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The smart home technology market is a sleeping giant – and no one’s 
sure exactly when it will awaken.
Early adopters, attracted primarily by connected home security systems, have done their adopting, and now 

everyone is waiting for the technology to transition to the masses. Some market observers think that the tipping 

point will be the successful introduction of a seamless connecting platform for multiple household functions. Or 

the creation of a must-have app that solves a universal problem, making smart devices feel like necessities 

instead of luxury items. 

We think the answer might be even simpler than that.

Energy Pulse™ 2015 tells us who’s currently using smart 
home technology – and it’s this guy.
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Women are the primary purchasers of products for the home – yet they lag 

significantly behind men in their interest in smart home technology. Convince 

them that smart home tech is worth the expense and provides benefits they 

actually value, and the needle might just move in a very big way.

So what’s the disconnect about? We suspect it’s a simple matter of perception.

And who’s the likely future buyer? Same guy. 

Who’s missing in this picture? Her. 
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Our profile of the future smart home technology buyer, which skews predominantly male, includes 

respondents who said they intended to buy smart home products in the coming year. But it’s very possible 

that referring to smart home technology by name, or to the idea of controlling a home function with a 

smartphone, influences men to respond positively. 

Let’s face it: if you’re selling a tech gadget, you had men at hello. It won’t surprise you to learn that men are 

significantly more likely than women to have tech toys like drones, virtual reality headsets and smartwatches. 

And they’re significantly more likely to consider themselves technophiles:
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9% 

18% 

Which of the following statements best describes your interest 
in new technologies?

38% 

44% 

34% 

27% 

19% 

12% 

Low – I usually resist new technologies 
and only buy when my old equipment 

breaks down, which means I usually 
get new technology later than my 

friends and family

Medium – I’m aware of technology 
trends, and I may get new items after 

they’ve been out for a while

Somewhat high – I like staying 
up to date and having the latest 
versions, but I don’t have to be 

the first to get them

Very high – I like to be the first to get the 
latest and greatest gadgets; my friends 

often consult me for tech advice



On further investigation, this gap is deeper in some spots than in others, but it’s unquestionably broad. When 

we asked consumers to rate their feelings about smart homes on several different scales, responses were 

significantly different by gender across the board:

When the term is negative, 

gender roles are reversed.

This perception gap might explain, for example, why women are significantly more likely than men to put a high 

priority on health and safety when it comes to household spending (58% vs. 49%), but significantly less likely to 

have purchased a smart home security system (12% vs. 20%). They simply don’t see smart technology as a 
means to their desired ends. 

Most interesting of all: only 44% of women said they understood what 
“smart home” means – compared to 59% of men.
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What is your reaction to the term “smart home”?

52% 

45% 

56% 

49% 

57% 

46% 

47% 

42% 

64% 

69% 

Desirable

Cool

Convenient

Saves money

Expensive

of women of men44% 59% 

Who says they understand what “smart home” means?



Despite what trendwatchers may think about better apps or improved options for whole-home automation, we 

don’t believe they’ll be the key to attracting the majority of female buyers. Men, for example, are already more 

likely than women to want a full-home automation system (no surprise there). And women are significantly 

more likely than men to say expense is the reason they haven’t yet tried smart home tech (49% vs. 41%), which 

is a very real barrier for whole-home systems that isn’t going away anytime soon; whole-home systems and 

their components typically cost hundreds if not thousands of dollars to install. 

Instead, getting women on board has more to do with connecting cool technology (which they like well 

enough, but don’t feel compelled to purchase at what they see as a high price point) with things they 

really care about. According to our years of Pulse research, those things are …

• Aesthetics

• Energy efficiency

• Savings

• Convenience

• Health

• Safety 

• Comfort

The companies that figure out how to connect smart home options 
to what women care about will be poised to reap the rewards of 
mass adoption.
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Who hasn’t tried smart home tech because of the expense?

of women49% 41% of men

Turning the Tide of Perception
Popular media has already laid the groundwork for you to connect with a female audience on smart 
home technology. In 2015, feature-length articles on smart homes ran not just in tech-focused 
publications such as Wired and Popular Science, but also in lifestyle publications with predominantly 
female readership such as GoodHousekeeping.com and Martha Stewart Living. Dwell, a shelter 
magazine whose readership is majority female, ran its first issue dedicated entirely to smart home 
technology in July 2015, and Better Homes & Gardens unveiled its first “innovation home” in its 
October 2015 issue, emphasizing convenience and energy efficiency. 



It’s true that home security has been king so far; our research shows it has been the most popular gateway 

product for early adopters. (And as we illustrated earlier, there’s a real opportunity to sell smart home security 

more effectively to a female audience that values health and safety.)

But energy efficiency is another angle that can help you connect more meaningfully to women. In this year’s 

Energy Pulse survey, smart thermostats narrowly edged out smart home security systems in terms of what 

people plan to purchase within the next year (29% vs. 28%). And 36% of potential homebuyers wanted their new 

homes to have a smart thermostat – more than wanted a smart home security system (34%). 

We also asked respondents who had not yet purchased smart home tech 
what they would try first if they could test-drive a product for free:

We’ve uncovered a key piece of the marketing puzzle to help 
you connect with women:

Energy efficiency is emerging as a driver for smart home tech.
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What do consumers plan to purchase in the next year?

smart thermostat home security system29% 28% 

What do potential homebuyers want their new homes to have?

smart thermostat home security system36% 34% 

                 A thermostat that programs itself based on your normal household routine

         An app that adjusts your house lighting based on who’s home and how much daylight there is

                 An electronic door lock controlled by a smartphone that lets you manage access for guests or kids while you’re away

     None of these

A slow cooker that you can turn on with your smartphone while you’re at work

39% 

23% 

21% 

12% 

5% 



Home Technology Enthusiasm Energy Efficiency Enthusiasm

42% 

49% 

26% 

26% 

43% 48% 

40% 47% 

15% 26% 

11% 27% 

home security system

What does this have to do with marketing to women? There may be a gender gap for technology, but there’s 
no gender gap for energy efficiency. Both women and men consider energy conservation important when it 

comes to their daily purchase choices (71% of women and 70% of men said it was in this year’s survey). Plus, 

consumers as a rule – regardless of gender – are more interested in energy efficiency than in home tech.

This is good news for utilities and for marketers of smart lighting controls, appliances and thermostats. For 

example, if you’re in the smart thermostat space and you’re looking to reach more female buyers, why not tout 

the fact that nearly two-thirds of those who have installed a smart thermostat say they’ve reduced their energy 

use? If you can make the case for efficiency – with an additional emphasis on aesthetics and comfort – you’ll 

have a marketing package that has much more appeal for women than one hyping connectivity or control via 

smartphone app. 

In other words, we see a glaring need for connecting smart home technology to its tangible benefits rather 
than its technical capabilities, because there’s a massive potential audience that will respond positively to 
that approach. If you can successfully establish the link between your smart product and a safe, beautiful and 

efficient home, you’ll be in a position to win over the female consumer. And that may well be the key to tipping 

the smart home market into mass adoption.
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Who thinks energy conservation is important?

of women71% 70% of men

Low

Medium

High

Low

Medium

High

Ready to get started?
Want help bridging the gender gap and creating a market tipping point? If you’re looking to establish your 
position in this critical emerging market, call on us at Shelton Group to guide you from marketing strategy 
through execution. We’ve got more insights on where the smart home market is headed, robust target 
consumer profiles, and years of experience marketing to women around energy efficiency.

For more information, reach out to CEO Suzanne Shelton at 
sshelton@sheltongrp.com or 865.524.8385.

mailto:sshelton@sheltongrp.com


Methodology
The Energy Pulse™ questionnaire was designed by Shelton Group and contained fixed-response alternative 
questions, semantic differential questions, Likert scale questions and a few open-response questions. The 
study was fielded in August 2015. We surveyed a total of 2,029 respondents, using members of Survey 
Sampling International’s online panel of more than 3.5 million U.S. Internet users. The survey sample was 
stratified to mirror the U.S. population, using quotas for geography, age, gender, education and race; data 
were weighted slightly to match U.S. population distributions. Margin of error is +/- 2.2%.

All material contained herein is PROPRIETARY intellectual property and is protected by United States Copyright, Trademark, and/or Patent laws.

© 2015 Shelton Communications Group, Inc. ALL RIGHTS RESERVED.

about

Shelton Group is the nation’s leading marketing 
communications agency focused exclusively on 
energy and the environment. When it comes to 
energy efficiency, we know how to engage the 
hearts and minds of consumers like no one else. 

www.sheltongrp.com

What We Know
• Energy & Renewables

• Efficiency & Conservation

• Corporate Sustainability

• Built Environment

What We Do

Strategy

Creative

Research

Marketing Campaigns

Got Content?
Could a custom report like this one help you meet 
your marketing goals? If so, contact us.
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