Directional Data and
Insights on Consumer

OUTI_OOK Home and Housewares

Purchase Intent

The second part of the 2025 International Housewares Association (IHA) State of
the Industry — MarketOutlook — examines consumer purchase intent across a full
range of home and housewares categories.

At a time when a fast- and ever-evolving retail marketplace is marked by uncertainty,
MarketOutlook provides a comprehensive directional resource to help inform home
and housewares suppliers and retailers seeking more clarity and confidence in their
near- and far-term product development, marketing and merchandising strategies.

The exclusive MarketOutlook survey of more than 2,000 likely home and housewares
purchasers in each of 15 core home and housewares categories was conducted for
IHA by Morning Consult. The MarketOutlook report offers detailed insight into which
home and housewares products consumers expect to purchase in 2025, key factors
influencing planned purchase decisions and the retail channels from which consumers
are most likely to make purchases. Also, amid concerns about potential price increases,
the survey results reveal the extent to which inflation would affect how much more
consumers would pay for products.

The MarketOutlook survey results are supported by in-depth analysis by the editors of
HomePage News, the official media partner of the 2025 IHA State of the Industry.

Methodology: The 2025 MarketOutlook survey was conducted for the International
Housewares Association by Morning Consult among a sample of 2200 adults. The
interviews were conducted online, and the results are weighted to approximate a target
sample of adults based on age, gender, race, educational attainment, region, gender
by age, and race by educational attainment. Results from the full survey have a margin
of error of plus or minus two percentage points.



Purchase Intent Stays Strong
Across Housewares Categories

PURCHASE LIKELIHOOD BY CATEGORY

I vervuikey I SOMEWHAT LIKELY

When looking at consumer purchase intent 100
by category in the c?oming months, most 80
categories tracked in the survey indicate a
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combined “very likely/somewhat likely
to-purchase score at or above 50%. This 60
underscores home and housewares as a 50
key general merchandise producer at retail, 20
one that has historically been resistant to
economic lulls and uncertainty. 30
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TOP PURCHASE MOTIVATION BY CATEGORY

[I MATCH UPDATED HOME DESIGN/COLORS
NEED FOR NEW RECIPE OR HOME PROJECT

. FIRSTTIME BUYING THIS TYPE OF PRODUCT

. REPLACE BROKEN OR OLD PRODUCTYOU OWN [ IMPULSE PURCHASE

[ UPDATED PRODUCT WITH NEW FEATURES

Replacement Still Leads,
but Innovation and
Aesthetics Gain Ground

BAKEWARE 5% 42% 9% 18% 8%
DRINKWARE 5% 40% 17% 12%
DINNERWARE 7% 40%

KITCHEN ELECTRICS 8% 39%

HOME STORAGE & ORGANIZATION 7% 33%

PERSONAL CARE 5% 42%

HOME ENVIRONMENT 14% 28%

I

CLEANING TOOLS 6% 50% %

FLOOR CARE ELECTRICS 10% 37%

LUGGAGE & TRAVEL ACCESSORIES 9% 34%

OUTDOOR LIVING 10% 30%

I

HOME HEALTH CARE

6%

41%

When it comes to purchase motivation,
replacement remains the leading driver
across nearly all categories, ranging from
40% to 50%, with high rates in cleaning
tools, floor care and home health care.
Categories like kitchen electrics and home
environment also show strong upgrade
interest (22-24%), pointing to innovation
as a key purchase trigger. Drinkware,
dinnerware and flatware, on the other
hand, show elevated aesthetic appeal,
with 11-13% of shoppers motivated by
home design.




Shoppers Put More Trust in MOST RELIABLE INFORMATION SOURCE FOR MAKING
Reviews and Peers PURCHASES BY CATEGORY

Information source trust varies widely by

category. Online reviews dominate in I ONLINE PRODUCT REVIEWS [B FRIENDS OR FAMILY RECOMMENDATIONS [ MANUFACTURERS' WEBSITES
research-heavy segments like kitchen electrics I CONSUMER RATINGS SOURCES RETAILER ADVERTISING INSERTS [ PRODUCT PACKAGING

(27%), floor care electrics (24%) and home

23%
storage (23%), where performance and feature BAKEWARE
comparisons are key. Meanwhile, drinkware, COOKWARE 24%
personal care and home health care show KITCHEN TOOLS o

greater trust in personal recommendations.
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14% 17%
15% 19%
16% 16%
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Cookware and home environment stand out DRINKIWARE _—

for brand-site trust (11-15%), reflecting their DINNERWARE e

detail-oriented nature. FLATWARE 21%
KITCHEN ELECTRICS 2
HOME STORAGE & ORGANIZATION 23%
PERSONAL CARE 24%
HOME ENVIRONMENT 26%
CLEANING TOOLS 21%
FLOOR CARE ELECTRICS 24%
LUGGAGE & TRAVEL ACCESSORIES 23%
OUTDOOR LIVING 23%
HOME HEALTH CARE 24%

16% 16% 13% 7%
15% 17% 10% 8%
14% 18% 12% 8%

16% 16% 10% 9%

ONLINE RESEARCH & PURCHASE BEHAVIOR
BY CATEGORY

. WOULD NOT RESEARCH THIS PRODUCT - WOULD RESEARCH AND PURCHASE THIS . WOULD RESEARCH AND PURCHASE THIS PRODUCT

ONLINE PRODUCT ONLINE, ONLY FROM A ONLINE AND WOULD PURCHASE FROM EITHER A
TRADITIONAL WEBSITE TRADITIONAL OR ONLINE-ONLY MERCHANT
- WOULD RESEARCH THIS PRODUCT ONLINE, WOULD RESEARCH AND PURCHASE THIS . DON'T KNOW/NO OPINION
WOULD PURCHASE FROM A STORE PRODUCT ONLINE, ONLY FROM AN
ONLINE-ONLY MERCHANT SITE

BAKEWARE 20% 23% 13% 21% 1%
coowae
KITCHEN TOOLS 18% 23% 13%
DRINKWARE
DINERWARE
FLATWARE 21% 22% 13%
KITCHEN ELECTRICS 13% 26% 14%
HOME STORAGE & ORGANIZATION 18% 24% 13% 22% 1%
PERSONALCARE
HOME ENVIRONNIENT
CLEANING TOOLS 21% 28% 14% 20% 10%
FLOOR CARE ELECTRICS 12% 26% 16%
LUGGAGE & TRAVEL ACCESSORIES 14% 24% 14%
OUTDOOR LIVING 14% 27% 13%
HOME HEALTH CARE 16% 24% 13%

High-Tech Housewares
Spur Online Research
and Purchase

Online research and purchase behavior
vary by category, reflecting differences in
product complexity and consumer
confidence. Categories like kitchen electrics,
floor care electrics and home environment
show the strongest digital engagement,
with high rates of both online research

and willingness to buy from traditional or
online-only websites. In contrast, more tactile
or style-driven categories such as flatware,
drinkware and cleaning tools see higher
shares of consumers who skip

online research altogether.



Mass Merchants Dominate Online
and In-Store as Off-Price Remains
In-Person Favorite

With many traditional channels coming in with the same
channel-preference percentages for in-person and online
shopping, this year's survey confirms the normalization of
omnichannel retailing when it comes to how consumers
define their shopping outlet choices. For example, mass
merchants, by far and probably to the surprise of few, lead
the preference rankings with 37% of respondents picking
that channel for in-store purchases and 40% picking it for
online purchases (the slightly higher online percentage
likely comes from consumers including Amazon among
the mass merchant options). It is also notable that the
department store channel, whose challenges may be as
mainstream as ever, was selected by just 6% of consumers
for in-person purchases and 5% for online purchases.

The relatively low, 7% in-store and online purchase
likelihood results for home specialty stores might reveal
a consumer base responding to the absence of Bed
Bath & Beyond stores over the past couple of years and,
as of yet, unaware of plans for the return of stores under
that label. Off-price stores, meanwhile, show slightly
higher purchase likelihood for in-person purchasing
compared to online purchasing, confirming a channel
whose value to consumers continues to be driven by
the in-store"treasure hunt” experience.

AVERAGE RETAIL CHANNEL FOR
IN-PERSON PURCHASE

MASS MARKET STORE
DEPARTMENT STORE
SUPERMARKET/GROCERY STORE
WAREHOUSE CLUB

HARDWARE/HOME IMPROVEMENT
STORE

HOME SPECIALTY STORE
GOURMET/GIFT STORE
OFF-PRICE STORE
DOLLAR/VALUE STORE

DRUG STORE

SPORTING GOODS STORE
CRAFT/HOBBY STORE
ELECTRONICS/APPLIANCE STORE
BEAUTY/PERSONAL CARE STORE
LUGGAGE STORE
PATIO/GARDEN STORE

PET SPECIALTY STORE

DON'T KNOW/NO OPINION

I, 37%
I 6%

M 4%

I 7%

I 6%

7%
11%
I 7%
I 6%
12%
11%
11%
12%
12%
12%
11%
11%
4%

AVERAGE RETAIL CHANNEL FOR

ONLINE PURCHASE

MASS MARKET STORE
DEPARTMENT STORE
SUPERMARKET/GROCERY STORE
WAREHOUSE CLUB

HARDWARE/HOME IMPROVEMENT

STORE

HOME SPECIALTY STORE
GOURMET/GIFT STORE
OFF-PRICE STORE
DOLLAR/VALUE STORE

DRUG STORE

SPORTING GOODS STORE
CRAFT/HOBBY STORE
ELECTRONICS/APPLIANCE STORE
BEAUTY/PERSONAL CARE STORE
LUGGAGE STORE
PATIO/GARDEN STORE

PET SPECIALTY STORE

DON'T KNOW/NO OPINION

I 40%
I 5%

4%

I 5%

I 6%

I 7%
11%

I 5%
I 7%
H3%
12%
12%

W 3%
12%
11%
11%
11%
I 8%




Bakeware

The home baking renaissance has continued with a lift from
the at-home entertaining revival. With that, shoppers tend
to approach bakeware purchases with clear intent.

As the replacement cycle heats up across housewares, 42% of consumers surveyed
plan to buy bakeware to replace worn-out items.

Meanwhile, 11% cite new recipes or home projects as a purchase motivator, more
than most other categories. This reflects bakeware's reinforced ties to seasonal use,
hobbies and special occasions. Impulse purchasing is slightly below average at

8%, and trust in manufacturer websites is also lower (9%), suggesting consumers lean
more on third-party sources and peer recommendations. Purchase intent drops
significantly among adults 65+, reinforcing the category's stronger appeal to younger
and family-focused households.

While aluminum bakeware continues as the top choice in bakeware materials
(selected by 34%), growing awareness of the versatility of other materials is reflected
in the similar preference for glass, ceramic and cast iron.

TOP BAKEWARE PRODUCTS SHOPPERS PLAN TO BUY IN 2025

WHAT SHOPPERS ARE WILLING TO SPEND ON
BAKEWARE CONSIDERING INFLATION

2%\

Il wouLD NOTPAY MORE [l 30-49% MORE

I 1-9% MORE [ 50%+ MORE

[ 10-19% MORE || DON'TKNOW/NO OPINION
[71 20-29% MORE

MOST PREFERRED MATERIAL FOR
BAKEWARE PRODUCTS

cooK e I 59

CAKE PAN I 43°%

ROASTING PAN I 34%

MUFFIN PAN I 30%

SPECIALTY PAN OR FORM I 23%

LOAF PAN I 27% Il ALUMINUM T GLAss

[ CASTIRON I SILICONE
[ ceramic [ DON'T KNOW/NO OPINION

Cookware maintains steady interest across TOP COOKWARE PRODUCTS SHOPPERS PLAN TO BUY IN 2025
demographic groups and income levels,
with a strong functional appeal. FRYING PAN I, 487
While replacement remains a key reason for purchase, 19% of COOKWARE SET I 397
consumers cite updated features, such as nonstick technology
or induction compatibility, as a leading motivator. It's notable mutti-purposErAN | [ 34%
that with longstanding PTFE nonstick coatings made with .
PFAS chemicals facing increasing regulatory scrutiny, ceramic SAUCEPAN I 28%
nonstick is preferred by consumers surveyed by a factor of GRIDDLE/GRILL . 26°%
almost two to one.
Trust in manufacturer websites, selected by 11%, reflects the STOCKPOT I 17%
need for detailed product information, particularly around WoK B 15%

specifications and materials. The cookware category also

demonstrates more balanced gender interest than most others,
reinforcing its role as a core, household-wide item rather than
a niche or specialty purchase.



MOST PREFERRED
COOKWARE MATERIAL

MOST PREFERRED NON-STICK COOKWARE
OR BAKEWARE COATING

23%

[l NON-STICKALUMINUM [ ANODIZED ALUMINUM [l TRADITIONAL PTFE-BASED [Il] WOULD NOT PURCHASE
[ STAINLESS STEEL I CASTIRON NON-STICK COATING NON-STICK COATING

CERAMIC NON-STICK DON'T KNOW/NO OPINION:
I casTALUMINUM [ DON'TKNOW/NO OPINION . COATING o

Kitchen Tools

Kitchen tools are among the top five in overall purchase intent,
with 61% of consumers indicating plans to buy across a diverse
range of basic and specialty items within the next year.

The category appeals broadly across age and income groups and is driven equally by
practical replacement (42%) and feature upgrades (19%), reflecting growing consumer
interest in ergonomic or sustainable improvements even in lower-cost products.

Take note of the high preference for stainless steel, chosen by more than half of r
espondents as the material of choice in kitchen tools, in a reflection of how important
durability and easy cleaning are in food prep tasks. That bamboo and wood came in
ahead of nylon underscores growing interest in natural materials.

Kitchen tools also stand out for their heavy reliance on online reviews (24%), while
retailer advertising (10%) and product packaging (10%) play a significant role as
well. This signals a well-balanced path to purchase that blends digital research with
in-store influence.

TOP KITCHEN TOOLS SHOPPERS PLAN TO BUY IN 2025

CAN OPENER I 37%
TONGS I 36°%
MEASURING SPOONS I 33%
ICE CREAM SCOOP I 29
corree ORTEAACCESSORIES [ 27%
PEELER I 25%
sarorperPersicEmiLL | [ 22%

GRATER OR ZESTER I 192%

REUSABLE STRAW I 18%

GARLICTOOL I 16%

FRUIT PREPARATION TOOL B 159%

CORKSCREW OR BOTTLE N 15%

OPENER

COCKTAILTOOLS I 11%

SPIRALIZER 9%

WINE AERATOR I 8%

WHAT SHOPPERS ARE WILLING TO SPEND ON
COOKWARE CONSIDERING INFLATION

3%\

6%

10%

Il wouLp NOT PAY MORE [l 30-49% MORE

I 1-9% MORE [ 50%+ MORE

[ 10-19% MORE || DON'TKNOW/NO OPINION
[7120-29% MORE

WHAT SHOPPERS ARE WILLING
TO SPEND ON KITCHEN TOOLS
CONSIDERING INFLATION

2%\

[l wouLp NoT PAY MORE [l 30-49% MORE
I 1-9% MORE I 50%+ MORE

[ 10-19% MORE
|1 20-29% MORE

[ | DON'TKNOW/NO OPINION

MOST PREFERRED MATERIAL FOR
KITCHEN TOOLS

/3%

53%
Il BAMBOO Il woop
I NYLON [ DON'TKNOW/NO OPINION

[ siLICONE
["] STAINLESS STEEL



° TOP GLASSWARE PRODUCTS SHOPPERS PLAN TO BUY IN 2025
Drinkware

. . . . COFFEE ORTEA CUPS I 4 7°
Drinkware is an impulse-driven category, 7%
with 12% of consumers making unplanned TUMBLERS I, 37%
purchases. sk s I 0%

Aesthetics, trend appeal and emotional factors play a

' WINE OR CHAMPAGNE STEMS 9
significant role in purchase decisions. Friends and family I 19%
(18%) and product packaging (12%) are top-trusted STEMLESS WINE GLASS I 18%
sources, highlighting the social and visual nature of

0

drinkware shopping. Younger consumers, particularly WHISKEY OR SPIRITGLASS I 17°%
Gen Z and Millennials, have more interest and are often MARTINI GLASS  14%
influenced by hydration trends and brand collaborations.

Design motivation is strong (11%), and replacement

ranks lower than in more functional categories, pointing WHAT SHOPPERS ARE WILLING MOST PREFERRED STYLE OF GLASSWARE:
to a “refresh” mindset among buyers. Solid, fairly even TO SPEND ON DRINKWARE COLORED VS. CLEAR
demand for specialized wine and cocktail glassware CONSIDERING INFLATION

reinforces a continuation of the home bar culture that 2%\

has strengthened in recent years. However, coffee and

tea glassware by far is the most preferred choice by 5%

consumers surveyed, indicating a still-percolating home
coffee and tea boom that has cemented a reliable,
new growth path for the retail glassware business.

9%

Il wouLD NOTPAYMORE [l 30-49% MORE B CteAR [ COLORED  [H DONTKNOW/
I 1-9% MORE [ 50%-+ MORE NO OPINION
10-19% MORE ["] DON'TKNOW/NO OPINION

|1 20-29% MORE

Dinnerware

Dinnerware, another category that has benefited from an increase in at-home entertaining, stands
out for its aesthetic appeal, with 13% of consumers citing a desire to match home design, the
highest rate across all categories.

However, purchase intent is relati\(ely |(?W, with WHAT SHOPPERS ARE WILLING MOST PREFERRED
many consumers surveyed replacing dinnerware TO SPEND ON DINNERWARE DINNERWARE MATERIAL
infrequently. The category shows influence from CONSIDERING INFLATION

visual cues such as product packaging (12%) and

manufacturer websites (11%), underscoring the 4% N

importance of presentation and branding. 8%
Demographically, dinnerware sees heightened
interest among younger adults and families with
children, while older consumers show sharp
declines in intent, likely due to established
ownership and lifestyle shifts. Such generational
differences also support the entrenchment of
casual dining lifestyles at the expense of traditional
formal dining occasions in the home. More such
evidence: Melamine/plastic was selected by 9% of

consumers surveyed as the preferred dinnerware I wouLp NoTPAYMORE Bl 30-49% MORE I BONE CHINA I STONEWARE
material, while bone china was selected by 5%. Il 1-9% MORE I 50%+ MORE [ GLASS [ EARTHENWARE
I 10-19% MORE [] DON'TKNOW/NO OPINION [ MELAMINE/PLASTIC [ | DON'TKNOW/NO OPINION
L |20-29% MORE | PORCELAIN



Flatware

Flatware shares similarities with dinnerware in terms of low purchase frequency, while it shows
emerging sensitivity to design.

Eleven percent of consumers cite matching home decor as a motivator, equal to drinkware and higher than kitchen tools. Online
reviews (21%) and input from friends and family (18%) are trusted more than manufacturer content, and impulse purchases remain
low at 8%.

Like bakeware and dinnerware, purchase intent among older adults drops significantly, suggesting that long product life cycles and

established ownership limit turnover in the category. That also might explain why classic/traditional styles, often perceived to be more
enduring and versatile, are preferred by 42% of survey respondents, compared to modern/contemporary styles at 24%.

TOP CUTLERY PRODUCTS SHOPPERS PLAN TO BUY IN 2025 WHAT SHOPPERS ARE WILLING
TO SPEND ON FLATWARE
kvireserwith | [ 33% CONSIDERING INFLATION
CUTLERY BLOCK

3%\

steakknireser | [ 329%
CHEF'S KNIFE I 30°%
carvingknire | [N 24%
BREAD KNIFE I 23%
PARING KNIFE I 20%
onmvire. | I 19%

CHEESE KNIFE I 19% I WouLD NoTPAYMORE [l 30-49% MORE

I 8% I 1-9% MORE I 50%-+ MORE
I 10-19% MORE [] DONT KNOW/NO OPINION
|1 20-29% MORE

SANTOKU KNIFE

WHAT SHOPPERS ARE WILLING HOW SHOPPERS PREFERTO MOST PREFERRED TYPE OF
TO SPEND ON FLATWARE BUY FLATWARE STAINLESS STEEL CUTLERY BLADE
CONSIDERING INFLATION

3%\

I WouLD NOTPAY MORE [l 30-49% MORE I 5-PIECE PLACE SETTING || b‘:ﬁggggm&“-”ﬁﬁ I rorGep [ sTamPED [ DON'T KNOW/NO OPINION
I 1-9% MORE I 50%-+ MORE I 20-PiECE PLACE SETTING Bl OPEN STOCK
I 10-19% MORE ] DON'TKNOW/NO OPINION (INDIVIDUAL ITEMS)

|1 20-29% MORE I 45-PiECE PLACE SETTING Il DON'T KNOW/NO OPINION



Kitchen Electrics

Kitchen electrics continue to stand out as a
high-consideration, research-intensive
category driven by both planned replacement
cycles and evolving consumer expectations.

Air fryers lead the pack, with 38% of consumers planning a
purchase, signaling that this pandemic-era favorite may be
entering a robust replacement phase. Toaster ovens and
toasters also show strong replacement potential, boosted by
multi-functionality and persistent at-home breakfast routines.

Across the category, updated features remain the top

purchase motivator for 24% of consumers, while functionality,
performance and energy efficiency increasingly justify premium
pricing. Shoppers rely heavily on online reviews (27%),
consumer rating sites (15%) and manufacturer websites (11%),
reflecting an electronics-style approach to purchasing, where
brand trust, technical specs and value-added benefits like

U.S. manufacturing and extended warranties heavily

influence decisions.

TOP KITCHEN ELECTRICS PRODUCTS SHOPPERS PLAN TO BUY IN 2025

AIR FRYER I 38%
TOASTER I 30%
TOASTER OVEN I 24%
BLENDER I 227%
SLOW COOKER I 21%
DEEP FRYER I 21%
DRIP COFFEEMAKER I 18%
FOOD PROCESSOR I 18%
INDOOR GRILL I 17%
sinGLe-Serve correemaker | [ 15%
JUICER I 15%
BREAD MAKER I 14%
ESPRESSO MACHINE I 14%
MULTICOOKER I 13%
STAND MIXER I 13%
ROASTER OVEN B 12%
ELECTRIC KETTLE I 10%
WHAT SHOPPERS ARE WILLING

ATTRIBUTES THAT JUSTIFY A HIGHER PRICE* IN KITCHEN ELECTRICS

I verywitting B SOMEWHATWILLING
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*At Least an Additional $10

TO SPEND ON KITCHEN ELECTRICS
CONSIDERING INFLATION

2%\

6%

8%

- WOULD NOT PAY MORE - 30-49% MORE

Il 1-9% MORE I 50%-+ MORE

[ 10-19% MORE __ DON'TKNOW/NO OPINION
[]20-29% MORE

Home Storage & Organization

Household organization has become a compelling consumer lifestyle priority in a period when peo-
ple are spending more time at home, which now might also serve as offices, entertainment centers,
workshops and more.

So it's no surprise that closet organizers, totes, laundry storage accessories, kitchen/pantry organizers and garage storage products rank
among the categories with the highest purchase intent, after food storage, in the home storage and organization segment.

That desk organizers and file/drawer storage show solid purchase intent reinforces how hybrid home-and-away work arrangements
remain commonplace, driving the growth potential for related home organization products. Demand for general and specialized food
storage solutions gets an added lift during times when cost-conscious consumers are cooking at home more often, thereby looking to
optimize leftovers, extend food preservation and facilitate on-the-go meals.



TOP HOME STORAGE & ORGANIZATION PRODUCTS SHOPPERS PLAN

TO BUY IN 2025

FOOD STORAGE
CLOSET ORGANIZER
HAMPER/LAUNDRY BASKET

KITCHEN COUNTER/PANTRY
ORGANIZER

STORAGE TOTE

GARAGE STORAGE
FILE/DRAWER STORAGE
DESK ORGANIZER

BEAUTY PRODUCT STORAGE

CABLE/PERSONAL ELECTRICS
STORAGE

GAMING STORAGE

I 4 1%
I 357
I 34%
I 31%

I 23
I 26%
I 22%
I 22°%
I 21%
I 17%

I 15%

Personal Care

A wide range of hair care, beauty and grooming appliances are in this year’s purchase
plans, as consumers continue to embrace the convenience and economy of at-home
personal care, bolstered in recent years by performance advances for improved ease of use,
versatility and customization.

The men’s grooming category is one to pay attention to, especially among the post-Boomer generations, with the marketing
increase around bald styles, the wide range of popular beard styles and lengths, and the resurgence of classic mustache styles.
Consistently high demand for women'’s hair removal products continues to reward innovation that makes the process easier,

safer and pain-free.

TOP PERSONAL CARE PRODUCTS SHOPPERS PLAN TO BUY IN 2025

MEN'S SHAVER

HAIR DRYER

WOMEN'S SHAVER/HAIR
REMOVER

PERSONALTRIMMER

HAIR CLIPPER

HAIR STYLING
TOOL/STRAIGHTENER

LIGHTED VANITY MIRROR

I 36%
I 32

I 28°%
I 28°%
I 25°%
I 23%
I 20%

WHAT SHOPPERS ARE WILLING TO SPEND
ON HOME STORAGE & ORGANIZATION
CONSIDERING INFLATION

2% \

Il woutp NoTPay MORE [l 30-49% MORE

Il 1-9% MORE I 50%+ MORE

[ 10-19% MORE __ DON'TKNOW/NO OPINION
[] 20-29% MORE

WHAT SHOPPERS ARE WILLING TO SPEND
ON PERSONAL CARE PRODUCTS
CONSIDERING INFLATION

3%'\

Il woutp NoTpaY MORE Bl 30-49% MORE

Il 1-9% MORE I 50%-+ MORE

[ 10-19% MORE ___ DON'TKNOW/NO OPINION
[] 20-29% MORE
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Home Environment

WHAT MATTERS MOSTTO SHOPPERS WHEN CHOOSING
HOME ENVIRONMENT PRODUCTS

I veryivpORTANT [ SOMEWHAT IMPORTANT

Air purifiers remain by far the most in-demand 100
products among home environment appliances, %
confirming the elevated position of everyday 80
wellness as a home and family lifestyle priority. 72
6
Wellness also factors into strong water filter demand, but the category 50
continues to be boosted by environmental concerns related to 0
single-use bottles and from a growing range of on-the-go hydration
bottles with filtration. The rise in demand for portable air conditioners %0
has been fueled by updated performance and convenience. b
10
Another factor is the economy of cooling a single room compared
to operating central AC, especially in work-at-home spaces. Energy & & & & Ko
efficiency, easy maintenance and safety are the most important éé\ L = é,sb ‘3\&
attributes for home environment appliances, many of which typically é@ N Q&V @“’
operate for long periods. & & &
S
>
WHAT SHOPPERS ARE WILLING TO SPEND TOP HOME ENVIRONMENT PRODUCTS SHOPPERS PLAN TO BUY IN 2025
ON HOME ENVIRONMENT PRODUCTS
CONSIDERING INFLATION AIR PURIFIER I 450
&%\ PORTABLE FAN I 33%
WATER FILTER I 32%
HUMIDIFIER I 27%
DEHUMIDIFIER I 25%
porTABLEAIR coNDITIONER [N 23%
PORTABLE HEATER I 19%
I woutp NoTPaY MORE Il 30-49% MORE
I 1-9% MORE I 50%-+ MORE
[ 10-19% MORE __ DONTKNOW/NO OPINION
["120-29% MORE
WHAT SHOPPERS ARE WILLING

Cleaning Tools

With the age-old task of keeping the home clean elevated to a

zealous lifestyle priority in recent years, consumers have

embraced introductions of general-use and specialty cleaning

tools promising easier use and increased performance.

It's notable that as eco-friendliness and the use of natural materials have move

purchase drivers in the category, convenience still often prevails, as indicated by the
continuing strong preference for cleaning tools that use disposable cloths or pads.

The category’s long-standing commodity positioning might explain why nearly half of
the consumers surveyed say they wouldn't pay more for such products, despite constant,
helpful innovation. That said, the strong demand for spin-mops, for example, reveals

that consumers can be stepped up to products that facilitate household cleani

TO SPEND ON CLEANING TOOLS
CONSIDERING INFLATION

3% \

dup as

ng.

Il woutp NoTPAY MORE [l 30-49% MORE

I 1-9% MORE I 50%+ MORE
[ 10-19% MORE | DON'TKNOW/NO OPINION
[ 20-29% MORE
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TOP CLEANING PRODUCTS SHOPPERS PLANTO BUY IN 2025

MOST PREFERRED STYLE OF MOP

sroow I 19° spiwop I 4%
wop I 5% MICRORSE Wo? I 30%
CLEANING TOOLWITH I 40 SPONGE MOP I 29°%
DISPOSABLE CLOTHS/PADS o

STRING MOP I 27%
HANDHELD BRUSH/scRuBBER | [ 35%

DISPOSABLE MOP I 27 %

WHAT SHOPPERS ARE WILLING

Floor Care Electrics

Fairly even purchase expectations across types of vacuum
cleaners and other floor care appliances suggest this is
another segment entering what could be a productive
replacement cycle.

Moreover, it underscores the opportunity to sell consumers multiple types of cleaning
electrics for different household surfaces and needs. Steam cleaners, positioned as
fast, natural cleaning alternatives, are on the upswing again and were the most
in-demand cleaning appliances in this survey.

While robotic vacs have significantly increased household penetration in recent years
and remain at the epicenter of technological progress in cleaning, they come in with
about the same demand as other floor care electric segments. Gains in pet ownership
in recent years have supported an expanding assortment of upright and canister vacs,
hard floor cleaners and carpet shampooers developed to tackle pet hair and other
pet messes.

WHAT MATTERS MOST TO SHOPPERS WHEN CHOOSING

TO SPEND ON FLOOR CARE ELECTRICS
CONSIDERING INFLATION

3% \

Il woutp NoTpay MORE [l 30-49% MORE

I 1-9% MORE I 50%-+ MORE
[ 10-19% MORE __ DON'TKNOW/NO OPINION
[]20-29% MORE

TOP FLOOR CARE ELECTRICS SHOPPERS PLAN TO BUY IN 2025

FLOOR CARE ELECTRICS
SUCTION POWER I 42% STEAM CLEANER I 33°%
cteavs wore v s N 40% aworeovacoo | I 30°%
LIGHTWEIGHT DESIGN I 36% ELECTRICMOP/HARD FLOOR | 28%
CLEANER
CORDLESS I 347%
ROBOTIC VACUUM/FLOOR I 26°
BAGLESS I 32% CLEANER 26%
ALLERGEN FILTRATION I 26°% CARPET SHAMPOOER I 25
(EXTRACTOR) o
per-speciFic PERFORMANCE [N 24%
0,
ROBOTIC — canisTERvACUUM cLEANER | [ 25%
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Luggage & Travel Goods

While inflation and economic uncertainty might TOP LUGGAGE PRODUCTS SHOPPERS PLAN TO BUY IN 2025
have tempered soaring post-pandemic travel
and tourism growth, the demand for new travel QVERNIGHTICARRY.ON CASE. | N 45%
goods remains strong.
. : N SET OF LUGGAGE I, 4 1%
The high demand for overnight/carry-on luggage in this survey
underscores an opportunity for new, versatile short-trip otHER SPECIALTY LUGGAGE | I 20%

solutions. Meanwhile, consumers continue to seek accessories

that make the packing of clothing, shoes and personal items
more organized, space-efficient and accessible. Look for more
luggage designed so consumers can access items easily while
traveling without unpacking.

TOP TRAVEL ACCESSORIES PRODUCTS SHOPPERS PLAN TO BUY IN 2025

TOILETRY/COSMETICS BAGS

WHAT SHOPPERS ARE WILLING TO SPEND
ON LUGGAGE & TRAVEL GOODS e aca

CONSIDERING INFLATION
TRAVEL LOTION/SOAP
BOTTLES/CONTAINERS

PORTABLE POWER SOURCE
LUGGAGE LOCK

TRAVEL WALLET/PACK
PASSPORT COVER/WALLET

SHOE BAGS

24%

LUGGAGE CART

LUGGAGE SCALE

GLOBAL POWER OUTLET
ADAPTOR

Il woutp NoTPaY MORE [l 30-49% MORE

I 29%
I 27%

I 25%

I 23%
I 23%
I 22%
I 21%

I 21%

I 21%

I 18%

I 15%

M 1-9% MORE I 50%+ MORE
[ 10-19% MORE ___ DON'TKNOW/NO OPINION
["] 20-29% MORE

Outdoor Living

Backyard recreation, entertaining, cooking and dining have
become more routine among consumers surveyed.

This is firing up demand for myriad outdoor living accessories. As outdoor grilling
continues to boom, full-size grills remain a top preference of consumers in the
market this year. Within such strong demand for full-size grills is the continuing
popularity of kamado-style cookers and a fast-rising interest in griddle-style models
that tout the versatility of their large, flat cooking surfaces. Smokers are also
sustaining solid levels of consumer demand.

The popularity of different, sometimes specialized outdoor grill types has fueled
multiple-unit ownership, as many users have increased their outdoor grilling
frequency and skills. This, as the survey indicates, has propelled solid, fairly even
demand for specialized grilling tools, cookware and thermometers (notably a
growing range of Wi-Fi-enabled digital models). Consumers are in the market for a
wide range of outdoor living accessories.

This is indicated by the relatively even purchase expectations for a range of
products — including tableware, candles, storage products and portable comfort
electrics — designed to bring added function and style to more frequently used
outdoor spaces.

WHAT SHOPPERS ARE WILLING TO SPEND
ON OUTDOOR LIVING PRODUCTS
CONSIDERING INFLATION

3%\

8%

8%
8%

Il woutp NoTPAY MORE [l 30-49% MORE

I 1-9% MORE I 50%+ MORE

[ 10-19% MORE | DON'TKNOW/NO OPINION
[]20-29% MORE
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TOP OUTDOOR LIVING ACCESSORIES SHOPPERS PLAN TO BUY IN 2025

TOP OUTDOOR LIVING PRODUCTS SHOPPERS PLANTO BUY IN 2025

FIRE PIT I 31%
PLANTERS I 23%
OUTDOOR PORTABLE _ 0,
LIGHTING/LANTERNS 26%

PATIO/DECK/GARDEN
DECORATIVEACCESSORIES | I 24%
OUTDOOR PORTABLE FAN I 23%
canpLes/canpLe HOLDERS | [ 229

POWERED INSECTCONTROL [ 22%
OUTDOOR

TABLEWARE/DRINKWARE: I 21%
MANUAL INSECT CONTROL I 20%

OUTDOOR PORTABLE HEATER | 19%

OUTDOOR STORAGE
BIN/CABINET _ 19%

Home Health Care

FULL-SIZE GRILL I 35%
GRILLING TOOLS I 35
PORTABLE/TABLETOP GRILL I 29%
SMOKER I 28%

GRILLING COOKWARE I 270%
ariLL cooking THERMOMETER | [N 249%

Home health care appliance development and marketing have evolved in recent years to
project a more holistic wellness orientation for all generations compared to what previously

had been a more clinical purpose and tone.

Such positioning has raised awareness of and demand for a wide range of products, promoting the opportunity for consumers
to take more control of their physical and emotional wellbeing, sometimes at a considerable cost saving.

Comparable purchase intent for body fat scales, blood pressure monitors, fitness trackers and massagers in part reflects an
aging population intent on being more active and fit. The strong intent to buy electric plaque removers and facial/skin care
appliances, which can also be attributed somewhat to an aging population, showcases how health and beauty benefits can

combine into a powerful purchase elixir.

TOP HOME HEALTH PRODUCTS SHOPPERS PLAN TO BUY IN 2025

WHAT SHOPPERS ARE WILLING TO
SPEND ON HOME HEALTH PRODUCTS

ELECTRIC

TOOTHBRUSH/PLAQUE I 36%
REMOVER

SANITIZER I 29%

BATH SCALE/BODY FATSCALE | [ 28%
FACIAL/SKIN CAREAPPLIANCE | [ 26%

MASSAGER I 24%
BLo0oD PRESSURE MONITOR | [ 22%
FITNESS TRACKER I 21%

HEART RATE MONITOR I 172%
AROMA/SOUND THERAPY I 16%

CONSIDERING INFLATION
3% \

Il WouLD NOT PAY MORE [l 30-49% MORE
I 1-9% MORE I 50%+ MORE
™ 10-19% MORE [ | DON'TKNOW/NO OPINION

| 120-29% MORE
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