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Executive Summary



New home demand is shifting to more -distant areas where homes are cheaper.

13 million owned, mid - to high -income households (26%) will 
likely work from home once the COVID -19 pandemic ends.

Remodeling demand will far exceed mover demand, but 
minor improvements will suffice for most.

Å 9M will work from home more than one full day a week. We 
estimate this will be almost double the pre -COVID-19 amount.

Å 400K will move specifically due to work -from -home needs.

o Typically, 3M owned, mid - to high -income households move each year.

o Families with young children will dominate the movers.

Å 2.4M will remodel, creating a lift in remodeling over the next few years.

Å 5M will make minor improvements, driving growth in decor and products used to 
update an existing space into something great.

o Homeowners typically account for 8M large remodels and 40M small remodels each year.

o Families with older children will dominate the remodeling spend.
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The following opportunities for improvements will drive consumers to change their homes:

Creative storage . Office clutter needs to be contained.

Privacy and noise solutions. Consumers need a private workspace. If 
they have young kids, sometimes even a door is not enough.

Better lighting. Current spaces need more natural light, better window 
placement, and/or improved artificial lighting.

Enhanced connection. Remote workers need more wired internet 
locations and better Wi -Fi throughout the home.

Air treatment . Comfort needs to be optimized with balanced 
temperature and healthy air.

More options. Homes need flexible secondary workspaces throughout.
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Young Singles and Couples work in multiple locations throughout the 
house. They love the coziness and flexibility of working from home but 
struggle with poor lighting, spotty wireless connection, and not having a 
defined space.

Mature Singles and Couples are the most likely to have a formal office 
or guest bedroom to use and are often sharing it with their pet. 
Togetherness and personalization drive them to work from home, but a 
lack of storage and space for equipment can ruin the experience.

Young Families are getting creative, finding any private space available. 
They appreciate the family time and slower -paced mornings but 
struggle with organization and privacy, sometimes even when their 
workspace has a door.

Mature Families are more likely to have semi -private spaces to use, like 
the dining room, living room, attic/basement, or loft. When done right, 
they enjoy that working from home is peaceful and productive. Without 
the right space, it is frustrating and contributes to stress.

Marketing messages and designs will differ by life stage.
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