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Whereas men (61 %), as one would expect, are more 
likely than women (52 %) to view home furnishings  
in terms of practicality and convenience and are more 
interested in innovative home textiles with functional 
added value, women place significantly more emphasis 
on the positive effect on their well-being when making 
choices (81 %). Correspondingly, they place greater 
weight on the colour (74 %) of textiles in the home 
environment. Basically, with women as with men it is 
their individual demands and expectations that are at 
the centre of purchases for the home.

“We see women as the best 
filter for user experience in 
society as a whole because 
women are the most 
discerning customers. They 
have a long list of criteria 
that they require from a 
product. Meeting the needs 
of women does not there-
fore exclude men. However, 

I think that companies still need to understand this 
inclusive approach.”
Agnete Enga, Associate Director Smart Design



To what extent do you agree with the  
following statements on the subject of 
”home and furnishings”?

When choosing furnishing textiles, I feel it is important that they 
positively influence my sense of well-being

I place great emphasis on the colour of textiles in the home 
environment

When buying textiles for the home, I am particularly interested 
in the type of material

My home furnishings must primarily be practical and functional

I try to bring as much of a natural feel as possible into  
my apartment/my house

The furnishing of my apartment/my house is very important to 
me, I’m prepared to spend a lot of money on it

I like to continually redesign my furnishings

I place great emphasis on innovative furnishing textiles

When it comes to my home furnishings, convenience and  
practicality are my main priorities 

When buying things for the home, I am guided by what is  
currently in fashion

For me it is important to realise my own personal ideas  
at home

My home is like an oasis of calm for me in which I can relax and 
forget the worries of everyday life

73 %

85 %

18 %

20 %

68 %

81 %

My apartment/my house is a social meeting point, I regularly 
invite friends and relations

39 %

45 %

55 %

74 %

20 %

22 %

30 %

36 %

55 %

58 %

45 %

49 %

31 %

36 %

38 %

43 %

52 %

61 %

76 %

85 %

Men Women
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Basis: Survey of 1,084 respondents in Germany aged 16 and above 
Source: YouGov Deutschland, Zukunftsinstitut
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• �Quality beats price: for 70 % of respondents quality 
was the most important feature when buying; a low 
price was a criterion for only 43 %

• �More discerning men: for men (75 %) quality is a 
stronger purchasing criterion than for women (65 %)

• �Flexibility and individuality: in addition to aesthetics 
(24 %) women much more frequently mention 
individuality (21 %) and flexibility (18 %)

Men and women are in agreement as to what 
characterises a modern woman: She is indepen-
dent, self-sufficient, confident and self-assured, 
she puts forward her own views, she realises her 
true self and, of course, she works – according  
to the findings of the Vorwerk Family Study 2011. 
However, the actual shift from traditional role 
perceptions is happening only slowly. The “Every-
day Manager”, the new male role model who 
takes care of the cooking, kids and career, is so  
far a fairly rare species, and although the number 
is growing, women still spend significantly more 
time (approx. 2.5 hours a day) on housework  
than men who only manage 1 hour.

The home as control centre  
for a switch in roles 

“For modern women it is not just the functionality 
of products that is the major consideration. Suit- 
ability for everyday use and aesthetics must interact 
so that interior design also responds to the new 
multiplicity of women’s roles.”
Julia Strache, Product Manager URBANARA

With the growing demands of flexibility in their professional and private lives, women are confronted by a 
constantly high level of multi-role stresses. Family manager and businesswoman, partner, mother and girl-
friend – the increasing plurality of roles and mobility requirements further diminish time resources. This also 
results in an increase in the demands on the home environment. This personal living space is no longer just  
a place for family life and free time in the evenings and weekends. It is now becoming a control centre from 
where the complexities of everyday life are managed. The home is office, restaurant, meeting room, fitness 
centre, playground and a place to relax. Demanding functions and diverse requirements are no longer  
restricted to individual rooms, but form zones and areas that can change and adapt. In addition to any desired 
well-being effects, home furnishings must be primarily practical and functional, according to the 
Heimtextil survey. After quality and an atmosphere of well-being, the remaining top 5 criteria for both 
women and men when purchasing furnishing items are lifespan and durability, functionality and practical use.
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Today a good 39 % of the approximately 50.8 
million buyers of home textiles, decorations and 
home accessories are men – 20 million of them. 
And they are certainly no less discerning than 
female consumers. Quite the reverse – in contrast 
to all the “thrift is cool” messages seen over the 
past few years, quality comes out overall as the 
top priority. In fact, as the Heimtextil survey 
shows, it is an even stronger purchasing criterion 
for men (75 %) than for women (65 %). Quite a 
long way further down comes “low price”. Products 
and services that facilitate the multiplicity of every- 
day tasks and diverse life situations are more in 
demand than ever. Home office solutions that, for 
example, enable work rooms to be easily trans-
formed into comfortable relaxation zones, can 
support people in their everyday lives and enable 
greater time sovereignty.

“The reasons for a purchasing decision are 
different for women and men, even when they 
decide on the same product. These differing 
motivations must also inform design. However, 
design must detach itself from stereotypical 
conceptions of what men and women want. 
What we need is a new awareness of changed 
and still changing roles.”
Uta Brandes, Professor of Gender and Design, 
owner of be design

Particularly for women, the home environment is 
of central importance. More often than for men 
(39 %) the home is for women (45 %) a place to 
meet friends and relatives.

“There are increasing numbers of men who 
reach for their cooking aprons. This ’Female 
Shift’ is also reflected in their purchasing  
behaviours for home textiles. The high-tech 
kitchen more often now also has the  
corresponding ’software’.”
Julia Strache, Product Manager URBANARA



Sensory perception

Flexibility/adaptability

Sustainable, environmentally friendly production

Effects on health

Good advice and excellent service

Technical properties

Modern, contemporary design

Individuality/uniqueness/exclusivity

Atmosphere of well-being

Lifespan, durability

Functionality/practical use

Low price

Timeless, classic design

High-quality materials

Aesthetics

Quality

What is particularly important to you when  
purchasing furnishings? Please select the  
5 criteria that are most important to you:

24 %

18 %

42 %

43 %

59 %

62 %

14 %

11 %

Premium brands

1 %

4 %

29 %

33 %

17 %

17 %

13 %

18 %

8 %

8 %

46 %

62 %

65 %

75 %

45 %

47 %

17 %

18 %

10 %

23 %

16 %

19 %

12 %

21 %

32 %

25 %

Men Women
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Own time instead of own home: 
more time for living

Women want to determine for themselves not only their personal and professional lives but also 
the room settings within their own four walls. However, when wading through heavy furnishings 
catalogues or spending valuable time in shops or with interior designers, the myriad choices 
encountered often engender a feeling of helplessness. 36 % of women and 31 % of men say 
they would continually like to redesign their furnishings. However, the fact that little actually 
changes in German apartments and houses is frequently due to a lack of time and information. 
Interestingly, it is men who are particularly advice-conscious. Although men tend be more likely 
than women to know what they want when entering a shop, men (54 %) more often than women 
(45 %) like having somebody with them when making purchases in order to have a second 
opinion. And they place significantly more importance on in-depth advice on home furnishings 
from competent sales persons than women (42 % vs. 34 %).
In view of increasingly tight time budgets, particularly for women, that permit ever fewer oppor
tunities to create their interior design themselves, services that offer professional support will  
be increasingly in demand in the future in the home textiles sector. Four out of ten women would  
like a personal interior designer – a sort of full-service agent – for home furnishings. 
Specialist shops and advisers who help with furnishings, modifications and renovations and offer 
recommendations are gaining increasingly in importance. Customers are prepared to invest not 
only money but also time in their purchasing decisions if they feel they have been well advised.

• �Men are more advice-conscious than women: 54 % of men want a second opinion when  
purchasing furnishings, 42 % value in-depth, expert advice

• �Support wanted: 40 % of women would like to have their own personal interior designer

• �“Deep support” instead of online shopping: when buying furnishings, advice is more important 
than the convenience of e-commerce

“Young people make increasing use of services, provided 
they are affordable. The attitude that professionals can 
do things better and more quickly is becoming estab
lished. I’d rather use the time gained for myself, my work 
or leisure time. Intelligently designed services can help 
in the better organisation and structuring of everyday 
living. I see great potential for the future here.”
Birgit Weller, Professor of Product Design
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To what extent do you agree with the following statements on the subject of ”purchasing home 
furnishings”?

I prefer shopping together with someone else in order to have  
a second opinion

If I could afford it, I’d like to have a personal interior designer

When I walk into a shop, I already know what I want 

I consider that in-depth advice from competent salespersons is 
important 

I often feel overwhelmed by the wide range of products on offer 
when shopping

Ideally, the salesperson already knows me and knows what I like

What’s most important to me is that it’s as quick as possible,  
everything else is secondary

23 %

16 %

I want to buy things conveniently from home over the Internet

54 %

45 %

54 %

44 %

42 %

34 %

33 %

40 %

35 %

36 %

Men

Women

20 %

23 %

20 %

17 %

Basis: Survey of 1,084 respondents in Germany aged 16 and above 
Source: YouGov Deutschland, Zukunftsinstitut
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	 •	� Home as a place of refuge: home is like an 
oasis of calm in which they can relax and 
forget the worries of everyday life, according 
to 85 % of women and 73 % of men

	 •	� Textile cocooning: in the living room and  
bedroom both women and men place the  
greatest emphasis on the choice of home 
textiles

The home as a hyper-privatised space

With the increasing independence, mobility  
and employment of women, diverse lifestyle  
and partnership models are also developing.  
In Germany, 40 % of households are now one-
person households. However, these are by no 
means just single people. “Living apart together” 
is becoming increasingly common for couples 
who although they may “live together”, actually 
reside in separate houses or apartments. Tem-

porary second homes, frequently as a result of work situations, are also relatively common amongst 
the creative classes, consultants, scientists and doctors, amongst them an increasing number of 
women. This and many other factors are transforming the home into a hyper-privatised space and 
giving rise to completely new requirements in terms of living environment. People’s own four walls 
are becoming highly individualised places of retreat – matching the needs of women and also of 
men. 85 % of women and 73 % of men say that their home is an oasis of calm for them in 
which they can relax and forget the worries of everyday life.
It will therefore be vital for future-oriented home textile products to address individual wishes and 
also to take greater account of different target groups, lifestyles and life circumstances instead of 
offering standard “one size fits all” products.

“The home is more important to women than men. 
They place far more importance on the details of 
furnishing. And with the growing multiplicity  
of roles, the need for a place of retreat increases.”
Uta Brandes, Professor of Gender and Design
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In which area of the home do you place the greatest 
importance on furnishing textiles?

Living room

Bedroom

Kitchen/dining room

66 %

21 %

6 %

66 %21 %

6 %
5 %

2 %

Bathroom/WC

Balcony/terrace/garden

None of the above

2 %

0 %

5 %

Basis: Survey of 1,084 respondents in Germany aged 16 and above 
Source: YouGov Deutschland, Zukunftsinstitut

”The well-being factor is more 
relevant for women than for men. 
Women are more likely to want to 
withdraw from the outside world 
and make things comfortable and 
cosy at home. Home textiles play 
an important role here, partic
ularly their feel and texture.”
Julia Strache, Product Manager URBANARA



14

A once male-dominated industry is becoming female. More and more women are taking courses in subjects 
such as fashion and interior design. Within the next few years they will overtake their male colleagues in terms 
of the number of graduates. This, too, is evidence of “Female Shift”, which will have long-term effects on the 
industry as these young female designers have different methods of working to their male colleagues. Whereas 
in the last century men shaped home and living environments – for example, Alvar Aalto, Verner Panton and  
Eero Saarinen, to name just three – a new, up-and-coming generation of female designers is emerging. From 
Kati Meyer-Brühl and Patricia Urquiola to Hella Jongerius and Fanny Aronsen, more and more women are 
changing the world of design. “Female design” is different. It has a differentiated strategy that is aimed not  
just at visible aspects such as colour and shape. Touch, different usage options, flexibility and sensuality are 
equally important – as is the expansion of this subject area through new research findings. Female designers 
understand and are familiar with the needs of modern women and will meet them with appropriate and  
creative solutions for the home environment.

“Women have specific needs from which different 
criteria for the design of products and spaces can  
be developed. They do not, however, run counter  
to those of men but simply give rise to variants of  
a good product.”
Birgit Weller, Professor of Product Design

“A product must be attractive 
to women as well as to men. 
What we need in future are 
products that no longer stick 
stubbornly to male and female 
stereotypes.”
Robert Volhard, founder and director  
of Stylepark

Innovations that specifically address sensory needs and 
health aspects will become extremely important in 
future, particularly in view of the increasing purchasing 
power of women. Ultimately, what is vital is a better 
understanding of the needs of both women and men. 
In order to obtain products that function successfully 
for both sexes, a stronger female influence is needed.

Made by Woman:
women are changing the industry
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New men: between fashion victim  
and everyday manager

However, “Female Shift” does not simply mean that 
the influence of women is growing. A consequence 
of this “feminisation” of society, which cannot be 
ignored, is the trend towards the “new man”. Their 
growing independence increases the self-assurance 
of women – with the result that they place new 
demands and expectations on men. The Heimtextil 
survey shows that: 80 % of women specifically 
demand that men take an equal share in house-
work. However, 70 % of men are also of this 
opinion. As part of this “Female Shift”, the attitudes 
and behaviours of men are also changing. The 
attitude that “the woman is responsible for house-
work” is becoming less and less acceptable. 

• �Men have to accept being measured increasingly 
often in terms of “soft” (formerly “female”) criteria 

• �Clear deficits: 39 % of all respondents stated that  
men have a considerable amount of catching up  
to do in terms of style and design

• �Style increases sex appeal: 57 % of women say  
that good taste in the choice of home furnishings 
increases the attractiveness of men
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“In terms of interior design women made 80 % of the 
purchasing decisions in the past. This is changing. 
Products are no longer just targeted at the female sex. 
Quite the reverse: just as home and cooking areas are 
becoming increasingly ’masculine’, the decision- 
making process for home textiles is more than ever 
today based on equality.”
Robert Volhard, founder and director of Stylepark AG

In both their private and professional lives men are having 
to accept being measured in terms of “soft” (formerly 
“female”) criteria in order to demonstrate their attractive-
ness. This requires from them a new aesthetic sensibility. 
However, 4 out 10 women – as well as one-third of men  – 
say that there is still significant room for improvement 
here. Although, for instance, the fashion sense of men 
has noticeably increased over the past few years, women 
state that the male sex still has a considerable amount  
of catching up to do in terms of the style and design of 
home furnishings.
57 % are of the opinion that the attractiveness of  
men increases if they demonstrate good taste in 
home furnishings. The fact that roughly the same 
number of men agree (55 %) shows that the message  
has got through. Altogether 62 % of men also believe 
that they should express their own opinions about 
home furnishings more often.
The development of a sense for style and good design  
in home furnishings is not just becoming a prerequisite 
demanded of modern men. Individual talent in this area  
is becoming a decisive criterion in the choice of partner.
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The consequences are evident. Over the medium term 
those offerings will lose out that are based solely on 
trite taste clichés, for instance that men like Ferrari bed 
linen and James Bond interiors and that women desire 
fluffy homeliness and clean catalogue-type ambiences. 
Companies, brands, consumer offerings and customer 
communications must change significantly in order to 
be able to connect in future with women and new men. 
The interior design of an apartment or house is also 
becoming an expression of personality for men. Their 
awareness is growing – not least in terms of the use  
of home textiles. Because men know they have some 
catching up to do in this area, they are open to relevant 
advice.

Men

Women

Basis: Survey of 1,084 respondents in Germany  
aged 16 and above
Source: YouGov Deutschland, Zukunftsinstitut

When men demonstrate good taste in home furnishings, their  
attractiveness to women increases

When it comes to an atmosphere of well-being, the ideas of men  
and women differ markedly

In general, there is still significant room for improvement in terms of 
men’s aesthetic sensibility 

Most men have a lot of catching up to do when it comes  
to style and design

To what extent do you agree with the following 
statements?

Men and women should share the housework equally

Men should develop their own opinions more often in questions  
of home furnishings

55 %

57 %

41 %

44 %

70 %

80 %

54 %

62 %

32 %

40 %

36 %

41 %
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Messe Frankfurt – expertise in textiles
Messe Frankfurt offers a unique portfolio of trade events for the textile industry. With 40 trade fairs in eight countries, the 
company is the world’s leading organiser of trade fairs for this sector. Messe Frankfurt covers the complete value chain of 
the textile industry with four divisions: Apparel Fabrics & Fashion, Interior & Contract Textiles, Technical Textiles and Textile 
Processing & Care. In addition to events for the apparel fabrics sector, trade fairs for the contract garment manufacturing  
industry, fashion shows and trade fairs for technical textiles and non-wovens, for modern textile care and for textile process
ing, the company’s global repertoire also includes Heimtextil, the world’s leading trade fair for home and contract textiles. 

Background information about Messe Frankfurt
Messe Frankfurt is Germany’s leading trade fair organiser, with 538* million euro in sales and 1,891* employees worldwide.  
The Messe Frankfurt Group has a global network of 28 subsidiaries and around 50 international Sales Partners, giving it a 
presence for its customers in more than 150 countries. Events “made by Messe Frankfurt” take place at more than 30 locations 
around the globe. In 2012, Messe Frankfurt organised 109 trade fairs, of which more than half took place outside Germany.  
At 578,000 square metres, Messe Frankfurt’s exhibition grounds are currently home to ten exhibition halls and an adjacent 
Congress Center. The company is publicly owned, with the City of Frankfurt holding 60 % and the State of Hesse 40 %.  
For more information, please visit our website at: www.messefrankfurt.com	 * Provisional figures (2012)
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