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Ecommerce Tools 
Size of Digital Prize

Source: SSB 2023 Consumer Journey Study, SSB Internal Estimates, Traqline L4Q ending Q1 2025

17 Billion Projected size of the total mattress market in 2025 (retail dollars)

52% Percentage of total mattress purchases made online (~$6B)

93% Percentage of customers who engaged digitally while shopping for a mattress

52% Percentage of customers who spent 3+ hours researching online during their shopping journey

89% Percentage of in-store mattress purchases that used digital touchpoints during the journey

CONFIDENTIAL This document contains proprietary information intended only for authorized users of   
Serta Simmons Bedding, LLC. Do not copy, distribute, or disclose without permission.



CONFIDENTIAL This document contains proprietary information intended only for authorized users of   
Serta Simmons Bedding, LLC. Do not copy, distribute, or disclose without permission.

Ecommerce Tools 
What information are customers seeking?
Customers use google search and retailer 
sites to learn…

• Prior to store visit: 
• General mattress education 
• Who sells mattresses and 

where their stores are located
• Product assortment by store

• Before purchase conversion
• Pricing
• Reviews
• Features & benefits

Info Consumers Research Online
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29%

27%
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Pricing

Sales or discounts

Mattress construction (foam, springs, etc.)

Features/benefits of the mattress

Online reviews from people who purchased mattresses

Brand reputation and history

Delivery process

Warranties

Product ratings & reviews on manufacturer or retailer

Sustainability



Role of B&M Store
In-store visits are to touch/feel 
mattresses and compare prices.

Role of Online
For price comparison, reviews,
and preparation before store visits.

Ecommerce Tools Online and in-store research play 
distinct but overlapping roles

used a 
smartphone

in-store

49%

Mainly for:
• Comparing prices (22%)
• Reading reviews (22%)
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35%

44%

47%

Learning more about my personal
preferences

Comparing features across mattress
models

Getting input from a sales associate

Comparing different brands of
mattresses

Comparing different types of
mattresses (foam, spring, etc.)

Narrowing down my search

Comparing prices

Actually feeling/touching mattresses
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31%

31%
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46%

Let me read objective third party 
reviews and ratings

Let me get more or better 
information …

Able to educate myself on different 
types …

Able to educate myself on 
different mattress models

Able to educate myself on 
different brands of mattresses

Let me be more prepared 
when I went to the store

Let me read online reiews from 
people who purchased mattresses

Most convenient way to do 
research

Price comparison

Source: SSB 2023 Consumer Journey Study
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Ecommerce Tools 
SSB Best-In-Class Digital Fundamentals
It’s critical to establish a best-in-class on-site experience:

• Clearly communicate why customers should shop at your store

• Create an easier shopping experience with fewer clicks

• Increase brand and assortment awareness

Optimize the 
Basics

• Strong product detail pages 
(PDPs)

• Customer reviews
• Rich content

Drive Traffic
• Focus on sustainable, 

unpaid growth
• Media optimization

Convert 
Customers

• Competitive pricing
• Effective merchandising
• Clear shipping and delivery 

information
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Ecommerce Tools 
E-commerce Fundamentals
• The primary goal of digital is to meet customers’ needs.

• Dot-com should deliver an omnichannel experience, where digital closely mirrors the in-store environment.

Easily find 
& browse products

• Minimal clicks 
• Easy filtering
• View key details while browsing 

Message core 
competencies

• Foster loyalty
• Highlight what sets you apart from the competition

Get detailed 
product info 

• Helpful images
• Delivery details
• Clear features & benefits

Assess peer 
product feedback

• Relevant and recent reviews
• Review count
• Average review rating

Feel instant 
gratification 

• Fast & free shipping
• Big savings
• Financing options 



Ecommerce Tools 
Foundations Required to Meet Customer Needs

Optimize the Basics
• Communicate retailer benefits
• Be unique & consistent

Digital Readiness 
• Tech roadmap & site enablement
• Proper digital staff and support
• Web data tracking and KPI reporting

Brand Loyalty
• Connect with the customer
• Solve customer’s problem
• Clearly communicate differentiation

Omni Buying & Planning 
Structure

• Manage category holistically
• Optimize assortment by channel

Seamless Omni Experience
• Retailer priorities should be felt in-store and online 
• Strong calls to action
• Focus on convenience 

Frictionless Customer 
Experience

• Detailed product info
• Easy navigation & checkout
• Fast & free delivery

Clear Competitive 
Advantages

• Embed “reasons to shop here” throughout the user 
experience

• Promote membership benefits

Digital Assortment Strategy
• Endless aisle online (drop ship)
• Online exclusive items & offers
• Digital- only promotions
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