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“Most consumers buy home décor to update the look and
feel of their homes and many also buy home décor simply
to treat themselves. As consumers are so inclined to buy
for themselves/their homes more often, retailers should
focus on encouraging more impulse buys in this category.
Showcasing new items and unique offerings will generate
interest from home décor shoppers.”

— Ali Lipson, Senior Retail & Apparel Analyst

This report looks at the following areas:

BUY THIS

= What’s driving the market for home décor? REPORT NOW
= How will the growing Hispanic population impact the home décor market?
< How is the home décor retail landscape changing?
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Total consumer expenditures on home décor are expected to rise in 2014 to reach $38.7 billion. store. minte| .Ccom
Furthermore, spending is expected to grow between 2013 and 2018 to reach $45.9 billion. The increase
is due to many factors such as strengthening housing market, improved consumer confidence, and
shifts in the retail landscape including more choices when shopping for home décor items, all of which CALL
combine to drive spending. EMEA

+44 (0) 20 7606 4533

This report builds on the analysis presented in Mintel’s Shopping for Home Décor — US, April 2012.

The purpose of this report is to identify behaviors and preferences among consumers when shopping Brazil

for home décor items. 0800 095 9094

Americas

+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
oxygen@mintel.com

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 14: Hunters alley screen shot, February 2014
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Market overview
Key social media metrics

Figure 20: Key social media metrics, March 2014

Brand usage and awareness
Figure 21: Brand usage or awareness, February 2014

Interactions with home décor retailers
Figure 22: Interactions with selected home décor retailers, February 2014
Leading online campaigns
Driving shopping conveniences
Pinterest powering user participation
Showcasing collection launches
What we think
Online conversations

Figure 23: Online mentions of select home décor retailers, by month, March 1, 2013-Feb. 28, 2014

Where are people talking about home décor retailers?
Figure 24: Online mentions of select home décor retailers, by page type, March 1, 2013-Feb. 28, 2014

What are people talking about?
Figure 25: Mentions, by topic of conversations, select home décor retailers, March 1, 2013-Feb. 28, 2014
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Figure 26: Home décor purchases, February 2014

Men focus on function, women seek décor
Figure 27: Home décor purchases for myself/my household, by gender, February 2014
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Figure 28: Home décor purchases for myself/my household, by age, February 2014

Higher-income consumers buying wider array of home décor items
Figure 29: Home décor purchases for myself/my household, by household income, February 2014

Reasons for Buying Home Décor for Self

Key points
Four in 10 buy home décor to update their homes

Figure 30: Reasons for buying home décor, February 2014

Women like to update their homes, men buy replacement items
Figure 31: Reasons for buying home décor, by gender, February 2014

Younger consumers most likely setting up homes
Figure 32: Reasons for buying home décor, by age, February 2014

Higher-income consumers want to update homes, lower-income consumers buy décor as a treat
Figure 33: Reasons for buying home décor, by household income, February 2014
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Reasons for Buying Home Décor for Others

Key points
Bridal shower and wedding gifts top registry purchases

Figure 34: Purchase occasions of home décor for others and how purchased, February 2014

Men more likely than women to buy from gift registries for wedding events
Figure 35: Purchase occasions of home décor for others and how purchased, by gender, February 2014

25-34s most likely to buy home décor for others from wedding registries
Figure 36: Purchase occasions of home décor for others and how purchased, by age, February 2014

Retailers Shopped for Home Décor

Key points
In-store shopping preferred for home décor purchases

Figure 37: Retailers shopped for home décor, February 2014

Men and women have similar retail preferences when buying home décor
Figure 38: Retailers shopped — In-store, by gender, February 2014

18-34s shopping a wide variety of retailers for home décor
Figure 39: Retailers shopped — In-store, by age, February 2014

Retailer preferences vary by household income
Figure 40: Retailers shopped — In-store, by household income, February 2014

Ideas/Inspiration for Home Décor

Key points

In-store displays and the internet are sources for home décor inspiration
Figure 41: Ideas/Inspiration for home décor, February 2014

Women inspired by a variety of decorating sources
Figure 42: Ideas/Inspiration for home décor, by gender, February 2014

Older shoppers inspired by traditional methods, young adults are social
Figure 43: Ideas/Inspiration for home décor, by age, February 2014

Higher-income consumers get ideas from a variety of sources
Figure 44: Ideas/Inspiration for home décor, by household income, February 2014

Attitudes toward Home Décor

Key points
Low loyalty toward brands and retailers among home décor buyers

Figure 45: Attitudes toward home décor, February 2014

Women are more interested than men in home décor
Figure 46: Agreement with attitudes toward home décor, by gender, February 2014

25-34s most involved in home décor category
Figure 47: Agreement with attitudes toward home décor, by age, February 2014

Interest in home décor spans household income levels
Figure 48: Agreement with attitudes toward home décor, by household income, February 2014
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Impact of Race and Hispanic Origin

Key points
Hispanics buying many home décor items

Figure 49: Home décor purchases for myself/my household, by race/Hispanic origin, February 2014

Hispanics buy home décor to treat themselves
Figure 50: Reasons for buying home décor, by race/Hispanic origin, February 2014

Hispanics more likely than non-Hispanics to buy from gift registries
Figure 51: Purchase occasions of home décor for others and how purchased, by race/Hispanic origin, February 2014

Hispanics shopping across a wide variety of retail channels for home décor
Figure 52: Retailers shopped — In-store, by race/Hispanic origin, February 2014

In-store décor displays inspire Whites, Hispanics use the internet, Blacks get ideas from TV
Figure 53: Ideas/Inspiration for home décor, by race/Hispanic origin, February 2014

Hispanics likely to keep up with the latest trends in home décor
Figure 54: Agreement with attitudes toward home décor, by race/Hispanic origin, February 2014

Cluster Analysis

Figure 55: Home décor shopper clusters, February 2014

Group 1: Uninvolved
Characteristics
Opportunity

Group 2: Internet Inclined
Characteristics
Opportunity

Group 3: Décor Enthusiasts
Characteristics
Opportunity

Group 4: Savvy Shoppers
Characteristics
Opportunity

Cluster characteristics tables
Figure 56: Home décor purchases for myself/my household, by home décor clusters, February 2014

Figure 57: Reasons for buying home décor, by home décor clusters, February 2014

Figure 58: Retailers shopped — In-store, by home décor clusters, February 2014

Figure 59: Retailers shopped — Online, by home décor clusters, February 2014

Figure 60: Ideas/Inspiration for home décor, by home décor clusters, February 2014

Figure 61: Agreement with attitudes toward home décor, by home décor clusters, February 2014

Cluster demographic table
Figure 62: Home décor clusters, by demographic, February 2014

Cluster methodology
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Appendix — Other Useful Consumer Tables

Home décor purchases

Home décor purchases for self
Figure 63: Home décor purchases for myself/my household, by marital/relationship status, February 2014
Figure 64: Home décor purchases for myself/my household, by household size, February 2014
Figure 65: Home décor purchases for myself/my household, by employment, February 2014
Figure 66: Home décor purchases for myself/my household, by generations, February 2014
Figure 67: Home décor purchases for myself/my household, by residence, February 2014
Figure 68: Home décor purchases for self, by retailers shopped for home décor from in-store or online — Any purchase, Part 1,
February 2014
Figure 69: Home décor purchases for self, by retailers shopped for home décor from in-store or online — Any purchase, Part 2,
February 2014
Figure 70: Home décor purchases for self, by retailers shopped for home décor from in-store or online — Any purchase, Part 3,
February 2014
Figure 71: Home décor purchases as a gift for others, by retailers shopped for home décor from in-store or online — Any purchase, Part
1, February 2014
Figure 72: Home décor purchases as a gift for others, by retailers shopped for home décor from in-store or online — Any purchase, Part
2, February 2014

Figure 73: Home décor purchases as a gift for others, by retailers shopped for home décor from in-store or online — Any purchase, Part
3, February 2014

Reasons for buying home decor for self
Figure 74: Reasons for buying home décor for self, by marital/relationship status, February 2014

Figure 75: Reasons for buying home décor for self, by household size, February 2014
Figure 76: Reasons for buying home décor for self, by employment, February 2014
Figure 77: Reasons for buying home décor for self, by generations, February 2014
Figure 78: Reasons for buying home décor for self, by residence, February 2014
Reasons for buying home decor for others
Figure 79: Purchase occasions of home décor for others and how purchased, February 2014
Figure 80: Purchase occasions of home décor for others and how purchased, by household income, February 2014
Figure 81: Purchase occasions of home décor for others and how purchased, by marital status, February 2014
Figure 82: Purchase occasions of home décor for others and how purchased, by employment, February 2014
Figure 83: Purchase occasions of home décor for others and how purchased, by generations, February 2014
Retailers shopped for home décor — In-store
Figure 84: Retailers shopped — In-store, by marital/relationship status, February 2014
Figure 85: Retailers shopped — In-store, by household size, February 2014
Figure 86: Retailers shopped — In-store, by employment, February 2014
Figure 87: Retailers shopped — In-store, by generations, February 2014
Figure 88: Retailers shopped — In-store, by residence, February 2014
Figure 89: Purchase occasions of home décor for others and how purchased — Any in-store purchase, by retailers shopped, Part 1,
February 2014

Figure 90: Purchase occasions of home décor for others and how purchased — Any in-store purchase, by retailers shopped, Part 2,
February 2014

Retailers shopped for home décor — Online
Figure 91: Retailers shopped — Online, by gender, February 2014

Figure 92: Retailers shopped — Online, by age, February 2014
Figure 93: Retailers shopped — Online, by household income, February 2014
Figure 94: Retailers shopped — Online, by race/Hispanic origin, February 2014
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Figure 95: Retailers shopped — Online, by marital/relationship status, February 2014

Figure 96: Retailers shopped — Online, by household size, February 2014

Figure 97: Retailers shopped — Online, by employment, February 2014

Figure 98: Retailers shopped — Online, by generations, February 2014

Figure 99: Retailers shopped — Online, by residence, February 2014

Figure 100: Purchase occasions of home décor for others and how purchased — Any online purchase, by retailers shopped, Part 1,
February 2014

Figure 101: Purchase occasions of home décor for others and how purchased — Any online purchase, by retailers shopped, Part 2,
February 2014

Figure 102: Purchase occasions of home décor for others and how purchased — Any online purchase, by retailers shopped, Part 3,
February 2014

Ideas/inspiration for home decor
Figure 103: Ideas/Inspiration for home décor, by marital/relationship status, February 2014

Figure 104: Ideas/Inspiration for home décor, by household size, February 2014
Figure 105: Ideas/Inspiration for home décor, by employment, February 2014
Figure 106: Ideas/Inspiration for home décor, by generations, February 2014
Figure 107: Ideas/Inspiration for home décor, by residence, February 2014
Attitudes toward home décor
Figure 108: Agreement with attitudes toward home décor, by marital/relationship status, February 2014
Figure 109: Agreement with attitudes toward home décor, by household size, February 2014
Figure 110: Agreement with attitudes toward home décor, by employment, February 2014
Figure 111: Agreement with attitudes toward home décor, by generations, February 2014

Figure 112: Agreement with attitudes toward home décor, by residence, February 2014

Appendix — Social Media

Key social media metrics
Figure 113: Key social media metrics — Pottery Barn, March 2014

Figure 114: Key social media metrics — Crate & Barrel, March 2014
Figure 115: Key social media metrics — Macy’s, March 2014
Figure 116: Key social media metrics — Pier 1 Imports, March 2014
Figure 117: Key social media metrics — JCPenney, March 2014
Figure 118: Key social media metrics — HomeGoods, March 2014
Brand usage or awareness
Figure 119: Brand usage or awareness, February 2014
Figure 120: Crate & Barrel usage or awareness, by demographics, February 2014
Figure 121: Pier 1 Imports usage or awareness, by demographics, February 2014
Figure 122: HomeGoods usage or awareness, by demographics, February 2014
Figure 123: Pottery Barn usage or awareness, by demographics, February 2014
Figure 124: Macy’s usage or awareness, by demographics, February 2014
Figure 125: JCPenney usage or awareness, by demographics, February 2014
Interactions with home décor retailers
Figure 126: Activities done, February 2014

Figure 127: Crate & Barrel — Activities done — | have looked up/talked about this brand online on social media, by demographics,
February 2014
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Figure 128: Crate & Barrel — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
February 2014
Figure 129: Crate & Barrel — Activities done — | follow/like the brand on social media because, by demographics, February 2014

Figure 130: Crate & Barrel — Activities done — | have researched the brand on social media to, by demographics, February 2014

Figure 131: Pier 1 Imports — Activities done — | have looked up/talked about this brand online on social media, by demographics,
February 2014

Figure 132: Pier 1 Imports — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
February 2014

Figure 133: Pier 1 Imports — Activities done — | follow/like the brand on social media because, by demographics, February 2014

Figure 134: Pier 1 Imports — Activities done — | have researched the brand on social media to, by demographics, February 2014

Figure 135: HomeGoods — Activities done — | have looked up/talked about this brand online on social media, by demographics,
February 2014

Figure 136: HomeGoods — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
February 2014

Figure 137: HomeGoods — Activities done — | follow/like the brand on social media because, by demographics, February 2014

Figure 138: HomeGoods — Activities done — | have researched the brand on social media to, by demographics, February 2014

Figure 139: Pottery Barn — Activities done — | have looked up/talked about this brand online on social media, by demographics,
February 2014

Figure 140: Pottery Barn — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
February 2014

Figure 141: Pottery Barn — Activities done — | follow/like the brand on social media because, by demographics, February 2014

Figure 142: Pottery Barn — Activities done — | have researched the brand on social media to, by demographics, February 2014
Figure 143: Macy's — Activities done — | have looked up/talked about this brand online on social media, by demographics, February
2014

Figure 144: Macy's — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
February 2014

Figure 145: Macy's — Activities done — | follow/like the brand on social media because, by demographics, February 2014

Figure 146: Macy's — Activities done — | have researched the brand on social media to, by demographics, February 2014

Figure 147: JCPenney — Activities done — | have looked up/talked about this brand online on social media, by demographics, February
2014

Figure 148: JCPenney — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
February 2014

Figure 149: JCPenney — Activities done — | follow/like the brand on social media because, by demographics, February 2014

Figure 150: JCPenney — Activities done — | have researched the brand on social media to, by demographics, February 2014

Key social media metrics

Online conversations
Figure 151: Online mentions of select home décor retailers, by month, March 1, 2013-Feb. 28, 2014

Figure 152: Online mentions of select home décor retailers, by page type, March 1, 2013-Feb. 28, 2014

Figure 153: Mentions by topic of conversations, select home décor retailers, March 1, 2013-Feb. 28, 2014

Appendix — Trade Associations
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