
This report looks at the following areas:

•• Consumer sentiments toward their in-home lifestyles
•• Expected changes in in-home activities as a result of COVID-19
•• The emotional value of home and its impact on wellbeing
•• Areas of the home prioritized for improvement
•• Influences on in-home lifestyle
•• Generational differences surrounding life at home.

Home is directly integrated with consumers’ wellbeing and emotional needs,
and the pandemic heightened the perspective of home being a sanctuary and
safe space against COVID-19. Home as a space has demonstrated an
immense amount of flexibility over the past two years to adapt to various
needs, and brands have played a critical role in supporting consumers through
new home-based routines. Consumers are entering a post-pandemic mindset
with a renewed appreciation for home.
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“The mentality of having a
home base epitomized life at
home throughout the
pandemic, and consumers
embraced gratitude for
everything their abodes
allowed them to accomplish.
Brand support has been
critical to helping consumers
embrace life by bringing a
variety of comforts directly
into the home.”
– Carol Wong-Li, Director –
Consumers and Cultures
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• Consumers are coming away from the pandemic with
changed lifestyles and a greater appreciation for their
homes
Figure 4: Change in appreciation for the home and lifestyle
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• Two thirds of consumers are always on the lookout for ways
to improve their home’s atmosphere
Figure 5: Home renovation priorities, 2022

• Key consumer insights
• Embrace multi-sensory experiences in the home
• Empower moms by reminding them of the pride they have in

their home
• Gen Zs less likely to feel satisfied and more likely to feel

restless
• Consumers aren’t anticipating a full return to work

• Inflation and concerns of recession will shape life at home,
as consumers focus on essentials

• Consumer sentiment reached new low in February
Figure 6: Consumer sentiment index, 2021-2022

• BNPL will grow in popularity to afford essentials and
luxuries around the home
Figure 7: Affirm Instagram post, 2022

• Despite optimism for a post-pandemic future, COVID-19 will
have long-term implications for home
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• Home buyer’s remorse could collide with inflation
challenges, driving motivation for budget friendly interior
design
Figure 8: Handmade By Sara Kim Instagram post, 2022

• An insurance mindset will captivate consumer interest
Figure 9: Horti Instagram post, 2021
Figure 10: Hedvig Instagram post, 2021

• New technology will transform home from the inside and
out

• 3D printing will gradually drive more interest and bring new
attention to the infrastructure of a home
Figure 11: ICON 3D Tech Instagram post, 2022

• Meeting consumer needs through the lens of the Wellbeing
Trend Driver

• Sensory experiences present opportunities for mindful
experiences
Figure 12: Barilla Instagram post, 2021
Figure 13: Greater Goods Roasting Instagram post, 2022

• Plant mania shows no signs of slowing down: spotlight on
Bloomscape
Figure 14: Bloomscape Instagram post, 2022

• Companies prioritize beauty and wellness messaging
through the home: spotlight on Jolie and Canopy
Figure 15: Jolie Instagram post, 2022
Figure 16: Canopy Instagram post, 2021

• Meeting consumer needs through the lens of the Identity
Trend Driver

• Function meets design: spotlight on Outer and Serta
Figure 17: Outer Instagram post, 2021
Figure 18: Serta Instagram post, 2022

• Meeting consumer needs through the lens of the Technology
Trend Driver

• Wellbeing and Identity influence smart home adoption
Figure 19: Cheetos Instagram post, 2022

• Satisfaction with home is high, despite pandemic
challenges
Figure 20: Satisfaction and select attitudes toward the home
(any agree), 2022

COMPETITIVE STRATEGIES AND FUTURE OPPORTUNITIES

IN-HOME LIFESTYLES: FAST FACTS
SATISFACTION WITH LIFE AT HOME
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• Household income plays a role in home satisfaction,
especially as home- based needs exist in a state of flux
Figure 21: “My home fits my needs” (any agree), by household
income

• Gen Zs less likely to feel satisfied and more likely to feel
restless
Figure 22: Satisfaction and select attitudes toward the home
(any agree), Gen Z vs overall, 2022

• Opportunity exists in helping renters express their
personality
Figure 23: Rifle Paper Co. Instagram post, 2022

• Home is relaxing, though not necessarily a refuge
Figure 24: Perception of home, 2022
Figure 25: Masonite Doors Instagram post, 2022

• Baby Boomers and Swing Generation are more settled in
their homes
Figure 26: Perception of home, by generation, 2022

• Consider inspiring Millennials in unexpected places
Figure 27: Argos Instagram post, 2022

• Mothers feel the burden of stress
Figure 28: Perception of home, mothers vs overall, 2022

• Each aspect of the home can be a sense of pride: spotlight
on World Market
Figure 29: World Market Instagram post, 2022

• Home is a focal point for suburban consumers
Figure 30: Perception of home, by area lived, 2022

• Lean into the “liveable” elements to attract younger
consumers
Figure 31: REI Instagram post, 2021

• There is a greater appreciation of the home, and a change
in lifestyle
Figure 32: Change in appreciation for the home and lifestyle
since the pandemic (any agree), 2022

• New pet likely links to new appreciation of the home for
parents
Figure 33: Change in appreciation for the home and lifestyle
since the pandemic (any agree), parents with children
under18 at home vs non-parents, 2022
Figure 34: TrustedHousesitters Instagram post, 2022

THE MEANING OF HOME

EXPECTED CHANGE IN IN-HOME ACTIVITIES
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• Home adapted to take on the activities of second and third
places, but the foundation already existed

• Increased cooking and screen time are lasting impacts of
the pandemic
Figure 35: Expected change in at-home activities compared
to before the pandemic, 2022

• Consider ways to lean into the mental health benefits of
these staple activities
Figure 36: Milk Bar Instagram post, 2021

• Hybrid office lifestyles are being defined, consumers aren’t
anticipating a full return
Figure 37: In-home activity frequency, by employed, 2022

• Younger men anticipate entertaining at home more than
before
Figure 38: Expect to entertain friends and family at home
more, by age and gender, 2022

• The functional spaces of the home are most desired for
renovation
Figure 39: Home renovation priorities, 2022
Figure 40: Brightland Instagram posts, 2021 and 2022

• Men and women are still engrained in traditional
stereotypes
Figure 41: Home renovation priorities

• Consumers will be receptive to brands that infuse joy into
homecare tasks

• Bedrooms and common areas are upgrade priorities for
Gen Z
Figure 42: Home renovation priorities, by generation

• Considerations differ between those who live alone vs those
who live with others
Figure 43: Influences on the home, those who live alone vs
overall, 2022

• Hispanic household lifestyle choices are influenced by
children, and women face the brunt of that responsibility
Figure 44: Influences on the home, by Hispanic origin and
gender, 2022
Figure 45: Camp Instagram post, March 2022

• Consumer survey data

HOME RENOVATION GOALS

HOME LIFESTYLE INFLUENCES

APPENDIX – DATA SOURCES AND ABBREVIATIONS
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• Abbreviations and terms
• Abbreviations
• Terms
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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