


COVID-19 has had dramatic effects on consumer behavior and shopping patterns across every 
category. Furniture is no exception. 

We could witness a major shift to online shopping. Tech-savvy furniture retailers were better 
prepared for this scenario, as they were already utilizing e-commerce as one of their sales 
channels. 

Unfortunately, many furniture businesses that were delaying digital transformation efforts 
have been caught flat-footed, without the ability to deliver a positive digital experience.

Traditional retailers that were focused on in-store sales, neglecting the importance of online, 
are now rushing to create an engaging online presence and e-commerce website.

Other retailers that had an online store before the outbreak are embracing different tactics 
that can help them step up their e-commerce furniture game and set a foundation for future 
growth. According to a survey conducted by Furniture Today, almost 70% of furniture retailers 
plan to focus more on e-commerce in response to the COVID-19 virus.

Cylindo’s Top 100 U.S. Furniture Retailers Report is annual research of the digital 
merchandising features and online experience of the biggest players in the space. This year’s 
report is enriched with more features and detailed user experience benchmarking of the top 
three furniture websites from the Cylindo index ranking. 

If there’s one thing you should get out of this report, it’s this: furniture retailers that adopt 
strategies to improve their online shopping experience are the ones that will be ready to 
respond to the behavioral change we’re witnessing on a global level. 

Introduction
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The following is a summary of the findings from the report and the state of the furniture 
industry that reflect the importance of e-commerce merchandising for future growth.

01 | High-quality visuals are no more nice to have, they are a must
Results from our research show that 60% of the Top 100 U.S. furniture retailers have 
high-quality visuals on their product pages. Furniture is an incredibly visual industry, so having 
top-notch product visuals is a prerequisite for more online sales. 

02 | Context and recommendations are important in furniture sales
Lifestyle imagery, recommendations, and mobile optimization are the three most widely 
adopted features among the Top 100 retailers in the U.S. When it comes to product 
customization, even though customers expect this feature to be able to make a purchasing 
decision, only a third of the retailers have product configurators on their websites.

03 | Retailer investments are not aligned with customer preferences
Only 13% of retailers have 360-degree product configurators on their website, and 14% have 
augmented reality, leaving the vast majority without these features. In a world where digital 
plays a vital role in furniture sales, advanced product visualization becomes essential for 
pleasant online customer experience.

04 | Navigating to the right products is hard
Even though 82% have enough product details like description, dimensions, delivery, and 
return policies, only 4% of the Top 100 U.S. furniture retailers have advanced filtering options 
on their product feed, which means that customers waste a lot of time on finding what they 
need.

05 | Virtual consultations are becoming part of the online purchasing journey
More than one-third of the Top 100 U.S. furniture retailers offer virtual consultations. With the 
latest shifts in consumer behavior, this number will probably increase in the next couple of 
months.

06 | Tech-savvy retailers are better prepared for challenging times
Furniture retailers that have developed experiences that are meaningful and relevant to 
consumers before the outbreak are the ones that were taking the lead in handling the 
coronavirus crisis in respectful and helpful ways.

07 | Time to prioritize future-proof strategies
Furniture retailers are reallocating resources to projects that will not only help them ride out 
the storm but also set the foundation for future growth. Focusing on activities and 
technologies that will make your business resilient in the future will save you time and money, 
and it will ensure business continuity. 

Key Findings
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The Top 100 U.S. Furniture Retailers - E-commerce Merchandising Index - Adoption 
& Ranking 2020 is an analysis of U.S. furniture retailers’ websites. The report focuses on the 
primary digital merchandising features that affect their online presence and user experience. 

We’ve analyzed the websites of 100 retailers for 17 features, including: product customization, 
HD zoom, 360 views, alternate angles, detail shots, lifestyle imagery, augmented reality, 
reviews, recommendations, page load speed, mobile optimization, virtual consultation, social 
media, checkout experience, product information detail, filtering options, and product visuals 
quality.

To measure the page load speed and web performance of the Top 100 U.S. retailers, we used 
Web Page Test (https://www.webpagetest.org).

Our research included some of the largest furniture retailers in the United States when 
determined by significant estimated annual revenue and physical store footprint.

This research was conducted during June of 2020. A more detailed explanation of some of the 
categories can be found inside this report. The main goal of this report is to understand how 
e-commerce merchandising features drive better customer experience.

This report is not indicative of the operational performance of the retailers, but it rather 
provides data and benchmarks which enable us to draw certain conclusions about the 
importance of different e-commerce merchandising features in furniture retailers’ success. 

Methodology
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KEY DRIVERS AND ADOPTION
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PRODUCT CUSTOMIZATION 
35%

DETAIL SHOTS
62%

AUGMENTED REALITY
14%

VIRTUAL CONSULTATION
36%

RECOMMENDATIONS
97%

MOBILE OPTIMIZATION
99%

SOCIAL MEDIA
95%

HD ZOOM
33%

360-DEGREE PRODUCT CONFIGURATORS / 3D VIEWS 
13%

ALTERNATE ANGLE
87%

ROOM SCENES
95%

REVIEWS
59%
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KEY DRIVERS AND ADOPTION

CHECKOUT EXPERIENCE
high52%
medium35%
low9%

A seamless checkout experience has a clear flow. 
It is fast, easy for filling, and mobile-friendly. By 
adjusting the checkout experience, furniture 
retailers can increase their cart conversions and 
capitalize on what could otherwise be lost sales. 4% no checkout
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PRODUCT INFORMATION DETAILS

When it comes to online furniture shopping, 
some of the most important product information 
includes product description, dimensions, 
delivery information, and return policy. 

high82%
medium18%

FILTERING OPTIONS

Filters are a great tool to narrow down high 
volumes of content and to surface the most 
relevant results. Using filters, furniture retailers 
can avoid the paradox of choice and help 
customers make a decision.

high4%
medium60%
low33%

3% no filtering 
option

PRODUCT VISUALS QUALITY 

While analyzing the product visuals quality of 
furniture retailers, we took into account the 
following features: image resolution, sharpness, 
lighting, ground shadows, post artifacts, model 
realism, and material quality.

high60%
medium31%
low9%



TOP 15 FURNITURE RETAILERS
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88.5/100 88.5/100 87/100
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87/100 86.5/100 82.5/100
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ANALYZING E-COMMERCE MERCHANDISING 
FEATURES FOR FURNITURE RETAILERS

In industries like furniture, where product aesthetics and details have a major influence on the 
buyer’s purchasing decision, retailers have to create an engaging online shopping experience, rich 
with features that pave the way to the “add to cart” button.
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Nowadays, furniture shopping is all about meeting the customer’s personal taste and at the same 
time making it an interesting and engaging experience.

Customization has become a very important part of the overall online buyer journey. Imagine you 
are buying a sofa, and the moment you open a retailer’s product page, you see a sofa in one color, 
and then hundreds of colors and fabrics listed on the side without being able to see how the sofa 
looks in the color you like. Not the best user experience, right? 
A product configurator enables customers to display the right product from the large number of 
possible product variants intuitively, easily, and quickly and to order directly according to their 
individual requirements.

#1 Product Customization

Customers don’t just love customized products, but they are also willing to pay more for them. 
According to Deloitte, 71% of consumers who customized a product stated that they would be 
prepared to pay a premium price for it, and 48% said that they would be willing to wait longer for a 
personalized product or service.

Today, technology makes it easier to enable product customization and to offer a personalized 
experience to your customers straight from your product pages. Giving consumers the ability to 
combine colors, fabrics, finishes, and other details in a few clicks with a simple product configurator 
can enhance their experience and increase your conversions.

According to our research, only 35% of the Top 100 U.S. retailers have a configurator for product 
customization on their product pages, leaving the majority without this feature. The gap between 
customer expectations and reality, in this case, is significant, and retailers have to prioritize 
customization if they want to increase engagement in both online and digitally influenced sales.

PRODUCT CUSTOMIZATION 
35%
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The first step toward creating a pleasant product page experience is focusing on high-quality visuals 
and zoom feature. You can’t expect to increase your online sales if you don’t show your products in as 
many details as possible.

The main reason why many customers prefer in-store furniture shopping is the fact that they can 
scrutinize the product before buying. The zoom feature is mimicking the way consumers would look 
at a product in a brick-and-mortar store. 

This leads us to the two most important details related to the zoom feature. First thing, make sure to 
use crisp and sharp images so users can inspect any product details carefully with the zoom. 
Showcasing a low-resolution image is ultimately the same as not supporting zoom at all or maybe 
even worse due to bad user experience and unfulfilled expectations. 

The second one is don’t be afraid to zoom in closely. Even though one of the most common best 
practices when it comes to the zoom feature is finding the right balance instead of zooming in too 
much, this does not apply to furniture. Unlike many product categories where extreme zooming can 
sometimes put the product out of perspective, in the furniture industry, zooming in closely will help 
show the texture. 

Research from UPS shows that 70% of users consider the zoom tool as a prime factor when 
deciding on their purchase. When we talk about selling furniture online, having superior 
visualization and impeccable zoom are even more important. 

#2 HD Zoom

HD ZOOM
33%
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Providing the sensation of experiencing rich, 
velvety texture, and soft cushions is not an 
option in the digital world. However, showing 
off product details in 4k can certainly 
increase purchase confidence or inspire a 
showroom visit.

The results from our research show that 
76% out of the Top 100 U.S. furniture
retailers we analyzed have a zoom feature 
on their product pages. However, if we 
look at the quality, only 33 retailers 
have HD zoom. Today, when product 
visualization technology is so advanced, 
having a low-quality zoom is like not having it 
at all. 
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When it comes to the online furniture purchase journey, an outstanding visual experience is the best 
way to compensate for a lack of tactile sense. Shoppers want a 360-degree view of anything they’re 
going to buy, and images undoubtedly tell more of a story than product descriptions ever could. 

Google’s metrics have shown that consumers interact with 360-degree spin four times longer than 
with conventional product photos alone.

Using 360-degree visuals on your product pages can emulate the “touch-and-feel” experience of 
shopping in-store. According to Adobe, 91% of individuals want the ability to turn products around in 
full 360-degree spin.

Not only consumers love interacting with this feature, but retailers that incorporate it on their 
product pages will notice quantitative benefits. Companies that added 360-degree spin product 
visualization saw increased conversions of 27% on average. On top of that, you’ll also notice a 
decrease in product returns, as customers know what to expect when they buy your product online. 

#3 360-Degree Views / 3D

360-DEGREE PRODUCT CONFIGURATORS / 3D VIEWS 
13%

Besides 360-degree images, retailers can enrich the product page experience with alternate angle 
images and detail shots. Alternate angle images can help buyers get a better sense of how your 
products look from different perspectives. Detail shots, on the other hand, show delicate details like 
fabric and texture, by getting up close and personal with the buyer.

One of the most significant discrepancies between consumer expectations and retailer investment 
is the implementation of 3D visualization on their product pages.
According to our research, only 13% of the 
retailers have 360-degree product 
configurators on their website, leaving the 
majority without this feature. When it comes 
to additional visuals on the product page, the 
adoption rate is far better — 87% of retailers 
have alternate angle images, and 62% have 
detail shots.

However, you have to be aware that alternate 
angle images and detail shots can’t 
compensate for not having 360-degree views 
on your product pages. They can only add to 
the overall experience, but when it comes to 
bridging the online-offline gap, 360-degree 
images are irreplaceable.  
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DETAIL SHOTS
62%

ALTERNATE ANGLE
87%

360౦
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Just four years ago, the average consumer was looking for three images per product when shopping 
online. Now, that number has risen to eight product images. Consumers are hungry for high-quality 
content that will help them make a purchasing decision. 

Besides alternate angles, detail shots, and 360-degree images, another important feature for 
furniture product pages is using lifestyle imagery. 

Have you ever been looking through a furniture catalog and noticed how seeing a sofa in-context 
made you want to buy the entire room? That’s the power of context.

It’s much easier to sell products when you show them being used. According to BigCommerce, 78% 
of online shoppers want products to be brought to life with images. In-context images also help you 
boost emotional engagement, ultimately leading to a higher conversion rate. 

Furniture is all about context. Not only do room scenes help explain the features of the product 
(color, fabric, size), but they also help customers visualize how the product looks in a real-life setting.

Even though the process of creating room scenes was costly and time-consuming in the past, 
thanks to 3D, creating in-context imagery is much more cost-effective because you don’t have to 
transport furniture all around the world just for a photo shoot. The best part is that by using this 
technology, you can create top-notch, photorealistic visuals that are indistinguishable from 
traditional photography. 

Besides using basic in-context images, advanced 3D product visualization allows you to add 
interactive room scenes on your product pages. This will give your customers the possibility to 
customize the furniture in context. By offering a few different wall and floor options, you can help 
them visualize how a specific furniture color and fabric would fit in.

In all of our previous reports and researches, lifestyle imagery was one of the most adopted features. 
This is the case with the Top 100 U.S. retailers also. According to our research, 95% of retailers have 
room scenes on their product pages, which confirms the importance of context for increased 
furniture sales. 

#4 In-Context Imagery

RETAILERS WITH IN-CONTEXT IMAGES
95%
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In the last couple of months, the online furniture world has transformed far beyond what anyone 
could have expected. COVID-19 has catapulted e-commerce into hyper-drive, and even people that 
weren't shopping online before are now online shoppers. 

According to Google, 72% of searches in the furniture category come from mobile devices. So, 
there is no doubt that adding web-native AR to your product pages will enhance the online 
shopping experience. Beyond that, data from Interior Define shows that customers that engage 
with AR are eight times more likely to convert than customers that choose not to engage with AR. 

With Google and Apple’s heavy investments in augmented reality, this technology will become an 
even more ingrained part of the online experience going forward. Room scanning will be even easier, 
and the rendering of 3D assets will become more photoreal. It’s safe to say that AR is slowly 
becoming an inevitable part of the furniture buying process.

#5 Augmented Reality

“Retailers wouldn’t dream of not showing a product image on a product detail page (PDP) - in a 
few years they wouldn’t dream of not serving an app-less AR experience on the PDP. Clothing 
solved the “how does it fit” problem with free returns. Furniture can’t do the same - it has to solve it 
with AR”  - Janus Jagd, Co-founder and CEO of Cylindo

Some of the biggest furniture players have already introduced AR solutions, allowing customers to 
insert virtual objects, such as sofas, tables, and chairs, into their home and immediately see how the 
piece of furniture would look. This way, customers can virtually “try out” furniture, not worrying 
about bad decisions and removing a huge weight from their shoulders before the big purchase.

When it comes to the type of AR experience, web-native AR will be the new normal as mobile AR 
apps soon become obsolete. Downloading an app just to visualize a piece of furniture, which is not a 
frequent purchase, asks for too much effort from the customers’ side, and customers always prefer 
effortless options. 

With web-native AR, customers get instant 
access, and retailers, on the other hand, get a 
high adoption rate, a broader audience, and 
low development costs.

Our research shows that even though 
augmented reality is one of the hottest topics 
in the industry, only 14% of the Top 100 U.S. 
furniture retailers have implemented an AR 
solution. It will be interesting to see how 
web-native AR will influence the adoption 
rate in the future. 

AUGMENTED REALITY
14%
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Customers today are constantly looking for unbiased feedback to help them decide whether they 
should buy a product. Product ratings and reviews have become major purchase decision factors. 
Would you buy a product with a low product rating and negative reviews? Probably not.

According to Google, 42% of Internet users in the U.S. list “reviews from other customers” as a feature 
that would most increase their likelihood of buying a product. On top of that, data from Spiegel 
Research Center show that nearly 95% of shoppers read online reviews before making a purchase.

Retailers that are afraid of negative reviews have to be aware that customers that had bad 
experiences with your product will still find a way to spread that all across the Internet. So don’t 
worry about negative reviews too much. The best way to prevent them is to make sure that you are 
offering the highest quality products and delightful customer experiences.

Besides this, responding to negative reviews can create positive results. Statistics show that of the 
customers who received a response from a company after posting a negative comment, 33% turned 
around and posted a positive review, while 34% deleted the original negative review.

#6 Reviews

When it comes to big-ticket purchases like furniture, product reviews are even more important. 
According to eMarketer, when researching an expensive item online, online ratings and reviews were 
the most common sources respondents consulted, more so than word-of-mouth, in-store sales 
associates, or social networks.

More than half of the Top 100 U.S. retailers from our research have reviews on their product 
pages. There are some great examples of companies that leverage product reviews and 
user-generated content across social media, and this should be best practice for every furniture 
retailer that plans to rely on e-commerce in the long haul.

Couch
I live in center city Philadelphia, and typically love a couch on the 
softer vs. firmer side. However I am obsessed with this couch. It is 
the perfect amount of firmness and softness. Such a great 
purchase!

Kristi25 Days Ago | Helpful? | votes | Yes ·4   No·0   Report

Love this sofa
I love this sofa, it is so comfortable. I am short and my husband is 
taller, and the depth of this sofa is perfect—it's no so deep I feel 
like I need a pillow behind me. The fabric is lovely and seems very 
forgiving and…

Melissa8520 2 Days Ago | Helpful? | votes | Yes ·2   No·0   Report

REVIEWS
59%
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Product recommendations allow customers to find relevant products quickly and easily by 
generating personalized offers based on their browsing and purchasing behavior. You can also show 
items purchased by “like-minded” visitors.

The founder of Amazon, Jeff Bezos, understood the value of having a recommendation system back 
in 1998. Fast forward to today, a study from Accenture revealed that 91% of consumers are more likely 
to shop with businesses who recognize, remember, and provide them with relevant offers and 
recommendations.

Some of the most popular and most effective recommendation algorithms are:

● You might also like: Recommendations based on buyer behavior. This gives customers tailored 
product offerings based on their previous shopping habits.

● Visitors who viewed this product also viewed: Recommendations for similar products based on 
other buyer behaviors.

● Recently viewed: Recommendations based on a buyer’s browsing history. If someone has 
checked out a product, it means that they were interested in it to some extent. Showing them a 
list of recently viewed products can remind them about a product they liked but, for some reason, 
didn’t buy yet.

● Products from the same collection: Recommendations from a collection the customer is 
browsing. This type of recommendation is a great opportunity for cross-selling.

#7 Product Recommendations

Besides recommendations on product 
pages, adding recommendations during the 
checkout process can help you make an 
upsell and increase the average order value 
(AOV) by proposing products that are 
compatible with the product that the 
consumer has added to its shopping cart. 

Recommendations are one of the top three 
most widely adopted features — 97% of the 
furniture retailers we’ve analyzed have 
some sort of recommendation on their 
product pages. Most of them are about 
related products from the same collections, 
but a few companies have advanced 
recommendation engines for a more 
personalized experience. 

You may also like:

RECOMMENDATIONS
97%
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For tech-savvy, forward-thinking retailers, e-commerce is a vital part of the business. Being aware of 
the importance of bridging the online-offline gap, companies adopt features to simplify online 
furniture shopping for customers. 

One of those features is virtual consultation. Even though there were furniture retailers who had this 
service before the outbreak, many of them realized how important online consultations are when all 
of their brick-and-mortar stores were closed due to the pandemic. 

Now we can see retailers ramping up their virtual consultations as they bank on e-commerce for the 
long haul.

#8 Virtual Consultation

Retailers are using live chat tools or virtual video consultations to give customers pre-purchase 
product advice, answer their questions, or help them make a decision. This will not only minimize 
some of the effects of the COVID-19 temporary store shutdowns but also future-proof their 
businesses for similar scenarios. 

Virtual consultations give retailers the ability to cultivate relationships with their customers, thus 
adding the human interaction that a company typically loses through online shopping. 

Knowing how important selecting furniture can be for customers, retailers that are willing to offer 
expert advice, even online, are the ones that close more sales. 

Most of the retailers offer this service for free, 
as they’re aware that customers that get a 
personalized shopping list and advice 
tailored to their lifestyle and budget are more 
willing to make a purchase.  

Customers share floor plans, send photos of 
their homes, and hop on a video or phone 
call to get expert advice on how to make 
the most of their spaces. They get answers 
to all of their questions, which removes a 
huge weight off their shoulders. 

Results from our research show that only 
36% of the Top 100 U.S. furniture retailers 
offer virtual consultations to help 
customers make a decision for an online 
purchase. 

VIRTUAL CONSULTATION
36%
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Mobile is fast becoming the most important part of e-commerce and the omnichannel experience. 
To remain competitive, retailers need to do more than create a mobile responsive website.

It’s no secret that people are getting addicted to their mobile phones. According to an eMarketer 
forecast, U.S. adults will spend four hours and 26 minutes daily on their mobile phones in 2022. 
That’s one-fourth of the total active time (16 hours awake, eight hours sleep). 

Mobile is an integral part of the way consumers shop nowadays, from browsing and research to 
comparison and purchase. This is why having an exceptional mobile experience is a must for every 
furniture retailer, no matter if they are traditional or digital-first.

Mobile Optimization

Back in 2016, Google confirmed that more 
than 50% of all web traffic was coming from 
smartphones and tablets, so it’s no surprise 
that they have shifted indexing from desktop 
to mobile-first. This is one more reason to pay 
extra attention when optimizing for mobile 
to make sure that visitors who open your site 
from their mobile device have a great 
experience.

There’s no doubt that mobile-first will 
become the norm. That’s why it’s no surprise 
that 99% of the U.S. Top 100 retailers we 
analyzed in our latest report have a 
mobile-optimized website. 

There are two ways to do this:

● Create a dedicated mobile website to which visitors who are using a mobile device can be 
redirected

● Ensure that your website is responsive – so that the same content is served up optimized for the 
device through which a visitor is accessing the site.

Depending on your decision, there are different implications on the user experience, search engine 
optimization (SEO), and cost, as well as practical implications for build, maintenance, and content 
management.

The dedicated mobile website has the potential to create a better user experience by presenting a 
smaller proportion of the content they could access on the desktop version of your site. A responsive 
website, on the other hand, has the advantage of presenting the content for all visitors to your 
website in the best way, regardless of which device they are using to access it.

MOBILE OPTIMIZATION
99%
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Today, nearly 50% of the world's population uses social media. That's over three billion users 
worldwide.

Social media is the best place to find customers. They spend a lot of time scrolling through the 
never-ending feed, searching for inspiration. More than half of social browsers use social media to 
research products.

#10 Social Media Activity

Besides that, Pinterest's visual search feature, 
called Lens, allows users to search for items 
they've captured in a photo with their 
phone's camera. They even went one step 
forward by integrating shoppable pins with 
visual search, making it easier for users to 
buy products they've taken photos of. 

Knowing that 60% of Pinners have used 
Pinterest to make decisions for home decor 
purchases, and 30% of online shoppers say 
they would be likely to make a purchase from 
a social media network, it’s up to you to step 
up your social media game and leverage the 
great potential it has for your furniture 
business. 

It seems like furniture retailers are aware of 
the importance of social media nowadays. 
Our research shows that 95 out of the Top 
100 U.S. furniture retailers have an active 
presence on at least one social media 
channel.

If you want to be noticed, make sure to use visuals that tell a story. You can step up your social media 
game by using high-quality visuals, detail shots, lifestyle shots, 360-degree view GIFs, and other 
engaging types of content. Your social media content will generate 94% more views if it contains 
visual elements, which proves that people prefer to engage with content that’s both informative 
and pleasing to the eye.

When it comes to social media platforms, Instagram and Pinterest are the two most visually 
engaging platforms, and they hold massive opportunities for brand discovery and creating product 
preferences. 

Today, Instagram is changing the game with shoppable posts and stories. Pinterest, on the other 
hand, has buyable pins that allow customers to discover and buy your products right from the 
platform, thus reducing friction and improving conversion.

SOCIAL MEDIA
95%
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Page load speed needs to be a top priority for all furniture retailers in the upcoming decade. 
Consumers expect instant gratification, so product pages that take too long to load will eventually 
hurt your bottom line. 

According to Unbounce, nearly 70% of consumers admit that page speed influences their 
likeliness to buy. On top of this, a recent study by Akamai shows that a one-second delay in page 
load times yields 11% fewer page views, a 16% decrease in customer satisfaction, and 7% loss in 
conversions. Therefore, if your e-commerce site is making $100,000 per day, a one-second page delay 
could potentially cost you $2.5 million in lost sales every year.

Google has indicated site speed (and as a result, page speed) is one of the signals used by its 
algorithm to rank pages. It’s true that page speed has been a ranking factor since 2009, but as of July 
2018, it’s a ranking factor for mobile searches as well. Google’s algorithm tends to show the best 
responses based on visitor behavior. If your page takes too long to load, visitors will “bounce” from 
your site, which Google sees as lack of interest, and your ranking goes down.

However, many retailers often forget that site speed and page speed are not the same thing. Site 
speed is the average of several sample pages on a website. Page speed, on the other hand, describes 
how long a person will wait to start consuming an individual page. 

Even though you may have an acceptable site load speed, you have to pay close attention to 
optimizing separate product pages. According to a recent Kissmetrics infographic, if a page takes 
longer than three seconds to load, over a quarter of users will click away.

Another thing to have in mind is that today customers more often browse from their mobile devices, 
so the page load speed is even more important. Data from Google shows that mobile sites that 
loaded in two seconds or less had a 15% higher conversion rate than the average mobile site.

To measure the page load speed and web performance of the Top 100 U.S. retailers, we used Web 
Page Test (https://www.webpagetest.org). The results show that more than half of the Top 100 U.S. 
furniture retailers have a load speed below five seconds. Next are 31% of retailers that have 
between five and 10 seconds load speed. According to our research, for 12% of the analyzed furniture 
retailers, it takes more than 10 seconds for a page to load. 

#11 Product Page Load Speed
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57%
of the Top 100 U.S. furniture 
retailers have a product page 
load speed below 5 seconds
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As retail is slowly moving to the online world, one of the biggest challenges is how to recreate the 
visual elements of your products in an online environment in a way that competes with physically 
viewing products in-store. 

The right visual elements can help you close the gap between a physical product and your online 
representation of it. Improving the quality of your images can result in a conversion rate that is 
up to three times higher than that of low-quality images. 

When looking at the future, visuals will have a massive impact on the success of furniture retailers. 
According to research from ViSenze, 62% of generation Z and Millennial consumers want visual search 
capabilities. Thanks to Google Lens, instead of searching for words, users can drag or snap a photo of 
furniture or home decor without having to describe what they are looking for.

“The future of search will be about pictures rather than keywords” - Ben Silbermann, Pinterest’s CEO

Companies that want to stay relevant in the long run have to embrace evolving shopping habits and 
equip their online stores with capabilities that simplify the path-to-purchase for online customers. 

While analyzing the product visuals quality of furniture retailers, we took into account the following 
features: image resolution, sharpness, lighting, ground shadows, post artifacts, model realism, and 
material quality. The results from our research show that 60% of the Top 100 U.S. furniture retailers 
have high-quality visuals, followed by 31% with medium quality and 9% with low product visuals 
quality.

#12 Product Visuals Quality

When it comes to product page visuals, 
consistency is the key. However, producing 
the same quality content with product 
photography is very challenging. That’s why 
many furniture retailers turn to CGI 
(computer-generated imagery). Thanks to 
the advanced technology, the level of quality 
is so high that you won’t be able to recognize 
the difference between a rendering and an 
actual photograph.

PRODUCT
VISUALS QUALITY
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high60%
medium31%
low9%
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Answering as many questions as possible on your product page will pave the way for more “add to 
cart” clicks. That’s why it’s essential to include all the information customers need to make a decision 
about buying a big-ticket item like furniture.
An e-commerce study from Nielsen Norman Group found that 20% of purchase failures are 
potentially a result of missing or unclear product information.

Product description
Even though visuals tell the story in a more appealing and attention-grabbing way, 
product descriptions are an important part of every e-commerce furniture product 
page. Unfortunately, they’re often overlooked. Many furniture retailers just 
copy-paste the specifications from the manufacturer, unaware that they’re losing a 
great opportunity to present the features and the benefits of the product in the 
best possible way and influence a purchase decision. 

Product dimensions
When buying new furniture, customers need to make sure that the furniture they 
buy is the right fit for their home. That’s why retailers must include information 
about product dimensions on their website. Despite the fact that augmented reality 
solves the “will it fit” issue, not every customer is tech-savvy and willing to use AR. 
Adding product dimensions will reassure customers that the product is what 
they’re looking for, bringing them one step closer to purchasing.

Delivery information
Delivery information about cost and speed is a crucial part of every online purchase. 
This is even more emphasized when people buy big-ticket items. Not adding 
information about the expected time of delivery or the shipping cost might lead to 
an abandoned cart. Smart furniture retailers add this information on the product 
page, thus making it easy for customers to decide whether the delivery time and 
costs fit their expectations.

Return policy
The first thing that comes to customers’ minds when shopping online is whether 
the return process is easy. Customers need the reassurance that even if they don’t 
like the product they bought, they’ll be able to return it. That’s why having a simple, 
transparent, and fair return policy can encourage customers to make the purchase. 

#13 Product Information Details

18%82% have high product 
information details

are with medium product 
information details
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When it comes to online furniture shopping, some of the most important product information 
details are product description, dimensions, delivery information, and return policy. 

Looking at the results of our research, we can see that 82% of the furniture retailers we analyzed 
have enough information on their product pages. 
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The checkout process is the last step in the path-to-purchase and the moment when all the efforts 
pay off. However, it can often turn out to be a stumbling block. 

Two out of the top three reasons for cart abandonment are related to the checkout process 
according to data from Baymard. Not having a guest checkout option (28%) and a lengthy, 
complicated checkout process (21%) are the two biggest pain points, right after high shipping costs 
(50%). 

Nearly 70% of online shopping carts are abandoned and, according to the same research, most 
happen during checkout. By optimizing the checkout experience to deliver a straightforward and 
transparent process, retailers can increase their conversions and capitalize on what could otherwise 
be lost sales.

One other thing which is very important for a pleasant checkout experience is to show an image of 
the product that your visitor is buying in the shopping cart. This way, you will avoid confusion and 
reduce the number of returned items due to the wrong color, size, or even the wrong product.

#14 Checkout Experience

Also, don’t forget to ask for an email early in 
the checkout process, no matter if the 
customer has an account or wants to check 
out as a guest. Without an email, you cannot 
launch your abandoned cart email series, 
which often brings back 15% of customers. 

With more and more users shopping on 
smartphones, it’s imperative to design a 
mobile checkout flow that not only follows 
the best practices for e-commerce user 
experience but is also optimized for the 
capabilities and constraints of mobile 
devices.

The results from our research show that 
more than half of the Top 100 U.S. furniture 
retailers have a pleasant checkout 
experience. 

CHECKOUT
EXPERIENCE

A seamless checkout experience could be 
the secret sauce for better conversions. But 
where do you start?

Give customers the chance to choose 
between registering and a guest checkout. 
Also, find a smart way to encourage them to 
give you their personal information. Offer an 
incentive or a personalized experience. 
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high52%
medium35%
low9%

4% no checkout
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People love having the power of choice, especially when shopping. However, having too many 
choices often leads to overwhelm and inaction — otherwise known as choice paralysis.

According to Zoovu, more than half (54%) of consumers have stopped purchasing products from 
a brand or retailer website because choosing the right product was too difficult. In fact, 42% 
admitted to abandoning a planned purchase altogether because there was too much choice.

When done right, e-commerce product filtering helps visitors narrow down a selection and find 
products they might be interested in based on certain features (e.g., size, color, category).

Only a small number of visitors that come to your website know exactly what they’re looking for. 
Having tools like a search bar and product filtering that can help find a specific product will create a 
pleasant browsing experience, and it will lead them down the purchasing funnel. 

Unlike brick and mortar, where customers can ask for a “medium-size left bumper sectional in 
mauve velvet,” when it comes to online furniture shopping, you have to create an experience that will 
lead them to the product they’ve imagined.

Besides adding category-specific filters for different product categories, make sure to promote 
important filters, allow applying multiple filtering values from the same filter type, and make sure to 
truncate filtering values where there are too many options. 

According to our research, only 4% of the Top 100 U.S. furniture retailers have advanced filtering 
options. Most of them (60%) have average-quality filtering on their product feed. Unfortunately, 
one-third of the retailers have poor filtering options. 

#15 Filtering Options

FILTERING
OPTIONS

“Always ensure that each category has a 
unique set of filters specific to the type of 
product. At a minimum, the product 
specifications included in the list items will 
need to be available as filters as well, but a 
wider array of filters will nearly always be 
needed” 
- Christian Holst, Co-founder of Baymard 
Institute
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high4%
medium60%
low33%

3% no filtering 
option



                    Interior Define is a digitally-native furniture brand, offering the most elevated
and customized online furniture shopping experience. Since 2014, they have
been delighting customers with customizable sofas available through their 
stunning website and their Guideshops.

In our Top 100 U.S. Furniture Retailers report, Interior Define ranks first with the highest 
e-commerce merchandising index (94.5). The results from our research show that Interior Define 
has all the analyzed features and high-quality visuals. 

UX BENCHMARK STUDY RESULTS FROM THE 
3 LEADING FURNITURE PLAYERS

To understand the elements of an effective online furniture shopping experience, we dissect the 
online buyer journey of the three companies from our Top 100 U.S. Furniture Retailers report that 
have the highest ranking based on the number of adopted features and quality of product 
visuals.
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Product
Customization

After you select a product category, you will 
notice straightforward filtering options, 
where customers can pick layout, style, 
size, and material of the product. At the 
same time, under each thumbnail image, 
they have information about the number of 
fabrics and leg options for the particular 
product. 

When you open the product detail page (PDP), on the left, you can see alternate angles, zoom in to 
scrutinize details, or get a 360-degree view of the selected product. Besides the click-to-zoom 
feature, Interior Define has a full-screen mode where customers can again zoom in on the details. 
Another best practice when having a 360-degree view is to indicate its presence on the PDP.

The first thing you notice when you open 
Interior Define’s website is a navigation bar 
with different product categories, each with a 
thumbnail image, to help customers find 
what they are looking for in just a few clicks. 
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This is especially important for your mobile browsing experience. Interior Define solves this with an 
arrow circle illustration. On the right side, there is a product configurator where customers can select 
the fabric, legs, depth, size, cushions, etc. 
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Product
Customization

Below the product visuals and the configurator, customers can see information about the price and 
an add-to-cart button, as well as an option to pay monthly. Besides this, there are detailed 
descriptions and product dimension visuals. Interior Define has simple and transparent delivery and 
returns policies that customers can see, even before adding the product to the cart. For customers 
that are hesitant about their purchase, they also offer free swatches.
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At the bottom of the product page, there is a recommendation section with designer favorites, 
including the most important product details like price, number of fabrics, and leg options. 

Interior Define has a great content strategy. They encourage customers to post images of their I/D 
products on social media with the #myinteriordefine, and they feature user-generated content on 
their product pages.

You can also see customer reviews that can be filtered by the number of stars. 
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Product
Customization

Once you click the “add to cart” button, 
there’s a pop-up asking you if you want to 
buy throw pillows, which is a great cross-sell 
strategy. However, if you’re shopping on 
mobile, you won’t get the pop-up window 
because one of the best practices for 
creating a pleasant mobile shopping 
experience is avoiding pop-ups. 
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Product
Customization

On the checkout page, there’s a four-step process with a progress bar that indicates next steps in 
the process. Customers are filling in billing and shipping information, as well as payment 
information. The last step is order confirmation. Another best practice that Interior Define uses in 
their checkout process is marking that the billing and the shipping information is the same, so the 
customer doesn’t need to type the same information twice. 

New customers can create an account in just a few steps, and they get incentives like real-time 
updates on the order status, scheduling delivery, quick checkout, and reviewing past purchases. 

The overall shopping experience on the Interior Define website is pleasant, simple, and 
straightforward. With great design and seamless user experience, the I/D website creates a great 
flow through the purchasing funnel. Customers have all the information to make a buying 
decision, and the user journey is fully optimized from start to finish.

Before the checkout, you can see all the products in your shopping cart, the total price, shipping and 
handling costs, as well as reminders for the 10-year warranty period, the delivery time, and the 
60-day return policy. 

Interior Define uses cart thumbnails in the exact color the customer has chosen, which 
decreases the number of product returns. Removing products from the cart is simple and 
straightforward. Alternatively, you can change the quantity by clicking on the counter. 
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                       Is a member of the Otto Group. With over 100 stores and franchise partners in
   nine countries, they are an international destination for contemporary and

   modern furniture, housewares, and decor.

In our Top 100 U.S. Furniture Retailers report, Crate and Barrel has the second-highest digital 
merchandising index (93). The results from our research show that Crate and Barrel has all the 
analyzed features except 360-degree images. 
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Product
Customization When you enter the home page, there is a 

navigation bar with a drop-down menu that 
opens on hover. When browsing on mobile, 
you’ll notice a hamburger menu on the top 
left corner where you can choose product 
categories. 

When you enter a product feed, you can see 
thumbnail images for different products. 
Under each image, there is information about 
the price as well as color options that you can 
choose from and get a thumbnail preview 
without entering the product detail page.

Besides category filters, there are many other filtering options like type, color, width, seat softness, 
features, material, seating capacity, pattern, etc. On the right side, you can choose whether you want 
to see the most relevant, newest, or filter products depending on the price. 

When you open the product detail page, 
there is a carousel with manual control 
with different product images, videos, lifestyle 
images, and detail shots. 
Customers can also get a full-screen 
mode and zoom option. Above the 
product visual, there is price information, 
as well as available colors, divided into 
two groups — for quick ship or for 
extra time.
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On some of the products, you can see different lifestyle images or a detailed shot on hover. 
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Product
Customization

Below the configurator, the customer can get more 
information like product description, dimensions, 
reviews, and care. Furthermore, there’s information 
about the delivery for one flat fee, as well as 
information on the Crate 
and Barrel credit card. 

If you click the “all options” button, you’ll be able to select fabric features, colors, patterns, and 
custom options, thus creating a customized sofa. While you scroll down the product detail page, 
you’ll notice the sticky header with product name, price, and “add to cart” button. 

Crate & Barrel gives customers recommendations based on products from the same collection 
but also some other products that the customer may like. On the bottom of the page, there is a 
section with recently viewed products.  
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When you click the “add to cart” button, there is a pop-up with a small thumbnail image of the 
product, total price, and option to checkout or continue shopping. Below, there are product 
recommendations with related products.
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Product
Customization

When you click the “checkout” button, you 
can see a cart summary, where you can 
choose if you want shipping or free pickup 
from a store. At this point, you can save your 
cart for later or finish with the checkout 
process. There’s a sign in pop-up for returning 
customers; alternatively, the customer can 
choose a guest checkout. 

If you choose the guest checkout, you’ll see a 
three-step process where you fill in shipping 
information, billing and payment information, 
and review and place order. Crate and Barrel 
gives customers the option to mark the field 
that shipping and billing information is the 
same, so the customer doesn’t need to type 
the same information twice. 

The overall shopping experience on the Crate and Barrel website is clean and pleasant. There is room 
for improvement in the consistency of visuals on the product feed, where there are alternate 
images on hover only for some of the products. Also, the elements that are solved with hover, like 
product recommendations, where you only see product images, and you see price information on 
hover, don’t work on mobile, so you have to click on every product recommendation to see more 
details, which is not the best user experience. 
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                         IKEA is a Swedish-founded, Dutch-based multinational group that offers a
    wide range of well-designed, functional home furnishing products. Besides
    the low-price furniture, they’re known for sustainable sourcing of cotton and 
    wood and democratic design approach.

In our Top 100 U.S. Furniture Retailers report, IKEA USA has the third-highest digital 
merchandising index (89). The results from our research show that IKEA has all the analyzed 
features except 360-degree images.

On the homepage, there are thumbnail images of different product categories that customers can 
explore to find what they need. Besides this, there is a hamburger menu on the side, where 
customers can see different options for each product category. 
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Product
Customization

Once you select the product category, you’ll see the product feed with different filtering options: 
seats, shape, materials, color, price, etc. On the right side, you can select whether you want to see 
product thumbnails or a preview of lifestyle images. However, even if you choose a product preview, 
you’ll be able to see a lifestyle image on hover. Under each product, there is information about the 
price, as well as available colors, that you can preview when you hover over them. The hover option 
is not available on mobile, so when you click on the specific color, you open the product page about 
that particular product in the selected color. 
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When you enter the product detail page, on the left, you can see multiple product images, room 
scenes, and close-up shots. On the right, you can see price information, different colors available, 
delivery information, and 365-days return policy.
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Product
Customization

Below the product images, there are
different recommendations based on 
similar products, what other customers 
searched for, compatible products, as well
as products from the same line. 

The product details, size, and reviews are displayed as pop-up windows that open on click. 
Besides the basic five-star reviews, you can see the average rating but also information about value 
for money, product quality, appearance, and does the product work as expected. 
IKEA also highlights the most helpful favorable review and the most helpful critical review. 
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When you click the “add to cart” button, you can see a pop-up with product recommendations. IKEA 
has this pop-up on the mobile version as well. 
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Product
Customization

The overall shopping experience on the IKEA US website is pleasant. A better consistency in the 
visuals and arrangement of images on the product detail page would make the consideration 
process much easier. Also, the pop-ups for certain parts of the experience, like product reviews, 
description, and size, work well on desktop but are not the best solution for mobile shopping. 

Before the checkout, you can see the image 
of the product in the specific color you’ve 
selected and price information. The customer 
can easily add more products or remove the 
product from the cart. 

IKEA gives the customers a guest checkout 
option but also reminds them to log in for 
faster and easier checkout. 

At this point, customers can also book 
TaskRabbit assembly. This is a for-hire service 
that helps IKEA customers to get their 
furniture assembled. 

On the checkout page, the customer can 
review the order and then fill in the three 
steps: Add a zip code to see available delivery 
and pickup options, enter personal details, 
and choose a payment method.

Top 100 USA Furniture Retailers 2020 - E-commerce Merchandising Adoption & Index Ranking



Interior Define ✓ ✓ 360 + - ✓ ✓ ✓ + + ✓ ✓ 7.1s high high high high 94.5

Crate and Barrel ✓ ✓ ✕ + + ✓ ✓ ✓ + + ✓ ✓ 2.7s high high med high 93

IKEA USA ✓ ✓ ✕ - + ✓ ✓ ✓ + + ✓ ✓ 2.0s high high med high 89

Ethan Allen ✓ ✓ 360 + - ✓ ✓ ✓ - + ✓ ✓ 10.1s high high med high 88.5

Joybird ✓ ✓ ✕ + + ✓ ✓ ✓ + + ✓ ✓ 8.6s high high high high 88.5

Living Spaces ✓ ✓ 360 + + ✓ ✓ ✓ + + ✓ ✓ 3.4s med high med high 87

Jerome's 
Furniture ✓ ✓ 360 + + ✓ ✓ ✓ + + ✓ ✓ 5.4s med high med high 87

Arhaus ✓ ✓ ✕ + + ✕ ✓ ✓ + + ✓ ✓ 8.0s high high med high 86.5

Restoration 
Hardware ✓ ✓ ✕ + + ✕ ✓ ✓ - + ✓ ✓ 7.3s high high med high 82.5

Design Within 
Reach ✓ ✓ 360 + + ✕ ✓ ✓ + + ✓ ✓ 9.1s high high low high 82.5

Havertys Furniture ✓ ✓ ✕ + + ✕ ✓ ✓ + + ✓ ✓ 11.1s high high med high 82

Room & Board ✓ ✓ ✕ + + ✕ ✓ ✓ + + ✓ ✓ 2.7s high high med high 82

Serena & Lily ✓ ✓ ✕ + + ✕ ✓ ✓ - + ✓ ✓ 6.7s high high med high 82

Bob's Discount 
Furniture ✓ ✓ ✕ + + ✓ ✓ ✕ + + ✓ ✓ 4.6s med high med high 82

Cost Plus
World Market ✕ ✓ ✕ + + ✕ ✓ ✕ + + ✓ ✓ 3.1s high high med high 78

City Furniture ✕ ✓ 3D + + ✕ ✓ ✓ + + ✓ ✓ 9.7s high high med high 77

Turk Furniture ✕ ✓ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 5.3s high high med high 76.5

Blu Dot ✓ ✓ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 4.1s high high low high 74.5

Lovesac ✓ ✓ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 14.4s high high low high 74

Mathis Brothers 
Furniture ✓ ✕ 360 - + ✕ ✓ ✓ - + ✓ ✓ 7.8s high high med high 73
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Z Gallerie Inc. ✕ ✓ ✕ + - ✕ ✓ ✓ + + ✓ ✓ 3.1s high high med high 73

La-Z-Boy ✓ ✓ 3D + + ✓ ✓ ✓ + + ✓ ✓ 19.4s med high med med 72.5

POTTERY BARN ✕ ✓ 360 + + ✕ ✓ ✓ - + ✓ ✓ 10.9s high high high med 72.5

HOM Furniture ✕ ✓ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 9.9s high high med high 70

American 
Signature ✕ ✓ ✕ + + ✕ ✓ ✕ + + ✓ ✓ 4.4s med high med high 70

Dania Furniture ✕ ✓ ✕ + + ✕ ✓ ✕ + + ✓ ✓ 2.8s high high med high 69.5

Bassett Furniture 
Industries ✕ ✓ 360 + - ✓ ✓ ✓ + + ✓ ✓ 3.0s high high med med 69

Home World ✓ ✕ ✕ + + ✕ ✓ ✓ - + ✓ ✓ 3.1s high high med high 68.5

Furniture Row ✕ ✓ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 8.7s med high med high 68.5

Raymour & 
Flanigan Furniture ✕ ✕ ✕ + + ✓ ✓ ✓ + + ✓ ✓ 10.2s high high med high 67

Mitchell Gold & 
Bob Williams ✕ ✓ ✕ + - ✕ ✓ ✓ - + ✓ ✓ 10.7s med high med high 67

JONATHAN 
ADLER ✕ ✓ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 6.4s high high low high 66

Westelm ✕ ✓ 360 + + ✕ ✓ ✓ - + ✓ ✓ 8.7s high high low med 65.5

Frontgate ✓ ✕ ✕ + - ✕ ✓ ✕ + + ✕ ✓ 10.1s high high med high 65.5

Jordan's 
Furniture ✕ ✓ ✕ - - ✕ ✓ ✕ + + ✓ ✓ 9.6s med high med high 64

R.C Willey ✓ ✕ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 1.8s med high med high 64

Sam Levitz 
Furniture ✓ ✕ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 3.3s high high med high 63.5

Furniture & 
ApplianceMart ✓ ✕ ✕ + + ✕ ✓ ✕ + + ✓ ✓ 7.1s med high med high 63

Value City 
Furniture ✕ ✕ ✕ + + ✕ ✓ ✓ + + ✓ ✓ 4.3s high high med high 62

Morris
Furniture Co. ✓ ✕ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 3.5s high high med high 61.5
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Gardner-White 
Furniture ✕ ✕ ✕ + + ✕ ✓ ✓ + + ✓ ✓ 7.7s low high med high 60.5

Big Lots ✕ ✓ ✕ + + ✕ ✓ ✕ + + ✓ ✓ 5.3s high high low med 60

Rotmans ✓ ✕ ✕ + - ✕ ✓ ✕ - + ✓ ✓ 3.3s high high med high 59.5

American 
Furniture 
Warehouse

✕ ✕ ✕ + + ✓ ✓ ✕ + + ✓ ✓ 2.1s med high med high 59

Baer's Furniture ✓ ✕ ✕ + + ✕ ✓ ✕ + + ✓ ✓ 6.0s high high med med 59

Exclusive 
Furniture ✕ ✕ ✕ + + ✕ ✓ ✓ + + ✓ ✓ 4.3s med high low high 59

Walker's 
Furniture ✕ ✕ ✕ + + ✕ ✓ ✕ + + ✓ ✓ 3.4s high high med high 59

KIRKLAND'S ✕ ✕ ✕ + + ✕ ✓ ✕ + + ✓ ✓ 12.2s high high med high 58.5

ASHLEY 
FURNITURE ✕ ✕ ✕ + + ✓ ✓ ✕ + + ✓ ✓ 3.8s high high low high 58

Boston Interiors ✓ ✕ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 12.2s high med low high 58

Conlin's ✓ ✕ ✕ + + ✕ ✓ ✓ + + ✓ ✓ 6.8s med high low med 57.5

Darvin Furniture ✓ ✕ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 3.3s med high low med 56.5

FFO Home ✓ ✕ ✕ + + ✕ ✓ ✓ + + ✓ ✓ 5.2s med high low med 56.5

WG&R
Furniture Co. Inc ✕ ✕ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 3.6s med high med high 56

Gallery Furniture ✕ ✕ ✕ + + ✕ ✓ ✓ + + ✓ ✓ 1.8s low high med high 55

Bernie & Phyl's 
Furniture ✕ ✕ ✕ + + ✕ ✓ ✓ - + ✓ ✓ 2.7s med med low high 54.5

ABC Carpet & 
Home ✕ ✕ ✕ + + ✕ ✕ ✕ - - ✓ ✓ 7.1s high high med high 54

Beds N Stuff ✓ ✕ ✕ + + ✕ ✓ ✕ - + ✓ ✕ 3.9s med high med med 54

Rooms To Go ✕ ✕ ✕ - - ✕ ✓ ✕ - + ✓ ✓ 3.3s high high med high 54

The RoomPlace ✕ ✕ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 3.1s high med med high 54
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Chair King ✕ ✕ ✕ + + ✕ ✓ ✓ + + ✓ ✓ 2.5s med high ✕ low 52.5

Furniture
Mart USA ✕ ✕ ✕ + - ✕ ✓ ✕ - + ✓ ✓ 6.6s high high low high 52

Calico Corners ✕ ✓ 3D - - ✕ ✕ ✕ - + ✓ ✓ 8.0s ✕ high low med 51

El Dorado 
Furniture ✕ ✕ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 2.1s low high med high 50.5

HOMEMAKERS 
FURNITURE ✕ ✕ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 4.7s high high med med 50

Big Sandy 
Superstore ✕ ✕ ✕ + + ✕ ✓ ✕ + + ✓ ✓ 4.1s med med med med 49.5

Star Furniture ✕ ✕ ✕ + + ✕ ✓ ✕ + + ✓ ✓ 5.6s high high med med 49

Hudsons 
Furniture ✓ ✕ ✕ - - ✕ ✓ ✓ - + ✓ ✓ 3.5s high high med low 49

Steinhafels ✕ ✕ 360 + + ✕ ✓ ✓ + + ✓ ✓ 3.1s high high med low 49

BEL Furniture ✕ ✕ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 1.8s med med low med 49

C. S. Wo &
Sons Ltd. ✓ ✕ ✕ + + ✕ ✓ ✓ - + ✓ ✕ 2.9s med high low low 49

Modshop1 ✕ ✓ ✕ + + ✕ ✕ ✕ - - ✓ ✓ 2.5s low high ✕ high 49

Lacks Valley 
Furniture Store ✕ ✕ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 4.7s med high med high 48.5

Weekends Only 
Furniture & 
Mattress

✕ ✕ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 3.3s med high med med 48.5

Conn's ✕ ✕ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 3.3s high med med med 47.5

Weir's Furniture ✕ ✕ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 2.3s ✕ high low high 47.5

Harbour 
Outdoor ✕ ✓ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 7.2s low med low med 47

Badcock Home 
Furniture & more ✕ ✕ ✕ + - ✕ ✓ ✕ - + ✓ ✓ 2.3s med med med high 47

Haynes 
Furniture ✕ ✕ ✕ - - ✕ ✓ ✕ + + ✓ ✓ 6.0s med med low high 46

Ivan Smith
Furniture ✕ ✕ ✕ + + ✕ ✕ ✕ + + ✓ ✓ 4.6s med med low high 46
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Nebraska 
Furniture Mart ✕ ✕ ✕ + + ✕ ✓ ✕ + - ✓ ✓ 5.2s med high med med 45.5

Mor Furniture 
for Less ✕ ✕ ✕ + + ✕ ✓ ✕ + + ✓ ✓ 3.1s med high med med 45.5

Walter E. Smithe ✕ ✕ ✕ + + ✕ ✓ ✓ - + ✓ ✓ 2.4s med med low med 45.5

Kittle's Furniture ✕ ✕ ✕ + - ✕ ✓ ✕ - + ✓ ✓ 2.2s low high low high 45

Jennifer 
Convertibles ✕ ✕ ✕ + - ✕ ✓ ✕ + + ✓ ✕ 3.4s high high low med 44.75

Miskelly 
Furniture ✕ ✕ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 4.0s med high high low 44.5

Regency 
Furniture ✕ ✕ ✕ - - ✕ ✓ ✕ + + ✓ ✓ 10.2s high med med med 44

Grand Home 
Furnishings ✕ ✕ ✕ - - ✕ ✓ ✕ + + ✓ ✓ 6.6s low high low high 43

Family Leisure ✕ ✕ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 2.7s high high low low 43

One Kings Lane ✕ ✕ ✕ + + ✕ ✓ ✓ - + ✓ ✓ 10.6s high high med med 43

Walker 
Furniture ✕ ✕ ✕ + + ✕ ✓ ✕ - + ✓ ✓ 3.6s low high low med 42

Fortunoff 
Backyard Store ✕ ✕ ✕ + - ✕ ✓ ✕ + + ✓ ✕ 2.9s med med low med 42

Kane's Furniture ✕ ✕ ✕ + - ✕ ✕ ✕ - + ✓ ✓ 6.3s high high low med 40.5

Furnitureland 
South ✕ ✕ ✕ + + ✕ ✓ ✓ - + ✓ ✓ 10.6s high high low med 39.5

Bob Mills 
Furniture ✕ ✕ ✕ + - ✕ ✓ ✕ + + ✓ ✓ 4.1s low med low low 38

F. Schumacher & 
Co. ✕ ✕ ✕ + - ✕ ✓ ✕ - + ✓ ✓ 3.1s med med med med 37.5

Kimbrell's ✕ ✕ ✕ - - ✕ ✓ ✕ - + ✓ ✕ 4.3s med high med med 35.5

American Freight 
Furniture  & 
Mattress

✕ ✕ ✕ - - ✕ ✓ ✕ - + ✓ ✓ 6.4s ✕ med low low 32

Schewels ✕ ✕ ✕ - - ✕ ✓ ✕ - + ✓ ✓ 4.0s med med low med 29.5

Farmers Home 
Furniture ✕ ✕ ✕ - - ✕ ✓ ✕ - + ✓ ✓ 1.7s ✕ med ✕ low 19.5
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About Cylindo
Furniture companies use Cylindo to deliver immersive 3D experiences at scale. With more than two 
decades of 3D visualization experience under our belt, our team of gaming industry veterans, visual 
effects experts, e-commerce and retail experts, and even Oscar winners (for best 3D effects), is 
committed to making product visualization easy. 
 
Powering 2.5 quintillion product variations and 9 million unique users per month, Cylindo is the 
catalyst that drives delightful shopping experiences, helping retailers and brands show more and sell 
more, with close to zero effort. 
 
Using the Cylindo Platform, companies have increased conversion rates by +27% and reduced 
visualization costs by 58%, on average. For more information, visit www.cylindo.com

Request a Demo
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