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Introduction

Life at Home report is one of the biggest
and most distinctive pieces of research into
life at home around the whole world.

By speaking to people all over the world, we
get a clearer understanding of what life at
home means today - and how we can help
make it better.

37,000 people

around the world, included 1008 in
Latvia were surveyed in July 2022.
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Top concerns in Latvia:

Household finances

Personal health and wellbeing

My standard of living

My housing situation

Relationships with people | live with

General economy in my country

Impact of climate change 60%

97%

96%

95%

93%

93%

91%

Latvia

How important are the following areas of your life?
Results for “Important”

I THE LIFE AT HOME REPORT 2022



Around

41n 10

of us in Latvia feel more positive about our
home compared to this time last year, and just
over 1in 10 people feel more negative.

Younger people (18-34 y/o) tend
to experience the positive change
more often than others (50%).

0o
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When we feel our home
reflects our identity, we're
more likely to feel positive
about it.

Latvia:

42%

29%

of those who
feel that home
doesn‘t
reflect them
agree with the
statement
below.

.| feel more positive about my home this year”
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If our home reflects us, we're
almost twice as likely to
believe it's a source of
mental wellbeing 55%

Latvia:

30%

of those who
feel that home
doesn’t
reflect them
agree with the
statement
below.

.My home is a source of mental
wellbeing”
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But only about

6in 10

of us feel our home reflects who we are.

50%

of younger respondents feel their home
reflects them, rising to 67 % among
people over 55 y/o.

Women feel better reflected than men:

62%

of women in Latvia and only 56% of men
feel their home reflects them.

59% 58%

Latvia Global

»My home is a reflection of who | am"
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Chapter 01:

What makes us
feel at home?

Karin (Germany)
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Share of people who consider it
important that their own home provides:

96%
93%

Comfort

94%
93%

Security
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90%

Ownership 849
0

88%

Enjoyment
1oy 89%

88%
84%

Belonging

87%
92%

Privacy

83%

83% Latvia
Global

Accomplishment

‘ How important, or not, is it that your own home provides the following?
Results for “Very important” and “Fairly important”.




Share of people who say that out of all locations,
at their own home they feel most:

85%
78%

Ownership

73%

Securi
v 76%
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73%

Privac
y 78%

72%
73%

63%

Belonging 0%
0

57%

Enjoyment
1oy 56%

Accomplishment Latvia

Global

‘ In which of the following places, if any, do you feel the most ... ?
Results for “Your own home”.




Our homes can sometimes
miss the mark

There's a persistent gap between what
people in Latvia want from their
home and what it actually provides,
especially when it comes to the needs of
accomplishment, belonging and
enjoyment.

100%
90%
80%
70%
60%

50%

Share of people in Latvia:

Percentage point gap »— Importance Reality
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A retreat back home will
increase its importance

1in2
people in Latvia (significantly
% more than the global
average) expect their home
renovations and
improvements to be
negatively impacted if the
cost of living significantly
increases.

1in2

expect their hobbies and

interests outside of home to

be negatively impacted. More ’&
than 1in 4 also believe the

same about their hobbies at
home.

Most affected areas if cost of living increases:

. . 55%
H /
ome renovations / improvements 35%
Hobbies / interests outside the home 47%
43%
. . 28%
Hobbies / interests at home 24%
. 25%
Work stabilit
ork stability 21%
Relationships with the people | live with 16%
14%
How | live or use my home 9[1%1’%
. 8%
Where | live 14%
; . 8%
h I
Changing retirement plans 12%
Starting / planning family life 8%
1%
Who | live with o

‘ If the cost of living significantly increases in the near future, which of the
following areas of your life do you expect to be most negatively impacted?
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Chapter 02:

Creating a home
that reflects us

Ho
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Finding space for
ourselves

As compared to the rest of the world,
Latvia's citizens:

2 t| IMES less often associate their

home with freedom, and more than

1 ,5 t| IMES less often claim that it

provides privacy for everyone living in it.

Share of people who agree with the following statements:

| can be myself at home

My home is a source for my mental wellbeing

My home is a source for my physical wellbeing

I am in control of how my home is organised

I am in control of how my home looks

My home provides privacy for everyone living in it
My home represents freedom

My ideal of home constantly evolves

My home helps me connect with nature

My home helps me to live in a more sustainable way
| care what other people think about how | live my life at home

My home helps me to make additional income

45%
44%

44%
32%

A%
37%

37%
36%

25%
41%

17%
35%

17%
15%

17%
16%

14%
19%

1%
8%
5%
7%

71%
65%

Which of the following statements do you agree with?
. Please select up to 5 answers.
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Not everyone can freely

express themselves at home

65%

of people
globally say |
they can be
themselves at
home.

Only

1in10

of us care what other people think
about how we live our lives at home.

Believe they can be themselves at home:

76% vs. 64%

Latvian Latvian
women men

80% vs.69%

Lives Lives with a
alone spouse / partner

Have control of how their home looks:

40% vs. 34%

Latvian Latvian
women men

43% vs.39% vs. 25%

Lives Lives with a  Lives with
alone partner /spouse parents
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Some of us face barriers to
making our home a source

of wellbeing

Young families less often find their home to
be a source of their wellbeing:

Home is a source of my

mental wellbeing

Home is a source of my

physical wellbeing

Qo
(&3

45% vs.

Latvia's
average

44% vs.

Latvia's
average

AN

OAHI

Latvians who live in owned apartments tend to feel

better than those living in rentals:

: 0
Home is a source of my 48 /0 VS.
mental wellbeing Owned

apartment

People who live in smaller towns tend to feel
better at home than ones who live in cities:

) 0,
Home is a source of my 52 /0 VS.
physical wellbeing Latvia's
towns
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.The way I live my life at home is not
frequently represented in the media”

‘ Do you agree or disagree with the following statements?




Introduction 01 02 COS: The power o f p

ossessions

Chapter 03:

The power of
much-loved
possessions
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Home elements that help to reflect identity:

Things that | have bought myself

I THE LIFE AT HOME REPORT 2022

People | live with 2%
Things that help me remember past memories and experiences -%
Having space for my needs and interests =
Things that | have made myself =zgzﬁ%
Pet(s) in my household - ]?22
The location of my home - 111?,2
Havin i 12%
g space for everyday rituals 15%
Having space for specific, but less frequent, family traditions =8°/161%
Having space for socialising with people | don't live with =0°1°3%
. . 0 6%
Things | have received from others T 1%
People in my neighbourhood 4502"
Latvia
People in my online community 12;? Global

41%
42%

40%

39%

3
S

Which of the following elements are important to make your home feel like a reflection
of who you are? Please select up to 3 answers.



We base our identity
on different things

1inb
women in Latvia
believe that

their pets reflect
their identity,

compared to
just 1in 10 men.
2

Men more often claim that self-made
things reflect their identity.

e

Latvian

women People who live alone are 0 @
more likely to claim that the 14% vs. ﬂ:LlJ
location of their home Latvia's
) 74 reflects their identity. average
41% People who live alone also
VS. more often embody their
Latvia's identity with things they

average bought themselves.
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Sources of frustration at home:

Not having space to put your things

Having too many things without a designated place

Not knowing how to carry out renovations or repairs to your home
Different perspectives of what "mess" is compared to people you live with
An untidy or unclean home

Not having outdoor space

Having to do household chores

The need for having multiple activities in the same space

Not having the same daily routine as those you live with

A lack of privacy

Not having space for my own hobbies and activities

Other peoples' belongings taking up too much space

Not having the space to work

Unorganised space or space without purpose

Not having effective communication with the people you live with

Not being able to relax at home

28%
19%

e 24%
21%

o 23%
15%
T 20%
17%
e 18%
T T%
14%

T T%

25%

23%
T 12%
9%

T 12%
8%

T 10%
12%
e 9%
12%
8%
10%
7%
8%
T 6%
15%

5%

10% Latvia
5%

10%

Which of the following regularly causes you frustration when it comes to
your home? Please select up to 5 answers.
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Home remains a gendered space

85%

of people in Latvia regularly feel
frustrated at home, often
because it's untidy, there are
different perspectives of “mess”,
or there’s just too much clutter.

Women are more likely to feel
represented within the home
than men - but they are also
more likely to get saddled with

maintaining the places we live in.

Women in Latvia are nearly

twice

more likely to be frustrated
about not knowing how to
do repairs and
renovations than men.

19%

women in Latvia are frustrated
about having to do household
chores, such as laundry,

cleaning, cooking, compared to
15% men.

“
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) Conclusion

Chapter 04:
Giving spaces
purpose

Marqus with'his wife, Eva,
and their dog, Carrie (USA)
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Ideal home helps me to:

Unwind/relax

Nurture connections with people I'll live with
Connect with nature

Be physically or mentally stronger

Be more self-sufficient with food and energy
Live sustainably

With space for hobbies and activities
Maximise use of all the space | have

Nurture connections with people in my community
Reflect who I am

Save or make money

Live "smart" for convenience

Live "smart" for safety

Show others who | am

Not being restricted to only one location

54%
38%
S 23%

24%

e 5%
S 2T%

23%
o 249
S 22%

29%

e 22%
o 29%

12%
4%
L 23%

22%

2%
S 15%

13%
T 4%
7% .
Latvia

0
| B Global

Which of the following aspects would be the most important to you in an
ideal home? Please select up to 5 answers.
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Our views of what an
ideal home should offer
differ depending on how
old we are

=

Younger people more often want their
home to help them save or make
money.

14% vs. 21% vs. 11%

Latvia's 18-34y/o 35y/o+
average

2

1in4
people, especially the older
generation, want their ideal

home to help them be more
self-sufficient.

25% vs.18% vs. 33%

Latvia's 18-34y/o 55 y/o+
average

Older citizens also care about
connecting with nature more.

29% vs.20% vs. 35%

Latvia's 18-34 y/o 55 y/o+
average
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Sources of inspiration for making changes at home:

: T 20%
Home renovation shows on TV T

) , 20%
Friends' homes - 19%

Physical home furnishing stores __15% 220

; : 14%
Family members' homes - 16%

| . ines T 10%
Print and online magazines L 15%

o ) . 7%
Home furnishing retail websites h 18%

Your neighbours' homes
. - 4%
Social media influencers 0%
Branded social media channels H%
8%
Social influencers 7%

Podcasts

P 2% LA
Noneofthese I 6% clobal

‘ What are your sources of inspiration for making changes to your home? Please select up to 3 answers.
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In the last 12 months:

| have eaten a meal in bed

I have talked to myself whilst alone at home

I have slept somewhere other than in my own bed in
my home

I have pretended to have plans because | wanted to
stay at home instead

I have talked to my plants

I have felt lonely at home

| have decided | want to live on my own

| have hidden from people I live with in order to get
some privacy at home

| have done work while in the bathroom

| have looked inside someone's home storage
without telling them

42%

22%

23

IBQ

30%

21%
24%

18%
23%

16%
13%

16%
21%

6%
13%

6%

12%

4%
8%

3% Latvia
5% Global

‘ Thinking about your life at home in the last 12 months, which of the

following apply to you?
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Home is a place some of us
are desperate to spend
more time in - even if that
means telling a white lie!

Younger people more often pretended to have plans
in order to stay at home:

28%

18-34 y/o

18%
erdge 12%

35y/o+
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Strange things we do
at home

1in4

Latvians have talked to themselves at
home. Younger residents have done it
more often.

31% vs. 18%

18-35y/0 55 y/o+

Younger people

twice

more often eat their meals in bed.

61% vs. 29%

18-34y/o 55 y/o+

Women

twice

more often than men talk to their plants.

20% vs. 11%

Latvian Latvian
women men
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Those who feel their home
reflects their identity are
1.5 times more likely to feel
positive about it.

But only

59%

feel their home reflects who
they are. This drops to 50%
amongst young people.

Our top three frustrations
at home include:

P Not having space to
put your things

P Having too many
things without a
designated space

P Not knowing how to
make renovations or
repairs to your home

Latvia Top 10 Insights

18% 25%

of people have
pretended to have
plans because they
wanted to stay at
home instead.

Important elements that help
people feel their home reflects
them are:

B 41% say it's things they've
bought themselves

P 40% say it's the people
they live with

B 39% say it's things that
help them remember past
memories and
experiences

B 37% say it's space for
needs and interests

agree that their home e}
provides privacy for ?
everyone living in it.

88%

Of people say it's important to
feel enjoyment at home, but

only 57% feel it. This increases
to 61% amongst homeowners.

66%

of people say they
don't feel the
media frequently
reflects the way

they live at home. “

39%

feel more positive about their
home than this time last year.

This is amid the top three most
important aspects for people:

B Household finances (97%)
B  Personal health & wellbeing (96%)

» My standard of living (95%)

47% 4

expect their hobbies
and interests outside
of the home to be most
negatively impacted

if the cost-of-living
significantly increases.

Only

11% of us

care what other people
think about how we live
our lives at home.

I TOP 10 MARKET INSIGHTS



Technical note:

The quantitative research was carried out by YouGov

on behalf of Ingka Holding B.V. - IKEA Group. YouGov is

an international research and data analytics group. The
quantitative Life at Home study was conducted as an online
survey among a national representative sample of people
aged 18+ in 37 countries, where a total of 37,405 interviews
were collected. The following countries were included:

Australia, Austria, Belgium, Canada, China, Croatia, Czech
Republic, Denmark, Estonia, Finland, France, Germany,
Hungary, India, Ireland, Italy, Japan, Latvia, Lithuania, Malaysia,
Netherlands, Norway, Philippines, Poland, Portugal, Romania,
Serbia, Singapore, Slovakia, Slovenia, South Korea, Spain,
Sweden, Switzerland, Thailand, United Kingdom, United States.

The data collection was completed in the period from July to
August 2022. Quotas have been applied on gender, age and
region, and data was weighted according to the dimensions
of gender, age and region on the basis of an ideal weighting
from statistics in each country, so that the results are
representative of the population in regard to the target
group.

Bases:
All adults = 37,405 around the world
Included: 1008 in Latvia

2202 'N'g BuipjoH exbu|e
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