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1. The antecedent and purpose of the research 

 

FABUNIO commissioned EFFIX- Marketing Kft. to conduct a nationwide survey among 

furniture buyers and those wishing to buy furniture to get to know their needs, opinions, and 

preferences. Similar research was first carried out in Hungary in 2007, then effix- Marketing 

Kft. last examined the furniture buying habits of the Hungarian population in 2009. 

 

The research aims to understand the priorities, willingness to buy, and attitudes of those 

planning to buy furniture. In the course of our investigation, we assessed, among other things, 

what furniture the target group plans to buy, at what value, as well as who and which factors 

influence their decision in their furniture purchase decisions. In addition, we discussed the 

attitude of potential customers towards the topic of furniture buying and interior design, 

whether they plan to hire a carpenter or not, and what are the reasons behind their decisions. 

 

The questions of the research were thus as follows: 

 

- forecast of expected demand in each furniture category (given in HUF). An examination of 

what kind of furniture and at what price potential buyers plan to acquire in the next two years. 

- defining the aspects of the purchase of furniture (in particular origin, service, additional 

services, brand, the effect of home improvement support, function, design, price, quality) 

- it is necessary to determine the relative importance that consumers attach to product 

characteristics important for the choice of furniture 

- to provide the means of effective marketing communication - the environmental aspects of 

furniture purchase and the possibilities for its appearance in pricing 

 

2. Executive summary 

 

Among those planning to buy furniture in the next 1-2 years, compared to the demographic 

composition of the population aged 18-65, there is a higher proportion of middle or higher-

education people, which usually also means greater purchasing power. Furthermore, those 

living in Budapest and other cities are overrepresented, and a higher proportion of them are 

under 50. 

 

Respondents prefer to buy larger furniture, and on average, looking at it, not just 1-1 piece. In 

terms of the average budget, they plan to spend hundreds of thousands of dollars in total 

spending, however, if we look at the planned amounts within a given furniture category, we 

can see that they prefer to buy lower-priced pieces. This saving intention is especially true for 

those who do not plan to hire a carpenter. Those who, on the other hand, plans to hire a 

carpenter are also willing to spend a much larger amount on the piece of furniture they want 

to acquire. 
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They see the home primarily as a place to relax, and they enjoy furnishing and buying 

furniture, even if they only consider the current home to be their home for life in about half. 

 

When buying furniture, in addition to your own opinion, the opinion of the family matters first 

of all. This is followed by acquaintances and friends in terms of frequency of mention. Among 

professionals, the carpenter's opinion is obviously most important for those who work with a 

carpenter, while the word of a trader or interior designer is the least decisive. 

 

Among the selection criteria, rational aspects are more important, so practical aspects such 

as quality, durability, functionality is decisive. The price is only after this in the queue. 

Uniqueness, brand name, and fashionability are considered much less essential, at least 

consciously. 

 

For about half of those surveyed, the furniture must be made of real wood, but far fewer 

people are aware of the differences between specific wood species, and the majority do not 

have a preferred type of wood. The tree species chosen and the spending amount are usually 

not in line with the answers given. 

 

They perceive a kind of deterioration in the quality of furniture, they find it less durable, even 

though these are important aspects of choice for them. Among other things, for such quality 

reasons, many people prefer to choose a smaller carpenter instead of large furniture stores, 

of course, those who live in a much better financial situation than the average. 

 

Many people show that they prefer Hungarian-made furniture, but at the moment they are 

not aware of either Hungarian or foreign brands. This is shown by spontaneous brand 

awareness studies. When we asked them to say specific furniture brands they liked, they only 

mentioned a few Hungarian brands. 

 

Therefore, respondents are mostly familiar with foreign brands, but they also mentioned large 

supermarket chains rather than specific brands among foreigners. Ikea, JYSK, XXX Lutz, 

Möbelix, and Mömax stores received the most mentions. Based on these, the awareness of 

Hungarian furniture brands can, unfortunately, be said to be low. Nearly three-quarters of 

those surveyed didn't even mention a favorite brand. 

 

Among furniture styles, modern, simple lines are currently more popular, while more unique, 

e.g. industrial or bohemian styles are only really liked by certain segments. 

 

An examination of attitudes towards the carpenter revealed that, on the whole, there is a 

great deal of agreement on the issue that it is difficult to find any carpenter since they are 

boarded up months in advance. Rejecters consider it typical that carpenters only undertake 
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larger jobs, and even if they manage to find a specialist who will take on the preparation of 

the given piece or pieces of furniture, it is usually necessary to calculate a very long 

preparation time. Respondents consider carpenters to be much more expensive than 

furniture purchased in furniture stores, and they often do not even understand exactly, 

customers do not understand the reasons behind the higher price. 

 

3. Methodological background of the research, sample selection 

3.1. Data collection methodology  

During the work, quantitative research was carried out in the form of an online questionnaire 

survey.  We used multi-layered random sampling for NRC Netpanel, Hungary’s largest online 

research panel.  

The target group of the research is the 18-65-year-old Hungarian population who plan to buy 

furniture in the next 2 years, and at least part decision makers on this issue. It was a 

disqualifying factor also, if the surveyed timber industry, furniture manufacturing, furniture 

trade, or furniture design, works in any of the areas of interior design, market research, or 

marketing.  

The size of the sample examined is 1000 people, which is representative of the target group’s 

gender, age group, education, type of residence, and region characteristics.  

The survey took place in February 2022.  

3.2. Demographic characteristics of the sample 

By gender 

Male 47% 

Female 53% 

 

By age 

18-29 years old  24 % 

30-39 years old 28% 

40-49 years old 21% 

50-65 years old 27% 

 

Place of residence by type of settlement 

Budapest 19% 

Other Cities  54% 

Village 27% 
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By region of residence 

Central Hungary  30% 

North-Hungary 12% 

Northern Great Plain  17% 

Southern Great Plain 14% 

South Transdanubia 8% 

Central Transdanubia 11% 

West Transdanubia  8% 

 

The demographic composition of the respondents to the n=1000 sample is shown in the tables 

below.  

We also looked at the number of households within the overall sample. 970 out of 1000 

people 

answered this question, based on this, an average of 2.8, i.e. almost 3 people live in one 

Household.  

35% of those surveyed live in a household with their dependent child(ren).  

In terms of the nature of their homes, more than half of the sample (56%) live in single-family 

homes person. 18% live in panel housing estates and 11% in non-panel housing estates. And 

the other 15% live in other types of real estate. 

People living alone live in an apartment/house of 63 square meters on average, while those 

with 3 people household members share an average of 88 square meters with each other.  

The majority of those surveyed feel that compared to other Hungarian families live on an 

average standard of living. More people feel that they live on a below-average standard of 

living than as many as they feel above average. The table below shows the total within the 

sample according to the subjective standard of living of households, i.e. as respondents they 

categorize themselves.  

Subjective standard of living of a household 

 

Much higher than the average  2% 

Slightly higher than average 13% 

Average 58% 

Slightly lower than average 17% 
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Much lower than average 10% 

 

3.3. Create analytics subgroups 

Further analysis subgroups based on two criteria when examining the data within which 

we consider it worthwhile to present the evolution of the results. The first aspect was 

the amount of planned spending, based on which we distinguished the following 

Groups: 1) small poet 2) average poet 3) great poet Those who plan to spend less than 

HUF 100,000 on furniture for the next 1- In 2 years. Average spenders are those who 

plan to spend between HUF 100-300,000 on furniture in the next 1-2 years. Those who 

plan to spend more than HUF 300,000 on furniture for the next 1-2 years. 

 

Fill subgroups 

spends little 22% 

spends on average 45% 

spends a lot 32% 

Demographic  

characteristic  

spends little spends on average spends a lot 

Male 53 % 45% 47% 

Female 47% 55% 53% 

18-29 years old 32% 22% 21% 

30-39 years old 25% 26% 32% 

40-49 years old 20% 21% 23% 

50-65 years old 23% 31% 23% 

Elementary 
education 

49% 42% 26% 

Secondary education 34% 38% 40% 
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Below is an illustration of the demographic composition of spending subgroups.  

 

 

Advanced degree 18% 20% 33% 

Budapest 16% 19% 21% 

City 60% 49% 55% 

Village 25% 32% 24% 

Much higher  

standard of living  

than average  

2% 1% 3% 

Slightly higher  

standard of living  

than average  

11% 8% 21% 

The average 
standard of living  

55% 61% 55% 

 Slightly lower 
standard of living 
than average 

15% 19% 16% 

Much lower 

standard of living  

than average 

17% 10% 5% 
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Those who spend little live on a much worse standard of living, in a material situation, than 

the average group of money spenders or those who spend a lot of money. Among those who 

spend a lot of money, there is a higher proportion of people with higher education, which can 

also indicate purchasing power. Among those who spend little money, those under the age of 

30 are overrepresented, as well as those with a bachelor's degree.  

The other aspect of the investigation was whether or not they planned to hire a carpenter, 

based on this  

the following groups are distinguished:  

 

1) they plan to hire a carpenter 

2) they don't plan to involve a carpenter 

3) unsure  

 

Those who plan to hire a carpenter are those who are sure or likely to find will be hired as a 

carpenter for the next 2 years. 

Those who do not plan to hire a carpenter will certainly or probably NOT hire a carpenter in 

the next 2 years. 

The group of undecideds includes those who do not know or do not answer whether they will 

entrust a carpenter for the next 2 years. 

 

The table below shows the incidence rate of each group within the total sample:  
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Carpentry subgroups 

 

plan to hire 28% 

don’t plan to hire 58% 

unsure 14% 

 

Below is an illustration of the demographic composition of the subgroups.  

Demographic  

characteristic  

plan to hire don’t plan to hire 

Male 47 % 48% 

Female 53% 52% 

18-29 years old 27% 22% 
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Based on this, it can be said that people under the age of 40, those with higher education, and 

those who are more affluent than the average are more likely to plan to hire a carpenter.  

30-39 years old 31% 26% 

40-49 years old 20% 23% 

50-65 years old 22% 29% 

Elementary education 32% 41% 

Secondary education 39% 38% 

Advanced degree 29% 21% 

Budapest 15% 20% 

City 59% 51% 

Village 25% 30% 

Much higher  

standard of living  

than average  

3% 1% 

Slightly higher  

standard of living  

than average  

21% 11% 

The average standard of living  54% 61% 

 Slightly lower standard of living than 
average 

16% 18% 

Much lower 

standard of living  

than average 

7% 8% 
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In the study, therefore, we did not only examine the results but also looked at the 

development of the results along the lines of the analysis subgroups just presented.  

4. Research results  

4.1. Planned purchases in the next two years 

 

One of the most important questions in the research was what piece of furniture customers 

had  

they would like to buy soon and how much money they would like to spend on this.  

In 2007, the order was as follows: three types of furniture were the most sought nearly 

identical  

(by 20-21%): the sofa set, bed, and kitchen furniture.  

15 years later, in their days, beds (berths) came first, as a new type of furniture, the 

wardrobes(garderobe) broke into the lead and shared third place by a third of those surveyed 

plans to purchase seating and their kitchen furniture.  

On average, it is planned to acquire 2-3 pieces of furniture, regardless of whether a carpenter 

is also planned to hire or not. In terms of the total sample, a higher proportion of large 

furniture is planned to be purchased, as small furniture. The average planned total spend is 

HUF 360,000.  

 

The chart below shows by type of furniture in what proportion within the total sample  

plan to buy a specific piece of furniture in the next 1-2 years.  
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4.2. The value of planned purchases 

 

Understandably, hundreds of thousands of forints are spent on furniture by customers. (note: 

although in our opinion, they under-plan the prices of furniture, their price expectations are 

not realistic for today's raw material in addition to prices and labor fees)  

Looking at the total sample, the average planned spend amount over the next 1-2 years is the 

previous 360,000 forints. Those who plan to hire a carpenter have a much larger budget, on 

the contrary, those who do not plan to hire a carpenter, account for about half of that.  

Average planned total spend 

On a complete sample 360 000 HUF 

Among those who do not plan to hire a 
carpenter 

260 000 HUF 
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Among those who plan to hire a carpenter 515 000 HUF 

 

The highest average planned spending was answered for kitchen furniture. At the same time 

it can be observed that among the designers who commissioned a carpenter, kitchen furniture 

is much larger they allocate an amount (on average about 470,000 forints) than those who 

design in a furniture store to buy kitchen furniture (on average about 194,000 forints).  

In addition, the data show that in Western and Central Hungary there is a greater they plan 

with a budget, while in Eastern Hungary the proportion of people who spend less money is 

higher. 

Average planned total spend 

West of the Danube - 395 000 HUF 

Central Hungary 370 000 HUF 

East of the Danube - 300 000 HUF 

 

The following figure summarizes the average amounts of money for large and small furniture 

by region. 

 

In the figure below, we can see the average spending planned for each type of furniture for 

the entire sample in HUF for the next 1-2 years. 
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4.3. Attitudes towards interior design  

When it comes to buying furniture, long service life and functionality are unavoidable factors. 

When interior designing, he considered that about three-quarters of those surveyed were 

practical. Expandability has also been highlighted by many. Design products are preferred only 

by about a quarter of respondents.  

Below, for the entire sample, we illustrate the proportion of those who indicated a top2 value 

on a five-degree scale, i.e. they agreed with the given statement. 
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Among those who design to hire a carpenter, functionality and expandability were even more 

important, and this group also sees interior design as self-expression, so it is not surprising 

that a greater proportion also prefers design products.  

Within the total sample, 32% said they were willing to pay more for furniture that was 

manufactured in an environmentally friendly way. This shows that sustainability, like many 

other sectors, will be a buzzword in the furniture industry, with increasing emphasis. Of those 

who would pay more for an environmentally friendly solution, 68% would be willing to pay up 

to 10% or more for it, as illustrated in the chart below. 
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There is a great deal of agreement on the issue that furniture used to be more durable. Among 

those who also plan to hire a carpenter, 61% agreed that quality is more important to them 

than price, among those who do not plan to hire a carpenter, only 41% think so.  

The majority of respondents consider the home primarily a place to relax, yet 40% agreed that 

creating a home office corner is also important for them.  

32% 47% 18% 2% 1% n=318 people Less than 10% more 10-20% more 20-30% more 30-50% 

more You would pay more than 50% more 20 Only about half of those surveyed consider your 

current home to be a living space for life, unsurprisingly, the older someone is, the more they 

consider it life-threatening. However, there is no significant difference in spending categories 

in this matter, so the amount of planned spending is not affected by whether they intend to 

have their current living space as a lifetime home in which they currently want to buy 

furniture. 

For many, buying furniture is also fun when it comes to it, but only a few are remodeling their 

homes in line with current trends. And you would take out a loan of only 15% to immediately 

get access to a piece of furniture you have selected. 

Below, for the entire sample, we illustrate the proportion of those who indicated a top2 value 

on a five-degree scale, i.e. they agreed with the given statement. 
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4.4. Important considerations when buying furniture 

Rational considerations dominate when buying furniture, so practical aspects such as quality, 

durability, functionality, and comfort matter most, and only after that, the price follows. This 

order of priority is characteristic of the thinking of small poets in the same way as of large 

poets.  

Fashionability and branding are important only to a few. Design is considered important by 

half of those surveyed, although a slightly higher proportion of those who plan to hire a 

carpenter consider this aspect important. 

The importance of furniture buying considerations is illustrated in the diagram below when 

viewed across the entire sample. The percentage indicates the proportion of the top two 

values on a five-degree scale, i.e. the proportion in which they find the decision aspect 

important. 
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For those who plan to have the furniture made by a carpenter, longevity is primarily 

important, but uniqueness was also considered important by many of them compared to non-

designers. 
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According to the above figures, we also examined how buyers think about wooden furniture. 

About half of the respondents considered it important that the furniture should be made of 

real wood, so not furniture boards. Nevertheless, of those who care about it, only 37% have a 

preferred type of tree, they typically live in a much better financial situation than the average. 

The great classics are oak and pine, which most people like. 

Respondents do not seem to be fully aware of the differences in quality of each type of wood, 

nor of their price. 

The chart below shows the proportion of preferred tree varieties among those who have one 

that you would prefer, so not the proportions within the total sample. 

 

Looking at the preferred tree species together with demographic data, we can see that alder 

and ash are distinctly youthful and masculine species, while exotic tree species tend to attract 

females. 
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4.5. People who influence furniture purchases 

Analyzing the customer decision process, we examined the role of information sources, the 

importance of the decision-making process, and the participants involved in the distribution 

of furniture, and the weight of their opinion according to the practice of previous research.  

In 2007, we saw that the most authentic, important source is acquaintances, information of 

relatives, and friends.  

Today, this trend has intensified. Respondents talk to the family first and set their furniture-

buying decisions, which is understandable, especially if you are talking about people in a 

household involved. The opinions of acquaintances and friends are already important for only 

half as many people. Interesting that today the opinions of internet forums and traders have 

almost equal weight.  

For those who plan to hire a carpenter, his opinion is also of paramount importance, but for 

them, too, only after the opinion of the family comes to the opinion of the specialist. Not really 

it is typical to ask for the opinion of an interior designer, and not the opinion of bloggers or 

vloggers they consider it authoritative. 
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4.6. Favorite furniture styles 

We tested nine styles of furniture supported by images to understand what styles are in 

demand as shown in the following figure. The furniture styles studied were as follows: 

modern, elegant, natural, classic, minimal, Provencal, antique, industrial, and bohemian. 

 

According to the results of the research, we see that opinions are divided on this issue, but 

looking at the overall pattern, it seems that the modern, clean line is more popular than 

antique or extravagant pieces of furniture. 

We also looked at the liking of each style by age and gender, which makes Provence style more 

likable to women, and bohemian style furniture pieces are also more preferred by women. In 

contrast, the industrial style is the style of men, and most of all that of young men. Among 

lovers of natural and minimal styles, men and women occur in approximately equal 

proportions. 

Classic and antique styles, as their name may suggest, are more attractive to older people. 

Taking into account the amounts planned for the purchase of furniture, we can see that those 

who prefer more "special" styles than Provencal, elegant, and industrial, have a larger budget, 

while lovers of natural, minimal, or classic styles design with a slightly lower budget. 

In the figure below, we illustrate the proportion of those who have chosen a particular 

furniture style between their two favorite styles for the entire sample. 
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4.7. Knowledge of furniture brands 

A relatively large number of people, 42% of those surveyed, said that they prefer Hungarian 

furniture. Among those who commission a carpenter, the figure is slightly higher, at 49%, and 

among non-designers - 39%. However, when we asked them to say specific furniture brands 

that they liked, only a few Hungarian brands were mentioned, such as Kanizsa furniture.  

Therefore, respondents are mostly familiar with foreign brands, but they preferred to list large 

supermarket chains rather than specific brands among foreigners. Ikea, Jysk, XXX Lutz, 

Möbelix, and Mömax stores received the most mentions. Based on this, the awareness of 

Hungarian furniture brands can, unfortunately, be said to be low, although as we explained in 

the previous chapter on the importance of furniture selection aspects, there are much more 

important aspects for customers than the brand. 71% of those surveyed did not even mention 
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a favorite brand. At the same time, it seems that it would be a positive factor for many if they 

knew that this is Hungarian-made furniture, so it may be worthwhile for domestic furniture 

brands to place more emphasis on marketing emphasizing local values. 

 

4.8. Attitude toward carpenters 

Attitudes toward carpenters were measured across the entire sample by assessing 

respondents on a five-degree scale on how much they agreed with the given statement. We 

not only looked at aggregate results but also measured the answers based on what those who 

plan to hire a carpenter think and how differently those who do not plan to think. Non-

planners could also express their counter-arguments in the form of a spontaneous response. 

Overall, there's a lot of agreement on the issue that it's hard to find any kind of carpenter, and 

the really good ones are set months in advance. Rejecters consider it typical that carpenters 

only undertake larger jobs, and even if they manage to find a carpenter who will take on the 

task of making a particular piece of furniture or pieces, it is usually necessary to calculate a 

very long preparation time. In contrast, they feel that it is a much faster and easier buying 

process if they walk into a furniture store, from where they can even take the selected piece 

of furniture home immediately. Respondents consider carpenters to be much more expensive 

than furniture purchased in furniture stores, and they often do not even understand exactly, 

customers do not understand the reasons behind the higher price. 

So these are the counter-arguments, but what then speaks in favor of the carpenter's 

commission? Among other things, quality and personalization, are aspects that for many are 
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compelling enough to fit in with higher costs and longer waiting times. A higher proportion of 

carpenters believe that custom pieces of furniture will come back into fashion. 

The chart below shows the proportion of people who agreed with a given statement on the 

entire sample, among those who designed and did not plan the carpenter's assignment, i.e., 

what proportion of the top two values were marked on a five-degree consensus scale. 

 

The following figure illustrates that 63% of respondents consider furniture pieces produced by 

carpenters to be of better quality than furniture available in furniture stores, according to data 

measured on the entire sample. According to 52% of those surveyed, the purchase of furniture 
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by the carpenter is again coming into vogue, which shows the strengthening of the demand 

and trend for uniqueness, which, according to the research results measured in previous 

years, was also present among the Hungarian population. 

Looking at regional data, Western Hungary is slightly below in terms of the need for unique 

furniture. The demand for the work of carpenters is most pronounced in Eastern Hungary: 

32% of respondents plan to use a carpenter, while the proportion is 26% in both Western and 

Central Hungary. 

 

Furniture produced by carpenters is considered expensive by 77% of respondents. This 

proportion is 86% among non-carpenter designers, compared to 64% among carpenter 

designers. 

According to 55% of respondents, carpenters only undertake high-cost, expensive projects. 

This approach is less prevalent among carpenter designers, with only 38% agreeing with the 

statement. 
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The following diagram illustrates how respondents feel about the supply of professionals. The 

statement that "it's hard to find a carpenter these days" was agreed with by 67% of 

respondents. There were just as many who said that "carpenters have a lot to look forward 

to." and 63% of respondents in the total sample say that "a home carpenter I can turn to at 

any time would be nice." Those who do not plan to make furniture with a carpenter in the 

next two years tend to agree that carpenters have to wait a long time and it is difficult to find 

a carpenter. 
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Finally, interestingly, the Google search ratio of IKEA and the word carpenter is illustrated in 

the following figure. You can see how IKEA has "soared" over the 15 years of Ikea as a 

carpenter. There is work to be done in the furniture manufacturing and carpentry profession. 
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5. Questionnaire used in the research 

D1. What year were you born? 

D2. What is your sex? 

1. male  

2. female  

D3. What is your highest completed level of education?  

1. 8 years of primary education or less  

2. completed vocational training, vocational school  

3. completed secondary school (upper secondary school, vocational upper secondary school, 

technical school, higher secondary school, vocational upper secondary school, technical 

school, higher secondary school, higher education course)  

4. completed college, university 

A. What municipality do you live in?  

1. Budapest  

2. county seat  

3. city  

4. village 

D4. Which county do you live in?  

 1. Budapest  

 2. Pest county  

 3. Bács-Kiskun county  

 4. Baranya county  

 5. Békés county  

 6. Borsod-Abaúj-Zemplén county  

 7. Csongrád-Csanád county  

 8. Fejér county  
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 9. Győr-Moson-Sopron county  

 10. Hajdú-Bihar county  

 11. Heves county  

 12. Jász-Nagykun-Szolnok county  

 13. Komárom-Esztergom county  

 14. Nógrád county  

 15. Somogy county  

 16. Szabolcs-Szatmár-Bereg county  

 17. Tolna county  

 18. county Vas  

 19. Veszprém county  

 20. Zala county 

 

D5b. In which district of Budapest do you live? 

 1. district I  

 2. district II  

 3. district III  

 4. district IV  

 5. district V  

 6. district VI  

 7. district VII  

 8. district VIII  

 9th district IX  

 10th district X  

 11. district XI  

 12. district XII  
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 13. district XIII  

 14. district XIV  

 15. district XV  

 16. district XVI  

 17. district XVII  

 18. district XVIII  

 19. district XIX  

 20. district XX  

 21. district XXI  

 22. district XXII  

 23. district XXIII 

 

SZ1. Do you work in one of the following areas? 

 1. woodworking, furniture making  

 2. furniture trade  

 3. furniture design, interior design  

 4. market research, marketing  

 99. None of the above 

 

SZ2. Who is or are the person(s) in the household involved in the purchase of furniture 

decision on furniture purchase? 

 1.  a family member, namely: 

 3. interior designer  

 4. other professional (e.g. master carpenter who carries out the specialist work)  

 5. other, namely: 

 



34 
 

SZ3. Do you intend to buy furniture in the next 1-2 years? 

 1. Definitely yes  

 2. Probably yes  

 3. Probably NOT  

 4. Definitely NOT 

When answering, please think about the furniture you would like to buy or the furniture 

purchases you plan to make in the next 1-2 years.  

B1. What furniture are you looking to buy in the next 1-2 years? 

 1. a sofa, a suite  

 2. bed  

 3. seating furniture (chair, armchair)  

 4. TV and living room wardrobe  

 5. bookcase  

 6. kitchen furniture  

 7. bathroom furniture  

 8. hallway furniture  

 9. home office furniture  

 10. wardrobe, closet  

 11. children's furniture  

 12. other small furniture (coffee table, stand)  

 13. other, namely: 

B2. What value do you plan to buy? Please specify in HUF in the previous question in the 

previous question. 

 1. sofa, seating set  

 2. bed  

 3. seating furniture (chair, armchair)  

 4. set of TV and living room wardrobes  
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 5. bookcase  

 6. kitchen furniture  

 7. bathroom furniture  

 8. hallway furniture  

 9. home office furniture  

 10. wardrobe, closet  

 11. children's furniture  

 12. other small furniture (coffee table, stand)  

 13. other, namely: 

B3. On a scale of 1 to 5, please rate how well you agree with the following in your home 

with the following statements about your home furnishings. 

1-I do not agree at all 

5-strongly agree  

1. furniture made of durable materials I prefer furniture with a long life span. 1 2 3 4 5  

2. When furnishing practicality first and foremost (functionality). 1 2 3 4 5  

3. When decorating I focus on design products. 1 2 3 4 5  

4. I would like to change furniture more often. 1 2 3 4 5  

5. Important to me, that furniture is easy to be easily expandable. 1 2 3 4 5  

6. When choosing furniture it is important to me to buy innovative furniture. 1 2 3 4 5  

6. I am willing to pay more for furniture produced in an environmentally friendly way, for a 

function, but less environmentally friendly furniture as opposed. 1 2 3 4 5  

8. The furnishings for me is self-expression 1 2 3 4 5 

B4. You have just mentioned that you would pay more for two pieces of furniture with the 

same function for a more environmentally friendly product.  To what extent are you willing 

to pay more to pay?  

 

1. less than 10% more  

 2.  10-20% more 
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 3. 20-30% more  

 4. 30-50% more  

 5. more than 50% more  

B5. When it comes to choosing furniture to buy in the next 1-2 years, how important are the 

following factors? 

Please indicate on a scale of 5, where 1 means that the aspect is not at all important and 5 

means that it is very important. 

 

1. convenience 1 2 3 4 5  

2. design 1 2 3 4 5  

3. low price 1 2 3 4 5  

4. high quality 1 2 3 4 5  

5. long life 1 2 3 4 5  

6. functionality 1 2 3 4 5  

7. brand 1 2 3 4 5  

8. customization, uniqueness 1 2 3 4 5  

9. fashionability 1 2 3 4 5  

10. be harmless to health 1 2 3 4 5  

11. be made of wood (i.e. not pressed furniture board, but real wood) 1 2 3 4 5  

12. the origin of the furniture (country of manufacture) 1 2 3 4 5  

13. service facilities (transport, installation, maintenance) 1 2 3 4 5  

14. be smart (e.g. bedside table with telephone charger, remote control  

with remote control, etc.) 1 2 3 4 5  

15. be made with natural additives (e.g. natural glue, natural surface treatments, stains, oils) 

1 2 3 4 5 

B5a. You have just indicated that it is important that the furniture is made of wood. Is there 

a type of wood that you particularly like or prefer? 
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1. Yes, there is such 

2. None 

B5b. Which two types of wood do you prefer for furniture?  

Please indicate two options! Required, Number of possible answers: min:2 max:2  

 1. Pine (e.g. pine, larch, etc.)  

 2. Walnut  

 3. Cherry  

 4. oak  

 5. Acacia  

 6. Beech  

 7. ash  

 8. mountain oak  

 9. mahogany  

 10. Exotic wood species (e.g. wenge, rosewood, etc.)  

 11. Other species, namely: .................................................................  

 -555555. None of the above 

 

B13a. What style of furniture can you buy?  

Please indicate the 2 styles that appeal to you most.  

 

1. antique antique.PNG  

 2. rustic rustic.PNG  

 3. elegant elegans.PNG  

 4. classic classic.jpg  

 5. minimal minimal.PNG  

 6. modern modern.PNG  



38 
 

 7. natural natural.jpg  

 8. provence-i provence.PNG  

 9. bohemian boho.PNG  

 99. None of the above 

 

B13b. What style of furniture should NOT be considered when shopping?  

Please tick the 2 styles that you like the least.  

 

1. antique antique.PNG  

 2. rustic rustic.PNG  

 3. elegant elegans.PNG  

 4. classic classic.jpg  

 5. minimal minimal.PNG  

 6. modern modern.PNG  

 7. natural natural.jpg  

 8. provence-i provence.PNG  

 9. bohemian boho.PNG  

  

B6. Which is your favourite brand of furniture? 

B7. What other brands of furniture do you know? 

B8. Please indicate whose opinion is important to you when buying furniture. 

1-not at all important 2  

5-Very important  

Don't know/no answer  

1. acquaintances, friends 1 2 3 4 5 6  

2. family 1 2 3 4 5 6  
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3. interior designer 1 2 3 4 5 6  

4. carpenter 1 2 3 4 5 6  

5. trader 1 2 3 4 5 6  

6. internet forums 1 2 3 4 5 6  

7. influencers, vloggers, bloggers 1 2 3 4 5 6  

8. other, namely:.....1 2 3 4 5 6 

 

B9. Do you prefer to buy Hungarian furniture?  

1. yes  

2. no 

B10. It is possible that the furniture you plan to buy in the next 1-2 years, will you get a 

joiner to make it for you? 

 1. Definitely NOT  

 2. Probably NOT  

 3. Probably yes  

 4. Definitely yes 

B10a. What is the reason for the furniture you choose NOT to have made by a joiner in the 

next 1-2 years? 

Please list as many reasons as you can think of! 

 

B10b. How much do you agree with the following statements about carpenters?  

1 - I strongly disagree- 5 I strongly agree  

 

1. It is difficult to find a carpenter these days 1 2 3 4 5  

2. Carpenters have to wait a long time before they can produce the product ordered  

1 2 3 4 5  

3. Furniture made by carpenters is expensive 1 2 3 4 5  
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4. The quality of the furniture produced by the carpenter is better than in furniture stores  

1 2 3 4 5  

5. I could do with a well-established 'in-house carpenter' to whom I can turn at any time  

1 2 3 4 5  

6. The problem is that carpenters only take on high-budget, expensive projects 1 2 3 4 5  

7. I think custom furniture made by carpenters is coming back into fashion 1 2 3 4 5  

 

B11. On a scale of 1 to 5, please rate how strongly you agree with the following  

statements 

1 - I strongly disagree - 5 I strongly agree 

 

1. I like shopping for furniture, it gives me fun, I look for experiences when shopping.  

1 2 3 4 5  

2. My pace of life: flexible living, working, living. 1 2 3 4 5  

3. Home is a place to relax from overwork. 1 2 3 4 5  

4. I always update my home according to the latest furniture trends. 1 2 3 4 5  

5. I consider my current apartment/house as a living space for life. 1 2 3 4 5  

6. I keep simple forms in mind when decorating. 1 2 3 4 5  

7. Tradition is important to me in interior design. 1 2 3 4 5  

8. Furniture used to be more durable. 1 2 3 4 5  

9. When buying furniture, the high quality of the product is more important than the price.  

1 2 3 4 5  

10. I will even take out a loan to take the furniture I choose home immediately. 1 2 3 4 5  

I need to create a home office or study. 1 2 3 4 5 

 

Finally, please allow me a few demographic questions. 
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D6. How many m2 do you live in?  

 

D7. Please select the type of apartment/house where you live: 

1. detached house with garden  

 2. flat in an old tenement building  

 3. flat in a prefabricated housing estate  

 4. non-prefab housing estate  

 5. garden apartment block  

6. other, namely: 

 

D8. How many people do you have living in your household (including yourself)?  

1. …. persons 

2. don't know/no answer 

D9. Please enter the number of people living in the same household as you... 

1. the number of dependent children: 

2. children no longer dependent 

D10a. How old are your children?  

D10b. How old are... 

1. youngest child? 

2. the eldest child?... 

 

D11. How do you rate your family's standard of living compared to other Hungarian 

families? 

 1. much higher than average  

 2. slightly higher than average  

 3. average  

 4. slightly lower than average  
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 5. much lower than average 

 

B12. Please write down if you have any other comments or suggestions  

on this topic:  

 


