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refers to the framing of outcomes or transactions in order for consumers to make economic 

decisions that will leave them as satisfied as possible. 
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desired impression. Perceptions and behaviour can be directed by means of visual and symbolic 

stimuli embodied in interior objects or décor, but the symbolic meanings attached to these visual 

cues must be shared in order for it to be used as successful communication tools. Social meanings 

and interpretations emerge as a result of interaction between individuals and society or reference 

groups. People with similar backgrounds of socialisation and enculturation will have similar 

understandings of their symbolic environment, for example the home, making symbolic 

communication possible by means of home interiors.  

 

While symbolic interactionism focuses on how individuals communicate with themselves and 

others through the use of symbols, i.e. social objects that include the self, possessions, others, and 

appearances, the cultural perspective explains how the meaning of objects (i.e. cultural forms) are 

established, learned and shared through enculturation and socialisation, which are in itself 

symbolic interaction (Sandstrom et al., 2006:31). An outline and brief discussion of the basic 

assumptions of the cultural perspective follows. 

 

3.2.4 Cultural perspective 

3.2.4.1  Introduction 

 

Culture is what characterises every society. It is in essence a social creation, a product of 

communication and a perspective on reality that involves ideas, rules, conventions and values that 

are adopted by members of a culture and are manifested in their behaviour and in the cultural 

forms they use. Culture is symbolic in nature and is something that must be shared in order for a 

society to successfully interact on a deeper level (Shibutani, 1955 in Charon, 2007:37, 62).  

 

Individuals will inevitably belong to several groups and subgroups in their life, to which they relate 

on some level. These groups or subgroups are cultural. Individuals belong to cultural categories in 

some combination based on gender, physical appearance, social class, age, and ethnicity (Kaiser, 

1998:349). The cultural perspective assumes that people belonging to the same culture group or 

category will have similar beliefs, customs, values, and behaviours that are symbolised by cultural 

products or artefacts, such as furniture, decorative objects or other interior goods (Kaiser, 

1998:351). People create, recreate, learn and transfer culture by constant interaction with and 

interpretation of cultural messages. These messages are imbedded in symbols or cultural forms 

(Kaiser, 1998:351; Sandstrom et al., 2006:31).  
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because only willing people were included and people were allowed to withdraw themselves from 

the study even after agreeing to participate, it became difficult to retrieve questionnaires. 

Whenever possible, follow-up contact was made to remind people to return their questionnaires, 

especially if a person indicated initially that he/she wanted to participate, which proved to be 

successful in most cases. If people did not respond after several reminders, their questionnaires 

were deemed irretrievable, as one should at some point accept their unresponsiveness as a 

refusal to participate. 

 

The reason for resuming data collection in December after the initial closing of data collection at 

the end of October was due to the low number of Black respondents in comparison to White 

respondents. If the researcher wished to make a comparison between the data obtained from 

White and Black respondents, a more sizeable proportion of the sample had to be Black 

respondents. By the end of October, Black respondents made up only 13.6% of the total sample 

group. At the final closing of data collection, Black respondents totalled 19.5% of the total 

population. Because sampling was based on convenience and snowballing, it is understandable 

that fieldworkers and respondents acting as fieldworkers are likely to approach potential 

respondents that are of the same racial category as what they are. Only five of the 44 fieldworkers 

were Black, resulting in fewer Black respondents than White respondents. Despite all efforts to 

increase the number, over a period of seven months only 54 Black respondents were recruited. 

Black respondents that fit the criteria of home occupancy status proved difficult to find because 

young Black adults often tend to cohabitate with their relatives rather than having their own private 

living arrangements. In 2001, 25% of urban Black households were three-generational, in other 

words, comprising grandparents, their adult children, and grandchildren. The population census 

data of 1996 and 2001 revealed an increase in extended family living amongst the Black 

population, of which the numbers were significantly higher than for the White population 

(Amoateng, Heaton & Kalule-Sabiti, 2007:49, 52, 53). 

 

4.2.3.1  Structured questionnaire 

 

A structured, self-administered questionnaire (See Appendix A) was distributed to potential 

respondents that fit the criteria for inclusion. The aim of the questionnaire was to gather facts and 

opinions regarding the prioritisation of and motivation for interior purchases from young households 

living in Tshwane, who are in the process of furnishing their homes or have done so recently 

(Delport & Roestenburg, 2011:186). 
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FIGURE 5.5: HOUSEHOLD INCOME (> R29 000) AND LEVEL OF EDUCATION OF WHITE (n = 84) 

AND BLACK RESPONDENTS (n = 15) 

  

Interestingly, the education level of White and Black respondents in the highest income category 

was very similar (Figure 5.5). 

 

5.2 PRIORITISING ZONES IN THE HOME 

5.2.1 Prioritising of zones in terms of money 

 

Respondents (N = 277) were required to select from a list3 the four areas in their home that they 

spent the most money on in terms of its interior planning and furnishing and to rank it in 

descending order in terms of amount of money spent. The findings are presented in Figure 5.6. 
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5.2.1.1  Social zone 

 

Figure 5.7 compares White and Black population groups in terms of their reasons for spending the 

most money on the social zones of their homes. 

 

 

FIGURE 5.7: MOST MONEY SPENT ON THE SOCIAL ZONE: COMPARISON OF WHITE (n = 131) 

AND BLACK RESPONDENTS (n = 40) 

 

Off all White respondents (N = 215), the majority (n = 131 / 60.9%) claimed to have spent the most 

money on the social zones of their home (i.e. lounge/s, dining room, and open plan lounge and 

dining). Of all Black respondents (N = 54), 74.1% (n = 40) made the same claim. Although more 

Black than White respondents indicated the social zone as the area where the most money was 

spent, > 60% of the sample agreed about the area where the most money was spent. 

 

The majority (> 50%) of White respondents offered three symbolic reasons, rather than functional 

reasons, for spending the most money on the social zones of their homes. The three reasons 

mentioned by most White respondents (N = 131) were: 

 

This area is visible to visitors that come to my home (n = 95 / 72.5%); 

This is the area where I spend most of my time, thus I want to enjoy it (n = 89 / 67.9%); and 

This area should reflect my identity (n = 67 / 51.1%). 

 

These three reasons indicate that respondents valued the specific symbolic aspects or meanings, 

namely, social status, enjoyment, and self-expression in the social zones of their homes. The 
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5.2.1.2  Kitchen 

 

Of all the White respondents (N = 215), 19.5% (n = 42) spent the most money on their kitchens. 

For the Black respondents (N = 54), the findings were similar (n = 8 / 14.8%). The reason why the 

majority of White respondents (N = 42) spent the most money on their kitchen was: 

 

This area is visible to visitors that come to my home (n = 24 / 57.1%). 

 

This reason was a symbolic in nature, i.e. expressing their need for gaining social status from 

significant others. Six other reasons were selected by 40.5% to 47.6% of the White respondents. 

These reasons were based on expression of the self, enjoyment, utilitarian purposes, and 

interpersonal ties. The reason offered by only one White respondent was: 

 

Interior trends are reflected best in this area, therefore I inevitably spend more on interior goods for 

this area, 

 

which may indicate that White respondents do not see the kitchen as a place where interior trends 

can be incorporated successfully. Most kitchen expenses are durables or fixtures, which may also 

explain their disregard of trends in this area. 

 

Black respondents (N = 8) indicated two status-seeking reasons for spending the most money on 

their kitchens, namely: 

 

This area is visible to visitors that come to my home (n = 7); and 

This area should create a good impression about my family (n = 7). 

 

The next three most prominent reasons selected by Black respondents (N = 8) were related to 

enjoyment and status-seeking, namely: 

 

This area is the area where I spend most of my time, thus I want to enjoy it (n = 6); 

I find it exciting / enjoyable to purchase new objects for this area (n = 6); and 

If I purchase beautiful things, I would like to place them where others will notice them (n = 6). 

 

All the above reasons are symbolic in nature. The reason mentioned by only one Black 

respondent was functional in nature, namely: 
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I needed more items for this particular area than for any other area because I did not own or 

receive anything suitable before moving in. 

 

5.2.1.3  Main bedroom 

 

A similar percentage of White and Black respondents (White: n = 29 / 13.5%; Black: n = 5 / 9.3%) 

spent the most money on the main bedroom of their homes. The majority of White respondents (N 

= 29) chose two symbolic related reasons pertaining to enjoyment as motivation for spending the 

most money on their main bedrooms. These reasons were:  

 

This is the area where I spend the most time, thus I want to enjoy it (n = 18); and 

I find it exciting/ enjoyable to purchase new objects for this area (n = 18). 

 

Two other prominent reasons were: 

 

This area should reflect my lifestyle (n = 16); and 

This area should reflect my identity (n = 15). 

 

These reasons are indicative that the main bedroom is used as a place to express the personal 

self. The reason offered by the smallest number of White respondents (N = 29) was functional in 

nature, namely: 

 

I needed more items for this particular area than for any other area because I did not own or 

receive anything suitable before moving in (n = 4). 

 

Black respondents (N = 5) identified three prominent reasons for spending the most money on their 

main bedrooms. These three symbolic related reasons demonstrated the need to express their 

personal self, to gain social approval or status, as well as appearance-related needs. The 

reasons were: 

 

This area should reflect my identity (n = 3); 

This area should create a good impression about our family (n = 3); and 

Stores offer many beautiful products for this area, which encourages me to spend more on this 

area (n = 3). 
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5.2.3.1  Social zone 

 

Figure 5.12 compares White and Black respondents in terms of their reasons for devoting the most 

effort and attention on the social zones of their homes. 

 

 

FIGURE 5.12: MOST EFFORT AND ATTENTION DEVOTED TO THE SOCIAL ZONE: COMPARISON OF 

WHITE (n = 117) AND BLACK RESPONDENTS (n = 45) 

 

Of all White respondents (N = 215), the majority (n = 117 / 54.4%) declared to have allocated the 

most effort and attention to the social zone of their home (i.e. lounge/s, dining area, and open plan 

lounge and dining area). Of all Black respondents (N = 54), 83.3% (n = 45) made the same claim. 

The majority (> 50%) of White respondents (N = 117) indicated three symbolic reasons for 

devoting the most effort and attention to the furnishing of the social zone of their home, namely: 

 

This area is visible to visitors that come to my home (n = 89 / 76.1%); 

This is the area where I spend most of my time, thus I want to enjoy it (n = 87 / 74.4%); and 

This area should reflect my lifestyle (n = 60 / 51.3%). 

 

These reasons were indicative that White respondents valued the symbolic meanings of social 

status, enjoyment, and identity expression that the social zone may embody. The reason that 

seemed the least applicable to White respondents (N = 117) was: 

 

I needed more items for this particular area than for any other area because I did not own or 

receive anything suitable before moving in (n = 24 / 20.5%). 
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More than 50% of the Black respondents (N = 4) also indicated eight other reasons relating to 

status, enjoyment, identity expression, utilitarian purpose, and appearance, namely:  

 

This area is visible to visitors that come to my home (n = 3); 

If I purchase beautiful things, I would like others to notice them (n = 3); 

I find it exciting/ enjoyable to purchase new objects for this area (n = 3); 

This area should reflect my identity (n = 2); 

This area should create a good impression about my family (n = 2); 

Several items were needed before we could utilise this area for its intended purpose (n = 2); 

Stores offer a large variety of products for this area, which encourages me to spend more on this 

area (n = 2); and 

Stores offer many beautiful products for this area, which encourages me to devote more attention 

to this area (n = 2). 

 

The remaining three reasons, of which two are utilitarian and one related to appearance, were 

indicated by individuals, namely: 

 

I needed more items for this particular area than for any other area because I did not own or 

receive anything suitable before moving in (n = 1);  

The items used in this area are generally complicated/ time-consuming to buy (n = 1); and 

Interior trends are reflected best in this area, therefore I inevitably devote more attention to interior 

goods for this area (n = 1). 

 

Two of the reasons least frequently offered by White respondents, were offered by all and nearly 

all of the Black respondents, namely: 

 

If I purchase beautiful things, I would like others to notice them; and 

This area should create a good impression about our family. 

 

Due to the low number of respondents that indicated the kitchen as their first priority in terms of 

effort and attention given to it, no substantial conclusions could be drawn from any of the 

responses in this category for White or Black respondents. 
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FIGURE 5.22: STATUS CONSUMPTION IN THE SOCIAL AREA, KITCHEN AND MAIN BEDROOM: 

WHITE RESPONDENTS AND MOST EFFORT DEVOTED (n = 215) 

 

 

FIGURE 5.23: STATUS CONSUMPTION IN THE SOCIAL AREA, KITCHEN AND MAIN BEDROOM: 

BLACK RESPONDENTS AND MOST EFFORT DEVOTED (n = 54) 

 

Figures 5.22 and 5.23 show that the prevalence for status consumption, in terms of effort and 

attention devoted to the social zone of their homes, was very similar to status consumption in 

terms of money spent on this area for both population groups. Again, Black respondents were 

more inclined to spend time and effort on the purchasing of interior goods if it provided status, 
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APPENDICES 

APPENDIX A:  QUESTIONNAIRE 
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Question 7:  

With regard to ALL the statements where you circled 4 in QUESTION 6, i.e. ALL statements 

with which you DEFINITELY AGREED, explain in at least 20 words why these reasons are 

important to you.  

For office use 

only 

Example: I had to find the perfect leather armchairs and soft carpet for my home movie theatre 

because I wanted it to be comfortable and luxurious, just like a real theatre. 

 

 

 

 

 

B7.1 
 

B7.2 
 

B7.3 
 

 

Question 8: 

Now, look at the list in QUESTION 5 on page 3 again and indicate which THREE areas in your 

home you probably neglected in terms of attention and effort in order to furnish the four you 

indicated in QUESTION 5. You may once again use the relevant codes (A, B, C, D, E etc.) to 

specify the areas. 

For office use 

only 

Example: Most neglected D     or    Kitchen area 

1. Most neglected  B8.1  

2. Slightly less neglected than 1.  B8.2  

3. Slightly less neglected than 2.  B8.3  

 

SECTION C: PRIORITISING INTERIOR OBJECTS IN THE HOME 

Imagine that the room you identified as your FIRST choice in QUESTION 5 on page 3 has been 

damaged by a flood or a fire and you can now spend the money that was paid out by your 

insurance company. Please indicate proportionally in percentages (%) how you would allocate 

the money in terms of the following product categories. The total should add up to 100%. 

For office 
use only 

Interior product category Examples of interior products in category Percentage 

1. Furniture 
(e.g. beds, tables, couches, bookshelves, piano, etc.) 

 C1 
 

2. Soft furnishings 
(e.g. curtains, blinds, scatter cushions, rugs, bed linen, 
etc.)  C2 

 

3. Appliances and technology 
(e.g. fridge, laundry appliances, microwave oven, 
television, sound system, etc.)  C3 

 

4. Decorative objects 
e.g. any artworks, photo frames, vases, ornaments, 
mirrors, indoor plants, lamps, etc.)  C4 

 

TOTAL 100% 

 

Please turn to next page 
  

 
 
 










