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Why the brands that
create meaning will
shape the future of home
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Why Now?

“Consumers have never had more choice.
Yet many have never felt less connected.”

For decades, retail competed by offering more. More products, more

stores, more inspiration, more convenience.

Today, technology has transformed the landscape once again. Artificial
Intelligence can generate ideas in seconds, algorithms continually refine

what we see, and inspiration is available at an unprecedented scale.

Yet something unexpected is happening. As abundance grows,
consumers are becoming increasingly selective not because they have
fewer options, but because they are searching for something technology

alone cannot provide. Meaning, belonging, originality and a sense of self.

For Home, this shift feels particularly significant. The future of the
category will not be shaped solely by better products, but by brands

that understand the emotional role home now plays in people’s lives.

This report explores the cultural shifts and emerging consumer

mindsets shaping that future.




“I'he next competitive advantage
won't be creating more products.
It will be creating more meaning.”



From More
1o Meaning

For years consumers accumulated. Homes became collections of purchases.
Pinterest boards, saved Instagram posts, objects bought because they were

fashionable.

Today, a quieter shift is taking place. Consumers are beginning to edit rather
than accumulate. Every object must justify its place. Not through price, but

through usefulness, beauty, memory, craftsmanship or emotional connection.

Barbara Kahn argues that the world's strongest brands move beyond

functional benefits to create distinctive meaning.
Increasingly, consumers are applying the same thinking to their homes.
The question is no longetr...

“Can | buy it?"

It is... “Does it belong here?”




Brands building meaning

Lisa Eldridge Holland Cooper Aesop

Built trust through expertise long A distinctive world before a Transforms everyday rituals into
before expanding product. distinctive wardrobe. meaningful experiences.

Brands proving that meaning is the new competitive advantage.



1he Age
Of Sameness

Technology has democratised creativity. Artificial intelligence can generate
moodboards, campaigns, interiors, products and colour palettes. At the same
time, social media has accelerated visual convergence. Consumers scroll the same
feeds, see the same homes, follow the same influencers, source from the same
manufacturers. The result is not a lack of beautiful products. It is an abundance of
similarity. Perhaps the greatest luxury of the next decade won't be exclusivity. It

will be originality.

Consider:
A drinking glass can now exist across luxury retailers, high street stores,
marketplaces and independent brands. The product is rarely what differentiates.

The point of view does.

Inspiring Thinkers:
Axel Vervoordt - llse Crawford - Donald Judd - Frama
Each has developed a recognisable design language

rather than chasing changing trends.



“Al can generate ideas.
It cannol replace judgement,
taste or cultural perspective.”



1T he Return
ol Deplh

After years of endless scrolling, consumers are searching for experiences that feel
slower, richer and more human. Cooking replaces convenience, hosting replaces
posting, reading replaces refreshing, gardening replaces consuming. The home is
becoming something more profound than a place to live. It is becoming a place to

restore ourselves.

The rise of supper clubs, independent bookstores, craft workshops and analogue

hobbies reflects something much bigger than nostalgia.
Consumers aren't looking backwards. They're looking for balance.

Signals Emerging

The revival of ceramics. Books displayed proudly.
Table rituals. Locally made objects.
Vinyl listening. Craftsmanship.

Slow cooking. Natural materials.



Brands Worth Walching

Toast Labour and Wait Soho Home

Creates an emotional world where Builds distinction through timeless utility, Sells the atmosphere and feeling of its

craftsmanship and slower living become proving everyday objects can become icons spaces as much as the products themselves,
part of the brand experience. through purpose and quality. turning experience into desire.

Not because of what they sell. Because of the worlds they create.



1he New Human
Viindsels

Six Consumer Mindsets
Defining the Movement

Consumers are no longer defined simply by age, income or geography.
Increasingly they are connected through shared values.

Shared behaviours. Shared aspirations.

These emerging mindsets represent six different ways consumers are
redefining the emotional role of home. Understanding them helps

brands move beyond products and begin creating genuine relevance.




THE MEANING SEEKERS

Home as Identity

| Values & Priorities
For these consumers, every object tells

a Sto ry. They Value

Independent makers
They buy less.

Natural materials
Choose carefully.

, Timeless design
Collect memories rather than

pOSssessions. Craftsmanship
They value craftsmanship, provenance Stories
and authenticity over novelty. They Reject

Disposable purchases.
Craft

Fast trends.
Provenance Mass-produced sameness.

: Inspired By

Purpose Ferm Living
Belonging FiEimE

Local ceramicists
Opportunity: Create products people

become emotionally attached to—not
simply products that look beautiful.

Independent galleries




ITHE QUIET CURATORS

Home as Calm

Values & Priorities
These consumers seek refuge from an

increasingly noisy world. They Value

. , . , Natural materials and tactile textures
Their homes aren’'t minimalist.

Soft, layered lightin
They're intentional. Y J J

: . Timeless palettes over seasonal colour
Soft lighting, natural textures, warm

neutrals, thoughtful editing. Thoughtfully edited spaces
The home becomes somewhere to Comfort, warmth and quiet luxury
breathe. They Reject

Visual clutter

Calm -
Over-styled interiors

Simplicity Disposable décor

Trend-driven purchasing

Sanctuary Homes designed for social media

: llIse Crawford
Opportunity: Design products that
help consumers create spaces that _
restore rather than stimulate. Vipp

Kinfolk

Axel Vervoordt




Home as Sanctuary
Technology is everywhere.

Which is exactly why consumers are
creating places without it.

Candles replace screens.

Books replace notifications.
Music replaces endless scrolling.
Texture replaces pixels.

Home becomes somewhere to
disconnect in order to reconnect.

Restore
Presence
Ritual

Escape

Opportunity: Design products that

encourage slower rituals and analogue

moments.

Values & Priorities

They Value
Analogue hobbies

Books, music and craftsmanship
Nature and biophilic design

Soft sensory experiences
Mindful daily rituals

They Reject

Constant notifications
Technology-led living

Visual overload

Fast-paced consumption

Homes that feel transactional rather than

restorative
Inspired By
Aesop
Niwaki

The Gentle Author



ITHE EXPERIENCE HOSTS

Home as Connection

For these consumers, the most
Important moments happen around
the table.

The kitchen becomes a destination.

Dining becomes theatre.

Objects become part of shared rituals.

Beautiful products matter.

But meaningful experiences matter
more.

Gather
Ritual
Generosity

Connection

Opportunity: Create collections that
become part of everyday rituals and
memorable moments.

Values & Priorities

They Value
Hosting family and friends

Shared rituals and celebrations
Versatile entertaining pieces
Warm, welcoming environments
Products with everyday purpose
They Reject

Untouchable show homes
Overly formal entertaining
Products with no practical role

Spaces that prioritise appearance over
connection

Inspired By

Fiona Finds
Summetrill & Bishop
Ottolenghi

Soho House



ITHE CONSCIOUS EDITORS

Better, Not More

These consumers don't want less.
They simply want better.

Every purchase must earn its place.
Quality.

Longevity.

Versatility.

Beauty.

Objects become investments rather
than impulses.

Longevity
Intentionality
Quality

Restraint

Opportunity: Design products
consumers return to, repair and keep
for years.

Values & Priorities

They Value
Quality over quantity

Timeless, versatile design
Products built to last
Repair, restoration and longevity
Investment pieces

They Reject

Impulse purchases
Disposable products
Short-term trends
Excessive consumption
Constant replacement
Inspired By

Hay

Carl Hansen & Sgn

Artek

Jasper Morrison



ITHE CREATIVE COLLECTORS

Home as Self-Expression

These consumers reject catalogue
living.

Their homes evolve over time.
Vintage sits beside contemporary.
Art mixes with everyday objects.
Nothing feels finished.

Everything feels personal.

Imperfection is celebrated because it
reflects individuality.

Expression
Individuality
Curiosity

Layering

Opportunity: Help consumers build
homes that feel collected, personal
and impossible to replicate.

Values & Priorities

They Value
Individuality

Vintage and collected pieces
Art and craftsmanship
Layered interiors

Creative expression

They Reject

Catalogue living

Matching room sets
Predictable styling

Copying trends

Homes that lack personality
Inspired By

Beata Heuman

Luke Edward Hall

Studio Ashby

Galerie Half
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For Home Brands

P HETHETET T e
5 i [t s

—-1..'-_._._.-‘ -".'_._l— . oy e ™ o s ——_ .—_.“J “:_
g » i il -

Tomorrow's winning brands won't simply launch more collections.

They will create stronger points of view.

Five principles for the next era of Home:

Own a recognisable perspective Design for emotion
Products can be copied. A distinctive The most valuable products are those
E ‘: worldview is much harder to replicate. that become part of everyday rituals
E E and lasting memories.
: *E Celebrate individuality Create worlds, not collections
Help people express themselves rather Consumers increasingly buy into

than prescribe a single aesthetic. a lifestyle, not a catalogue.

Think beyond the transaction
The strongest brands continue the

relationship long after the purchase.




Questions Worlh
Exploring
WIinning in the Era of Seamless Living

Perhaps the next conversation isn't about what consumers will buy next.

Perhaps it's about who they are becoming.

How can brands build emotional value alongside commercial value?

What makes a brand recognisable before its products become recognisable?
How do we create physical retail experiences that digital platforms can't replicate?
How do we use Al to accelerate creativity without losing humanity?

What role should Home play in helping people reconnect—with themselves,

with others and with the spaces they inhabit?
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