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2025 Furniture Tariff Impact
Report: Tracking Pricing, Supply
Response, and Brand Behavior



Furniture was among the categories expected to feel the brunt of recent tariffs, given its heavy
reliance on raw materials like wood, metal, and foam, many of which were subject to increased
import duties starting in early 2025. These inputs make up a significant portion of production costs,
especially for categories like chairs, mattresses, and tables. In theory, higher input costs should
translate into higher consumer prices.

Yet pricing data from January to May 2025 reveals a different story. The U.S. online furniture market
did not see a uniform or inflationary surge. Instead, brands and retailers leaned into tactical pricing
behaviors that absorbed or delayed cost pressures, using tools such as assortment rotation,
promotional resets, and strategic mix shifts to maintain price stability or mask increases.

While some price points did rise, they did so in non-linear and inconsistent ways, highlighting a
complex pricing environment shaped more by commercial strategy than direct policy reaction. This
analysis focuses on three core furniture categories - chairs, mattresses, and tables - and uses SKU-
level pricing data to reveal how tariff impacts may be mitigated behind the scenes.

Key Findings:

V-Shaped and Stepwise Trends Dominate: Rather than slow, inflationary price hikes, most
brands displayed volatile, nonlinear price behavior. Prices often dropped abruptly, then
rebounded just as sharply. These V-shaped and stepwise patterns are characteristic of
assortment resets, clearance cycles, or margin-targeted promotions, not direct tariff pass-
through.

• 

Cost Pressure Is Likely Being Managed Internally: Retailers and brands showed signs of
absorbing or deferring tariff-related cost increases. Pricing volatility was often tied to inventory
shifts or category repositioning, rather than blanket increases. This suggests the use of internal
levers to protect shelf price, especially in price-sensitive segments.

• 

Executive Summary: 
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Tariff Effects May Be Delayed or Hidden: The full cost burden of tariffs may not yet be visible
at the shelf. Instead, short-term tactics are obscuring the pressure. Recent announcements from
major retailers (such as Walmart) about future price hikes further support this theory: tariff
impacts may manifest gradually, requiring ongoing, SKU-level tracking to detect when and how
they are passed to the consumer.

• 

Scope: 

This reports aims to analyze pricing trends across three major US retailers: Walmart, Macy’s,
Bloomingdale’s, specifically looking at the furniture category, covering the period from
01/01/2025 to 05/08/2025.
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Diverging Chair Prices Reveal Retailer Tariff
Strategies

Macy’s experienced the sharpest price movements during the period. A drop in early February,
potentially tied to end-of-season clearance or out-of-stock lower-end items, was followed by a
nearly 89% rebound over the next 12 weeks, driving a net increase of +22%.

• 

Bloomingdale’s saw a steadier increase of +18%, though a dip in the final two weeks may
indicate stock constraints or a strategic pivot back to lower-priced offerings. The price pattern
aligns with the introduction of newer SKUs rather than broad reactive pricing to tariffs.

• 

An analysis of average chair prices reveals differentiated pricing responses, suggesting that tariff
impacts may be selectively passed through depending on retailer strategy and sourcing.

Walmart, in contrast, maintained pricing stability throughout the period, with an overall
decrease. This consistency may point to a higher share of domestically sourced or pre-tariff-
stocked inventory, enabling the retailer to absorb tariff costs or delay pass-through to
consumers.

• 

This divergence indicates that tariff pass-through is selective, depending on retailer strategy,
sourcing profile, and inventory cycle.
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Brand Tactics Drive Chair Price Volatility

Volatile Movers: Brands like Agio and Westintrends exhibited some of the most dramatic
price swings, but these were temporary rather than sustained. Agio’s average price swung
from over $1,600 to under $800, then rebounded to nearly $1,600 again. This reflects
promotional cycles or SKU rotation, not cost inflation.

• 

While tariff-driven cost increases may have played a role, the data shows that brand-level price
changes are inconsistent, abrupt, and highly variable, suggesting other factors, like promotional
cycles, product mix, or internal pricing strategies, are likely at play.

Moderate and Stable: Brands such as Merrick Lane or Noble House saw gradual increases,
suggesting modest cost adjustment or margin targeting.

• 

Price Decliners: Brands like Safavieh (-42%) and Simplie Fun (-1%), showed a decline in
average price, signaling either price-sensitive positioning or clearance efforts. Overall, pricing
behavior was brand-specific and tactical.

• 
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Staggered Mattress Markdowns Point to
Assortment Refresh, Not Tariff Pressure

Macy’s held steady near $2,100–$2,200 through March before dropping sharply by over $1,100
in April, resulting in a 17% decrease overall. This sudden decline points more to assortment
rotation or markdowns than to gradual strategic price repositioning.

• 

Bloomingdale’s showed the most volatility, swinging from $2,900 to $4,452 and back again in
the first quarter. This may reflect temporary inclusion of high-end SKUs, not sustained price
increases. Its net decrease of 3% masks the instability.

• 

Walmart, while maintaining the lowest price point, saw a gradual 16% decrease over the period.
Its steady pattern likely reflects aging assortments or small-scale promotional adjustments, not
major category shifts.

• 

This mattress category analysis reveals clear declines in average prices across all three retailers, yet
the timing, scale, and volatility of these drops differ significantly, suggesting markdowns, inventory
turnover, and SKU repositioning, not coordinated tariff response.
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