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The third installment of the 2025 International Housewares Association (IHA) State of
the Industry — MarketWatch — provides in-depth directional analysis of primary values
and trends influencing consumer attitudes, behavior and home lifestyle preferences...
and their influence on home and housewares demand.

MarketWatch presents exclusive research and analysis by Springboard Futures, in collaboration with
Project Partners Network, commissioned by the International Housewares Association. MarketWatch
completes the three-part inaugural IHA State of the Industry Report, following MarketScope, which
details the retail market size and growth of key housewares categories and MarketOutlook, which
reveals category-by-category purchase intent for the coming year.

MarketWatch charts and corresponding analysis are presented in five segments:

» Meals and Making: Balancing Cost and Consciousness

« Decision Drivers: The Informed (and Influenced) Modern Consumer

- Truth and Transparency: Expectations Expand As Responsibility Continues To Influence Intent
- The Work of Wellbeing: Intersections of Obstacle and Opportunity

 Trouble with Tasks: Frustration Directs Function and Features
HomePage News is the official media partner of the IHA State of the Industry Report.

For MarketWatch, Tom Mirabile, founder of Springboard Futures, curates, combines and analyzes
results of two separate consumer studies by Springboard Futures for IHA: The 2024/25 Value Equation
Index; which evaluates factors that characterize and weigh value when shopping for and purchasing
housewares; and the 2025 Home & Living Survey, which examines the kitchen, dining and household
living trends and priorities shaping consumer needs and wants. Collectively, the results and analysis
presented in MarketWatch provide useful insight into today’s consumer that can be used to help
guide product development, marketing and merchandising.

Home & Living Survey Methodology: This research was conducted in the second half of 2024 using a national sample of
household purchasers, with a maximum margin of error of +3%. The sample was census-balanced by age (excluding Gen Z
under 18), gender, and major geographic regions. Household income was restricted to $25,000-$199,000 pre-tax. Only
respondents who answered “yes” to regularly cooking at home for themselves and others were included. Additional filters
ensured responses came from individuals with meaningful influence over household purchasing decisions. All other
demographic and household composition factors were left unrestricted.

Value Equation Index Methodology: The 2024 Value Equation Index survey was conducted via SurveyMonkey and completed
in the first half of 2024.The survey comprised 38 questions and garnered 1,226 qualified responses from U.S.-based consumers,
aged 18 to 78. Respondents were screened to include primary household decision-makers for groceries, personal care, home
maintenance, furnishings, supplies, and services. The final sample reflected a gender-balanced mix (30% male, 70% female),
calibrated against national statistics for household purchase influencers, and encompassed household incomes ranging from
$50,000 to $200,000. Regional representation encompassed all U.S. regions, without any specific geographic balancing. The
survey achieved an 89% qualification rate, with a 7% abandonment rate and an 11% disqualification rate. Basic census balancing
was applied to adjust the age distribution. The estimated margin of error is £2.86% at a 95% confidence level.



Meals and Making: Balancing Cost and Consciousness

The skills and enthusiasm initially spurred by the pandemic are serving the consumer well during
this extended period of economic upheaval and uncertainty.
Not only are consumers planning to continue cooking at home, but the number of those planning on expanding these activities is

growing. Moreover, the number of consumers making food and meals to be consumed away from home presents new opportunities
for product innovation and consumer engagement.

Consumer attitudes toward pricing and HOW PRICE AND PROMOTION STRATEGIES INFLUENCE PURCHASE DECISIONS
promotions consistently drive purchase
decisions. Not surprisingly, 40% of the
surveyed consumers indicated that

they will wait for a promotion to make WAIT FOR PROMOTION _ 40%

a purchase. Other shifts lend new

importance to other purchase drivers: FREE SHIPPING/RETURNS _ 37%

33% indicated intent to maximize or use

0,
Loyalty Rewards programs (an increase REBATES/COUPONS _ 34%
of 14% YOY) and 22% of respondents _ o
expect retailers or brands to inform them FAIR PRICE 34%

of promotions via email or social media LOYALTY REWARDS _ 33%
(an increase of 25% YQY).
UPDATE VIA SOCIAL I 22%

(RESPONDENTS WERE ALLOWEL TO SELECT JPTO TWO OPTIONS!

SOURCE: 2024-25 VALUE EQUATION INDEX

WHY CONSUMERS CHOOSE TO PREPARE MEALS ATHOME Economic concerns lead the reasons for

(RESPONDENTS WERE ALLOWED TO SELECT UP TO THREE OPTIONS) home meal preparation, supported by
the desire for more healthful eating.

Both of these are enduring concerns

AFFORDABILITY _ 61% and trends that will influence consumer
lifestyles for years to come.
surmcoes N 59%

CONTROL OVER o
INGREDIENTS & FLavors IR 48%
QUALITY TIME WITH _ 0

FRIENDS & FAMILY 32 A’

BUILDING COOKING

SKILLS & CREATIVITY I 23

SOURCE: 2025 HOME & LIVING SURVEY

Nearly 90% of respondents prepare TYPES OF MEALS & OCCASIONS COMMONLY PREPARED AT HOME

everyday household meals most or all

of the time, regardless of generation.

Home cooking for casual get-togethers everyDAY HOUSEHOLD MEALS [ 33%

held a healthy share of 55% of the

audience. With the majority of CASUAL GET-TOGETHERS _ 559

respondents intending to cook at

home significantly more in the coming CELEBRATIONS & THEMED o
year, casual get-togethers present a EVENTS _ 37%
new opportunity for growth.

INFORMAL ENTERTAINING I 37 %

SOURCE: 2025 HOME & LIVING SURVEY



A healthy 58% of those surveyed plan on cooking at home more often in the coming year and only 1% intend to cook at home less.
Millennials and Gen X lead the trend, with 69% and 63%, respectively, planning to increase their cooking at home throughout the
coming year. It's no surprise that weekday dinners dominated the mainly homemade meal category with 72% engagement.
Weekday breakfasts wowed with 56% making it from scratch.

HOW OFTEN CONSUMERS EXPECTTO
COOK AT HOME IN THE COMING YEAR:
MILLENNIALS AND GEN X

1%+

30%

Il MORE OFTEN

|| LEss

[ ABOUTTHE SAME

OFTEN

SOURCE: 2025 HOME & LIVING SURVEY

HOW OFTEN CONSUMERS EXPECTTO
COOK ATHOME IN THE COMING YEAR:
AVERAGE POPULATION

1%

I MORE OFTEN I ABOUTTHE SAME

__ LESSOFTEN

SOURCE: 2025 HOME & LIVING SURVEY

When considering household tasks,
wellness and home food preparation,
time spent remains a leading pain

point for consumers. In fact, a dominant
52% of those surveyed made “saving
time for other activities” the number-one
lifestyle benefit influencing their
purchase decisions. The number-two
purchase influencer, “cultivating new
skills,” is up an impressive 19% from

last year, supporting the intention
stated earlier that people plan to cook
at home significantly more in the
coming year.

LIFESTYLE BENEFITS THAT INFLUENCE PURCHASE DECISIONS

SAVING TIME FOR OTHER
ACTIVITIES

CULTIVATING NEW
SKILLS/KNOWLEDGE

PROMOTING PHYSICAL
WELLNESS

INSPIRING IN-PERSON TIME
WITH FRIENDS/FAMILY

ENHANCING EMOTIONAL
WELLNESS

CREATING OPPORTUNITIES FOR
SHARING ON SOCIAL MEDIA

I 52
I 39
I 347%
I 3 2%
I 26

I 18%

SOURCE: 2024-25 VALUE EQUATION INDEX



Many foods prepared at home are
consumed elsewhere—for example,
bagged meals, snacks, sandwiches,

WHY CONSUMERS TAKE HOMEMADE FOOD AWAY FROM HOME

(RESPONDENTS WERE ALLOWED TO SELECT UPTO THREE OPTIONS

bowl meals, smoothies, salads, etc. With
Americans returning to office work
post-pandemic, it was no surprise that
consuming these foods at work took

the top position, selected by nearly half
of respondents overall and 65% of

Gen Z (over-indexing by 15%). The two
runners-up surprised with 39% consuming
during travel or commute and 38%
consuming these homemade foods at
friends’ homes, work events and the like.

CONSUME AT WORK

CONSUME DURING TRAVEL
OR COMMUTE

CONSUME AT OUTDOOR
LEISURE/SPORT/EVENTS

CONSUME AT SCHOOL

I 49%
I 39%

TO CONSUME AT A GATHERING "
AT ANOTHER LOCATION I 38
I 379%
I 259

OTHER I 19%

SOURCE: 2025 HOME & LIVING SURVEY

TOP CHALLENGES CONSUMERS FACE IN PREPARING MEALS AT HOME

(EIGHT OPTIONS WERE PROVIDED. RESPONDENTS WERE ALLOWED TO SELECT UP THREE OPTIONS)

CLEAN-UP TIME & EFFORT

I 41%
I, 409
I 37 %
aovance PLANNING & PRep [ 32%

new MEALIDEAS & Recipes [ 30%
avaiLaste kitchen seace [ 30%

COST/EXPENSE

PREP & COOKING TIME

SOURCE: 2025 HOME & LIVING SURVEY

Despite its prevalence and popularity,
home food preparation is a source of
frustration for many consumers. Across all
generations, those surveyed shared the
same top three listed as their most
challenging or difficult: 41% clean-up
time and effort (led by Gen Z at 48%),
40% cost/expense (led by Gen Z at 46%)
and 37% prep and cooking time (led by
Gen Z at 48%).

Decision Drivers: The Informed (and Influenced)

Modern Consumer

What defines value has expanded beyond the simplicity of product features and benefits.

The purchase decision has become nuanced to the degree that issues of trust and quality weigh in alongside leading concerns like
brand, price and promotion. Alongside these considerations, new product discovery has undergone a surprising shift, favoring social

media and recommendations from friends and family across generations.



When it comes to influencing new product
discovery and purchase, social media took
the top position, selected by 50% of all
respondents. Recommendations from
family and friends took a close second,
selected by a solid 46%.

It is to be expected that new product
discovery varies greatly by generation.
While social media was the top influencer,
with an average of 50% of respondents
selecting, Gen Z over-indexed at 58% and
Boomers under-indexed at 40%. Still,

with 46% selecting, family and friends
were close behind, with only 5% variance
between generations.

HOW CONSUMERS DISCOVER NEW HOME + HOUSEWARES PRODUCTS

(RESPONDENTS WERE ALLOWED TO SELECT UP TO THREE OPTIONS)

sociaLmepiapLaTFORMS [ 507
FAMILY & FRIENDS I 4 6%
SEARCH ENGINES I 420
RECIPE WEBSITES I 370

TV PROGRAMS I 33

SOURCE: 2025 HOME & LIVING SURVEY

WHAT MATTERS MOSTTO CONSUMERS WHEN SHOPPING IN-STORE Shoppers are prioritizing selection and

brand variety in-store, with notable gains

year over year in product range (+11%),

VARIETY OF PRICE POINTS I 44 price options (+11%) and recognizable

brands (+5%), while interest in quality

BROAD RANGES OF PRODUCTS  pu 26° prends Le5%), while !
TO CHOOSE FROM 36% ge dropp b

BROAD RANGE OF QUALITY _ 32%

OPTIONS

BROAD RANGE OF _ 0
RECOGNIZABLE BRANDS 25%

SOURCE: 2024-25 VALUE EQUATION INDEX

When shopping online, consumers value
a variety of price points most (48%), while
year-over-year interest in broad product
selection (+11%) and recognizable brands
(+8%) is rising.

WHAT MATTERS MOSTTO CONSUMERS WHEN SHOPPING ONLINE

variery F prICEPOINTS | 487
BROAD RANGES OF PRODUCTS | 200

TO CHOOSE FROM 39%
BrRoAD RANGE OF QuALTY [ 36%

OPTIONS

BROAD RANGE OF _ [\
RECOGNIZABLE BRANDS 27%

SOURCE: 2024-25 VALUE EQUATION INDEX



While pricing and promotions have gained
importance in recent months, the top three
purchase drivers are trust, brand and
quality. These are clear indicators that
home and housewares consumers are
making more nuanced purchase decisions,
factoring in more than price alone.

KEY FACTORS THAT INFLUENCE PURCHASE DECISIONS IN HOME + HOUSEWARES

(RESPONDENTS WERE ALLOWED TO SELECT UP TQ FOUR OPTIONS)

TRUST

BRANDS

QUALITY:

PRICING/PROMOTIONS

CONVENIENCE

RATINGS/REVIEWS

DESIGN/FEATURES/BENEFITS

LIFESTYLE BENEFITS

SOCIAL RESPONSIBILITY

ENVIRONMENTAL
RESPONSIBILITY

I, G 7%
I 5 7 %
I 53
I 43
I 35
I 34

I 30°%

I 28

I 242

I 237

SOURCE: 2024-25 VALUE EQUATION INDEX

HOW CONSUMERS PRIORITIZE TRUST WHEN
CHOOSING RETAILERS & BRANDS

1%

Trust in the retailer or brand is particularly critical, with 75%
indicating that it is very or extremely important. Consumers

choosing “extremely important” rose 64% year over year.

Il VERY IMPORTANT [ | SOMEWHAT IMPORTANT

I extrReMELY IMPORTANT [l NOT IMPORTANT

SOURCE: 2024-25 VALUE EQUATION INDEX



For the third consecutive year, the number WHAT DRIVES CONSUMER TRUST IN BRANDS & RETAILERS

one trust generator for consumers was

. - . {RESPONDENTS WERE ALLOWED TO SELECT UPTO TWO)
reputation for reliability and durability,

selected by 65% of respondents, up
8% year over year. Prior personal REPUTATION FOR

experience (52%) also ranked highly, as RectiABILITY/DURABILITY [ 65%

did recommendation from others (32%),

which gained 18% year over year to take E)I:IL(éEIEENFESEONAL _ 529,

third position.
RECOMMENDATIONS

FROM OTHERS I 32
LONGEVITY INTHE

MARKETPLACE I 27 %
STATUS SYMBOL/

EXCLUSIVITY I 13%

CAUSES/POLITICAL 0
POSITIONS - 12%

SOURCE: 2024-25 VALUE EQUATION INDEX

HOW CONSUMERS WEIGH THE When asked about the importance of brands when shopping
for home or housewares, those indicating “very” or "extremely”

IMPORTANCE OF BRANDS IN important represented 50% of all respondents. Notably, those
PURCHASE DECISIONS selecting "extremely important” (22%) showed a year-over-year

increase of 124%.

I VERY IMPORTANT __ SOMEWHAT IMPORTANT

B extReMELY IMPORTANT [l NOT IMPORTANT

SOURCE: 2024-25 VALUE EQUATION INDEX



As consumers identified quality as the
third-ranked purchase driver for home
and housewares, it is critical to note that

QUALITY ATTRIBUTES THAT SHAPE CONSUMER PURCHASING BEHAVIOR

(RESPONDENTS WERE ALLOWED TO SELECTUP TO TWQ OPTIONS)

durability and reliable performance are
the quality traits that most influence their DURABILITY
purchase decisions in these categories.

Durability and reliable performance reflect LA A Dbl
an awareness of longer-term use and SAFETY
subsequent value for spend.

EASE OF USE

I, 5 7 %
I 5
I 25°%

I 23

minimaL cARE/MAINTENANCE [T 18%

MATERIAL COMPOSITION

DESIGN AESTHETICS

I 16%
I 15%

SQURCE: 2024-25 YALUE EQUATION INDEX

Truth and Transparency: Expectations Expand As
Responsibility Continues To Influence Intent

Concerns related to social and environmental responsibility continue to rise as a key
consideration for consumers when making a purchase.

The expanding importance to Gen X and Boomers speaks to the significance of these concerns on higher net worth

consumers as well as the influence of younger generations.

Clearly, a retailer or brand'’s social responsibility influences
consumers’ purchase decisions, with 50% of those surveyed
stating it is “very” or “extremely” important. These positions
have seen marked increases year over year, up 18% and
76%, respectively.

IMPORTANCE OF SOCIAL
RESPONSIBILITY IN RETAIL &
BRAND SELECTION

[ | SOMEWHAT IMPORTANT [Jll VERY IMPORTANT

B extremeLY IMPORTANT [l NOT IMPORTANT

SOURCE: 2024-25 VALUE EQUATION INDEX

Similarly, a retailer or brand’s environmentally responsible
behaviors also influence consumers’ purchase decisions, with
58% of those surveyed stating that it is “very” or "extremely”
important. These positions have seen marked increases year
over year, up 29% and 33%, respectively.

IMPORTANCE OF ENVIRONMENTAL
RESPONSIBILITY IN RETAIL &
BRAND SELECTION

[ | SOMEWHAT IMPORTANT [l VERY IMPORTANT

B extrRemELY IMPORTANT [l NOT IMPORTANT

SOURCE: 2024-25 VALUE EQUATION INDEX



The Work of Wellbeing: Intersections of Obstacle
and Opportunity

Wellness concerns continue to present a perplexing balancing act for the modern consumer.

That said, balance is the watchword here. Across generations, nutritional and emotional wellness have risen in priority, nearly
equal to that of physical wellness. Emotional stressors among Millennials and Gen Z are creating both a need and an opportunity
for product innovations that help consumers address these issues and others that affect overall wellbeing.

Consumers’ top three wellness concerns WELLNESS ASPECTS CONSUMERS VALUE MOST

were clear. Physical wellness is most (RESPONDENTS WERE ALLOWED T0 SELECT UP TOTHREE OPTIONS)
important, selected by 59% of respon-

dents, but Boomers are taking the lead

with 65% selecting it. Nutritional wellness PHYSICAL WELLNESS _ 59%

came next, with 51% selecting it. The

importance of nutritional wellness is NUTRITIONAL WELLNESS _51 %
spread evenly across generations, except _ o
for a noteworthy spike among Boomers, EMOTIONAL WELLNESS 46%
: 5 L .
with 59% selecting it. Emotional wellness INTELLECTUAL WELLNESS _37%

was the top concern for 46% of those
surveyed with notable generational SOCIAL WELLNESS I 36%
variance. Gen Z came in at 10% above
average (56%), reflecting the broad range
of stressors faced by that generation.
Boomers, with a healthier 40%, reflected
a more relaxed perspective.

SOURCE: 2025 HOME & LIVING SURVEY

AREAS OF WELLNESS CONSUMERS ARE MOST EAGER TO IMPROVE Physical activity was the aspect of

(RESPONDENTS WERE ALLOWED TO SELECT UP TO THREE OPTIONS) well-being fesloondents "Ya”t?d to Improve
the most, with 51% selecting it as a priority.

Sleep and restfulness were also a priority

PHYSICALACTIVITY _ 51% at 45%, a concern shared evenly across

generations. Noteworthy is the balanced

NUTRITION _ 47% importance of the top five - only a 5%
variance among them - that presents a

WEIGHT MANAGEMENT I 46% broad field of growth opportunities across
interwoven product categories.

steeegrestruuness | 45%

sreessanacewer | 43%

ILLNESS PREVENTION I 33Y%

SEXUAL HEALTH I 23%

SQURCE: 2025 HOME & LIVING SURVEY




Purchase intent for health and wellness
products in the coming year is clearly
focused on healthy meal creation (42%
selected) and sleep and relaxation (38%
selected). The nearly equal purchase intent
across products in primary and secondary
categories here indicates a breadth of
opportunities to serve multiple consumer
needs and aspirations. Hydration spiked
7% for Gen Z to 40%. Home environment
was in the top four for all respondents, at
30%, except for Boomers, who were less
engaged at 20%.

HEALTH & WELLNESS PRODUCT CATEGORIES WITH STRONG PURCHASE INTENT

(RESPONDENTS WERE ALLOWED TO SELECT UP TO THREE OPTIONS)

HEALTHY MEAL MAKING I 420
I 337
I 3 3%

FITNesS GeAR & EquiPMENT [ 31%

SLEEP & RELAXATION

HYDRATION

HOME ENVIRONMENT I 30%
FITNESS WEARABLES & I 30%
TRACKERS

SOURCE: 2025 HOME & LIVING SURVEY

FEATURES, BENEFITS & DESIGN ELEMENTS THAT HAVE THE
GREATEST INFLUENCE ON PURCHASE DECISION

(RESPONDENTS WERE ALLOWED TO SELECT UP TO TWO OPTIONS)

Consumers’ top two purchase driving
features and benefits both speak to the
desire for a “less stress, less mess”
experience. This also dovetails with the
desire for time savings and expanded

EASE OF USE

MULTIPLE FUNCTIONS

WARRANTIES & SUPPORT

COLOR & STYLE

NEW TECHNOLOGIES

CONTENT, ETC.

I 57%
I, 39%
I, 38%
I 27%

I 21%

I 17%

product value evident in other survey
responses. Ease of use increased by
5%, multiple functions by 14% and new
technologies by 23% year over year.

SOURCE: 2024-25 VALUE CQUATION INDEX

Trouble with Tasks: Frustration Directs Function

and Features

WA close look at a time-starved consumer reveals new challenges and obstacles that consumers
face in their daily household tasks and in pursuing their overall desired lifestyle..

While ease of use and multifunctionality lead desired product attributes, intangibles such as minimizing mess and reducing
physical strain are surprisingly important across consumer generations.
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Selecting from a list of 13 household tasks, HOUSEHOLD TASKS CONSUMERS FIND MOST DIFFICULT TO MANAGE

the three most challenging were quickly (RESPONDENTS WERE ALLOWED TO SELECT ALLTHAT APPLY)

identified as clear front-runners. After-meal

cleanup was the top challenge at 51%.

Daily meal preparation was a close second AFTER MEAL CLEANUP _ 51%

at 49% overall, but with generational

disparities: Millennials at 57% and Gen X at PREPARING DAILY FAMILY _ 49,
55% both over-indexed; Boomers found MEALS 0

this much less of an issue at 32%; males

(60%) struggled more than females (40%). TiDYING PERSONAL SPACES [ 482%

Tidying and maintaining personal spaces

nearly tied for second with 48% selecting it CLEANING DRAWERS & I 34
¢ N J CLOSETS 34%

as an obstacle and again with notable

variances: Millennials at 56% and Boomers _ 229
at only 41%; urban dwellers at 56%, CLEANING BATHROOMS 0

suburban at 41% and rural at 44%. All of

these represent consumer pain points that SOURCE: 2025 HOME & LIVING SURVEY

need product solutions.

WHY CERTAIN HOUSEHOLD TASKS ARE CONSIDERED CHALLENGING

{RESPONDENTS WERE ALLOWED TO SELECT UP TO THREE OPTIONS}

TakesToomucHTE | [ 472,
100 Messy/unpLEASANT | [ 339%
prysicaLLmitarions | [ 27 %

TOO STRENUOUS I 250
possisteToFinisH | [ 25%

SOURCE: 2025 HOME & LIVING SURVEY

When asked what made the tasks selected
so challenging, respondents indicated that
time spent was the biggest challenge for
all generations at 47%, but Gen Z felt it
most, with 60% selecting (28% above the
average). Across all generations, the messy
and unpleasant factor was the number

two obstacle. Physical limitations took
third place at 27% overall, but notable
generational disparities. Boomers found
this to be a much greater problem at the
40% mark. Only 16% of Gen Z noted
physical limitations as a hindrance.

Time limitations took the lead, selected by OBSTACLES THAT DISRUPT OVERALL DESIRED LIFESTYLE

42% of respondents, although it was more

keenly felt by Gen Z, with 54% selecting,

and less of an issue for Boomers at TIME LIMITATIONS _ 42%

31%. Affordability was the second most

significant concern at 38% and was a AFFORDABILITY _ 38%

shared issue across generations, but it

was a much larger obstacle for Gen Z, with AMOUNT OF CLEANING UP _ 37%

46% selecting it. The amount of cleanup

involved in everyday living was close PLANNING & PREPARATION _ 31%

behind and was perceived as a pain point

evenly across all generations. SPACE LIMITATIONS _ 28%
PERSONAL PHYSICAL _ 0
LIMITATIONS 27%

SOURCE: 2025 HOME & LIVING SURVEY
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