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ABSTRACT 

The present study investigates how Italian consumers construct their identities via kitchen 

consumption. The purpose of the research is, indeed, providing insights about the Italian consumers’ 

behavior in purchasing furniture, specifically kitchens, through the Culture Consumption Theory 

approach to consumer behavior. The topic has been considered of interest due to the peculiar situation 

of the Italian market of interior design: despite the economic recession, Italians consumers do not 

want to renounce to stylish furniture. The main themes investigated to answer the research question 

and fulfill the research purpose are Italian consumers’ style perception , the symbolic meanings Italian 

consumers associate to kitchen furniture, the values Italian consumers want to see mirrored in the 

kitchen furniture they own and the influence that product image can have in determining kitchen 

consumption choices, which has been deepened thorough the specificity of Reform case studies, an 

interior design firm specialized in Ikea Hacking.  

Qualitative research tools, in depth interviews, have been implemented to investigate the research 

question and the corrected empirical data has been analyzed through narrative analysis.  

Italian consumers have been proven to construct their identities through kitchen consumption. 

Specifically, the Italian consumers interviewed associate to style essentiality and simplicity as well as 

elements able to make the visitors feel comfortable and welcomed in the kitchen room. This is 

probably due by the shared culture Italian consumers hold, and the influence of the fashion system 

they are subjected to, as well as the advertising promoted by the firms that operates in the interior 

design sector. Moreover, the participants connect a set of symbolic meanings to kitchen elements of 

design such as materials as wood to warmth and friendliness and as steel to creativity and 

unconventionality. For what concern the values they attach to kitchen furniture, given that this 

product category offer a huge variety in terms of designs and therefore it allows consumer to introduce 

elements of personalization, it has been discovered that the Italian consumers interviewed can see the 

link between their personality, values and lifestyle to kitchen furniture. Specifically, three main sets of 
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values has been discovered to be the values the participants want to be mirrored in kitchen furniture: 

creativity, conviviality and rationality, in a hierarchy of importance that differs for different life stages, 

respectively young singles, young families and mature families. Finally, for what regards the influence 

that product image have on Italian consumers in determining their kitchen consumption choices it has 

emerged clearly that the participants value more kitchen that activate positive self – congruency, 

therefore, the ones they feel more close to reflect the value sets they are proud to be associated to. 

Specifically, with Reform, it has emerged that the general feeling towards the design lines offered by 

the firm is not well aligned with the Italian consumers’ identity needs, as, with the exception of one 

line, they do not see recognized their personality in REFORM’s kitchens. In fact, the image perceived 

of the brand design is sophisticated but cold and not friendly. However, for the project itself, based on 

customizing Ikea kitchens, the young singles felt an activation of positive-self congruity and declared 

that they would take into consideration Reform if they had to buy a new kitchen.  
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1. INTRODUCTION 

 

1.1 BACKGROUND 

The decision-making process consumers engage with when purchasing sofas, kitchen tables, carpets, 

textile for the house is a common matter of individuals of different age slots and income in the western 

society when it comes to furnish our own accommodation. We live in houses supposedly furnished to 

make us feel good at home, creating a comfortable environment where to spend our free time, relaxing 

and weaving social relationship with relatives, friends and visitors. Interior design consumption is, 

indeed, an issue that not surprisingly has been analyzed by many scholars and researchers (Miller, 

2008; Sotherton, 2001; Gram-Hanssen et. al, 2004; Cieerad, 2002; Shove et al. 2003), often focusing 

on the symbolic meanings people attach to the consumption of a specific style, a specific product 

category or a product itself. This is probably due to the strong trend supported and shown by media 

to consider one’s house as a mirror of the owner’s personality and identity (Elver et al., 2013). With 

this in mind, it becomes easy to associate furniture consumption to identity construal acts. Interior 

design goods become the concretization of the self-image the consumer holds in a tangible form, 

indeed.  

  

1.2 PROBLEM DISCUSSION. 

Despite furnishing as a consumption act gained and still gains attention, there is no specific literature 

about interior design consumption by Italians. Traditionally, Italy has been always considered a country 

where high-quality craftsmanship is combined with a widespread good taste between consumers. 

Although the value of the “Made in Italy” is recognized worldwide, the economic recession that has 

invested the country in the last years has partly changed the way Italians consume furniture as 
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confirmed by the fact that low-cost foreign furniture firms such as Ikea and MC group are now market 

leaders (euromonitor, 2016). Italians’ decrease in disposable income impoverished consumers and the 

interior design market keeps recording a lower amount of total expenses in furniture consumption 

year after year since 2011, indeed (euromonitor, 2016). However, Italians are still looking for style and 

do not want to renounce to good design (euromonitor, 2016). As style “is important not in its own 

right but for how it relates to valued cultural standards and orientations” (Shove et al., 2003), it could 

be of great interest for Italian and international firms that are operating in the sector and that might 

consider Italy to expand their businesses, to go deeper in understanding Italian consumers’ behavior 

when purchasing furniture. For what stated above about style and the fact that the standards of beauty 

and esthetic taste change country by country, culture can be considered a strong driver in consumption 

choices for interior design. With what stated in the background paragraph - people are pushed to 

consider interior design as a mirror of their personality and, thus, through interior design consumption 

they develop their self-concept – it is implied that the perspective on consumer behavior applied to 

the current research will take into account culture as a major driver.  

The information collected throughout the research would be of particular interest for the Danish 

interior design firm Reform. Reform offers personalized kitchens to its customers, giving them the 

opportunity to combine and choose colors and materials of fronts and drawer fronts produced by them 

and mix these parts with Ikea cabinets. The design lines among which their clients can choose have a 

typical Danish design taste and some important architectural Danish studios signed three of them. 

Reform started expanding its offer to Italy less than one year ago but, in spite of the high appreciation 

of the Italian media, it has not reached interesting results yet in the country in terms of sales (Reform, 

2015)1. Thus, it could be important for them to gain deeper information about Italian consumers and 

develop a more effective strategy to approach the market. 

                                                           
1 The information connected to Reform are based on the knowledge I developed about the company as 
business development intern between February and September 2015. 
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1.2 RESEARCH PURPOSE AND RESEARCH QUESTION. 

The purpose of the present research is, given the background and the problems that characterize the 

Italian market, exploring and gaining insights about the Italian consumer behavior in purchasing 

furniture, specifically kitchens, through the Culture Consumption Theory approach to consumer 

behavior. The main research question is about discovering how Italian consumers do construct their 

identities via kitchen consumption and it has been declined in the exploration of four themes. Firstly, 

insights should provide an explanation of what is considered style, in other words, what is associated 

with good taste for Italians. Secondly, information about which symbolic meanings Italian consumers 

associate to kitchen furniture should be inferred. Thirdly, the impact on self-concept that Italian 

consumers would like to achieve in consuming furniture, especially kitchens, should be explored; in 

other words, one of the research aim is discovering which value they want to see reflected in the 

kitchen furniture they own. Finally, the influence that product image can have in influencing kitchen 

consumption choices will be object of the research, thorough the specificity of Reform case studies. 

The insights gained should lead to profile Italian consumers’ needs in terms of impact on self-concept 

and identity when purchasing furniture, especially kitchens. This information might help many interior 

design firms and especially Reform to develop an effective strategy to motivate the consumers to 

purchase their products.  

 

1.3 DELIMITATIONS. 

The current research is limited to the study of Italians’ consumption of interior design products. The 

Italian market is the only one taken into consideration. Moreover, as with the term consumption, we 

are referring to “the way people search for, choose, purchase and dispose products” (Solomon et al., 

2010); the focus will be on the entire lifecycle of interior design goods. Furthermore, the only point of 
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view taken into account is the one of the Italian consumer and their perception of the marketing mix 

of Reform, as no interviews with the board of Reform is going to be done for the present research. 

 

1.4 OUTLINE. 

The thesis is divided in nine chapters, structured as followed: 

Chapter 1: this chapter introduce the topic and the discussion about interior design consumption in 

Italy, the research purpose and the research question. Moreover, the delimitations of the research are 

presented as well in this chapter. 

Chapter 2: in this chapter, the literature review about Culture Consumption Theory is provided. 

Chapter 3: chapter 3 is dedicated to the case study of Reform and the literature review connected. 

Chapter 4: in this chapter, the methodology for the present research is presented, which explains how 

the study has been conducted. 

Chapter 5: Present the empirical data collected through the in-depth interviews. 

Chapter 6: Displays the qualitative analysis of the empirical data and the theoretical literature review. 

This to uncover and highlight underlying patterns and processes found in the collected data. 

Chapter 7: Provides the main conclusions of the thesis and answers the research questions and 

accomplish the purpose of the research. The chapter ends with managerial implications and 

suggestions for future research.   

 

2. CCT APPROACH 

Since the industrial revolution, our society engaged in a still on-going process of commodification of 

goods. Consumerism became a common practice and, gradually, consumers started to be analyzed in 

order to forecast their decision-making processes and to discover their needs and desires (Arnould et 

al., 2005).  
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Consumer behavior science started analyzing the consumer as an animal guided by instinct: Buyer 

Behavior perspective was the major one during the 60s. It has its bases in classical Newtonian natural 

science paradigm and it considers the human being such as an individual who is "undergoing and 

ongoing stimuli-response process where the fundamental needs are the mechanism directing its 

behavior" (Østergaard et al., p.14, 2000). For instance, once a hungry man recognizes his need for food 

he will probably direct his behavior towards the research of it: his need motivates his behavior and 

makes it predictable. However, this approach was questioned and overcame by the cognitive 

perspective promoted in the following decades. In this case, the assumption is that continuous ongoing 

information processes occur in human beings' mind and that through them individuals form or change 

attitudes towards the surrounding environment (Østergaard et al., 2000). From this perspective, goods 

and services can be thought as a totality of features, where these features are drivers of information 

for the consumer. The individual is conceived as a computer, which rationally elaborates the 

information captured from the surrounding environment and develops attitudes towards products and 

services (Hansen, 2005), definitely far away from an animal. This approach was criticized by several 

other researchers who introduced a perspective of consumer behavior that takes into account 

emotional response as a driver of consumption (Holbrook et al, 1982). Here, the consumer is 

considered as a new experiences seeker, aimed to reach pleasure, and the focus moves from needs to 

desires as sources of motivation (Belk et al., 2003). Despite the difference between these three 

approaches, they all fail in providing an exhaustive perspective on consumer behavior adopting the 

common practice of considering the individual as “lonely”, influenced only by his/her own needs, 

information and desires developed independently from the others. The last approach developed to 

assess consumer behavior issues moved the focus of the research from the individual as a “lonely” 

consumer to the individual as part of a society and as affected by it in consumption choices (Østergaard 

et al., 2000). Culture Consumption Theory, CCT from now on, is inscribed in this perspective and 

analyzes the consumer as a cultural meanings seeker. Basically, the individual is conceived as guided 
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by the need for establishing his/her identity with respect to the society he/she is living with through 

the consumption of symbols (Levy, 1959), which are incarnated by products and services offered by 

the market. The fact that the last step in consumer behavior science evolution finally takes into account 

the others does not make it the best approach: many authors noticed that none of the listed 

perspective singularly could give a very exhaustive explanation of consumption processes (Hansen, 

2005). In fact, it has been demonstrated that certain product and service categories are more suitable 

to be analyzed by one perspective among the others (Holbrook et al., 1982), although the selection of 

the approach to consumer behavior is primary subjected to the goals a research has. For instance, just 

using common sense, it is easy to recognize that the purchase of toothpaste will imply the consumer 

to engage with a totally different decision making process with respect of clothing or a theater play 

consumption and that probably some approaches can be more effective in addressing consumer 

behavior in this case, with respect to the others.  

The following paragraphs aim to introduce Culture Consumption Theory, its theoretical bases and 

provide examples of suitable product and service categories to be studied through this approach 

explaining why they could be more properly studied through CCT approach. This in order to justify the 

choice of implementing this perspective for the present research about interior design products.   

 

2.1 WHAT IS CULTURE CONSUMPTION THEORY? 

Despite the fact that a brief explanation of what culture consumption theory is has been already 

provided in the previous paragraph, this approach to consumer behavior deserves a deeper analysis. 

CCT is as a subfield of consumer behavior, which aims to analyze individual consumption choices as 

connected to identity construal acts, determined by the society consumers live within and its culture 

(Arnould et al., 2005).  The main themes touched in the previous sentences are four and interrelated: 

consumption, identity, society and culture. The following lines aim to explore them and the logical 

interconnections that bound each other to explain what CCT is. 
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Following the classical definition of society, it “refers to a group of people who live in a definable 

community and share the same culture. On a broader scale, society consists of the people and 

institutions around us, our shared beliefs, and our cultural ideas” (Giddens, 2012, p.84). Talking about 

society without involving the concept of culture would be probably hard, as both of them need the 

other to be explained. Since the birth of Homo sapiens, people started to group together and create 

communities to survive.  As a community, groups of people start to develop common habits and 

behaviors. The majority of our behaviors as individuals are learned, indeed, and they form sets of rules 

that are our culture and costumes (Fabietti, 2008). Culture “is comprised of all the practices, beliefs, 

and behaviors of a society.” (Giddens, 2012 p.72), a source of unwritten rules useful to survive in our 

own society. To apprehend culture is one of the biggest goal of socialization, “the process through 

which people are taught to be proficient members of a society.” (Giddens, 2012, p.100). Human beings 

develop their-selves throughout the socialization process and it impacts constantly and continuously 

individuals’ self-development (Giddens, 2012). The socialization process occurs thanks to the 

interaction of agents of socialization: the social groups’ individuals are part of, such as family and 

thanks to the specific institutions that are part of our lives such as school, religion and mass media 

(Fabietti, 2008). Groups can be identified in the recognition of in-group and out-group. Inclusion or 

exclusion within a group determines the way in which the socialization process affects individuals, their 

behavior and beliefs. In fact, being part of a group means interiorizing the sense of belongingness in 

an individual self-image and identity (Giddens, 2012). Finally, reference group are groups to which 

people confront themselves, they provide a sort of standard measurement of behaviors 

appropriateness (Giddens, 2012). As society and culture determines individuals’ beliefs, values and 

behavior, identity is strongly determined and developed by the culture a society is sharing. Identity is 

defined as “a set of attributes, beliefs, desires, or principles of action that a person thinks distinguish 

her/him in socially relevant ways and that (a) the person takes a special pride in; (b) the person takes 

no special pride in, but which so orient her behavior that she would be at a loss about how to act and 



12 
 

what to do without them; or (c) the person feels she could not change even if she wanted to.” (Fearon, 

1999). The fact that there could not be identity without the comparison of a person’s set of attributes, 

beliefs, desires, or principles with the ones of the other human beings around him/her explains why 

and how identity is socially constructed. Once understood how society and culture are presupposing 

each other and determine identity, some distinction within the broad concept of culture should be 

made in order to understand the link between it and consumption. The main distinction that should 

be underlined is the one between material culture and non-material culture. Material culture is the 

set of objects and belongings of a community; non-material culture is about ideas, beliefs and attitudes 

of a society (Giddens, 2012; Fabietti, 2008). These two dimensions of culture are connected. Physical 

objects, indeed, often symbolize non-material culture components such as ideas. Symbols are an 

emblematic example of how the material and non-material culture are linked, indeed. Since people 

need categories to understand the world (Douglas et al., 1979; McCracken, 1989), symbols such us 

gestures, words, signs, objects, serve this scope, attributing meaning to the surrounding world. For 

instance, brand logos and uniforms are symbols. In other words, despite symbols are imbued in 

physical objects, and therefore part of the material culture, they serve the function of conveying 

nonmaterial cultural meanings. From this perspective, consumption of high symbolic content goods 

can be seen as a declaration of the own nonmaterial culture: beliefs and values. As the two latter 

elements determine our identity, high symbolic content goods claim what we are. With this in mind, 

consumption can be seen as an act by which people sustain and show off their identities and this is 

just not referring to the pre-purchase phase.  Consumption is a process throughout which people 

search for, choose, purchase and dispose products, services, experiences, or ideas to satisfy needs and 

desires of different kinds (Solomon et al, 2010), indeed. Despite this neutral definition, consumption 

has been object of arch critics since Marxism development to few decades ago (Graeber, 2011). Among 

the various critics of consumption and consumerism, Graeber introduces Adorno’s points of view in 

his work “Consumption” (2011):  consumption is seen as the primary act individuals engage with under 
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capitalism; the consumer society, a consequence of the capitalistic system, is described as an aggregate 

of people “lasting values in the name of an endless cycling of ephemera.” (Graeber, 2011, p.492); the 

means of the consumer society to satisfy their endless desires are the “consumer goods”: goods not 

purchased because of a real necessities but as “object of desire” (Graeber, 2011, p.493). Anyway, such 

a perspective limited the exploration of the consumption phenomenon per se. In contrast with the 

categorical liver associated to consumption by The Frankfurt School, many other researchers – Miller 

and Douglas among the others – from anthropology, sociology and media studies, started studying 

consumerism from a new perspective, wondering which role consumption was fulfilling in people’s 

lives and analyzing individuals not anymore simply as victims of capitalism. For instance, Miller (1995) 

blames the neglect of studies able to analyze the relationship subject-object that is established 

between consumers and goods, as it recognize in this relationship the opportunity to explore society 

acculturation processes through material culture.  

 

2.1.1. The development of CCT studies and its evolution. 

As just anticipated in the previous paragraph, CCT is a relatively recent field of study, although thinking 

about consumption as a cultural act is not only legitimate when analyzing consumers who lived after 

the 1980s. For instance, Kula shells exchange and many other tribes’ ways of conceiving material 

culture has being been studied by anthropologist (Fabietti, 2008) as a core feature of the society they 

were focusing on. The following lines are going to provide an overview of the birth and evolution of 

CCT studies aimed to summarize and integrate the research of different authors about what pushed 

the development of this approach to consumer behavior.  

The birth of CCT is usually associated with the appeal of Daniel Miller to the anthropology community 

to do researches on consumption and the publication of “Material Culture and Mass Consumption” 

few years later (1987) (Joy et al, 2012). In a postmodern society such as ours, Miller recognizes the 

power of material culture, based on an object form, in expressing people’s identity and creating new 
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sets of symbols and cultural meanings. Many researchers pointed out that, despite the importance of 

material culture studies in addressing the behavior of our society and comprehending it, there has 

been many causes of the neglect of this field of study (Miller, 1995; Douglas et al, 1979). Firstly, the 

tendency of political, philosophical and many other fields researchers to attribute negative 

consequences to the growth of material culture.  Philosophers such as Adorno and, more generally, 

the Frankfurt School (Graeber, 2011), have criticized the relationship between goods and people and 

they have indicated it as a danger to genuine social interaction, indeed. The need for consuming have 

been categorized as a fetishistic attitude by them (Miller, 1995) and has been considered an endless 

spiral of desire condemned to perdition by the most puritan (Graeber, 2011). Secondly, the 

omnipresence and dictatorship of the neoclassical economic theory in affecting the approaches on 

consumer behavior led to consider the consumers as affected only by price and quantity in their 

consumption habits (Douglas et al., 1979).  Finally, the last cause of the neglect of material culture 

studies and consumption is connected to the fact that, until the 1970s, consumption was considered 

as a subfield of production studies (Gram-Hanssen et al., 2004); only in the 1980s and 1990s it became 

a subject of study itself, considered as a cultural act. As one of the first and most important exponents 

of this school of thought, Bourdieu (1984) affirms in his works that goods work as class distinction 

means, therefore consumption habits determines status. After having divided the French society in 

bourgeoisie, petit-bourgeoisie and working class, he explains how they differentiate from each other 

on the bases of taste and preferences: these three classes consume in a different way product 

categories such as clothes, furniture, and art and so on. The bourgeoisie is either economic or cultural 

capital fond, the petit-bourgeoisie attempts to follow the bourgeoisie but with a minimal amount of 

culture and economical capital and the working class bases its consumption habits on the taste of 

necessities (Gram-Hanssen et al., 2004).  However, the post-modern society concept goes over 

Bourdieu’s theory, considered uncomplete and limited (Southerton, 2001). The postmodern society is 

based growing blurred importance that church, political parties, government and social classes 
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themselves have in people’s lives. The dissolution of the just quoted institutions, among many others 

that could be listed, imposes and constrains individuals to develop and construct their own identities 

(Bauman, 1997). The growing push to individualism, self-realization and freedom that characterized 

the society described by Bauman, (1997) is sustained by the marketplace that offers a huge variety of 

lifestyles to consume in order to achieve an identity, which was guaranteed in the modern stage of 

society by collectively recognized institutions. In conclusion, in postmodern society, identities are no 

longer assigned automatically 

by belonging to a specific 

political party or social class, it 

is just up to the consumer to 

choose, and therefore 

consume, the most suitable 

lifestyle to develop his or her 

own self. Therefore, as never 

before, the researchers of 

postmodern society urges considering the current consumption practice with a holistic and ad hoc 

approach, given the highly fragmented world in which we are living after the establishment of 

globalization (Arnould et al,. 2005, Appadurai, 2001): CCT was born to address many of these issues 

that characterize our society.  

By the way of conclusion, the previous summery indicates that consumption of service and product 

categories that requires the investment of culture capital is connected to the development of a lifestyle 

in which the consumer could identify and that this is a phenomenon that lay at the core of CCT 

perspective.   

 

2.2. THEORETICAL BASES OF CCT. 
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The following paragraphs regard to the theoretical bases of CCT and aim to facilitate the 

acknowledgment of the fundamental concepts of this subfield of consumer behavior. The exploration 

of this theme imply the usage of theories from the main authors of CCT studies and an integration 

effort to reassemble their views to develop an explanation of CCT theoretical background that will 

focus on both the macro-level and micro-level of consumption. Using as a base for the following 

discourse McCracken’s Movement of Meanings Model (1989) [fig.1], with macro-level I refer to the 

movement of symbolic meanings from society and culturally constituted word to consumer goods, 

while I use micro-level for the passage of meanings from goods to consumers and vice-versa. More 

specifically, firstly, the categorization process individuals engage with is going to be explored as a 

premise for the following analysis. Secondly, the macro-level is going to be analyzed describing the 

fashion and advertising system. Thirdly, the passage of meanings from goods to consumers and vice-

versa is going to be analyzed integrating an exploration of the motivation individuals develop to direct 

their consumption choices and, besides the rituals proposed by McCracken, other ways for individuals 

to extend themselves throughout objects (Belk, 1989).   

 

2.2.1. The categorization process. 

Both the books “The world of things” of Douglas and Isherwood (1979) and “Culture and Consumption” 

of McCracken (1989) enlighten the importance, in studying consumption from a CCT perspective, of 

the process of the external world categorization people engage with. People always engage in an on-

going categorization process throughout which they make the world intelligible (Douglas et al., 1979). 

Categories are cognitive constructs, consequences of the rational nature of human beings that pushes 

people to attribute meanings to the external surrounding environment and discriminate between the 

things composing it. As rituals, the categorization process serves to delimitate the meaning’s 
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fluctuation. Associating names and concepts to people and things, categories are agreements through 

which people make visible collective definition of the world (Douglas et al., 1979).   

Following McCracken (1989), meaning is structured by cultural categories, indeed, and cultural 

principle. Cultural categories are “the basic distinctions with which a culture divides up the 

phenomenal world” (McCracken, 1989, p.73). In order to be collective, cultural categories have to be 

shared by multiple individuals. The primary cultural categories are the ones of time and space 

(McCracken, 1989; Douglas et al, 1959). With time categories we refer to the elaborated system that 

discriminates between the concepts of “second” to the one of “year”, for instance, an emblematic 

object that makes tangible time categories and that is part of material culture is the calendar. Time 

categorization is not only mathematic based: it can be also associated to the awareness of the 

differences between leisure time and work time. The space categorization is important as well; for 

instance, it differentiates which kind of habitations people live in and the distance between the city 

center and another area of the city. Other two important cultural categories, which form with space 

and time the vast body of categories, are nature (e.g. age and gender) and person (e.g. status, class, 

occupation). All together, they determine the set of distinctions that organize the external surrounding 

environment and allow individuals to make it intelligible. As cultural categories are invisible and 

intangible, interiorized within a dynamic process of discrimination, they are substantiated through the 

material things of a culture (McCracken, 1989). With this in mind, objects become visible tracks of the 

non-material culture: attitudes, beliefs and ideas people hold (Giddens, 2012). This is the kind of 

symbolisms that has been analyzed in the paragraph “what is CCT?” consumer goods, as objects, are 

an opportunity to express tangibly cultural categories. On the other hand, cultural principles are the 

organizing ideas through which the phenomenal world is discriminated and distinct in cultural 

category, ranked, interpreted and manipulated. The cultural principles are as well substantiated 

through object and, therefore also consumer goods. It is important to note that cultural principles and 

categories operates simultaneously and they mutually presuppose each other in transferring non-
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material culture to objects.  To be effective means of expressions for consumers, goods has to be 

imbued of meaning by the culturally constituted world, created through the categorization process, 

and be able to transfer the meaning and the symbols they bear to the consumer (McCracken, 1989). 

 

2.2.2. Macro-level of consumption 

The way and the pattern which meaning is transferred with by the world culturally constituted to goods 

is explained through McCracken’s model of movement of meaning (fig.1, p.13). The categorization 

process people engage with collectively culturally constitutes the world. However, we need to 

understand exactly how the meanings attributed to the phenomenal worlds are incorporated in 

consumer goods.  

McCracken (1989) suggests that the agents of this passage are advertising and fashion system. 

Advertising is generally aimed to conjoint specific cultural categories and, thus, meanings and the 

consumer good. When this “symbolic equivalence” (McCracken, 1989) is reached the consumer will 

associate the specific cultural categories of the world to the good advertised. A good creative director, 

indeed, should be able to associate these two element and push an identification of them in the 

potential consumer’s mind. The visual and verbal material used in advertising plays an important role 

in conveying the association between good and culturally constituted world, they should vehicle the 

meanings from one to the other. Text is used to explicit what is implicit in the image, gives instructions 

about how to read the advertisement and focuses consumer attention to the meanings that are 

intended to be transferred. Finally, it is important to underline that for the ad to be effective the 

viewers should successfully decode the content. In fact, the final author of the advertisement is always 

the viewer that with its interpretation determines the outcomes of the ad in transferring meanings. 

Agents of meaning transfer is, with advertising, the creative director that develop the ad. On the other 

hand, fashion system plays a triple role in transferring meaning. The first is close to the role of 

advertising. It includes the media used to convey the similarity between the good and the culturally 
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constituted word (e.g. newspapers, magazines, televisions). The second role is about the creation of 

new cultural meanings operated by opinion leaders, which are part of the fashion system. As these 

individuals, which for their virtues, beauty, and celebrity are generally held in self-esteem, are 

subjected to the imitation of the lesser standing, their consumption patterns define new categories or 

shape the existing ones because they easily become shared. The third role consists in reforming and 

revolutionizing the existing categories and meanings. In complex societies as ours, constantly 

undergoing change, innovative groups, who are usually composed by individuals marginalized for some 

reasons by the society, put in discussion generally accepted beliefs. For instance, punks, gays, and 

hippies have been playing this role. Each of these groups generated new categories through the 

violation of well-established ones, such as gender for gays. When it happens within a certain amount 

of time the new categories are incorporated in the mainstream culture and become largely shared sets 

of meaning. Agents of the transfer are, in the case of fashion system (figure II, p. 20) goods designers 

(from clothing to interior design and architecture) and fashion journalist and bloggers, social observers 

and marketing researchers. Journalists and designers are generally opinion leaders. Journalist basically, 

have the opportunity to classify what fashion is and what is not, influencing the taste development of 

consumers and, as advertisers, pushing the association between goods and cultural meanings. 

Designers have, instead the opportunity of physically imbuing meanings to the goods they create and 

not only symbolically. However, journalist and advertisers are complementary to designers in 

transferring meaning because they have the rhetorical means to support the symbolical transfer of 

meanings. At the end of the meanings transfer, consumer goods are, following the model, another 

location of cultural meaning: they represent cultural categories and the relation between them.  



20 
 

 

2.2.2.1. Brand image and culture. 

The efforts put by firms to associate to their brand, products and services to a specific image confirm 

the urge to create symbolic attachment between consumers and products. Brands, following what 

stated so far, might be potent repositories of meaning in shaping consumers’ self-identity (Brečić et 

al., 2013). In fact, “brand image is defined here as perceptions about a brand as reflected by the brand 

associations held in consumer memory. Brand associations are the other informational nodes linked 

to the brand node in memory and contain the meaning of the brand for consumers” (Keller, 1993; p. 

3). Brand image is the key driver of brand equity, which consists in consumer’s general perception and 

feeling about a brand and strongly influence the behavior of individual as consumers (Zhang, 2015). 

Firms manage to use advertising and influence the fashion system to vehicle these symbolic 

associations between their brands, products and services; that in order to increase their brand equity, 

embittering consumers attitudes towards the brand and the chance to purchase and repurchase of 

products and services offered. In other words, a positive brand image means better financial 

performance (Keller, 1993).  

 

2.2.2.2. Cross-cultural difference in brand image perception.  

The perceived brand image is not only shaped by advertising and fashion system, but rather by the 

perception of the consumer based on his/her own culture, determined by, for instance, national, 
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religious, political, family,  belongingness. Not surprisingly, brand image varies across different markets 

(Brečić et al., 2013). The culture individuals hold determine the perception of brands images and, 

therefore, different results in terms of brand equity. 

 

2.2.3. Micro-level of consumption in CCT  

For what concern the passage of meanings from goods to consumer and vice versa, McCracken 

individuates four rituals that we will be explained below. However, they could be integrated by the 

idea of objectification developed by Miller (1995) and the way in which people extend their self, 

following Belk (1989). Moreover, in McCracken’s movements of meaning model (1989), consumers’ 

motivation analysis could be integrated: he conceives the consumer as moved by the need for 

establishing his/her identity but his explanation about what pushes the consumer to do so could be 

integrated. The following paragraph could answer this question: why the consumer needs to develop 

an identity to which he/she wants to be associated?  

 

2.2.3.1. Consumer Motivation in CCT 

From the various perspectives of consumer behavior, we know that motivation is the fundamental 

engine of consumption. From the satisfaction of basic instinct, to the maximization of utility and 

fulfillment of desires, motivation has changed its sources from a perspective to another. For what 

concerns CCT approach, it has been said that individuals are motivated to consume because the 

symbolic power of certain products and categories contribute to the development of their identities. 

Why people need to develop identities? To reach psychological wellbeing. This answer is partly 

supported by the fact presented in the development and evolution of CCT studies paragraph that our 

postmodern society fragmentation and the vanishing of institutions such as political party and church, 

left people alone in determining whom they are (Bauman, 1997). Consumption, together with other 

aspect of the social lives of individuals such as their personal history, family, work and social contexts, 
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becomes a source of identity. However, still, it is not clear why it is so important, why people feel 

scared of not having an identity to claim. The following lines will analyze the theme of the self to 

address better this issue and explaining why psychological wellbeing has been claimed as source of 

motivation for consumption. 

The term self-concept is the first that has to be analyzed in order to introduce the theme of “selfness”.  

Self-concept can be defined as how an individual “subjectively perceives who or she is.” (Elfver et al., 

2013, p.7; Belk, 1989) in comparison with the others. Anyway, self-concept has been analyzed by 

different disciplines and each one of them considered it from a different point of view. For instance, 

taking into account two other sciences connected with consumer behavior, behavioral theory analyzes 

the self as a bunch of conditioned responses, while cognitive theory portraits the self as a computer 

system processing information about the self (Sirgy, 1982). Two motives characterize the self-concept: 

self-esteem and self-consistency. The first deals with the research that people make to find experiences 

that would boost their self-concept; the latter refers to “the tendency of an individual to behave 

consistently with his view of himself” (Sirgy, 1982, p.287). These two motives are sources of self-

enhancement. Self-enhancement is the driver through which individuals try to reach their ideal-self 

and it is a main source of motivation given that people desire to perceive themselves positively 

(Schmitt et al., 2006) in order to be happy. Reaching self-enhancement is therefore, fundamental to 

develop psychological wellbeing, as self-enhancements allows people to reach their own ideal self.  

The most important dimensions of the self are actual self and ideal self, indeed. The actual-self is about 

how an individual perceive him/herself; instead, the concept of ideal self deals with the way people 

would love to perceive themselves. The self-attitude a person holds towards him/herself, which 

comprehends self-esteem for instance, is the result of the comparison between actual and ideal self 

(Sirgy, 1982). However, the formation of the self-concept is not meant to be led only by the individual 

and his/her judgements. The role of the others in structuring our self-concept (actual and ideal), is 

fundamental. Self-image is, indeed, the way we think the others perceive ourselves and plays an 
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important role in self-concept construal (Sirgy, 1982). The role of society again is of tremendous 

importance in determining people’s behaviors. The same two dimensions of self-concept, ideal and 

actual, can be applied to self-image. None of the above listed concepts is static, but they are constantly 

under continuous change, pushed by the interaction of the individual with the society.  An interesting 

model explaining how and why people select a product instead of another of the same category is the 

one presented by Sirgy (1982) that takes into account self-congruency and self-concept. An extract of 

his work is reported just below to introduce the model:  

 

 

 

 

 

 

 

This passage implies that the stronger the activation of self-schemas in a positive way is (e.g. “I like 

being the x type”), the higher the value associated by the consumer to the product is going to be. This 

theory suggests that the perceived congruence between self-concept and product image is a 

determinant driver of selection, satisfaction and re-purchase intentions for consumers (Ekinci et al., 

2003). In other words, the higher positive self-congruency activated in consumers’ minds, the better 

the attitude towards a good and the higher the probability for him/her to purchase and repurchase it. 

Following Sirgy’s model, throughout the decision making process, the consumer can face four different 

situations comparing his/herself to a specific good. Firstly, he/she could perceive a positive self-

congruity; it implies that the comparison between self-concept and the product is about a positive 

product image perception and a positive self-image belief. Secondly, he/she can experience a positive 

product image perception compared to a negative self-image belief, this is the case of positive self-

Product cues involving images usually activate a self-schema involving the same images. 

For example, a product having an image of "high status" may activate both a self-schema 

involving the self-concept "I" and a corresponding linkage between that self-concept and 

the image attribute (self-image) involving "status." This linkage connects the self-

concept "1" with the "status" self-image and is referred to as self-image belief. The self-

image belief may be either "I am a high status person" or "I am not a high status person." 

Self-image beliefs are characterized by (1) the degree of belief strength connecting the 

self-concept "I" with a particular self-image level, and (2) the value intensity associated 

with the self-image level (e.g., "I like being the high status type"). 
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incongruity. Thirdly, the comparison could be between a negative product image and a negative self-

image belief; therefore, there could be a negative self-congruity. Finally, the consumer could 

experience a negative self-incongruity in presence of a comparison between a negative product image 

perception and a negative self-image belief. The important role played by self-congruence in driver 

consumers’ choices is not a surprise: as stated at the beginning of the paragraph, it is indeed, together 

with self-esteem a driver of self-enhancement. The activation of self-schemas in consumers’ mind 

during the decision making process upholds the existence of an effort of self-categorization that people 

constantly make. This concept is strongly linked to the social identities individuals hold, which, 

together with self-image, compose the self-concept (Reid, 2012). People perceive themselves and the 

others in terms of social identities or social categories such as religion, age, political beliefs, and 

ethnicity. When individuals portray these groups in their minds, they counterpoise a set of traits typical 

of the group to an outgroup creating stereotypes to facilitate the categorization of them. Given that 

individuals are members of groups and perceive themselves as in-group of them, they, consequently, 

self-stereotype (Reid, 2012). Moreover, they internalize and conform to the in-group traits, supporting 

the legitimation of the stereotyping process: this process of self-stereotyping is called self-

categorization (Reid, 2012). 

Now that the main elements of “selfness” has been described and motivation has been attributed to 

the need for self-enhancement individuals share to develop psychological wellbeing, it is time to 

comprehend how consumer goods can modify self-concept and enhance it and how consumers can 

reach their ideal self-image through consumption.  

 

2.2.3.2. Self-extension and appropriation processes to transfer meanings from good to consumers.   

As we said, consumption choices are determined by the opportunity goods offer, throughout the 

symbols associated to them by fashion system and advertising, to enhance individuals’ self-concept 

perception. Symbols, which are the conceptual results of the categorization process operated by 



25 
 

individuals to understand the culturally constituted word, are drivers of consumption. Therefore, once 

studied what lays behind motivation, the focus should move to the way people incorporate symbols 

through consumption. The four rituals suggested by McCracken (1986) in his model appear incomplete 

if considered alone to describe the passage of meaning from goods to consumers. First, following Miller 

work “Mass society and mass consumption”, I would like to provide a general philosophical 

explanation of the process of objects appropriation. Based on the Hegel’s “Phenomenology of spirit”, 

Miller individuates the act of culture objectification that people engage with as the result of the 

subject-object duality they experience. This latter concept describes the relationship between the 

subject and the external word. Objectification is the resolution of this duality, an attempt of the 

individual in his/her becoming process to internalize the external word in order to comprehend and 

better control it (Miller, 1995). Following Hegel, Miller presents objectification as the synthesis of the 

thesis and antithesis, respectively, of subject and object (the external word). The appropriation process 

itself is complex and long. It implies the work of the consumer on the object purchased and its re-

contextualization until it can be considered as no longer part of the mass of products offered by the 

market, but rather as its negation. The object purchased becomes, indeed, something that cannot be 

bought or given anymore, as the artifact is invested now “with particular inseparable connotations” 

(Miller, 1995, p.190). The object transformed is a new product, created by its particular association 

with an individual, a social group and/or the interaction between them. In other words, it becomes 

part of individuals’ extended self (Belk, 1988). The work Miller refers to when talking about the 

appropriation process can be associated to the process of self-extension, indeed: there are three ways 

through which the self can internalize the external environment. Firstly, developing control over an 

object for the own personal use; secondly, creating the object itself; thirdly, knowing the object (Belk, 

1988). With the first and the third points, Belk (1988) refers to knowing and controlling both physical 

and intangible things. The second point assimilates the act of creating an object to the act of purchasing 

it; these two verbs become here synonyms: our own creations are the fruits of our work and energy, 
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we use “psychic energy towards an object to which we have directed our efforts, time and attention” 

(Belk, 1988, p.144), transforming our purchases in “psychic creations”. This is probably largely 

comparable to the rituals of McCracken and provides a robust ground to them, as all the rituals imply 

at least an effort of control, of creation (in Belk’s sense) or of knowing. Rituals are conceived as 

symbolic actions through which the consumer appropriates and manipulates the symbolic and cultural 

meanings connected with goods. They are “an opportunity to affirm, evoke, assign, or revise the 

conventional symbols and meanings of the cultural order” (McCracken, 1988, p.84). McCracken (1988) 

individuates four kinds of rituals: exchange rituals, possession rituals, grooming rituals and divestment 

rituals. Exchange rituals comprehend all the gifting and giving acts envisaging an exchange of goods. A 

typical example of occasions and events that calls for exchange rituals is Christmas, or birthdays, at 

least in the Western society. They constitute a way of appropriation of symbolic meanings because the 

recipient is often though as not only the recipient of the gift itself, but rather a recipient of the cultural 

meanings and symbols bearer by the object given. In other words, the gift-giver selects the object 

basing his/her choice on the meaningful properties it possess, because he/she wishes to transfer them 

to the recipient. For instance, a father who bestows a book upon the little son is not only giving him a 

book, but rather the opportunity to become a passionate reader. Thus, not surprisingly, exchange 

rituals create “potent means of interpersonal influence” (McCracken, 1988, p.84) and enable 

individuals to insinuate certain cultural meanings in the lives of gift receivers. Exchange rituals imply 

for the giver the purchase of goods and the understanding of the meanings connected to it, while the 

recipient is in a way obliged to comprehend and then get familiar with the symbols the gift retains; 

these acts are considered fundamental passages of the self-extension process discussed above. 

Possession rituals are all the acts through which the consumer claims possessions as his/her own; this 

claiming is not just about the expression of personal dominium, rather it implies the attempt of 

consumers to draw from the objects the cultural meanings and symbols attributed by fashion system 

and advertising to them. It explains why people spend that much time in discussing, thinking, 



27 
 

comparing, showing off, cleaning and taking pictures of their possessions. In this kind of ritual is of big 

importance the personalization processes many consumers engage with. Consumers use 

personalization to move the good subject to it from the sphere of anonymous mass production and 

collective advertising to the personal one, attributing it new personal meanings. The possessions 

subjected to personalization become indeed mouthpieces of the set of meanings and categories the 

owner holds in organizing the phenomena word. In this case, consumers not only purchase and get 

knowing the objects they possess, they also create them; the result is a strong incorporation of the 

product within their selves. Finally, personalization enables consumers to enact on a smaller, intimate 

and private scale to reproduce the effect of advertising in transferring meanings.  As the on-going 

process of categorization in culturally constituting the world the dynamic and the meanings evoked by 

possessions have a perishable nature.  Grooming rituals guarantees the opportunity to re-draw the 

cultural meanings from them: every time the process of meaning transfers from goods to consume is 

necessary to be renewal, the consumer will probably engage in grooming rituals. This ritual can be 

directed to both the consumer and his/her possessions. In the first case, a good example is the going 

out ritual. People try to boost their appearance when going out for a special event through the usage 

of their “best consumer goods” (McCracken, 1988, p.86), once the good becomes incorporated in the 

self (e.g. make-up); it lends the individual new power, self-confidence and self-esteem. In the second 

case, which is about grooming rituals directed to consumer goods, a good example could be the big 

deal of time dedicated to furnishing and home decoration or gardening. This kind of ritual aims to 

enhance and revitalize the meanings connected with the goods that consequently enlarge and redefine 

the cultural symbols and meaning associated with the consumers. Regarding the last categories of 

rituals, divestment rituals, we are considering the opposite act to self-extension, they refer to the act 

of removing the cultural meanings exchanged between the previous owner and the good, as he/she is 

dismissing, selling or giving away it. These rituals are employed in two different situations. First, when 

something that belonged to others is purchased, for instance, clothes and houses. They aim to 
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dissociate and remove the relationship between the good and the previous owner. Second, this kind 

of rituals work also in the opposite direction and are implemented by the owners of good they are 

about to sell or give away. The fact that goods need to be cleaned up by the owner before passing to 

someone else and cleaned again by the new possessor when it enters in his/her dominium, confirms 

that the extended-self exists and that it could be traumatic to remove something from it (Belk, 1988).  

In conclusion, the concept of self-extension regards to both the appropriation process quoted above 

and the more general concept that people are what they consume, as there is a relevant relationship 

between brand choice and consumers’ self-concept. However, as can be inferred, in Belk, Miller and 

McCracken’s view, self-extension is not limited to external objects and personal possession; it refers 

indeed to places, experiences, ideas and other people. Moreover, it is important to note that some 

possessions are closer to the self then others. Let us imagine the individual as the core self and his 

possession as surrounding him in concentric layers. The closest layers will comprehend the most 

central possessions to self and the furthest as containers of the less impactful things to his/her own 

self (Belk, 1988).  

This paragraph highlights that between having and being there are weak borders (Belk, 1989). That is 

because possessions allow us to do something: expressing our identities to the others, compare us to 

them and, consequently, make judgements about our own selves. In order to do so, people consume 

goods that bears symbols of non-material culture. Goods become in this way communication vehicles 

of one’s self-concept, ideal and actual, groups’ belongingness or non-membership to a group, 

preferences and tastes.  The way in which consumers internalizes the symbols and, consequently, the 

meanings of the products purchased are various and allow the individual to make the object part of 

his/her inalienable intimate self. The motivation behind all the consumption processes can be 

recognized in the reach of self-enhancement. It serves to develop and maintain a positive view of our 

own self and achieve psychological wellness.  
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3 CCT APPROACH FOR INTERIOR DESIGN CONSUMPTION. 

As stated in the introduction, the aim of the present research is enlarging the present literature about 

interior design consumption with a specific focus on the Italian market. The previous section of this 

chapter was dedicated to the exploration of CCT approach to consumer behavior to introduce the 

usage of this perspective to analyze the Italian consumers about interior design consumption. The first 

paragraph is going to, indeed, summarize the implication of CCT and provide a framework for the 

application of CCT to interior design goods consumption, justifying the choice of this perspective 

respecting the others. The second paragraph is going to analyze the knowledge developed by 

researchers and scholars about the topic of the research, with a specific focus on kitchen consumption.  

 

3.1 WHY CCT? PRACTICAL APPLICATION OF CCT: CONSIDERATIONS ABOUT THE MOST SUITABLE 

PRODUCT CATEGORIES CONSUMPTION TO BE EXPLORED. 

The previous paragraphs should have introduced Culture Consumption Theory and suggested already 

partial answers to the question “Why CCT approach?” in developing this research on interior design 

goods consumption. However, these paragraphs should list, through the integration of different 

studies on this subject, which ones are the characteristics a product should have to be effectively 

studied through the CCT approach. Specifically, given the topic of the present thesis which is interior 

design, efforts are going to be directed to support the choice of implementing CCT approach in 

studying interior design consumption instead of another perspective.  

With respect to the works I had the chance to study, what pools the concepts developed by many 

authors of this field is that CCT is particularly indicated to analyze the consumption of high symbolic 

content products (Levy, 1959; McCracken, 1989; Sirgy 1982, Arnould et al., 2005; Joy et al., 2012). 

Referring to what is written in the previous lines, high symbolic content products are the ones implying 

identity construal acts in consumers’ minds; in fact, when individuals consume this kind of products, 

they engage in meanings and symbols transfer processes, appropriating them within their selves 
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(McCracken, 1989; Miller, 1987; Belk, 1989). This is particularly true when the purchases of products 

and services determine the definition of consumers’ lifestyles (Bauman, 1997), as the symbols, 

imposed by fashion system, advertising and common imaginary, helps here determining the 

concretization of tastes, opinions, attitudes and ideas. 

 The identity construal acts that motivates the individuals to consume specific products are about 

boosting their self-image throughout self-enhancement (Sirgy, 1982). In Sirgy’s perspective (1982), 

self-enhancement is focused on the power high symbolic content goods have in communicating the 

others who we are. In other words, high symbolic content products are mainly cause of self-

enhancement because they are “communication vehicle” (Levy, 1959) throughout which individuals 

tell the others what they are. He lists three reasons that need to be fulfilled to classify a good as a good 

communication vehicle and, thus, justify the usage of CCT approach to study their consumption 

behavior: visibility in use, variability in use and the degree of personalization (Sirgy, 1982). Visibility 

implies that the object has to be purchased or consumed with others’ awareness. Variability consists 

in the possibility to use the product in different ways and, therefore, differentiate from the others in 

usage. Personalizability is about the “extent to which the use of a product can be attribute to the 

stereotypic image of the generalized users” (Sirgy, 1982, p. 288). Furthermore, high-involvement 

products are considered suitable to be studied through CCT (McCracken, 1989), they require, indeed, 

a big investment of mental energy to be selected for consumption and the more the efforts put 

towards them, the more the probability to englobe them in consumers extended self (Belk, 1989).  

In conclusion, suitable products consumption for CCT analysis are high involvement products and 

products imbued with symbols, as they could help people determine their lifestyles and, thus, 

determine who they are. Furthermore, for the consumer to be motivated to consume these symbols, 

they should be associated with an increase of positive self-concept. Not surprisingly the most studied 

product are, among the others, clothing, cars, pieces of arts, destination choices for tourism, houses 

and accommodation, and also interior design goods (Ahuvia, 2005). This is due to many of them being 
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high involvement products and all of them being imbued with symbols by a strong advertising system, 

specialized media and collective imagination about the typical users.  

Before concluding this section, there is an important point to clarify. What stated so far does not imply 

that the usage of another perspective of consumer behavior to study the consumption of a car, for 

instance, would be wrong; the selection of a perspective among the others depends on the goal of the 

research. From my experience, I created many surveys based on cognitive perspective, which usually 

implies the usage of quantitative methods, once about Mitsubishi cars. Generally, to check which are 

the drivers of selection when it comes to purchase a car, people are asked to rank and rate a series of 

features, such as design, luxury, accessories, speed performances, usability in urban environments, 

price, ecofriendly. It is perfectly legitimate: it could be particularly useful to segment the market, 

individuate a suitable target group for the offer of the car firm and to develop new products closer to 

consumers’ needs. However, it could provide only superficial explanation about the roots of the needs 

consumers have. It probably will not address why someone considers an ecofriendly and cheap car 

more interesting than a luxury and big size one. In other words, it does not explore deeply the lifestyles 

connected with such choices. Lifestyles of respondents, in this perspective, will be deducted by the 

age, education, family-lifecycle and income of the survey participant combined with the drivers of 

consumption quoted above, using a pre-individuated set of standard lifestyles (e.g. yuppies, guilt free 

consumers). It can definitely work if the aim of the research is not an in-depth understanding on the 

reasons why consumers have a better attitude towards ecofriendly instead of luxury cards. As the aim 

of this research is exploring in depth which are the factors that still push Italians to buy stylish and not 

necessarily cheap interior design pieces despite the economic recession, there is a strong need to go 

directly to the roots of Italian consumer behavior for what concerns interior design, and try to 

understand which are the symbols that they are looking for to consider a purchase worthy to be done 

and what is stylish furniture.  
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3.2 INTERIOR DESIGN CONSUMPTION. 

 

 

 

 

 

I selected this quotation from the director of the Design Museum of London as it gives an exhaustive 

overview of the role design plays in people’s lives and, above all, it highlights that design, as a 

manifestation of the society we are living in, is a mean for self and collective expression.  Design is a 

product of the cultural industry and, therefore, its bounds to the culture a society shares are strong. 

The industrial nature belonging to design goods is caused by the mass production that characterize 

them and makes design an easy concept to be explored in the light of the industrialization process: in 

contrast with craftsmanship works, imbued by the uniqueness of the maker, design goods are suitable 

to be introduced to the consumers through the mass market. From this point of view, design, as a 

product of industrial development, becomes an agent of taste, intended as Bourdieu’s taste, 

democratization. For instance, in many countries, such as Scandinavian ones, it could be considered as 

a mean of potential conflicts’ mediation between bourgeois and lower classes (Ersan, 2013) in the 

between-war age. Thus, design goods are, among other product categories, engines of the passage 

from the modern society, described by Bourdieu (1984) to the postmodern fragmented one (Bauman, 

1997), where design consumption becomes not anymore motived by the membership to a social class, 

although to construct a personal and original identity to be coupled to a specific lifestyle. In fact, 

interior design consumption has been proven to be led by identity construal needs, despite mainly by 

high culture and economical capital individuals, in the Bourdieu’s sense of this concept (Southerton, 

2001).    

“Design in all its manifestation is the DNA of an industrial society – or of a postindustrial 

society, if that’s what we now have. It is the code that we need to explore if we are to 

stand a chance of understanding the nature of the modern world. It is a reflection of our 

economic system. And it shows the imprint of the technology we have to work with. It is a 

kind of language, and it is a reflection of emotional and cultural values. […] And it’s design 

that can serve as the means for creating a sense of identity – civic, collective or personal.”  

Deyan Sudjic, 2008. 
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Such implications support the choice of analyzing design consumption throughout CCT approach, as 

the culture imbued in design objects qualifies them as explicitly attached with symbols. Historically, 

interior design consumption until the 60s has been embedded in the cultural ideology of the family, 

gender and class (Cieerad, 2002). In the next decades it became clearer and clearer, with the vanishing 

of the traditional categories of family, class and gender, that the identity needs interior design started 

to fulfill was connected with the development of a  personal lifestyle to be associated with for 

consumers to feel better about their-selves and be happy to be recognized with (Cieerad, 2002). Style 

was and still is the driver of taste achievement, which once was able to determine the allocation of a 

family or a person in a certain class category and now allows people to reach the association with a 

certain lifestyle to be proud of (Southerton, 2001). For instance, yuppies loved installing essential and 

minimalistic interior design style in marvelous penthouse in the center of big US cities. It explains how 

style is connected with identity construal both in the modern and post-modern society. However, this 

is not true for everyone: researchers has discovered that only people with high cultural and economic 

resources are using interior design consumption to determine who they are in an individualistic way. 

Lower economical and cultural resources people are consuming interior design caring only about 

respectability and their only identity need is fulfilled when the house is tidy and they can be considered 

clean and respectable, indeed (Southerton, 2001; Shove et al., 2003). In other words, lower classes are 

interested more in tidiness and respectability.  Bourdieu theorization of social classes is still useful to 

understand the actual consumer behavior as it determines which individuals have already engaged 

with lifestyle researches, high cultural capital people, and who did not do it yet, lower cultural and 

economical capital. The below model should explain visually the concept expressed above: 
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There are many reasons that can explain why lower classes still do not consider interior design as an 

important tool to build up their identities: they have less visitors at home (Shove et al., 2003), as we 

said visibility of goods make them effectively a communication vehicle (Sirgy, 1982), and the 

economical restrictions are for sure a limit to stylish consumption. For what concerns, instead, the high 

cultural and economic level individuals hold, interior design furniture consumption “as every social 

aspect of our lives, is determined by a constant negotiation between important aspect of the 

presentation of the self and the social role we image to have and to which we aspire” (Shove et al., 

2003). The ideal self, with the aspirational roles of consumers is, indeed, an important driver of 

consumption for interior design. Interior design becomes a mean to introduce in our lives a piece of 

the ideal self we are aiming to reach and the ideal reality we would like to live in.  

 

3.2.1. Reform case studies 

Reform is an interior-design company whose mission consists in providing kitchen consumers the 

opportunity to create a customized design kitchen at affordable prices using Ikea kitchen cabinets as 

bases. Its mission, although not explicitly stated, can be summarized by giving the chance to everybody 

to overcome the mass produced furniture dictatorship and make his or her own kitchens personal and 

original through good design. Reform was founded in 2014 thanks to Jeppe Christensen and Michael 

Andersen and, since the beginning, it has been based in Copenhagen. Jeppe is a young man who 

graduated at the Copenhagen Business School in Marketing and Economics and had been working in a 
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carpentry and design business since he decided to create Reform; Michael is an engineer and has 

worked for Bjarke Ingels’s architectural firm BIG. Riding the growing trend in creating and purchasing 

personalized items for contemporary consumers, they decided to found Reform in their home city: 

Copenhagen. Using Ikea cabinets and exploiting the modularity and standardization of Ikea kitchens, 

METOD and FAKTUM, they developed fronts, drawer fronts and tabletops able to fit Ikea cabinets and 

to be mixed with them. That inscribes Reform in the growing trend of Ikea Hacking, primarily a practice 

engaged by final consumers through bricolage to modify Ikea products and now operated by many 

firms, mainly Scandinavian based. It is important to underline that Reform does not collaborate in any 

way with Ikea.  As Danish design is globally recognized as one of the best in the world (Heiberg et al., 

2008), it seemed obvious to them to develop the first lines as inscribed in this design style. The first 

two lines promoted were the Basis, 01 and 02 were developed thanks to Danish designers. All the 

fronts and table fronts were and are available in different colors and the handles can be purchased 

both in different colors and materials, solid and smoked oak. The tabletops can be ordered in linoleum 

and oak of different kinds. Reform products were and are sold only through the e-commerce of the 

firm, people interact 

with salespeople to 

develop the dream 

kitchens and once 

finalized the order 

they received and 

receive Reform pieces 

in 4-6 weeks. Reform 

started offering also 

the opportunity to hack BESTÅ system for living room storage, GODMORGON lines for bathrooms and 

PAX modular guard robes (Reform, 2015). In February 2015, Reform started an internationalization 



36 
 

process with the development of an English, Italian and German website (Reform, 2015)2. A good 

unpaid media coverage was reach within Denmark, Germany and Italy in the following months: among 

the others, specialized magazines such as Detail and Abitare featured Reform project. However, the 

interest of specialized media reached a pick in August 2015 with the launch at the North Modern Fair 

of the new lines signed by three famous Danish architectural studios: Henning Larsen, BIG and NORM.  

                                                           
2 The information connected to Reform are based on the knowledge I developed about the company as 
business development intern between February and September 2015. 
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At that point, Reform was already selling around 15 kitchens per month across Denmark, Norway, 

Germany and UK. The match between Ikea products and the ones developed by such big studios was 

a success: the most important outlets of design and architecture around the world, Wallpaper, Deezen 

and Elle Décor, started talking about Reform.  

 

3.2.1.1. Reform goes international. 

As already stated in the previous lines, Reform started an internationalization process towards few 

European countries, through the translation of the website and the effort to reach international media 

coverage. Moreover, Germany and Italy became two specific targets for Reform, as they were 

considered two enough densely populated countries where it would have been possible to conquer 

market share (Reform, 2015)3. The website was translated in Italian and German, indeed, and a 

detailed analysis of interesting media has been developed in order to focus on the proper blogs, online 

and offline magazines to approach these two markets and gain unpaid media coverage. We need to 

underline that superficial researches have been developed to gain insights about the current situation 

of the countries’ markets of interior design and consumer behavior before approaching them and the 

internationalization strategy can be considered standardized, as there has been put no effort in 

adapting to the countries quoted. The results were good in both countries and Reform was featured 

in many of them, the insiders of design and architectural world appreciated the concept behind the 

firm. Despite the success with media, none kitchen has been sold in Italy in 2015. The current economic 

recession, which characterized the country and determined the decline of the total country expense 

in interior design, could partly explain these results. However, there are some aspects of this market 

to be deepened that could invert this trend: the need for stylish consuming and good design interior 

products is still alive in Italian consumers, despite the decrease of purchase power of the last years. 

                                                           
3 The information connected to Reform are based on the knowledge I developed about the company as 
business development intern between February and September 2015. 
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This information determines the development of the research questions of the present thesis, which 

is aimed to provide interesting insights for the implementation of a proper strategy to approach this 

market, not only for Reform, but rather, more generally, to interior design companies interested in 

selling their products in this market.  

 

3.2.1.2. Ikea Hacking and personalization. 

Ikea Hacking is a growing trend in the last year and it was born as a form of personalization of Ikea 

furniture promoted by the final consumers of this Swedish brand. The reasons that led to the success 

of this practice are ascribed to the specific feature of the product offered by Ikea. Firstly, the cleanness 

and simplicity of Ikea design leaves room to personalization. Secondly, Ikea products are cheap and it 

implies that it is easier for hackers to experiment their creativity without the fear of spoiling an 

expensive item. Thirdly, the standardization of Ikea products helps people to copy and share easily 

with success ideas about how to hack this furniture. Fourthly, the ease of assembling makes Ikea easy 

to hack. Finally, the opportunity to make furniture totally by yourself and original has a great appeal 

on consumers (Bean et al., 2010). In other words, “In the hands of IKEA hackers, ready-to-assemble 

chipboard and plastic bits are transformed into symbols of individuality. For some, they become 

symbols of mastery over the consumer marketplace. To others, they mark creative explorations and 

pragmatic goals. They are ideas given material form, assembled with a dash of creativity.” (Bean et al., 

2010; p.35). This is supported not only by the big online community created by the desire of sharing 

Ikea hacks, but also by the fact that Ikea Hacking has become a business. Many firms together with 

Reform started selling the opportunity to hack Ikea from kitchens to sofas. All these firms based their 

success offering the opportunity to the consumer to become a prosumer: a producer and consumer 

together (Ritzer, 2014).  
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3.2.1.3. Kitchen consumption 

Until the beginning of XX century, kitchens had been considered a place just devoted to the 

preparation of meals; in rich families, it was not even visible to anyone, except to the servants. 

However, the changes to which the western society has been subjected from the first World War 

modified dramatically the way of conceiving house spaces and the roles play by members of the family 

within them. In the late 50s and first years of 60s, during the post war period, the kitchen room 

conception was far away from the one shared only 50 years before. In these years, it becomes the 

housewives’ spot where to administrate the family and the house and the consumption of kitchen 

furniture was strongly submitted to the structure of family members’ roles within society (Cieerad, 

2002). The values women were looking for when buying a kitchen at that time can be summarized with 

respectability: tidiness and cleanness were fundamental to show off. Anyway, in the late 60s things 

changed; the kitchen room, which in the previous years was still separated by the dining and living 

room, becomes more visible, as the wall between the dining room and the kitchen falls (Cieerad, 2002): 

many people, moving to big cities, had to renounce to spacious houses they could afford in smaller 

cities. It implied that, kitchens, now visible, needed to be furnished in a coherent and consistent way 

to the rest of the house. In the same years, also the categorized roles of men, woman and children 

changed, moving towards a more democratic conception of family roles (Cieerad, 2002). Women 

started developing their own careers in the job market  and what they were looking for when buying 

kitchen furniture was, progressively, the opportunity to be both an effective mother and working 

woman, and then, to express their independency, to show off how modern and self-confident they 

became (Cieerad, 2002). Many formalities were abandoned, such as offering the dinner to hosts in the 

dining room, and kitchen becomes a spot for conviviality and intimacy soon, where people could 

express their selves through passions and hobbies such as cooking and still it is nowadays. From what 

stated so far, we can easily connect the development of kitchen furniture and the changes in the 

traditional roles people were playing in society. It confirms that interior design development and 
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consumption is strongly embedded in the cultural background a society shares. The opportunity to use 

the kitchen to integrate the often visible interior design appearance of the house makes kitchen a 

valuable mean to express identity and to associate people self to specific tastes and attitudes able to 

determine and delineate their lifestyles. This could probably explain the growing expense in kitchen 

furniture that characterize USA and Europe until the 90s (Shove et al., 2003). In conclusion,  

 

 

  

 

 

Such need for relatively often-renewed kitchens has been explained by scholars as typical in lifetime 

narratives when the consumer is living an important change in his/her own life (Ahuvia, 2005). Besides 

the fact that such an expensive and high involvement item could easily be imagined renewed when 

moving after marriage, to a bigger house when the family gets bigger or as a piece of the first house of 

ownership, renewing and purchasing a kitchens is more generally associated to life projects that allow 

the consumer to imagine an ideal reality becoming closer to the actual one, independently from the 

probability the ideal reality could come true (Southetone, 2001). The lifestyle that the purchase or 

renew of a kitchen allows to reproduce in consumers mind and make them construct their identities 

on it, does not need to be totally reproduced in all the aspects of the consumer’s life: “in reality, 

occupants may not have time to reproduce the ways of life associated with the things they own” 

(Madigan et al., 1996). It is just enough to identify the kitchen as a bearer of the concepts connected 

with such lifestyle. From this perspective, the kitchen can be seen as a bridge, which, through the 

lifestyle its consumption implies, connects the actual self to the ideal self and the actual reality to the 

ideal one. As McCracken (1989) explains, people tend to displace values and fantasies in an imaginary 

“Kitchen tastes and kitchen transformations are caught up in and reproductive 

of the tides and eddies of social and cultural distinction (Bourdieu 1984, Holt 

1997).  In so far as the kitchen is a site in which tensions between economic 

and cultural capital are played out, and in which cultural knowledge and 

judgements of competent social practice are materialized, so consumers are 

propelled toward certain forms of acquisition.  In a word, the restlessness of 

society is manifested in the details of kitchen design and décor.”  

Shove, Hand, p.3 
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world to preserve them from the actual reality, considered cruel in its capacity to destroy hopes and 

aspirations as people have to continuously face obstacles and do compromises in real life to fulfill their 

needs and desires. From this perspective, it is of fundamental importance to avoid that the entire set 

of values and aspirations would be totally moved in the actual reality, in other words, that people 

desires would be very satisfied, as it would imply the contamination of the imaginary world with the 

actual one. However, as human beings tend to seek for happiness, individuals tend to introduce some 

pieces of their aspirational reality to the real world. This passage can be achieved through 

consumption: consumer goods become in this way bridges between the real world and the imaginary 

one, fulfilling part of the desire people have to make the imaginary world real but without transferring 

it totally in the actual reality. Interior design could a particularly suitable example of consumption led 

by the need to make the imaginary reality closer to the actual. Often, when people have to purchase 

interior design products, especially high-involvement ones as kitchen, they subject to their 

consumption the assumption that such items could lead them reaching the imaginary world and the 

aspirations connected. Therefore, the higher the connection between the symbols connected with a 

certain style kitchen consumption and the values and aspirations of the ideal world, the higher the 

probability that that kitchen will be consumed, as the lifestyle connected with such consumption will 

be considered the same or a least close to the one reproduced by individuals in their imaginary world.  

Furthermore, kitchens are especially suitable to help consumers designing their identities and lifestyle 

for three specific features they have: firstly, they are generally highly visible to people close to the 

family, such as relatives and friends; secondly, they might retain symbolic and emotional meanings 

connected to the story of the family; thirdly, kitchens are generally standardized but leave space for 

personalization (Southerton, 2001), which is an important driver to incorporate object in the extended 

selves of individuals (Belk, 1989), as it implies the creation of the object itself by the owner. These 

three points are sustained by the typical consumption activities that currently are engaged within the 

kitchen area, besides the ordinary food consumption, people spend their spare-time with friends and 
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relatives in this room, watching television and listening to radio (Southerton, 2001). The fact that the 

kitchen is usually subjected to the gaze of people emotionally close to the kitchen owner, make 

him/her even more sensitive about their opinions with respect of the consumption of kitchen 

furniture, as friends and relatives are part of the in-group of the consumer (Giddens, 2012).  

Before focusing on the research itself, we should notice that, as stated in the more general interior 

design consumption practice paragraph, the identity expressive value of furniture consumption is not 

common to every consumers. It has been noticed by many researchers, also in the specific case of 

kitchen consumption (Southerton, 2001), that incorporating the symbolic meanings furniture hold to 

define identity and satisfying lifestyle expressive needs it is common to high cultural and economical 

capital people but not to the one provided with low resources of culture and money. 

 

The main purpose of the present research is exploring and gaining insights about Italian consumer 

behavior in purchasing furniture, specifically kitchens, through Culture Consumption Theory approach. 

Firstly, the insights should provide an explanation of what is considered style, in other words, what is 

associated with good taste for Italians. Secondly, information about which symbolic meanings they 

associate to the furniture they possess and love and the one they would like to purchase should be 

inferred. Thirdly, the impact on self-concept, therefore, the values they want to see attached to kitchen 

furniture, that Italian consumers would like to achieve in consuming furniture, especially kitchens, 

should be explored. Finally, the role product image plays in influencing the Italian consumers in 

selecting kitchens should be investigated, specifically through Reform case studies. The insights gained 

should lead to profile Italian consumers’ needs in terms of impact on self-concept and identity when 

purchasing furniture, especially kitchens. The present literature review should have introduced the key 

elements to take into account to comprehend the research design. The most important points of 

chapter two are, firstly, the explanation and description of motivation sources, which is at the core of 

the present research about the Italian market and, secondly, the macro and micro levels of 
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consumption. The latter is specifically important because it is connected with the personalization and, 

following, the internalization of the external world in the extended self of consumers. The research 

was structured in order to understand the overt needs of Italian consumers in terms of self-concept 

enhancement when consuming kitchen and how they internalize the symbols they considered positive 

in their kitchen furniture and vice versa, how they attach their personality to their kitchen, indeed. For 

what concerns the key points of the third chapter in determining the research design, most of the 

information reported were used to make assumptions. Among the others, the fact that people are 

influenced in their decision making and motivation development by cultural and economical capital in 

purchasing design goods, the strong embeddedness of design perception in national culture and the 

studies that confirm kitchen furniture consumption to be strongly connected with identity and self-

concept development. In fact, only high cultural and economical capital participants were selected for 

the research, as the focus of the present analysis is not to prove which are the people who take into 

account self-enhancement when purchasing furniture, but rather to investigate how self-

enhancement is reached through interior design consumption.  

 

4. METHODOLOGY 

The methodology is the mean that answers the research questions and fulfills the research purpose of 

the present analysis. Before focusing on the tools selected to conduct the research it is important to 

underline that the present research has been conducted with a socio-constructivist approach. The 

philosophy of science to explore the research question is social constructionism as “a potentially 

fruitful theoretical perspective within which to frame qualitative research in marketing” (Hackley, 

1998) in comparison with other philosophies of science.  

The following paragraph introduces the reader to the strategy and the tools used to gain insights about 

Italians’ consumption of kitchen furniture: an explanation about how and which tools are used is 

provided in the following lines. 
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4.1. QUALITATIVE RESEARCH 

The insights gained thanks to the empirical data collected, are based on a qualitative research 

developed through in-depth interviews with the usage of projective technique. They should allow the 

researcher to analyze which are the identity and cultural motives who push Italians to purchase certain 

kitchen furniture styles with respect to others in order to contribute to the field of study of interior 

design consumption.  

Qualitative research explores how consumers behave in context-specific situations. While respect to 

quantitative research, based on statistical manipulations of big data, qualitative research creates an 

in-depth polaroid of consumers’ behaviors, which are closer to the way consumers normally behave 

and think.  The big amount of data, typical in quantitative research, influences the way data are 

threated and does not leave space for an holistic analysis of the context, whose comprehension is 

instead one of the main goal of qualitative research. Relying on qualitative researchers, trust, 

familiarity, and rapport with consumers to gain good data, indeed, and the higher level of subjectivity 

in this kind of research leads to more human interaction and connection between the researcher and 

research participants. Consequently, “qualitative research tends to involve smaller numbers of 

consumers examined in finer detail” (Belk, 2013; p.7). Qualitative data are less representative for the 

small sample of participants; however is generally more accurate (Belk, 2013).  

The present research is based on a qualitative research articulated in in-depth interviews, which will 

be characterized by the usage of projective technique. The data collected enable me to extrapolate 

narrative patterns from the respondents and, using sense making, infer insights about the cultural and 

identity drivers of consumption of Italian consumers. The following paragraph will explain how the 

interviews were conducted and the consequences of the usage of in-depth interviews and projective 

technique. 
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4.1.1. In-depth interviews. 

In-depth interviews have been chosen as a tool for the present research because they are one of the 

best method to infer the subjective meanings, interpretations and stories of research participants 

(Liamputtong et al., 2005). In the case of the present analysis, we are talking about Italian consumers 

and their cultural and identity associations to the consumption of interior design, which, otherwise, it 

would have been difficult to collect through quantitative methods. Through in-depth interviews, the 

role of the interviewer consists in encouraging the interviewee to talk about themes related to the 

research questions and in leaving the participants the opportunity to deduce these themes through 

the exploration of their own experience.  

The advantages of this method are the opportunity to explore long or complex draft material and to 

probe answers. It also allows for intensive investigation of individual thoughts, opinions, and attitudes. 

This method is recognized to lead often to unanticipated answers and findings. In-depth interviews 

could reveal aspects of a phenomenon to which the researchers could have never thought about, 

indeed. Moreover, this method gives further insights on consumers’ experiences and consumption 

habits. A disadvantage of in-depth interviews is the fact that it is time consuming. It is difficult to 

develop a systematic coding system to generalize the findings individuated using this method. 

Furthermore, it requires high levels of trust between the interviewer and the respondent. The 

interviewer must be highly skilled in active listening, probing, and other interviewing techniques. 

Moreover, the interviewer must be knowledgeable about the topic and sensitive to a respondent's 

culture or frame of reference (Bryman et al., 2011).  

As the current research is an exploratory one, this method is particularly suitable because it gives the 

opportunity to explore the reasons and drivers of consumption of interior design furniture, especially 

kitchens.  
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4.1.2. Projective technique. 

Projective technique is a qualitative tool to assess the whys of specific situations in a structured-

indirect way. The indirectness of such technique should lead to overreach the difficulties in articulating 

attitudes, beliefs, feelings and motivation towards direct questions towards something, all done by 

making feel the participant of a study comfortable while studying his/her inner sphere; moreover, they 

are also used to investigate the personal way of developing perception and interpretation of the 

surrounding world. In other words, “Projective techniques involve the use of vague, ambiguous, 

unstructured stimulus objects or situations in which the subject "projects" his or her personality, 

attitude, opinions and self-concept to give the situation some structure” (Donoghue, 2000 p:47). The 

stimulus object, indeed, plays the role of a third party to which the participant could associate his/her 

feelings, attitudes and beliefs without feeling uncomfortable to communicate the interviewer they are 

directly attached to him/her. To gain otherwise covert insights about symbolic interactionism and what 

lies behind or is meant by manifest behavior, the stimuli should be ambiguous enough to let the 

participant free but able to direct, at the same time, the participant through the theme that is 

investigated.  

The type of projective technique selected for this study is named construction: “the subject is asked to 

construct a story or a picture from a stimulus concept” (Donoghue, 2000 p: 49). In the case of this 

research, the stimuli are pictures of Reform kitchens (images I – IV p. 35, 36, 37), and the participant 

is asked to construct a story about the person who owns the kitchen: age, family lifecycle, occupation, 

education and lifestyle (e.g. hobbies, free time activities).  

As all the qualitative research tools, the data collected through the projective technique need to be 

ordered and interpreted (Levy, 1981). Advantages of this technique are the richness and accuracy of 

the information collected; moreover, as they are more generally used in intensive interviews and 

focused groups they generally introduce new light and energy during them. Disadvantages are the 

complexity of the data and therefore the required skills for the researcher to code them and transform 
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them in information. Furthermore, they are expensive as there is a need for highly skilled interviewers 

and time consuming. Finally, it is not always easy to find collaborative respondents and reliability is 

difficult to be established.  

 

4.2. DATA COLLECTION 

 

4.2.1. Methodological decision for narrative analysis. 

The analysis of the data collected during the research has been developed using a narrative analysis 

approach. Narrative analysis orders facts and characters in space and time and offers the opportunity 

to exam character mutation. It allows social research to explore the construction of subjectivity in 

depth. The sequential development of the narrator's experience and position reveals his/her identity 

and provides information about the participant's life (Riesmann, 2008). Narratives are taken as a 

starting point for the social inquiry, focusing on the social role of stories to new actions and 

perspectives on the world. Therefore, for the current research, based on in-depth interviews, narrative 

analysis has been chosen as the best one to code the data collected and validate them as information: 

the focus of this approach lies in the sequence of action, the choice of language, as well as the narrative 

style. It is important to understand why and how the incidents are stored (Riessman, 2008). 

Participants’ narratives were the bridges between the interviewees and the interviewer to collect data, 

as narratives allows the participants to express their own experience. Specifically, narrative analysis 

could be declined in four different methodological approaches following the scope of the research: 

thematic analysis, structural analysis, dialogic/performance analysis and visual narrative analysis 

(Riesman, 2008). In thematic analysis, content is the main focus: this form of analysis maintains the 

story intact and often refers to prior theoretical concepts. Thematic contents are preferred to language 

and form of the narration. Besides analyzing content, structural approach focuses on narrative form 

and attempts to infer the underlying meanings of participant narratives; in other words, this approach 
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is concerned on how the stories are organized and what lays behind the spoken narratives. 

Dialogic/performance analysis considers stories as social artefacts, which can provide information 

about a society and a culture as it does about an individual. Visual narrative analysis is based on both 

words and images (photos, paintings, video, collage, etc.) in order to explore how individual and 

collective identities can be performed visually (Riesman, 2008). For the present research, thematic 

analysis has been selected, as can be inferred by the creation of themes to categorize the data 

collected.  As the data derived from the in-depth interviews developed to test, the research questions 

need to be validated to satisfy the research purpose, indeed, the data has been coded following these 

four stages: creating themes, categorizations of respondents and responses, identification of patterns 

within findings, and categorization of data in themes and concepts.   

As the current research is explanatory, and therefore is concerned with the identification of a problem 

rather than the testing hypothesis (Bitsch et al., 2008), the focus is on the connection between interior 

design consumption, especially kitchen furniture, and identity. Information about this theme were 

achieved through asking the participants about their experience in kitchen consumption, their 

interpretations of others’ kitchen consumption and the usage of projective technique in order to 

identify the typical user of specific kitchens shown during the interviews.  

The structure of the in-depth interviews follows the four research questions as presented in the 

introduction section of the thesis. It moves from the general topic of kitchen consumption to the 

Reform case study and the implications of Reform offer consumption. Specifically, the three main 

themes are “style and taste”, “personal values and meanings through kitchen consumption”, “Reform 

offer consumption”.  

The interviewees were selected from my personal network and the requirements to participate to the 

research were having already furnished a kitchen and having a high or medium high level of education 

and income. This because it is important for the research purpose to gain insights from people who 

already experienced the consumption of a property kitchen, personally selected and purchased, to be 
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totally aware of which decision making process this kind of purchase implies. Moreover, following the 

research already developed on furniture and kitchen consumption, the requirements about economic 

and cultural capital should ensure that the purchase of furniture for the participant implies a need for 

identity construal, which has been proved true only for high and medium high income and educated 

individuals (Southerton, 2001; Shove et al., 2003). In other words, only high cultural and economic 

resources people are sensitive to connection of consumption and identity in consuming kitchens. 

Therefore the selected participants share a medium-high/high income and education; that in the 

majority of the case connects the participants to a quite prestigious occupation. 

The insights derived from the interviews had the purpose to develop a useful set of archetypes of what 

is considered good taste for Italian consumers when it comes to purchase a kitchen and how it affects 

self-perception. The relatively small number of interviews conducted, 13, does not allow to generalize 

the opinions of those few respondents to the entire Italian kitchen consumers; however, specific 

repetitive pattern schemes referring to kitchen consumption has been recognized to characterize all 

of them. Therefore, the findings should provide an overview of a set of identity needs and concepts 

connected to the theme of good taste that are probably shared by many Italians consumers.  In other 

words, the stories, opinions and attitudes presented by the interviewees follow a repetitive structure, 

mainly according to the family life cycle they are living in. The selection of the interviewees has tried 

to cover different ages and family life cycles, indeed. Moreover, for what concerns the demographics 

of the interviewees, attention was focused on education and occupation, as the latter implies certain 

consequences on income.  

Using multiple and different sources, interviewees should guarantee a better and more exhaustive 

analysis able to properly fulfill the research purpose; however, as every qualitative research based 

analysis, the lack of statistical proved findings cannot confirm or disconfirm the insights gained on a 

large scale.  
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4.2.2. Tools for narrative analysis  

As the data collected through the in-depth interviews are not enough to claim the success of the 

present analysis because they are not information yet, a coding system to transform data in insights 

has been implemented. The method used, in-depth interviews, implies the interviewer being 

immerged within the research area and the collection of data from the narratives of the participants. 

In other words, the current research can be considered a fieldwork research and the participants’ 

narratives were the bridges between the interviewees and the interviewer to collect data, as narratives 

allows the participants to express their own experience. As a direct consequence, a narrative analysis 

was chosen to code the data: the focus of this approach lies in the sequence of action, the choice of 

language, as well as the narrative style. It is important to understand why and how the incidents are 

stored (Riessman, 2008).  

The interviews were firstly recorded with the permission of participants and notes were taken 

immediately after each of them. Later on, they have been transcribed and read many times. 

Specifically, the thematic analysis of the transcribed interviews followed three stages: descriptive 

coding, interpretative coding, overreaching themes (King et al., 2010). The first readings where used 

to perform a first categorization effort of the concepts emerged during the interviews according to the 

four main themes quoted above; these activities belong to the descriptive coding stage. The next 

readings helped revising the allocation of concepts per theme and it emerged that many concepts fulfill 

the questions behind different main themes. During this categorization process emerged the repetitive 

nature of comments, ideas and opinions expressed. This categorization process leads to a proper 

codification of the data collected and the whole process was supported by the implementation of 

interpretation and sense-making processes; these parts concern the second stage of data analysis, 

interpretative coding. Finally, the relationship and overlapping concepts between themes have been 

analyzed and organized in diagrams and maps for the last stage of data analysis: overreaching themes 

stage.  
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4.2.3.  Interviewees’ selection. 

Exploiting my personal network, I selected the interviewees in order to satisfy few requirements useful 

to better address the research purpose. Firstly, the participants share a high or medium high level of 

education (graduate and post graduate studies) and their occupations presuppose an high and 

medium-high level of income (inferred by occupation and general lifestyle). An effort has been put in 

order to select a heterogeneous group of interviewees to cover different demographic characteristics 

in terms of age, family lifecycle and work field and, as shown below, the group is heterogeneous for 

what concerns them. However, I would have preferred to represent both the different genders, 

although the majority of the people who accepted to be interviewed were females. The attempt of 

diversifying the demographics of the participants is aimed to find a wider range of findings and to try 

to discover whether the identity needs in consuming furniture change basing on certain demographic 

characteristics of the respondents and why. For instance, this information could be of particular 

usefulness if validated by quantitative methods and used for future researches to segment the market. 

Imaginary names have been chosen to preserve the privacy of the interviewees but the demographic 

characteristics are presented below per each. 

 

Participants Age Education Gender Occupation Marital status 
and family 
lifecycle 

People 
living with 
him/her  

Anna 
 

25 Master degree in 
Marketing 
Communications 

F Freelancer 
communications 
consultant. 

Single, no 
children. 

None. 

Giada 
 

28 Master degree in 
marketing 
communications 

F Brand manager 
assistant. 

Single, no 
children. 

None. 

Camilla 
 

31 Bachelor degree 
in Social Science 

F Social 
cooperative 
consultant and 
collaborator. 

Married, 
waiting for 
the first child. 

Husband. 
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Davide 
 

34 Master degree in 
Architectural 
studies 

M Architectural 
studio 
associated. 

Single, no 
children. 

One flat 
mate. 

Pamela 
 

39 Bachelor degree 
in management 

F Entrepreneur. Married, one 
10 years old 
child. 

Husband 
and son. 

Laura 
 

42 Master degree in 
odontology.  

F Dentist. Married, one 
23 years old 
daughter who 
has left her 
parents’ 
house. 

Husband. 

Olivia 
 

42 Master degree in 
Law.  

F Lawyer. Married, one 
9 years old 
child. 

Husband 
and 
daughter. 

Sveva 
 

43 Master degree in 
Management. 

F Manager. Married, no 
child. 

Husband 

Vanni 
 

45 Bachelor degree 
in political 
science. 

M Journalist and 
editor. 

Divorced, one 
12 years old 
daughter, 
who lives with 
the mother.  

None. 

Manuela 
 

47 Master Degree 
in Engineering. 

F Engineer. Married, one 
16 years old 
son. 

Husband 
and son. 

Roberta 
 

53 Master degree in 
Literature.  

F Professor. Married, 
three sons of 
24, who does 
not live at his 
parents’ 
house, 22 and 
17. 

Husband 
and the 
two 
younger 
sons. 

Nadia 
 

57 Master degree in 
Psychology. 

F Psychologist. Divorced, one 
son of 25, 
who has left 
home. 

None. 

Elena 
 

61 Master degree in 
Biology 

F Retired, 
previously a 
researcher. 

Widowed, 
two sons of 29 
and 32 years 
old both have 
already left 
mother’s 
home. 

None. 

Table IV. Interviewees’ demographics. 

4.2.4. Interviews and settings. 
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I conducted 13 interviews with one participant each. The setting selected was for all the interviews the 

house of the participants of the research. Several reasons led to this choice. Firstly, their own 

accommodation is for sure a place where people can feel comfortable and therefore are more easily 

open to answer questions about their consumption choices. Secondly, as many questions focused on 

the kitchen furniture they possess, in their own houses they were able to show me physically their 

furniture and comment directly it. Thirdly, I had the opportunity to visualize and not only imagine what 

they associate to certain features and adjectives they were using about their narratives on home 

furnishing. All the interviews were recorder and transcribed, as I had the permission to do so.  

 

4.2.5 Interviews structure 

The interviews’ aim was collecting data able to fulfill the research purpose. In order to do so three 

main themes – style and taste, personal values and meanings through kitchen consumption and Reform 

offer consumption – were explored during the interviews and, as in-depth interviews are particularly 

suitable to explore meanings and stories about specific themes, few guiding questions were developed 

for each one of them and to introduce the topic. The guidelines for the interviews are presented in the 

appendix [appendix I]. 

The introductory questions are supposed to introduce the topic to the participants and to acknowledge 

the interviewer about the experience interviewees have developed in kitchen furnishing and the 

discontinuities in their lives that pushed them to kitchen purchase, as this is usually associated with 

important event of people lives, such as moving to a house of property. The part of the interview 

dedicated to personal values and meanings through kitchen consumption is aimed to infer whether 

people feel that they can express their identity through kitchen furniture and, in case they could, which 

are the symbolic meanings associated with the consumption of their  own kitchen and how they 

express owner’s personality and values.  
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The section focused on style and taste conception aims to collect information about what Italians 

consider stylish kitchen furniture and good taste. Moreover, this part of the interview focuses on 

discovering the associations participants make between good pieces of kitchen furniture and owners’ 

personality and identity. The section of the interviews connected to the consumption of Reform 

kitchens refers to the case studies of the present research, the Danish company Reform. This section 

of the interviews is about exploring which are the perceived symbols Reform products bear through 

the usage of projective technique aimed to understand it though the shown association people make 

to the typical user of the kitchens. 

 

5. FINDINGS 

The following paragraph presents the empirical data collected through the 13 in-depth interviews, a 

brief summary of all of them is presented in the appendix [appendix II]. 

 

5.1.  PARTICIPANTS’ LIFESTAGE 

Kitchen consumption, as generally associated with important life changes (e.g. marriage, moving from 

parents’ house), is often connected with life projects narratives and, therefore, kitchens are generally 

associated with the lifetime story of the owner.  This paragraph aims to describe some general 

common patterns of consumption shared by the participants with respect of their life-stages. 

The participants under 40 years old have generally purchased and consumed only one kitchen in their 

lifetime. It has been noticed that, at least in the sample of interviewees, it is difficult to change a 

kitchen before 15 years from its purchase in Italy, indeed. Moreover, many of the over 40 years old 

participant declared that, although moving from an house to another, they often re-used the same 

kitchen just readapting it to fit in a new environment. Kitchens are generally purchased when moving 
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to a new accommodation, however, the reasons to move from a house to another are of different 

nature and, again, there is a difference between the interviewees classifiable as young singles, the 

ones belonging to a young family household and mature families. Young singles are the participants 

who moved for the first time in an house of ownership looking for independency and the establishment 

of their status as adult, as confirmed by the following quote: “Well, I purchased my kitchen a couple of 

years ago. I had just bought the house I am currently living in. I remember how excited I was to have 

finally my own space, all mine, no more parents, no more bothering flat mates… I was finally 

independent!” Giada, 28. “Yes, it has been a long time since I realized I needed a space to settle down, 

to feel at home, to organize things how I preferred and feel totally independent.” Davide, 34. Young 

families are considered those with young children, a couple who generally moved from their parents’ 

house to live with the partner and build their own family: “I moved for the first time from my parents’ 

house when I got married, I had great expectations and dreams about how my own family could have 

been” Camilla, 42; “After four years together with my actual husband we moved together and got 

married, we projected our future house and the kitchen with the aim of making it the best place to 

enlarge our family” Olivia, 39. The third ones are the empty nesters and families with grown up 

children, who have already bought more than one kitchen and are supposed to be skilled in kitchen 

selection. “I had readapted my kitchen two times and bought a new one for the house I am living in 

now. There are not secrets for me when it comes to purchase a kitchen.” Elena, 61. “I purchased the 

last kitchen not long time ago when I moved in a smaller house, now I am living alone. Finally I have 

my dreams’ kitchen because, when I purchased it, I had very clear ideas about what I needed in a 

kitchen.” Nadia, 57. 

  

5.2. STYLE PERCEPTION 

What has emerged during the interviews about style and taste in furnishing kitchens is the widespread 

association between essentiality, simplicity and elegance: “I generally think the less the better and the 
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same for kitchen furniture… When I entered the house of that person I found it essential, minimalistic 

and extremely beautiful.” Davide. “I love simple things; my next kitchen will be even simpler than the 

one I have, elegant and simple” Manuela. “Yes, my aunt has a beautiful unconventional kitchen; I have 

never seen anything so… smooth and essential. I know she was exactly looking for this effect when she 

projected the kitchen and once she told me she is continuously hiding things from the top to leave it 

clear.” Camilla.  

In their narratives about the most beautiful kitchen, they have ever seen and in delineating the profile 

of owners of the kitchen they consider more stylish, it has emerged that style in kitchen furniture is 

associated to a specific kind of profile: acculturated, easy going, friendly, progressive, dynamic and 

pleasant personalities. For instance:  “One of my dearest friends has the coolest kitchen I ever saw […] 

It is a pleasure to eat there and spend some time together in front of a good dish, the disposition of the 

kitchen and the material she used are warm and you can perceive it. I did not expect anything different 

from her, she is an extremely pleasant person and she furnished the kitchen with taste. It is essential 

but lived in, modern but welcoming. Probably it depends on her studies: she founded one of the most 

established architectural studio in town” Laura. “If I think to someone who could own such a cool 

kitchen [referring to Henning Larsen Kitchen by Reform], I immediately think about a couple of creative 

professional who travel a lot but still finds time to spend together at home with friends” Pamela. “You 

can perceive that the kitchen has been selected by high cultural and economical level people, it is classy 

but in a modern way with its simplicity” Elena. “I liked a lot the kitchen of my neighbour the first time I 

visited him, it was simple and modern and the kitchen, with the rest of the house furniture, looks exactly 

like him, dynamic, essential and clever” Vanni.  

In conclusion, the Italian consumers interviewed strongly appreciate essentiality and simplicity and 

couple the concept of style with them; moreover, they do make association between kitchen furniture 

style and owner’s personality, delineating or describing positive profiles of stylish kitchen users. 
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Specifically, high cultural capital and progressive, dynamic and friendly personality are connected with 

kitchen they consider beautiful. 

 

5.3.  SYMBOLIC MEANINGS 

The Italian consumers interviewed do draw meanings from certain kitchen design features, color, 

material, disposition, appliances, presence or lack of certain small pieces of furniture and the 

environment where the kitchen are installed.  

For what concerns the kitchen feature design, it has emerged that round design elements are 

associated with female gender and the concept of family: “I associate roundness in design to 

femininity” Laura. White for fronts and door fronts is the color most often associated with kitchens 

and helps the participants classify kitchen furniture as a “true” kitchen “My kitchen is white and this is 

actually the most commonly used color in the kitchen I saw” Olivia; “I wanted a white kitchen because 

I think it is the most appropriate color for this kind of furniture” Davide “I know few people that dare 

to have colored fronts, white is classic and elegant, it can be considered an easy choice but always a 

good one” Elena; “The only thing I was sure about was the color of the kitchen, white. It gives brightness 

to the whole kitchen room” Anna. Warm colors in kitchens, small and big pieces of furniture are 

associated with conviviality, friendliness and sense of welcoming, as well as materials as wood: “I 

wanted a wood tabletop since I saw it in an Airbnb house when I went on holiday in Berlin, it was 

spreading a cozy sense of warmth” Giada “like a lot of this wood tabletops, it gives a sense of welcome 

and coziness” Manuela referring to Henning Larsen kitchen. Steel and “cold materials” such as marble 

and quartz, in kitchen furniture are associated, instead, with progressive and “up-dated” owners’ 

personalities: “My tabletop is in quartz and I am particularly proud of it, it is an innovative material 

and I was advised to buy it from a friend who is very updated about new trend in furniture” Sveva “I 

loved the fact that she used steel, it is so trendy” Camilla referring to the nicest kitchen she ever saw. 

Many appliances are associated with highly functional and utilized kitchens, as well as pragmatic and 
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efficient owners, “You can perceive easily to which extent my kitchen is functional: I have all the 

appliances a kitchen should have to be useful” Nadia. The disposition of kitchen cabinets in a 

particularly clever way leads two participants to do the same association about the high degree of 

rationality of the kitchen owner “I have a kitchen disposed as a horseshoe, I think it is the most clever 

way to have a useful kitchen”; Roberta “I appreciated the kitchen for its functionality in cabinets 

disposition, besides the esthetics” Elena. The presence of an island reminds two participants to 

collaboration among the inhabitants of the house and leave space for them to imagine intimate scene 

of meal preparation in cooperation: “Island leaves space to cooperate in the kitchen and participate 

together in meal preparation” Laura; “I would have loved to have an island, all the kitchens I saw with 

them are so cozy!” Sveva. Other two participants associated islands with style and stylish kitchen 

owners, “Island are extremely trendy, I would not mind to have one of them next time I will refurnish 

the kitchen” Camilla; “The loveliest kitchen I saw had one of this cool island you can find in fancy houses” 

Anna. The absence of small pieces of furniture left space to the participants to imagine the kitchen as 

highly lived in or not, as well as the kind of small pieces of kitchen furniture “There is nothing on it, 

how could this kitchen be mine?” Pamela, referring to BIG kitchen.  

  

5.4.  VALUES EXPRESSED CONSUMING KITCHEN 

In the narratives of the participants, it has emerged that all of them are looking for at least one of these 

three sets of value to be mirrored in their kitchen furniture: rationality, creativity and conviviality.  

In kitchen furniture, rationality values are mirrored by an extremely functional kitchen appearance and 

usability. The disposition of cabinets and appliances is usually careful studied to fit with the usability 

needs of the owner that cooks often at home and generally likes cooking. Materials are often chosen 

based on how they fit with the scope they are supposed to serve. This is supported by the following 

quotes from the interviews: “I projected the kitchen in order to make it functional to my needs: I love 

cooking, I need to have things well organized so that I can be efficient when working in the kitchen. This 
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is probably because I am really pragmatic and rational.” Elena, 61. “The kitchen for me is a tool: the 

first thing it should be is functional, nice and functional, and it should allow me to move easily in this 

room. I would say that is like the paintbrush for a painter… People should think that I know how to use 

my tools, my paint brush.” Davide, 34. “The first time someone enters in my kitchen I think he or she 

cannot avoid thinking how functional and efficient it is.” Nadia. 

Creativity is instead associated with passionate, emotional, extremely careful attention to details, 

unconventional and original personality. It is generally associated to uncommon kitchen design 

appearance, like the usage of specific colors, unconventional material or an original disposition of 

cabinets, appliances and small pieces of furniture. The following quotes illustrates the answers of two 

participants “I would love them to think that I am really passionate about design and that I pay a lot of 

attention to details. They should think ‘Wow!’ once entered in the kitchen, the esthetic of the kitchen 

should be the first thing to be noticed.” Anna, 25. “I would like people to think that I am original as my 

kitchen is unconventional. Steel is something difficult to be found in a kitchen, I made a lot of researches 

before deciding for this design and material.” Giada, 28. “My dream kitchen should be even more 

original and unconventional of how it is now!” Camilla, 31. 

Conviviality is connected to values such as sociability, friendliness, empathy. It is associated with 

kitchens mainly with “warm” materials, such as wood, and, although less often, to warm colors and a 

plant of the kitchen that makes easy to let people collaborate to meal preparation. The following 

quotes are from participants who strongly value friendliness and “welcomingness”: “I would love 

people to feel comfortable once entered in my kitchen; they should think I am friendly and easy going, 

happy to have them here. This because I would love to feel the same once entered in someone else’s 

kitchen room.” Pamela, 39. “In my opinion the kitchen should be the biggest room of my house, in this 

way everyone would be able to enjoy cooking with me and all the meal preparation process and 

cooperate to it. I guess kitchen with island would serve this scope perfectly” Sveva, 43. “I would love 

people to think I am friendly and easy going, that is why my kitchen looks so cozy” Olivia, 43. “Warmth 
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and sense of welcoming are the nicest feelings a kitchen can transmit to me when I am visiting someone 

else’s house, therefore I hope people could think the same about mine one” Manuela, 47.  

 

5.5.  CONSUMING REFORM KITCHENS 

This theme is associated to the last session of the interviews, where to the participant were, firstly, 

shown the pictures of the four lines Reform offers and were asked to imagine the story of a probable 

owner of the kitchen in terms of demographics, lifestyle and personality. Secondly, it was the section 

where the participants were introduced to Reform project and asked about the profile of the most 

suitable consumer of Reform offer. 

 

5.5.1. NORM Kitchen potential consumer.  

Norm kitchens were widespread considered extremely stylish, 

because of its essentiality and the contrast of the cold top with 

the wood of the fronts, and “cold” by all the interviewees. All 

of them agreed that this kitchen is probably set in the living 

room; therefore, that the kitchen is “a vista”, many of them visualized it in a cool loft of a big city. The 

owner has been imagined as a single man by four participants or as a creative personality with a 

creative job (photographer, architect, designer) for the majority, with a prestigious job as freelance 

professional or as a big manager.  “I think… this kitchen just reminds to me to the figure of the 

Nietzsche’s Übermensch” Davide, 34; “The owner is for sure an architect or a design, you can perceive 

it from the style and attention to details”, Anna, 25; “For sure the guy who lives here is a traveler and 

a lifestyle photographer” Vanni, 45; “Well, this kitchen cannot be everyone’s one. I would say a creative 

director of a fashion lifestyle magazine could own it”, Roberta, 53. However, the general feeling was 

that the kitchen environment is not particularly welcoming and warm, as the pictures are pensive as 

well as the colors of the kitchen. “This kitchen was conceived as not used for cooking, neither to be 
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used as a kitchen” Elena, 61; “This kitchen is definitely not lived in! I would say he just use it to have a 

coffee and lean the sushi ordered for dinner.” Olivia, 42. “This kitchen… is like pretending to not be a 

kitchen.” Manuela, 47; “It does not look like a functional kitchen” Davide, 34. The majority of the 

participants stated that NORM kitchens are extremely cool and stylish but pretentious. “I would never 

buy it; it is just… too much!” Laura, 42; “It would not fit in my kitchen; it is not welcoming at all. It looks 

like only a posh person could live here!” Sveva, 42; “I need definitely something more functional, which 

could appear as a real kitchen not like this one.” Nadia, 57; “It is cold, it looks like a kitchen of a not 

lived in house and I would not like this feeling to be associated with my kitchen” Pamela, 39. On the 

other hand, the participants that appreciated it more are the ones who are looking for to vehicle their 

creativity to the others through kitchen consumption: “WOW! I love this design, it is unconventional 

and I love the contrast between the coldness of the top and the dark fronts. I would not mind at all to 

own such a stylish kitchen” Giada, 28. “You can perceive it is highly studied and projected, original and 

creative as I would like people to think about mine” Anna, 25. 

 

5.5.2.  Basis Kitchen potential consumers. 

Basis kitchen was generally considered stylish and essential by 

the interviewees, however, despite it was still considered cold 

and not much lived in, the majority of participants agreed that 

Basis line is a bit more welcoming. Some elements of the 

pictures influenced it: the presence of more light and a plant led many interviewees recognizing it as 

a kitchen inhabited by a couple or a family, as well as the rotundity of the handles and their presence 

was considered as a sign of an higher functionality and better usability as a kitchen. This was connected 

with a more pragmatic personality and to an owner who uses frequently the kitchen. “The plant makes 

me think there is a woman her, or at least there is some… Life”. Nadia, 57; “I would say a woman lives 
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here, maybe because of the round handles” Olivia, 42; “I associate roundness in design to femininity” 

Laura, 42.  

It was considered less pretentious than NORM and, despite the owner or owners still are imagined as 

highly educated, the general feeling was that the inhabitants were easier going that the NORM ones, 

probably living in a smaller size city than the ones owning Norm and with a more relaxed attitude. “I 

found this kitchen a bit more… “Pop” than the first one you showed me [referred to NORM kitchen]” 

Vanni, 45. “Given how I imagine them [the owners] I feel they love chilling outdoor with children during 

their spare time” Pamela, 39; “This one can be the kitchen of a young family, the presence of the handles 

makes me perceive it as more functional and it looks more like a kitchen, it is white and can be credible 

in a kitchen room” Elena, 61. Finally, the impression of the majority of the interviewees was still in this 

case that the owners are young, generally not over 40 years old: “I would say the owner is young, 

around 30 years old” Vanni, 45; “A young family with an under 10 years old child, the parents are not 

older than 40”, Laura, 42. Anyway, although less pretentious, the majority of the participants, mainly 

the ones over 35, stated Basis kitchen is still too cold and aseptic for them to be considered as a 

purchase in case of kitchen renewing: “This one is still too cold to fit in my kitchen room, I want brighter 

and cozier furniture” Pamela, 39. “It does not convince me because it does not appear as the good tool 

a kitchen should be, no appliances, no small pieces of furniture…” Elena, 61.  

 

5.5.3.   Henning Larsen Kitchen potential consumers. 

This line was definitely the preferred one by participants 

and the only one that many of them stated they would 

take into account for a purchase, independently from 

differences of age and family life’s cycle.  They liked a lot 

the white color of the fronts, which make the kitchen and 

the picture brighter and more welcoming, as well as the light variety of wood for the top. Many of 
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them pointed out how much more friendly and welcoming the design, colors and materials are and 

therefore they associated it to a young family or couple with many friends and a lived in kitchen. “This 

one is a way more welcoming, it is brighter, and I love the wood. It is stylish but it also gives the 

impression to be authentic and lived in.” Manuela, 47. 

Often the imaginary owner of the kitchen, always young, has been associated to a couple with young 

children or a woman with an active, dynamic, friendly and proactive personality, which are all 

considered positive characteristics that a person could have.  

 

5.5.4. BIG Kitchens potential consumers. 

As opposite to what stated for Henning Larsen kitchen, this line 

was generally the one less liked by the participants who describe 

it as owned by a non-charismatic person. However, despite the 

majority of the interviewees found it extremely impersonal, the 

ones who disagreed thought BIG Kitchen was extremely cool and projected after a long and detailed 

research, as the NORM line. The research participant who found it impersonal and aseptic claimed that 

the kitchen was lived by someone who does not own neither the house, neither the furniture or by a 

man without big ambitions and charism. Again, many noticed that this kitchen line does not look like 

a kitchen’s typical design and, above all, they found that it was neither as stylish nor cool as the others 

were. “This kitchen looks like it was randomly assembled; it reminds me to the ones you can find the 

kitchen rooms of offices” Laura, 42. “Well, this kitchen seems to be temporary and not owned by the 

people who live in the house where you can find it… It is so impersonal.” Pamela, 39. “I would say that 

the man who has this kitchen, and he is a He, is a bit sad… like ‘depressed’” Olivia, 42. The fact that the 

handles are in fabric made many of the interviewees, the older ones, claiming that the kitchen looks a 

bit cheap, adjective associated to the brand Ikea and not functional to be used. Therefore, these 

participants considered it not used and lived in at all as a kitchen. “I do not know… This handles look a 
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bit cheap, they remind me of Ikea stuff.” Roberta, 53. “Imagine you are cooking and your fingers are 

dirty, if you had fabric made handles it would be a way more difficult to clean them every time.” Elena, 

61. 

On the other hand, two of the interviewees claimed the kitchen to be extremely curated and refined, 

focusing on things such as the pattern created by such visible and unconventional handles and other 

elements of the picture (e.g. the blue painting on the wall) and associated the kitchen owner to creative 

jobs, such as artistic director, artist: “Maybe it could be the kitchen of an artist who does not spend 

that much time at home, he probably travels a lot but it is definitely cool and stylish” Camilla, 31; “It is 

definitely unconventional. The pattern the handles create reminds me to the project of an architect, 

despite not very functional” Davide, 34.   

This is the kitchen line, which divided most of the participants who considered it either extremely 

stylish and cool or, for the majority, simply with an unpleasant aesthetics.  

 

5.5.5.  Thoughts and reflections about Reform.  

The previews presented quotes general about the Reform kitchen shown to participants, lead to an 

image of the firm kitchens as stylish and elegant and their products were conceived as luxury ones. 

However, the kitchen appeared often cold, aseptic, not lived in – and therefore not functional or 

efficient to support activities hold in the kitchen – neither welcoming, sometimes pretentious and in 

some cases impersonal. The participants recognized the Scandinavian style of them and put in contrast 

it with the simpler design of the ones they usually use. The design of their kitchens, despite less refined, 

is considered elegant for the simple essentiality they hold, which allows the hosts to not feel unease, 

but rather able to recognize that the kitchen is lived in, as well as organized and functional, and open. 

This is supported and coherent with the findings collected in the previous section and the following 

quotes: “It is classy and modern, looks like Scandinavian design… A bit too much for the kitchen I have” 

Pamela, 39; “Maybe for trendy yuppies this Danish style could work, I like simpler things” Vanni, 45. 
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Once introduced to the project of Reform, which use Ikea cabinets to personalize Ikea kitchens, and a 

description of their marketing mix, respondents were divided about the usage of Ikea cabinets for a 

product that position itself as medium/medium-high price in comparison with the rest of the firms 

operating in the Italian market. Many respondents found the combination of price and Ikea cabinets’ 

usage not credible and cannot conceive the purchase of such a big item online, as they need to touch 

and see it “only crazy people could buy a kitchen online, I need to touch and see materials!” Pamela, 

39; “I am definitely not in Reform target group” Sveva, 43. Other respondents generally found the idea 

smart and innovative and were more open to the online purchase “It is an interesting and clever project 

and customization is always appealing, I could definitely take Reform into consideration” Anna, 25; 

“Why not? I would love to have a tailor made kitchen and there is nothing like that here in Italy”, 

Camilla, 31. Indeed, when asked to delineate the profile of a potential user, few of the participants 

recognized themselves as potential. The others, who declared they would not buy Reform kitchen 

because too cold and not functional, indicated young couples and singles as potentially interested in 

the product for the general appreciation youngsters have towards innovation and the few attention 

they put to functionality, as their necessities are different and they are generally more attracted by 

aesthetics than practicality. All the participants recognized the opportunity to overcome mass 

production using Ikea, the first promotor of the design dictatorship, a good one, but the image the 

pictures and Reform project give is far away from functionality and, in the majority of the case, the 

welcoming feeling that all the participants consider highly important. “Despite I would not buy such 

fancy and pretentious design, I can see it for young couples or singles who has just moved in the first 

house of property” Nadia, 57. “I need something more functional now, but maybe just 7 years ago I 

could have purchased something more unconventional” Davide, 34; “I need cozier furniture for my 

kitchen […] but my daughter would love it” Laura, 42; “Young design lovers who are used to purchase 

things online could appreciate it a lot” Elena, 61; “If you do not have a big family and do not share my 

necessities in terms of functionality you can buy it, in my opinion. I guess young couple and singles could 
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be attracted by the customization service” Roberta, 53; “It is for sure something for creative youngsters 

but for me it is too pretentious, I like simpler design”, Sveva, 43. 

 

6.  ANALYSIS  

 

6.1. SHARED STYLE PERCEPTION  

The Italian consumers interviewed recognize kitchen elegance and style in essential and simple design. 

The level of agreement they represented towards this point is impressive and probably due to a strong 

shared culture about interior design furniture connected with the associations promoted by the 

fashion system [figure 2, p. 20].  

Moreover, a high level of agreement has been found in the association between style in kitchen 

furniture and the owner’s profile: acculturated, easy going, friendly, progressive, dynamic and pleasant 

personalities. Again, the fashion system and the Italian culture can be probably the cause of this shared 

concept of kitchen furniture “hero” in terms of style and taste. 

 

6.2. DESIGN ELEMENTS AND SHARED SYMBOLIC MEANINGS 

People always engage in an on-going categorization process throughout which they make the world 

intelligible (Douglas et al., 1979). Categories are cognitive constructs, consequences of the rational 

nature of human beings, that push people to attribute meanings to the external surrounding 

environment and discriminate between the things composing it. For what concerns consumption 

habits, people associate certain product categories to certain characteristics of the consumer, such as 

the usage of the brand of a car instead of another. This categorization process serves to delimitate the 

meanings fluctuation. Associating names and concepts to people and things, categories are 

agreements by which people make visible collective definition of the world (Douglas et al., 1979).  In 

order to be collective, cultural categories have to be shared by multiple individuals.  
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The results of the research, connected to the exploration of the symbolic meanings that participants 

associate to certain design elements of kitchen furniture, demonstrate that the Italian consumers 

interviewed, shared many collective categories (paragraph 6.3.) for what concerns kitchen furniture. 

As cultural categories are invisible and intangible, interiorized within a dynamic process of 

discrimination, they are substantiated through the material things of a culture (McCracken, 1989), 

indeed. Certain design characteristics of kitchens were associated immediately to a category of typical 

users. Roundish forms are associated to the woman; certain material like wood are associated 

respectively to a welcoming house and, consequently, to the warmth of a family as a user; while steel 

is coupled with an unconventional and creative owner. Furthermore, the disposition of the kitchen 

reminds about how it is used and how many people collaborate to the meal preparation and therefore 

influences the evaluation of a kitchen as lived in or not. Finally, certain elements are associated again 

to the presence of a woman in the house where the kitchen is installed, such as plants, and the light 

present in the kitchen furniture reminds again to warmth associate to a family as user and a positive 

personality of the owner.  

  

6.3.  EXTENDING SELF TO KITCHENS FURNITURE: CONSUMERS’ VALUES 

The Italian consumers interviewed do associate their values to the kitchen they consume. It is due to 

the self-extension process they engage with since the beginning of the decision making process 

connected to kitchen purchase. The level of engagement a high involvement item, such as a kitchen, 

pushes the association between the consumer and this product. The connection participants made 

between the owner’s personality traits and story together with the characteristic of the kitchen, does 

mean that people want to consume kitchen that could mirror their personalities and lifestyles. During 

the interviews, it has emerged that the participants mainly look for one of the tree value sets 

(rationality, creativity and conviviality) to be reflected, when purchasing kitchens (paragraph 6.4.).  
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6.3.1. Self – extension practices 

As reported in the literature review’s section of the present research, the appropriation process 

throughout which consumers internalize the external world is complex and long. It implies the mental 

work of the consumer on the object purchased and its re-contextualization until it can be considered 

as no longer part of the mass of products offered by the market, but rather as its negation. The object 

becomes, after the internalization process, a new product, created by its particular association with an 

individual, a social group and/or the interaction between them. The Italian consumers interviewed, 

especially those who own the kitchen since 5/10 years strongly remarked this point: many of them 

refer to the kitchen as a good reminding to the story of their family, grown up with the family and in 

which visitors should find a mirror of the family’s values. This is the first way in which the Italian 

consumers interviewed declared, more or less consciously, to have extended themselves towards their 

kitchen furniture. This is comparable to the way Belk conceived developing control over an object for 

the personal use and creating the object. For what concerns the latter point, the “creation” of the 

kitchen, we can individuate this action from the beginning of its consumption: as Southertone (2001) 

noticed and the interviewees confirmed, indeed, the high degree of personalization purchasing a 

kitchen leave to the consumer implies an even stronger sense of self – extension. Not casually, 

interviewees felt the opportunity to mirror their personality in the kitchen furniture and the higher the 

sense of reflection was, the more positive was also the attitude towards the kitchen they own. 

Moreover, as creation is considered in Belk (1988) synonymous of purchasing and, as purchasing 

implies spending time and energy in the object before buying and after, the level of self – extension 

can be considered even higher as all the participants confirm that selecting, purchasing and 

maintaining a kitchen is connected with high involvement consumption decisions.  

 

6.3.2. Grooming and personalization rituals 
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Rituals are conceived as symbolic actions through which the consumer appropriates and manipulates 

the symbolic and cultural meanings connected with goods. The symbolic meanings transfer from goods 

to consumers explained by McCracken is revealed in the case of kitchens for the Italian consumers 

through personalization and grooming rituals. The personalization ritual is engaged since the beginning 

of the consumption process: again, as kitchens meant as products are open to customization it is easier 

to transfer the symbols that kitchen furniture bear to the owner, this because the owner can more 

easily impress his/her personality and values in it. This is something that the majority of the 

interviewees declared when asked about their own kitchens. Grooming rituals are claimed to be 

engaged continuously by the majority of the participants; for instance, cleaning, renewing part of the 

kitchen, readapting it for new spaces, changing appliances and adding small pieces of furniture are 

activities engaged by all the participants. Those kind of acts are pushed by the need of making the 

kitchen as closer as possible to the dreamt one, with the different set of values the participant of the 

study consider as first in importance. 

 

6.3.3. Three value sets. 

In the narratives of the participants, it has emerged that all of them are looking for at least one of these 

three sets of values to be mirrored in their kitchen furniture: rationality, creativity and conviviality.  

Rationality is connected and is important for interviewees who defined themselves as pragmatic, 

efficient, rational, dynamic and practical. In kitchen furniture, rationality values are mirrored by an 

extremely functional kitchen appearance and usability. The disposition of cabinets and appliances is 

usually careful studied to fit with the usability needs of the owner who cooks often at home and 

generally likes cooking. Materials are often chosen based on how they fit with the scope they are 

supposed to serve.  

Creativity is instead associated with passionate, emotional, extremely careful attention to details, 

unconventional and original personality. It is generally associated to uncommon kitchen design’s 
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appearances, like the usage of specific colors, unconventional material or an original disposition of 

cabinets, appliances and small pieces of furniture.  

Conviviality is connected to values such as sociability, friendliness, empathy. It is associated with 

kitchens mainly with “warm” materials, such as wood, and, although less often, to warm colors and a 

plant of the kitchen that makes easy to let people collaborate to meal preparation.  

All the participants claim to have a nice kitchen, they have chosen it after a long decision making 

process and the association of the rational set of values to the kitchen furniture, for instance, does not 

imply them to be insensitive to aesthetics. That because it is difficult to find someone who is just into 

one of them, indeed. Few participants are even looking for kitchens that could transmit to the visitors’ 

gazes all of the three value sets. The majority of interviewees are mainly focused on two of them and, 

above all, all of them, more or less consciously, ranked them in a hierarchy of importance. Hence, it 

was possible to associate them with a more preponderant set of values or two with respect to the 

others. 

The life stage people are living in appear to be drivers of diversification between the participants of 

the study hierarchy of values. However, in this case, also gender seems to differentiate the 

participants.  

In fact, while need for conviviality is transversal and characterizes more or less all the interviews, 

although it is preponderant in young families, rationality belongs generally to older participants 

(mature families and men), singles and youngsters are definitely more into creativity and in some cases 

they do not even care about transmitting functionality, efficiency and pragmatism. 

The table below offers an overview of the distribution of the preponderant values per participant.  

Participants. Age. Marital status and family 

lifecycle. 

Values hierarchy.  

Anna 

 

25 Single, no children. 1. Creativity 

2. Conviviality 
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3. Rationality 

Giada 

 

28 Single, no children. 1. Creativity 

2. Conviviality 

3. Rationality 

Camilla 

 

31 Married, waiting for the 

first child. 

1. Creativity 

2. Conviviality 

3. Rationality 

Davide 

 

34 Single, no children. 1. Rationality 

2. Conviviality 

3. Creativity 

Pamela 

 

39 Married, one 10 years old 

child. 

1. Conviviality 

2. Rationality 

3. Creativity 

Laura 

 

42 Married, one 23 years old 

daughter who has left 

parents’ home. 

1. Conviviality 

2. Creativity 

3. Rationality 

Olivia 

 

42 Married, one 9 years old 

child. 

1. Conviviality 

2. Rationality 

3. Creativity 

Sveva 

 

43 Married, no child. 1. Conviviality 

2. Rationality 

3. Creativity 

Vanni 

 

45 Divorced, one 12 years 

old daughter, who lived 

with the mother.  

1. Rationality 

2. Conviviality 

3. Creativity 
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Manuela 

 

47 Married, one 16 years old 

son. 

1. Conviviality 

2. Rationality 

3. Creativity 

Roberta 

 

53 Married, three sons of 

24, who does not leave at 

parents’ house, 22 and 

17. 

1. Rationality 

2. Conviviality 

3. Creativity 

Nadia 

 

57 Divorced, one son of 25, 

who has left home. 

1. Rationality 

2. Conviviality 

3. Creativity 

Elena 

 

61 Widowed, two sons of 29 

and 32 years old both 

have already left 

mother’s home. 

1. Rationality 

2. Conviviality 

3. Creativity 

Table V: participants’ hierarchy of value sets 

 

6.4. PRODUCT IMAGE AND CONSUMERS MOTIVATION 

The product image perceived by consumers is of fundamental importance in determining consumers’ 

motivation to consume. Consumption motivation is directly proportional to the degree of self-esteem 

and self-congruency a purchase implies, indeed. In other words, the higher the self-enhancement the 

purchase guarantees, the higher will be the chances of satisfaction, positive attitude and repurchase. 

Specifically, following the model presented in the just quoted paragraph (Sirgy, 1982), throughout the 

decision making process, the consumer can face four different situations comparing him/herself to a 

specific good. Firstly, he/she could perceive a positive self-congruity; it implies that the comparison 

between self-concept and the product is about a positive product image perception and a positive self-

image belief. Secondly, he/she can experience a positive product image perception compared to a 

negative self-image belief, this is the case of positive self-incongruity. Thirdly, the comparison could be 

between a negative product image and a negative self-image belief; therefore, there could be a 

negative self-congruity. Finally, the consumer could experience a negative self-incongruity in presence 
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of a comparison between a negative product image perception and a negative self-image belief. The 

activation of self-schemas in consumers’ mind, during the decision making process, upholds the 

existence of an effort of self-categorization that people constantly make. This concept is strongly linked 

to social identities individuals hold, which, together with self-image, composes the self-concept (Reid, 

2012).  

The answers of the interviewees show that for the Italian consumers interviewed in the self-

categorization process they made consciously and less consciously, defining their value sets, beliefs 

and describing their taste and preferences. For instance, the ones who claimed to be rational and 

pragmatic also in their kitchen consumption habits counterpoise the functionality of their kitchen 

choices to the ones of their friends and acquaintances who are not as pragmatic in kitchen furniture 

organization and selection. Once seen the pictures of Reform kitchens it was even more evident that 

they processed the images through the self-schemas activation above quoted. They were asked to 

stereotype the potential owner of the kitchen and in doing so, once asked if they would have ever 

bought the kitchen shown, they were influenced by the perceived positive/negative self-congruity or 

incongruity with the typical user they imagined. BIG kitchen generally activated a sense of negative 

self-incongruity and therefore, it was not appreciated by the majority of the participants of the 

research. NORM kitchens, together with BASIS kitchen line, represent a case of positive self-

incongruity: many participants found it extremely stylish and elegant but few of them recognized it as 

something too “cold” and not lived in. Henning Larsen design line instead activated in many 

participants a sense of positive self-congruity, the owner was often described as similar to them or 

with a lifestyle and personality they consider positive and close to their one. It was the only kitchen 

that they declared they could visualize in their houses and that they would consider to purchase, 

indeed.  When asked about suggesting a suitable target group for Reform, again, the participants, the 

youngsters, who felt positive self-congruency with the brand project, declared that they could have 
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been considered as suitable consumers, while the majority of the older participants mainly declared 

more or less explicitly to have perceived a positive self-incongruity.  

 

6.5. THREE PROFILES OF KITCHEN CONSUMERS 

The main difference among the interviewees’ answer was found in the main set of values they want 

to see mirrored in their kitchen furniture and in the perception of the Reform product’s image, while 

the conception of style and the association between design elements and symbolic meanings pool all 

the participants. Due to this diversification among the participants, of interest profiling were three 

different consumers segments, divided based on the life-stage variable. As shown in the table below 

[table VI] (paragraph 7.3.3.), we can delineate three profiles, which values’ hierarchy determine the 

perception of Reform product image, the attitude and the interest in purchasing.  

Table VI: profiles of kitchen consumers. 

 

7. CONCLUSIONS 

 
The purpose of the present research was exploring and gaining insights about Italian consumer’s 

behavior in purchasing furniture, specifically kitchens, through Culture Consumption Theory approach 

to consumer’s behavior. The topic was considered interesting to be deepened as Italian consumers, 

Segments VALUES REFORM PRODUCTS 

PERCEPTION 

Young singles Creativity Positive self-congruity  

Young families. Conviviality  Positive self-incongruity 

Mature families Rationality Positive self-incongruity 
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despite the economic recession, are still looking for style and do not want to renounce to furnish their 

houses with taste. 

The main research question of the present thesis was understanding how Italian consumers construct 

their identities via kitchen furniture consumption. The connected questions to answer this main one 

were associated to the understanding of what is considered style and taste by Italian consumers; they 

associate the exploration of the symbolic meanings to kitchen furniture; the analysis of the values is 

attached to kitchen furniture and to the investigation of the role product image have in determining 

kitchen furniture consumption. It has been discovered that, in connection to the questions developed 

for the research, the Italian consumers interviewed, who share a high cultural and economical capital, 

associate to style essentiality and simplicity, as well as elements able to make visitors feel comfortable 

and welcomed in the kitchen room. This is probably due to the shared culture Italian consumers hold, 

and the influence of the fashion system they are subjected to, as well as the advertising promoted by 

firms operating in the interior design sector. Moreover, the participants connect a set of symbolic 

meanings to kitchen elements of design like materials such as wood, to warmth and friendliness, and 

steel, to creativity and unconventionality. For what concerns the values they attach to kitchen 

furniture, given that this product category offers a huge variety in terms of designs and therefore it 

allows consumer to introduce elements of personalization, it has been discovered that the Italian 

consumers interviewed can see the link between their personality, values and lifestyle to kitchen 

furniture. Specifically, three main sets of values has been discovered to be the values the participants 

want to be mirrored in kitchen furniture: creativity, conviviality and rationality, in a hierarchy of 

importance that varies for different life stages, respectively young singles, young families and mature 

families. Finally, for what regards the influence that product image has on Italian consumers in 

determining their kitchen consumption choices it has emerged clearly that the participants value more 

the kitchen that activate positive self – congruency, therefore, the ones they feel more close to reflect 

the value’s sets they are proud to be associated to. Specifically, with Reform, it has emerged that the 
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general feeling towards the design lines offered by the firm is not well aligned with the Italian 

consumers’ identity needs, as, with the exception of Henning Larsen line and NORM line for the young 

singles, they do not see their personalities recognized in REFORM’s kitchens. In fact, the image 

perceived of the design of the brand is sophisticated but cold and not friendly. However, for the project 

itself, based on customizing Ikea kitchens, the young singles felt an activation of positive-self congruity 

and declared that they would take into consideration Reform if they had to buy a new kitchen.  

 

7.1. MANAGERIAL IMPLICATION 

The results of the research indicate that the communication promoted by Reform meets partly the 

needs of Italian consumers in terms of identity construal when consuming kitchens: besides the 

appreciation of the elegance and essentiality of the design, the brand is considered sophisticated and 

elitist and typically Scandinavian, but not offering the opportunity to make the kitchen room neither 

functional nor friendly and welcoming. Particularly, friendliness is considered important for Italian 

consumers without distinction on age, gender and family lifecycle, as they see their personality 

mirrored in the kitchen furniture. Therefore, an adaptation strategy in communicating the project of 

Reform could leverage the interest in consuming Reform kitchen among Italians. As the products of 

Reform are customizable, it would be interesting to produce, coherently with Italian tastes, furniture 

to be promoted on the Italian market. Elements such as wood, colours such as white and warmer 

environment (lighter and warmer colour to present the picture), introducing more tools and small 

pieces of furniture typically for kitchens, although maintaining essentiality. Moreover, as long term 

life-projects are associated with the consumption of kitchen invested of the property of transmitting 

and reminding the goals of a family household to the household itself and visitors, an ad hoc 

storytelling for an Italian website of Reform should be developed to facilitate the association between 

specific life moments common to many people’s lives, identity and kitchen consumption. The target 

group associated to Reform products is considered by the interviewed consumers as young people 
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who are looking for an unconventional kitchen and are purchasing the first house of ownership to 

affirm their independence. This should be an information able to influence the selection of the right 

anecdotes for the storytelling and the best elements to present the kitchen through visual 

communication to appeal this kind of consumers; however, this insight should be validated through 

quantitative research over a bigger sample of respondents.  

 

7.2. LIMITATIONS 

The research presents limitations mainly connected with the limits of qualitative research in terms of 

analysis. Moreover, the few literature connected to kitchen consumption did not allow the formulation 

of hypothesis about Italian consumers and led the research to be only explorative. 

 

7.3. FURTHER RESEARCH 

Italian consumers and kitchen furniture consumption is a theme that has gained short literature so far. 

However, the peculiar situation in which is the Italian market of furniture, currently might deserve 

further research: Italians are still looking for stylish furniture despite the economic recession the 

country is living. The insights gained with the present research could be tested on a large sample with 

quantitative research to check if what has been discovered can be associated to Italian consumers in 

general. Moreover, it could be of interest to deepen the effects of the fashion system and culture in 

determining the conception of style, to develop a complete framework to analyze Italian consumers’ 

behavior in purchasing kitchen furniture.  
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APPENDIX  

Appendix I – Table “interviews guidelines” 

Introductory questions.  Demographic questions 

 When did you buy your last kitchen? In which occasion did you purchase 
this item? 

 Was that your first kitchen purchase? 
 

Style and taste.  Could you describe the furnished kitchen room you liked the most once 
entered in someone else’s house?  

 Can you describe in your own words the owner and your relationship with 
him/her (e.g. acquaintance, friend, relative, partner)?  

 Could you describe your dream kitchen? 

   

Personal values and 
meanings trough kitchen 
consumption. 

 Could you please show me your kitchen?  

 Which activities are the most common ones you generally perform in the 
kitchen room? 

 What do you like of it and what would you like to change, if there was 
anything you would modify? 

 Imagine a typical situation in which you have people out from your 
household entering your kitchen rooms (e.g. friends, acquitances). What 
would you like them to think about you, looking at the kitchen furniture? 

 If you should associate your kitchen furniture to an animal, which one 
would it be and why? / If you should associate two adjectives to your 
kitchen furniture, which one they would be? 
 

Product image influence 
on consumer behavior 
(Reform case studies) 

The interviewer shows the picture of Reform’s kitchens lines to the 
interviewee. 

 Would you please describe in your own words the person who owns this 
kitchen (e.g. job, education, age, gender, family lifecycle, hobbies, 
situations in which he/she/they use the kitchen)? 

 
The interviewer introduces Reform project. 

 What do you appreciate of Reform offer (e.g. customization, innovation, 
design) and what do you not like of it? 

Who could be more interested in their products? 

 

 

Appendix II – brief summaries of the interviews. 

Interviews with Anna, 25 years old. 

Anna is a single young woman, who has just moved into a new house of property inherited by her family, 

she is a freelancer communication consultant. She refurnished it totally.  

She showed me the kitchen and told me that it was the first part of the house she furnished; the kitchen is 

visible from the living room although in a kitchenette.  

Style and taste for her are associated with essentiality and simplicity. 



The kitchen is for her extremely important as is highly visible to visitors, she loves inviting friends at home, 

although she does not love cooking neither use the kitchen much. She wants the kitchen to be perceived 

original and welcoming as she hope people could think about her she is creative and friendly. Moreover, 

she does not mind people to perceive it is not highly used as she associate it with the dynamism of her life 

that does not leave time to use the kitchen that much and therefore is an element that mirror her lifestyle. 

She appreciated all the Reform kitchen for their design, with the exception of the BIG one, too impersonal, 

her preferred one was the Henning Larsen one as warmer and closer to her personality and taste. NORM 

and the Basis were perceived still of pleasant design, although more “hipster” bit “too much” for her 

furniture style. 

She admitted she could be a potential consumer of Reform, as the personalization service they are 

promoting is something that, in her opinion could attract youngsters.  

 

Interviews with Giada, 28 years old. 

Giada is a single young woman, who has moved into a new house, the first of property, from the parents’ 

house, one year ago. She is a brand manager assistant. She refurnished partially, as she liked part of the 

furniture she found in it but she changed the kitchen with a new one.  

She showed me the kitchen and told me that it was the first part of the house she furnished; the kitchen is 

in quite big room where she and other five people can eat and relax. 

Style and taste for her are associated with essentiality and unconventionality. 

The kitchen is for her extremely important as is highly visible to visitors, she loves inviting friends at home, 

although she does not love cooking neither use the kitchen much. She wants the kitchen to be perceived 

original, unconventional, extremely creative and welcoming as she hopes people could think about her she 

is creative, focused on details, passionate in design and friendly. Moreover, she does not mind people to 

perceive that the kitchen is not highly used as she associate it with the dynamism of her life that does not 

leave time to use the kitchen that much and therefore is an element that mirror her lifestyle. 

She appreciated all the Reform kitchen for their design, with the exception of the BIG one, too impersonal, 

her preferred one was the NORM one as closer to her personality and taste for its unconventionality and 

the contrast of the materials and colors used, the potential user she delineates appear close to her ideal 

self – concept. Basis and Henning Larsen were appreciated for their design and materials and associated to 

positive imaginary users. 

She admitted she could be a potential consumer of Reform, as the personalization service they are 

promoting is something that, in her opinion could attract youngsters.  

 

Interviews with Camilla, 31 years old. 

Camilla is a just married woman, who has moved into a new house, the first of property, from the house 

she was renting with the actual husband two years ago. She is a social cooperative consultant and 

collaborator. 

The kitchen is in the living room. 

Style and taste for her are associated with essentiality and simplicity. 



The kitchen is for her extremely important as is highly visible to visitors; she loves inviting friends at home 

and cook for them together with her husband. She wants the kitchen to be perceived original creative and 

welcoming as she hope people could think about her she is this way, she loves using the kitchen to spend 

time with her husband cooking as it is one of their hobbies. 

She appreciated all the Reform kitchen for their design, with the exception of the BIG one, too impersonal, 

her preferred one was the Henning Larsen one as closer to her personality and taste for its simplicity 

combined with the warmth of a family as a user, the potential user she delineates appear close to her 

family ideal self – concept. NORM and the Basis were perceived still of pleasant design, although more 

“hipster” bit “too much” for her furniture style. 

She admitted she could be a potential consumer of Reform, as the personalization service they are 

promoting is something that, in her opinion could attract youngsters and young couples. 

 

Interviews with Davide, 34 years old. 

Davide is a single architect, who has moved into a new house, the first of property, from the house he was 

renting in sharing with other flat mates, four years ago and he is still living with a friend with whom he 

shares his own apartment. 

The kitchen is in a quite big room where four people can easily eat and relax.  

Style and taste for her are associated with essentiality, simplicity and cleverness in kitchen disposition. 

The kitchen is for him quite important but he does not invite friends to eat there but rather in the living 

room; however, he loves inviting friends at home and cook with them. He wants his kitchen to be perceived 

as clever, functional and welcoming  

He appreciated the entire Reform kitchen for their design, as an architect he recognized that they were 

cool, of an elaborated design and associable to designers and architect as owners. However, he does not 

feel they were functional. 

He does not consider himself as a suitable consumer as the kitchens are, in his opinion, not functional and 

therefore not mirroring him and his personality. However, he thinks that more unconventional taste people 

could be interested in purchasing Reform kitchen. 

 

Interviews with Pamela, 39 years old. 

Pamela is a married woman, who has moved into a new house, the second of property, after the birth of 

the first child. She is an entrepreneur. 

The kitchen is in quite big room where she and other six people can eat and relax. 

Style and taste for her are associated with essentiality, simplicity and warmth. 

The kitchen is for her extremely important as is highly visible to relatives and visitors: she loves inviting 

friends at home and cook for them together with her husband and spend time with the family there, telling 

the others how the day has been. She wants the kitchen to be perceived welcoming, nice and lived in and 

she hope people could think about her in this way. 

She appreciated all the Reform kitchen for their design, with the exception of the BIG one, too impersonal, 

her preferred one was the Henning Larsen one as closer to her personality and taste for its simplicity 



combined with the warmth of a family as a user, the potential user she delineates appear close to her 

family ideal self – concept. NORM and the Basis were perceived still of pleasant design, although too 

pretentious for her. 

She claimed she found Reform project interesting but the design, although stylish, does not fit with her 

conception of furniture with the exception of the Henning Larsen one. 

 

Interviews with Laura, 42 years old. 

Laura is a married woman, who has moved into a new house, the first of property, after the birth of the 

first and only daughter who does not live in the same house anymore. She is a dentist 

The kitchen is in a big room where she and other five people can eat and relax. 

Style and taste for her are associated with essentiality, simplicity and warmth. 

The kitchen is for her extremely important as is highly visible visitors, it is the most important room of her 

house in her opinion: she loves inviting friends at home and cook for them with her husband and spend 

time with the family there, mainly when the daughter comes back home. She wants the kitchen to be 

perceived welcoming and lived in and she hope people could think about her in this way. 

She appreciated all the Reform kitchen for their design, with the exception of the BIG one, too impersonal, 

her preferred one was the Henning Larsen one as closer to her personality and taste for its simplicity 

combined with the warmth of a family as a user, the potential user she delineates appear close to her 

family ideal self – concept. NORM and the Basis were perceived still of pleasant design, although too 

pretentious in comparison with the furniture she possess and love. 

She claimed she found Reform project interesting but the design, although stylish, does not fit with her 

conception of furniture with the exception of the Henning Larsen one. However, she can feel the product 

could be of interest for youngsters with the first house of property. 

 

Interviews with Olivia, 42 years old. 

Olivia is a married woman, who has moved into a new house, the second of property, after the birth of the 

first and only child. She is a lawyer. 

Her kitchen is in quite big room where she and other three people can eat and relax. 

Style and taste for her are associated with essentiality, simplicity and warmth. 

The kitchen is for her extremely important as is highly visible visitors: she loves inviting friends at home, 

cook for them with her husband, and spend time with the family there. She wants the kitchen to be 

perceived welcoming and lived in and she hope people could think about her in this way. 

She appreciated all the Reform kitchen for their design, with the exception of the BIG one, too impersonal, 

her preferred one was the Henning Larsen one as closer to her personality and taste for its simplicity 

combined with the warmth of a family as a user, the potential user she delineates appear close to her 

family ideal self – concept. NORM and the Basis were perceived still of pleasant design, although too 

pretentious in comparison with the furniture she possess and love. 



She claimed she found Reform project interesting but the design, although stylish, does not fit with her 

conception of furniture with the exception of the Henning Larsen one. However, she can feel the product 

could be of interest for youngsters with the first house of property. 

 

Interviews with Sveva, 43 years old. 

Sveva is a married woman without child, who has moved into a new house, the first of property, 16 years 

ago, when she got married. She is a manager. 

The kitchen is for her extremely important as is highly visible visitors: she loves inviting friends and 

nephews at home, cook, and spend time with her husband there, although for bigger dinners and launches 

she prefers to use the living room where a bigger table can be found. She wants the kitchen to be perceived 

welcoming, lived in, intimate and unformal and she hope people could think about her in this way. 

She appreciated all the Reform kitchen for their design, with the exception of the BIG one, too impersonal, 

her preferred one was the Henning Larsen one as closer to her personality and taste for its simplicity 

combined with the warmth more easily associable to her personality, the potential user she delineates 

appear close to her self – concept. NORM and the Basis were perceived still of pleasant design, although 

too pretentious and a bit cold in comparison with the furniture she possess and love. 

She claimed she found Reform project interesting but the design, although stylish, does not fit with her 

conception of furniture with the exception of the Henning Larsen one. However, she can feel the product 

could be of interest for youngsters with the first house of property. 

 

Interviews with Vanni, 45 years old. 

Vanni is a divorced journalist, who has moved into a new house, the second of property, from the house he 

was leaving in with the ex-wife and the daughter, 4 years ago. 

The kitchen is in a living room and highly visible as the house is not big. 

Style and taste for him are associated with essentiality, simplicity and cleverness in kitchen disposition. 

The kitchen is for him extremely important as a tool because he loves cooking. Despite he does not invite 

often many people for dinner he likes the idea to create an intimate environment for him and the daughter 

when she goes visiting him. He wants his kitchen to be perceived as clever, functional and a good tool to 

serve his needs when cooking and cozy and intimate.  

He appreciated the entire Reform kitchen for their design, he delineates the profile of people he consider 

with a positive personality but younger and more unconventional than him and less careful to functionality. 

He does not feel he would buy them. 

He does not consider himself as a suitable consumer as the kitchens are, in his opinion, not functional and 

therefore not mirroring him and his personality. However, he thinks that younger and more unconventional 

taste people could be interested in purchasing Reform kitchen. 

 

Interviews with Manuela, 47 years old. 

Olivia is a married woman, who has moved into a new house, the second of property, after the birth of the 

first and only child 15 years ago. She is an engineer. 



Her kitchen is in a quite big room where she and other five people can eat and relax. 

Style and taste for her are associated with essentiality, simplicity and warmth. 

The kitchen is for her extremely important as is highly visible visitors: she loves inviting friends at home, 

cook for them with her husband, and spend time with the family there. She wants the kitchen to be 

perceived welcoming, lived in, comfortable and cozy and she hopes people could think about her in this 

way. 

She appreciated all the Reform kitchen for their design, with the exception of the BIG one, too impersonal, 

her preferred one was the Henning Larsen one as closer to her personality and taste for its simplicity 

combined with the warmth of a family as a user, the potential user she delineates appear close to her 

family ideal self – concept. NORM and the Basis were perceived still of pleasant design, although too 

pretentious in comparison with the furniture she possess and love. 

She claimed she found Reform project interesting but the design, although stylish, does not fit with her 

conception of furniture with the exception of the Henning Larsen one. However, she can feel the product 

could be of interest for youngsters with the first house of property. 

 

Interviews with Roberta, 53 years old. 

Roberta is a married professor, who has moved into a new house, the second of property, from the house 

he was leaving in with the husband, 10 years ago. She has three sons, one has left home. 

The kitchen is in a room always open to the living room, where they usually eat and relax. 

Style and taste for her are associated with essentiality, simplicity and cleverness in kitchen disposition. 

The kitchen is for him extremely important as a tool because she loves cooking. Despite she does not invite 

often many people for dinner she likes the idea to create an intimate environment for him and the big 

family they have. She wants her kitchen to be perceived as clever, functional and a good tool to serve her 

needs when cooking and cozy and intimate.  

She appreciated the Reform kitchen for their design, she delineates the profile of people she consider with 

a positive personality but younger and more unconventional than her and less careful to functionality. She 

does not feel he would buy them. 

She does not consider herself as a suitable consumer as the kitchens are, in her opinion, not functional and 

a bit cold, therefore not mirroring him and her personality. However, she thinks that younger and more 

unconventional taste people could be interested in purchasing Reform kitchen. 

 

Interviews with Nadia, 57 years old. 

Nadia is a divorced psychologist, who has moved into a new house, the first of property, from the house 

she was leaving in with the parents, almost 10 years ago. She has one 25 years old son who has left home. 

The kitchen is in a room where four people can eat and relax. 

Style and taste for her are associated with essentiality, simplicity and cleverness in kitchen disposition. 

The kitchen is for him extremely important as a tool because she loves cooking. She invite often many 

people for dinner, friends and relatives, as she does not like to be alone, she likes the idea to create an 



intimate environment for her hosts. She wants her kitchen to be perceived as clever, functional and a good 

tool to serve her needs when cooking and cozy and intimate.  

She appreciated the Reform kitchen for their design, she delineates the profile of people she consider with 

a positive personality but younger and more unconventional than her and definitely less careful to 

functionality. She does not feel she would buy them. 

She does not consider herself as a suitable consumer as the kitchens are, in her opinion, not functional and 

therefore not mirroring him and her personality. However, she thinks that younger and more 

unconventional taste people could be interested in purchasing Reform kitchen. 

 

Interview with Elena, 61 years old. 

Nadia is a widowed retired, who has moved into a new house, the third of property, from the house she 

was leaving in with the husband, almost 4 years ago when he died and her sons has already left parents’ 

house. The two sons are 29 and 32 years old and both have already left mother’s home and have their own 

family. 

The kitchen is in a room where four people can eat and relax. 

Style and taste for her are associated with essentiality, simplicity and cleverness in kitchen disposition. 

The kitchen is for him extremely important as a tool because she loves cooking. She invite often many 

people for dinner, friends, relatives and the beloved nephews, as she does not like to be alone, she likes the 

idea to create an intimate environment for her hosts. She wants her kitchen to be perceived as clever, 

functional and a good tool to serve needs when cooking and cozy and intimate.  

She appreciated the Reform kitchen for their design, she delineates the profile of people she consider with 

a positive personality but younger and more unconventional than her and definitely less careful to 

functionality. She does not feel she would buy them. 

She does not consider herself as a suitable consumer as the kitchens are, in her opinion, not functional and 

therefore not mirroring her and her personality. However, she thinks that younger and more 

unconventional taste people could be interested in purchasing Reform kitchen. 

 

 

 

 

 

  

 

 

 


