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TREND-MONITOR provides a flexible, cost-

effective way to access the latest consumer 

insight, trend analysis and market data for kitchen, 

bathroom and surface brands.

www.trend-monitor.co.uk

Looking beyond the latest design and colour fads, 

Trend-Monitor studies how kitchen, bathroom and 

surface products are purchased in the UK, as well 

as assessing how the bigger social, demographic, 

environment and technological trends will 

influence our home life in the future and impact 

on our product choices.

With the focus of 2018 being so much on Brexit 

and its unsettling influence on the UK economy, 

it is tempting to view all consumer behaviours 

through the ‘Brexit’ lens, when in reality, consumer 

behaviours and attitudes are moulded by many 

different influences and drivers. 

Demographic and social trends within the UK, 

combined with an interwoven mix of wider 

trends such as urbanisation, an aging population, 

social isolation and decreasing living spaces is 

continuing to impact on consumers, causing them 

to reassess their priorities and ask themselves 

some searching questions. Do I need this? Why 

am I paying for something I don’t use all the 

time? What impact does this product have on the 

environment? 

Sometimes changes in consumer behaviours 

quickly lead to major disruptions within a sector, 

such as the impact of the sharing economy on the 

travel industry. Other behavioural changes slowly 

mould and transform a sector over a period of time 

into a better version of itself such as the impact of 

Wellness on the home improvement sector.

This report takes a look forward into 2019 and 

highlights the key changes in consumer attitudes 

and behaviours that will have the greatest impact 

on kitchen, bathroom and surface brands. 

Jane Blakeborough
Jane Blakeborough 

Research Director

Trend-Monitor
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TREND #1 

FACE TO FACE
INTERACTIONS 

In a world increasingly dominated by technology, 

our social activities are undertaken via a screen and 

we engage with automated responses. This in turn is 

causing increased social isolation. As a counterbalance, 

consumers are looking to escape from the digital 

world, seeking out tangible experiences and healthier 

activities as a way of engaging with real people. 

These experiences often take the form of a challenge or 

passion for something bigger than the mundane, with 

the goal of inspiring others. Ironically , it is this goal 

that takes the consumer full circle back to technology 

as the experiences are shared via social media.
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Why this matters

The trend for creating a consumer experience in a retail 

environment has long been documented by Trend-

Monitor, however this experience often relies heavily 

on technology and not necessarily on engagement 

with real people. 

Developing the trend for creating a consumer 

experience into a real life challenge relating to a 

product purchase not only generates the face to face 

interaction consumers are seeking, but also takes the 

purchase beyond being just another transaction and 

satisfies the ongoing consumer need to share their 

experiences and inspirations via social media.

UNDERSTANDING THE KITCHEN AND BATHROOM CONSUMER IN 2019          Researched and compiled by TREND-MONITOR. www.trend-monitor.co.uk5 |



WELLNESS GOES 
TECH 

TREND #2

As technology permeates every area 

of our lives, this has created high 

expectations when it comes to the 

intuitiveness and functionality of 

technology in the home.

And wellness is no exception. 

What originally started out as the 

consumer requirement for a calm 

space away from the busy-ness of 

our digital worlds, has developed 

into the requirement for personalised 

solutions to integrate with the body’s 

natural cycles. 

Wellness has gone tech.

As consumers we are still seeking 

out natural light, air quality, greenery 

and silence but now it is coupled with 

the requirement to understand and 

analyse the body’s response to this 

environment and its impact on our 

physical and mental wellbeing.
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Why this matters

Technology in the kitchen will need to make life easier 

for the consumer, as well as educate and encourage 

a healthier diet. Not only feeding the body in a one-

dimensional sense, but tracking nutrition and boosting 

immunity.

The expectations for bathroom technology is that 

it is able to track bodily functions, analyse trends in 

health data and to provide an early warning system for 

detectable conditions such as obesity and diabetes.
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TREND #3

RETHINKING
WASTE 

Each year when BBC Radio 2 run 

their 500 words short-story writing 

competition for children aged between 

5-13, the Oxford University Press 

examines the words used in the stories 

sent to the contest to find out the ‘word 

of the year’. 

This year, the word ‘Plastic’ came up top, 

appearing 3,359 times in the 134,790 

stories submitted and up 100% from last 

year, with children sending in stories with 

titles such as The Plastic Shore and The 

Evil Mr Plastic. David Attenborough’s 

Blue Planet II programme is credited 

with influencing these stories, as the 

use of the terms such as recycle and 

recycling also increased, along with 

packaging, pollution, plastic bottle, 

plastic bag, and plastic waste.

For the first time in the competition, the 

word ‘Plastic’ was used in an emotive 

context often in an emotional plea from 

the point of view of sea creatures and 

other species affected by the plastic 

pollution.

Children have shown they 
are acutely aware of the 
impact plastic has on our 
environment and how it 
will affect their own future 
 
Vineeta Gupta ,The head of 
children’s dictionaries at Oxford 
University Press 

“
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Why this matters

A company’s green credentials 

and the effect they have on 

the environment have never 

been under more scrutiny. 

A new international study 

by Unilever reveals that a 

third of consumers are now 

choosing to buy from brands 

they believe are doing social 

or environmental good. The 

study asked 20,000 adults 

from five countries how their 

sustainability concerns impact 

their choices in-store and at 

home. 

It also mapped their claims 

against real purchase decisions, 

giving a more accurate picture 

than ever of what people are 

actually buying – and why.

Today’s consumer has high 

expectations in terms of social 

and environmental issues and 

looks beyond just the financial 

cost of their purchase. They 

are becoming increasingly 

interested in brands which 

use a more ‘Circular’ business 

model which not only use the 

minimal amount of the earth’s 

valuable resources but are also 

manufactured in a way that 

designs out waste throughout 

the life cycle of the product or 

where waste is given new life. 

The circular concept is not 

only model for a greener and 

healthier planet, it’s also a 

developing consumer mindset.

Our ambition is to become people and 

planet positive by 2030 while growing the 

IKEA business. Through our size and reach 

we have the opportunity to inspire and 

enable more than one billion people to live 

better lives, within the limits of the planet.

Inter IKEA Group CEO, Torbjörn Lööf.

Ikea use recycled plastic bottles to create the matte black finish on their KUNGSBACKA door fronts

“

CASE STUDY 
IKEA GOES CIRCULAR

In June 2018, IKEA launched its People & 

Planet Positive strategy and made a very 

public global commitment to remove 

all single-use plastic products in their 

range by 2020. This new sustainability 

strategy saw the retail giant promise to 

‘inspire and enable people to live more 

sustainably, reduce their climate impact, 

contribute to a world without waste and 

create a more fair and equal society’

Other commitments include designing 

all IKEA products with new circular 

principles, with the goal to only use 

renewable and recycled materials, and 

become climate positive by reducing 

more greenhouse gas emissions than 

the IKEA value chain emits, reducing the 

climate footprint of IKEA products and 

operations in absolute terms.
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TREND #4

BUYING
TIME 

Increasingly time is becoming 

a commodity and very often a 

luxury; something that consumers 

are willing to pay for in order to 

prioritise things they really want 

to do, such as spending time with 

family and friends or trying new 

experiences for example rather 

than doing chores and everyday 

tasks. 

In fact, time itself has become a 

form of currency, as shown by 

the price premiums commanded 

by highly efficient and effective 

convenience products that better 

facilitate busy lifestyles.

Financial pressure and economic 

anxiety in today’s world has 

intensified the need to work 

more and for longer, placing 

greater restrictions on personal 

downtime. Plus non-standard 

employment hours and the 

increasing number of people 

working from home has meant 

that the lines between work 

and private lives are blurred, 

giving the perception of having 

less time, whether or not this is 

actually the case.
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Why this matters

A recent study by YouGov highlighted the greatest 

appeal of smart appliances was that ‘they make 

my life easier’, it is therefore no surprise that home 

assistants such as Alexa are becoming increasingly 

popular. In fact Amazon’s Echo Dot smart speaker 

and its built-in Alexa voice assistant dominated the 

2017 Christmas sales and this year the number of 

Alexa-powered devices going online at once during 

the holiday season caused the Alexa servers to 

crash.

38% of smart appliance owners claim ‘They make my life easier’.

Trend-Monitor’s own research looked at the role of 

technology in the bathroom and whilst bathroom 

technology in general got a rather lukewarm 

response, it was clear that there was interest if the 

technology could be proved to be practical rather 

than gimmicky and ‘made the bathroom easier to 

use’.

However, consumers are not just turning to 

technology to save time. Convenient delivery times, 

help with the set-up of new products, disposal of old 

products, local support desks, developing smaller 

more portable products are all ways to provide a 

service that makes consumers’ lives easier.
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TREND #5 

For some it is a life choice, for others 

it is a necessity, but Compact Living 

has an appeal for many, especially 

amongst a generation who prize 

location over square footage and 

where housing space is at a premium.

In Britain, we already have some of 

the smallest homes in Europe, with 

an average floor space of 76sq m 

compared to 137sq m in Denmark. 

And since 2014 there has been a 172% 

increase in ‘micro homes’ (properties 

of less than 37 square metres) with 

a record 8,000 being built in 2017, 

helped by legislation introduced in 

2013 which allowed developers to 

convert city centre office blocks 

into flats, many of them relatively 

‘compact’.

COMPACT
LIVING
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Why this matters

Compromising on size 

doesn’t mean compromising 

on design quality and there 

is an expectation amongst 

consumers that their lack 

of space shouldn’t mean a 

cluttered home or scaled down 

versions of larger household 

items.

Products that have been 

specially designed to be 

compact, multi-functional or 

modular can now demand a 

premium price. Manufacturers 

addressing these demands 

within their ranges have a 

growing target market waiting 

for their products.

CASE STUDY 

Compact Living is Smart Living

The Mini Living Urban Cabin was originally unveiled 

at London Design Week in 2017 and has now been 

rolled out to New York, Los Angeles and Beijing, 

with a permanent co-living building due to open in 

Shanghai in 2019.

This micro-home is a collaboration between the 

car brand Mini and architect Sam Jacobs, and it 

addresses the question of how much living space 

we really need. Their answer is just 15sqm and into 

this space they have managed to fit a bedroom, 

bathroom, living room and kitchen, incorporating 

both communal spaces for eating and socialising, 

as well as areas for calm and privacy.

Mini Living investigates ways of living smarter 

in less space in an urban environment and taps 

into the consumer trend owning less ‘stuff’, 

living with just the minimal requirements.
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TREND #6

GENERATION
RENT 

Generation Rent is a trend that many 

attribute to the difficulty young people 

face in buying their first home, backed up 

by figures from the latest English housing 

survey showing the number of people 

living in private rented accommodation 

has increased by 19% over the past 10 

years.

However, dig deeper into this trend and 

Generation Rent goes beyond the struggle 

to get onto the housing ladder. The fact is 

that more and more people are choosing 

to rent, and not just their homes.

Leasing and renting is at an all-time high 

with more and more subscription-based 

services offering consumers what they 

need, when they need it and only for as 

long as they need it.

We have much more transient lifestyles 

and our younger generations don’t see 

the need for ownership when they can 

rent what they need for a short time 

and maintain their financial and social 

freedom.

This coupled with our lack of space, 

means we are buying less ‘stuff’ and our 

consumption of many goods has reached 

a limit.

We have reached 
‘peak stuff’ in our 
lives and homes.

Steve Howard, 
Head of Sustainability, IKEA.

“
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The Figures

46% 
25-34 year olds live in private 

rented accommodation

1.6 million 
cars are leased in the UK

23%
Year on Year growth in UK 

Netflix subscribers

CASE STUDY 
Pay-Per-Wash

BUNDLES is a Dutch company that offers clean clothes 

on a pay-per-wash basis with customers paying for the 

usage, not the product.

In a process similar to the purchase of a mobile phone 

contract, customers go to the Bundles website and select 

their machine requirements and expected use frequency, 

enabling Bundles to suggest a monthly fee. After payment 

of a deposit and the first monthly fee, the appliance is 

installed and the previous machine removed if necessary. 

Once the device is connected to the Internet, the user is 

ready to go. After the first month the user receives an 

overview of how often they used the machine and can 

have their tariff adjusted retrospectively.

Users can end their relationship with Bundles at any time 

and the company has made terminating the contract as 

easy as possible. Whilst this means a slightly higher cost 

to the business, it has been a very effective way of making 

the customer feel that they are in control.

MIELE was chosen by Bundles as the washing machine 

provider due to their policy of only using reusable or 

recyclable components in preference to lower cost 

options in their machines.
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TREND #7

CHANGING 
HOUSEHOLDS 

The structure of households in the UK 

is changing. Although we still tend to 

think of households in terms of the 

traditional family; the couple with 

2.4 dependent children, this type 

of household structure is declining, 

whereas other household types are 

increasing.

The Office of National Statistics has 

highlighted the growth of ‘alternative’ 

or non-family’ households; these are 

the ‘multi-generational’ households 

where three or more generations of the 

same family live together, the multi-

family households where the families 

are not related, the ‘boomerang’ 

households where young adults have 

returned to live with their parents and 

the ‘friends’ house-share’ households.
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The Figures

30% 
of UK households are 
classed as ‘alternative’

7% 
of UK households are 

multi-generational

31%
of males aged 20 to 34 are 

living with their parents

Why this matters

One of the greatest influences 

on consumer behaviour in 

terms of bathroom and kitchen 

products is our household 

structure and the people we 

live with. Research has shown 

that living in an ‘alternative 

household’ can often be a very 

positive experience and the 

numbers are likely to increase. 

However, privacy, especially 

when it comes to bathroom 

space has been highlighted 

as an issue and tensions can 

rise when everyone has to be 

ready at the same time, so 

these are the households that 

out of necessity are having to 

squeeze extra bathrooms into 

any available space.

They are also the households 

what are having to rethink their 

kitchen spaces to accommodate 

different cooking styles, 

different meal times and also 

social and non-social areas.

.
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TREND #8

PET
PARENTS 

The UK has long been known as a nation 

of pet owners, but over time we have 

evolved and we are becoming a nation of 

pet parents, treating our pets as members 

of the family and spending more on them 

than we do on our children.

While the UK birth rate is declining, the 

pet population has reached 54 million 

with 27% of households owning at least 

one dog (Source PFMA).

It really is no surprise that pet ownership 

has hit an all-time high, with 60% of 

single people in the UK, who live alone, 

claiming to have bought a pet for 

companionship. This age of social media 

and constant contact hasn’t stopped the 

rise of loneliness and has caused many 

individuals to feel more disconnected 

than ever before.
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Why this matters

Research by Trend-Monitor found 

that 12% of households will consider 

the requirements of their dog when 

planning their new kitchen, the same 

percentage as would consider the 

requirements of their children in the 

planning process. 

A crate in the corner is no longer good 

enough and people want to designate 

a more permanent place in their 

kitchen for their dogs, a place that 

incorporates them more fully into the 

centre of their home.

And it appears our dogs are now 

beginning to have access to our 

bathroom spaces. A different study, 

also carried out by Trend-Monitor, 

looked at bathroom behaviours and 

habits and found that the bathroom is 

no longer reserved for people. 22% of 

people wash their dog in the bathroom 

either in the bath or the shower, with 

some householders doing this as often 

as once a week.
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TREND #9

AGELESSNESS 
Our ageing population is a global phenomenon and very well 

documented.  Projections by the Office of National Statistics 

show that in 50 years’ time, there are likely to be an additional 

8.6 million people aged 65 years and over - a population roughly 

the size of London.

The changing and ageing structure of our population is driven 

primarily by two factors. Firstly, improvements in life expectancy 

mean that people are living longer and reaching older ages. 

Along with this, there has been a decrease in fertility, people are 

having fewer children and are having children later in life.

And not only are people are living longer and are in better 

health, they are also better educated and more affluent than 

previous generations.  Despite common misconceptions, 

research has shown that our over-65’s also consider themselves 

to be adventurous, technologically savvy and ageless.
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Why this matters

The 65+ consumer doesn’t consider themselves as old, nor do 

they want other people to view them as such.   Nonetheless, their 

strong desire to live independently in their own home means there 

may be concessions to be made in terms of the type of fixtures 

and fitting they will require to help with mobility and safety issues.  

However, these concessions do not include forfeiting good design 

for practicalities and there is an expectation that a kitchen or 

bathroom can be modern and well-designed as well as inclusive 

and accessible.

And the changing structure of our households, as documented 

in Trend #7, indicates a growing trend for three generations of 

one family living together as one household. These households 

require products that span across the different ages and are, in 

fact, ageless.
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TREND #10

HYBRID
LIVING 

Hybrid-living recognises that homes are 

becoming dual function, places to live 

comfortably as well as work efficiently.

Office work used to be a 9-5 occupation 

and we left the home to complete our 

role in the office.  The huge advances in 

technology has changed all this and we 

can now do our work from many different 

locations, whether this is on the move, in 

a café or hotel or more usually from our 

home.  

That has led to the blurring of lines 

between work and life and the move from 

work-life balance to work-life integration.  

This move has had a disruptive effect on 

the hotel industry, with the introduction 

of the hybrid hotels which mix co-living 

with co-working and sees students, hotel 

guests and long-stay business people 

mixing together in a live-work-socialise 

environment.
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CASE STUDY 

WeWork - WeLive

As the number of start-up businesses in the UK hits 

an all-time high with nearly 660,000 companies 

being established in 2017, two areas are seeing 

significant growth; the shared office and the home 

workspace.

Riding on the back of this trend is WeWork, the 

US co-working group that has become the largest 

occupier of offices in central London after the UK 

government.  

WeWork is soon to launch a WeLive project in 

London, which will provide ‘co-living’ apartments 

above their offices. Promoted as a ‘new way of 

living built upon community, flexibility and a 

fundamental belief that we are only as good as 

the people we surround ourselves with’  WeLive 

addresses the issues of isolation and remoteness 

often associated with start-up business owners 

and offers member benefits and social events such 

as fitness classes, communal dinners, cleaning and 

laundry, all co-ordinated via a mobile app.  

We’re seeing a general 
hybridisation of the 
home. As our lives flow 
through the house we 
can make the house 
whatever we want, 
whenever we want it.

Will Higham,  
Consumer & Behavioural Futurist 

“
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