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BRUSSELS FURNITURE FAIR – PRESS CONFERENCE 2024

1. Welcome by Thomas Hibert, Brussels Furniture Fair
2. Sector report 2024, presentation by Filip De Jaeger, COO Fedustria
3. Brussels Furniture Fair, presentation by Glenn De Maeseneer

2. Economic Conditions in the Belgian Furniture Industry in 2023 and First Half of 2024

TURNOVER DECLINE DUE TO REDUCED COMPETITIVENESS AND WEAK DEMAND 

The Belgian Furniture Industry

Key Figures (2023)

· 702 companies
· 9,559 employees
· Turnover: €2.1 billion
· Change in activity by value: -7%
· Export share: 57%
· Share of total turnover in the Belgian wood and furniture industry: 35%


Summary of developments in the first half of 2024

· Turnover: €1,023.1 million, -7.8% compared to the first half of 2023 Real decline in volume: -7.1% 
· Investments: -15.8% in the first half of 2024, €41.6 million
· Capacity utilisation rate: 70.6% 
· Export: +0.4% compared to the same period in 2023 Germany displaces the Netherlands from second place in sales markets, with a significant increase of 46.4% France remains the largest sales market
· Import: +1.1% compared to the same period in 2023

In 2023, turnover in the furniture industry declined by 7% in value, following stabilisation (-0.4%) in 2022, reaching €2.1 billion. The production volume dropped by 10.9%, while sales prices increased by 3.9%. The rise in sales prices in 2023 resulted from the partial pass-through of higher raw material, material, energy, and labour costs. 
Kitchen furniture was the only product group that maintained turnover in 2023 (+0.8% in value), driven by an 8.6% increase in sales prices, despite a 7.8% decline in production volume.  All other product groups in the furniture industry experienced both a decline in turnover and production volume.  Household furniture saw a decrease of 5.5% in value and 11.0% in volume. Office and shop furniture experienced a sharp drop of 14.6% in value and 15.8% in volume. Mattresses and bed bases also declined significantly, with a 11.7% reduction in value and 13.8% in volume.  
Due to weak construction activity, demand remained low, with a similar situation in export markets. 

During the first half of 2024, turnover continued to decline by 7.8% in value and 7.1% in volume.  The turnover of all product groups fell in both value and volume.  

TURNOVER EVOLUTION BY PRODUCT GROUP

	
	€ million
	Change in Value
	Change in Volume
	€ million
	Change in Value
	Change in Volume

	
	2023 
	2023/2022 
	2023/2022 
	6 months 2024*
	6 months 2024/2023*
	6 months 2024/2023*

	Chairs and seating furniture, dining, living, bedroom, bathroom, garden, and outdoor furniture 
	878.4
	-5.5%
	-11.0%
	440.0
	-4.5%
	-6.9%

	Office and shop furniture 
	489.4
	-14.6%
	-15.8%
	230.4
	-11.1%
	-2.7%

	Kitchen furniture 
	517.5
	+0.8%
	-7.8%
	252.8
	-8.1%
	-10.3%

	Mattresses and bed bases
	218.7
	-11.7%
	-138%
	99.9
	-13.0%
	-12.5%

	Furniture industry**
	2,104.0
	-7.0%
	-10.9%
	1,023.1
	-7.8%
	-7.1%


*	Preliminary data 	Source: Federal Public Service Economy, VAT declarations
**Furniture industry NACE 31




EXPORT AND IMPORT OF FURNITURE DECLINED IN 2023 – STABILISATION OF EXPORT IN THE FIRST HALF OF 2024 

Belgian furniture exports (including transit trade) fell by 10.8% in 2023. 88.9% of furniture exports are directed to the EU market, where deliveries decreased by 11.6%. Sales to France, which holds a 32.4% share as the main export market, and the Netherlands, with a 24.4% share as the second-largest export market, dropped significantly by 23.7% and 11.1%, respectively. However, in the German market, Belgium’s third-largest customer with a 19% share, deliveries increased by 14.9%.  

The United Kingdom lost its position as the largest non-EU export market (2.5% share) to the United States (2.9% share) following a 13% rise in exports to the U.S., while exports to the UK fell by 10.6%.  

In the first half of 2024, furniture exports remained stable (+0.4%). However, deliveries to the European market declined by 1.9%, with exports to France down by 13.0% and to the Netherlands by 11.5%. Germany, with an increase in exports of 46.4%, has now become the second-largest export market for Belgian furniture.

Furniture imports in 2023 were 12.7% lower. The decline in imports from China continued (-8.1% in 2022 and -14.9% in 2023). Nevertheless, China remains the most important and dominant supplier of furniture to the Belgian market, with a share of 26.4%. Furniture imports from the Netherlands (15.9% share) and Germany (12.7% share) also decreased by 4.1% and 10.2%, respectively. Poland, the fourth-largest supplier with a 9.2% share, kept its deliveries steady (-0.7%).

In the first half of 2024, furniture imports increased by 1.1%. The downward trend in Chinese imports came to an end, with furniture imports from China rising by 16.2% in the first half of 2024 compared to the same period in 2023.  

DECLINING INVESTMENTS AMID EXTREMELY LOW CAPACITY UTILISATION

The production capacity utilisation rate fell to an average of 73.5% in 2023, the lowest level in 10 years (82.3% in 2022). In the first half of 2024, the utilisation rate was 70.6%, compared to 74.2% in the first half of 2023. Investments increased by 8% in 2023 compared to 2022, marking the third consecutive year of growth. However, in the first half of 2024, investments dropped by 15.8% compared to the same period in 2023.  


EMPLOYMENT DECLINED

In 2023, 9,559 employees were active in the furniture industry. This represents a decrease of 204 employees or 2.1% compared to 2022, mainly due to bankruptcies. In the first quarter of 2024, employment further declined to 8,933 workers, an 8.9% drop compared to the same period in 2023.   

DEVELOPMENTS IN THE FURNITURE TRADE


Source: National Bank of Belgium (NBB)

Order levels in the furniture trade remain weak in 2024. During the first four months, order levels were noticeably lower than in 2023. Orders also decreased during July and August.  Cumulatively, for the first eight months of 2024, orders were 2.8% lower than in 2023.



OUTLOOK FOR THE 2nd HALF OF 2024: AT BEST STABILISATION AT A LOW LEVEL 

After reaching a historic low in mid-2022 due to the energy crisis, both Belgian and European consumer confidence rebounded in 2023. During the first nine months of 2024, Belgian and European consumer confidence was generally higher than in 2023.  
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The economic trend curve for the furniture industry, which reflects business confidence and typically leads actual economic activity by about three months, remained stuck at an extremely low level at the beginning of 2024.  However, in August and September, business confidence showed a marked improvement.  
Synthetic economic trend curve for the furniture industry[image: Afbeelding met lijn, Perceel, diagram, nummer
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Source: National Bank of Belgium (NBB)

The higher mortgage rates and rising prices have made construction significantly more expensive. It is expected that construction activity will not recover in 2024 and will continue to decline slightly, which will also affect the furniture industry.  
The anticipated European recovery in the second half of this year could positively impact furniture exports. However, weakened competitiveness makes Belgian companies less competitive in export markets. 
IMPORT AND EXPORT FIGURES FOR THE FIRST HALF OF 2024
	 
	Belgian imports
	Belgian exports
	Coverage

	
	Part
	 
	 
	 
	Part
	 
	 
	 
	percentage

	 
	6m2024
	6m2023
	6m2024
	6m
	6m2024
	6m2023
	6m2024
	6m
	6m2024

	 
	in %
	1000 EUR
	1000 EUR
	24/23
	in %
	1000 EUR
	1000 EUR
	24/23
	(Exp/imp)

	European Union
	58.2
	759,175.6
	718,148.7
	−5.4
	87.4
	719,148.7
	705,648.8
	−1.9
	98.3

	France
	5.6
	74,355.3
	68,951.3
	−7.3
	29.7
	275,969.1
	240,053.1
	−13.0
	348.1

	Netherlands
	14.3
	200,470.1
	176,868.3
	−11.8
	21.8
	198,995.8
	176,192.1
	−11.5
	99.6

	Germany
	11.4
	164,005.3
	140,668.3
	−14.2
	23.6
	130,249.2
	190,701.3
	46.4
	135.6

	Italy
	5.9
	77,703.0
	72,650.6
	−6.5
	2.0
	23,902.3
	16,516.9
	−30.9
	22.7

	Ireland
	0.1
	1,532.3
	689.8
	−55.0
	1.4
	10,100.2
	11,573.5
	14.6
	1,677.8

	Denmark
	3.9
	27,535.9
	47,968.8
	74.2
	0.3
	3,010.4
	2,203.0
	−26.8
	4.6

	Greece
	0.0
	123.3
	33.6
	−72.7
	0.2
	2,234.6
	1,982.0
	−11.3
	5,892.7

	Portugal
	0.4
	4,628.5
	4,914.5
	6.2
	0.5
	5,510.0
	4,237.8
	−23.1
	86.2

	Spain
	0.9
	13,786.6
	10,613.0
	−23.0
	2.0
	17,879.4
	16,279.3
	−8.9
	153.4

	Luxembourg
	0.0
	831.1
	278.2
	−66.5
	1.4
	12,923.9
	11,507.0
	−11.0
	4,136.5

	Ceuta
	0.0
	0.0
	0.0
	– 
	0.0
	16.2
	18.6
	15.3
	– 

	Sweden
	0.9
	15,395.9
	11,179.7
	−27.4
	0.4
	3,852.5
	3,197.0
	−17.0
	28.6

	Finland
	0.4
	5,072.1
	4,890.0
	−3.6
	0.1
	768.1
	582.5
	−24.2
	11.9

	Austria
	0.3
	3,339.5
	3,147.2
	−5.8
	0.8
	6,822.0
	6,311.9
	−7.5
	200.6

	Malta
	0.0
	2.1
	83.6
	3,913.9
	0.1
	361.7
	496.8
	37.4
	594.4

	Estonia
	0.1
	2,060.5
	1,127.4
	−45.3
	0.1
	544.9
	409.3
	−24.9
	36.3

	Latvia
	0.0
	387.1
	252.9
	−34.6
	0.0
	134.3
	190.8
	42.0
	75.4

	Lithuania
	1.6
	14,016.1
	20,168.7
	43.9
	0.6
	2,640.8
	5,117.6
	93.8
	25.4

	Poland
	8.5
	104,329.9
	105,321.2
	1.0
	1.0
	8,843.2
	7,776.4
	−12.1
	7.4

	Czechia
	0.7
	8,008.7
	8,200.6
	2.4
	0.7
	6,428.1
	5,714.3
	−11.1
	69.7

	Slovakia
	0.2
	950.5
	2,139.3
	125.1
	0.1
	836.8
	764.5
	−8.6
	35.7

	Hungary
	0.7
	8,702.5
	8,342.5
	−4.1
	0.1
	720.2
	860.9
	19.5
	10.3

	Romania
	2.1
	27,371.5
	25,487.1
	−6.9
	0.2
	1,253.6
	1,316.3
	5.0
	5.2

	Bulgaria
	0.2
	2,978.0
	2,947.9
	−1.0
	0.0
	2,066.1
	319.9
	−84.5
	10.9

	Slovenia
	0.0
	640.8
	309.3
	−51.7
	0.0
	361.8
	391.9
	8.3
	126.7

	Croatia
	0.1
	949.1
	906.6
	−4.5
	0.1
	477.5
	520.2
	8.9
	57.4

	Cyprus
	0.0
	0.1
	8.1
	14,432.1
	0.1
	2,246.0
	414.0
	−81.6
	5,087.0

	United Kingdom
	0.7
	8,461.6
	8,634.0
	2.0
	2.9
	19,146.2
	23,764.1
	24.1
	275.2

	Norway
	0.0
	30.4
	38.5
	26.8
	0.1
	896.1
	976.1
	8.9
	2,534.4

	Switzerland
	0.1
	1,062.9
	639.3
	−39.9
	1.4
	11,084.4
	10,930.3
	−1.4
	1,709.7

	Turkey
	3.8
	46,790.9
	46,729.1
	−0.1
	0.1
	230.1
	466.4
	102.7
	1.0

	Bosnia-Herzegovina
	0.2
	2,060.8
	2,108.0
	2.3
	0.0
	13.0
	27.0
	107.3
	1.3

	Kosovo
	0.1
	763.2
	825.3
	8.1
	0.0
	53.7
	49.9
	−7.0
	6.0

	Macedonia
	0.0
	727.3
	437.8
	−39.8
	0.0
	58.6
	54.5
	−7.0
	12.4

	Serbia
	0.7
	8,768.2
	8,230.2
	−6.1
	0.0
	152.1
	213.5
	40.4
	2.6

	Albania
	0.0
	885.4
	336.9
	−62.0
	0.0
	7.4
	8.6
	16.6
	2.6

	Ukraine
	0.9
	9,947.2
	10,996.4
	10.5
	0.0
	150.6
	85.1
	−43.5
	0.8

	Belarus
	0.1
	1,006.3
	1,071.0
	6.4
	0.0
	0.4
	0.7
	51.7
	0.1

	Rest of Europe
	5.8
	72,233.1
	71,465.3
	−1.1
	1.7
	13,914.1
	14,100.8
	+1.3
	19.7

	North America
	0.3
	4,180.4
	3,522.3
	−15.7
	3.6
	20,759.4
	28,815.7
	38.8
	818.1

	Latin America
	0.1
	1,079.0
	1,351.6
	25.3
	0.3
	2,400.7
	2,019.0
	−15.9
	149.4

	Africa
	0.1
	784.4
	656.8
	−16.3
	1.5
	11,642.4
	12,247.4
	5.2
	1,864.8

	Middle East
	0.4
	3,946.8
	5,487.1
	39.0
	1.2
	7,533.9
	9,431.5
	25.2
	171.9

	Far East
	34.3
	369,580.4
	423,448.2
	14.6
	1.1
	7,528.1
	9,022.0
	19.8
	2.1

	India
	0.9
	8,907.6
	10,894.5
	22.3
	0.1
	496.9
	1,077.6
	116.8
	9.9

	Thailand
	0.1
	2,187.8
	1,823.5
	-16.6
	0.0
	532.5
	302.6
	−43.2
	16.6

	Vietnam
	2.2
	17,264.7
	27,054.0
	56.7
	0.0
	188.4
	86.0
	−54.4
	0.3

	Cambodia
	0.0
	0.0
	5.3
	– 
	0.0
	688.9
	371.8
	−46.0
	6,981.6

	Indonesia
	2.1
	32,436.7
	25,696.1
	−20.8
	0.0
	237.5
	182.5
	−23.2
	0.7

	Malaysia
	0.4
	3,989.4
	4,459.3
	11.8
	0.0
	112.7
	42.5
	−62.3
	1.0

	Singapore
	0.0
	87.6
	46.9
	−46.5
	0.1
	471.2
	829.3
	76.0
	1,768.7

	Philippines
	0.0
	218.9
	329.2
	50.4
	0.0
	180.1
	71.7
	−60.2
	21.8

	China
	28.5
	302,064.1
	350,894.1
	16.2
	0.3
	1,736.7
	2,337.4
	34.6
	0.7

	South Korea
	0.0
	102.2
	112.1
	9.7
	0.1
	521.5
	607.5
	16.5
	542.0

	Japan
	0.1
	883.8
	944.6
	6.9
	0.2
	1,062.1
	1,279.9
	20.5
	135.5

	Taiwan
	0.1
	608.4
	807.9
	32.8
	0.0
	416.4
	343.9
	−17.4
	42.6

	Hongkong
	0.0
	692.5
	264.5
	−61.8
	0.2
	822.7
	1,284.0
	56.1
	485.4

	Oceania
	0.0
	214.4
	220.9
	3.0
	0.3
	1,975.2
	2,470.8
	25.1
	1,118.7

	Total
	100.0
	1,219,655.9
	1,232,934.8
	1.1
	100.0
	804,048.7
	807,520.1
	0.4
	65.5




AFTERWORD

The period of economic downturn affecting the furniture sector, along with many other economic sectors, has not prevented companies from continuing on the path of sustainability, circularity, and innovation/product development, and preparing for the future.

In light of legislative initiatives such as extended producer responsibility, there has been a reinforced focus on eco-design and "design for disassembly," enabling the reuse and recycling of materials and resources. The mattress sector is undoubtedly a pioneer in offering circular solutions to the market. Belgian manufacturers are taking a leading role in this, often serving as an example for their European counterparts. It is now important to raise consumer awareness about the significance of these circular and environmentally responsible solutions and products.

In recent years, there has been an increasing emphasis on sustainability. While the European Timber Regulation (introduced in 2013) focused on legality, the introduction of the European Union Deforestation Regulation (likely postponed by a year) will further boost this initiative. In addition to legality, the sustainable origin of timber will now also be taken into account. Moreover, seating furniture, previously exempt from the timber regulation's obligations, will now fall under this legislation. This will result in additional measures and obligations for importers and exporters to guarantee both the legality and sustainability of their products. Fedustria provides support and guidance to its members on this matter and works closely with European umbrella federations CEI-Bois (European Confederation of Woodworking Industries) and EFIC (European Furniture Industries Confederation). 
 
The potential one-year postponement of these obligations, which still requires approval from the European Parliament, should not encourage market operators to delay their preparations. On the contrary, Fedustria urges its members to use these additional months to thoroughly prepare.

With initiatives such as the trend platform  (Woodcrafts and Textile Futures) and the STEM tool TWIINZ.WORLD, launched in collaboration with the youth marketing agency Trendwolves, Fedustria aims to introduce and attract young talent to the sector.  For the second consecutive year, a trend report was published in early October, this time focusing on "augmented creativity," featuring numerous inspiring case studies from the sector. Through TWIINZ.WORLD, 10- to 14-year-olds can engage creatively in a virtual world with 3D products from Fedustria member companies to create their own dream worlds. 

Belgian furniture manufacturers are also actively seeking new market opportunities, particularly abroad. Group participation in trade fairs under the banner of ‘Belgian Furniture powered by Fedustria,’ such as in Milan or the Middle East, paves the way for this. The Brussels Furniture Fair also offers opportunities, with an additional focus on outdoor furniture through the "Outdoor Island." 

Finally, the postponement of the Cologne Furniture Fair in early 2025 will hopefully draw German and other international buyers to Brussels. We will, of course, welcome them with open arms.

---------------------------------------------------
Additional information: Katja Devos (katja.devos@fedustria.be), +32 476 316467 or Filip De Jaeger (filip.de.jaeger@fedustria.be), +32 486 898184


3. BRUSSELS FURNITURE FAIR

Campaign – Growing Homes
A detailed report on the campaign slogan ‘Growing Homes’ has already been published in our newsletter Brussels Furniture AfFairs, which also explores the creation and meaning behind the accompanying video. Please see the preview on our website for full details.
But for the press conference, and to refresh the memory, I’d like to summarize the key points.
Growing Homes: everyone needs a home. As a family living space. Somewhere to relax after a long day’s work. A place where friends and family feel welcome. A safe haven after a surprise discovery. And who doesn’t enjoy returning to their familiar nest, even after a long-awaited and pleasurable holiday? The need to create a sense of homeliness and cosiness is every furniture manufacturer’s starting point. And we, as the fair organizers, also put conviviality and a warm welcome first.

Growing Homes: In recent years, we have placed the emphasis on building a solid foundation. The all-important base that guarantees confidence and consistency, which is what our exhibitors and visitors desire. It was the powerful message of last year’s campaign, ‘The Future is FurNature’, and we are constantly looking to the future in terms of development. The word growth in our slogan doesn’t necessarily reference surface area or exhibitor numbers. It also means a healthy evolution towards an even more qualitative, modern and efficient fair.

So what’s new?

To achieve our goal, we are building on what makes Brussels exceptional today (think hospitality, hall decoration, entertainment) and, of course, innovation. Here, the key question is how to maintain visitor enthusiasm and generate additional interest.

Belgian Design Island 

Let’s start with the Belgian Design Island (BDI). This takes us back to our roots and the foundation of the former Brussels national furniture trade fair in 1937. It was established to support the Belgian furniture sector.

The Belgian Design Island is shining a spotlight on Belgian designers and Belgian design, which are a global byword for craftsmanship. Visitors will discover a separate hub for design and decorative objects, from furniture to lighting, textiles to carpets.

An idea that demands a worthy setting. Which is why we’re pulling out all the stops to create an overall experience that also integrates aspects of the ‘shop of tomorrow’ concept. If you want to experience the Brussels Furniture Fair 2024, this location is a must.
The Belgian Design Island also ties in with our philosophy of attracting and supporting a wider audience within the private and contract market.

Belgian Outdoor

Also new is the Belgian Outdoor platform. It’s no secret that we’ve long wanted to integrate outdoor furniture into our offering. To this end, we’ve made a targeted investment similar to the advances made in the Brussels by Night hall in 2022. We are introducing an outdoor stand that brings together a strong and varied selection of brands. Small but smart steps, with an eye on the future.

Brussels by Night

Not new, but plenty of original things to discover. The trend continues. Following our targeted investment in 2022, the quality of the bedding hall continues to rise. In 2023, the same exhibitors reoccupied 90% of the floor space (proof of continuity) and we are experiencing qualitative growth with newcomers, such as the Luxury Bedding Company, Adova group, Gomarco and Rogaswisstech. A superb internationalization of the offering.


	2024 – Brussels by Night

	Country
	# brands present

	Belgium
	12

	Netherlands
	10

	Germany
	2

	France
	2

	Hungary
	1

	Lithuania
	1

	Spain
	1

	United Kingdom
	1



Information linked to animation
Visitors will once again be welcomed by our local newspaper boys and girls. They will be distributing the trade fair newspaper La Gazette with a smile. This summarizes all the news and helps people navigate the halls. Visitors are encouraged to explore the entire fair, but also to relax in the beautiful rest and dining areas.
But time is money and, of course, we don’t want to keep our visitors away from their trusted manufacturers. Which is why we’re introducing The Fair Express, which will guide people around the halls in double quick time, in an efficient and fun way. And with our rickshaw drivers on board, there is no shortage of things to experience.
Brussels Furniture Fair 2024 in figures
The table below clearly demonstrates that manufacturers from the Netherlands are just as prolific this year, to the extent that there is almost no difference between the number of Dutch and Belgian brands. This is most evident in Brussels by Night (hall 6); in hall 8, which is known for its charming and atmospheric collections; and, of course, in ‘Holland à la Carte’, in the Patio, the small hall dedicated to leading Dutch brands. 

	2024 – Brands presented at the Brussels Furniture Fair

	Country
	# brands present

	Belgium
	81

	Netherlands
	70

	Germany
	13

	Poland
	10

	Ukraine
	10

	France
	8

	Lithuania
	6

	Italy
	5

	Denmark
	4

	Turkey
	3

	Estonia
	2

	Portugal
	2

	Austria
	1

	China
	1

	Hungary
	1

	Norway
	1

	Singapore
	1

	Spain
	1

	United Kingdom
	1

	TOTAL
	221



Completing the top three is Germany, for whom our event is clearly considered the place to reach Benelux retailers. The same is also true of Poland, coincidentally, a country that has always had a strong presence in Brussels. 
We have also observed a slight drop in the number of Italian exhibitors this year, who are typically found in hall 3. This is a growth opportunity for next year’s edition, for which we will certainly pay renewed attention to the European Peninsula, best known in Brussels for its high-end sofas.
The difference between this year’s Furniture Fair and former editions is most striking in hall 9. Attentive observers will notice a slight decrease in the exhibition space, but a massive leap in terms of quality. A concerted strategy, and our response to the questions and comments of the loyal exhibitors from this section. A good example being the presence of several quality brands from Ukraine and the Lodz region (Poland). 


Future vision
As is customary, we conclude by looking to the future. What can you expect from the Furniture Fair in 2025?
The next edition of the Brussels Furniture Fair will take place from 2 to 5 November 2025.
The Furniture Fair stands for confidence, efficiency and good business in an atmospheric environment. It is no coincidence that we end on the same sentence as in the 2023 press kit, for there are no better words to describe the essence of the Brussels Fair. Our roots are deep and we are constantly evolving.
Turnover development in the Belgian furniture industry
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2016	2017	2018	2019	2020	2021	2022	2023	2.1000000000000001E-2	-7.2999999999999995E-2	-1.4E-2	3.0000000000000001E-3	-1.2E-2	9.9000000000000005E-2	-4.0000000000000001E-3	-7.0000000000000007E-2	





IV/15	I/16	II/16	III/16	IV/16	I/17	II/17	III/17	IV/17	I/18	II/18	III/18	IV/18	I/19	II/19	III/19	IV/19	I/20	II/20	III/20	IV/20	I/21	II/21	III/21	IV/21	I/22	II/22	III/22	IV/22	I/23	II/23	III/23	IV/23	I/24	II/24	82.88	81.2	80.099999999999994	80.8	80.3	82.5	80.3	79	75	80.900000000000006	79.900000000000006	82	81.5	79	80.7	81.5	83.2	82	84	86	83.3	86.5	87.5	85.9	86.2	83.4	89	80.2	76.5	75.900000000000006	72.5	71.3	74.3	73.2	68	
in %


Order intake in the furniture trade
(Total 8 M 2024 = -2.8%)

J	F	M	A	M	J	J	A	S	O	N	D	J	F	M	A	M	J	J	A	S	O	N	D	J	F	M	A	M	J	J	A	2022	2023	2024	6.0999999999999999E-2	-0.12	-0.14399999999999999	0.191	-0.14799999999999999	1E-3	-0.1	-2.8000000000000001E-2	0.184	7.3999999999999996E-2	6.3E-2	0.11899999999999999	4.7E-2	0.14199999999999999	0.246	9.0999999999999998E-2	6.8000000000000005E-2	7.0000000000000001E-3	0.19900000000000001	0.112	1E-3	5.1999999999999998E-2	0.05	2.3E-2	-3.6999999999999998E-2	3.0000000000000001E-3	-6.0999999999999999E-2	-8.4000000000000005E-2	5.8000000000000003E-2	0.193	-0.11700000000000001	-0.109	


image3.png




image4.png
——Seizoengezuiverde en afgeviakte reeks. +— Seizoengezuiverde brutoreeks




image1.png
Growing _ .
HOMES® US|





image2.png
Consumer Confidence Indicator

2008 - 09 2024

l

SINE
Sproz
=

L

0l ——

——— EU 27 Source : European Commission

I Belgium

B

Setoz
=S
F=——————ml
SR

=S

Fi=—===5

Bl ————— =y
e

=N

=600 -





