
                                                                                           

 

Media Release      Friday 11 January 2019 

Finding home in the great outdoors: 
New Zealanders prize nature almost 

as much as their own homes 
New findings from a global IKEA report reveal that 71% of Kiwis want 
access to nature over city life and are willing to compromise the size of 

their home for it 

For New Zealanders, home may as well be outside with location and proximity to nature 
the most valued attributes of their home, according to a global research by IKEA. 

The fifth annual IKEA Life at Home Report, an annual study into global domestic living 
trends, shows that New Zealanders now, more than ever, are favouring smaller spaces in 
more desirable locations.  The majority (70%) of Kiwis favour a smaller residence with a 
great location over a larger home in a less ideal place. While globally this shift indicates a 
greater desire for city living, for New Zealanders it suggests wanting to be closer to the 
great outdoors, with 71% prioritising access to nature over city convenience.  

For the first time, the report identifies the five core emotional needs that most of the 
population globally believe their residential home should fulfil – privacy, comfort, 
ownership, security and belonging.   

While New Zealanders find privacy in their homes, a growing focus on co-living shows that 
many young Kiwis are struggling to fulfil their need for belonging, especially those living 
with other people.  The report shows that 73% in co-living situations are seeking this need, 
while only 50% are having it met.  As a result, one in four New Zealanders identify outside 
places where they feel more ‘at home’, a number that rises to one in three among city 
dwellers.  

The report explores how major global changes including urbanisation, digitalisation, 
urban living and the rise of technology impact the way we live and how people feel about 
life at home now and in the future.   

Will Edwards, New Zealand Market Leader says, “Home is no longer a refuge because 
who we live with is changing, where we live is more exposed and often shared, and what 
we live with, including work and other distractions, are putting privacy and belonging at 
a premium. 

This disruption means we’re now turning outside of our homes to meet our core 
emotional needs. At IKEA we believe that this gives people more opportunities to create 
the feeling of home, no matter where or how they live.” 

Out of all the core emotional needs, belonging is the most influential to the other four 
and can positively or negatively affect how a person feels about the other needs of the 



                                                                                           

home.  Interestingly, New Zealand families with young children are more likely to get 
belonging from their residential place (69%) compared to the global average (54%).  

As young Kiwis are moving out of their parents’ homes and into their own living 
arrangements, research suggests that young adults may be in limbo as they craft a 
space that’s their own but still shared.  More than a quarter (28%) of 18-24-year-olds 
don’t feel they get privacy from their residential homes and 32% must leave their home 
to find alone time.  

As a result, people are increasingly expanding their home beyond their four walls, and 
for Kiwis that means connecting with nature, especially when seeking solitude.  After 
family and friend’s homes, New Zealanders turn to recreational, outdoor areas to feel at 
home, with 30% seeking to connect with the sights and sounds of the world around 
them. 

Today, having a home away from home is more important than ever with the majority 
(74%) of New Zealanders agreeing there are places they feel more at home in beyond 
their physical house.   

Within the home, New Zealanders especially turn to their bedrooms for relaxation and 
peace, and yet the majority (62%) are unhappy with their current space and seek a 
change – with financial restrictions the larger barrier (38%). 

Will adds, “At IKEA we understand what the heart of the home truly is and how to tap 
into those emotional needs to create that elusive feeling of home and make it your own 
no matter the type of space you live in. 

“Our goal is to make this feeling easier to achieve and to show all Kiwis how to redefine 
and take ownership of their space.  Regardless of who you are living with, or if you’re 
owning or renting, your home should always be your sanctuary.” 

The IKEA Life at Home Report is available here: lifeathome.ikea.com.  
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About IKEA: IKEA offers well-designed, functional and affordable, high-quality home furnishing, produced with 
care for people and the environment. There are several companies with different owners, working under the 
IKEA Brand, all sharing the same vision: to create a better everyday life for the many people. IKEA was founded 
in Sweden in 1943.  
 
Ingka Group: Ingka Group (Ingka Holding B.V. and its controlled entities) is one of 11 different groups of 
companies that own and operate IKEA sales channels under franchise agreements with Inter IKEA Systems B.V. 
Ingka Group has three business areas: IKEA Retail, Ingka Investments and Ingka Centres. It is the world’s 
largest home furnishing retailer operating 367 IKEA stores in 30 markets. These IKEA stores had 838 million 
visits during FY18 and 2.35 billion visits www.IKEA.com. Ingka Group operates business under the IKEA vision, 
to create a better everyday life for the many people by offering a wide range of well-designed, functional home 
furnishing products at prices so low that as many people as possible will be able to afford them. 
 
IKEA New Zealand website: www.ikea.co.nz  
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