Market research —
Northern European furniture retailers

Technical evidence from the trade, a statistical reading and a possible route to market for a new
brand




Executive summary: a demanding, coherent market

Comparing 40 Northern European retailers reveals demand that is technically sophisticated and aligned around clear values. Sustainability emerges as an absolute priority,
together with a marked preference for European production.

Material and aesthetic drivers Operational parameters

e Wood: the dominant material

Lead time tolerated: ~7 weeks

e Metal: a structural partner Expected margin: ~48%

Digital infrastructure: ERP 80%, B2B portals 65%
3D configurators: 50% (expanding fast)

e Matte/oiled finishes: the de facto standard

e A neutral, tactile palette is what the market asks for

Research method

We structured the interviews to map the technical criteria, quality standards and operational expectations of retailers. The sample covers Sweden, Denmark, Norway,
Finland and the Netherlands, mostly independent showrooms and concept stores in the Mid/Premium bands. We turned the qualitative answers into scores of 1-5 using a
behaviorally anchored scale. For each theme, the interviewee was mapped to the nearest anchor based on centrality, current use, future intention and strength of argument.
In general, the 1-5 scores express the degree of relevance/adoption/intensity of the theme assessed:

e 1 =Irrelevant/absent (episodic or no use; does not affect choices). e 4 =High/priority (a relevant factor in decisions; often required).

e 2=Low/marginal (a secondary presence; limited influence). e 5=Very high/critical/identity-defining (an indispensable or distinctive requirement

e 3 =Medium/standard (common or acceptable practice; the market baseline). for the retailer).



Segmenting the trade

Four well-defined profiles emerge from the key variables and characterize the Northern European retail landscape:

Premium eco-focused

~26 of 40 retailers

e C(ertifications a priority
e Exclusive matte finishes
e Maximum consistency of quality

e Greater lead time tolerance

Scandinavian classic

~6 retailers

Authentic natural materials

Traditional formal coherence

¢ A conservative approach

Low risk preferred



Segmenting the trade: Value and Tech profiles

The other two profiles complete the Northern European retail landscape:

Pragmatic value-driven (~6 retailers) Tech-forward modularist (~2 retailers)
e High price sensitivity e Modularity and configurability

e Focus on reliability e 3D assets essential

e Simple maintenance required e Native API integration

Optimal value for money e Technological innovation



Materials and finishes

Material preferences (scale 1-5, average)

Wood
Implications
Metal e . ;
e Certified European species as the foundation
Textiles e Quality veneers for large surfaces
e Brushed metal fittings
stone ¢ Controlled material combinations
Glass
Composites
0 1.5 3 45
Finishes
o o o
92.5% 75% 35%
Matte finishes Oiling Lacquered
An absolute preference for matte surfaces, low sheen and tactile A natural treatment that brings out the grain and texture of the Marginal in the Scandinavian context, limited to selective
quality wood applications

(m

Technical standard required: a tactile palette with water-based lacquer cycles, controlled sheen (gloss 10-20), resistance to standard EN tests for intensive domestic use.



Sustainability and origin

Sustainability is an entry requirement in the Northern European market, not a premium differentiator. Retailers' answers show uniformly high expectations.

Certifications required by the trade

FSC

Forest Stewardship Council, required by the majority of retailers

Production origin
European production reflects a preference for:

e Verifiable short supply chains
e Recognized labor standards
e Areduced logistics carbon footprint

e Compliance with harmonized regulation

45% 30%

PEFC EU Ecolabel

Programme for the Endorsement of Forest Certification, accepted The European ecolabel for finished products and production cycles
as an alternative

Documentation required

e A complete, traceable chain of custody

e A concise LCA (Life Cycle Assessment)

e A declaration of recyclable/separable components
e Product carbon footprint

e Company policies on circularity



Sustainability by segment

Each retailer profile has specific expectations about sustainability:

Premium eco-focused

e Requires multiple certifications
e Favours FSC Mix or FSC 100%
e Expects detailed reporting on every batch

Scandinavian classic

2 e Accepts PEFC as the minimum standard
e Values European production heritage in the messaging

Pragmatic value-driven

3 e Sustainability as an expected baseline
e Focus on certification cost being included without a premium
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Tech-forward modularist

4 e Requires structured digital data (EPD)
e Sustainability information integrated into configurators




Operations and quality

Lead time tolerated by the trade

The lead time accepted centers on 7 weeks
(range 2-12). The differences reflect the segment profiles:

Eco-focused
Classic
Value-driven

Modularists

The chart values are the average of the lead time range accepted for each segment.

End-to-end traceability

Short LCA

Life cycle assessment.

Traceability in the ERP

Full tracking inside the
management system.

Unique coding
Unique identification of
the product.

FSC/PEFC certifications

A guarantee of responsible
forest management.



Digital readiness

The trade's digital infrastructure

Technology adoption among Northern European retailers shows a solid base for advanced digitalization, with room to grow on consultative selling tools.

ERP

Integrated management systems for inventory, orders and CRM

3D configurators

A sufficient base for scaling consultative selling and customization

80%

50%

D 65%

B2B portals

Platforms for online ordering and access to the digital catalog

CGED 25%

AR/VR

Emerging technologies, still experimental in retail

= Strategic implication: the brand has to provide parametric 3D libraries, a consistent PIM (Product Information Management) and ordering via API to integrate natively into

existing digital workflows.



Channel economics and commercial policy

Channel economics Share of online sales
The margin retailers expect sits in a range between 40% and The online share averages around 40% of revenue, with
55%, with a median of 48%. variations by segment:

e Tech-forward: up to 60-70%

e Premium eco-focused: 35-45%
e Classic: 25-35%

e Value-driven: 40-50%

Min margin

Median margin

Max margin

Commercial policy required

Consistent net price lists

Transparency on discounts and terms; avoid eroding perceived
value with uncoordinated promotions

MAP (Minimum Advertised Price)

Public price protection to safeguard positioning, essential with
advanced e-commerce partners

Share-of-wallet incentives

Progressive discounts tied to the brand's share within the
retailer, not to isolated spot volumes



Comparison by segment

Premium eco-focused
Priorities: verified sustainability, certified materials, a transparent supply chain
Lead time: flexible (8-10 weeks acceptable for quality)

Opportunity: excellent returns from technical storytelling (LCA, component
traceability, carbon neutrality)

Requirements: multiple certifications, detailed reporting, color consistency across
batches

Pragmatic value-driven

Priorities: value for money, operational reliability, simple maintenance
Lead time: prefers 5-7 weeks, fast inventory rotation

Opportunity: clarity on price, net price lists, detailed maintenance manuals

Requirements: lean SKUs, spare parts available, clear assembly instructions

o)

Scandinavian classic

Priorities: stable aesthetics, traditional forms, low design risk

Lead time: standard 6-8 weeks, planned in advance

Opportunity: essential lines with heritage references, a contained range executed well

Requirements: absolute color uniformity across batches, impeccable finishes,
durability

Tech-forward modularist

Priorities: configurability, native digital assets, systems integration

Lead time: 4-6 weeks, time-sensitive projects

Opportunity: parametric bills of materials, BIM/GLB files, order APIs, instant quoting

Requirements: engineered modularity, controlled variants, structured PIM data



Redesigning the offer

Comparing the traditional offer with the new brand's proposition points to a strategic redesign that favors sustainable differentiators:

Factors to increase: Factors to reduce/eliminate:

e 11 Modularity - a modular system with standard center distances ¢ || Gloss finishes - outside the Northern European language

e 11 3D assets - native parametric GLB/BIM libraries ¢ | Non-essential SKU variance - focus on a coherent core collection

e 1 Spare parts/service - part coding, multi-year availability e | Ad hoc customization - only controlled parametric variants

e 1 Verifiable sustainability - LCA, EPD, end-to-end traceability ¢ | Unpredictable lead times - promises you can keep, with a calculated buffer

e 1 Consistency of quality - SPC on joints, color standards

A tactile, engineered, maintainable brand, designed for the consultative selling typical of advanced Northern European retailers.



Evolution scenarios

Projected technology adoption: the configurator as standard

% Projecting growth of +8pp a year in the adoption of 3D configurators (from the current

L

30

50% — ~74% by 2027), the weight of project-led selling increases significantly.

2024 2025 2026 2027

This evolving scenario requires the brand to own:

= 00 )
Parametric bills of materials Controlled variants Instant quoting
A BOM (Bill of Materials) generated automatically from A logic tree for valid configurations, ruling out impossible or An integrated pricing engine, immediate quotes on custom
configurations, integrated with the retailer's ERP unproducible combinations configurations, transparency for the end customer

(I

Competitive implication: whoever owns these tools gets ahead of the competition on services, not just on the physical product. The value shifts from "what | sell" to "how | help the
retailer sell".



Price accessibility
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Visualize competitor positioning in the Nordic
furniture market with this...

Click the link to open the interactive map and
compare your brand's possible positioning with
the main players in the furniture world.



Click here to explore alternative scenarios —

How it works:

e Click the TAM/SAM/SOM levels to see the methodology and detailed calculations
e Move the sliders to explore alternative scenarios within validated ranges
[ ]

View the breakdown by customer segment and country
e 5-year projection with configurable growth

A The values are constrained to realistic ranges (+15-25%). A warning flags it if you
go outside credible parameters.

Analisi TAM-SAM-SOM

Mercato Nord Europa » Arredo Premium/Mid « Posizionamento Brand

TAM © SAM

Total Addressable Market Serviceable Available Market
€18.0B €5.0B

Mercato totale arredo premium/mid Nord Europa 28% del TAM = Rivenditori premium

Affina le Assunzioni
Range vincolati a valori realistici dalla ricerca

TAM - Mercato Totale

O
€158 Base: €188
@ €15-228 basato su dati Eurostat + FederlegnoArredo
SAM - % del TAM
B
2% Base: 28%

@ 22-35% canale rivenditori indipendenti premium

SOM -7
Serviceable Obtainable Market
2.5% del SAM - Quota 3-5 anni
O Reset
€18.08

€228



Recommended positioning statement

Core offer

For Northern European retailers who require certified materials, tactile finishes and reliable processes, the
new brand offers modular systems in European wood with matte/oiled finishes, a guaranteed lead time of
5-6 weeks and 3D assets ready for design work.

Competitive differentiators

Unlike competitors, combining statistical QA, coded spare parts with multi-year availability and an
integrated B2B portal that enables automated ordering and guided configuration.

Recommended target audience

Primary target: premium eco-focused

Showrooms and concept stores with customers who care about sustainability and advanced design

= Secondary target: tech-forward modularist

Contract and e-commerce partners who value configurability and APl integration




Go-to-market

A sequential approach

Phase 1-Q1/Q2 2025

Target: premium eco-focused

10-15 selected showrooms
Focus on sustainability storytelling
Complete display kit

Training on configurators

Phase 3 -2026

Expansion: classic + value-driven

e Widening the distribution network
e Simplifying the core SKUs
e Retailer loyalty programs

Phase 2 - Q3/Q4 2025

Target: tech-forward modularist

5-8 contract/e-commerce partners
Native APl integration
Extended 3D assets

Dynamic pricing



Pricing strategy and commercial terms

Margin structure Recommended policy
. , —, MAP (Minimum Advertised Price)
Target retailer margin: 48% i ) ) ) ) i
public price protection, maximum discount of -10% off list
Initial MOQ: Reduced _, Dedicated assortments
. ) a "configurable" range for channels with 3D tools
First-order discount: 5-8%
—s Territorial exclusivity
Annual progressive discount: +2% per € 50K a 30km radius for premium showrooms
Target share of wallet: 20-30% —, Co-op marketing

a 2% contribution of revenue toward POS materials

—, Training
2 sessions a year on product and digital tools

Recommendation: incentivize deep relationships with a few selected partners, rewarding share of wallet and consultative capability rather than spot volume alone.



90-day pilot timeline

Week O (prep)

e |ock the BOM Weeks 3—4 (stabilization) Weeks 11-12 (evaluation)
e set prices e SLAcheck Weeks 7-8 (scalability) e calculate final KPIs
e retailer training * micro-fixes to packaging/manuals e test rapid reordering on 20 "speed" e trade NPS
* B2Bportal go-live e first KPI collection SKUs e lessons learned
e check spare parts and after-sales * decision: scale / iterate / stop
Weeks 1-2 (soft launch) Weeks 5-6 (optimization) Weeks 9-10 (consolidation)
e deliver display kits e micro A/B on price/visuals e align MAP with digital channels
e activate 3D assets e gather insight on modularity and assembly e review margins and progressive discounts

e first assisted sales



