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Global Press Release

Global report reveals that the “feeling
of home” is moving beyond four walls




35% of people living in cities say they feel more at home away from home
64% of all people would rather live in a small home in a great location than a big home
in a less ideal location
60% of all people are ready to create a life at home that’s different from the one they
were brought up in

October 2, 2018:
The traditional idea of where we get the feeling of home has been disrupted, according to a global
research project by IKEA Group.
The fifth edition of the Life at Home Report – an annual study into domestic living trends around the
world – found that 29% of people globally say there are places where they feel more at home than the
space they live in. The research also observed a significant increase in this feeling amongst people who
live in cities, where the figure rose from 20% in 2016 to 35% in 2018.

Maria Jonsson, Macro Insights Leader at IKEA Group, says:
“We were curious to understand why some people say they feel more at home
away from home than others. This report seeks to get to the heart of what
creates that elusive feeling of home, and how we can all make this feeling
easier to achieve where we live.”
The Life at Home Report 2018 identifies five core emotional needs which capture the feeling of home –
privacy, comfort, ownership, security and belonging. The majority of people believe it’s important that
their residential home provides these needs.
However, depending on living situations, the reality can fall far from expectation. Almost two-thirds
(62%) of people living with friends believe it’s important that their home provides them with a feeling of
ownership, but only 34% of them say that their home lives up to expectation.
The report explores how major global changes including urbanisation, digitalisation and the rise of
technology impact how people feel about life at home now and in the future. Lack of living space and
privacy is often cited as a challenge, and as cities are set to grow exponentially in the coming years
almost half (48%) of people say they feel anxious about their homes becoming smaller in the future.

Maria Jonsson continues:
“For a large number of people, home just doesn’t feel like home any more. We
discovered a new behaviour, where people use a network of spaces and
places, both within and beyond the four walls, as part of their homemaking
experience. We believe that this expanded notion of life at home gives people
more opportunities to create the feeling of home, no matter where or how
they live.“
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The report found that typical home activities are shifting outside the home. One in three (36%) people
say they shower somewhere other than their own bathroom multiple times a week, and 23% eat with
friends or family outside their home at the same rate.
The reverse is also true, as the boundary between work and home continues to blur. More than twothirds (68%) of urban dwellers bring work home, with 25% of them saying they do it every day.
Globally, 23% of people say they work in the home more than they used to.
The effect of this shift in attitudes and activities has led to a generation of people who want to redefine
the spaces they live in. Six in ten people say they’d like to create a home that’s different from the one
they were brought up in, and 64% say they would rather live in a small home in a great location
compared to a big home in a less ideal location. What’s more, almost half (49%) say they are excited
about spending more time outside of their home and amongst their communities than before.
More information about the Life at Home Report 2018 can be found on lifeathome.ikea.com. The
website also hosts an interactive tool that can help people identify to what extent their home provides
them with each of the five emotional needs, and how to increase the feeling of home both within and
beyond the four walls.

Notes to Editors:
Top countries where people said they feel more at home in places other than where they live:
Nation

Percentage

Qatar

62%

UAE

44%

India

42%

Malaysia

39%

USA

34%

China

31%

UK

30.6%

Australia

29.4%

Norway

28.7%

Singapore

28%

Endnotes for IKEA Group
About IKEA Group
The IKEA vision is to create a better everyday life for the many people and we offer well designed,
functional and affordable, high quality home furnishing, produced with care for people and the
environment. The IKEA Group (INGKA Holding B.V. and its controlled entities) operates 367 stores in 30
countries under franchise agreements with Inter IKEA Systems B.V. In addition there are more than 40
stores run by other franchisees.
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About the Life at Home Report 2018







The research for the IKEA Life at Home Report 2018 was commissioned by IKEA Group, and
undertaken by London-based customer agency C Space. It was conducted between March and
August 2018.
Qualitative research was conducted in USA, Germany, Denmark, China, Italy and UK.
Quantitative research was undertaken in 22 countries across five territories – USA, Middle East,
Europe, and Asia. The survey was conducted amongst more than 22,854 people and is nationally
representative.
The Life at Home Report 2016 survey was undertaken in 12 cities in 12 countries with a total
sample size of approximately 12,000 respondents. The Life at Home Report 2018 survey was
undertaken in 22 countries, providing a total sample size of 22,854 respondents of which 11,325
are living in urban areas.
More information about this year’s report can be found at: lifeathome.ikea.com
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