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This report reflects MTW Research’s independent view of the market which may differ from other 
third party views.  Whilst we try to ensure that our reports are an accurate depiction of their 

respective markets, it must be emphasised that the figures and comment contained therein are 
estimates based on a mix of primary and secondary research, and should therefore be treated as 

such. 
 
 
 
 
 

Terms & Conditions of Use 
The information contained within this report remains the copyright of MTW Research.  Subject to these Terms and Conditions (this "Agreement"), 
MTW Research ("we", "our", "us") makes available this publication and data or information contained therein (the "Report"). Your use of this report 

constitutes your acknowledgment and assent to be bound by this Agreement.  

 
Permitted Use, Limitations on Use 

You may access purchased Reports only as required to view the Reports for your individual use, and may print/copy a purchased Report once for 
your use. You may copy extracts from purchased Reports onto your own documents, provided that all citations are attributed to "MTW Research", 
and are for internal use only. You may not republish, resell or redistribute any Report, or do anything else with any Report, which is not specifically 

permitted in this Agreement. You may not reproduce, store in a retrieval system or transmit by any means, electronic or mechanical, any report 
without the prior permission of MTW Research.   

 
Limitation of Liability 

You are entirely liable for activities conducted by you or anyone else in connection with your use of the Report. We take no responsibility for any 
incorrect information supplied to us during the research process. Market information is based on telephone interviews and secondary sources 

whose accuracy we cannot guarantee. You acknowledge when ordering that MTW Research Reports are for your internal use and not for general 
publication or disclosure to third parties, unless otherwise agreed.  Neither MTW Research nor any of its affiliates, owners, employees or other 

representatives will be liable for damages arising out of or in connection with the use of the Report or the information, content, materials or 
products included in the Report. This is a comprehensive limitation of liability that applies to all damages of any kind, including (without limitation) 
compensatory, direct, indirect or consequential damages, loss of data, income or profit, loss of or damage to property and claims of third parties.  

 
Applicable Law 
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conflict of laws thereof, and to the extent permitted by applicable law, you consent to the jurisdiction of courts situated in England and Wales in 

any action arising under this agreement.  

 
Intellectual Property Rights 

You acknowledge that legal and beneficial interest in Intellectual Property Rights in connection with the Report belong to us. This includes all 
Intellectual Property Rights in any Material. You have no rights in or to the Report and you may not use any Material other than as permitted under 
this Agreement. We grant you a non-exclusive, non-transferable licence to use the Intellectual Property Rights referred to above solely for the use 

of Material as permitted under this agreement.  
 

Companies Included  
Whilst MTW endeavour to ensure that the majority of the major companies active in the market with which this report is concerned are 

included, it should be noted that the list of companies included in this report is not exhaustive and the inclusion or otherwise of a company 
in this report does not necessarily indicate, nor should be interpreted as, a company’s relevance or otherwise in a particular market.  

Whilst we endeavour to attain high levels of accuracy, it should be borne in mind that the rankings and other information provided within 
this report contain an element of estimation, should be regarded as such and treated with a degree of caution.   

 
Estimates Provided  

In order to enable benchmarking, competitor analysis and facilitate further market research, MTW have provided estimates for turnover, 
profit before tax and number of employees for small, medium sized and other companies who are not obliged to submit this information to 
Companies House.  As such, in the interests of clarity, all data relating to turnover, profit and number of employees provided in this report 
should be regarded as independent estimates by MTW.  Whilst we endeavour to attain high levels of accuracy with these estimates, they 

may not reflect the actual figures of a company and should therefore be treated with caution.   
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1. Introduction to Research & Analysis Reports 

1.1 Key Features & Benefits of this Research & Analysis Report 

MTW’s “Research & Analysis” market reports provide an independent, comprehensive review of 
recent, current and future market size and trends in an easy to reference format.  Each report 
provides vital market intelligence in terms of size, product mix, distribution channel mix, SWOT, key 
trends and influences, supply and distribution channel trends.  In addition, rankings by turnover, 
profit and other key financials for the market leaders are provided as well as a 1 page profile for each 
key player in the market.  Contact, telemarketing & mailing details are also provided for each 
company to enable the reader to quickly develop sales leads.   
 
Based on company sales returns which provide higher confidence levels and researched by market 
research professionals with experience in the industry, MTW’s Research and Analysis reports are used 
as a foundation for coherent strategic decision making based on sound market intelligence and for 
developing effective marketing plans.  MTW reports can also used as an operational sales and 
marketing tool by identifying market leaders, enabling the reader to quickly grow sales to new clients 
and focus marketing budgets.   
 
This report includes:-  
• Market Size, PEST, SWOT & Trends – Historical, Current & Future 

Based on sales data from a representative proportion of the industry, this report provides market size 
by value over a ten-year period.  As they are based on quantitative data as well as qualitative input 
from the industry, our reports are more accurate than other qualitative based reports and offer better 
value for money.  By combining the best of both quantitative and qualitative input, we offer our 
clients greater confidence in our market forecasts as well as discussing key market trends and 
influences from a qualitative perspective.   
 

• Product Mix – Current & Future 

This report identifies the key product sectors in the market and provides historical, current and 
forecast market share estimates for each, alongside qualitative discussion on key trends for each 
segment of the industry.  With input for this report being both qualitative and quantitative we are able 
to offer an effective insight into the core components of the market, as well as forecasting future 
market shares.   
 

• Distribution Channel Mix – Current & Future 

The report identifies the key distribution channels that drive demand for this market and provide a 
current, historical & future market share estimate for each.  This enables the reader to identify the 
key driving forces behind current market demand and adapt business tactics accordingly.  With 
forecasts of market share by key channels also provided, the reader is able to undertake strategic 
decisions with greater confidence as well as basing marketing strategies on solid market intelligence.   
 

• Market Leaders Ranking  

This report identifies the key players in the market and ranks them by a number of criteria, including 
turnover and profitability.  This enables the reader to identify the most relevant potential key 
customers in a market, understand their current position in the market and quickly identify new 
targets.  Also, MTW provide a turnover estimate for every company included in the report, enabling 
the reader to develop market share estimates.   
 

• Company Profiles & Sales Leads 

This report includes a 1 page profile for each company including full contact details for developing fast 
sales leads; 4 years of the most recent key financial indicators; and MTW’s ‘at a glance’ chart, 
enabling the reader to quickly gauge the current financial health of a company.   
 

• Relevant Companies, Saving You Time 

MTW Research have been researching and writing market reports in these sectors since 1999 and as 
such we are able to develop a company listing which is more relevant to the market, rather than 
automatically selecting companies to be included by industry code.  Our reports represent excellent 
value for money and don’t bombard you with irrelevant financial data; they are designed to enable 
you to engage in fast and effective market analysis.  We focus on providing what’s important in an 
easy to reference and use format.    
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2. UK DINING, LIVING & OCCASIONAL FURNITURE MARKET 

2.1 EXECUTIVE SUMMARY & MARKET OVERVIEW 

The UK Dining, Living Room & Occasional Furniture Market comprises of a wide 
range of products suitable for a variety of applications within a domestic 
environment.  Specifically, this report reviews the UK domestic market between 
2004 and 2010 with forecasts to 2013 for:- 

 

•Dining Tables – wooden, metal, stone & other materials 

•Dining Chairs – of all materials & styles 

•Display Units, Dressers & Sideboards  

•Shelf Units, Bookcases & Shelving 

•Coffee, Console & Lamp Tables 

•TV & Hi-Fi Entertainment Units 

•Bar Tables & Bar Stools – used in Kitchens, diners, utility rooms etc 
 
The UK dining, living & occasional furniture market is estimated to be worth just 
over £xxx million at retail selling prices in 2010, reflecting a market now 
entering a tentative growth phase following difficult trading conditions during 
the last 2 years.   
 
The dining room furniture market has undergone a period of relatively rapid 
polarisation in the last few years.  Sources indicate that the traditional ‘dining 
room table’ market has been under pressure for some time, both in terms of 
value and volume, as consumers’ social habits have changed toward less formal 
eating arrangements, with families often eating at different times or in more 
informal situations, such as on the sofa etc.   
 
The ‘kitchen diner’ room has become increasingly popular in UK households in 
recent years, with the ‘commodity end’ of the dining room table market 
becoming more relevant in this environment.  The occasional furniture sector 
has benefited from the social trend toward more informal dining arrangements 
in recent years, with coffee and occasional tables often used more frequently in 
these scenarios. 
 
The UK dining, living room and occasional furniture market has been 
increasingly dominated by the level of lower cost imports in recent years, with 
this issue a key inhibitor of growth according to some sources.  total imports of 
wooden furniture used in dining and living rooms are currently estimated at 
around £375 million in 2010.  Imports are now estimated to account for almost 
60% of all UK sales, reflecting the dominance of lower cost products in the 
market.   
 
The largest sector of the market is accounted for by dining tables which are 
estimated to account for around 23% of the total market value in 2010.  The 
dining chairs sector accounts for the second largest segment of the market in 
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2010, with a share of around 18% and a market value of just under £165 
million.   
 
Display units, dressers and sideboards are estimated to hold a share of around 
xx% with this sector having continued to benefit from an element of polarisation 
in the market, with many of the products in this sector now positioned in higher 
value market positions.   
 
A relatively new entrant to the market, bar tables and stools are increasingly 
viewed as a threat to dining tables used in kitchen environments.  This sector of 
the market is currently estimated to account for around 12% of the market in 
2010, having gained rapid share in recent years.   
 
In 2010, TV / Hi-Fi units are estimated to be worth just under £110 million, 
accounting for around 12% of the market by value.  The coffee tables sector, 
which also includes lamp and console tables, is estimated to be worth around 
xx% in 2010, having gained some share of the market in recent years.  Shelf 
units, bookcases and shelving account for a smaller proportion of the market by 
value in 2010, estimated at around 6%.   
 
In terms of distribution channels, the market remains dominated by smaller 
independent retailers operating on a local or regional basis.  The second largest 
sector is accounted for by DIY and hardware retailers, with the larger national 
DIY multiples having rapidly gained share in a number of sectors of the UK 
furniture market in recent years.   
 
The high street and department stores sector is typically positioned within the 
higher value / lower volume market position, with around 20% share in 2010, 
having lost share to the internet / mail order / supermarkets sector in recent 
years which is estimated to account for around 25% of sales.    
 
The development of supermarkets into non-commodity goods markets has also 
been a key issue in the UK furniture market in recent years, with companies 
such as Tesco and Sainsbury’s launching non-food ranges in 2006.  These 
companies have positioned themselves in the higher volume sector of the 
market and are indicated to have gained share from the DIY multiples in recent 
years by offering keen pricing and wider product choice.   
 
In terms of likely future prospects, our forecasts are for the market to return to 
modest levels of value growth in terms of current prices in 2010, with a more 
pronounced upturn more likely evident in the second half of the year.  However, 
with inflation currently forecast at around 2.3%, this growth will translate into a 
downturn in market value in real terms, reflecting the likelihood of difficult 
trading conditions in the near term.   
 
By 2012, however, our forecasts are for the market to return to positive growth 
territory in terms of real prices, with a total market value of just under £1 billion 
forecast by 2013.  Volume demand is anticipated to return to growth in the near 
term, as a number of key factors drive demand 
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2.2 DINING, LIVING & OCCASIONAL FURNITURE MARKET SIZE & TRENDS 2004-2013 

2.2.1  Dining, Living & Occasional Furniture Market Size 2004-2013 – Current Prices 

The UK Dining, Living & Occasional Furniture market encompasses a wide range of 
products and is estimated to be worth just under £xxx million in 2010 as illustrated in the 
following chart:- 
 

Figure 1: Dining, Living & Occasional Furniture Market – UK 2004 – 2013 By Value £m 
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Source: MTW Research / Trade Estimates 

The UK dining, living & occasional furniture market is estimated to be worth just over £xxx 
million at retail selling prices in 2010, reflecting a market now entering a tentative growth 
phase following difficult trading conditions during the last 2 years.   
 
Between 2004 and 2007, the market continued to experienced steady, albeit modest growth 
throughout most key product sectors, with annual rises of 1-2% evident.  Sources indicate 
that the market peaked in terms of value during the first quarter of 2008 with the economic 
downturn being more profoundly felt by the industry during the second half of the year.  
Whilst reasonable performance in terms of volume demand in certain product sectors 
prevented a dramatic contraction in market value for 2008, industry sales are estimated to 
have declined by just under 2% for the year with much of this contraction emanating from a 
rapid decline in demand in Q4, 2008.   
 
Consumer expenditure on big ticket items continued to decline in H1 2009, with the furniture 
market being particularly affected as householders sought to defer larger purchases.  The 
rapid slowdown in the housing market also impacted the sector, with house moving levels 
often closely linked to purchases of new dining and living room furniture.  The slowdown 
continued through the third quarter of 2009, though trade sources indicate that slowly 
improving economic conditions in Q4 2009 prompted some optimism in the market, with, if 
not an improvement in market value then a cessation of decline evident.   
Slightly improved trading conditions during Q4 2009 resulted in the year closing an 
estimated 4% down on the 2008 market value, reflecting a decline which may have been 
more severe if not for a return to growth in the housing market and slowly improving 
economy in the latter stages of the year.   
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As highlighted in the above chart, the impact of the economic downturn on the dining, living 
and occasional furniture market has been severe, though perhaps not as dramatic as some 
commentators predicted.  Our estimates are that the recession cost the industry in the 
region of £60 million of lost sales relating to this sector specifically, reflecting a cost of 
around £3 million per month to the industry since mid 2008.   
 
Near term prospects for the industry are more positive, with an albeit relatively steady rise in 
market value forecast for 2010.  In terms of macro-economic issues, the economy should 
continue a track of slow recovery during the first half of the year, followed by a more positive 
upturn in H2 2010.  This, coupled with an improvement in the housing market and rising 
levels of consumer confidence should underpin some return to growth for the dining, living 
and occasional furniture market in the near term.   
 
An accelerated pattern of growth is forecast for the industry from mid 2010 onwards, with 
the market reaching a value of just under £1 billion by 2013, reflecting an anticipated growth 
rate of around 9% between 2010 and 2013.  Whilst inflation growth will negate much of this 
relatively modest rise, our forecasts are for the industry to grow in real terms in the medium 
to longer term.   

2.2.2 Dining, Living & Occasional Furniture Market Size 2004-2013 – Constant Prices 

The following chart illustrates the performance of the market value with consumer price 
index inflation stripped out since 2004, with forecasts to 2013:- 

Figure 2: Dining, Living & Occasional Furniture Market – UK 2004 – 2013 Constant Prices £M 
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Source: MTW Research / Trade Estimates 

As illustrated, based on constant 2004 prices, the Dining, Living & Occasional Furniture 
market has been continually impacted by the rising cost of living, with real term market 
value having declined steadily since the early part of last decade.   
 
During 2008, the market experienced both a decline in volume demand coupled with a rapid 
‘flight to price’ by consumers.  This intensified price competition within an already highly 
price competitive market, resulting in declining average unit prices.   
The dining, living and occasional furniture market has long suffered from the threat of lower 
cost imported products which has consistently driven average retail prices lower.  With 
consumer expectations of value being already high within the mid market furniture sector, 
the recession brought about a fierce level of pricing pressure to the industry.  Retailers have 
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been unable to maintain retail prices during the last 2 years, with heavy discounting and a 
focus on volume rather than margins being a strategy followed by several key distribution 
channels.   
 
In addition to heavy discounting, retailers have also sought to reduce sourcing costs by 
requiring lower prices from manufacturers.  Where retailers are not able to reduce sourcing 
costs in the UK, reduced levels of loyalty to UK manufacturers has clearly been evident with 
rising levels of imported products being shipped to the UK in the last few years.   
 
The dining room furniture market has undergone a period of relatively rapid polarisation in 
the last few years, with the market being split into 2 fairly distinct categories of commodity 
and luxury.  Sources indicate that the traditional commodity ‘dining room table’ end of the 
market has been under pressure for some time, both in terms of value and volume, as 
consumers’ social habits have changed toward less formal eating arrangements, with 
families often eating at different times or in more informal situations, such as on the sofa 
etc.  The need for a dining table for family meals is often viewed as less important, with 
occasional furniture being used more frequently and therefore playing a more prominent 
role in the household.   
 
The ‘kitchen diner’ room has become increasingly popular in UK households in recent 
years, with the commodity end of the dining room table market becoming more relevant in 
this environment.  Following a kitchen-diner re-fit, expenditure on a new dining room set 
often forms an integral part of the interior design with this sector indicated to have grown 
share of the market in recent years.  Often, eating forms only a small proportion of the use 
of these tables and as such, higher functionality, greater flexibility and modern, sleek 
designed tables and chairs which complement modern kitchen designs have become an 
increasingly apparent trend in the market in recent years.   
 
Whilst a change in eating habits may have reduced demand in the lower value, ‘traditional 
commodity’ sector of the market, the higher value end of the market is indicated to have 
continued to gain share.  With space and the number of rooms in modern houses coming at 
increasingly higher premiums, a room set aside specifically for dining has become a status 
symbol and average levels of expenditure on these rooms is indicated to have risen in 
recent years.  A greater focus on interior design in dining rooms has resulted in consumers 
specifying higher value furniture which offers an aspirational design element, perhaps with 
less functionality, which is often not suitable in other rooms of the home.   
 
The occasional furniture sector has benefited from the social trend toward more informal 
dining arrangements in recent years, with coffee and occasional tables often used more 
frequently in these scenarios.  Further, a growing emphasis on interior design resulted in 
higher levels of volume demand for occasional furniture products in recent years.  However, 
much of this rising volume demand was met by lower cost imports and sources indicate that 
this had little impact on market value. 
 
Indications are that volume demand for dining, occasional and living room furniture rose by 
around 1-2% per annum during 2004-2007, though the majority of this demand was fulfilled 
by lower cost imports.  Whilst this may offer some reasonable opportunities in terms of a 
replacement market in the near to medium term, higher volumes in the lower value sector 
between 2004-2007 are indicated to have further constrained growth during 2008 and 2009.   
 
The majority of products within the dining, living and occasional furniture market are of a 
non-commodity nature and as such are often deferrable in times of economic downturn.  
Sources indicate that, despite initial hopes of an ‘improve don’t move’ trend during the 
recession where householders would refurbish rather than buy new homes, the level of  
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2.2.3 Future Prospects 

 
In terms of likely future prospects, our forecasts are for the market to return to modest levels 
of value growth in terms of current prices in 2010, with a more pronounced upturn more 
likely evident in the second half of the year.  However, with inflation currently forecast at 
around 2.3%, this growth will translate into a downturn in market value in real terms, 
reflecting the likelihood of difficult trading conditions in the near term.   
 
By 2012, however, our forecasts are for the market to return to positive growth territory in 
terms of real prices, with a total market value of just under £1 billion forecast by 2013.  
Volume demand is anticipated to return to growth in the near term, as a number of key 
factors drive demand, including:- 
 

• Improved Housing Market –House moving prompt new furniture purchases 

• Rising Consumer Confidence – Consumer less fearful of big ticket expenditure 

• Declining Unemployment – Improved job security prompting more confidence 

• Rising Business Confidence – Sustaining wage inflation & disposable incomes 

• ‘Pent-Up Demand’ – Many consumers have deferred purchases for 2 years now. 

• ‘Kitchen – Diners’ – Refurbishment of kitchens & trend to larger kitchen-diners 

• Working from Home –Technology makes ad-hoc home working more accessible 

• ‘Status Symbol’ – Luxury dining rooms receive higher expenditure 
 
Consumers’ focus on value is likely to subside to some extent in the near to medium term, 
though price competition is likely to remain a key dampener of market growth in the low-mid 
market value sectors.  Growth in volume demand should offset this price sensitivity to some 
extent, though it is likely that suppliers positioned in the higher value sectors of the market 
are likely to experience a more rapid return to value growth than other, less well 
differentiated suppliers.   
 
Differentiation is likely to become increasingly important to UK suppliers, as the threat of 
lower cost imports remain a clear issue in the market.  Consumer preferences appear to be 
shifting toward a preference for a higher value product which offers greater features and 
benefits.  The growing ability for UK suppliers to add value to their product portfolio should 
underpin the market in the near-medium term, with consumers seeking key benefits such 
as:- 
 

• Adaptability – Use of furniture for several uses (eating, home office etc) 

• Flexibility – Furniture can be moved, changed, resized etc to suit task or room 

• Modular – Can be added to when required 

• Design – Contemporary designs used to fit in with modern interior design 

• Longevity – Won’t become outdated or unfashionable 

• Functionality – Furniture is fit for purpose and useful 

• Market Position – Furniture ‘fits’ with room, e.g high value dining room etc 

• Environmental – Sustainable sources, ethical manufacturing / retailing etc 

• Sales Support – Availability, prompt delivery, after care service etc.   
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2.3 KEY MARKET TRENDS IN THE DINING, LIVING & OCCASIONAL FURNITURE MARKET  

2.3.1  PEST Analysis – Illustration of Key Market Forces 

There are a large number of macro market issues and trends which directly or indirectly influence 
the UK Dining, Living & Occasional Furniture market.  These issues typically relate to political, 
legal, economic, environmental, social and technological factors.  The following diagram provides 
a brief overview of some of these key issues which are currently impacting the market at present 
and those which may stimulate or dampen market growth in the future:- 
 

Figure 3: PEST Analysis for UK Dining, Living & Occasional Furniture Market in 2009 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: MTW Research Strategic Review 2010 

Whilst the above diagram is by no means exhaustive, it provides an illustration of some of 
the key issues impacting the market at present and in the future.   

2.3.2  Political & Legal Influences & Trends 

The current UK political landscape is presently determined by the results of the last general 
election which was held in early May 2005.  The Labour party was returned in 355 seats, 
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reflecting 64 more seats than the other parties combined.  However, whilst the number of 
MPs returned represented 55% of the total number of seats, it also reflected a decline of 
some 47 compared to the party’s performance in 2001.   
 
This lowest ever share of the UK vote by a winning party, at 35%, translated into a 
government with a nominal majority and one which was therefore considerably weaker than 
in previous years.  Just under 22% of the electorate having voted for the Labour party in 
2005 and this has subsequently translated into a government which has apparently 
experienced a growing fragility in terms of ability to pass law or change policy without 
making some, or often fairly substantial concessions.  In early 2010,this trend is culminating 
in most opinion polls suggesting that there is likely to be a change in Government at the 
next general election.   
 
Current indications are that the next general election will be held in May 2010, with the 
majority of commentators suggesting that the current UK government has just begun its final 
term following the summer recess and party political conference season.  At present, the 
majority of opinion polls suggest that the next UK government will be a Conservative one, 
though increasingly, in early 2010, some polls are indicating that this is by no means a 
foregone conclusion with the Conservative party having just a 5-10 point lead and 
increasingly political commentators are putting forward the increasing likelihood of a ‘hung’ 
parliament.   
 
Within the context of the current economic fragility; a relative lack of mandate from the 
electorate in 2005; and an apparent growing dissatisfaction from the UK public toward 
Parliament from events such as the MP’s expenses fiasco, the current strength of the UK 
government is suggested by many to be at an all time low.  Following the Queen’s speech in 
January 2010, many commentators suggested that the government lacked the strength and 
time required in order to translate any of the proposed activities into law.   
 
In terms of impact on UK business, and more specifically the Dining, Living & Occasional 
Furniture market, the lack of political strength at present may be dampening opportunities 
for the UK economy to recover quickly from the recent downturn.  A lack of strong 
leadership may be in part suppressing business and consumer confidence, resulting in a 
slower return to growth for the overall UK economy.   
 
One key influence of current government policy on the UK furniture manufacturing industry 
has related to immigration and the use of migrant workers.  The use of foreign workers in 
the industry has grown rapidly in recent years, with around 30-40% of the industry now 
estimated to be comprised of non-indigenous workers.  The tightening of immigration 
controls and checks is indicated to have increased bureaucracy for furniture manufacturers 
and impacted on profitability to some extent.   
 
Further, the influx of eastern European workers which characterised the ‘UK minimum wage 
economy’ in recent years has also reversed, partly due to the decline in the strength of the 
Pound as a result of Government policy.  With an apparent exodus from the UK of East 
European and particularly Polish workers, a decline in available labour is also indicated to 
have impacted industry profitability.  Whilst the recession has negated this impact to some 
extent in recent months, sources suggest that a lack of employees willing to work in the 
furniture manufacturing industry at minimum wage level is likely to be a key weakness in the 
industry in the medium term.   
 
Taxation policy is also likely to become an increasingly important aspect in the furniture 
industry in the near term, with Government policy directly impacting on consumer 
expenditure through taxation.  Current spending by the Government on ‘quantitative easing’,  
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2.3.3  Economic Influences & Trends 

To the surprise of many commentators, the UK economy remained in recession during the 
third quarter of 2009 according to the UK government statistical office.  With many 
anticipating some minimal growth in GDP output, this news further dampened consumer 
confidence in many sectors of the UK economy. 

Gross Domestic Product 2004-2013 

The following chart illustrates the current and future prospects for the UK economy in terms 
of GDP growth at current prices:- 
 

Figure 4: UK Economic Annual Performance– GDP 2004-2013 
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Source: MTW Research / ONS 

As illustrated, the UK economy experienced particularly strong levels of growth during 2006 
and 2007, with growth levels in excess of 6% per annum.  However, whilst the economy 
performed reasonably well in early 2008, a realisation in Q2 2008 of the high level of ‘toxic 
debt’ undertaken by US banks through sub-prime lending, coupled with the level of 
uncertainty in terms of to whom this debt had been sold resulted in a freezing of the global 
financial system dubbed the ‘credit crunch’.   
 
The ‘credit crunch’ quickly filtered to the UK banking system, resulting in the UK financial 
sector reaching crisis point in Q3 2008 with some sources suggesting that the collapse of a 
number of high street banks was averted by secret loans & part nationalisation by a just a 
few hours as investors rushed to recoup investments and withdraw savings.  As business 
confidence levels plummeted, output in the UK service economy in particular declined 
rapidly, followed by a subsequent contraction in the manufacturing sector.  Overall, the 
downturn in business confidence coupled with the freezing of the global banking sector 
resulted in an overall annual contraction in GDP of some 4.5%, with this decline sharply 
focussed on the last 2 quarters of the year.    
 
With recent rises in retail spending and successive house price growth pointing to a growing 
level of consumer confidence, most estimates suggest are that the UK economy recovered 
from recession during the latter part of 2009, with some growth likely to become more 
substantive in Q1 2010.  House prices rose by 0.5% in January 2010, representing a 
slowdown from the growth during the summer that saw prices increase by 6% between April 
and September 2009.  Indications are that many fewer properties are being bought and sold 
than in “normal” market conditions. The first nine months of 2009 registered just over half a 
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million transactions, an annualised turnover rate of only 3.6% of the housing stock, well 
below the 20-year average of 8.5%.  
 
Forecasts for the overall economy in 2010 are positive, albeit nominal, with growth of 
around 1% anticipated as sources indicate that a slow and prolonged recovery period is the 
most likely scenario.  The substantial level of expenditure by the Government during 2008 
and 2009 will likely result in a rapid decline in public expenditure in the medium term, with 
GDP growth therefore increasingly reliant on the fragile private sector.   
 
Despite growing levels of ‘cautious optimism’, the Bank of England continued its policy of 
quantitative easing in January 2010 for fear of a ‘double-dip’ in the UK economy in early 
2010.  This concern is echoed by the apparent continued refusal by the UK banks to 
increase business lending substantially, as they seek to divest their bad debts and build up 
cash reserves in the ongoing process described as ‘deleveraging’.  Both household and 
corporate sectors are undergoing a period of deleveraging, seeking to pay down debts and 
strengthen their balance sheets.   

UK Inflation 2004-2013 

Recent fears of deflation in the UK economy appear now to have passed.  The impact of QE 
on the economy is likely to result in some growth in terms of inflation in the short term, and 
this coupled with an anticipated rise in energy prices and growth in consumer expenditure 
overall in the near term should further boost Consumer Price Inflation.   
 
The following chart illustrates the level of CPI since 2004 with forecast to 2013:- 
 

Figure 5: UK Economic Annual Performance– Inflation (CPI) 2004-2013 
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Source: MTW Research / HM Treasury 

CPI peaked during Q3 2008 at 4.9%, though both Q4 2008 and Q1 2009 saw inflation 
continue at very high levels of 4.5% - well above the target rate of 3% set by the 
Government.  With the Bank of England primarily responsible for setting interest rates to 
control inflation, many commentators suggested that rates were held too high for too long in 
order to combat inflation at a time when economic output was declining rapidly.  During 
September 2008 interest rates were 5%, declining only slightly to 4.5% in October.   
 
As illustrated above, inflation declined in 2009 to just over 3%, with a further fall likely in 
2010 to around 2.3%, reflecting lower levels of product inflation throughout the majority of 
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the UK economy.  A more stable scenario is then envisaged beyond 2010, as the UK 
economy slowly recovers from the current recession.   
 
The anticipated improvement during this year and beyond in business and financial services 
is particularly encouraging as this includes many business to business services, and should 
support growing confidence in the corporate sector thereby translating to stronger consumer 
confidence. Contributions to growth from manufacturing and construction both deteriorated 
slightly in Q3 2009, but the combined negative effect on GDP growth was well below 0.1 
percentage points. 

Interest Rates 2004-2013 

As previously illustrated, the setting of the base interest rate at which banks are able to 
borrow money from the central government bank falls under the responsibility of the 
monetary committee at the Bank of England.  Before November 2008, this committee’s 
primary concern was related to the control of inflation, post November 2008 sources 
indicate that the Bank of England’s remit has become enlargened to encompass, or at least 
consider, overall economic output within their monthly decision making process.   
 
The following chart illustrates the average level of interest rate charged each year since 
2004 and forecasts to 2013:- 
 

Figure 6: UK Economic Annual Performance– Interest Rates (Bank of England) 2004-2013 
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Source: MTW Research / HM Treasury 

As illustrated above, interest rates remained relatively stable between 2004 and 2006 
reflecting a wider stability in the overall economy.  Higher rates of inflation took hold in 2007, 
fuelled by a rise in basic material costs, energy and fuel in particular resulting in a response 
by the Bank of England to raise rates to an average of 5.5% by the end of the year.   
 
With the bank’s primary concern being inflation, interest rates remained high during the 
majority of 2008, with the bank only starting to cut rates in the last quarter of the year.  This 
was quickly followed by further cuts in 2009 to current historically low levels of 0.5% as the 
bank responded to pressure to focus on GDP output and the UK economy’s performance 
overall, rather than simply inflation.   
 
Given a relatively rapid return to growth in the near term, current forecasts are for interest 
rates to rise in mid-late 2010, albeit relatively slowly initially.  In early 2010, QE - effectively 
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printing money, remained the bank’s preference, suggesting there remains a considerable 
degree of concern regarding UK economic output at present and indicating that any growth 
in interest rates is likely to be minimal in the near term.   

Employment Rates 

The following chart illustrates the level of unemployment in the UK since 2004, with 
forecasts to 2013:- 
 

Figure 7: UK Unemployment Numbers 2004-2013 
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Source: MTW Research / ONS 

Unemployment levels have risen successively since 2004 as illustrated above, from just 
over 1.4 million to just under 1.7 million by 2007, reflecting an increase of some 16% over 4 
years.  The impact of the recession was not necessarily reflected in the unemployment 
figures during 2008, with the year ending with just fewer than 1.8 million unemployed.   
 
The effects of the recession were only felt during the second half of 2009, with the year 
overall recording a rapid rise in unemployment to around 2.5 million.  During the three-
month period June to August 2009, the level of UK unemployment was just under 2.5 
million, corresponding to a rate of 7.9% of the active population over 16 years of age. The 
latest figures mark an increase of 88,000 from the previous three-month period (March to 
May 2009) when the level of unemployment was 2.38 million and the unemployment rate 
was 7.6%.   
 
During 2010, indications are that employment levels should start to rise as the economic 
environment improves.  By 2011, a faster rate of growth is forecast in terms of GDP, with 
business confidence likely to prove more robust and result in greater business investment.  
As such, by year-end 2011 unemployment levels are forecast to decline to around 2.15 
million, reflecting a decline of some 14% off the high recorded in late 2009.  Given a 
continued improvement in the economy, forecasts to 2013 are positive, with unemployment 
rates set to fall further to around 1.55 million and levels previously experienced in 2005/6.   
 

 
 
 
 
 

REPORT SAMPLE 



© MTW Research 2010 

 20 

2.4 SWOT ANALYSIS – Strengths, Weaknesses, Opportunities, Threats 

Following a strategic review of the Dining, Living & Occasional Furniture market, the following 
table identifies some of the key strengths & weaknesses evident in the UK Dining, Living & 
Occasional Furniture market at present:- 

Figure 8: Key Strengths & Weaknesses in the Dining, Living & Occasional Furniture Market 2009-2013 

STRENGTHS WEAKNESSES 

• Inherent industry strength - 70% of furniture 
retailers have excellent / good credit rating. 

• Highly skilled workforce able to produce high 
quality, differentiated products. 

• Well defined market positions held by most UK 
manufacturers & retailers – clear strategies 

• UK manufacturers typically focused on higher 
value sector which should recover faster in 2010 

• Well established, experienced manufacturing 
base, able to react quickly to market trends.   

• High management retention rates in 
manufacturing sector reported at around 90-
95%, resulting in skilled & experienced 
corporate management.   

• Efficient management information systems & IT 
systems used by majority of manufacturers & 
retailers to enhance service & reduce costs. 

• Wide range of distribution channels enabling 
comprehensive coverage of UK market. 

• Sophisticated use of internet for marketing & e-
commerce by UK manufacturers & retailers 

• Most companies operate flexible and agile 
business models enabling them to shift focus 
according to changes in market demand.   

• UK market now typically split into 2 fairly distinct 
categories of commodity and luxury, facilitating 
strategic decision-making.   

• UK indigenous workforce typically highly 
skilled with high wage aspirations reducing 
manufacturers’ ability to compete on price.   

• Low consumer loyalty in relation to other 
purchasing criteria such as design, price etc. 

• Workforce in lower skilled sectors of industry 
often lack motivation & result in high level of 
‘staff churn’.   

• Lack of focus on differentiation evident by 
some smaller furniture manufacturers & 
retailers. 

• Substantial fragmentation in the furniture 
retail channel resulting in lower buying power 
for retailers & more fragmented market for 
manufacturers to supply.  

• Minimal or no acceptance by consumers 
during 2008 and 2009 of price rises of non-
differentiated products.   

• Minimal levels of profitability throughout 
industry result in lower levels of marketing & 
product awareness. 

• Majority of products are ‘deferrable 
purchases’ and therefore risk exposure to 
economic downturns is higher.   

• High consumer expectations of value within 
the mid market furniture sector. 

• Need to stock larger / bulky items of furniture 
results in larger stores / warehouses required 
– increasing costs for retailers and mfrs alike.  

• High fragmentation of distribution channels 
and large number of smaller retailers active 
within these channels – increase distribution, 
CRM and supply costs for manufacturers.    

 

 

 

Source: MTW Research Strategic Review 2010 
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The following table identifies some of the key opportunities and threats evident in the market 
at present:- 

Figure 9: Key Opportunites & Threats in the Dining, Living & Occasional Furniture Market 2009-2013 

OPPORTUNITIES THREATS 

•  Growth in Kitchen-diners & ongoing trend of 
kitchen refurbishment. 

• Use of kitchen ‘dining table’ for number of uses – 
eating, ad-hoc home office, homework, hobbies 
etc.   

• Use of separate dining room to display status 
through purchase of higher value furniture.   

• Recovery from economic downturn should 
stimulate rise in consumer confidence. 

• Growth in the integration of technology into 
furniture. 

• Technology stimulating new demands on furniture 
– e.g MP3 housing, set top boxes, consoles etc. 

• Housemoving levels should return to growth, 
stimulating new purchases. 

• ‘Trading-up’ opportunities from consumers who 
purchased lower value products 5-10 years ago. 

• ‘Pent-up’ demand released from deferred 
purchases during recession. 

• Differentiation through features such as 
adaptability, flexibility, after care service, delivery, 
availability etc.  

• Use of environmental credentials to add value – 
sustainable sourcing, reduced carbon footprint, 
ethical trading etc.   

• Use of internet, mobile phones & new social 
networking technology to develop more effective 
communications & e-commerce. 

• Rising fuel costs in longer term may result in 
imports becoming less attractive to retailers.   

• Rising population, rising number of households 
increasing volume demand. 

• Availability of labour is rising in the short term as 
a result of the recession, reducing wage inflation. 

• Use of new management & motivation techniques 
to decrease ‘staff churn’.    

• Products which offer ‘instant makeover effect’ for 
minimum effort continue to be popular with UK 
consumers 

• Growing level of pricing pressure from 
ongoing impact & legacy of recession. 

• Decline in availability of lower paid labour for 
manufacturing as exodus of employees from 
East Europe return home.   

• High risk of exposure from foreign companies 
buying UK manufacturers & reducing 
investment. 

• Minimal or no acceptance by consumers of 
price rises of non-differentiated products.   

• High exposure to economic pressures which 
impact on consumer confidence levels. 

• Ongoing threat of lower cost imports. 

• Ongoing price sensitivity in non-differentiated 
sectors. 

• Threat of substitutes & competition from 
highly fragmented & competitive market.    

• Likelihood of rise in corporation & income tax. 

•  UK fiscal policy not viewed as strong at 
present, reducing overseas investment.  

• Rising share by lower value, volume retailers 
with high purchasing power, devaluing overall 
market.   

• Growing environmental obligations may 
increase manufacturing & distribution cost 
base whilst consumers resist price rises.   

• Growth in different consumer media resulting 
in wider range of fads/trends with less distinct 
trending patterns, e.g. TV, radio, magazines, 
internet, twitter, social networking etc. 

 

Source: MTW Research Strategic Review 2010 
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2.5 IMPORTS & EXPORTS OF FURNITURE 2004-2013 

 

The following chart illustrates the level of imports of wooden dining and living 
room furniture since 2004 and forecasts to 2013 in value terms:- 
  

Figure 10: Imports of Living & Dining Room Furniture By Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

As illustrated, total imports of wooden furniture used in dining and living rooms 
are currently estimated at around £375 million in 2010.  Imports are now 
estimated to account for almost 60% of all UK sales, reflecting the dominance of 
lower cost products in the market.   
 
In 2004, total imports stood at just under £240 million.  Market penetration by 
the DIY multiples, catalogue stores and other lower value channels such as the 
supermarkets who entered the market in 2006 resulted in a dramatic growth in 
demand for lower cost imports as illustrated above.  Between 2004 and 2008, 
imports rose by almost 80%, reflecting the high level of pressure on the UK 
furniture manufacturers in recent years.   
 
Following a dip in demand during 2008 and 2009, imports are likely to return to 
growth in 2010, rising by an average of 4-5% per annum in the medium to 
longer term.  By 2013, our forecasts suggest that the total value of imports will 
reach just over £460 million by 2013.   
 
Historically, export opportunities have offered some relief for UK manufacturers 
with this sector offering some reasonable demand as well as the domestic 
market.   
 
The following chart illustrates the level of exports of wooden dining and living 
room furniture since 2004 and forecasts to 2013 in value terms:- 
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Figure 11: Exports of Living & Dining Room Furniture By Value 2004-2013 £M 

0

50

100

Exports £M 77.8 75.6 74.9 71.8 67.5 39.1 50.4 48.7 46.2 43.1

2004 2005 2006 2007 2008 2009
2010 

Fcst

2011 

Fcst

2012 

Fcst

2013 

Fcst

 

Source: MTW Research / Trade Estimates 

The increasing dominance of lower value imports from the far east and eastern 
Europe has impacted on a number of key export markets in recent years as 
illustrated in the above chart.  In 2010, total exports are forecast to be around 
£50 million, reflecting a slight improvement after the recession in 2008 and 
2009.  However, since 2004, exports have continued to decline, contracting by 
some 35% over the last 6 years highlighting the increasingly competitive nature 
of the foreign export markets for dining and living room furniture.   
 
This gradual downward decline is expected to continue in the medium to longer 
term as UK manufacturers are unable to compete in terms of price against lower 
cost countries in Eastern Europe and Asia and Oceania.  By 2013, therefore, our 
forecasts are for exports to decline steadily to a value of around £43 million.   
 
The following chart illustrates the share by key target countries for dining and 
living room furniture exports in 2010:-  

 Figure 12: Share by Key Export Country for Dining & Living Room Furniture 2009  
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Source: MTW Research / Trade Sources 

As the above chart illustrates, the European Union represents almost 60% of 
exports in 2009, reflecting a value of more than £22 million, with North America 
accounting for a further 16% and £6 million by value.   
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3. PRODUCT TRENDS & SHARES 

3.1 Share by Key Product Sector – 2010, 2004 & 2013 

The share accounted for by each of the key sectors within the UK dining, living 
and occasional furniture market in 2010 is illustrated in the following chart:- 

 

Figure 13: Share by Product in Dining, Living & Occasional Furniture Market 2010 
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Source: MTW Research / Trade Sources 

As the above chart illustrates, the UK dining, living and occasional furniture 
market comprises of a wide range of product sectors with a variety of uses.  The 
largest sector of the market is accounted for by dining tables which are 
estimated to account for around 23% of the total market value in 2010.   
 
The dining chairs sector accounts for the second largest segment of the market 
in 2010, with a share of around 18% and a market value of just under £165 
million.  This sector is obviously closely linked to the dining tables market and 
has typically followed similar trends in terms of consumer purchasing and 
preferences in recent years.   
 
Display units, dressers and sideboards are estimated to be worth just over £160 
million in 2010, reflecting a relatively substantial share of around 18%.  This 
sector has continued to benefit from an element of polarisation in the market, 
with many of the products in this sector now positioned in higher value market 
positions.   
 
Bar tables and stools are a relatively new entrant in this market and are often 
viewed as a threat to dining tables used in kitchen environments.  This sector of 
the market is currently estimated to account for around 12% of the market in 
2010, having gained rapid share in recent years.   
 
The TV / Hi-Fi and entertainment unit sector has continued to develop in recent 
years, with advances in technology continuing to place new demands on this 
sector in terms of product innovation.  In 2010, TV / Hi-Fi units are estimated to 
be worth just under £110 million, accounting for around 12% of the market by 
value.   
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The coffee tables sector, which also includes lamp and console tables is 
estimated to be worth around 11% in 2010, having gained some share of the 
market in recent years, despite a decline in the use of table standing lamps and 
hall tables.   
 
Shelf units, bookcases and shelving typically consist of lower value products and 
therefore account for a smaller proportion of the market by value in 2010, 
estimated at around 6%.  However, recent trends have favoured more 
minimalist storage solutions, such as contemporary shelving and this sector is 
expected to gain some share in the longer term.   
 
In order to illustrate historical trends, the following chart illustrates the share by 
key product sector in 2004:- 
 

Figure 14: Share by Product in Dining, Living & Occasional Furniture Market 2004 

Dining Tables

25%

Shelf Units / 

Bookcases / 

Shelving

5%

Dining Chairs

20%Display Units / 

Dressers / 

Sideboards

19%

Bar Tables & 

Stools

7%TV / Hi-Fi Units

15%

Coffee / Console / 

Lamp Tables

9%

 
Source: MTW Research / Trade Sources 

As illustrated, dining tables and chairs have lost some share of the market in 
recent years, declining from 25% and 20% in 2004 to 23% and 18% 
respectively in 2010.  This gradual share loss is primarily attributed to a decline 
in volume demand for more traditional, higher value dining tables in favour of 
cheaper products suitable for a wider range of uses.  In addition, this sector has 
come under increasing pressure from lower cost imports, as well as lower cost 
dining sets gaining popularity, which are now estimated to account for around 
60% of the dining tables & chairs market.   
 
The display units, dressers and sideboards market was estimated to be worth 
around £180 million in 2004, with around 19% share of the market.  This sector 
has lost some share in recent years, following a steady decline in volume 
demand.  However, as these products are typically positioned in the higher 
value end of the market, average unit prices are indicated to have been 
relatively well maintained– preventing substantial declines in value.   
 
The rapid growth of the bar tables and stools sector is clearly evident from the 
above chart, rising from 7% in 2004 to around 12% in 2010.  More casual 
entertaining trends, larger kitchens and more informal eating habits have 
prompted this sector to grow share in recent years.   
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The following chart illustrates the forecast share for each key product sector 
within the dining, living and occasional furniture market in 2013:- 

Figure 15: Forecast Share by Product in Dining, Living & Occasional Furniture Market 2013 
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Source: MTW Research / Trade Sources 

 
By 2013, our forecasts suggest that the dining tables sector will continue to lose 
some share of the overall market, as the threat of substitute products such as 
kitchen tables, bar tables, breakfast bars and occasional tables continues to 
grow.   
 
These trends are also likely to impact on the dining chairs market, with bar 
stools and upholstered furniture representing key substitute threats to this 
sector.  As such, by 2013 indications are that the dining room tables sector will 
account for around 20% of the market, having declined from 26% in 2004, with 
dining chairs contracting from 21% in 2004 to 16% in 2013.   
 
The bar tables and stools sector is forecast to continue to grow share of the 
dining, living and occasional furniture market in the longer term, reaching 
around 17% by 2013.  These products are benefiting from the growth in 
kitchens with dining areas, consumers’ preference toward more informal dining 
coupled with the trend toward smaller households.  Whilst the majority of these 
products are outside the scope of activity of wooden furniture manufacturers, 
imports and metal furniture manufacturers are likely to grow share of this 
market in the near term.   
 
Contemporary design trends and a more minimalist approach to living room 
furniture has resulted in design led shelving products gaining in popularity in 
recent years.  This trend is likely to continue in the medium to longer term as 
consumers seek minimal storage, design led bookcase and shelving solutions.  
In 2004 this sector was estimated to account for around 5% of the market by 
vale, with this likely to grow to around 8% by 2013.   
 
Whilst technology remains a key driver for some product sectors in the dining, 
living and occasional furniture market, the TV and Hi-fi sector is likely to lose 
share to 2013, following a changes in the technology found in UK living rooms.  
Historically, entertainment units typically housed a large CRT television, DVD  
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3.2 Dining Tables Market 2004-2013 

The following chart illustrates the performance of the domestic dining tables 
market by value since 2004 and forecasts to 2013:- 

Figure 16: Dining Tables Market by Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

As illustrated, the UK dining table market is currently valued at around £200 
million in 2010 at retail prices, reflecting a more pronounced contraction in terms 
of value during 2008 and 2009.  Volume demand is likely to steadily decline in the 
longer term, though product development should reduce price sensitivity to some 
extent.  However, by 2013, forecasts are for the market to decline to around £198 
million, reflecting a contraction in market value of some 17% since 2004. 
 
Dining table sales have historically suffered from a change of eating habits over 
the last decade, with more informal eating arrangements resulting in less focus on 
using the dining table for family dining, thereby dampening growth opportunities.  
However, the use of a dining table for alternative uses has sustained the sector to 
some extent preventing a substantial decline in market value in recent years.   
 
Kitchen refurbishment and the growth in popularity of kitchen diners has resulted 
in contemporary dining tables being specified in kitchens, rather than lower value 
kitchen tables.  This has prompted a need for more flexible, adaptable, space 
saving tables which can be modified according to use, with these tables often used 
for both formal and informal eating, home office work, entertaining, school work, 
hobbies etc.   
 
A separate dining room with table is now often viewed as a luxury in modern 
homes where space is coming at an increasing premium, particularly in flats – a 
fast paced sector of the new home building market in recent years.  Separate 
dining rooms are therefore often displayed as a status symbol and sources 
suggest that consumers are generally more inclined to purchase higher value 
furniture in order to create a ‘centrepiece of the home’.   
 
The threat of substitutes for the dining table sector continues to grow, with 
breakfast bars, bar tables, occasional tables, kitchen tables and trays likely to  
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3.3 Dining Chairs Market 2004 – 2013 

The following chart illustrates the performance of the domestic dining chairs 
market by value since 2004 and forecasts to 2013:- 

Figure 17: Dining Chairs Market by Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

As illustrated, the UK dining chairs market was estimated to be worth around 
£163 million in 2009, reflecting a decline of around 9% as the economic 
downturn prompted a rapid decline in consumer spending.  During 2010, the 
sector is likely to continue to lose some value, in line with the dining table 
market, contracting to around £159 million at retail prices.   
 
Sources indicate that the growth in dining sets has continued to erode both the 
dining table and chairs market in recent years, with lower cost imports also 
dampening market growth in the lower – mid market sectors.  Whilst there 
remains some optimism in the hand made and premium end of the market, 
much of this activity remains niche and is unlikely to prevent further declines in 
market value over the longer term.   
 
Design trends in the dining chair sector have broadly followed those within the 
overall furniture market, with modern contemporary designs being preferred 
over more traditional styles.  Lighter wood colours are also estimated to account 
for around 70% of the market in value terms, as lighter colours provide an 
illusion of space and also complement the neutral coloured paints which are 
typically specified in UK households at present.   
 
As dining tables have become used for a wider variety of uses, so have dining 
chairs, with design trends taking into account this issue.  As such, chairs with 
arms and plush seating have become less relevant, in favour of more sleek, 
modern designs with minimal upholstery appropriate for short term use, rather 
than long leisurely luncheons.   
 
Bar stools and upholstered furniture represent key threats to the dining chairs 
sector where breakfast bars and lap trays are becoming more popular in relation 
to eating in the kitchen or living room.  These issues are likely to subdue any 
further growth in the longer term, with the sector stabilising at around £xxx  
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3.4 Display Units, Dressers & Sideboards Market 2004-2013 

The following chart illustrates the performance of the display units, dressers and 
sideboards market by value since 2004 and forecasts to 2013:- 

Figure 18: Display Units, Dressers & Sideboards Market by Value 2004-2013 £M 

100

150

200

£M 179 179.2 180.1 180.6 175.1 161.5 158.8 157.7 156.9 156.1

2004 2005 2006 2007 2008 2009
2010 

Fcst

2011 

Fcst

2012 

Fcst

2013 

Fcst

 

Source: MTW Research / Trade Estimates 

As illustrated, sales of display units, dressers and sideboards have followed a 
downward trend since 2004 in terms of value, contracting by around 8% in 2009 to 
a value of around £162 million.   
 
Despite substantial levels of product development and innovation, sales in this sector 
remain subdued due to a number of key issues.  One key reason for the lack of any 
substantive performance by this sector in recent years relates to the issue of space 
within the living room.  Increasingly, rooms in modern homes are becoming smaller, 
with large furniture such as sideboards and dressers often not suitable with 
consumers opting instead to use shelving or more minimalist storage solutions.   
 
Further, there is an apparent perception of ‘traditionalist’ design linked to these 
products, despite much innovation in terms of design in recent years.  With 
consumers seeking contemporary, uncluttered rooms these larger items of furniture 
are often not considered appropriate.   
 
In addition, the increasing frequency of design trends has led to some consumers 
opting for lower value products which can be replaced more easily every few years.  
The fear of purchasing an expensive sideboard or cabinet which may be considered 
‘out of fashion’ in a few years time is also indicated to be a key inhibitor for this 
sector.   
 
Given these issues, the dressers, sideboards and display cabinets sector is likely to 
be underpinned by higher value installations of a more traditional design nature.  
Reinterpreting historical trends is indicated to be a key trend within the sideboards 
and display cabinets sector, with this sector less influenced from modern fads and 
short term trends.  In addition, with these products usually specific in larger, 
separate dining rooms or drawing rooms, this sector is likely to shift more toward a 
higher value / lower volume proposition in the longer term.   
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3.5 Shelf Units, CD/DVD Racks, Bookcases / Shelving Market 2004-2013 

The following chart illustrates the performance of the shelf units, bookcases and 
shelving market by value since 2004 and forecasts to 2013:- 

Figure 19: Shelf Units, Bookcases & Shelving Market by Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

Sales of shelf units, CD/DVD racks, bookcases and shelving for domestic 
applications were estimated to be worth just under £50 million in 2009 at retail 
prices, reflecting a decline in value of around 4% since 2008.   
 
Trade sources suggest that this sector has grown share of the overall dining, 
living and occasional furniture market in recent years rising from 5% of the 
market in 2004 and forecast to reach around 8% by 2013.   
 
This sector’s relative popularity is indicated to be due to consumers’ preference 
toward more simple, sleek and contemporary storage solutions in the form of 
shelving, rather than larger pieces of furniture such as sideboards.  In addition, 
ownership of DVDs and CDs has also prompted volume demand growth for more 
specific storage solutions for these products, though these tend to positioned 
toward the lower value end of the market.  Digital storage and streaming 
through media centres is also likely to result in lower demand for these products 
in the near term.   
 
Consumer preferences in this sector are indicated to be toward lighter coloured 
wood which complement netural décor and ‘chunky’ designs with simple lines 
and contemporary appearance.  Wood continues to be the preferred material, 
though glass, acrylics and metal are also used.   
 
Whilst design is likely to remain important, sources indicate that consumers are 
now seeking improved functionality over form, with ‘S’ shaped shelving and ‘peg 
shelving’ less popular than more functional box shape designs.  In addition, 
space saving design features and non-obtrusive designs are also indicated to be 
popular at present, complementing the trend toward declining room sizes in 
modern homes. 
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3.6 TV, HI-FI & Entertainment Units Market 2004 – 2013 

The following chart illustrates the performance of the TV & Hi-Fi unit market by 
value since 2004 and forecasts to 2013:- 

Figure 20: TV. Hi-Fi & Entertainment Market by Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

Technological developments and product innovation has dramatically influenced 
the entertainment cabinet sector in recent years, valued at around £109 million 
in 2009 following a period of steady decline since 2004.   
 
Previously, entertainment units would have housed a large television, set top 
digital box, DVD player, video recorder, computer console and possibly stereo 
though in recent years the size and number of these boxes has steadily 
reduced.  In 2010, the integration of digital receivers into flat screen televisions, 
coupled with console media centres such as the Playstation3 means that often 
living rooms will have just one media centre box and a wall mounted television.  
Effectively this negates the need for an entertainment unit and as such it is 
likely that this sector will lose share of the market in the longer term.   
 
In the near term, however, trends in this sector are following the decline in 
number of TV / Hi-fi related boxes with smaller designs becoming more popular 
and space saving design becoming more relevant.  In addition, storage space 
for DVDs and CDs are becoming less important as MP3 players and digital 
storage negate the need for separate storage media.   
 
In terms of product trends, lighter coloured woods and wood effect remain 
popular with open fronts to facilitate access and ensure proper ventilation of tv 
and hi-fi equipment.  Sources indicate that sleek and modern lines are also the 
most popular, though glass shelving units have also taken some share of this 
sector in recent years.   
 
Our forecasts are for the entertainment unit sector to continue to decline in 
value terms in the longer term, contracting to around £99 million at retail prices 
by 2013.  Indications are that technological developments in terms of 
integration of digital receivers coupled with ‘internet ready’ TVs will result in 
declining volume demand for entertainment units in the longer term.   
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3.7 Bar Tables & Stools Market 2004 - 2013 

The following chart illustrates the performance of the bars and stools market by 
value since 2004 and forecasts to 2013:- 

Figure 21: Bar Tables and Stools Market by Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

The above chart illustrates the relatively strong performance of the bar tables 
and stools market in the UK, having risen from £64 million in 2004 to around 
£104 million in 2009, reflecting growth in excess of 60% in 5 years.   
 
Whilst the market stabilised in terms of value growth in 2009, trade sources 
indicate that this was due to the economic downturn and subsequent decline in 
consumer expenditure on household RMI in general, rather than indicative of 
any longer term trend.  Further, there are a number of key market drivers 
present in this sector which should offer sustained growth in the medium to 
longer term.   
 
The growing preference of kitchen diners and the use of a kitchen as a social 
gathering and informal entertaining place has driven the demand for bar tables 
and stools given that they offer a less formal area to relax as opposed to a 
dining or kitchen table.  In addition, modern designs and contemporary styles of 
bar tables are also often more in keeping with the style of modern kitchen 
refurbishments, as opposed to more traditional wood tables.   
 
Further, the kitchen furniture market has experienced rapid growth in the 
development of breakfast bar worktops in recent years, with bar stools often 
specified as part of the overall design of a kitchen.   
 
Whilst this sector is typically comprised mostly of imported products, the sector 
remains relatively immature and is therefore in a rapid growth phase in terms of 
volume.  As such, price competition remains relatively subdued at present, with 
retailers able to differentiate these products on the basis of their modernity, 
contemporary styling and ‘fit’ with the increasing use of the kitchen as a place 
for informal entertaining.  Given these trends, our forecasts are for the sector to 
continue to experience positive growth patterns, reaching around £xxxmillion by 
2013 at retail selling prices.   
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3.8 Console, Lamp & Coffee Tables Market 2004-2013 

 

The following chart illustrates the performance of the Console, Lamp & Coffee 
Tables market by value since 2004 and forecasts to 2013:- 

Figure 22: Console, Lamp & Coffee Tables Market by Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

The console, coffee and lamp tables sector comprises of a wide range of 
products across a broad spectrum of design.  Console tables are designed for 
placing against a wall and typically lie within the more traditional, higher value 
sector in terms of design and quality.  As such, whilst volume demand has 
weakened in recent years, the console table sector has not experienced any 
substantial decline in terms of value as average unit prices have generally 
increased in line with inflation.   
 
The coffee tables sector has benefited from the trend toward more informal 
eating in the living room.  Sources indicate that smaller coffee tables are often 
specified due to smaller room sizes generally; though increasingly a room will 
now have at least 2 such tables to accommodate the trend toward eating in the 
living room.   
 
In terms of design, around 70% of the coffee tables sector is comprised of 
contemporary styling with simple lines and lighter colours, with more classic, 
darker wood styles accounting for the remainder.   
 
There has been a shift toward an equal emphasis on design and function by 
householders in this sector, with consumers seeking value for money as well as 
contemporary, stylish design and functionality.  Modular furniture remains 
popular, where pieces may be added or taken away according to need.   
 
The growth in the popularity of floorstanding lamps has negatively impacted on 
the lamp tables market in recent years, with this sector having lost share in 
terms of both value and volume.  Lamp tables are now estimated to account for 
around 10% of the sector and are forecast to decline further in the medium to 
longer term.   
Nevertheless, with coffee tables accounting for around 70% of the sector in 
2010, product development and changing social trends are likely to sustain 
growth for the overall sector, forecast to reach just under £130 million by 2013.   
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At A Glance - Key Financial Indicators
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4. FURNITURE MANUFACTURER PROFILES 
The following section identifies some of the key UK manufacturers and provides a 1 
page profile with key performance indicators for each.  It should be noted that whilst 
we endeavour to include all the major players in the market, inclusion or otherwise 
in the following section does not necessarily indicate a company’s relevance in the 
market.   

4.1 Furniture Manufacturers Profiles & KPIs 

Sample Ltd - Company Overview & ‘At a Glance’  

Sample Address 
Sample Address 
Tel: Sample 

Sample Ltd is a private limited with 
share capital company, incorporated on 
18 July 1973. The company’s main 
activities are recorded by Companies 
House as “The manufacture and 
wholesale of furniture.”  In early 2010, 
the company has an estimated 129 
employees. 
 
To year end 31/07/2008, Sample Ltd is 
estimated to have achieved a turnover of around £11 million.  Pre-tax profit for the same period is 
estimated at around £30,000.  
 
The following table briefly provides a top line overview on Sample Ltd:- 

Company Name Sample Ltd 

Brief Description of Activities The manufacture and wholesale of furniture. 

Parent Company n/a 

Ultimate Holding Company n/a 

Estimated Number of Employees  129 

Senior Decision Maker / Director Sample Sample 

The following table illustrates the company’s key performance indicators for the last 4 years:- 

Figure 27: Sample Ltd - 4 Year KPIs to Year End 31/07/2008 

Key Indicator £ Year End 
31/07/2005 (Year1)  

Year End 
31/07/2006 (Year2) 

Year End 
31/07/2007 (Year3) 

Year End 
31/07/2008 (Year4) 

Fixed Assets £370,000 £355,000 £264,000 £318,000 

Current Assets £2,406,000 £3,287,000 £3,507,000 £3,599,000 

Current Liabilities £1,748,000 £2,556,000 £2,757,000 £2,963,000 

Long Term Liabilities £543,000 £561,000 £534,000 £458,000 

Net Worth £485,000 £525,000 £480,000 £496,000 

Working Capital £658,000 £731,000 £750,000 £636,000 

Profit per Employee  -£1,868 £217 £2,102 £233 

Sales per Employee n/a n/a n/a n/a 
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5. DISTRIBUTION CHANNELS SHARE & TRENDS 

5.1 Share by Key Distribution Channel 2010, 2004 & 2013 

The share accounted for by each of the key distribution channels within the UK 
dining, living and occasional furniture market in 2010 is illustrated in the 
following chart:- 
 
Figure 53: Share by Distribution Channel for Dining, Living & Occasional Furniture Market 2010 
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Source: MTW Research / Trade Sources 

It should be noted that due to an element of overlap between a number of 
channels, estimating the share by channel is particularly complex and the above 
should therefore be regarded as guideline estimates only.   
 
Given these complexities, however, our estimates are that the furniture retailers 
sector continue to maintain the majority share by value of the dining, living and 
occasional furniture market in 2010, with this sector comprising of around xx% 
of total industry sales.   
 
The furniture retailers market remains dominated by smaller independent 
retailers operating on a local or regional basis with a small number of brands 
stocked.  This sector primarily operates within higher value end of the market, 
having mostly repositioned over the last 10-15 years.  This repositioning was 
brought about by the inability of smaller retailers to compete on price with 
channels such as the DIY multiples, catalogue stores and mail order operations.  
Further high street retailers are often unable to offer the level of stockholding 
offered by competing channels and were therefore forced to move into a lower 
volume, higher value market position in order to survive.   
 
The second largest sector is accounted for by DIY and hardware retailers, with 
the larger national DIY multiples having rapidly gained share in a number of 
sectors of the UK furniture market in recent years.  In 2010, this sector 
accounts for around 25% of the market by value which would rise to an 
estimated 40% in volume terms, reflecting the higher level of imported products 
sold through this channel.  The DIY Multiples or ‘Sheds’ have made most 
headway in this market in recent years, with B&Q, Focus & Homebase 
developing their furniture portfolio in recent years.  With an increasing emphasis  
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In order to provide a historical context, the 2004 share for each of the key 
channels illustrated in the following chart:- 
 
Figure 54: Share by Distribution Channel for Dining, Living & Occasional Furniture Market 2004 
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Source: MTW Research / Trade Sources 

As illustrated, there has been substantial changes in terms of channel share in 
the dining, living and occasional furniture market in recent years with much of 
this change due to the growth in lower value imports and the shift to a ‘two-tier’ 
market.  As the industry has become increasingly polarised in terms of price, 
retailers have sought to establish clear strategies and market positions based on 
volume, quality and price.   
 
According to trade sources, those channels which have primarily focused on 
lower value products have outperformed those channels with a higher value 
focus in recent years.  However, this trend has slowed in recent years as 
retailers focused on higher value products have developed their skill portfolios 
to offer greater differentiation through additional services and benefits.   
 
The most significant change highlighted by the above chart is the loss of share 
by the furniture retailers channel, which is comprised mainly of smaller 
independent retailers.  This sector was relatively slow to react to the threat of 
new entrants from competing distribution channels who were able to offer lower 
prices, faster or immediate delivery and arguably a more contemporary product 
portfolio.  As such, in 2004 furniture retailers accounted for an estimated 41% 
of the market which by 2010 has contracted to around 30%.   
 
The decline in share by furniture retailers is contrasted by the rapid share gain 
by the DIY retailers and hardware sector and more specifically the DIY 
multiples.  During the last 5-6 years, the sheds have followed an aggressive 
store expansion policy, coupled with the development of new store formats such 
as B&Q’s ‘Warehouse’ format.  These stores enable substantial stockholding and 
therefore provide the consumer with a wider choice, immediate availability and 
lower prices due to the multiples’ higher purchasing power.   
 
Further the DIY multiples have continued to target the ‘softer’ home 
improvement market, with females a key target market in recent years.  This 
switch to ‘home adornment’ rather than ‘home improvement’ lends itself to 
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increasing furniture portfolios, with Homebases’ strategy of installing mezzanine 
floors to accommodate larger furniture ranges one such example.   
 
The high street and department stores sector is typically positioned within the 
higher value / lower volume market position, with stock holding and product 
choice lower than that available from competing channels.  These channels are 
more focused on quality and branding in order to create additional perceived 
differentiation, though often the lack of merchandising space is a key inhibitor 
for retailers in this sector.  Given these issues, this sector has lost some share 
of the market in recent years, though sources indicate that part of this has been 
a deliberate strategic move away from the sector by some retailers.   
 
The development of the internet has resulted in much lower barriers to entry for 
new retailers to establish a retail presence and offer a relatively wide portfolio of 
products.  Lower overheads through the lack of a high street presence also 
enables retailers in this sector to compete more effectively on price.  However, 
indications are that consumers often require a ‘tactile purchase’ in terms of 
purchasing furniture, with pictures on a computer screen often not enough to 
influence the purchase decision.  As such, this channel has been more 
successful in the lower value sector of the furniture market, where consumer 
purchasing decisions are less involved.  Nevertheless, low prices, fast delivery, 
high availability and wide product choice should sustain this sector’s growth in 
the medium to longer term.   
 
The development of supermarkets into non-commodity goods markets has also 
been a key issue in the UK furniture market in recent years, with companies 
such as Tesco and Sainsbury’s launching non-food ranges in 2006.  These 
companies have positioned themselves in the higher volume sector of the 
market and are indicated to have gained share from the DIY multiples in recent 
years by offering keen pricing and wider product choice.   
 
In terms of future prospects, the following chart illustrates the forecast share for 
each key channel in 2013:- 
 
Figure 55: Share by Distribution Channel for Dining, Living & Occasional Furniture Market 2013 
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Source: MTW Research / Trade Sources 
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Our forecasts suggest that changes in channel share are unlikely to be as rapid 
in the coming years as has been the case previously, as illustrated above.   
Indications are that the furniture retailers sector has now stabilised in terms of 
share, having developed a more defined market position.  This sector is likely to 
account for around 30% of the market in 2013, reflecting a similar share to 
2010.   
 
The most significant change in the market in the next 3-4 years is likely to be a 
gradual yet continued withdrawal of the high street stores from the furniture 
market.  These companies are not able to compete on price and are often not 
focused enough to provide sufficient differentiation in order add value to their 
product portfolio.  As such, this sector’s share is likely to be eroded by more 
specialist retailers on one side and lower value, volume retailers who are able to 
compete more effectively on price.  As such, by 2013 our forecasts are for the 
high street / dept stores channel to account for around 16% of the market by 
value.   

 

5.3 Furniture Retailers Market – Industry Structure 

The following section reviews the UK furniture retail market in 2010 in terms of 
industry structure and provides key performance indicators for the largest 
channel of the UK dining, living and occasional furniture market.   

3.1.1 Market Mix by Growth/Decline Over Last 12 Months 

The following chart illustrates the share accounted for by the number of 
companies reporting either a rise, contraction or static sales during the last 12 
months:- 
 

Figure 56: Market Share by Furniture Retailer Sales Growth / Decline 2009 
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Source: MTW Research / Company Accounts 

For the preceding 12 months to January 2010, our estimates suggest that more 
than 45% of the market experienced growth which could be described as ‘rapid’, 
with sales rising by more than 10% per year.  Further, around 10% of the 
furniture retail market is estimated to have experienced some sales growth over 
the last 12 months.   
 

 
 
 
 
 

REPORT SAMPLE 

 
 
 
 
 

REPORT SAMPLE 



© MTW Research 2010 

 39 

 

5.4 Key Market Trends in the Furniture Retailers Industry 2004-2013 

 

The following section reviews some of the key trends in terms of financial 
performance of the UK Furniture Retail market since 2004, and forecasts to 
2013.   

5.4.1 Furniture Retail Market Profitability 2004-2013 

The following table illustrates the performance of the Furniture Retail market in 
terms of profitability between 2004 and 2009 and provides forecasts to 2013:- 
 

Figure 63: Furniture Retail Market Profitability 2004 – 2013 £M 
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Source: MTW Research / Trade Estimates 

Profitability levels in the Furniture Retail market peaked in 2007 at just under 
£48 million, reflecting margins of around 5% of total turnover.  Between 2004 
and 2007, profitability remained relatively static before declining in 2008 and 
2009 as the impact of the recession took hold.   
 
With the macro-economic outlook unlikely to improve much until early-mid 
2010, Furniture Retail companies are further implementing a number of 
measures in order to improve efficiency.  These measures include cost reduction 
and cash management initiatives, which are likely to impact on suppliers to the 
Furniture Retail market in the short term.  Growth in capital expenditure is also 
set to remain relatively flat in 2010, though some continued investment should 
continue to sustain growth at, or just below inflationary levels in the short term.   

5.4.2 Furniture Retail Industry Assets 2004-2013 

The following table illustrates the Furniture Retail market in terms of current 
and fixed assets between 2004 and 2009 and forecasts to 2013:- 
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5.5 Furniture Retailers Industry Ranking & Turnover Estimates 

5.5.1  Furniture Retailers Listing 

The list below illustrates the key players active in the market at present:- 
Figure 71: Furniture Retailers Company Listing 

Alan Ward 

And So To Bed 

Anderson House Furnishers 

Ardis Living  

Bannons  

Barker & Stonehouse  

Bart 221  (Cotswold) 

Beaumont Beds 

Better Choice  

Browns York  

C D S 

C S Lounge Suites  

Camp Hopson Furniture Centre 

Castlewarehouse 

Clement Joscelyne  

Cloham  

Cookes Furniture 

Cousins Furniture Stores  

Creations Interiors 

Cw Barsley & Son  

Delcor Furniture  

Derryvale Furniture 

Dunelm Group Plc 

Feather & Black  

Fenwick  (Bentalls) 

Fishpools 

Forrest Furnishing 

Full Circle Future  (DFS) 

Fultons 

Furniture 123  

Furniture Village  

Futon  

Gatenby  

George Smith 

Glasswells World Of Furniture 

Graham & Green  

Habitat 

Hafren Furnishers 

Harding & Sons  

Hatfields Furnishers  

Heals & Sons  

High Seat Limited 

Highly Sprung  

Hilco UK 

Hills Office Furniture  

Homeform Group   

Hopewells Furnishers 

House Of Holland  

Housing Units  

Ikea  

JH Haskins And Son  

Joysleep  

Kingcome Sofas  

Kirkdale Mail Order  

Lenleys Furnishers 

Levines 

Lombok  

Maskreys  

Montgomery Tomlinson   

Multiyork Furniture  

Natuzzi Services  

Oka Direct  

Oldrid & Co. (Downtown) 

R & M Deluxe Holdings   

Reid Furniture 

Reid Furniture (Ireland)  

Rolfe Carpets  

Shackletons  

Sharps Bedrooms 

Skan-Dansk Design  

Smallbone (Mark Wilkinson) 

Sofa Workshop  

Space Solutions 

Steinhoff UK Retail  

Sterling Furniture Group  

Stollers Furniture World 

Stone Dam Mills  

Sturtons & Tappers Furniture 

Take  

Textiles Direct (Holdings)  

The Cotswold Co 

The Furniture Factory Shop 

The House Shop 

The Sofa Workshop  

The Suite Superstore 

Vale Upholstery  

Vasey W & Sons (Carlisle)  

Walmsley Furnishing 

Wesley Barrell  

Whitfield & Lindsay 

WJ Aldiss

Source: MTW Research / Trade Sources 
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The following section ranks the companies identified above by various key 
financial indicators.  It should be noted that each company will have varying 
degrees of activity within this sector and will include an element of variation in 
terms of product and service portfolio.   
 
Where possible, we have used the financial information reported by each 
company.  However, for small and medium sized companies reporting 
obligations are less strict and these companies are not obliged to disclose 
turnover, profit before tax and other information such as number of employees 
etc.  Where this data does not exist, MTW have provided an estimate based on 
previous performance, industry averages, other financial indicators and 
background knowledge of the industry.   
 
Whilst we endeavour to attain high levels of accuracy, it should be borne in 
mind, therefore, that the rankings and other information provided within this 
report may contain an element of estimation.   
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5.5.2  Furniture Retailers Ranking By Turnover 

The table illustrates our estimates of the turnover rank for each company:- 
 

Figure 72: Furniture Retailers Ranked By Turnover 2009 

1. IKEA 

2. Full Circle Future  

3. Steinhoff UK Retail  

4. Dunelm Group Plc 

5. Fenwick  

6. C D S 

7. Homeform Group   

8. Furniture Village  

9. Habitat 

10. Reid Furniture 

11. Barker & Stonehouse  

12. Smallbone (Mark Wilkinson) 

13. The Furniture Factory Shop 

14. Sterling Furniture Group  

15. Multiyork Furniture  

16. Oldrid & Co. 

17. C S Lounge Suites  

18. Walmsley Furnishing 

19. Heals & Sons  

20. Reid Furniture  

21. Sofa Workshop  

22. The Sofa Workshop  

23. Montgomery Tomlinson   

24. Fishpools 

25. Housing Units  

26. Cousins Furniture Stores  

27. Glasswells World Of Furniture 

28. Take  

29. Jh Haskins And Son  

30. WJ Aldiss  

31. Feather & Black  

32. Lombok  

33. Oka Direct  

34. Textiles Direct (Holdings)  

35. Camp Hopson Furniture Centre 

36. Space Solutions 

37. The Cotswold Co 

38. And So To Bed 

39. Bannons  

40. Anderson House Furnishers 

41. Natuzzi Services  

42. Skan-Dansk Design  

43. Cookes Furniture 

44. Clement Joscelyne  

45. Forrest Furnishing 

46. Futon  

47. Joysleep  

48. Maskreys  

49. Wesley Barrell  

50. Harding & Sons   

51. High Seat Liimited 

52. Browns York  

53. Fultons 

54. George Smith 

55. Hatfields Furnishers  

56. Lenleys Furnishers 

57. Levines 

58. Stollers Furniture World 

59. Hopewells Furnishers 

60. Vale Upholstery  

61. Creations Interiors 

62. Graham & Green  

63. Hafren Furnishers 

64. Kirkdale Mail Order  

65. R & M Deluxe Holdings  

66. Beaumont Beds 

67. Hills Office Furniture  

68. Rolfe Carpets  

69. Shackletons  

70. Sturtons & Tappers Furniture 

71. Cloham  

72. The House Shop 

73. Whitfield & Lindsay 

74. Castlewarehouse 

75. Hilco UK 

76.  

77. Vasey W & Sons (Carlisle)  

78. Ardis Living  

79. Delcor Furniture  

80. Gatenby  

81. Stone Dam Mills  

82. Kingcome Sofas  

83. Cw Barsley & Son  

84. Furniture 123  

85. Sharps Bedrooms 

86. Alan Ward 

87. Highly Sprung  

88. House Of Holland  

89. Better Choice  

90. The Suite Superstore 

91. Bart 221   

92. Derryvale Furniture 

 

Source: MTW Research / Company Accounts 
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5.5.3  Furniture Retailer Turnover Estimates 2009 

The following table illustrates the estimated turnover for each company for 2009:- 
Figure 73: Furniture Retailer Sales Estimates 2009 £M 

Trading Name Turnover 2009 

IKEA 1,250.0 

Full Circle Future  600.0 

Steinhoff UK Retail  600.0 

Dunelm Group Plc 425.0 

Fenwick  291.0 

C D S 180.0 

Homeform Group   180.0 

Furniture Village  165.0 

Habitat 95.0 

Reid Furniture 80.0 

Barker & Stonehouse  60.0 

Smallbone (Mark Wilkinson) 60.0 

The Furniture Factory Shop 57.0 

Sterling Furniture Group  51.0 

Multiyork Furniture  50.0 

Oldrid & Co. 48.0 

C S Lounge Suites  45.0 

Walmsley Furnishing 42.0 

Heals & Sons  32.0 

Reid Furniture  32.0 

Sofa Workshop  32.0 

The Sofa Workshop  31.0 

Montgomery Tomlinson   28.0 

Fishpools 22.0 

Housing Units  22.0 

Cousins Furniture Stores  20.0 

Glasswells World Of Furniture 20.0 

Take  20.0 
JH Haskins And Son  19.0 

WJ Aldiss  18.0 

Feather & Black  17.0 

Lombok  16.0 

Oka Direct  16.0 

Textiles Direct (Holdings)  15.0 

Camp Hopson Furniture Centre 14.0 

Space Solutions 14.0 

The Cotswold Co 14.0 

And So To Bed 13.0 

Bannons  13.0 

Anderson House Furnishers 12.0 

Natuzzi Services  12.0 

Skan-Dansk Design  12.0 

Cookes Furniture 11.0 

Clement Joscelyne  10.0 
Forrest Furnishing 
 
 
 

10.0 
 
 
 

Trading Name Turnover 2009 

Futon  10.0 

Joysleep  10.0 

Maskreys  10.0 

Wesley Barrell  10.0 

Harding & Sons   9.0 

High Seat Liimited 9.0 

Browns York  8.0 

Fultons  8.0 

George Smith 8.0 

Hatfields Furnishers  8.0 

Lenleys Furnishers 8.0 

Levines 7.0 

Stollers Furniture World 7.0 

Hopewells Furnishers 6.5 

Vale Upholstery  6.5 

Creations Interiors 6.0 

Graham & Green  6.0 

Hafren Furnishers 6.0 

Kirkdale Mail Order  6.0 

R & M Deluxe Holdings  6.0 

Beaumont Beds 5.5 

Hills Office Furniture  5.0 

Rolfe Carpets  5.0 

Shackletons  5.0 

Sturtons & Tappers Furniture 5.0 

Cloham  4.0 

The House Shop 4.0 

Whitfield & Lindsay 4.0 

Castlewarehouse 3.5 

Hilco UK 3.5 

Vasey W & Sons (Carlisle)  3.5 

Ardis Living  3.0 

Delcor Furniture  3.0 

Gatenby  3.0 

Stone Dam Mills  3.0 

Kingcome Sofas  2.8 

Cw Barsley & Son  2.0 

Furniture 123  2.0 

Sharps Bedrooms 2.0 

Alan Ward 1.5 

Highly Sprung  0.8 

House Of Holland  0.4 

Better Choice  0.3 

The Suite Superstore 0.3 

Bart 221   0.2 

Derryvale Furniture 0.1 

 

 

Source: MTW Research / Company Accounts 

 
 
 
 
 

REPORT SAMPLE 



© MTW Research 2010 

 44 

5.5.4  Furniture Retailers Ranking by Profitability 

The following table illustrates our estimates of the rank by profit for each of the 
furniture retailers in 2009:- 

Figure 74: Furniture Retailers Ranked By Profit 2009 

 

1. Dunelm Group Plc 

2. Steinhoff UK 

3. IKEA 

4. Fenwick  

5. C D S 

6. Hilco UK 

7. Full Circle Future  

8. Oldrid & Co. 

9. Smallbone (Mark Wilkinson) 

10. Furniture Village  

11. Fishpools 

12. And So To Bed 

13. Sterling Furniture Group  

14. Reid Furniture  

15. Camp Hopson Furniture Centre 

16. Housing Units  

17. C S Lounge Suites  

18. George Smith 

19. Anderson House Furnishers 

20. Bannons  

21. Fultons 

22. Glasswells World Of Furniture 

23. Browns York  

24. Hopewells Furnishers 

25. Levines 

26. Multiyork Furniture  

27. WJ Aldiss  

28. Shackletons  

29. High Seat Liimited 

30. Creations Interiors 

31. Hills Office Furniture  

32. Rolfe Carpets  

33. Sturtons & Tappers Furniture 

34. Hatfields Furnishers  

35. Alan Ward 

36. Lombok  

37. Harding & Sons   

38. Vale Upholstery  

39. Delcor Furniture  

40. Stone Dam Mills  

41. Montgomery Tomlinson   

42. R & M Deluxe Holdings  

43. Cookes Furniture 

44. Ardis Living  

45. Space Solutions 

46. The Furniture Factory Shop 

47. Lenleys Furnishers 

48. Kirkdale Mail Order  

49. Gatenby  

50. Cw Barsley & Son  

51. Furniture 123  

52. Sharps Bedrooms 

53. Derryvale Furniture 

54. Hafren Furnishers 

55. Walmsley Furnishing 

56. Cousins Furniture Stores  

57. Stollers Furniture World 

58. Skan-Dansk Design  

59. Highly Sprung  

60. Maskreys  

61. Barker & Stonehouse  

62. Textiles Direct (Holdings)  

63. Kingcome Sofas  

64. Better Choice  

65. The Suite Superstore 

66. Bart 221   

67. Joysleep  

68. The House Shop 

69. Futon  

70. Graham & Green  

71. House Of Holland  

72. Castlewarehouse 

73. Beaumont Beds 

74. Clement Joscelyne  

75. Cloham  

76. Wesley Barrell  

77. Vasey W & Sons (Carlisle)  

78. Reid Furniture 

79. Whitfield & Lindsay 

80. Oka Direct  

81. Forrest Furnishing 

82. Jh Haskins And Son  

83. Feather & Black  

84. Take  

85. The Cotswold Co 

86. Sofa Workshop  

87. The Sofa Workshop  

88. Natuzzi Services  

89. Heals & Sons  

90. Habitat 

91. Homeform Group  
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5.5.5  Furniture Retailers Ranking by Assets 

The following table illustrates our estimates of the rank by total fixed and 
current assets for each company in 2009:- 
 

Figure 75: Furniture Retailers Ranked By Assets 2009 

1. IKEA 

2. Full Circle Future  

3. Steinhoff UK Retail  

4. Fenwick  

5. Dunelm Group Plc 

6. C D S 

7. Habitat 

8. Oldrid & Co. 

9. Glasswells World Of Furniture 

10. Smallbone (Mark Wilkinson) 

11. Sterling Furniture Group  

12. Furniture Village  

13. Camp Hopson Furniture Centre 

14. Fultons 

15. Barker & Stonehouse  

16. R & M Deluxe Holdings  

17. Cookes Furniture 

18. Jh Haskins And Son  

19. Reid Furniture 

20. Cousins Furniture Stores  

21. Alan Ward 

22. Lenleys Furnishers 

23. Homeform Group   

24. Fishpools 

25. Multiyork Furniture  

26. Browns York  

27. Harding & Sons   

28. Cloham  

29. Reid Furniture  

30. C S Lounge Suites  

31. Heals & Sons  

32. Walmsley Furnishing 

33. The Furniture Factory Shop 

34. Clement Joscelyne  

35. Stollers Furniture World 

36. WJ Aldiss  

37. Hatfields Furnishers  

38. George Smith 

39. Lombok  

40. Montgomery Tomlinson   

41. Sofa Workshop  

42. The Sofa Workshop  

43. Space Solutions 

44. Maskreys  

45. Natuzzi Services  

46. Vasey W & Sons (Carlisle)  

47. Joysleep  

48. Wesley Barrell  

49. Forrest Furnishing 

50. Hopewells Furnishers 

51. Creations Interiors 

52. Housing Units  

53. Shackletons  

54. Castlewarehouse 

55. Oka Direct  

56. And So To Bed 

57. Vale Upholstery  

58. High Seat Liimited 

59. Feather & Black  

60. Whitfield & Lindsay 

61. Cw Barsley & Son  

62. Skan-Dansk Design  

63. Derryvale Furniture 

64. Hafren Furnishers 

65. The House Shop 

66. Bannons  

67. Kingcome Sofas  

68. Sturtons & Tappers Furniture 

69. Graham & Green  

70. Kirkdale Mail Order  

71. Ardis Living  

72. Anderson House Furnishers 

73. Hilco UK 

74. The Cotswold Co 

75. Stone Dam Mills  

76. Furniture 123  

77. Gatenby  

78. Textiles Direct (Holdings)  

79. Take  

80. Rolfe Carpets  

81. Beaumont Beds 

82. Sharps Bedrooms 

83. Futon  

84. Levines 

85. Bart 221   

86. Delcor Furniture  

87. Highly Sprung  

88. House Of Holland  

89. Hills Office Furniture  

90. Better Choice  

91. The Suite Superstore 

 

Source: MTW Research / Company Accounts 
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5.5.6  Furniture Retailers Ranking by Debt 

The following table illustrates the rankings by total debt for each company in 
2009:- 

Figure 76: Furniture Retailers Ranked By Debt 2009 

1. IKEA 

2. Full Circle Future  

3. Steinhoff UK Retail  

4. Dunelm Group Plc 

5. Homeform Group   

6. Fenwick  

7. Furniture Village  

8. Habitat 

9. C D S 

10. Smallbone (Mark Wilkinson) 

11. Hilco UK 

12. The Furniture Factory Shop 

13. Reid Furniture 

14. Sterling Furniture Group  

15. Natuzzi Services  

16. Barker & Stonehouse  

17. Glasswells World Of Furniture 

18. The Cotswold Co 

19. Heals & Sons  

20. Multiyork Furniture  

21. Feather & Black  

22. Sofa Workshop  

23. The Sofa Workshop  

24. Oldrid & Co. 

25. Walmsley Furnishing 

26. Reid Furniture  

27. Camp Hopson Furniture Centre 

28. Lenleys Furnishers 

29. Fultons 

30. R & M Deluxe Holdings  

31. C S Lounge Suites  

32. Space Solutions 

33. Lombok  

34. Montgomery Tomlinson   

35. Fishpools 

36. Alan Ward 

37. Housing Units  

38. Stollers Furniture World 

39. Clement Joscelyne  

40. WJ Aldiss  

41. Cookes Furniture 

42. Cousins Furniture Stores  

43. Textiles Direct (Holdings)  

44. George Smith 

45. Joysleep  

46. JH Haskins And Son  

47. Browns York  

48. Take  

49. Hatfields Furnishers  

50. Maskreys  

51. And So To Bed 

52. Oka Direct  

53. Skan-Dansk Design  

54. Wesley Barrell  

55. Delcor Furniture  

56. Hills Office Furniture  

57. Anderson House Furnishers 

58. Vasey W & Sons (Carlisle)  

59. Shackletons  

60. Forrest Furnishing 

61. Vale Upholstery  

62. The House Shop 

63. Futon  

64. Hopewells Furnishers 

65. Levines 

66. Harding & Sons   

67. Sturtons & Tappers Furniture 

68. Ardis Living  

69. Graham & Green  

70. Creations Interiors 

71. Kirkdale Mail Order  

72. Beaumont Beds 

73. Furniture 123  

74. Whitfield & Lindsay 

75. Hafren Furnishers 

76. High Seat Liimited 

77. Rolfe Carpets  

78. Castlewarehouse 

79. Kingcome Sofas  

80. Derryvale Furniture 

81. Gatenby  

82. Bannons  

83. Cloham  

84. Sharps Bedrooms 

85. Stone Dam Mills  

86. Cw Barsley & Son  

87. House Of Holland  

88. Highly Sprung  

89. The Suite Superstore 

90. Better Choice  

91. Bart 221   

 

Source: MTW Research / Company Accounts 
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5.5.7  Furniture Retailers Ranking by Net Worth 

The following table illustrates the ranking for each company by net worth in 
2009:- 

Figure 77: Furniture Retailers Ranked By Net Worth 2009 

1. Fenwick  

2. Steinhoff UK Retail  

3. Dunelm Group Plc 

4. IKEA 

5. C D S 

6. Oldrid & Co. 

7. Multiyork Furniture  

8. Sterling Furniture Group  

9. Barker & Stonehouse  

10. Glasswells World Of Furniture 

11. Habitat 

12. Full Circle Future  

13. Camp Hopson Furniture Centre 

14. JH Haskins And Son  

15. Furniture Village  

16. Cookes Furniture 

17. Harding & Sons   

18. Fultons 

19. Smallbone (Mark Wilkinson) 

20. Cousins Furniture Stores  

21. Housing Units  

22. Fishpools 

23. Hilco UK 

24. C S Lounge Suites  

25. Cloham  

26. R & M Deluxe Holdings  

27. Montgomery Tomlinson   

28. Browns York  

29. Vasey W & Sons (Carlisle)  

30. Oka Direct  

31. Hafren Furnishers 

32. And So To Bed 

33. Alan Ward 

34. The Furniture Factory Shop 

35. Bannons  

36. Hopewells Furnishers 

37. Clement Joscelyne  

38. High Seat Liimited 

39. Maskreys  

40. Forrest Furnishing 

41. Take  

42. WJ Aldiss  

43. Wesley Barrell  

44. Hatfields Furnishers  

45. George Smith 

46. Creations Interiors 

47. Lombok  

48. Castlewarehouse 

49. Skan-Dansk Design  

50. Stollers Furniture World 

51. Vale Upholstery  

52. Anderson House Furnishers 

53. Reid Furniture  

54. Cw Barsley & Son  

55. Walmsley Furnishing 

56. Shackletons  

57. Joysleep  

58. Whitfield & Lindsay 

59. Kirkdale Mail Order  

60. Rolfe Carpets  

61. Reid Furniture 

62. Futon  

63. Beaumont Beds 

64. Textiles Direct (Holdings)  

65. Stone Dam Mills  

66. Gatenby  

67. Space Solutions 

68. Graham & Green  

69. Levines 

70. The House Shop 

71. Sharps Bedrooms 

72. Sturtons & Tappers Furniture 

73. Highly Sprung  

74. Bart 221   

75. Heals & Sons  

76. Better Choice  

77. The Suite Superstore 

78. House Of Holland  

79. Derryvale Furniture 

80. Kingcome Sofas  

81. Lenleys Furnishers 

82. Ardis Living  

83. Furniture 123  

84. Hills Office Furniture  

85. Delcor Furniture  

86. Feather & Black  

87. Sofa Workshop  

88. The Sofa Workshop  

89. Natuzzi Services  

90. The Cotswold Co 

91. Homeform Group  

 

Source: MTW Research / Company Accounts 
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At A Glance - Key Financial Indicators

£0

£1,000,000

£2,000,000

£3,000,000

£4,000,000

£5,000,000

£6,000,000

Year1 Year2 Year3 Year4

Fixed Assets Current Assets Net Worth

5.6 Furniture Retailers Profiles, KPIs & ‘At a Glance’T 

The following chapter illustrates the key financial indicators for the key players 
active in the UK FM industry, along with an ‘at a glance’ chart, illustrating the 
recent performance of each company.  Turnover and profit estimates are also 
provided for each company alongside a brief description of activities, estimate of 
number of employees and contact details.   

Sample Ltd - Company Overview & ‘At a Glance’  

Sample Street 
Sample Address 
Sample Postcode 
Tel: Sample 

 

Sample Ltd is a private limited with 
share capital company, incorporated on 
February 26, 1951. The company’s 
main activities are recorded by 
Companies House as “Retail trading 
and the provision of financial services.”  
In early 2010, the company has an 
estimated 70 employees. 
 
To year end 28/01/2009, Sample Ltd is estimated to have achieved a turnover of around £13.0 
million.  Pre-tax profit for the same period is estimated at around £0.50 million.  
 
The following table briefly provides a top line overview on Sample Ltd:- 

Company Name Sample Ltd 

Brief Description of Activities Retail trading and the provision of financial services. 

Parent Company n/a 

Ultimate Holding Company n/a 

Estimated Number of Employees  70 

Senior Decision Maker / Director T Sample 

The following table illustrates the company’s key performance indicators for the last 4 years:- 

Sample Ltd - 4 Year KPIs to Year End 28/01/2009 

Key Indicator £ Year End 
25/01/2006 (Year1)  

Year End 
31/01/2007 (Year2) 

Year End 
30/01/2008 (Year3) 

Year End 
28/01/2009 (Year4) 

Fixed Assets £3,039,000 £4,232,000 £4,271,000 £646,000 

Current Assets £3,164,000 £2,523,000 £2,713,000 £3,232,000 

Current Liabilities £1,005,000 £1,264,000 £842,000 £542,000 

Long Term Liabilities £1,128,000 £589,000 £666,000 £69,000 

Net Worth £4,070,000 £4,902,000 £5,476,000 £3,267,000 

Working Capital £2,159,000 £1,259,000 £1,871,000 £2,690,000 

Profit per Employee  £5,846 £9,072 £10,574 £7,246 

Sales per Employee n/a n/a n/a n/a 
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At A Glance - Key Financial Indicators
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Sample Ltd - Company Overview & ‘At a Glance’  

 Sample Street 
Sample Park 
Sample  
Sample  
Tel: Sample 

 

Sample Ltd is a private limited with 
share capital company, incorporated on 
August 20, 1968. The company’s main 
activities are recorded by Companies 
House as “A group engaged in the retail 
of furniture.”  In early 2010, the 
company has an estimated 370 
employees. 
 
To year end 31/03/2008, Sample Ltd is estimated to have achieved a turnover of around £60.0 
million.  Pre-tax profit for the same period is estimated at around £0.03 million.  
 
The following table briefly provides a top line overview on Sample Ltd:- 

Company Name Sample Ltd 

Brief Description of Activities A group engaged in the retail of furniture. 

Parent Company n/a 

Ultimate Holding Company n/a 

Estimated Number of Employees  370 

Senior Decision Maker / Director Peter Sample 

The following table illustrates the company’s key performance indicators for the last 4 years:- 

Sample  Ltd - 4 Year KPIs to Year End 31/03/2008 

Key Indicator £ Year End 
31/03/2005 (Year1)  

Year End 
31/03/2006 (Year2) 

Year End 
31/03/2007 (Year3) 

Year End 
31/03/2008 (Year4) 

Fixed Assets £10,608,000 £13,766,000 £13,542,000 £12,895,000 

Current Assets £14,191,000 £15,178,000 £15,881,000 £15,745,000 

Current Liabilities £9,750,000 £10,915,000 £11,118,000 £10,728,000 

Long Term Liabilities £1,856,000 £3,960,000 £3,438,000 £3,162,000 

Net Worth £13,193,000 £14,069,000 £14,867,000 £14,750,000 

Working Capital £4,441,000 £4,263,000 £4,763,000 £5,017,000 

Profit per Employee  £9,544 £4,493 £4,468 £92 

Sales per Employee £162,877 £151,752 £154,209 £152,862 
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1. Introduction to Research & Analysis Reports 

1.1 Key Features & Benefits of this Research & Analysis Report 

MTW’s “Research & Analysis” market reports provide an independent, comprehensive review of 
recent, current and future market size and trends in an easy to reference format.  Each report 
provides vital market intelligence in terms of size, product mix, distribution channel mix, SWOT, key 
trends and influences, supply and distribution channel trends.  In addition, rankings by turnover, 
profit and other key financials for the market leaders are provided as well as a 1 page profile for each 
key player in the market.  Contact, telemarketing & mailing details are also provided for each 
company to enable the reader to quickly develop sales leads.   
 
Based on company sales returns which provide higher confidence levels and researched by market 
research professionals with experience in the industry, MTW’s Research and Analysis reports are used 
as a foundation for coherent strategic decision making based on sound market intelligence and for 
developing effective marketing plans.  MTW reports can also used as an operational sales and 
marketing tool by identifying market leaders, enabling the reader to quickly grow sales to new clients 
and focus marketing budgets.   
 
This report includes:-  
• Market Size, PEST, SWOT & Trends – Historical, Current & Future 

Based on sales data from a representative proportion of the industry, this report provides market size 
by value over a ten-year period.  As they are based on quantitative data as well as qualitative input 
from the industry, our reports are more accurate than other qualitative based reports and offer better 
value for money.  By combining the best of both quantitative and qualitative input, we offer our 
clients greater confidence in our market forecasts as well as discussing key market trends and 
influences from a qualitative perspective.   
 

• Product Mix – Current & Future 

This report identifies the key product sectors in the market and provides historical, current and 
forecast market share estimates for each, alongside qualitative discussion on key trends for each 
segment of the industry.  With input for this report being both qualitative and quantitative we are able 
to offer an effective insight into the core components of the market, as well as forecasting future 
market shares.   
 

• Distribution Channel Mix – Current & Future 

The report identifies the key distribution channels that drive demand for this market and provide a 
current, historical & future market share estimate for each.  This enables the reader to identify the 
key driving forces behind current market demand and adapt business tactics accordingly.  With 
forecasts of market share by key channels also provided, the reader is able to undertake strategic 
decisions with greater confidence as well as basing marketing strategies on solid market intelligence.   
 

• Market Leaders Ranking  

This report identifies the key players in the market and ranks them by a number of criteria, including 
turnover and profitability.  This enables the reader to identify the most relevant potential key 
customers in a market, understand their current position in the market and quickly identify new 
targets.  Also, MTW provide a turnover estimate for every company included in the report, enabling 
the reader to develop market share estimates.   
 

• Company Profiles & Sales Leads 

This report includes a 1 page profile for each company including full contact details for developing fast 
sales leads; 4 years of the most recent key financial indicators; and MTW’s ‘at a glance’ chart, 
enabling the reader to quickly gauge the current financial health of a company.   
 

• Relevant Companies, Saving You Time 

MTW Research have been researching and writing market reports in these sectors since 1999 and as 
such we are able to develop a company listing which is more relevant to the market, rather than 
automatically selecting companies to be included by industry code.  Our reports represent excellent 
value for money and don’t bombard you with irrelevant financial data; they are designed to enable 
you to engage in fast and effective market analysis.  We focus on providing what’s important in an 
easy to reference and use format.    
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2. UK DINING, LIVING & OCCASIONAL FURNITURE MARKET 

2.1 EXECUTIVE SUMMARY & MARKET OVERVIEW 

The UK Dining, Living Room & Occasional Furniture Market comprises of a wide 
range of products suitable for a variety of applications within a domestic 
environment.  Specifically, this report reviews the UK domestic market between 
2004 and 2010 with forecasts to 2013 for:- 

 

•Dining Tables – wooden, metal, stone & other materials 

•Dining Chairs – of all materials & styles 

•Display Units, Dressers & Sideboards  

•Shelf Units, Bookcases & Shelving 

•Coffee, Console & Lamp Tables 

•TV & Hi-Fi Entertainment Units 

•Bar Tables & Bar Stools – used in Kitchens, diners, utility rooms etc 
 
The UK dining, living & occasional furniture market is estimated to be worth just 
over £xxx million at retail selling prices in 2010, reflecting a market now 
entering a tentative growth phase following difficult trading conditions during 
the last 2 years.   
 
The dining room furniture market has undergone a period of relatively rapid 
polarisation in the last few years.  Sources indicate that the traditional ‘dining 
room table’ market has been under pressure for some time, both in terms of 
value and volume, as consumers’ social habits have changed toward less formal 
eating arrangements, with families often eating at different times or in more 
informal situations, such as on the sofa etc.   
 
The ‘kitchen diner’ room has become increasingly popular in UK households in 
recent years, with the ‘commodity end’ of the dining room table market 
becoming more relevant in this environment.  The occasional furniture sector 
has benefited from the social trend toward more informal dining arrangements 
in recent years, with coffee and occasional tables often used more frequently in 
these scenarios. 
 
The UK dining, living room and occasional furniture market has been 
increasingly dominated by the level of lower cost imports in recent years, with 
this issue a key inhibitor of growth according to some sources.  total imports of 
wooden furniture used in dining and living rooms are currently estimated at 
around £375 million in 2010.  Imports are now estimated to account for almost 
60% of all UK sales, reflecting the dominance of lower cost products in the 
market.   
 
The largest sector of the market is accounted for by dining tables which are 
estimated to account for around 23% of the total market value in 2010.  The 
dining chairs sector accounts for the second largest segment of the market in 
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2010, with a share of around 18% and a market value of just under £165 
million.   
 
Display units, dressers and sideboards are estimated to hold a share of around 
xx% with this sector having continued to benefit from an element of polarisation 
in the market, with many of the products in this sector now positioned in higher 
value market positions.   
 
A relatively new entrant to the market, bar tables and stools are increasingly 
viewed as a threat to dining tables used in kitchen environments.  This sector of 
the market is currently estimated to account for around 12% of the market in 
2010, having gained rapid share in recent years.   
 
In 2010, TV / Hi-Fi units are estimated to be worth just under £110 million, 
accounting for around 12% of the market by value.  The coffee tables sector, 
which also includes lamp and console tables, is estimated to be worth around 
xx% in 2010, having gained some share of the market in recent years.  Shelf 
units, bookcases and shelving account for a smaller proportion of the market by 
value in 2010, estimated at around 6%.   
 
In terms of distribution channels, the market remains dominated by smaller 
independent retailers operating on a local or regional basis.  The second largest 
sector is accounted for by DIY and hardware retailers, with the larger national 
DIY multiples having rapidly gained share in a number of sectors of the UK 
furniture market in recent years.   
 
The high street and department stores sector is typically positioned within the 
higher value / lower volume market position, with around 20% share in 2010, 
having lost share to the internet / mail order / supermarkets sector in recent 
years which is estimated to account for around 25% of sales.    
 
The development of supermarkets into non-commodity goods markets has also 
been a key issue in the UK furniture market in recent years, with companies 
such as Tesco and Sainsbury’s launching non-food ranges in 2006.  These 
companies have positioned themselves in the higher volume sector of the 
market and are indicated to have gained share from the DIY multiples in recent 
years by offering keen pricing and wider product choice.   
 
In terms of likely future prospects, our forecasts are for the market to return to 
modest levels of value growth in terms of current prices in 2010, with a more 
pronounced upturn more likely evident in the second half of the year.  However, 
with inflation currently forecast at around 2.3%, this growth will translate into a 
downturn in market value in real terms, reflecting the likelihood of difficult 
trading conditions in the near term.   
 
By 2012, however, our forecasts are for the market to return to positive growth 
territory in terms of real prices, with a total market value of just under £1 billion 
forecast by 2013.  Volume demand is anticipated to return to growth in the near 
term, as a number of key factors drive demand 
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2.2 DINING, LIVING & OCCASIONAL FURNITURE MARKET SIZE & TRENDS 2004-2013 

2.2.1  Dining, Living & Occasional Furniture Market Size 2004-2013 – Current Prices 

The UK Dining, Living & Occasional Furniture market encompasses a wide range of 
products and is estimated to be worth just under £xxx million in 2010 as illustrated in the 
following chart:- 
 

Figure 1: Dining, Living & Occasional Furniture Market – UK 2004 – 2013 By Value £m 
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Source: MTW Research / Trade Estimates 

The UK dining, living & occasional furniture market is estimated to be worth just over £xxx 
million at retail selling prices in 2010, reflecting a market now entering a tentative growth 
phase following difficult trading conditions during the last 2 years.   
 
Between 2004 and 2007, the market continued to experienced steady, albeit modest growth 
throughout most key product sectors, with annual rises of 1-2% evident.  Sources indicate 
that the market peaked in terms of value during the first quarter of 2008 with the economic 
downturn being more profoundly felt by the industry during the second half of the year.  
Whilst reasonable performance in terms of volume demand in certain product sectors 
prevented a dramatic contraction in market value for 2008, industry sales are estimated to 
have declined by just under 2% for the year with much of this contraction emanating from a 
rapid decline in demand in Q4, 2008.   
 
Consumer expenditure on big ticket items continued to decline in H1 2009, with the furniture 
market being particularly affected as householders sought to defer larger purchases.  The 
rapid slowdown in the housing market also impacted the sector, with house moving levels 
often closely linked to purchases of new dining and living room furniture.  The slowdown 
continued through the third quarter of 2009, though trade sources indicate that slowly 
improving economic conditions in Q4 2009 prompted some optimism in the market, with, if 
not an improvement in market value then a cessation of decline evident.   
Slightly improved trading conditions during Q4 2009 resulted in the year closing an 
estimated 4% down on the 2008 market value, reflecting a decline which may have been 
more severe if not for a return to growth in the housing market and slowly improving 
economy in the latter stages of the year.   
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As highlighted in the above chart, the impact of the economic downturn on the dining, living 
and occasional furniture market has been severe, though perhaps not as dramatic as some 
commentators predicted.  Our estimates are that the recession cost the industry in the 
region of £60 million of lost sales relating to this sector specifically, reflecting a cost of 
around £3 million per month to the industry since mid 2008.   
 
Near term prospects for the industry are more positive, with an albeit relatively steady rise in 
market value forecast for 2010.  In terms of macro-economic issues, the economy should 
continue a track of slow recovery during the first half of the year, followed by a more positive 
upturn in H2 2010.  This, coupled with an improvement in the housing market and rising 
levels of consumer confidence should underpin some return to growth for the dining, living 
and occasional furniture market in the near term.   
 
An accelerated pattern of growth is forecast for the industry from mid 2010 onwards, with 
the market reaching a value of just under £1 billion by 2013, reflecting an anticipated growth 
rate of around 9% between 2010 and 2013.  Whilst inflation growth will negate much of this 
relatively modest rise, our forecasts are for the industry to grow in real terms in the medium 
to longer term.   

2.2.2 Dining, Living & Occasional Furniture Market Size 2004-2013 – Constant Prices 

The following chart illustrates the performance of the market value with consumer price 
index inflation stripped out since 2004, with forecasts to 2013:- 

Figure 2: Dining, Living & Occasional Furniture Market – UK 2004 – 2013 Constant Prices £M 
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Source: MTW Research / Trade Estimates 

As illustrated, based on constant 2004 prices, the Dining, Living & Occasional Furniture 
market has been continually impacted by the rising cost of living, with real term market 
value having declined steadily since the early part of last decade.   
 
During 2008, the market experienced both a decline in volume demand coupled with a rapid 
‘flight to price’ by consumers.  This intensified price competition within an already highly 
price competitive market, resulting in declining average unit prices.   
The dining, living and occasional furniture market has long suffered from the threat of lower 
cost imported products which has consistently driven average retail prices lower.  With 
consumer expectations of value being already high within the mid market furniture sector, 
the recession brought about a fierce level of pricing pressure to the industry.  Retailers have 
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been unable to maintain retail prices during the last 2 years, with heavy discounting and a 
focus on volume rather than margins being a strategy followed by several key distribution 
channels.   
 
In addition to heavy discounting, retailers have also sought to reduce sourcing costs by 
requiring lower prices from manufacturers.  Where retailers are not able to reduce sourcing 
costs in the UK, reduced levels of loyalty to UK manufacturers has clearly been evident with 
rising levels of imported products being shipped to the UK in the last few years.   
 
The dining room furniture market has undergone a period of relatively rapid polarisation in 
the last few years, with the market being split into 2 fairly distinct categories of commodity 
and luxury.  Sources indicate that the traditional commodity ‘dining room table’ end of the 
market has been under pressure for some time, both in terms of value and volume, as 
consumers’ social habits have changed toward less formal eating arrangements, with 
families often eating at different times or in more informal situations, such as on the sofa 
etc.  The need for a dining table for family meals is often viewed as less important, with 
occasional furniture being used more frequently and therefore playing a more prominent 
role in the household.   
 
The ‘kitchen diner’ room has become increasingly popular in UK households in recent 
years, with the commodity end of the dining room table market becoming more relevant in 
this environment.  Following a kitchen-diner re-fit, expenditure on a new dining room set 
often forms an integral part of the interior design with this sector indicated to have grown 
share of the market in recent years.  Often, eating forms only a small proportion of the use 
of these tables and as such, higher functionality, greater flexibility and modern, sleek 
designed tables and chairs which complement modern kitchen designs have become an 
increasingly apparent trend in the market in recent years.   
 
Whilst a change in eating habits may have reduced demand in the lower value, ‘traditional 
commodity’ sector of the market, the higher value end of the market is indicated to have 
continued to gain share.  With space and the number of rooms in modern houses coming at 
increasingly higher premiums, a room set aside specifically for dining has become a status 
symbol and average levels of expenditure on these rooms is indicated to have risen in 
recent years.  A greater focus on interior design in dining rooms has resulted in consumers 
specifying higher value furniture which offers an aspirational design element, perhaps with 
less functionality, which is often not suitable in other rooms of the home.   
 
The occasional furniture sector has benefited from the social trend toward more informal 
dining arrangements in recent years, with coffee and occasional tables often used more 
frequently in these scenarios.  Further, a growing emphasis on interior design resulted in 
higher levels of volume demand for occasional furniture products in recent years.  However, 
much of this rising volume demand was met by lower cost imports and sources indicate that 
this had little impact on market value. 
 
Indications are that volume demand for dining, occasional and living room furniture rose by 
around 1-2% per annum during 2004-2007, though the majority of this demand was fulfilled 
by lower cost imports.  Whilst this may offer some reasonable opportunities in terms of a 
replacement market in the near to medium term, higher volumes in the lower value sector 
between 2004-2007 are indicated to have further constrained growth during 2008 and 2009.   
 
The majority of products within the dining, living and occasional furniture market are of a 
non-commodity nature and as such are often deferrable in times of economic downturn.  
Sources indicate that, despite initial hopes of an ‘improve don’t move’ trend during the 
recession where householders would refurbish rather than buy new homes, the level of  
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2.2.3 Future Prospects 

 
In terms of likely future prospects, our forecasts are for the market to return to modest levels 
of value growth in terms of current prices in 2010, with a more pronounced upturn more 
likely evident in the second half of the year.  However, with inflation currently forecast at 
around 2.3%, this growth will translate into a downturn in market value in real terms, 
reflecting the likelihood of difficult trading conditions in the near term.   
 
By 2012, however, our forecasts are for the market to return to positive growth territory in 
terms of real prices, with a total market value of just under £1 billion forecast by 2013.  
Volume demand is anticipated to return to growth in the near term, as a number of key 
factors drive demand, including:- 
 

• Improved Housing Market –House moving prompt new furniture purchases 

• Rising Consumer Confidence – Consumer less fearful of big ticket expenditure 

• Declining Unemployment – Improved job security prompting more confidence 

• Rising Business Confidence – Sustaining wage inflation & disposable incomes 

• ‘Pent-Up Demand’ – Many consumers have deferred purchases for 2 years now. 

• ‘Kitchen – Diners’ – Refurbishment of kitchens & trend to larger kitchen-diners 

• Working from Home –Technology makes ad-hoc home working more accessible 

• ‘Status Symbol’ – Luxury dining rooms receive higher expenditure 
 
Consumers’ focus on value is likely to subside to some extent in the near to medium term, 
though price competition is likely to remain a key dampener of market growth in the low-mid 
market value sectors.  Growth in volume demand should offset this price sensitivity to some 
extent, though it is likely that suppliers positioned in the higher value sectors of the market 
are likely to experience a more rapid return to value growth than other, less well 
differentiated suppliers.   
 
Differentiation is likely to become increasingly important to UK suppliers, as the threat of 
lower cost imports remain a clear issue in the market.  Consumer preferences appear to be 
shifting toward a preference for a higher value product which offers greater features and 
benefits.  The growing ability for UK suppliers to add value to their product portfolio should 
underpin the market in the near-medium term, with consumers seeking key benefits such 
as:- 
 

• Adaptability – Use of furniture for several uses (eating, home office etc) 

• Flexibility – Furniture can be moved, changed, resized etc to suit task or room 

• Modular – Can be added to when required 

• Design – Contemporary designs used to fit in with modern interior design 

• Longevity – Won’t become outdated or unfashionable 

• Functionality – Furniture is fit for purpose and useful 

• Market Position – Furniture ‘fits’ with room, e.g high value dining room etc 

• Environmental – Sustainable sources, ethical manufacturing / retailing etc 

• Sales Support – Availability, prompt delivery, after care service etc.   
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2.3 KEY MARKET TRENDS IN THE DINING, LIVING & OCCASIONAL FURNITURE MARKET  

2.3.1  PEST Analysis – Illustration of Key Market Forces 

There are a large number of macro market issues and trends which directly or indirectly influence 
the UK Dining, Living & Occasional Furniture market.  These issues typically relate to political, 
legal, economic, environmental, social and technological factors.  The following diagram provides 
a brief overview of some of these key issues which are currently impacting the market at present 
and those which may stimulate or dampen market growth in the future:- 
 

Figure 3: PEST Analysis for UK Dining, Living & Occasional Furniture Market in 2009 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: MTW Research Strategic Review 2010 

Whilst the above diagram is by no means exhaustive, it provides an illustration of some of 
the key issues impacting the market at present and in the future.   

2.3.2  Political & Legal Influences & Trends 

The current UK political landscape is presently determined by the results of the last general 
election which was held in early May 2005.  The Labour party was returned in 355 seats, 
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• Weak Incumbent Gvt. 

• General Election 2010 

• Need to Raise Taxes to Pay 
for Recession 
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• National Minimum Wage 

• Employee Rights  
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• Manufacturing Obligations 
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• Slow Recovery  
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ENVIRONMENT 
 

• Focus on Climate Change 
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• Carbon Taxes 
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Carbon Footprint Imports 

SOCIAL 
 

• Ageing Population 
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• Wage Aspirations & Earnings 
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• Family Unit Trends 

• More 1-2 Person Households 

• Growth in Flats 

• Reduction in ‘Home Offices’ 
as Homes Become Smaller. 

• Design Trends 

TECHNOLOGICAL 
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Hoc Home Working. 
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reflecting 64 more seats than the other parties combined.  However, whilst the number of 
MPs returned represented 55% of the total number of seats, it also reflected a decline of 
some 47 compared to the party’s performance in 2001.   
 
This lowest ever share of the UK vote by a winning party, at 35%, translated into a 
government with a nominal majority and one which was therefore considerably weaker than 
in previous years.  Just under 22% of the electorate having voted for the Labour party in 
2005 and this has subsequently translated into a government which has apparently 
experienced a growing fragility in terms of ability to pass law or change policy without 
making some, or often fairly substantial concessions.  In early 2010,this trend is culminating 
in most opinion polls suggesting that there is likely to be a change in Government at the 
next general election.   
 
Current indications are that the next general election will be held in May 2010, with the 
majority of commentators suggesting that the current UK government has just begun its final 
term following the summer recess and party political conference season.  At present, the 
majority of opinion polls suggest that the next UK government will be a Conservative one, 
though increasingly, in early 2010, some polls are indicating that this is by no means a 
foregone conclusion with the Conservative party having just a 5-10 point lead and 
increasingly political commentators are putting forward the increasing likelihood of a ‘hung’ 
parliament.   
 
Within the context of the current economic fragility; a relative lack of mandate from the 
electorate in 2005; and an apparent growing dissatisfaction from the UK public toward 
Parliament from events such as the MP’s expenses fiasco, the current strength of the UK 
government is suggested by many to be at an all time low.  Following the Queen’s speech in 
January 2010, many commentators suggested that the government lacked the strength and 
time required in order to translate any of the proposed activities into law.   
 
In terms of impact on UK business, and more specifically the Dining, Living & Occasional 
Furniture market, the lack of political strength at present may be dampening opportunities 
for the UK economy to recover quickly from the recent downturn.  A lack of strong 
leadership may be in part suppressing business and consumer confidence, resulting in a 
slower return to growth for the overall UK economy.   
 
One key influence of current government policy on the UK furniture manufacturing industry 
has related to immigration and the use of migrant workers.  The use of foreign workers in 
the industry has grown rapidly in recent years, with around 30-40% of the industry now 
estimated to be comprised of non-indigenous workers.  The tightening of immigration 
controls and checks is indicated to have increased bureaucracy for furniture manufacturers 
and impacted on profitability to some extent.   
 
Further, the influx of eastern European workers which characterised the ‘UK minimum wage 
economy’ in recent years has also reversed, partly due to the decline in the strength of the 
Pound as a result of Government policy.  With an apparent exodus from the UK of East 
European and particularly Polish workers, a decline in available labour is also indicated to 
have impacted industry profitability.  Whilst the recession has negated this impact to some 
extent in recent months, sources suggest that a lack of employees willing to work in the 
furniture manufacturing industry at minimum wage level is likely to be a key weakness in the 
industry in the medium term.   
 
Taxation policy is also likely to become an increasingly important aspect in the furniture 
industry in the near term, with Government policy directly impacting on consumer 
expenditure through taxation.  Current spending by the Government on ‘quantitative easing’,  
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2.3.3  Economic Influences & Trends 

To the surprise of many commentators, the UK economy remained in recession during the 
third quarter of 2009 according to the UK government statistical office.  With many 
anticipating some minimal growth in GDP output, this news further dampened consumer 
confidence in many sectors of the UK economy. 

Gross Domestic Product 2004-2013 

The following chart illustrates the current and future prospects for the UK economy in terms 
of GDP growth at current prices:- 
 

Figure 4: UK Economic Annual Performance– GDP 2004-2013 
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Source: MTW Research / ONS 

As illustrated, the UK economy experienced particularly strong levels of growth during 2006 
and 2007, with growth levels in excess of 6% per annum.  However, whilst the economy 
performed reasonably well in early 2008, a realisation in Q2 2008 of the high level of ‘toxic 
debt’ undertaken by US banks through sub-prime lending, coupled with the level of 
uncertainty in terms of to whom this debt had been sold resulted in a freezing of the global 
financial system dubbed the ‘credit crunch’.   
 
The ‘credit crunch’ quickly filtered to the UK banking system, resulting in the UK financial 
sector reaching crisis point in Q3 2008 with some sources suggesting that the collapse of a 
number of high street banks was averted by secret loans & part nationalisation by a just a 
few hours as investors rushed to recoup investments and withdraw savings.  As business 
confidence levels plummeted, output in the UK service economy in particular declined 
rapidly, followed by a subsequent contraction in the manufacturing sector.  Overall, the 
downturn in business confidence coupled with the freezing of the global banking sector 
resulted in an overall annual contraction in GDP of some 4.5%, with this decline sharply 
focussed on the last 2 quarters of the year.    
 
With recent rises in retail spending and successive house price growth pointing to a growing 
level of consumer confidence, most estimates suggest are that the UK economy recovered 
from recession during the latter part of 2009, with some growth likely to become more 
substantive in Q1 2010.  House prices rose by 0.5% in January 2010, representing a 
slowdown from the growth during the summer that saw prices increase by 6% between April 
and September 2009.  Indications are that many fewer properties are being bought and sold 
than in “normal” market conditions. The first nine months of 2009 registered just over half a 
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million transactions, an annualised turnover rate of only 3.6% of the housing stock, well 
below the 20-year average of 8.5%.  
 
Forecasts for the overall economy in 2010 are positive, albeit nominal, with growth of 
around 1% anticipated as sources indicate that a slow and prolonged recovery period is the 
most likely scenario.  The substantial level of expenditure by the Government during 2008 
and 2009 will likely result in a rapid decline in public expenditure in the medium term, with 
GDP growth therefore increasingly reliant on the fragile private sector.   
 
Despite growing levels of ‘cautious optimism’, the Bank of England continued its policy of 
quantitative easing in January 2010 for fear of a ‘double-dip’ in the UK economy in early 
2010.  This concern is echoed by the apparent continued refusal by the UK banks to 
increase business lending substantially, as they seek to divest their bad debts and build up 
cash reserves in the ongoing process described as ‘deleveraging’.  Both household and 
corporate sectors are undergoing a period of deleveraging, seeking to pay down debts and 
strengthen their balance sheets.   

UK Inflation 2004-2013 

Recent fears of deflation in the UK economy appear now to have passed.  The impact of QE 
on the economy is likely to result in some growth in terms of inflation in the short term, and 
this coupled with an anticipated rise in energy prices and growth in consumer expenditure 
overall in the near term should further boost Consumer Price Inflation.   
 
The following chart illustrates the level of CPI since 2004 with forecast to 2013:- 
 

Figure 5: UK Economic Annual Performance– Inflation (CPI) 2004-2013 
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Source: MTW Research / HM Treasury 

CPI peaked during Q3 2008 at 4.9%, though both Q4 2008 and Q1 2009 saw inflation 
continue at very high levels of 4.5% - well above the target rate of 3% set by the 
Government.  With the Bank of England primarily responsible for setting interest rates to 
control inflation, many commentators suggested that rates were held too high for too long in 
order to combat inflation at a time when economic output was declining rapidly.  During 
September 2008 interest rates were 5%, declining only slightly to 4.5% in October.   
 
As illustrated above, inflation declined in 2009 to just over 3%, with a further fall likely in 
2010 to around 2.3%, reflecting lower levels of product inflation throughout the majority of 
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the UK economy.  A more stable scenario is then envisaged beyond 2010, as the UK 
economy slowly recovers from the current recession.   
 
The anticipated improvement during this year and beyond in business and financial services 
is particularly encouraging as this includes many business to business services, and should 
support growing confidence in the corporate sector thereby translating to stronger consumer 
confidence. Contributions to growth from manufacturing and construction both deteriorated 
slightly in Q3 2009, but the combined negative effect on GDP growth was well below 0.1 
percentage points. 

Interest Rates 2004-2013 

As previously illustrated, the setting of the base interest rate at which banks are able to 
borrow money from the central government bank falls under the responsibility of the 
monetary committee at the Bank of England.  Before November 2008, this committee’s 
primary concern was related to the control of inflation, post November 2008 sources 
indicate that the Bank of England’s remit has become enlargened to encompass, or at least 
consider, overall economic output within their monthly decision making process.   
 
The following chart illustrates the average level of interest rate charged each year since 
2004 and forecasts to 2013:- 
 

Figure 6: UK Economic Annual Performance– Interest Rates (Bank of England) 2004-2013 
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Source: MTW Research / HM Treasury 

As illustrated above, interest rates remained relatively stable between 2004 and 2006 
reflecting a wider stability in the overall economy.  Higher rates of inflation took hold in 2007, 
fuelled by a rise in basic material costs, energy and fuel in particular resulting in a response 
by the Bank of England to raise rates to an average of 5.5% by the end of the year.   
 
With the bank’s primary concern being inflation, interest rates remained high during the 
majority of 2008, with the bank only starting to cut rates in the last quarter of the year.  This 
was quickly followed by further cuts in 2009 to current historically low levels of 0.5% as the 
bank responded to pressure to focus on GDP output and the UK economy’s performance 
overall, rather than simply inflation.   
 
Given a relatively rapid return to growth in the near term, current forecasts are for interest 
rates to rise in mid-late 2010, albeit relatively slowly initially.  In early 2010, QE - effectively 
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printing money, remained the bank’s preference, suggesting there remains a considerable 
degree of concern regarding UK economic output at present and indicating that any growth 
in interest rates is likely to be minimal in the near term.   

Employment Rates 

The following chart illustrates the level of unemployment in the UK since 2004, with 
forecasts to 2013:- 
 

Figure 7: UK Unemployment Numbers 2004-2013 
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Source: MTW Research / ONS 

Unemployment levels have risen successively since 2004 as illustrated above, from just 
over 1.4 million to just under 1.7 million by 2007, reflecting an increase of some 16% over 4 
years.  The impact of the recession was not necessarily reflected in the unemployment 
figures during 2008, with the year ending with just fewer than 1.8 million unemployed.   
 
The effects of the recession were only felt during the second half of 2009, with the year 
overall recording a rapid rise in unemployment to around 2.5 million.  During the three-
month period June to August 2009, the level of UK unemployment was just under 2.5 
million, corresponding to a rate of 7.9% of the active population over 16 years of age. The 
latest figures mark an increase of 88,000 from the previous three-month period (March to 
May 2009) when the level of unemployment was 2.38 million and the unemployment rate 
was 7.6%.   
 
During 2010, indications are that employment levels should start to rise as the economic 
environment improves.  By 2011, a faster rate of growth is forecast in terms of GDP, with 
business confidence likely to prove more robust and result in greater business investment.  
As such, by year-end 2011 unemployment levels are forecast to decline to around 2.15 
million, reflecting a decline of some 14% off the high recorded in late 2009.  Given a 
continued improvement in the economy, forecasts to 2013 are positive, with unemployment 
rates set to fall further to around 1.55 million and levels previously experienced in 2005/6.   
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2.4 SWOT ANALYSIS – Strengths, Weaknesses, Opportunities, Threats 

Following a strategic review of the Dining, Living & Occasional Furniture market, the following 
table identifies some of the key strengths & weaknesses evident in the UK Dining, Living & 
Occasional Furniture market at present:- 

Figure 8: Key Strengths & Weaknesses in the Dining, Living & Occasional Furniture Market 2009-2013 

STRENGTHS WEAKNESSES 

• Inherent industry strength - 70% of furniture 
retailers have excellent / good credit rating. 

• Highly skilled workforce able to produce high 
quality, differentiated products. 

• Well defined market positions held by most UK 
manufacturers & retailers – clear strategies 

• UK manufacturers typically focused on higher 
value sector which should recover faster in 2010 

• Well established, experienced manufacturing 
base, able to react quickly to market trends.   

• High management retention rates in 
manufacturing sector reported at around 90-
95%, resulting in skilled & experienced 
corporate management.   

• Efficient management information systems & IT 
systems used by majority of manufacturers & 
retailers to enhance service & reduce costs. 

• Wide range of distribution channels enabling 
comprehensive coverage of UK market. 

• Sophisticated use of internet for marketing & e-
commerce by UK manufacturers & retailers 

• Most companies operate flexible and agile 
business models enabling them to shift focus 
according to changes in market demand.   

• UK market now typically split into 2 fairly distinct 
categories of commodity and luxury, facilitating 
strategic decision-making.   

• UK indigenous workforce typically highly 
skilled with high wage aspirations reducing 
manufacturers’ ability to compete on price.   

• Low consumer loyalty in relation to other 
purchasing criteria such as design, price etc. 

• Workforce in lower skilled sectors of industry 
often lack motivation & result in high level of 
‘staff churn’.   

• Lack of focus on differentiation evident by 
some smaller furniture manufacturers & 
retailers. 

• Substantial fragmentation in the furniture 
retail channel resulting in lower buying power 
for retailers & more fragmented market for 
manufacturers to supply.  

• Minimal or no acceptance by consumers 
during 2008 and 2009 of price rises of non-
differentiated products.   

• Minimal levels of profitability throughout 
industry result in lower levels of marketing & 
product awareness. 

• Majority of products are ‘deferrable 
purchases’ and therefore risk exposure to 
economic downturns is higher.   

• High consumer expectations of value within 
the mid market furniture sector. 

• Need to stock larger / bulky items of furniture 
results in larger stores / warehouses required 
– increasing costs for retailers and mfrs alike.  

• High fragmentation of distribution channels 
and large number of smaller retailers active 
within these channels – increase distribution, 
CRM and supply costs for manufacturers.    

 

 

 

Source: MTW Research Strategic Review 2010 
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The following table identifies some of the key opportunities and threats evident in the market 
at present:- 

Figure 9: Key Opportunites & Threats in the Dining, Living & Occasional Furniture Market 2009-2013 

OPPORTUNITIES THREATS 

•  Growth in Kitchen-diners & ongoing trend of 
kitchen refurbishment. 

• Use of kitchen ‘dining table’ for number of uses – 
eating, ad-hoc home office, homework, hobbies 
etc.   

• Use of separate dining room to display status 
through purchase of higher value furniture.   

• Recovery from economic downturn should 
stimulate rise in consumer confidence. 

• Growth in the integration of technology into 
furniture. 

• Technology stimulating new demands on furniture 
– e.g MP3 housing, set top boxes, consoles etc. 

• Housemoving levels should return to growth, 
stimulating new purchases. 

• ‘Trading-up’ opportunities from consumers who 
purchased lower value products 5-10 years ago. 

• ‘Pent-up’ demand released from deferred 
purchases during recession. 

• Differentiation through features such as 
adaptability, flexibility, after care service, delivery, 
availability etc.  

• Use of environmental credentials to add value – 
sustainable sourcing, reduced carbon footprint, 
ethical trading etc.   

• Use of internet, mobile phones & new social 
networking technology to develop more effective 
communications & e-commerce. 

• Rising fuel costs in longer term may result in 
imports becoming less attractive to retailers.   

• Rising population, rising number of households 
increasing volume demand. 

• Availability of labour is rising in the short term as 
a result of the recession, reducing wage inflation. 

• Use of new management & motivation techniques 
to decrease ‘staff churn’.    

• Products which offer ‘instant makeover effect’ for 
minimum effort continue to be popular with UK 
consumers 

• Growing level of pricing pressure from 
ongoing impact & legacy of recession. 

• Decline in availability of lower paid labour for 
manufacturing as exodus of employees from 
East Europe return home.   

• High risk of exposure from foreign companies 
buying UK manufacturers & reducing 
investment. 

• Minimal or no acceptance by consumers of 
price rises of non-differentiated products.   

• High exposure to economic pressures which 
impact on consumer confidence levels. 

• Ongoing threat of lower cost imports. 

• Ongoing price sensitivity in non-differentiated 
sectors. 

• Threat of substitutes & competition from 
highly fragmented & competitive market.    

• Likelihood of rise in corporation & income tax. 

•  UK fiscal policy not viewed as strong at 
present, reducing overseas investment.  

• Rising share by lower value, volume retailers 
with high purchasing power, devaluing overall 
market.   

• Growing environmental obligations may 
increase manufacturing & distribution cost 
base whilst consumers resist price rises.   

• Growth in different consumer media resulting 
in wider range of fads/trends with less distinct 
trending patterns, e.g. TV, radio, magazines, 
internet, twitter, social networking etc. 

 

Source: MTW Research Strategic Review 2010 
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2.5 IMPORTS & EXPORTS OF FURNITURE 2004-2013 

 

The following chart illustrates the level of imports of wooden dining and living 
room furniture since 2004 and forecasts to 2013 in value terms:- 
  

Figure 10: Imports of Living & Dining Room Furniture By Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

As illustrated, total imports of wooden furniture used in dining and living rooms 
are currently estimated at around £375 million in 2010.  Imports are now 
estimated to account for almost 60% of all UK sales, reflecting the dominance of 
lower cost products in the market.   
 
In 2004, total imports stood at just under £240 million.  Market penetration by 
the DIY multiples, catalogue stores and other lower value channels such as the 
supermarkets who entered the market in 2006 resulted in a dramatic growth in 
demand for lower cost imports as illustrated above.  Between 2004 and 2008, 
imports rose by almost 80%, reflecting the high level of pressure on the UK 
furniture manufacturers in recent years.   
 
Following a dip in demand during 2008 and 2009, imports are likely to return to 
growth in 2010, rising by an average of 4-5% per annum in the medium to 
longer term.  By 2013, our forecasts suggest that the total value of imports will 
reach just over £460 million by 2013.   
 
Historically, export opportunities have offered some relief for UK manufacturers 
with this sector offering some reasonable demand as well as the domestic 
market.   
 
The following chart illustrates the level of exports of wooden dining and living 
room furniture since 2004 and forecasts to 2013 in value terms:- 
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Figure 11: Exports of Living & Dining Room Furniture By Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

The increasing dominance of lower value imports from the far east and eastern 
Europe has impacted on a number of key export markets in recent years as 
illustrated in the above chart.  In 2010, total exports are forecast to be around 
£50 million, reflecting a slight improvement after the recession in 2008 and 
2009.  However, since 2004, exports have continued to decline, contracting by 
some 35% over the last 6 years highlighting the increasingly competitive nature 
of the foreign export markets for dining and living room furniture.   
 
This gradual downward decline is expected to continue in the medium to longer 
term as UK manufacturers are unable to compete in terms of price against lower 
cost countries in Eastern Europe and Asia and Oceania.  By 2013, therefore, our 
forecasts are for exports to decline steadily to a value of around £43 million.   
 
The following chart illustrates the share by key target countries for dining and 
living room furniture exports in 2010:-  

 Figure 12: Share by Key Export Country for Dining & Living Room Furniture 2009  

Other  America

0%

Asia &  Oceania

5%M East &  N Africa

6%

Sub Saharan 

Africa

8%

Eastern Europe

2% West Europe

6%

North America

16%

European Union

57%

 
Source: MTW Research / Trade Sources 

As the above chart illustrates, the European Union represents almost 60% of 
exports in 2009, reflecting a value of more than £22 million, with North America 
accounting for a further 16% and £6 million by value.   
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3. PRODUCT TRENDS & SHARES 

3.1 Share by Key Product Sector – 2010, 2004 & 2013 

The share accounted for by each of the key sectors within the UK dining, living 
and occasional furniture market in 2010 is illustrated in the following chart:- 

 

Figure 13: Share by Product in Dining, Living & Occasional Furniture Market 2010 
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Source: MTW Research / Trade Sources 

As the above chart illustrates, the UK dining, living and occasional furniture 
market comprises of a wide range of product sectors with a variety of uses.  The 
largest sector of the market is accounted for by dining tables which are 
estimated to account for around 23% of the total market value in 2010.   
 
The dining chairs sector accounts for the second largest segment of the market 
in 2010, with a share of around 18% and a market value of just under £165 
million.  This sector is obviously closely linked to the dining tables market and 
has typically followed similar trends in terms of consumer purchasing and 
preferences in recent years.   
 
Display units, dressers and sideboards are estimated to be worth just over £160 
million in 2010, reflecting a relatively substantial share of around 18%.  This 
sector has continued to benefit from an element of polarisation in the market, 
with many of the products in this sector now positioned in higher value market 
positions.   
 
Bar tables and stools are a relatively new entrant in this market and are often 
viewed as a threat to dining tables used in kitchen environments.  This sector of 
the market is currently estimated to account for around 12% of the market in 
2010, having gained rapid share in recent years.   
 
The TV / Hi-Fi and entertainment unit sector has continued to develop in recent 
years, with advances in technology continuing to place new demands on this 
sector in terms of product innovation.  In 2010, TV / Hi-Fi units are estimated to 
be worth just under £110 million, accounting for around 12% of the market by 
value.   
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The coffee tables sector, which also includes lamp and console tables is 
estimated to be worth around 11% in 2010, having gained some share of the 
market in recent years, despite a decline in the use of table standing lamps and 
hall tables.   
 
Shelf units, bookcases and shelving typically consist of lower value products and 
therefore account for a smaller proportion of the market by value in 2010, 
estimated at around 6%.  However, recent trends have favoured more 
minimalist storage solutions, such as contemporary shelving and this sector is 
expected to gain some share in the longer term.   
 
In order to illustrate historical trends, the following chart illustrates the share by 
key product sector in 2004:- 
 

Figure 14: Share by Product in Dining, Living & Occasional Furniture Market 2004 
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Source: MTW Research / Trade Sources 

As illustrated, dining tables and chairs have lost some share of the market in 
recent years, declining from 25% and 20% in 2004 to 23% and 18% 
respectively in 2010.  This gradual share loss is primarily attributed to a decline 
in volume demand for more traditional, higher value dining tables in favour of 
cheaper products suitable for a wider range of uses.  In addition, this sector has 
come under increasing pressure from lower cost imports, as well as lower cost 
dining sets gaining popularity, which are now estimated to account for around 
60% of the dining tables & chairs market.   
 
The display units, dressers and sideboards market was estimated to be worth 
around £180 million in 2004, with around 19% share of the market.  This sector 
has lost some share in recent years, following a steady decline in volume 
demand.  However, as these products are typically positioned in the higher 
value end of the market, average unit prices are indicated to have been 
relatively well maintained– preventing substantial declines in value.   
 
The rapid growth of the bar tables and stools sector is clearly evident from the 
above chart, rising from 7% in 2004 to around 12% in 2010.  More casual 
entertaining trends, larger kitchens and more informal eating habits have 
prompted this sector to grow share in recent years.   
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The following chart illustrates the forecast share for each key product sector 
within the dining, living and occasional furniture market in 2013:- 

Figure 15: Forecast Share by Product in Dining, Living & Occasional Furniture Market 2013 
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Source: MTW Research / Trade Sources 

 
By 2013, our forecasts suggest that the dining tables sector will continue to lose 
some share of the overall market, as the threat of substitute products such as 
kitchen tables, bar tables, breakfast bars and occasional tables continues to 
grow.   
 
These trends are also likely to impact on the dining chairs market, with bar 
stools and upholstered furniture representing key substitute threats to this 
sector.  As such, by 2013 indications are that the dining room tables sector will 
account for around 20% of the market, having declined from 26% in 2004, with 
dining chairs contracting from 21% in 2004 to 16% in 2013.   
 
The bar tables and stools sector is forecast to continue to grow share of the 
dining, living and occasional furniture market in the longer term, reaching 
around 17% by 2013.  These products are benefiting from the growth in 
kitchens with dining areas, consumers’ preference toward more informal dining 
coupled with the trend toward smaller households.  Whilst the majority of these 
products are outside the scope of activity of wooden furniture manufacturers, 
imports and metal furniture manufacturers are likely to grow share of this 
market in the near term.   
 
Contemporary design trends and a more minimalist approach to living room 
furniture has resulted in design led shelving products gaining in popularity in 
recent years.  This trend is likely to continue in the medium to longer term as 
consumers seek minimal storage, design led bookcase and shelving solutions.  
In 2004 this sector was estimated to account for around 5% of the market by 
vale, with this likely to grow to around 8% by 2013.   
 
Whilst technology remains a key driver for some product sectors in the dining, 
living and occasional furniture market, the TV and Hi-fi sector is likely to lose 
share to 2013, following a changes in the technology found in UK living rooms.  
Historically, entertainment units typically housed a large CRT television, DVD  
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3.2 Dining Tables Market 2004-2013 

The following chart illustrates the performance of the domestic dining tables 
market by value since 2004 and forecasts to 2013:- 

Figure 16: Dining Tables Market by Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

As illustrated, the UK dining table market is currently valued at around £200 
million in 2010 at retail prices, reflecting a more pronounced contraction in terms 
of value during 2008 and 2009.  Volume demand is likely to steadily decline in the 
longer term, though product development should reduce price sensitivity to some 
extent.  However, by 2013, forecasts are for the market to decline to around £198 
million, reflecting a contraction in market value of some 17% since 2004. 
 
Dining table sales have historically suffered from a change of eating habits over 
the last decade, with more informal eating arrangements resulting in less focus on 
using the dining table for family dining, thereby dampening growth opportunities.  
However, the use of a dining table for alternative uses has sustained the sector to 
some extent preventing a substantial decline in market value in recent years.   
 
Kitchen refurbishment and the growth in popularity of kitchen diners has resulted 
in contemporary dining tables being specified in kitchens, rather than lower value 
kitchen tables.  This has prompted a need for more flexible, adaptable, space 
saving tables which can be modified according to use, with these tables often used 
for both formal and informal eating, home office work, entertaining, school work, 
hobbies etc.   
 
A separate dining room with table is now often viewed as a luxury in modern 
homes where space is coming at an increasing premium, particularly in flats – a 
fast paced sector of the new home building market in recent years.  Separate 
dining rooms are therefore often displayed as a status symbol and sources 
suggest that consumers are generally more inclined to purchase higher value 
furniture in order to create a ‘centrepiece of the home’.   
 
The threat of substitutes for the dining table sector continues to grow, with 
breakfast bars, bar tables, occasional tables, kitchen tables and trays likely to  
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3.3 Dining Chairs Market 2004 – 2013 

The following chart illustrates the performance of the domestic dining chairs 
market by value since 2004 and forecasts to 2013:- 

Figure 17: Dining Chairs Market by Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

As illustrated, the UK dining chairs market was estimated to be worth around 
£163 million in 2009, reflecting a decline of around 9% as the economic 
downturn prompted a rapid decline in consumer spending.  During 2010, the 
sector is likely to continue to lose some value, in line with the dining table 
market, contracting to around £159 million at retail prices.   
 
Sources indicate that the growth in dining sets has continued to erode both the 
dining table and chairs market in recent years, with lower cost imports also 
dampening market growth in the lower – mid market sectors.  Whilst there 
remains some optimism in the hand made and premium end of the market, 
much of this activity remains niche and is unlikely to prevent further declines in 
market value over the longer term.   
 
Design trends in the dining chair sector have broadly followed those within the 
overall furniture market, with modern contemporary designs being preferred 
over more traditional styles.  Lighter wood colours are also estimated to account 
for around 70% of the market in value terms, as lighter colours provide an 
illusion of space and also complement the neutral coloured paints which are 
typically specified in UK households at present.   
 
As dining tables have become used for a wider variety of uses, so have dining 
chairs, with design trends taking into account this issue.  As such, chairs with 
arms and plush seating have become less relevant, in favour of more sleek, 
modern designs with minimal upholstery appropriate for short term use, rather 
than long leisurely luncheons.   
 
Bar stools and upholstered furniture represent key threats to the dining chairs 
sector where breakfast bars and lap trays are becoming more popular in relation 
to eating in the kitchen or living room.  These issues are likely to subdue any 
further growth in the longer term, with the sector stabilising at around £xxx  
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3.4 Display Units, Dressers & Sideboards Market 2004-2013 

The following chart illustrates the performance of the display units, dressers and 
sideboards market by value since 2004 and forecasts to 2013:- 

Figure 18: Display Units, Dressers & Sideboards Market by Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

As illustrated, sales of display units, dressers and sideboards have followed a 
downward trend since 2004 in terms of value, contracting by around 8% in 2009 to 
a value of around £162 million.   
 
Despite substantial levels of product development and innovation, sales in this sector 
remain subdued due to a number of key issues.  One key reason for the lack of any 
substantive performance by this sector in recent years relates to the issue of space 
within the living room.  Increasingly, rooms in modern homes are becoming smaller, 
with large furniture such as sideboards and dressers often not suitable with 
consumers opting instead to use shelving or more minimalist storage solutions.   
 
Further, there is an apparent perception of ‘traditionalist’ design linked to these 
products, despite much innovation in terms of design in recent years.  With 
consumers seeking contemporary, uncluttered rooms these larger items of furniture 
are often not considered appropriate.   
 
In addition, the increasing frequency of design trends has led to some consumers 
opting for lower value products which can be replaced more easily every few years.  
The fear of purchasing an expensive sideboard or cabinet which may be considered 
‘out of fashion’ in a few years time is also indicated to be a key inhibitor for this 
sector.   
 
Given these issues, the dressers, sideboards and display cabinets sector is likely to 
be underpinned by higher value installations of a more traditional design nature.  
Reinterpreting historical trends is indicated to be a key trend within the sideboards 
and display cabinets sector, with this sector less influenced from modern fads and 
short term trends.  In addition, with these products usually specific in larger, 
separate dining rooms or drawing rooms, this sector is likely to shift more toward a 
higher value / lower volume proposition in the longer term.   
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3.5 Shelf Units, CD/DVD Racks, Bookcases / Shelving Market 2004-2013 

The following chart illustrates the performance of the shelf units, bookcases and 
shelving market by value since 2004 and forecasts to 2013:- 

Figure 19: Shelf Units, Bookcases & Shelving Market by Value 2004-2013 £M 

0

50

100

£M 41.3 44.2 47.4 50.6 52.1 49.9 59.3 65.3 72 79.4

2004 2005 2006 2007 2008 2009
2010 

Fcst

2011 

Fcst

2012 

Fcst

2013 

Fcst

 

Source: MTW Research / Trade Estimates 

Sales of shelf units, CD/DVD racks, bookcases and shelving for domestic 
applications were estimated to be worth just under £50 million in 2009 at retail 
prices, reflecting a decline in value of around 4% since 2008.   
 
Trade sources suggest that this sector has grown share of the overall dining, 
living and occasional furniture market in recent years rising from 5% of the 
market in 2004 and forecast to reach around 8% by 2013.   
 
This sector’s relative popularity is indicated to be due to consumers’ preference 
toward more simple, sleek and contemporary storage solutions in the form of 
shelving, rather than larger pieces of furniture such as sideboards.  In addition, 
ownership of DVDs and CDs has also prompted volume demand growth for more 
specific storage solutions for these products, though these tend to positioned 
toward the lower value end of the market.  Digital storage and streaming 
through media centres is also likely to result in lower demand for these products 
in the near term.   
 
Consumer preferences in this sector are indicated to be toward lighter coloured 
wood which complement netural décor and ‘chunky’ designs with simple lines 
and contemporary appearance.  Wood continues to be the preferred material, 
though glass, acrylics and metal are also used.   
 
Whilst design is likely to remain important, sources indicate that consumers are 
now seeking improved functionality over form, with ‘S’ shaped shelving and ‘peg 
shelving’ less popular than more functional box shape designs.  In addition, 
space saving design features and non-obtrusive designs are also indicated to be 
popular at present, complementing the trend toward declining room sizes in 
modern homes. 
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3.6 TV, HI-FI & Entertainment Units Market 2004 – 2013 

The following chart illustrates the performance of the TV & Hi-Fi unit market by 
value since 2004 and forecasts to 2013:- 

Figure 20: TV. Hi-Fi & Entertainment Market by Value 2004-2013 £M 

50

100

150

£M 133.1 130.3 127.9 125.2 118.3 108.9 104.9 102.7 100.7 99.2

2004 2005 2006 2007 2008 2009
2010 

Fcst

2011 

Fcst

2012 

Fcst

2013 

Fcst

 

Source: MTW Research / Trade Estimates 

Technological developments and product innovation has dramatically influenced 
the entertainment cabinet sector in recent years, valued at around £109 million 
in 2009 following a period of steady decline since 2004.   
 
Previously, entertainment units would have housed a large television, set top 
digital box, DVD player, video recorder, computer console and possibly stereo 
though in recent years the size and number of these boxes has steadily 
reduced.  In 2010, the integration of digital receivers into flat screen televisions, 
coupled with console media centres such as the Playstation3 means that often 
living rooms will have just one media centre box and a wall mounted television.  
Effectively this negates the need for an entertainment unit and as such it is 
likely that this sector will lose share of the market in the longer term.   
 
In the near term, however, trends in this sector are following the decline in 
number of TV / Hi-fi related boxes with smaller designs becoming more popular 
and space saving design becoming more relevant.  In addition, storage space 
for DVDs and CDs are becoming less important as MP3 players and digital 
storage negate the need for separate storage media.   
 
In terms of product trends, lighter coloured woods and wood effect remain 
popular with open fronts to facilitate access and ensure proper ventilation of tv 
and hi-fi equipment.  Sources indicate that sleek and modern lines are also the 
most popular, though glass shelving units have also taken some share of this 
sector in recent years.   
 
Our forecasts are for the entertainment unit sector to continue to decline in 
value terms in the longer term, contracting to around £99 million at retail prices 
by 2013.  Indications are that technological developments in terms of 
integration of digital receivers coupled with ‘internet ready’ TVs will result in 
declining volume demand for entertainment units in the longer term.   
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3.7 Bar Tables & Stools Market 2004 - 2013 

The following chart illustrates the performance of the bars and stools market by 
value since 2004 and forecasts to 2013:- 

Figure 21: Bar Tables and Stools Market by Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

The above chart illustrates the relatively strong performance of the bar tables 
and stools market in the UK, having risen from £64 million in 2004 to around 
£104 million in 2009, reflecting growth in excess of 60% in 5 years.   
 
Whilst the market stabilised in terms of value growth in 2009, trade sources 
indicate that this was due to the economic downturn and subsequent decline in 
consumer expenditure on household RMI in general, rather than indicative of 
any longer term trend.  Further, there are a number of key market drivers 
present in this sector which should offer sustained growth in the medium to 
longer term.   
 
The growing preference of kitchen diners and the use of a kitchen as a social 
gathering and informal entertaining place has driven the demand for bar tables 
and stools given that they offer a less formal area to relax as opposed to a 
dining or kitchen table.  In addition, modern designs and contemporary styles of 
bar tables are also often more in keeping with the style of modern kitchen 
refurbishments, as opposed to more traditional wood tables.   
 
Further, the kitchen furniture market has experienced rapid growth in the 
development of breakfast bar worktops in recent years, with bar stools often 
specified as part of the overall design of a kitchen.   
 
Whilst this sector is typically comprised mostly of imported products, the sector 
remains relatively immature and is therefore in a rapid growth phase in terms of 
volume.  As such, price competition remains relatively subdued at present, with 
retailers able to differentiate these products on the basis of their modernity, 
contemporary styling and ‘fit’ with the increasing use of the kitchen as a place 
for informal entertaining.  Given these trends, our forecasts are for the sector to 
continue to experience positive growth patterns, reaching around £xxxmillion by 
2013 at retail selling prices.   
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3.8 Console, Lamp & Coffee Tables Market 2004-2013 

 

The following chart illustrates the performance of the Console, Lamp & Coffee 
Tables market by value since 2004 and forecasts to 2013:- 

Figure 22: Console, Lamp & Coffee Tables Market by Value 2004-2013 £M 
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Source: MTW Research / Trade Estimates 

The console, coffee and lamp tables sector comprises of a wide range of 
products across a broad spectrum of design.  Console tables are designed for 
placing against a wall and typically lie within the more traditional, higher value 
sector in terms of design and quality.  As such, whilst volume demand has 
weakened in recent years, the console table sector has not experienced any 
substantial decline in terms of value as average unit prices have generally 
increased in line with inflation.   
 
The coffee tables sector has benefited from the trend toward more informal 
eating in the living room.  Sources indicate that smaller coffee tables are often 
specified due to smaller room sizes generally; though increasingly a room will 
now have at least 2 such tables to accommodate the trend toward eating in the 
living room.   
 
In terms of design, around 70% of the coffee tables sector is comprised of 
contemporary styling with simple lines and lighter colours, with more classic, 
darker wood styles accounting for the remainder.   
 
There has been a shift toward an equal emphasis on design and function by 
householders in this sector, with consumers seeking value for money as well as 
contemporary, stylish design and functionality.  Modular furniture remains 
popular, where pieces may be added or taken away according to need.   
 
The growth in the popularity of floorstanding lamps has negatively impacted on 
the lamp tables market in recent years, with this sector having lost share in 
terms of both value and volume.  Lamp tables are now estimated to account for 
around 10% of the sector and are forecast to decline further in the medium to 
longer term.   
Nevertheless, with coffee tables accounting for around 70% of the sector in 
2010, product development and changing social trends are likely to sustain 
growth for the overall sector, forecast to reach just under £130 million by 2013.   
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At A Glance - Key Financial Indicators
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4. FURNITURE MANUFACTURER PROFILES 
The following section identifies some of the key UK manufacturers and provides a 1 
page profile with key performance indicators for each.  It should be noted that whilst 
we endeavour to include all the major players in the market, inclusion or otherwise 
in the following section does not necessarily indicate a company’s relevance in the 
market.   

4.1 Furniture Manufacturers Profiles & KPIs 

Sample Ltd - Company Overview & ‘At a Glance’  

Sample Address 
Sample Address 
Tel: Sample 

Sample Ltd is a private limited with 
share capital company, incorporated on 
18 July 1973. The company’s main 
activities are recorded by Companies 
House as “The manufacture and 
wholesale of furniture.”  In early 2010, 
the company has an estimated 129 
employees. 
 
To year end 31/07/2008, Sample Ltd is 
estimated to have achieved a turnover of around £11 million.  Pre-tax profit for the same period is 
estimated at around £30,000.  
 
The following table briefly provides a top line overview on Sample Ltd:- 

Company Name Sample Ltd 

Brief Description of Activities The manufacture and wholesale of furniture. 

Parent Company n/a 

Ultimate Holding Company n/a 

Estimated Number of Employees  129 

Senior Decision Maker / Director Sample Sample 

The following table illustrates the company’s key performance indicators for the last 4 years:- 

Figure 27: Sample Ltd - 4 Year KPIs to Year End 31/07/2008 

Key Indicator £ Year End 
31/07/2005 (Year1)  

Year End 
31/07/2006 (Year2) 

Year End 
31/07/2007 (Year3) 

Year End 
31/07/2008 (Year4) 

Fixed Assets £370,000 £355,000 £264,000 £318,000 

Current Assets £2,406,000 £3,287,000 £3,507,000 £3,599,000 

Current Liabilities £1,748,000 £2,556,000 £2,757,000 £2,963,000 

Long Term Liabilities £543,000 £561,000 £534,000 £458,000 

Net Worth £485,000 £525,000 £480,000 £496,000 

Working Capital £658,000 £731,000 £750,000 £636,000 

Profit per Employee  -£1,868 £217 £2,102 £233 

Sales per Employee n/a n/a n/a n/a 
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5. DISTRIBUTION CHANNELS SHARE & TRENDS 

5.1 Share by Key Distribution Channel 2010, 2004 & 2013 

The share accounted for by each of the key distribution channels within the UK 
dining, living and occasional furniture market in 2010 is illustrated in the 
following chart:- 
 
Figure 53: Share by Distribution Channel for Dining, Living & Occasional Furniture Market 2010 
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Source: MTW Research / Trade Sources 

It should be noted that due to an element of overlap between a number of 
channels, estimating the share by channel is particularly complex and the above 
should therefore be regarded as guideline estimates only.   
 
Given these complexities, however, our estimates are that the furniture retailers 
sector continue to maintain the majority share by value of the dining, living and 
occasional furniture market in 2010, with this sector comprising of around xx% 
of total industry sales.   
 
The furniture retailers market remains dominated by smaller independent 
retailers operating on a local or regional basis with a small number of brands 
stocked.  This sector primarily operates within higher value end of the market, 
having mostly repositioned over the last 10-15 years.  This repositioning was 
brought about by the inability of smaller retailers to compete on price with 
channels such as the DIY multiples, catalogue stores and mail order operations.  
Further high street retailers are often unable to offer the level of stockholding 
offered by competing channels and were therefore forced to move into a lower 
volume, higher value market position in order to survive.   
 
The second largest sector is accounted for by DIY and hardware retailers, with 
the larger national DIY multiples having rapidly gained share in a number of 
sectors of the UK furniture market in recent years.  In 2010, this sector 
accounts for around 25% of the market by value which would rise to an 
estimated 40% in volume terms, reflecting the higher level of imported products 
sold through this channel.  The DIY Multiples or ‘Sheds’ have made most 
headway in this market in recent years, with B&Q, Focus & Homebase 
developing their furniture portfolio in recent years.  With an increasing emphasis  
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In order to provide a historical context, the 2004 share for each of the key 
channels illustrated in the following chart:- 
 
Figure 54: Share by Distribution Channel for Dining, Living & Occasional Furniture Market 2004 
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Source: MTW Research / Trade Sources 

As illustrated, there has been substantial changes in terms of channel share in 
the dining, living and occasional furniture market in recent years with much of 
this change due to the growth in lower value imports and the shift to a ‘two-tier’ 
market.  As the industry has become increasingly polarised in terms of price, 
retailers have sought to establish clear strategies and market positions based on 
volume, quality and price.   
 
According to trade sources, those channels which have primarily focused on 
lower value products have outperformed those channels with a higher value 
focus in recent years.  However, this trend has slowed in recent years as 
retailers focused on higher value products have developed their skill portfolios 
to offer greater differentiation through additional services and benefits.   
 
The most significant change highlighted by the above chart is the loss of share 
by the furniture retailers channel, which is comprised mainly of smaller 
independent retailers.  This sector was relatively slow to react to the threat of 
new entrants from competing distribution channels who were able to offer lower 
prices, faster or immediate delivery and arguably a more contemporary product 
portfolio.  As such, in 2004 furniture retailers accounted for an estimated 41% 
of the market which by 2010 has contracted to around 30%.   
 
The decline in share by furniture retailers is contrasted by the rapid share gain 
by the DIY retailers and hardware sector and more specifically the DIY 
multiples.  During the last 5-6 years, the sheds have followed an aggressive 
store expansion policy, coupled with the development of new store formats such 
as B&Q’s ‘Warehouse’ format.  These stores enable substantial stockholding and 
therefore provide the consumer with a wider choice, immediate availability and 
lower prices due to the multiples’ higher purchasing power.   
 
Further the DIY multiples have continued to target the ‘softer’ home 
improvement market, with females a key target market in recent years.  This 
switch to ‘home adornment’ rather than ‘home improvement’ lends itself to 
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increasing furniture portfolios, with Homebases’ strategy of installing mezzanine 
floors to accommodate larger furniture ranges one such example.   
 
The high street and department stores sector is typically positioned within the 
higher value / lower volume market position, with stock holding and product 
choice lower than that available from competing channels.  These channels are 
more focused on quality and branding in order to create additional perceived 
differentiation, though often the lack of merchandising space is a key inhibitor 
for retailers in this sector.  Given these issues, this sector has lost some share 
of the market in recent years, though sources indicate that part of this has been 
a deliberate strategic move away from the sector by some retailers.   
 
The development of the internet has resulted in much lower barriers to entry for 
new retailers to establish a retail presence and offer a relatively wide portfolio of 
products.  Lower overheads through the lack of a high street presence also 
enables retailers in this sector to compete more effectively on price.  However, 
indications are that consumers often require a ‘tactile purchase’ in terms of 
purchasing furniture, with pictures on a computer screen often not enough to 
influence the purchase decision.  As such, this channel has been more 
successful in the lower value sector of the furniture market, where consumer 
purchasing decisions are less involved.  Nevertheless, low prices, fast delivery, 
high availability and wide product choice should sustain this sector’s growth in 
the medium to longer term.   
 
The development of supermarkets into non-commodity goods markets has also 
been a key issue in the UK furniture market in recent years, with companies 
such as Tesco and Sainsbury’s launching non-food ranges in 2006.  These 
companies have positioned themselves in the higher volume sector of the 
market and are indicated to have gained share from the DIY multiples in recent 
years by offering keen pricing and wider product choice.   
 
In terms of future prospects, the following chart illustrates the forecast share for 
each key channel in 2013:- 
 
Figure 55: Share by Distribution Channel for Dining, Living & Occasional Furniture Market 2013 

Dept / H igh Street 

Stores

16%

Furniture Retai lers  

30%

Internet / 

Supermarket 

/Catalogue Stores/ 

Mail Order / D irect 

29%

DIY / Hardware 

Retailers 

25%

 
Source: MTW Research / Trade Sources 
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Our forecasts suggest that changes in channel share are unlikely to be as rapid 
in the coming years as has been the case previously, as illustrated above.   
Indications are that the furniture retailers sector has now stabilised in terms of 
share, having developed a more defined market position.  This sector is likely to 
account for around 30% of the market in 2013, reflecting a similar share to 
2010.   
 
The most significant change in the market in the next 3-4 years is likely to be a 
gradual yet continued withdrawal of the high street stores from the furniture 
market.  These companies are not able to compete on price and are often not 
focused enough to provide sufficient differentiation in order add value to their 
product portfolio.  As such, this sector’s share is likely to be eroded by more 
specialist retailers on one side and lower value, volume retailers who are able to 
compete more effectively on price.  As such, by 2013 our forecasts are for the 
high street / dept stores channel to account for around 16% of the market by 
value.   

 

5.3 Furniture Retailers Market – Industry Structure 

The following section reviews the UK furniture retail market in 2010 in terms of 
industry structure and provides key performance indicators for the largest 
channel of the UK dining, living and occasional furniture market.   

3.1.1 Market Mix by Growth/Decline Over Last 12 Months 

The following chart illustrates the share accounted for by the number of 
companies reporting either a rise, contraction or static sales during the last 12 
months:- 
 

Figure 56: Market Share by Furniture Retailer Sales Growth / Decline 2009 

Rapid  Growth

46%

Static / Decline

34%

Some Growth

20%

 
Source: MTW Research / Company Accounts 

For the preceding 12 months to January 2010, our estimates suggest that more 
than 45% of the market experienced growth which could be described as ‘rapid’, 
with sales rising by more than 10% per year.  Further, around 10% of the 
furniture retail market is estimated to have experienced some sales growth over 
the last 12 months.   
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5.4 Key Market Trends in the Furniture Retailers Industry 2004-2013 

 

The following section reviews some of the key trends in terms of financial 
performance of the UK Furniture Retail market since 2004, and forecasts to 
2013.   

5.4.1 Furniture Retail Market Profitability 2004-2013 

The following table illustrates the performance of the Furniture Retail market in 
terms of profitability between 2004 and 2009 and provides forecasts to 2013:- 
 

Figure 63: Furniture Retail Market Profitability 2004 – 2013 £M 

20

30

40

50

£M 47.7 47.5 47.4 47.6 45.4 42.6 42.9 43.9 45.1 46.6

2004 2005 2006 2007 2008 2009
2010 

Fcst

2011 

Fcst

2012 

Fcst

2013 

Fcst

 

Source: MTW Research / Trade Estimates 

Profitability levels in the Furniture Retail market peaked in 2007 at just under 
£48 million, reflecting margins of around 5% of total turnover.  Between 2004 
and 2007, profitability remained relatively static before declining in 2008 and 
2009 as the impact of the recession took hold.   
 
With the macro-economic outlook unlikely to improve much until early-mid 
2010, Furniture Retail companies are further implementing a number of 
measures in order to improve efficiency.  These measures include cost reduction 
and cash management initiatives, which are likely to impact on suppliers to the 
Furniture Retail market in the short term.  Growth in capital expenditure is also 
set to remain relatively flat in 2010, though some continued investment should 
continue to sustain growth at, or just below inflationary levels in the short term.   

5.4.2 Furniture Retail Industry Assets 2004-2013 

The following table illustrates the Furniture Retail market in terms of current 
and fixed assets between 2004 and 2009 and forecasts to 2013:- 
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5.5 Furniture Retailers Industry Ranking & Turnover Estimates 

5.5.1  Furniture Retailers Listing 

The list below illustrates the key players active in the market at present:- 
Figure 71: Furniture Retailers Company Listing 

Alan Ward 

And So To Bed 

Anderson House Furnishers 

Ardis Living  

Bannons  

Barker & Stonehouse  

Bart 221  (Cotswold) 

Beaumont Beds 

Better Choice  

Browns York  

C D S 

C S Lounge Suites  

Camp Hopson Furniture Centre 

Castlewarehouse 

Clement Joscelyne  

Cloham  

Cookes Furniture 

Cousins Furniture Stores  

Creations Interiors 

Cw Barsley & Son  

Delcor Furniture  

Derryvale Furniture 

Dunelm Group Plc 

Feather & Black  

Fenwick  (Bentalls) 

Fishpools 

Forrest Furnishing 

Full Circle Future  (DFS) 

Fultons 

Furniture 123  

Furniture Village  

Futon  

Gatenby  

George Smith 

Glasswells World Of Furniture 

Graham & Green  

Habitat 

Hafren Furnishers 

Harding & Sons  

Hatfields Furnishers  

Heals & Sons  

High Seat Limited 

Highly Sprung  

Hilco UK 

Hills Office Furniture  

Homeform Group   

Hopewells Furnishers 

House Of Holland  

Housing Units  

Ikea  

JH Haskins And Son  

Joysleep  

Kingcome Sofas  

Kirkdale Mail Order  

Lenleys Furnishers 

Levines 

Lombok  

Maskreys  

Montgomery Tomlinson   

Multiyork Furniture  

Natuzzi Services  

Oka Direct  

Oldrid & Co. (Downtown) 

R & M Deluxe Holdings   

Reid Furniture 

Reid Furniture (Ireland)  

Rolfe Carpets  

Shackletons  

Sharps Bedrooms 

Skan-Dansk Design  

Smallbone (Mark Wilkinson) 

Sofa Workshop  

Space Solutions 

Steinhoff UK Retail  

Sterling Furniture Group  

Stollers Furniture World 

Stone Dam Mills  

Sturtons & Tappers Furniture 

Take  

Textiles Direct (Holdings)  

The Cotswold Co 

The Furniture Factory Shop 

The House Shop 

The Sofa Workshop  

The Suite Superstore 

Vale Upholstery  

Vasey W & Sons (Carlisle)  

Walmsley Furnishing 

Wesley Barrell  

Whitfield & Lindsay 

WJ Aldiss

Source: MTW Research / Trade Sources 
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The following section ranks the companies identified above by various key 
financial indicators.  It should be noted that each company will have varying 
degrees of activity within this sector and will include an element of variation in 
terms of product and service portfolio.   
 
Where possible, we have used the financial information reported by each 
company.  However, for small and medium sized companies reporting 
obligations are less strict and these companies are not obliged to disclose 
turnover, profit before tax and other information such as number of employees 
etc.  Where this data does not exist, MTW have provided an estimate based on 
previous performance, industry averages, other financial indicators and 
background knowledge of the industry.   
 
Whilst we endeavour to attain high levels of accuracy, it should be borne in 
mind, therefore, that the rankings and other information provided within this 
report may contain an element of estimation.   
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5.5.2  Furniture Retailers Ranking By Turnover 

The table illustrates our estimates of the turnover rank for each company:- 
 

Figure 72: Furniture Retailers Ranked By Turnover 2009 

1. IKEA 

2. Full Circle Future  

3. Steinhoff UK Retail  

4. Dunelm Group Plc 

5. Fenwick  

6. C D S 

7. Homeform Group   

8. Furniture Village  

9. Habitat 

10. Reid Furniture 

11. Barker & Stonehouse  

12. Smallbone (Mark Wilkinson) 

13. The Furniture Factory Shop 

14. Sterling Furniture Group  

15. Multiyork Furniture  

16. Oldrid & Co. 

17. C S Lounge Suites  

18. Walmsley Furnishing 

19. Heals & Sons  

20. Reid Furniture  

21. Sofa Workshop  

22. The Sofa Workshop  

23. Montgomery Tomlinson   

24. Fishpools 

25. Housing Units  

26. Cousins Furniture Stores  

27. Glasswells World Of Furniture 

28. Take  

29. Jh Haskins And Son  

30. WJ Aldiss  

31. Feather & Black  

32. Lombok  

33. Oka Direct  

34. Textiles Direct (Holdings)  

35. Camp Hopson Furniture Centre 

36. Space Solutions 

37. The Cotswold Co 

38. And So To Bed 

39. Bannons  

40. Anderson House Furnishers 

41. Natuzzi Services  

42. Skan-Dansk Design  

43. Cookes Furniture 

44. Clement Joscelyne  

45. Forrest Furnishing 

46. Futon  

47. Joysleep  

48. Maskreys  

49. Wesley Barrell  

50. Harding & Sons   

51. High Seat Liimited 

52. Browns York  

53. Fultons 

54. George Smith 

55. Hatfields Furnishers  

56. Lenleys Furnishers 

57. Levines 

58. Stollers Furniture World 

59. Hopewells Furnishers 

60. Vale Upholstery  

61. Creations Interiors 

62. Graham & Green  

63. Hafren Furnishers 

64. Kirkdale Mail Order  

65. R & M Deluxe Holdings  

66. Beaumont Beds 

67. Hills Office Furniture  

68. Rolfe Carpets  

69. Shackletons  

70. Sturtons & Tappers Furniture 

71. Cloham  

72. The House Shop 

73. Whitfield & Lindsay 

74. Castlewarehouse 

75. Hilco UK 

76.  

77. Vasey W & Sons (Carlisle)  

78. Ardis Living  

79. Delcor Furniture  

80. Gatenby  

81. Stone Dam Mills  

82. Kingcome Sofas  

83. Cw Barsley & Son  

84. Furniture 123  

85. Sharps Bedrooms 

86. Alan Ward 

87. Highly Sprung  

88. House Of Holland  

89. Better Choice  

90. The Suite Superstore 

91. Bart 221   

92. Derryvale Furniture 

 

Source: MTW Research / Company Accounts 
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5.5.3  Furniture Retailer Turnover Estimates 2009 

The following table illustrates the estimated turnover for each company for 2009:- 
Figure 73: Furniture Retailer Sales Estimates 2009 £M 

Trading Name Turnover 2009 

IKEA 1,250.0 

Full Circle Future  600.0 

Steinhoff UK Retail  600.0 

Dunelm Group Plc 425.0 

Fenwick  291.0 

C D S 180.0 

Homeform Group   180.0 

Furniture Village  165.0 

Habitat 95.0 

Reid Furniture 80.0 

Barker & Stonehouse  60.0 

Smallbone (Mark Wilkinson) 60.0 

The Furniture Factory Shop 57.0 

Sterling Furniture Group  51.0 

Multiyork Furniture  50.0 

Oldrid & Co. 48.0 

C S Lounge Suites  45.0 

Walmsley Furnishing 42.0 

Heals & Sons  32.0 

Reid Furniture  32.0 

Sofa Workshop  32.0 

The Sofa Workshop  31.0 

Montgomery Tomlinson   28.0 

Fishpools 22.0 

Housing Units  22.0 

Cousins Furniture Stores  20.0 

Glasswells World Of Furniture 20.0 

Take  20.0 
JH Haskins And Son  19.0 

WJ Aldiss  18.0 

Feather & Black  17.0 

Lombok  16.0 

Oka Direct  16.0 

Textiles Direct (Holdings)  15.0 

Camp Hopson Furniture Centre 14.0 

Space Solutions 14.0 

The Cotswold Co 14.0 

And So To Bed 13.0 

Bannons  13.0 

Anderson House Furnishers 12.0 

Natuzzi Services  12.0 

Skan-Dansk Design  12.0 

Cookes Furniture 11.0 

Clement Joscelyne  10.0 
Forrest Furnishing 
 
 
 

10.0 
 
 
 

Trading Name Turnover 2009 

Futon  10.0 

Joysleep  10.0 

Maskreys  10.0 

Wesley Barrell  10.0 

Harding & Sons   9.0 

High Seat Liimited 9.0 

Browns York  8.0 

Fultons  8.0 

George Smith 8.0 

Hatfields Furnishers  8.0 

Lenleys Furnishers 8.0 

Levines 7.0 

Stollers Furniture World 7.0 

Hopewells Furnishers 6.5 

Vale Upholstery  6.5 

Creations Interiors 6.0 

Graham & Green  6.0 

Hafren Furnishers 6.0 

Kirkdale Mail Order  6.0 

R & M Deluxe Holdings  6.0 

Beaumont Beds 5.5 

Hills Office Furniture  5.0 

Rolfe Carpets  5.0 

Shackletons  5.0 

Sturtons & Tappers Furniture 5.0 

Cloham  4.0 

The House Shop 4.0 

Whitfield & Lindsay 4.0 

Castlewarehouse 3.5 

Hilco UK 3.5 

Vasey W & Sons (Carlisle)  3.5 

Ardis Living  3.0 

Delcor Furniture  3.0 

Gatenby  3.0 

Stone Dam Mills  3.0 

Kingcome Sofas  2.8 

Cw Barsley & Son  2.0 

Furniture 123  2.0 

Sharps Bedrooms 2.0 

Alan Ward 1.5 

Highly Sprung  0.8 

House Of Holland  0.4 

Better Choice  0.3 

The Suite Superstore 0.3 

Bart 221   0.2 

Derryvale Furniture 0.1 

 

 

Source: MTW Research / Company Accounts 
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5.5.4  Furniture Retailers Ranking by Profitability 

The following table illustrates our estimates of the rank by profit for each of the 
furniture retailers in 2009:- 

Figure 74: Furniture Retailers Ranked By Profit 2009 

 

1. Dunelm Group Plc 

2. Steinhoff UK 

3. IKEA 

4. Fenwick  

5. C D S 

6. Hilco UK 

7. Full Circle Future  

8. Oldrid & Co. 

9. Smallbone (Mark Wilkinson) 

10. Furniture Village  

11. Fishpools 

12. And So To Bed 

13. Sterling Furniture Group  

14. Reid Furniture  

15. Camp Hopson Furniture Centre 

16. Housing Units  

17. C S Lounge Suites  

18. George Smith 

19. Anderson House Furnishers 

20. Bannons  

21. Fultons 

22. Glasswells World Of Furniture 

23. Browns York  

24. Hopewells Furnishers 

25. Levines 

26. Multiyork Furniture  

27. WJ Aldiss  

28. Shackletons  

29. High Seat Liimited 

30. Creations Interiors 

31. Hills Office Furniture  

32. Rolfe Carpets  

33. Sturtons & Tappers Furniture 

34. Hatfields Furnishers  

35. Alan Ward 

36. Lombok  

37. Harding & Sons   

38. Vale Upholstery  

39. Delcor Furniture  

40. Stone Dam Mills  

41. Montgomery Tomlinson   

42. R & M Deluxe Holdings  

43. Cookes Furniture 

44. Ardis Living  

45. Space Solutions 

46. The Furniture Factory Shop 

47. Lenleys Furnishers 

48. Kirkdale Mail Order  

49. Gatenby  

50. Cw Barsley & Son  

51. Furniture 123  

52. Sharps Bedrooms 

53. Derryvale Furniture 

54. Hafren Furnishers 

55. Walmsley Furnishing 

56. Cousins Furniture Stores  

57. Stollers Furniture World 

58. Skan-Dansk Design  

59. Highly Sprung  

60. Maskreys  

61. Barker & Stonehouse  

62. Textiles Direct (Holdings)  

63. Kingcome Sofas  

64. Better Choice  

65. The Suite Superstore 

66. Bart 221   

67. Joysleep  

68. The House Shop 

69. Futon  

70. Graham & Green  

71. House Of Holland  

72. Castlewarehouse 

73. Beaumont Beds 

74. Clement Joscelyne  

75. Cloham  

76. Wesley Barrell  

77. Vasey W & Sons (Carlisle)  

78. Reid Furniture 

79. Whitfield & Lindsay 

80. Oka Direct  

81. Forrest Furnishing 

82. Jh Haskins And Son  

83. Feather & Black  

84. Take  

85. The Cotswold Co 

86. Sofa Workshop  

87. The Sofa Workshop  

88. Natuzzi Services  

89. Heals & Sons  

90. Habitat 

91. Homeform Group  
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5.5.5  Furniture Retailers Ranking by Assets 

The following table illustrates our estimates of the rank by total fixed and 
current assets for each company in 2009:- 
 

Figure 75: Furniture Retailers Ranked By Assets 2009 

1. IKEA 

2. Full Circle Future  

3. Steinhoff UK Retail  

4. Fenwick  

5. Dunelm Group Plc 

6. C D S 

7. Habitat 

8. Oldrid & Co. 

9. Glasswells World Of Furniture 

10. Smallbone (Mark Wilkinson) 

11. Sterling Furniture Group  

12. Furniture Village  

13. Camp Hopson Furniture Centre 

14. Fultons 

15. Barker & Stonehouse  

16. R & M Deluxe Holdings  

17. Cookes Furniture 

18. Jh Haskins And Son  

19. Reid Furniture 

20. Cousins Furniture Stores  

21. Alan Ward 

22. Lenleys Furnishers 

23. Homeform Group   

24. Fishpools 

25. Multiyork Furniture  

26. Browns York  

27. Harding & Sons   

28. Cloham  

29. Reid Furniture  

30. C S Lounge Suites  

31. Heals & Sons  

32. Walmsley Furnishing 

33. The Furniture Factory Shop 

34. Clement Joscelyne  

35. Stollers Furniture World 

36. WJ Aldiss  

37. Hatfields Furnishers  

38. George Smith 

39. Lombok  

40. Montgomery Tomlinson   

41. Sofa Workshop  

42. The Sofa Workshop  

43. Space Solutions 

44. Maskreys  

45. Natuzzi Services  

46. Vasey W & Sons (Carlisle)  

47. Joysleep  

48. Wesley Barrell  

49. Forrest Furnishing 

50. Hopewells Furnishers 

51. Creations Interiors 

52. Housing Units  

53. Shackletons  

54. Castlewarehouse 

55. Oka Direct  

56. And So To Bed 

57. Vale Upholstery  

58. High Seat Liimited 

59. Feather & Black  

60. Whitfield & Lindsay 

61. Cw Barsley & Son  

62. Skan-Dansk Design  

63. Derryvale Furniture 

64. Hafren Furnishers 

65. The House Shop 

66. Bannons  

67. Kingcome Sofas  

68. Sturtons & Tappers Furniture 

69. Graham & Green  

70. Kirkdale Mail Order  

71. Ardis Living  

72. Anderson House Furnishers 

73. Hilco UK 

74. The Cotswold Co 

75. Stone Dam Mills  

76. Furniture 123  

77. Gatenby  

78. Textiles Direct (Holdings)  

79. Take  

80. Rolfe Carpets  

81. Beaumont Beds 

82. Sharps Bedrooms 

83. Futon  

84. Levines 

85. Bart 221   

86. Delcor Furniture  

87. Highly Sprung  

88. House Of Holland  

89. Hills Office Furniture  

90. Better Choice  

91. The Suite Superstore 

 

Source: MTW Research / Company Accounts 
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5.5.6  Furniture Retailers Ranking by Debt 

The following table illustrates the rankings by total debt for each company in 
2009:- 

Figure 76: Furniture Retailers Ranked By Debt 2009 

1. IKEA 

2. Full Circle Future  

3. Steinhoff UK Retail  

4. Dunelm Group Plc 

5. Homeform Group   

6. Fenwick  

7. Furniture Village  

8. Habitat 

9. C D S 

10. Smallbone (Mark Wilkinson) 

11. Hilco UK 

12. The Furniture Factory Shop 

13. Reid Furniture 

14. Sterling Furniture Group  

15. Natuzzi Services  

16. Barker & Stonehouse  

17. Glasswells World Of Furniture 

18. The Cotswold Co 

19. Heals & Sons  

20. Multiyork Furniture  

21. Feather & Black  

22. Sofa Workshop  

23. The Sofa Workshop  

24. Oldrid & Co. 

25. Walmsley Furnishing 

26. Reid Furniture  

27. Camp Hopson Furniture Centre 

28. Lenleys Furnishers 

29. Fultons 

30. R & M Deluxe Holdings  

31. C S Lounge Suites  

32. Space Solutions 

33. Lombok  

34. Montgomery Tomlinson   

35. Fishpools 

36. Alan Ward 

37. Housing Units  

38. Stollers Furniture World 

39. Clement Joscelyne  

40. WJ Aldiss  

41. Cookes Furniture 

42. Cousins Furniture Stores  

43. Textiles Direct (Holdings)  

44. George Smith 

45. Joysleep  

46. JH Haskins And Son  

47. Browns York  

48. Take  

49. Hatfields Furnishers  

50. Maskreys  

51. And So To Bed 

52. Oka Direct  

53. Skan-Dansk Design  

54. Wesley Barrell  

55. Delcor Furniture  

56. Hills Office Furniture  

57. Anderson House Furnishers 

58. Vasey W & Sons (Carlisle)  

59. Shackletons  

60. Forrest Furnishing 

61. Vale Upholstery  

62. The House Shop 

63. Futon  

64. Hopewells Furnishers 

65. Levines 

66. Harding & Sons   

67. Sturtons & Tappers Furniture 

68. Ardis Living  

69. Graham & Green  

70. Creations Interiors 

71. Kirkdale Mail Order  

72. Beaumont Beds 

73. Furniture 123  

74. Whitfield & Lindsay 

75. Hafren Furnishers 

76. High Seat Liimited 

77. Rolfe Carpets  

78. Castlewarehouse 

79. Kingcome Sofas  

80. Derryvale Furniture 

81. Gatenby  

82. Bannons  

83. Cloham  

84. Sharps Bedrooms 

85. Stone Dam Mills  

86. Cw Barsley & Son  

87. House Of Holland  

88. Highly Sprung  

89. The Suite Superstore 

90. Better Choice  

91. Bart 221   

 

Source: MTW Research / Company Accounts 
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5.5.7  Furniture Retailers Ranking by Net Worth 

The following table illustrates the ranking for each company by net worth in 
2009:- 

Figure 77: Furniture Retailers Ranked By Net Worth 2009 

1. Fenwick  

2. Steinhoff UK Retail  

3. Dunelm Group Plc 

4. IKEA 

5. C D S 

6. Oldrid & Co. 

7. Multiyork Furniture  

8. Sterling Furniture Group  

9. Barker & Stonehouse  

10. Glasswells World Of Furniture 

11. Habitat 

12. Full Circle Future  

13. Camp Hopson Furniture Centre 

14. JH Haskins And Son  

15. Furniture Village  

16. Cookes Furniture 

17. Harding & Sons   

18. Fultons 

19. Smallbone (Mark Wilkinson) 

20. Cousins Furniture Stores  

21. Housing Units  

22. Fishpools 

23. Hilco UK 

24. C S Lounge Suites  

25. Cloham  

26. R & M Deluxe Holdings  

27. Montgomery Tomlinson   

28. Browns York  

29. Vasey W & Sons (Carlisle)  

30. Oka Direct  

31. Hafren Furnishers 

32. And So To Bed 

33. Alan Ward 

34. The Furniture Factory Shop 

35. Bannons  

36. Hopewells Furnishers 

37. Clement Joscelyne  

38. High Seat Liimited 

39. Maskreys  

40. Forrest Furnishing 

41. Take  

42. WJ Aldiss  

43. Wesley Barrell  

44. Hatfields Furnishers  

45. George Smith 

46. Creations Interiors 

47. Lombok  

48. Castlewarehouse 

49. Skan-Dansk Design  

50. Stollers Furniture World 

51. Vale Upholstery  

52. Anderson House Furnishers 

53. Reid Furniture  

54. Cw Barsley & Son  

55. Walmsley Furnishing 

56. Shackletons  

57. Joysleep  

58. Whitfield & Lindsay 

59. Kirkdale Mail Order  

60. Rolfe Carpets  

61. Reid Furniture 

62. Futon  

63. Beaumont Beds 

64. Textiles Direct (Holdings)  

65. Stone Dam Mills  

66. Gatenby  

67. Space Solutions 

68. Graham & Green  

69. Levines 

70. The House Shop 

71. Sharps Bedrooms 

72. Sturtons & Tappers Furniture 

73. Highly Sprung  

74. Bart 221   

75. Heals & Sons  

76. Better Choice  

77. The Suite Superstore 

78. House Of Holland  

79. Derryvale Furniture 

80. Kingcome Sofas  

81. Lenleys Furnishers 

82. Ardis Living  

83. Furniture 123  

84. Hills Office Furniture  

85. Delcor Furniture  

86. Feather & Black  

87. Sofa Workshop  

88. The Sofa Workshop  

89. Natuzzi Services  

90. The Cotswold Co 

91. Homeform Group  

 

Source: MTW Research / Company Accounts 
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At A Glance - Key Financial Indicators
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5.6 Furniture Retailers Profiles, KPIs & ‘At a Glance’T 

The following chapter illustrates the key financial indicators for the key players 
active in the UK FM industry, along with an ‘at a glance’ chart, illustrating the 
recent performance of each company.  Turnover and profit estimates are also 
provided for each company alongside a brief description of activities, estimate of 
number of employees and contact details.   

Sample Ltd - Company Overview & ‘At a Glance’  

Sample Street 
Sample Address 
Sample Postcode 
Tel: Sample 

 

Sample Ltd is a private limited with 
share capital company, incorporated on 
February 26, 1951. The company’s 
main activities are recorded by 
Companies House as “Retail trading 
and the provision of financial services.”  
In early 2010, the company has an 
estimated 70 employees. 
 
To year end 28/01/2009, Sample Ltd is estimated to have achieved a turnover of around £13.0 
million.  Pre-tax profit for the same period is estimated at around £0.50 million.  
 
The following table briefly provides a top line overview on Sample Ltd:- 

Company Name Sample Ltd 

Brief Description of Activities Retail trading and the provision of financial services. 

Parent Company n/a 

Ultimate Holding Company n/a 

Estimated Number of Employees  70 

Senior Decision Maker / Director T Sample 

The following table illustrates the company’s key performance indicators for the last 4 years:- 

Sample Ltd - 4 Year KPIs to Year End 28/01/2009 

Key Indicator £ Year End 
25/01/2006 (Year1)  

Year End 
31/01/2007 (Year2) 

Year End 
30/01/2008 (Year3) 

Year End 
28/01/2009 (Year4) 

Fixed Assets £3,039,000 £4,232,000 £4,271,000 £646,000 

Current Assets £3,164,000 £2,523,000 £2,713,000 £3,232,000 

Current Liabilities £1,005,000 £1,264,000 £842,000 £542,000 

Long Term Liabilities £1,128,000 £589,000 £666,000 £69,000 

Net Worth £4,070,000 £4,902,000 £5,476,000 £3,267,000 

Working Capital £2,159,000 £1,259,000 £1,871,000 £2,690,000 

Profit per Employee  £5,846 £9,072 £10,574 £7,246 

Sales per Employee n/a n/a n/a n/a 
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At A Glance - Key Financial Indicators
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Sample Ltd - Company Overview & ‘At a Glance’  

 Sample Street 
Sample Park 
Sample  
Sample  
Tel: Sample 

 

Sample Ltd is a private limited with 
share capital company, incorporated on 
August 20, 1968. The company’s main 
activities are recorded by Companies 
House as “A group engaged in the retail 
of furniture.”  In early 2010, the 
company has an estimated 370 
employees. 
 
To year end 31/03/2008, Sample Ltd is estimated to have achieved a turnover of around £60.0 
million.  Pre-tax profit for the same period is estimated at around £0.03 million.  
 
The following table briefly provides a top line overview on Sample Ltd:- 

Company Name Sample Ltd 

Brief Description of Activities A group engaged in the retail of furniture. 

Parent Company n/a 

Ultimate Holding Company n/a 

Estimated Number of Employees  370 

Senior Decision Maker / Director Peter Sample 

The following table illustrates the company’s key performance indicators for the last 4 years:- 

Sample  Ltd - 4 Year KPIs to Year End 31/03/2008 

Key Indicator £ Year End 
31/03/2005 (Year1)  

Year End 
31/03/2006 (Year2) 

Year End 
31/03/2007 (Year3) 

Year End 
31/03/2008 (Year4) 

Fixed Assets £10,608,000 £13,766,000 £13,542,000 £12,895,000 

Current Assets £14,191,000 £15,178,000 £15,881,000 £15,745,000 

Current Liabilities £9,750,000 £10,915,000 £11,118,000 £10,728,000 

Long Term Liabilities £1,856,000 £3,960,000 £3,438,000 £3,162,000 

Net Worth £13,193,000 £14,069,000 £14,867,000 £14,750,000 

Working Capital £4,441,000 £4,263,000 £4,763,000 £5,017,000 

Profit per Employee  £9,544 £4,493 £4,468 £92 

Sales per Employee £162,877 £151,752 £154,209 £152,862 

 


