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Introduction
Following on from the study conducted in
2017, this paper contains the findings from a
second independent market research survey
of 2000 UK adults, covering their knowledge
and attitudes towards the smart home and its
future.

The study covers all age groups, genders
and geographic regions to provide a concise
summary of the smart home market in the
United Kingdom.

Key Statistics
• 43% of people have at least one smart
product in their home – up from 27% in
the previous year’s study.

• 35% of people consider the opinions of
family and friends as the most important
influence when purchasing smart products.

• 64% of people have spent money on
smart technology in the past 12 months –
with 42% spending at least £100.

• 40% of people research smart technology
for less than an hour before making a
purchase.

• 88% of consumers are expected to spend
at least 10% more next year on smart
technology – with the average spend
expected to increase by 30%.

• 62% of people are worried about the threat
of smart homes being hacked.

Executive Summary
The Smart Home market research has shown the following core themes:
• Awareness and understanding of the smart home is high
• Adoption and investment in smart technology is increasing across all demographics
• The market is still in its early stages of development, but is progressing strongly
• Different demographics still have opposing attitudes toward the future of smart technology
• There is a uncertainty and concern about the smart home and threats of hacking

ng

Smart Home Week: A Research Study

The Results
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This demonstrates a high level of awareness
and understanding of the smart home. As
the concept has grown in the UK, the level of
interest in the benefits that smart technology
can bring has also increased.
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Understanding of the concept has been
bolstered by media coverage and advances
in the technology, leading to a heightened
interest in the smart home market.
Interestingly, the over 55’s are the consumer
group most aware of the smart home with
78% having heard of the term.
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The new generation of smart devices have
become more accessible and relatable,
creating mass market appeal which is
demonstrated in the rise in ownership.
Consumers are looking for opportunities to
develop their homes and are prepared to
invest in smart technology to do this.

Smart technology adoption has increased
since 2017, with a 16% rise in ownership
over the past year.
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9%

of household devices
are now smart

Homeowners are interested in the
possibilities that smart technology brings, and
the benefits that devices can have across the
home. The fact that so many view the rise of
smart technology in a positive way shows the
strength of the market, even in its early stages
of development.

The potential uses of smart devices are
increasing at an unprecedented rate, with new
products continually innovating and changing
the market. These new features and the
general rise in awareness has led to almost one
in ten devices now having smart functionality,
showing how the technology has spread
throughout the home.

1/3
see the rise of smart
technology as a positive
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Key Drivers
Safety and security were top of the list.

48%

1

interested in using smart
technology for locks and
security cameras.
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Meanwhile

23%

of consumers were
interested in health and
wellness products such
as fitness trackers

35%

wanted products designed
for comfort and convenience,
such as using voice assistants
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Health and Wellness
stretches further than
just products such as
fitness trackers.

47%

of consumers feel that
smart technology brands
should concern themselves
with improving social
wellbeing, such as mental
health.

In addition,

78%

of consumer want companies
to be environmentally “green”;
this view was shared across
all age groups, with each
believing environmental
awareness was important.
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Smart Research Market
Researching products before making a purchase
was highlighted as an important factor, especially
in the smart technology market.

82 minutes

is the average time spent researching.
Younger age groups research for less
time, with 18-24’s searching for 58
minutes, while over 55’s spend an hour
and a half before making a purchase.

40%
of consumers research
for less than an hour
before purchasing a
smart product

This shows the importance of brands clearly
identifying benefits, and how the products work in
a simple way.
It’s also important for products to appeal
aesthetically, with 51% of consumers placing
importance on the look and feel of devices.
On average, women felt that aesthetics were more
important, with 54% of those surveyed agreeing,
compared to only 47% of men.

Spending on the
smart home

64%
of people purchased
one or more smart
devices in the last 12
months
2

Smart technology is rising in popularity, and
with that rise comes an increase in investment
in the technology. 64% of people purchased
one or more smart devices in the past 12
months, spending an average of £250 on the
technology, demonstrating how the market is
growing in popularity and capital. The research
also showed that women spend, on average,
£39 more than men across smart technology
products.
The outlay on smart technology is likely to
continue increasing, with 63% of people
expecting their spending to rise over the next
year. The increase is also expected to be quite
substantial, with consumers expecting an
average 30% increase compared to last years
spending.
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Where consumers buy from
The most popular purchasing places for smart
technology turned out to be online retailers,
with 43% of consumers looking to sites
such as Amazon and ebay for their devices.
Other than online stores, consumers look to
professional installers (33%), and then DIY
retailers (29%) to purchase smart products.

43%

onlineretailers

Every age group placed online retailers as their main
source of smart technology, except for 18-24’s who
looked first for professional installers. Also, while both
genders agreed that online retailers would be their
first choice, followed by professional installers, men
would look to DIY stores as their third choice, while
women were more likely to favour lifestyle stores such
as John Lewis.

33%

professional
installers

Replacement
market
A big part of the smart home market is convincing
consumers to replace their standard technology with
upgraded smart technology, for example in light fittings
and door locks, when current systems reach the end of
their lifecycle. This market is looking strong, as 60% of
consumers revealed that they would consider replacing
original fixtures with smart tech equivalents.
However, although consumers would consider replacing
their traditional tech, they still feel smart technology is
too expensive; 74% of those surveyed believe that the
technology is still overpriced.

29%

DIY retailers

60%

of consumers
revealed that they
would consider
replacing original
fixtures with smart
tech equivalents

Smart Home Week: A Research Study

Top concerns about the smart home
With recent news coverage
highlighting the risks
surrounding data privacy and
hacking, it’s unsurprising that
this dominates consumer’s
concerns.

62%

1

of people are worried
about the threat posed
by hackers
A figure that shows brands must strive to demonstrate
that their products are protected against this threat.
Brands should be looking to provide a greater
understanding of encryption and data safety protocols,
such as password changes and Wi-Fi security settings, in
order to reduce anxiety around the subject.

56%
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Another trending concern was over systems
malfunctioning, with 57% expressing this view. As new
technology becomes more advanced, consumers are
worried about the level of complexity causing problems
and leaving homeowners stranded.

don’t feel brands do
enough to alleviate
hacking concerns

Complexity is also seen as an issue, with 34% of people
feeling that systems were too confusing to use. Both of
these concerns were shared mostly by over 55’s, showing
the worries that this age group have when considering
whether to invest in smart technology. This reinforces the
need for brands to provide support and advice, as well as
promoting the option of professional installation in order
to increase their interest in the market.

With so many consumers worrying about
the possibility of their smart devices being
hacked, it is unsurprising that over half of
consumers feel brands don’t make enough
effort to combat hacking, especially with the
popular news coverage that surrounds the
issue.
Over 55’s were most convinced that brands
don’t do enough, with 68% of those surveyed
agreeing.
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48%

Another key issue around smart technology
is the feeling of anxiousness that surrounds
the market. With nearly half of all consumers
feeling anxious about making the right choice
for their home, brands need to supply quality
advice and support that helps homeowners
make informed decisions and purchase
devices that meet their needs.
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are somewhat
apprehensive over
the rise of smart
technology

47%
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While interest in smart technology is high, there
are still a number of reservations that consumers
hold over its rise to prominence. With nearly half
of consumers feeling overwhelmed by smart
technology, it’s important for brands to support
consumers by providing guidance that helps
inform purchasing decisions. It is also worthwhile
considering gender-specific messaging as it
appears there is more work to be done to ensure
that women feel comfortable enough to bring
smart devices to bring them into their homes.
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Market Predictions
How will we control
the home in 10 years?
As homes become smarter, the way in which we control
them also changes. 35% of people felt that smart
phones would be the main way that our homes are
controlled in the next decade, while 31% felt that
voice assistants would become integrated into our
homes. The third most popular choice was fingerprint
recognition, with 30% of consumers thinking that we will
be controlling our homes with fingers and thumbs. The
differing opinions for the remote control for the smart
home are ongoing.

When will the majority
of homes be smart?
While the smart market is still waiting to
move into the mainstream, it’s growing at an
ever-increasing rate. 42% of people see the
majority of UK homes being smart within
the next ten years, a substantial increase
over the previous year’s statistics.
Younger age groups felt that home’s would
be smarter sooner, with 62% of the 25-34’s
feeling this way while only 32% of over
55’s agreed.

2

The rise of voice activation
While voice activation was only second on the list of
ways we might control the home in ten years, it’s still a
popular option for controlling our homes. This is shown
by the fact that 38% of consumers are interested in the
technology, with many younger people believing that it
will be vital to the way we control our future homes; only
27% of the over 55’s were interested in the technology,
while 71% of the 18-24 age group wanted some form of
voice assistance in their homes.
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Summary
The study has shown that the market is growing
well, with both understanding and adoption of smart
technology spreading across all age groups. More
consumers than ever are purchasing and using smart
technology, and sustained growth is expected in sales
and spending over the next 12 months.
Despite this, there are still a number of key
concerns that brands need to address in order
to increase confidence in smart technology,
including addressing data privacy and hacking
concerns and simplifying the market to reduce
consumer anxiety over the new developments.

Supported by

Answering these concerns will be key to
unlocking the full potential of the market in older
age groups, where trust and understanding of
smart technology is at its lowest. However, even
in these age groups there’s a rise in ownership
and spending which demonstrates the strength
of the industry, even in its least accessible areas.
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