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Background and Objectives

• The goal of ISPA’s buyer journey research is to better inform the industry of the journey that people follow when considering and purchasing a 

new mattress to maximize the value exchange.

• Research will further assist members in understanding how, what, where, when, and why to communicate with the consumer, and serve as an 

additional research source for its members.

• To achieve these desired outcomes, the current research objectives are to:

• Understand the context for sleep and bedding products, including sleep health and need states, and attitudes toward the 

mattress/sleep industry and mattress buying experience.

• Determine buying journey stages.

• Identify purchase decision triggers, motivations, and considerations.

• Understand shopping behaviors and needs, whereby determining:

• Channels/touchpoints

• Content/information

• Emotions and frustrations

• Capture reflections on the purchase decision, including how consumers feel about their current mattress and the process they 

followed, what they’d do differently and why.
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Methods

• The survey was conducted online in November 2019.

• A total of 2,501 US adults who purchased a mattress within the past four years participated in the survey, including 

1,501 who purchased a mattress during the past year. 

• Overall, 21% of US adults 18+ purchased a mattress within the past year.

• Participants met the following qualifications:

• US resident, 18+ years of age

• Purchased a mattress for themselves or for someone else in their household within the past four years

• Participate in the research, selection, and final mattress purchase, with sole or shared involvement and 

responsibility

• Not employed by a furniture, mattress, or bedding accessory manufacturer or major retailer, or in advertising, 

PR or market research
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Note: In this report, Generation labels refer 

to the following age groups:

• Millennials: 18-39 years old

• GenX: 40-54 years old

• Boomers: 55+ years old



Key Findings

• At the start of their journey, most recent purchasers do not feel highly knowledgeable about new mattress prices, 

brands, types or technology. 

• Recent purchasers begin their journey not highly certain about which mattress brands or features they will purchase or 

from which retailers they will make their purchase.

• Most journeys are prompted by issues with the prior mattress.

• Recent purchasers begin their journey with feelings of optimism, joy and anticipation.

• The majority of buyers include others in their purchase journey.

• Recent purchasers utilize a range of information channels when exploring new mattresses, typically beginning their 

process with either a web search or looking at in-store displays.

• Most frequent types of information sought are about price, mattress size and type. Typically, serious consideration is 

given to two different mattresses before purchase.
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Key Findings

• The digital divide between generations is notable in the information channels used during the evaluation phase; 

Boomers rely overwhelmingly on in-store displays and store. 

• While the predominant emotions among Millennials during the evaluation phase are optimism and anticipation, nearly as 

many feel overwhelmed.

• The majority of recent purchasers enjoyed shopping for their new mattress and are satisfied with their researching and 

shopping experience.

• More than half are very satisfied with their recently purchased mattress.

• The shopping experience matters – purchasers’ satisfaction with their shopping experience has a significant impact on their 

satisfaction with their mattress.
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Recent Purchasers’ Views on 
Sleep and Mattresses
THOSE WHO PURCHASED A  MAT TR ESS WITHIN  THE PAST  YEAR
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For recent purchasers, a good night’s sleep is among their most 
important factors for wellbeing; Millennial purchasers rate it as their 
top factor

47%

42%

39%

23%

22%

15%

Healthy diet

A good night’s sleep

Physical exercise

Regular medical check-ups

Stress management

A work-life balance
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Which of the following factors do you believe are the most important for your 

health and wellbeing? Please select up to two responses.

QA1 Base: Recent Purchasers (N=1501)

Top Factors for Health and Wellbeing by Generation

Millennials GenX Boomers

A good night’s sleep 

(43%)

Healthy diet 

(46%)

Healthy diet 

(58%)

Healthy diet 

(40%)

A good night’s sleep 

(44%)

Physical exercise 

(42%)

Physical exercise  

(37%)

Physical exercise 

(39%)

A good night’s sleep 

(39%)



However, many feel they do not get enough sleep

More than 

enough sleep, 

10%

The right amount of sleep, 

50%

Not enough sleep, 

39%
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In general, do you feel that you get:

QA3 Base: Recent Purchasers (N=1501)

GenXers are the most likely to report a sleep deficit.

45% feel they do not get enough sleep (vs. 39% of 

Millennials and 34% of Boomers)



Half of Millennials, who purchased a mattress within last year, 
use a device or app to track their sleep; adoption rates are 
lower for older recent purchasers

19%

13%

11%

69%

31% use a 

device or app to 

track sleep
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49% 26% 12%

Millennials Gen X Boomers

Uses device/ app to track sleepDo you use any of the following to track your sleep? 

QA5 Base: Recent Purchasers (N=1501)

Tracking device (e.g. Apple 

Watch, Fitbit)

Sleep tracking app

Sleep tracker that is part of or 

connected to your 

mattress/bedding

None of these



Before embarking on their shopping journey, recent 
purchasers feel most knowledgeable about mattress size and 
where to make a purchase

30%

37%

37%

39%

50%

72%

39%

42%

44%

46%

38%

22%

31%

21%

19%

15%

12%

5%

New mattress technology or features

Prices for a new mattress

Mattress brands

Mattress types

Where to buy a mattress

Size information

Before you started shopping or looking for a new mattress, how knowledgeable did you feel about 
each of the following?

Extremely/ very knowledgeable Somewhat knowledgeable Not too/ not at all knowledgeable

QB9 Base: Recent Purchasers (N=1501)

Millennials were more likely than 

Boomers to feel highly knowledgeable 

about the following mattress 

information at the start of their 

journey:

• Price (46% vs. 27%);

• Types (45% vs. 30%);

• Brands (44% vs. 27%); and

• New tech/ features (40% vs. 19%).
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One in five do not feel knowledgeable about the cost of mattresses at the start of their purchase journey 



While most begin their journey highly certain about the mattress size 
they would purchase or whether they would purchase online, the 
majority are less sure about brand, retailer or features 

34%

43%

44%

48%

55%

60%

79%

29%

31%

35%

33%

33%

25%

16%

38%

26%

21%

19%

13%

15%

5%

Absolutely certain/ very sure Somewhat sure Not at all/ not too sure

QC4 Base: Recent Purchasers (N=1501)

Millennials were more likely than Boomers to 

feel highly certain about the following at the 

start of their journey:

• Budget (59% vs. 48%);

• Type (50% vs. 44%); and

• Brand (42% vs. 25%).
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The size of mattress I intended to 

purchase 

Whether I would purchase the mattress 

online or at a brick-and-mortar location

The budget or maximum price that I 

intended to spend

The type of mattress I intended to 

purchase

The features of the mattress I intended to 

purchase 

The store or retailer from whom I 

intended to purchase the mattress

The brand of mattress I intended to 

purchase

Before you started shopping or looking for this mattress, how sure did you feel about each of the following for the mattress you intended to purchase?



Snapshot of 
Mattress Purchased
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The mattress that recent buyers purchased was most often a 
replacement mattress for their personal use

Purchased the mattress that they sleep on

• 12% of Millennials purchased for a child (vs. 3% 

of Boomers).

Purchased as a replacement for another mattress. Among 

those who purchased as a replacement:

• 63% replaced a mattress that was in good or not so 

bad condition.

• 70% replaced a mattress that was 10 years old or less.

• Millennials are more likely to have replaced a mattress 

that was less than 5 years old (44% vs. 11% of 

Boomers).

Have purchased 2+ mattresses in the past 10 years.

• Millennials are more likely to have purchased 2+ 

mattresses (67% vs. 45% of Boomers).

Expect to keep their recent mattress purchase less than 10 

years.

• 22% don’t know how long they’ll keep this mattress.

• Boomers are more likely than Millennials to expect to 

keep their mattress 10 years or more (47% vs. 15%).

QB1, B2, B3, B4, F1, F2 Base: Recent Purchasers (N=1501)
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59%

49%

78%

86%



Type of mattress recent buyers purchased:

Purchased a Queen size mattress

• 28% purchased a King or California King, 13% purchased a Full 

and 9% purchased a Twin mattress.

• Millennials are more likely than Boomers to purchase a King or 

California King (33% vs. 21%).

Purchased a foam mattress without springs or coils (such as 

latex, memory or gel). Other types of mattress purchased 

include: 

• Spring mattress (30%)

• Hybrid mattress made from both springs and foam (22%)

• 10% purchased other types (e.g., adjustable air chamber, 

sleeper/sofa, futon) and 4% were not sure.

• Millennials are more likely than Boomers to purchase a foam 

mattress made without springs or coils mattress (36% vs. 28%).

QB5, B6a, B6b, B7, B8, E5, E10  Base: Recent Purchasers (N=1501)

Purchased a pillow top mattress.

• Millennials are more likely than Boomers to purchase a 

pillow top (52% vs. 37%).

Use a flat boxsping/foundation under their mattress. Other types of 

foundations used include: 

• Adjustable foundation (19%)

• Futon frame (5%) and sleeper/sofa (4%).

• 65% purchased a new foundation at the same time they purchased their 

mattress.

Spent less than $1000 on their mattress or 

mattress/foundation purchase. 

• Millennials are more likely than Boomers to have spent less than 

$1000 on their purchase (66% vs. 53%).

Purchased accessories (e.g., sheets, mattress pad) at the time 

of mattress purchase. 

• Millennials are more likely than Boomers to purchase accessories at 

the time of mattress purchase (74% vs. 54%).
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49%

34%

44%

58%

60%

64%



While the majority of recent buyers (59%) purchased their mattress 
from a brick-and-mortar location, more than four in ten Millennials 
made their purchase online

37%

32%

29%

3%

Delivered as 

“Mattress in a box”

“White glove” 

delivery

Brought it to my

home myself or by

family/friend

Other

QE2 and QE4 Base: Recent Purchasers (N=1501)

• Millennials are more likely than 

Boomers to purchase online 

(43% vs. 26%). Millennials are 

most likely to have “mattress in 

a box” delivery (40%) or to 

have brought it to their home 

themselves (37%). 

• Boomers are more likely than 

Millennials to purchase at a 

brick & mortar location (70% 

vs. 50%). Boomers are most 

likely to have “white glove” 

delivery (45%) or “mattress in a 

box” (33%).

Type of Delivery
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Type of Retailer

59% 36% 5%

Brick and mortar Online Other



Mattress Satisfaction and the 
Shopping Experience
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The majority of recent purchasers are very satisfied with their 
mattress

56%

29%

8%

7%

How satisfied are you with the mattress you purchased most recently?

Very satisfied Somewhat satisfied Neither satisfied nor dissatisfied Very/ somewhat dissatisfied

QE6 Base: Recent Purchasers (N=1501)

Millennials are the least likely to be very 

satisfied with their mattress purchase:

• 49% are very satisfied (vs. 57% of GenX

and 65% of Boomers).

85% are

very/ somewhat 

satisfied
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Factors contributing to satisfaction with 
mattress purchase

• In order to better understand the aspects of a shopper’s experience that have 

the greatest impact on mattress satisfaction, we conducted a multivariate 

analysis. 

• Potential factors examined included:

• Satisfaction with shopping experience

• Satisfaction with sleep

• Feeling knowledgeable about mattress information at start of journey

• Feeling knowledgeable about mattress information at time of purchase

• Number of information channels used during exploration

• Amount of information sought during exploration (i.e. number of different 

types)

• The analysis controlled for age, income and gender.
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Satisfaction with 

Mattress Purchase

?

?

? ?



Satisfaction with the shopping experience is 
the strongest driver of mattress satisfaction

Note: The  color intensity indicates the relative size of the influence of the factor on Satisfaction with Mattress Purchase
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The analysis revealed that four factors have a significant impact on 

Satisfaction with Mattress Purchase:

• Satisfaction with Shopping Experience has the largest impact.

• Feeling Knowledgeable about Mattress Information at Time of Purchase 

(e.g., brands, prices, types, features, etc.) also has an impact, but to a lesser 

extent than Satisfaction with Shopping Experience

• Satisfaction with Sleep and Amount of Information Sought during 

Exploration also had a small, yet significant, impact.

Satisfaction with 

Mattress Purchase

Satisfaction with 
Shopping 

Experience

Amount of 
Information 

Types Sought in 
Exploration

Satisfaction 
with Sleep

Feel 
Knowledgeable 

about Mattresses 
at Purchase



The buyer’s journey presents an opportunity to increase satisfaction 
with their mattress purchase

The results of the analysis reveal that the buyer’s experiences during their journey has an impact on their satisfaction 

with their mattress.

• Improving satisfaction with their journey provides opportunities to increase satisfaction with their purchase.

The next sections examine the journeys of two important audiences among recent purchasers:

• Millennials. How does their journey differ from other generational segments, and does it have implications for 

improving their satisfaction with their purchase?

• Very Satisfied Purchasers. How does their journey differ from those who are less satisfied with their mattress 

purchase?
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Purchase Journey by 
Generations
TR IGGER  EXPLOR ATION  CON SIDERATION AN D EVALUATION  PURCHASE

22
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Generation Segments

Millennials, 

40%

Gen X, 28%

Boomers, 

32%

Recent Purchasers
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QS3 Base: Recent Purchasers (N=1501)

Note: In this report, Generation labels refer 

to the following age groups:

• Millennials: 18-39 years old

• GenX: 40-54 years old

• Boomers: 55+ years old



The majority of buyers include others in their purchase journey; 
Millennials are the least likely to shop by themselves

52%

14%

6%

1%

35%

52%

3%

9%

1%

41%

52%

1%

6%

1%

43%

My spouse/ partner

My parents

My child(ren)

Other

No one else – only myself

Who else, if anyone, was involved in shopping for this mattress? 

Millennials GenX Boomers
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QB13 Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)



Most journeys take more than a week and Millennials are 
more likely to report an interruption in their journey

31% 28% 34%

48%
42%

38%

19%

27% 24%

Millennials GenX Boomers

Overall, how long a time period did the researching, shopping 
and purchasing process for a new mattress take? 

Less than a week 1-4 weeks 1 month or more

37% 34% 30%

There was one week or more when I was not researching or shopping for a mattress.

% Yes

Millennials GenX Boomers

QB11, QB12 and QC5 Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)

Boomers are twice as 

likely as Millennials to 

“just make the purchase” 

and not explore, evaluate 

or seriously consider 

options as part of their 

journey (22% vs. 11%).
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Most journeys are prompted by issues with their 
prior mattress

4%

4%

12%

22%

24%

31%

40%

67%

Other

Warranty

Recommendation/ Experience with another mattress

Sales/ advertising

Life/ household event change

Health/ medical

Desire for new mattress size, type, features

Issues with prior mattress

What prompted you to begin shopping for a new mattress? 
(Categories of Trigger Events) 

QC1 Base: Recent Purchasers (N=1501)

Millennials are more likely to begin shopping because 

of the following types of trigger events:

• Life/ household event change (30% vs. 19% GenX

and 22% Boomers); and

• Warranty (5% vs. 3% GenX and 2% Boomers). 

T R I G G E R  P H A S E
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Overall, the most common trigger events are a previous 
mattress being too old, not providing a good night’s sleep 
or sagging

  The previous
mattress having

reached a certain age
or being too old

The previous 
mattress not 

providing a good 
night’s sleep

  The previous
mattress sagging

  Wanting to upgrade
to a better mattress

  Waking up with a
sore back or stiff

muscles

Coils/ springs of
previous mattress

being uncomfortable

  A sale or special
offer

  Wanting a bigger
mattress

  Moving to a new
house or apartment

  The previous
mattress being too

soft -- not firm

Millennials 21% 20% 18% 23% 20% 14% 13% 17% 16% 11%

GenX 25% 25% 26% 25% 26% 15% 12% 13% 10% 9%

Boomers 33% 33% 32% 26% 29% 17% 18% 9% 11% 15%

Top Trigger Events

QC1 Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)
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Millennials’ top triggers are wanting to upgrade their mattress or a 
previous mattress being too old

QC1 Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)

Top 5 Trigger Events: Millennials vs. Boomers 

Millennials Boomers

1 Wanting to upgrade to a better mattress 1 Previous mattress reached a certain age/ too old

2 Previous mattress reached a certain age/ too old 2 Previous mattress not providing a good night’s sleep

3 Previous mattress not providing a good night’s sleep 3 Previous mattress sagging

4 Waking up with a sore back/ stiff muscles 4 Waking up with a sore back/ stiff muscles

5 Previous mattress sagging 5 Wanting to upgrade to a better mattress
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Trigger Emotions

Anticipation Optimism Joy Serenity Overwhelmed Trust Acceptance Annoyance Apprehension Interest Pride Empowered Surprise Confused

Millennials 23% 22% 18% 15% 12% 11% 7% 7% 6% 6% 6% 5% 5% 4%

GenX 15% 20% 19% 18% 17% 5% 5% 7% 6% 2% 4% 8% 5% 4%

Boomers 11% 24% 23% 19% 11% 3% 10% 4% 7% 4% 2% 4% 3% 6%

What emotions were you experiencing at the time that you decided to start looking for a new mattress? 
(Top Emotions)
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QC3 Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)

At the start of the journey….

• Millennials are more likely than Boomers to 

experience anticipation (23% vs. 11%) and trust 

(11% vs. 3%).

• Boomers are more likely than Millennials to 

experience joy (23% vs. 18%).

T R I G G E R  P H A S E

• Optimism, joy and anticipation are the leading emotions at the start of the purchase journey.



Exploration: Information Channels

Web search
Customer/User

reviews

Customer/User

ratings

In-store displays

of mattresses

Mattress

manufacturer

website

Family /

Friend(s) -

Offline

Online only

retailer websites

Store

employees
Online videos

Brick-and-

mortar retailer

websites

TV Social media
Professional

reviews/ratings

Online

discussion

boards/forums

In-store

pamphlets

Mattress

manufacturer

direct mail

Mattress

manufacturer

pamphlet

Millennials 32% 27% 25% 23% 23% 22% 21% 20% 15% 14% 14% 13% 13% 10% 9% 9% 8%

GenX 35% 26% 22% 39% 28% 18% 29% 21% 10% 24% 8% 9% 14% 6% 10% 5% 11%

Boomers 36% 32% 27% 50% 25% 18% 25% 32% 8% 31% 9% 3% 16% 2% 9% 3% 8%
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Which of the following did you use during your process of exploring mattresses? 

(Top Information Channels)

• Overall, recent purchasers who engaged in exploration utilized an average of 3 information sources.

• Millennials focus more on online channels, utilizing web searches, user reviews, and user ratings

• Boomers focus more on brick & mortar-based information, with half of Boomers utilizing in-store displays; utilization 

of store employees and brick & mortar websites were also much more prevalent among Boomers.

QC6 Base: Recent Purchasers and Explored/Compared/Considered (Millennials N=538, GenX N=360, Boomers N=367)

E X P LO R AT I O N  P H A S E



Exploration: First Step

Web search
Family / Friend(s) -

Offline

Online only retailer

websites

Mattress

manufacturer

website

In-store displays of

mattresses

Customer/User

reviews
Store employees

Customer/User

ratings
TV Social media

Brick-and-mortar

retailer websites

Millennials 16% 9% 8% 8% 8% 6% 5% 5% 4% 4% 4%

GenX 23% 8% 13% 5% 16% 4% 4% 2% 2% 2% 6%

Boomers 19% 7% 11% 5% 21% 3% 5% 2% 3% 1% 7%
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• Boomers are most likely to start their exploration at an in-store displays.

• GenX are most likely to start with a web search.

• Millennials have the most diverse assortment of first steps – most prevalent was a web search.

Which source of information did you use first?  

(Top Information Channels)

QC8 Base: Recent Purchasers and Explored/Compared/Considered (Millennials N=538, GenX N=360, Boomers N=367)

E X P LO R AT I O N  P H A S E



Exploration: Information Sought

Mattress size
Price or price
comparisons

Mattress type
Mattress
qualities

Sales, discounts
and promotions

Mattress
durability

Free delivery
Mattress inside

materials
Warranty

Mattress brand
reputation

Mattress sleep/
health benefits

Store location
Retailer

reputation

Mattress
technology/
innovation

Retailer return
policies

Millennials 40% 36% 31% 30% 30% 27% 26% 24% 24% 21% 20% 19% 16% 15% 12%

GenX 50% 52% 46% 43% 36% 36% 37% 28% 26% 32% 22% 26% 18% 21% 15%

Boomers 59% 60% 57% 53% 50% 46% 51% 42% 40% 38% 23% 28% 25% 26% 23%
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• On average, Boomers seek more types of information during the exploration phase (8 vs. 5 types).

• Millennials most often seek information on mattress size, price, type, qualities, and sales.

• Boomers most often seek information on price, mattress size, type, qualities, free delivery, and sales.

QC10 Base: Recent Purchasers and Explored/Compared/Considered (Millennials N=538, GenX N=360, Boomers N=367)

E X P LO R AT I O N  P H A S E

Information looked for or used when exploring mattresses 

(Top Types of Information)



Exploration: Emotions

Optimism Anticipation Serenity Joy Trust Overwhelmed Pride Surprise Acceptance Empowered Apprehension Confused

Millennials 23% 18% 17% 17% 14% 13% 9% 9% 9% 8% 6% 4%

GenX 26% 14% 18% 22% 10% 16% 5% 6% 8% 6% 7% 7%

Boomers 22% 7% 21% 25% 7% 14% 2% 3% 12% 7% 9% 10%
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QC12 Base: Recent Purchasers and Explored/Compared/Considered (Millennials N=538, GenX N=360, Boomers N=367)

During exploration…

• Millennials are more likely than Boomers to experience anticipation (18% vs. 7%), trust (14% vs. 7%), surprise (9% vs. 3%) and pride (9% vs. 2%).

• Boomers are more likely than Millennials to feel joy (25% vs. 17%) and confused (10% vs. 4%).

E X P LO R AT I O N  P H A S E



The overwhelming majority of buyers seriously consider two 
or more different mattresses before purchase; Millennials are 
more likely than Boomers to consider only one

18% 14% 10%

47%
48%

47%

35%
38%

43%

Millennials GenX Boomers

How many different mattresses did you seriously consider before selecting the mattress that you purchased? 

One Two Three or more

QD4 Base: Recent Purchasers and Explored/Compared/Considered (Millennials N=538, GenX N=360, Boomers N=367)
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Evaluation/Comparison: Information Channels

Web search
Customer/User

reviews
Customer/User

ratings
In-store displays

of mattresses
Online only

retailer websites
Store employees

Family /
Friend(s) -

Offline

Mattress
manufacturer

website
Social media Online videos TV

Professional
reviews/ratings

Brick-and-
mortar retailer

websites

In-store
pamphlets

Mattress
manufacturer

pamphlet

Millennials 26% 26% 24% 22% 20% 20% 16% 15% 15% 13% 12% 11% 10% 9% 9%

GenX 34% 30% 19% 37% 23% 18% 13% 23% 6% 9% 8% 14% 15% 7% 8%

Boomers 21% 31% 23% 51% 19% 34% 12% 22% 3% 5% 3% 12% 20% 9% 9%
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• Overall, those purchasers who seriously considered two or more mattresses utilize an average of three information sources during their 

comparison/ evaluation stage.

• Millennials utilize the broadest range of information sources, focused most frequently on online sources, including web searches, user reviews, 

and user ratings.

• Boomers continue to focus more on brick & mortar-based information, with more than half of Boomers utilizing in-store displays and a third 

relying on store employees for comparison/evaluation information.

QD5 Base: Recent Purchasers and Seriously Considered Two+ Mattresses (Millennials N=439, GenX N=308, Boomers N=329)

What sources of information did you use when you were evaluating and comparing options among the 

mattresses that you were seriously considering? (Top Information Channels)

C O N S I D E R AT I O N  A N D  E VA LUAT I O N  P H A S E



Evaluation/Comparison: Information Sought

Information looked for or used when evaluating and comparing mattresses

(Top Types of Information)

36

• Millennials most frequently seek information on mattress size, price, qualities, and durability.

• Boomers seek more types of information, especially price, mattress size, and type, followed by qualities, free delivery, sales, and materials inside the mattress.

QD6 Base: Recent Purchasers and Seriously Considered Two+ Mattresses (Millennials N=439, GenX N=308, Boomers N=329)

Mattress size
Price or price
comparisons

Mattress
qualities

Mattress
durability

Mattress type Free delivery
Mattress inside

materials
Sales, discounts
and promotions

Warranty
Mattress sleep/
health benefits

Mattress brand
reputation

Retailer
reputation

Store location
Financing
available

Mattress
adjustability

Mattress
technology/
innovation

Millennials 33% 31% 30% 27% 25% 24% 23% 23% 21% 20% 19% 13% 12% 12% 12% 11%

GenX 41% 41% 37% 33% 37% 31% 24% 32% 24% 20% 25% 15% 19% 12% 10% 21%

Boomers 52% 56% 48% 39% 50% 44% 40% 42% 34% 23% 30% 21% 25% 8% 12% 17%

C O N S I D E R AT I O N  A N D  E VA LUAT I O N  P H A S E



Evaluation/Comparison: Emotions

Optimism Anticipation Overwhelmed Joy Serenity Trust Surprise Pride Apprehension Acceptance Empowered Interest Confused Annoyance

Millennials 22% 16% 15% 15% 14% 14% 10% 9% 9% 8% 6% 6% 5% 5%

GenX 22% 12% 14% 21% 15% 12% 5% 7% 7% 9% 6% 4% 6% 4%

Boomers 24% 8% 13% 22% 17% 5% 2% 4% 8% 10% 9% 5% 9% 2%
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During evaluation and comparison…

• Millennials are more likely than Boomers to experience anticipation (16% vs. 8%), trust (14% vs. 7%), surprise (9% vs. 3%), pride (9% vs. 2%) and 

annoyance (5% vs. 2%).

• Boomers are more likely than Millennials to feel joy (22% vs. 15%) and confused (9% vs. 5%).

QD7 Base: Recent Purchasers and Seriously Considered Two+ Mattresses (Millennials N=439, GenX N=308, Boomers N=329)

C O N S I D E R AT I O N  A N D  E VA LUAT I O N  P H A S E



Purchase: Emotions

Anticipation Trust Serenity Optimism Joy Empowered Acceptance Pride Surprise Interest Overwhelmed Apprehension

Millennials 27% 17% 15% 14% 13% 10% 10% 9% 7% 7% 6% 4%

GenX 25% 11% 18% 12% 16% 12% 11% 11% 3% 7% 6% 5%

Boomers 18% 7% 17% 12% 21% 8% 18% 7% 2% 7% 3% 5%
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QE1 Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)

At the time of their selection decision…

• Millennials are more likely than Boomers to experience anticipation (27% vs. 18%), trust (17% vs. 7%), surprise (7% vs. 2%), and overwhelmed 

(6% vs. 3%).

• Boomers are more likely than Millennials to feel joy (21% vs. 13%) and acceptance (18% vs. 10%).

P U R C H A S E  P H A S E



Purchase: Selection Criteria

Price or price
comparisons

Mattress size Free delivery
Sales, discounts

and
promotions

Mattress
qualities

Mattress type
Mattress
durability

Mattress sleep/
health benefits

Store location
Mattress brand

reputation
Warranty

Mattress inside
materials

Retailer
reputation

Mattress
technology/
innovation

Millennials 31% 31% 24% 23% 22% 22% 21% 17% 17% 16% 15% 14% 13% 10%

GenX 41% 37% 28% 28% 29% 24% 24% 16% 20% 20% 16% 18% 14% 12%

Boomers 42% 47% 36% 38% 37% 37% 27% 21% 25% 29% 24% 23% 23% 16%
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Overall, mattresses are most often selected based on price and size.

• Millennials select fewer reasons, but most frequently make their mattress purchase based on price and mattress size.

• Boomers specify a variety of criteria, especially mattress size, price, sales, qualities, type, and free delivery.

QE3 Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)

P U R C H A S E  P H A S E



Knowledge at Purchase Stage

71%

59%

55%

52%

50%

49%

Size information

Where to buy a

mattress

Mattress types

Prices for new

mattresses

Mattress brands

New technology or

features
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At the end of the purchase journey, Millennials still considered themselves significantly more knowledgeable about mattress prices, 

brands, and features compared to Boomers.

BOOMERS

84%

59%

52%

46%

43%

36%

Size information

Where to buy a

mattress

Mattress types

Prices for new

mattresses

Mattress brands

New technology

or features

QE1A Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)

O V E R A L L  E X P E R I E N C E

MILLENNIALS

At the time you purchased your mattress, how knowledgeable did you feel about each of the following?

% Extremely/ Very Knowledgeable



Shopping Enjoyment and Satisfaction

35% 28% 22%

44%
46%

47%

18%
21%

25%

4% 4% 6%

Millennials GenX Boomers

Overall, how much did you enjoy shopping for this mattress? 

A lot A little Not much Not at all
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Millennials were significantly more likely to have enjoyed shopping for their purchase compared to Boomers.

QD8 and D9 Base: Recent Purchasers and Explored/Compared/Considered (Millennials N=538, GenX N=360, Boomers N=367)

38% 42% 37%

38%
38%

42%

17%
15% 16%

7% 5% 6%

Millennials GenX Boomers

Overall, how satisfied were you with your experience researching 
and shopping for this mattress? 

Very satisfied Somewhat satisfied

Neither satisfied nor dissatisfied Very/Somewhat dissatisfied

O V E R A L L  E X P E R I E N C E



Purchase Journey: Reasons for Shopping Satisfaction

   Able to find the
mattress I wanted

   Able to find the
information I was

looking for
   Easy

   Good/great
(unspecified)

   Like the mattress    Good price/ value    Fun/enjoyable
No problems/

everything went
well

   Able to try out/
compare different

mattresses
   Comfortable

   Able to make a
decision/ made the

right choice

Millennials 12% 11% 10% 10% 8% 8% 5% 5% 4% 4% 4%

GenX 14% 9% 10% 2% 10% 11% 4% 7% 7% 4% 6%

Boomers 22% 13% 5% 2% 11% 13% 1% 3% 5% 4% 10%
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Overall, shopping satisfaction is tied to ease of finding the right mattress and finding the necessary information.

• Millennials are more likely than Boomers to say they were satisfied with their shopping experience because it was easy (10% vs. 5%) or fun (5% vs. 1%).

• Boomers are more likely than Millennials to mention being able to find the mattress they wanted (22% vs. 12%), good price/ value (13% vs. 8%) and 

feeling they made the right choice (10% vs. 4%).

QD8 Base: Recent Purchasers and Satisfied with Shopping and Researching Experience (Millennials N=412, GenX N=290, 

Boomers N=287)

O V E R A L L  E X P E R I E N C E



Purchase Journey: Reasons for Shopping Satisfaction

43

Millennials: Very/Somewhat Satisfied because…

“I’m feeling independent, just got this house, so shopping for 

my own mattress is on another level for me; so, yes, I feel very 

much satisfied.”

“Easy to view videos and readable content to research online. 

Able to see reviews and number of satisfied customers to 

narrow results of my choice.”

“I found exactly what I was looking for and the research was 

enlightening.”

“I was able to find all the information I needed online, as far as 

customer reviews, and ratings; I was also able to go in the store 

and try out the mattress that I liked to see if it would be a good 

fit.”

Boomers: Very/Somewhat Satisfied because…

“Got a great bed at a super low price! Wanted an old-fashioned 

mattress...no gel, foam, water, air or other weird stuff. Just a very good, 

brand name mattress at a reasonable cost. Got it!!”

“After researching online, I felt that I was getting the right mattress that 

might help with my sciatica and the salesman in the store confirmed what 

I had read.”

“We were introduced to a new option of using a hydraulic base to 

position the mattress to take pressure off our backs and better position 

ourselves to address reflux.”

“The mattress that was recommended and purchased was one that had 

extremely good reviews and a good warranty, as well as a convenient 

brick and mortar location.”

O V E R A L L  E X P E R I E N C E

QD10  Base: Satisfied with shopping experience (Millennials N=412, GenX N=290, Boomers N=287)



Purchase Journey: Reasons for Shopping Dissatisfaction
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Millennials: Very/Somewhat Dissatisfied 

because…

“Contradicting reviews and too many mattresses with almost 

the same names and appearances; or different names on 

different websites for the exact same mattress.”

“Too overwhelming with the prices, selections, and stores.” 

Boomers: Very/Somewhat Dissatisfied 

because…

“Just too much information and every retailer has a different 

name for the same mattress.  This made it impossible to 

compare the same mattress. Very frustrating.  But they do that 

on purpose so you can't compare.”

O V E R A L L  E X P E R I E N C E

QD11  Base: Dissatisfied with shopping experience (Millennials N=35, GenX N=17, Boomers N=21)



Purchase Journey: Returns/Exchanges
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More than one in ten recent buyers (12%) returned a mattress before purchasing the mattress at the end of their journey. 

Millennials are more likely to have returned a mattress as part of their journey.

Among those whose mattress was purchased 

within the last 3 months, Millennials are 

more likely than Boomers to say they are 

extremely/ very likely to return their 

mattress (38% vs. 6%).

QB12 Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)

20%

8%

6%

0% 5% 10% 15% 20%

I purchased and returned a mattress before
purchasing the mattress I have now.

Significantly different between generations

Millennials GenX Boomers

O V E R A L L  E X P E R I E N C E



Purchase Journey: Mattress Satisfaction

49% 57% 65%

33%

30%

23%

13%
6% 4%

5% 7% 8%

Millennials GenX Boomers

Very satisfied Somewhat satisfied Neither satisfied nor dissatisfied Very/Somewhat dissatisfied
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How satisfied are you with the mattress you purchased most recently?

QE6 Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)

O V E R A L L  E X P E R I E N C E

Boomers are more likely than Millennials to be very satisfied with their mattress purchase.



Purchase Journey: Reasons for Mattress Satisfaction

   Comfortable
   Good/ no
problems

   Good price/ value
   Provides good

sleep/ I am sleeping
good

   Good mattress    Fits my needs    Quality    Firm    Soft    Like the size    Works well

Millennials 27% 22% 12% 10% 8% 5% 4% 3% 3% 3% 3%

GenX 33% 14% 13% 14% 3% 9% 5% 3% 2% 3% 3%

Boomers 36% 8% 10% 22% 4% 9% 4% 6% 1% 4% 2%
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Overall, the top reasons for being satisfied with their mattress were comfort and providing a good sleeping experience.

• Millennials are more likely than Boomers to say they were satisfied because it is a good mattress (8% vs. 4%).

• Boomers are more likely than Millennials to mention comfort (36% vs. 27%) and provides good sleep (22% vs. 10%).

QE7 Base: Recent Purchasers and Satisfied with Mattress (Millennials N=493, GenX N=369, Boomers N=416)

O V E R A L L  E X P E R I E N C E



Purchase Journey: Reasons for Mattress Satisfaction
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Millennials: Very/Somewhat Satisfied 

because…

“Extremely comfortable, reasonably priced.” 

“I am extremely satisfied, because I am getting a good sleep 

better and not waking with aches as before.” 

“I would consider myself satisfied with my most recently 

purchased mattress because I purchased it for my child, and 

they sleep very well on it and end up waking up in a good mood 

from good sleep and because it's really soft.” 

“My bed helps me sleep and rest my body because of my busy 

days.” 

“I have no issues and works like a charm. Best sleep in a long 

time.”

Boomers: Very/Somewhat Satisfied 

because…

“Comfortable and I feel much better in the morning.”

“I no longer hurt when I wake up and I am not stiff anymore. It is very 

comfortable.”

“It has addressed our medical issues, we are sleeping better and feeling 

more rested during the day.”

“Very comfortable and a good price with quick delivery.”

“Price, delivery, recycle, made in USA.”

“As was for guestroom, I wanted a soft mattress and help delivering. I 

purchased near my family location and they helped me get it home and 

set it up.”

QE7  Base: Satisfied with mattress (Millennials N=493, GenX N=369, Boomers N=416)

O V E R A L L  E X P E R I E N C E



Purchase Journey: Reasons for Mattress Dissatisfaction
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Millennials: Very/Somewhat Dissatisfied 

because…

“It hurts my back sometimes maybe because it's too soft.”

“It is cheap and very uncomfortable.”

“The mattress is too firm and we can't figure out how to 

return it.”

Millennials: Very/Somewhat Dissatisfied 

because…

“It is not as comfortable as I thought it would be.”

“After less than a year, the spot on the side that I sit on to get 

into bed already has a deep dip.”

“Felt like it was sagging on the edge, I believe the memory 

foam makes me feel like that.”

QE8  Base: Dissatisfied with mattress (Millennials N=33, GenX N=30, Boomers N=38)

O V E R A L L  E X P E R I E N C E



Purchase Journey: Lessons Learned

Nothing – I would do 
everything the same 

way

Spend more time
researching and

shopping

Purchase a different
mattress type

Purchase a different
mattress brand

Choose different
mattress features

Choose a different
delivery method

Purchase from a
different store or

retailer

Spend less time
researching and

shopping
Not sure

Millennials 29% 19% 17% 16% 16% 15% 15% 13% 10%

GenX 49% 12% 14% 9% 8% 5% 9% 7% 12%

Boomers 60% 10% 6% 4% 6% 2% 4% 4% 16%
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What, if anything, would you do differently the next time you need to purchase a mattress? 

• 6 in 10 Boomers said they would make their next mattress purchase the same way as this one.

• Just 3 in 10 Millennials said they would make their next mattress purchase the same way. 2 in 10 said next time they will spend more time 

researching and shopping.

QE11 Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)

O V E R A L L  E X P E R I E N C E

62% of Millennials expect to keep their 

mattress less than 10 years (vs. 31% of 

Boomers)

In contrast, 47% of Boomers expect to keep 

their mattress 10+ years (vs. 15% of Millennials



Purchase Journey: Sleep Satisfaction

20% 17% 19%

31%
32% 34%

18% 15%
14%

31%
35%

32%

Millennials GenX Boomers

Very satisfied Somewhat satisfied Neither satisfied nor dissatisfied Very/Somewhat dissatisfied
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In general, how satisfied are you with the quality of your sleep?

QA4 Base: Recent Purchasers (Millennials N=602, GenX N=426, Boomers N=473)

O V E R A L L  E X P E R I E N C E

Overall, half (51%) of recent purchasers are very or somewhat satisfied with the quality of their sleep.



Recap: The Millennial Buyer’s Journey

• Top triggers are wanting to upgrade 

and previous mattress being too old; 

more likely to mention life event 

change

• Top emotions are anticipation and 

optimism

• Feel knowledgeable about mattresses, 

especially size and where to buy

52

• Involve others in shopping

• Initially use online information 

channels, such as web searches and 

user reviews and ratings; less likely 

than Boomers to use in-store 

displays

• Interested in information on size 

and price

• Seek less information than Boomers

• Top emotions are optimism, 

anticipation, serenity and joy; less 

likely than Boomers to experience 

joy or confusion

• Typically consider two different 

mattresses; consider fewer 

mattresses than Boomers

• Use online information channels, 

such as web searches and user 

reviews and ratings; less likely than 

Boomers to use in-store displays

• Interested in information on size, 

price and mattress qualities

• Top emotions are optimism, 

anticipation and feeling 

overwhelmed; more likely than 

Boomers to feel anticipation and 

trust

• Top emotion is anticipation; less likely than 

Boomers to feel joy

• Top reasons for selection are price and 

size; mention fewer reasons than Boomers

• Feel knowledgeable about size, where to 

buy, types, prices and brands and new 

technology

• Enjoyed the shopping experience – more 

so than Boomers

• More likely than Boomers to have returned 

a mattress as part of journey

• Less likely to be satisfied with mattress

• Expect to keep mattress less than 10 years

• Would do things differently the next time

P U R C H A S EE V A L U A T I O N / C O N S I D E R A T I O NE X P L O R A T I O NT R I G G E R



Purchase Journey by 
Mattress Satisfaction
TR IGGER  EXPLOR ATION  CON SIDERATION/EVALUATION  PURCHASE
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D E T A I L E D  F I N D I N G S



Very Satisfied 

with Mattress, 

56%

Somewhat 

Satisfied with 

Mattress, 29%

Less than 

Satisfied with 

Mattress, 15%

Recent Purchasers

Mattress Satisfaction Segments
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QE6 Base: Recent Purchasers (N=1501)



Very satisfied mattress purchasers are more likely than others to 
have shopped by themselves

50% 5% 6% 43%56% 7% 7% 34%52% 13% 7% 35%

My spouse/partner My parents My child(ren) No one else – only myself

Who else, if anyone, was involved in shopping for this mattress? 

Very Satisfied with Mattress Somewhat Satisfied with Mattress Less than Satisfied with Mattress

QB13 Base: Recent Purchasers (Very Satisfied N=846, Somewhat Satisfied N=432, Less than Satisfied N=223)
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In general, journey length does not differ by 
mattress satisfaction

34% 26% 31%

42%

47%
37%

22% 25%
26%

Very Satisfied with

Mattress

Somewhat Satisfied

with Mattress

Less than Satisfied

with Mattress

Overall, how long a time period did the researching, shopping and 
purchasing process for a new mattress take? 

Less than a week 1-4 weeks 1 month or more

31% 40% 31%

There was a period of time of one week or more when I was not researching or shopping for a

mattress.

% Yes

Very Satisfied with Mattress Somewhat Satisfied with Mattress

Less than Satisfied with Mattress

QB11, QB12 and C5 Base: Recent Purchasers (Very Satisfied N=846, Somewhat Satisfied N=432, Less than Satisfied N=223)

16% of buyers “just make the 

purchase” and not explore, 

evaluate or seriously consider 

options as part of their journey.
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Most journeys are prompted by issues with their 
prior mattress

4%

4%

12%

22%

24%

31%

40%

67%

Other

Warranty

Recommendation/ Experience with another mattress

Sales/ advertising

Life/ household event change

Health/ medical

Desire for new mattress size, type, features

Issues with prior mattress

What prompted you to begin shopping for a new mattress?
(Categories of Trigger Events)

QC1 Base: Recent Purchasers (N=1501)

Those Very Satisfied with their mattress are more likely to begin 

shopping because of the following types of trigger events:

• Issues with prior mattress (69% vs. 61%)

• Desire for new mattress features (42% vs. 30%)

T R I G G E R  P H A S E
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Overall, the most common trigger events are a previous 
mattress being too old, not providing a good night’s 
sleep or sagging

Not good night’s 
sleep on 
previous 
mattress

Previous
mattress being

too old

The previous
mattress sagging

Wanting to
upgrade to a

better mattress

Waking up with
a sore back or
stiff muscles

A sale or special
offer

Uncomfortable
coils/springs in

old mattress

Wanting a
bigger mattress

The previous
mattress being
too soft -- not

firm

Moving to a new
house or

apartment

Wanting to try a
new mattress

technology

The previous
mattress having

many stains
Body changes

Redecorating or
changing

furniture in
bedroom

Very Satisfied 28% 27% 26% 26% 25% 15% 15% 13% 13% 12% 11% 10% 9% 9%

Somewhat Satisfied 23% 25% 23% 23% 23% 14% 16% 16% 10% 13% 9% 7% 6% 10%

Less than Satisfied 20% 20% 21% 20% 23% 14% 14% 10% 12% 15% 3% 6% 11% 5%

Top Trigger Events

QC1 Base: Recent Purchasers (Very Satisfied N=846, Somewhat Satisfied N=432, Less than Satisfied N=223)

T R I G G E R  P H A S E
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Very satisfied purchasers’ top triggers are 
previous mattress not providing a good night’s 
sleep or being too old 

QC1 Base: Recent Purchasers (Very Satisfied N=846, Somewhat Satisfied N=432, Less than Satisfied N=223)

Top 5 Trigger Events Very Satisfied vs. Less than Satisfied 

Very Satisfied with Mattress Less than Satisfied with Mattress

1. Previous mattress not providing a good night’s sleep 1. Waking up with a sore back/ stiff muscles

2. Previous mattress reached a certain age/ too old 2. Previous mattress sagging

3. Previous mattress sagging 3. Previous mattress not providing a good night’s sleep

4. Wanting to upgrade to a better mattress 4. Previous mattress reached a certain age/ too old

5. Waking up with a sore back/ stiff muscles 5. Wanting to upgrade to a better mattress

T R I G G E R  P H A S E
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Trigger Emotions

Optimism Joy Serenity Anticipation Overwhelmed Acceptance Trust Empowered Apprehension Surprise Interest Pride Confused Annoyance Vigilance Disgust Sadness Boredom Anger Fear

Very Satisfied 24% 23% 22% 17% 11% 9% 7% 6% 5% 5% 4% 4% 4% 4% 2% 2% 1% 1% 1% 1%

Somewhat Satisfied 22% 18% 13% 17% 16% 5% 7% 6% 7% 5% 5% 4% 6% 10% 2% 1% 2% 2% 1% 1%

Less than Satisfied 15% 10% 9% 17% 14% 6% 9% 5% 8% 2% 5% 6% 5% 8% 4% 3% 2% 4% 4% 3%

What emotions were you experiencing at the time that you decided to start looking for a new mattress?
(Top Emotions)

QC3 Base: Recent Purchasers (Very Satisfied N=846, Somewhat Satisfied N=432, Less than Satisfied N=223)

At the start of the journey….

• Very satisfied purchasers are more likely than 

less than satisfied purchasers to experience 

positive emotions (74% vs. 60%), including 

optimism (24% vs. 15%), joy (23% vs. 10%) and 

serenity (22% vs. 9%).

• Less than satisfied purchasers are more likely 

than very satisfied purchasers to experience 

negative emotions (41% vs. 24%), including 

annoyance (8% s. 4%), anger (4% vs. 1%), 

boredom (4% vs. 1%), and fear (3% vs. 1%).

T R I G G E R  P H A S E
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Mattress Satisfaction



Exploration: Information Channels

In-store
displays of
mattresses

Web search
Customer/ User

reviews

Mattress
manufacturer

website

Customer/ User
ratings

Brick-and-
mortar retailer

websites

Online only
retailer

websites

Store
employees

Family /
Friend(s) -

Offline

Professional
reviews/
ratings

Online videos TV Social media
Mattress

manufacturer
pamphlet

In-store
pamphlets

Very Satisfied 39% 36% 31% 29% 28% 25% 25% 23% 20% 15% 12% 11% 10% 9% 8%

Somewhat Satisfied 33% 31% 26% 21% 20% 16% 26% 24% 23% 14% 11% 13% 7% 10% 10%

Less than Satisfied 25% 28% 20% 15% 21% 20% 19% 23% 12% 10% 10% 6% 7% 9% 11%

• Those most satisfied with their new mattress utilize an average of 

nearly 4 information sources during their exploration, significantly 

more than those who were less than satisfied, who utilized an 

average of nearly 3 information sources during their exploration.

• Those very satisfied with their new mattress are most likely to 

utilize in-store displays, web searches and customer reviews.

• Those less than satisfied with their new mattress are most likely to 

use web searches, in-store displays and store employees.

QC6 Base: Recent Purchasers and Explored/Compared/Considered (Very Satisfied N=714, Somewhat Satisfied N=374, Less than Satisfied N=177)

Which of the following did you use during your process of exploring mattresses?
(Top Information Channels) 

E X P LO R AT I O N  P H A S E
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Exploration: First Step

Web search
In-store displays

of mattresses
Online only

retailer websites

Family /
Friend(s) -

Offline

Mattress
manufacturer

website

Brick-and-
mortar retailer

websites
Store employees

Customer/ User
reviews

Professional
reviews/ratings

Customer/ User
ratings

TV Social media
Mattress

manufacturer
pamphlet

In-store
pamphlets

Very Satisfied 21% 14% 11% 8% 7% 5% 5% 4% 4% 4% 3% 2% 1% 1%

Somewhat Satisfied 17% 16% 11% 10% 5% 4% 5% 5% 4% 2% 5% 2% 3% 2%

Less than Satisfied 16% 11% 9% 5% 6% 7% 5% 6% 2% 3% 2% 4% 4% 4%

Very satisfied purchasers and those 

less satisfied are both most likely to 

first utilize web searches as their 

first step in their exploration.

QC8 Base: Recent Purchasers and Explored/Compared/Considered (Very Satisfied N=714, Somewhat Satisfied N=374, Less than Satisfied N=177)

Which source of information did you use first?
(Top Information Channels) 

E X P LO R AT I O N  P H A S E
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Exploration: Information 
Sought

Mattress size
Price or price
comparisons

Mattress type
Mattress
qualities

Sales,
discounts and

promotions

Mattress
durability

Free delivery
Mattress

inside
materials

Warranty
Mattress

brand
reputation

Mattress
sleep/ health

benefits
Store location

Mattress
technology/
innovation

Retailer
reputation

Mattress
outside/ cover

materials

Retailer return
policies

Very Satisfied 53% 50% 48% 45% 40% 39% 37% 35% 35% 33% 25% 25% 23% 23% 17% 17%

Somewhat Satisfied 44% 43% 37% 38% 36% 32% 35% 25% 22% 24% 19% 23% 17% 16% 11% 16%

Less than Satisfied 41% 44% 34% 26% 30% 25% 36% 24% 20% 21% 11% 18% 12% 12% 9% 14%

Information looked for or used when exploring mattresses
(Top types of information)

• On average, those very satisfied with their new mattress 
seek more types of information during the exploration 
phase (7 vs. 5 types).

• Very satisfied purchasers most often seek information 
on mattress size, price, type, and qualities.

• Less satisfied purchasers most often seek information 
about price, mattress size, and free delivery.

QC10 Base: Recent Purchasers and Explored/Compared/Considered (Very Satisfied N=714, Somewhat Satisfied N=374, Less than Satisfied N=177)

E X P LO R AT I O N  P H A S E
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Exploration Emotions

Optimism Joy Serenity Anticipation Trust Overwhelmed Acceptance Empowered Pride Apprehension Surprise Confused Interest Vigilance Annoyance

Very Satisfied 27% 24% 22% 15% 12% 11% 10% 7% 6% 6% 5% 5% 4% 3% 2%

Somewhat Satisfied 21% 17% 16% 13% 10% 19% 9% 7% 7% 8% 8% 9% 3% 2% 6%

Less than Satisfied 17% 13% 9% 12% 7% 15% 10% 6% 5% 12% 10% 9% 4% 2% 4%

What emotions were you experiencing when you were exploring options for your mattress purchase?

(Top Emotions)

QC12 Base: Recent Purchasers and Explored/Compared/Considered (Very Satisfied N=714, Somewhat Satisfied N=374, Less than Satisfied N=177)

During exploration…

• Very satisfied purchasers are more likely than 

less than satisfied purchasers to experience 

positive emotions (78% vs. 59%), including 

optimism (27% vs. 17%), joy (24% vs. 13%) and 

serenity (22% vs. 9%).

• Less than satisfied purchasers are more likely 

than very satisfied purchasers to feeling 

negative emotions (43% vs. 23%), including 

apprehension (12% vs. 6%), confused (9% vs. 

5%) and annoyance (4% vs. 2%).

E X P LO R AT I O N  P H A S E
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Half of those very satisfied with their purchased seriously considered 
only two mattresses; those less satisfied with their mattress are more 
likely to consider three or more

14% 16% 16%

50% 45% 40%

36%
40%

44%

Very Satisfied with Mattress Somewhat Satisfied with Mattress Less than Satisfied with Mattress

One Two Three or more

QD4 Base: Recent Purchasers and Explored/Compared/Considered (Very Satisfied N=714, Somewhat Satisfied N=374, Less than Satisfied N=177)

How many different mattresses did you seriously consider before selecting the mattress that you purchased?

C O N S I D E R AT I O N  A N D  E VA LUAT I O N  P H A S E
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Evaluation/Comparison: 
Information Channels

In-store
displays of
mattresses

Customer/ User
reviews

Web search
Store

employees
Customer/ User

ratings

Online only
retailer

websites

Mattress
manufacturer

website

Family /
Friend(s) -

Offline

Brick-and-
mortar retailer

websites

Professional
reviews/
ratings

Online videos Social media
Mattress

manufacturer
pamphlet

TV
In-store

pamphlets

Very Satisfied 39% 31% 29% 25% 25% 23% 22% 15% 15% 13% 11% 9% 9% 7% 7%

Somewhat Satisfied 32% 27% 26% 23% 20% 18% 16% 12% 14% 11% 7% 9% 8% 10% 11%

Less than Satisfied 26% 24% 22% 20% 18% 18% 17% 15% 14% 10% 7% 7% 9% 5% 9%

• Those most satisfied with their new mattress and 

seriously considered at least two mattresses utilize 

more information channels (3.2 average ) during 

their comparison/evaluation stage than those who 

are less than satisfied (2.6 average).

• Those most satisfied with their new mattress are 

significantly more likely to utilize in-store displays 

than those who are less than satisfied with their new 

mattress.

QD5 Base: Recent Purchasers and Seriously Considered Two+ Mattresses (Very Satisfied N=613, Somewhat Satisfied N=315, Less than Satisfied N=148)

What sources of information did you use when you were evaluating and comparing 
options among the mattresses that you were seriously considering? 

C O N S I D E R AT I O N  A N D  E VA LUAT I O N  P H A S E
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Evaluation/Comparison: 
Information Sought

Mattress size
Price or price
comparisons

Mattress
qualities

Mattress type
Mattress
durability

Free delivery
Mattress

inside
materials

Sales,
discounts and
promotions

Mattress
brand

reputation
Warranty

Mattress
sleep/ health

benefits
Store location

Retailer
reputation

Mattress
technology/
innovation

Mattress
outside/ cover

materials

Mattress
origins

Very Satisfied 46% 44% 43% 40% 37% 34% 33% 33% 29% 28% 25% 19% 19% 17% 17% 14%

Somewhat Satisfied 36% 39% 31% 32% 30% 29% 24% 30% 19% 21% 16% 19% 14% 14% 12% 8%

Less than Satisfied 34% 36% 28% 29% 20% 34% 20% 28% 16% 27% 16% 11% 9% 14% 10% 8%

Information looked for or used when evaluating and comparing options
(Top Types of Information)

• Those very satisfied with their new mattress most 

frequently seek information on mattress size, price, 

qualities, type, and durability.

• Those less than satisfied with their new mattress most 

frequently seek information on price, free delivery, 

mattress size, and mattress qualities.

QD6 Base: Recent Purchasers and Seriously Considered Two+ Mattresses (Very Satisfied N=613, Somewhat Satisfied N=315, Less than Satisfied N=148)

C O N S I D E R AT I O N  A N D  E VA LUAT I O N  P H A S E
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Evaluation/Comparison: 
Emotions

Optimism Joy Serenity Anticipation Overwhelmed Trust Acceptance Pride Empowered Apprehension Surprise Interest Confused Vigilance Annoyance

Very Satisfied 25% 22% 18% 15% 12% 11% 9% 8% 8% 7% 5% 5% 5% 3% 2%

Somewhat Satisfied 23% 15% 13% 10% 16% 11% 10% 7% 7% 9% 8% 5% 9% 2% 5%

Less than Satisfied 16% 15% 8% 9% 19% 7% 8% 2% 5% 11% 5% 5% 9% 3% 8%

What emotions were you experiencing when you were evaluating and comparing options among these mattresses?
(Top Emotions)

QD7 Base: Recent Purchasers and Seriously Considered Two+ Mattresses (Very Satisfied N=613, Somewhat Satisfied N=315, Less than Satisfied N=148)

During evaluation and comparison…

• Very satisfied purchasers are 

more likely than less than 

satisfied purchasers to 

experience positive emotions 

(77% vs. 56%), including 

optimism (25% vs. 16%), joy 

(22% vs. 15%) and serenity (18% 

vs. 8%).

• Less than satisfied purchasers 

are more likely than very 

satisfied purchasers to feeling 

negative emotions (50% vs. 

24%), including overwhelmed 

(19% vs. 12%), confused (9% vs. 

5%) and annoyance (8% vs. 2%).

C O N S I D E R AT I O N  A N D  E VA LUAT I O N  P H A S E
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Purchase: Emotions

Anticipation Joy Serenity Trust Optimism Empowered Acceptance Pride Interest Overwhelmed Apprehension Confused

Very Satisfied 27% 17% 16% 14% 14% 12% 11% 10% 8% 4% 2% 1%

Somewhat Satisfied 21% 15% 18% 10% 15% 8% 17% 8% 4% 6% 6% 2%

Less than Satisfied 14% 14% 13% 8% 7% 7% 10% 6% 7% 5% 9% 6%

Now, think about when you made the decision to purchase the mattress that you selected. How did you feel during that time?
(Top Emotions)

QE1 Base: Recent Purchasers (Very Satisfied N=846, Somewhat Satisfied N=432, Less than Satisfied N=223)

At the time of their selection decision…

• Very satisfied purchasers are more likely than less than satisfied 

purchasers to experience positive emotions (83% vs. 59%), including 

anticipation (27% vs. 14%), trust (14% vs. 8%), and optimism (14% vs. 7%).

• Less than satisfied purchasers are more likely than very satisfied 

purchasers to feeling negative emotions (33% vs. 9%), including 

apprehension (9% vs. 2%) and confused (6% vs. 1%). 

P U R C H A S E  P H A S E
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Purchase: 
Selection Criteria

Mattress size
Price or price
comparisons

Mattress
qualities

Mattress type
Sales,

discounts and
promotions

Free delivery
Mattress
durability

Mattress
brand

reputation
Warranty

Mattress
inside

materials
Store location

Mattress
sleep/health

benefits

Retailer
reputation

Mattress
technology/
innovation

Mattress
origins

Very Satisfied 41% 39% 34% 32% 31% 30% 28% 26% 21% 21% 21% 21% 20% 15% 11%

Somewhat Satisfied 36% 37% 24% 21% 30% 30% 20% 14% 16% 17% 20% 15% 14% 10% 7%

Less than Satisfied 27% 31% 17% 20% 19% 22% 15% 15% 12% 8% 18% 11% 9% 8% 7%

Why did you purchase this mattress?
(Top Reasons)

• Those very satisfied with their new mattress specify 

a variety of selection criteria, especially mattress 

size, price, qualities, type, sales, free delivery, 

durability, and mattress brand reputation.

• Those less than satisfied with their new mattress 

mentioned fewer reasons for selection, but most 

frequently make their mattress purchase based on 

price, mattress size and free delivery.

QE3 Base: Recent Purchasers (Very Satisfied N=846, Somewhat Satisfied N=432, Less than Satisfied N=223)

P U R C H A S E  P H A S E
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Knowledge at Purchase Stage

89%

73%

69%

62%

59%

53%

Size information

Where to buy a mattress

Mattress types

Prices for new mattresses

Mattress brands

New technology or features

Very Satisfied with Mattress

At the end of the purchase journey, those very satisfied with their new mattress considered themselves significantly more 

knowledgeable about all aspects of mattresses compared to those who were less than satisfied with their new mattress.

Less than Satisfied with Mattress 

57%

36%

33%

28%

27%

25%

Size information

Prices for new mattresses

Where to buy a mattress

Mattress types

Mattress brands

New technology or features

QE1A Base: Recent Purchasers (Very Satisfied N=846, Somewhat Satisfied N=432, Less than Satisfied N=223)

At the time you purchased your mattress, how knowledgeable did you feel about each of the following?

% Extremely/ Very Knowledgeable

O V E R A L L  E X P E R I E N C E
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Shopping Enjoyment and Satisfaction

42% 12% 13%

44%

55% 33%

12%

27%

44%

2%
6%

10%

Very Satisfied with Mattress Somewhat Satisfied with

Mattress

Less than Satisfied with Mattress

Overall, how much did you enjoy shopping for this mattress? (by Mattress 
Satisfaction)

A lot A little Not much Not at all

60% 12% 10%

31%

64% 20%

7%

21%

44%

2% 4%

25%

Very Satisfied with Mattress Somewhat Satisfied with Mattress Less than Satisfied with Mattress

Overall, how satisfied were you with your experience researching and shopping for 
this mattress? (by Mattress Satisfaction)

Very Satisfied Somewhat Satisfied Neither satisfied nor dissatisfied Very/ somewhat dissatisfied

QD8 and D9 Base: Recent Purchasers and Explored/Compared/Considered (Very Satisfied N=714, Somewhat Satisfied N=374, Less than 

Satisfied N=177)

Those very satisfied with their mattress are more likely to have enjoyed shopping for their purchase 

compared to those who are less than satisfied with their mattress.

O V E R A L L  E X P E R I E N C E
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   Able to find the
mattress I wanted

Like the mattress    Good price/value
   Able to find the
information I was

looking for
   Easy

   Able to make a
decision/ made
the right choice

   Able to try out/
compare different

mattresses

   Good/ great
(unspecified)

   Fun/ enjoyable
No problems/

everything went
well

   Good service/
customer service

   Comfortable

Very Satisfied 17% 12% 11% 11% 9% 7% 6% 4% 4% 4% 4% 4%

Somewhat Satisfied 11% 7% 7% 10% 7% 4% 4% 7% 2% 6% 1% 4%

Less than Satisfied 15% 2% 7% 15% 4% 6% 4% 7% 4% 2% 2% 6%
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Purchase Journey: Reasons for Shopping Satisfaction

• Those who are very satisfied with their mattress purchase are more likely than 

others to say they were satisfied with their shopping experience because they like 

their mattress (12% vs. 7% vs. 2%).

O V E R A L L  E X P E R I E N C E

QD10 Base: Recent Purchasers and Satisfied with Shopping Experience (Very Satisfied N=653, Somewhat Satisfied N=282, Less than Satisfied 

N=54)



Purchase Journey: Reasons for Shopping Satisfaction
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Very/Somewhat Satisfied because…

“Had a wide variety of brands to look at the store displays, and 

employees were great to work with, and the information online 

was easy to find and sort through and compare”

“I got satisfaction from knowing I was doing my homework in 

order to get the best mattress for the best price possible.”

“Store that I purchased mattress had great employees. Gave 

me several options to try. Didn't push. Let me come back 

several times to retry mattresses. Quick delivery once decision 

was made.”

Very/Somewhat Dissatisfied because…

“It took a long time to find a mattress with all the criteria I was looking for.”

“Too many high-pressure salesmen. Not enough personal care from 

salespeople. Felt like shopping in a stereotypical used car lot with the salesman 

breathing down my neck to buy anything just to get my money.”

“Advertised prices never included all of the extra's, which came close to 

doubling the cost.  Mattress size turned out to be slightly irregular - retailer 

never revealed this, so sheets don't fit well.  Delivery was not done well - lots of 

wall and door dings in that process.  Lastly, the  free  pillows were pretty much 

worthless.”

“It was all very confusing and it turned out we made the wrong choice! And 

hate the mattress we have and couldn’t return it. We’re stuck with it”

O V E R A L L  E X P E R I E N C E

QD10 Base: Satisfied with shopping experience (N=989)

QD11 Base: Dissatisfied with shopping experience (N=73)



Purchase Journey: Returns/Exchanges

Satisfaction not related to having returned a mattress during the journey

11%

13%

15%

I purchased and returned a mattress before

purchasing the mattress I have now.

Very Satisfied with Mattress Somewhat Satisfied with Mattress Less than Satisfied with Mattress

Among those whose mattress was purchased within 

the last 3 months, those who are very satisfied with 

their mattress are more likely than those who are 

less than satisfied to say they are not likely to return 

their mattress (75% vs. 51%).

QB12 Base: Recent Purchasers (Very Satisfied N=846, Somewhat Satisfied N=432, Less than Satisfied N=223)

O V E R A L L  E X P E R I E N C E
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Purchase Journey: Lessons Learned

Nothing – I would do 
everything the same 

way

Spend more time
researching and

shopping

Purchase a different
mattress type

Purchase a different
mattress brand

Choose different
mattress features

Choose a different
delivery method

Purchase from a
different store or

retailer

Spend less time
researching and

shopping
Not sure

Very Satisfied 59% 11% 8% 8% 8% 8% 8% 8% 11%

Somewhat Satisfied 30% 19% 15% 12% 12% 9% 9% 9% 15%

Less than Satisfied 19% 18% 26% 17% 15% 9% 18% 10% 12%

• 6 in 10 of those very satisfied with their new mattress said they would make their 

next mattress purchase the same way as this one.

• Just 2 in 10 of those less than satisfied with their new mattress said they would 

make their next mattress purchase the same way. One-quarter would purchase a 

different mattress type.

QE11 Base: Recent Purchasers (Very Satisfied N=846, Somewhat Satisfied N=432, Less than Satisfied N=223)

What, if anything, would you do differently the next time you need to purchase a mattress?

• 29% of those less than satisfied with their mattress 

expect to keep it less than 5 years (vs. 18% of 

those very satisfied).

• In contrast, 34% of those very satisfied with their 

mattress expect to keep it 10+ years (vs. 18% of 

those less than satisfied).

O V E R A L L  E X P E R I E N C E
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Purchase Journey: Sleep Satisfaction

27% 10% 5%

32%

37%
22%

11%

19%

30%

30%
34%

41%

Very Satisfied with Mattress Somewhat Satisfied with Mattress Less than Satisfied with Mattress

Very satisfied with sleep Somewhat satisfied with sleep Neither satisfied nor dissatisfied with sleep Very/Somewhat dissatisfied with sleep

In general, how satisfied are you with the quality of your sleep?

QA4 Base: Recent Purchasers (Very Satisfied N=846, Somewhat Satisfied N=432, Less than Satisfied N=223)

Those very satisfied with their mattress purchase are also most likely to be satisfied with the quality of their sleep.

O V E R A L L  E X P E R I E N C E
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Recap: The Very Satisfied Mattress Purchaser’s Journey

• Top triggers are not getting a good 

night’s sleep and previous mattress 

being too old or sagging; more 

likely to mention desire for new 

mattress features

• Top emotions are optimism, joy and 

serenity

78

• Many shopped by themselves

• More likely than others to Initially 

use in-store displays; use more 

channels than others

• Interested in information on size, 

price, type and qualities

• Seek more information than 

others

• Top emotions are optimism, joy 

and serenity; less likely than 

others to experience negative 

emotions

• Typically considering two different 

mattresses; less likely than others 

to consider three or more 

mattresses

• Use in-store displays and customer 

reviews; use more channels than 

others

• Interested in information on size, 

price and mattress qualities

• Top emotions are optimism and 

joy; less likely than others to feel 

overwhelmed

• Top emotion is anticipation

• Top reasons for selection are size, 

price, qualities and type; mention 

more reasons than others

• Feel knowledgeable about size, where 

to buy, types, prices and brands and 

new technology

• Enjoyed the shopping experience –

more so than others

• Expect to keep mattress less than 10 

years

• Satisfied with quality of sleep

• Would do things the same the next 

time

P U R C H A S EE V A L U A T I O N / C O N S I D E R A T I O NE X P L O R A T I O NT R I G G E R













Appendix
PERSONAL & HOUSEHOLD DEMOGRAPHICS OF  R ECENT MAT TRESS PURCHASERS
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Demographic Profile

TOTAL GENERATION MATTRESS SATISFACTION

(N=1501)

Millennials

(N=602)

GenX

(N=426)

Boomers

(N=473)

Very Satisfied with 

Mattress (N=846)

Somewhat

Satisfied with 

Mattress 

(N=432)

Less than

Satisfied with 

Mattress 

(N=223)

Age

18-39 40% 100% - - 35% 46% 49%

40-54 28% - 100% 29% 29% 26%

55+ 32% - - 100% 36% 25% 26%

Gender

Male 38% 34% 40% 42% 37% 40% 41%

Female 62% 66% 59% 58% 63% 60% 59%

Other <1% <1% <1% 0% <1% 0% 0%



Demographic Profile

TOTAL GENERATION MATTRESS SATISFACTION

(N=1501)

Millennials

(N=602)

GenX

(N=426)

Boomers

(N=473)

Very Satisfied with 

Mattress (N=846)

Somewhat

Satisfied with Mattress 

(N=432)

Less than

Satisfied with Mattress 

(N=223)

Region

Northeast 17% 15% 18% 19% 17% 18% 15%

South 39% 42% 40% 35% 40% 36% 42%

Midwest 21% 20% 19% 25% 21% 21% 22%

West 23% 24% 23% 21% 22% 25% 22%

Metro Status

Urban 32% 40% 34% 21% 33% 32% 27%

Suburban 48% 43% 46% 56% 46% 49% 52%

Rural 20% 17% 20% 23% 21% 19% 20%
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Demographic Profile

TOTAL GENERATION MATTRESS SATISFACTION

(N=1501)

Millennials

(N=602)

GenX

(N=426)

Boomers 

(N=473)

Very Satisfied 

with Mattress 

(N=846)

Somewhat

Satisfied with 

Mattress 

(N=432)

Less than

Satisfied with 

Mattress 

(N=223)

Race/Ethnicity

White (Non-Hispanic) 59% 47% 59% 74% 61% 59% 52%

Black or African-American 15% 18% 15% 11% 17% 10% 16%

Hispanic 17% 24% 15% 9% 15% 17% 23%

Asian or Pacific Islander 6% 7% 8% 3% 4% 10% 5%

Native American or Alaskan Native 1% 1% 1% 1% 1% 1% 1%

Mixed Race 2% 2% 1% 1% 2% 1% 1%

Other 1% <1% 1% 1% 1% 1% 2%

87



Demographic Profile

TOTAL GENERATION MATTRESS SATISFACTION

(N=1501)

Millennials

/Gen Z

(N=602)

GenX

(N=426)

Boomers/

Greatest

Generation

(N=473)

Very Satisfied with 

Mattress (N=846)

Somewhat

Satisfied with 

Mattress 

(N=432)

Less than

Satisfied with 

Mattress 

(N=223)

Household Income

Less than $50,000 44% 51% 39% 39% 45% 36% 54%

$50,000 - $99,000 32% 33% 32% 31% 32% 35% 27%

$100,000+ 22% 16% 27% 24% 21% 26% 16%

Education

Less than High School 3% 3% 4% 1% 3% 1% 6%

High School graduate 19% 23% 16% 16% 20% 15% 23%

Technical or Vocational school 5% 5% 5% 4% 4% 5% 9%

Some college 24% 25% 21% 27% 25% 22% 25%

College graduate 33% 32% 36% 31% 33% 39% 24%

Post-graduate education 16% 12% 18% 21% 16% 19% 13%
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Demographic Profile

TOTAL GENERATION MATTRESS SATISFACTION

(N=1501)

Millennials

(N=602)

GenX

(N=426)

Boomers

(N=473)

Very Satisfied with 

Mattress (N=846)

Somewhat

Satisfied with 

Mattress 

(N=432)

Less than

Satisfied with 

Mattress 

(N=223)

Marital Status

Married 53% 48% 55% 58% 54% 53% 48%

Single 25% 37% 22% 12% 23% 28% 25%

Divorced 10% 2% 12% 16% 11% 7% 10%

Separated 1% 1% 1% 1% 1% 0% 1%

Widowed 3% 1% 2% 8% 3% 3% 4%

Live with significant other 8% 12% 8% 5% 7% 9% 13%

Children under 18 in HH

0 58% 37% 53% 88% 60% 57% 52%

1 or more 42% 63% 47% 88% 40% 43% 48%
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Demographic Profile

TOTAL GENERATION MATTRESS SATISFACTION

(N=1501)

Millennials

(N=602)

GenX

(N=426)

Boomers

(N=473)

Very Satisfied 

with Mattress 

(N=846)

Somewhat

Satisfied with 

Mattress 

(N=432)

Less than

Satisfied with 

Mattress 

(N=223)

Employment

Employed Full-Time 48% 57% 60% 25% 46% 54% 42%

Employed Part-Time 11% 13% 9% 10% 10% 12% 12%

Unemployed, looking for work 4% 5% 5% 3% 5% 2% 5%

Home-maker 14% 19% 15% 5% 13% 13% 18%

Retired 21% 1% 9% 57% 24% 16% 21%

Student 2% 4% 1% 0% 2% 3% 2%
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Demographic Profile

TOTAL GENERATION MATTRESS SATISFACTION

Total 

(N=1501)

Millennials

(N=602)

GenX

(N=426)

Boomers

(N=473)

Very Satisfied 

with Mattress 

(N=846)

Somewhat

Satisfied with 

Mattress 

(N=432)

Less than

Satisfied with 

Mattress 

(N=223)

Frequency of using social networks

Multiple times a day 51% 66% 50% 34% 55% 48% 43%

Once a day 17% 13% 18% 21% 16% 18% 18%

Less than once a day 19% 15% 21% 22% 16% 21% 24%

Smartphone Usage

Yes, own a smartphone and use apps 85% 93% 90% 71% 86% 88% 78%

Yes, own a smartphone but do not use 

apps
8% 5% 6% 14% 7% 9% 11%

No, do not own a smartphone 6% 1% 4% 13% 6% 3% 10%
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