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"Things continue to look up for the residential flooring
market, as a solid housing market and growing consumer
confidence create conditions for increased spending on
home renovations. The market has seen steady growth
since 2011, but pent-up demand for home improvements
remains and will help to drive growth going forward."

- Molly Maier, Assistant Vice President

This report looks at the following areas:

BUY THIS
Flooring market shows modest but steady growth REPORT NOW

Multiple indicators suggest moderating growth
Health and safety issues linger for Lumber Liquidators and larger market
Under-45s increasingly want online options for shopping and purchasing VISIT:

store.mintel.com

With adults 25-44 making up the core of the residential flooring consumer base, the industry faces a

challenge in meeting these consumers in the digital and mobile spaces where they live, work, and

shop. CALL:
EMEA

+44 (0) 20 7606 4533

Brazil

0800 095 9094

Americas

+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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Figure 12: University of Michigan Index of Consumer Sentiment, 2010-15
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Wood growing trend for kitchens
Figure 16: Correspondence analysis — Flooring type, by room, January 2016

Figure 17: flooring type by room, January 2016

Correspondence analysis methodology
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Movement from wall-to-wall to hard surface and rugs
Figure 18: Flooring purchases and intent to purchase — Any hard surface vs any carpeting, January 2016
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25-44s key flooring buyers, especially for hard-surface categories
Figure 20: Hard-surface flooring types purchased in past year and intent to purchase, by age, January 2016
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Figure 21: Carpeting types purchased in past year and intent to purchase, by age, January 2016
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Reasons for Purchase

Most buyers cite multiple reasons for flooring purchases
Figure 27: Reasons for purchase, January 2016

Worn carpeting largest driver of flooring purchases
Figure 28: Reasons for purchase, by flooring type, January 2016

Young adults seek healthy and green flooring options
Figure 29: Reasons for purchase, by age, January 2016

Hispanics buy flooring as part of home upgrades
Figure 30: Reasons for purchase, by race and Hispanic origin, January 2016

$100K+ households prime market for value-added features
Figure 31: Reasons for purchase, all vs household income of $100K+, January 2016

Purchase Locations

Home chains lead, followed by independent specialists
Figure 32: Purchase locations, January 2016

Younger buyers favor chains, steer clear of specialists
Figure 33: Purchase locations, January 2016

Hispanics over index with mass merchants and contractors
Figure 34: Purchase locations, by race and Hispanic origin, January 2016
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Offline experiences still important to consumers
Figure 35: Information sources, January 2016

Personal touch important to oldest flooring purchasers
Figure 36: Information sources, by age, January 2016

Hispanics seek advice from others — online and off
Figure 37: Information sources, by race and Hispanic origin, January 2016

Hard surface flooring benefits from media attention
Figure 38: Information sources, by type of flooring purchased in past year, January 2016

Specialty retailers benefit when consumers do more research
Figure 39: Information sources, by purchase location, January 2016

Purchase Behaviors

Self-installers and online shoppers represent distinctive markets
Figure 40: Purchase behaviors, January 2016

Younger adults (18-44) embrace online shopping tools
Figure 41: Purchase behaviors, by age, January 2016

Hispanics lead in online shopping and self-installation
Figure 42: Purchase behaviors, by race/Hispanic origin, January 2016

Warehouse club shoppers favor online shopping modes
Figure 43: Attitudes toward flooring options, by purchase location, January 2016

Attitudes toward Flooring Options

Industry offer options at a wide range of price tiers
Figure 44: Attitudes toward flooring options, January 2016

Under-35s more likely to use shopping tools
Figure 45: Attitudes toward flooring options, by age, January 2016

Social solutions may help Hispanics manage choice
Figure 46: Attitudes toward flooring options, by race/Hispanic origin, January 2016
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Sales data

Fan chart forecast
Consumer survey data
Abbreviations and terms
Abbreviations
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Appendix — The Market

Figure 47: Total US retail sales and forecast of residential flooring, at inflation-adjusted prices, 2010-20

Appendix — The Consumer

Figure 48: Installation responsibility, by flooring type, July 2014-September 2015
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Figure 49: Wall-to-wall carpet installation responsibility, by Hispanic origin, July 2014-September 2015
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