one of the most sustainable industries, far behind skincare, vitamins, and apparel. 

While sustainability matters, price remains the ultimate gatekeeper. Although more than half of furniture 
buyers say a sustainable label makes them more likely to purchase, many are still hesitant to pay 
significantly more. Parents, millennials, and urban shoppers are the most open to modest price increases, 
but Boomers and rural consumers are especially resistant to premium pricing for eco-friendly products .

The top barriers were high cost, followed by concerns about durability, style, and availability. For brands, 
the takeaway is clear: promoting sustainability works, but only when it’s paired with competitive pricing 
and clear value.
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Furniture Trends
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Seasonal Furniture Purchases

12%

9%
9%

13%
12%

13%

15%

13%
12%

Fall 2021 Spring 2022 Fall 2022 Spring 2023 Fall 2023 Spring 2024 Fall 2024 Spring 2025 Fall 2025

Furniture shopping slowed slightly this year as consumers pulled back on furniture compared to 

last fall.

Q. Which of the following have you personally bought in the last month? (Select all that apply) Base (2022-2025): All Qualified Respondents (N=1,500)



9Q. Which of the following have you personally bought in the last month? (Select all that apply) Base: All qualified respondents (N=1,500)

12%

Furniture Purchasers 

Who is Significantly More Likely 
to Purchase Furniture 

Z 17% Gen Z

H 16% Hispanic

Americans have purchased 
furniture in the last month 

Gen Z and Hispanic consumers are the 

most likely to have purchased furniture 
in the past month.
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The Role of Sales

Most furniture shoppers find a middle 

ground between saving and splurging. 
They aren’t driven solely by discounts; 

instead, they make intentional, 
meaningful purchases. 7%

20%

56%

9%

8%

Always wait for sales

Mostly buy on sale

Mix of sale and full
price

Mostly pay full price

Always pay full price

Q. Which best describes your shopping style? Base: Purchased furniture in the past month (n=174)



11Q. In the last six months, which of the following venues have you noticed price increases? (Select all that apply) 

Feeling the Pinch at Checkout
Price hikes have hit grocery stores and restaurants the hardest, while furniture sees less 

consumer awareness on these increases.

Base: All qualified respondents (N=1,500)

74%

69%

54%

44% 43%
39% 39% 38%

34% 33% 32%

24%

Supermarkets Restaurants Gas stations Department
stores

Big box stores Drug stores Entertainment
venues

(e.g., movies)

Home
improvement

stores

eCommerce
sites

(e.g., Amazon)

Specialty stores Live events
(e.g., concerts)

Furniture
stores



12Q. What furniture items have you purchased in the past year? (Select all that apply) Base: All qualified respondents (N=1,500)

66%

Significantly More 
Likely to Purchase

77% Parents

75% Urban 

73% Millennials

73% Hispanic

72% Republican 

Americans have purchased 
furniture in the Past Year 

Parents and Urban consumers are 
the most likely to have purchased 

furniture within the past year.

M

H



13

24%

21%

14%

12%
11%

10% 10%
9% 9% 9%

8%
7% 7%

6% 6%
5%

2%

Mattress Lamps/
lighting

Bedroom
 set

Storage
cabinets

Sofa Kitchen
table /
chairs

Outdoor
furniture

Office
 furniture

Dining
 room set

Accent
table(s)

Baby
 furniture

Teen/kids’
furniture 

Accent
 chair

Media
console

Recliner Sectional Sideboard

HHI $150K+ 

(15%)

Millennials 

(14%) 

Hispanic 
(14%)

Parents 

(15%)

Gen Z  
(14%)

Parents 

(13%)

Q. What furniture items have you purchased in the past year? (Select all that apply)

Furniture Purchased in the Past Year 
Parents, Hispanics, and Gen Z drive demand for mattresses, bedroom sets, and 
furniture for their children.

Parents (29%)

Hispanic (29%)

Gen Z (20%)

Urban  (19%)

Urban 

(17%)

Base: All qualified respondents (N=1,500)
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43%

38%

32%
34%

9%

28%
25%

29%

23%

9%

Prefer to buy from brands
that support environmental causes

Like to try new brands before
most people have heard of them

Makes shopping lists and
strictly sticks to them

Wandering aimlessly
through store aisles
is a guilty pleasure

Do not trust organizations/brands

Purchased in past month (N=174)
No purchase in past month  (N=1326)

Q. How much do you agree or disagree with the following statements? 

Q. What furniture items have you purchased in the past year? (Select all that apply)

Furniture Shopper Habits
People who bought furniture in the past month are far more environmentally conscious, and 

eager to trial new brands compared to those who didn’t buy furniture.

Base: All qualified respondents (N=1,500)

Top 2 agree on a 7-scale

*

*

*

*Indicates a significant difference
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Sustainability in 
Furniture Purchases
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Q. Which industry do you believe has incorporated the most sustainable practices? (Select one)
Q. And which industry do you believe has incorporated the least sustainable practices? (Select one)

13% 13%
12%

8% 8%
7%

7% 6% 6%
5%

4%
3% 3% 3% 2%

4% 4%

6%

12% 12%

4%
3%

4%
3%

6%

4%

14%

6%

3%

15%

Skincare Vitamins/
supplements

Apparel Auto Electronics Hotel stays Home
improvement

items

Beauty
supplies

Wine Beer Fitness
gear

Luxury items Liquor Furniture Airline
tickets

Most sutainable Least sustainable

Most and Least Sustainable Industry

Sustainability in Different Industries
Furniture is barely on consumers’ radar when it comes to sustainability with consumers 

giving far more eco-credit to categories like skincare, vitamins, and apparel.

Base: All qualified respondents (N=1500)



17Q. How much would you describe yourself as…?

Top 2 Agree on a 7-point agree scale

Eco-Conscious Among 
Furniture Shoppers

43% consider themselves 

to be environmentally 
conscious

Base: Purchased furniture items in the past month (n=174)

Nearly half of furniture purchasers consider 

themselves to be environmentally conscious.
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Not at all likely
15%

Not very likely
28%

Likely
41%

Very likely
16%

57% 

Likely to 

Purchase 

because of 

Sustainable 

Label

43% 

Not Likely to 

Purchase 

because of 

Sustainable 

Label

Q. When purchasing furniture, how likely are you to specifically choose an item because it is labeled as sustainable or eco-friendly?

Likelihood to Purchase 
Furniture Due to 

Sustainable Label

Base: Purchased furniture in the past year (n=994)



19Q. What are the biggest reasons that might stop you from purchasing eco-friendly furniture? (Select up to two)

Barriers to Purchasing Eco-Friendly Furniture
The biggest barriers to purchasing eco-friendly furniture are high prices although one-

quarter are concerned about durability, limited availability and styles. 

55%

27%

23% 23%

15%
12%

Higher prices Concerns about durability or
quality

Limited availability Limited styles or selection Lack of information about
sustainability claims

Sustainability is not an
important factor when

buying furniture

Rural (60%)

No Children (60%)

Hispanic (29%)

Urban (28%)

Male (28%) 

Base: Purchased furniture in the past year  (n=994)



20Q. Would you be willing to pay more for furniture that is sustainably made/eco-friendly?

Eco-friendly? Yes, if 

it’s wallet-friendly 
too.

Base: Purchased furniture in the past year  (N=994)

Sustainability sells, but only when the price 

remains reasonable. Nearly half of recent 
furniture buyers would pay a little more for eco-

friendly options. Boomers are the least willing to 
make this compromise. 

Yes, 
regardless 

of price 
increase 

22%

No, price is 
important 

30%

Yes, but only 
if the 

increase is 
small 
48%

Willingness to Pay for Eco-Friendly 
Furniture Products 

Urban (32%)

Parents (30%)
Millennials (30%)
Black (29%)

Males (28%)
Hispanic (28%)

Boomers (39%)

Rural (36%) 

No Children (53%)
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Optimism 
& Brand Discovery
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72%
73%

76%

72%

69%

74%

76% 76% 76%
75% 75%

Fall 2020 Spring 2021 Fall 2021 Spring 2022 Fall 2022 Spring 2023 Fall 2023 Spring 2024 Fall 2024 Spring 2025 Fall 2025

Consumer Optimism

Optimism
Top 2 box on a 4-point scale

Q. How optimistic are you about the future?

Three-quarters of Americans feel hopeful about the future, up from the low point in Fall 2022.

Base: All qualified respondents (N=1,500)
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Drivers of Optimism

Family remains the top driver of optimism 
among Americans. While physical health 

was the second leading reason in 2024, it 
has declined significantly. Optimism 

fueled by technological advancements, 
however, is on the rise.

Q. Which three factors influence why you are optimistic for the future? (Select up to three)  Base: Optimistic for the future(Fall 2024: n=1,146; Fall 2025: n=1,126)

5%

5%

8%

6%

8%

12%

17%

21%

21%

23%

26%

30%

22%

29%

44%

2%

5%

6%

6%

8%

9%

18%

19%

19%

22%

22%

24%

24%

25%

26%

50%

Philanthropy

Community support

Global events

The environment

Political climate

Social and cultural changes

Technological advancements

Job security

The economy

Religious beliefs

Mental health

Work-life balance

Physical health

Friends

Financial security

Family

2025 2024

NA
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Gen Z Millennials Gen X
Baby 

Boomers

Base Size 190 477 310 149

Family 46% 47% 56% 51%

Financial security 21% 24% 30% 34%

Friends 34% 22% 25% 26%

Physical health 18% 25% 25% 28%

Work-life 
balance

26% 25% 24% 14%

Mental health 26% 24% 18% 21%

Religious beliefs 16% 19% 25% 32%

Technology 13% 23% 17% 11%

Gen Z is fueled by work–life balance and 

mental health. Millennials are energized by 
balance and the promise of technology. 

Gen X leans most on family as their source 
of optimism. Baby Boomers turn to financial 
security, good health, and faith to stay 

positive about the future.

Each Generation 
Finds Optimism in 

Different Places

Q. Which three factors influence why you are optimistic for the future? (Select up to three) Base: Optimistic for the future (N=1,126) 
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Detractors of 
Optimism

The economy remains the top reason for 

a negative outlook, but concerns about 
personal financial security are easing. In 

contrast, worry over the political climate, 
global events, and social and cultural 
issues is growing as key drivers of 

pessimism.

Q. Which three factors influence why you are not optimistic for the future? (Select up to three) 

1%

3%

3%

5%

6%

8%

12%

18%

17%

15%

15%

24%

43%

34%

57%

1%

3%

3%

3%

9%

6%

13%

14%

16%

20%

21%

29%

35%

49%

59%

Community support and involvement

Technological advancements

Religious beliefs

Friends

Work-life balance

Family

Job security

Physical health

Mental health

The environment

Social and cultural changes

Global events

Financial security

Political climate

The economy

2025 2024

Base: Not optimistic for the future(Fall 2024: n=335 Fall 2025: n=374)
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Gen Z Millennials Gen X
Baby 

Boomers

Base Size 41 128 137 68

The economy 56% 58% 61% 56%

Political climate 29% 41% 61% 54%

Financial security 39% 38% 29% 40%

Social and cultural 
changes

17% 16% 25% 28%

Mental health 27% 20% 15% 6%

Work-life balance 20% 9% 8% 6%

Family 20% 6% 2% 4%

Generational 
Drivers of 

Pessimism Vary

For Gen Z, struggles with 

mental health, work–life 
balance, and family 

pressures fuel a negative 
outlook. Gen X points to 
frustration with the 

economy and political 
climate. Baby Boomers 

focus on financial security 
as a concern.

Q. Which three factors influence why you are not optimistic for the future? (Select up to three) Base: Not optimistic for the future (N=374)
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Financial Positions
Only half of the US population is saving money.

Q. Which of the following best describes your current financial situation?

51%

40%

10%

Saving money Living paycheck to paycheck Going further into debt

Base: All qualified respondents (N=1,500)
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Gen Z Millennials Gen X Boomers

44% 38% 27% 18%

19% 25% 26% 31%

14% 17% 32% 36%

17% 21% 24% 29%

14% 13% 23% 24%

13% 15% 11% 11%

26% 14% 5% 1%

11% 11% 8% 5%

12% 9% 4% 1%

3% 4% 7% 10%

3% 4% 4% 6%

3% 5% 4% 3%

4% 4% 3% 4%

How People Learn about Brands by 
Generation

4%

4%

4%

6%

7%

9%

11%

13%

18%

23%

24%

25%

32%

Emails/ newsletters

Podcasts

Radio

News or magazine

Influencers

Streaming video

Short-form video

 (e g , TikTok)

Online reviews

In-store

Word of mouth

Television

Search

Social media

Base: All qualified respondents (N=1,500)Q. In the last six months, which of the following venues have you noticed price increases?
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Media Trustworthiness Index

Word of mouth (friends/family) 15%

Online search 12%

Online reviews or forums 8%

Television 5%

Social media 2%

News or magazine articles 1%

In-store displays/retail promotions -1%

Short-form video (e g , TikTok) -6%

Streaming video (e g , Netflix) -7%

Podcasts -7%

Radio -7%

Influencers/creators online -8%

Emails/ newsletters -8%

Above

Average

Below

Average
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1%

2%

8%

9%

28%

53%

1%

1%

8%

9%

26%

54%

Engaged

Widowed

Divorced

Domestic partnership

Single

Married

Furniture Purchasers

Gen Pop

Gender Generation

Parents of Children 
Under 18

Civil Status

55%
Furniture

Purchasers

*<1% other identity

Employment Status

76%

8%

6%
7% 2%

1% 1%

65%

10% 10% 8%
3%

2% 2%

Furniture Purchasers Gen Pop

Respondent Profile

45%
Gen Pop

23%

48%

20%

9%

15%

40%

30%

14%

Gen Z Millennials Gen X Baby Boomers

Furniture Purchasers Gen Pop

Female Male

Furniture Shoppers 44% 56%

Gen Pop 50% 50%

Base: Furniture Purchaser in last month (n=174) Base: All qualified respondents (N=1,500)
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73%

17%

5%

5%

74%

16%

8% 3%

White Black Asian Mixed/Other/Prefer not
to say

Furniture Purchasers Gen Pop

Political Party

Area Household Income

17%

10%

16%

29%

12%

16%

25%

15%
13%

21%

12%

15%

Less than $50K $50K to $74K $75K to $99K $100K to $149K $150K to $199K $200K+

Furniture Purchasers Gen Pop

25%
Hispanic
(Home 

Improvement)

Ethnicity

I

Base: Furniture Purchasers in past month (n=174) Base: All qualified respondents (N=1,500)

Respondent Profile

19% Gen Pop

Democrats Republicans Independent

Furniture 34% 38% 21%

Gen Pop 34% 35% 24%

Rural Suburban Urban

Furniture 18% 46% 36%

Gen Pop 23% 46% 31%
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About Provoke Insights
Provoke Insights is not just a market research firm—we are a 

strategic partner dedicated to fueling brand growth. Our full-
service approach is designed to go beyond data collection, 
providing deep, actionable insights that empower brands to 

make smarter marketing decisions.

What sets us apart? We specialize in branding and advertising 
research, blending cutting-edge methodologies with real-world 
marketing expertise. Our team is made up of seasoned 

researchers, brand strategists, and media experts, ensuring that 
every insight translates into impactful business strategies.

At Provoke Insights, we don’t just deliver reports—we deliver a 
roadmap to success. Whether you’re looking to sharpen your 

messaging, refine your target audience, or maximize ROI, we 
provide the research that drives measurable results.

Let’s transform insights into action. Reach out to us at 
info@provokeinsights.com to learn more.
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