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Introduction: The growing popularity of media-inspired home décor, where 
consumers draw aesthetic influence from movies and television shows, reflects 
a broader cultural shift in how individuals personalize their living spaces. While 
this trend has gained traction globally, limited research has explored the 
motivations and experiences of consumers, particularly among expatriates 
living in multicultural contexts such as the United Arab Emirates (UAE).

Methods: This study adopts a qualitative research design, utilizing semi-
structured interviews with 15 expatriates from diverse professional and 
cultural backgrounds residing in the UAE. The collected data were analyzed 
using thematic analysis to uncover underlying motivations, perceptions, and 
challenges associated with media-inspired home décor.

Results: The analysis revealed six prominent themes: media-inspired self-
expression, where participants used décor to communicate personal identity; 
aesthetic and emotional motivations that drive design choices; financial 
accessibility and creative adaptations that enable consumers to achieve desired 
looks within budget constraints; social validation and peer influence that 
shape décor decisions; risks of themed décor including potential drawbacks 
and limitations; and artistic engagement and cultural appreciation that 
demonstrates deeper connections with media content. Participants expressed 
strong connections between media-inspired décor and identity construction, 
emotional fulfillment, and cultural expression.

Discussion: The findings indicate that media-inspired home décor is a meaningful 
avenue for consumers to construct and communicate their identities while 
navigating practical limitations and evolving design trends. This study highlights 
the significance of symbolic and emotional drivers in consumer behavior and 
provides practical insights for interior designers, marketers, and home décor 
brands aiming to engage with culturally diverse and media-savvy audiences.
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1 Introduction

In today’s streaming age, TV and film provide audiences 
immersive story worlds in which aesthetics are central to fueling 
audience experiences (Hareri, 2015; Hapsariniaty et al., 2019; Ryu and 
Cho, 2022). Audiences often form deep emotional bonds with fictional 
characters and their environments, which, in turn, drives a desire to 
recreate these on-screen spaces within their own homes (Ahn, 2013; 
Cioruța and Coman, 2020; Corkindale et al., 2021; Ertz et al., 2021). 
Media-inspired home decoration has been an on-trending 
phenomenon in recent years, wherein consumers proactively 
reproduce or re-imagine TV and film interior aesthetics. Beyond 
trend-driven adoption, it is a powerful vehicle in which individuals 
symbolically express aspects of identity, nostalgia, and aspirational 
ideologies. While researchers have explored the role of symbolic 
consumption and identity formation in various consumer settings, 
there remains a notable gap in examining how visual media, 
particularly narrative entertainment like films and series, influence 
domestic aesthetics and everyday material decisions (Ulver, 2019; 
Elliott, 2020; Nirupama et al., 2025). Even less is known about how 
consumers navigate these influences in multicultural contexts like the 
United Arab Emirates (UAE), where identity expression is deeply 
entangled with cultural hybridity and global media exposure.

Visual storytelling in contemporary media does more than 
entertain; it constructs immersive worlds that audiences emotionally 
invest in. This emotional resonance often leads to parasocial 
relationships, where viewers form one-sided attachments to fictional 
characters and their lifestyles (Sheldon et al., 2021). These relationships 
blur the boundary between media and real life, influencing consumers’ 
aesthetic decisions and inspiring them to recreate symbolic elements 
from on-screen spaces within their homes (Corkindale et al., 2021; 
Mehrabioun, 2024). In this way, screen-inspired décor becomes a site 
of symbolic consumption (Belk, 1988; Wang, 2023), where consumers 
use media-derived artifacts not merely for utility or beauty but as 
expressions of personal identity and cultural alignment. Such 
expressions are particularly meaningful in domestic spaces, which 
have increasingly come to function as sites of work, leisure, and self-
presentation. The COVID-19 pandemic hastened this change by 
transforming homes into versatile spaces, leading individuals to 
rethink their interiors for enhanced productivity and comfort (Nagel, 
2020; Zaman and Kusi-Sarpong, 2024). Even as remote work declines 
in some sectors, the desire for personalized and emotionally resonant 
interiors persists (Cachero-Martínez et al., 2024). Meanwhile, shifts in 
consumer values toward experiential and emotionally fulfilling 
consumption underscore why people invest in aesthetics that carry 
symbolic meaning, such as those evoked by their favorite media 
narratives (Weingarten and Goodman, 2021).

At the core of media-inspired home décor lies a desire to construct 
a projected self, where individuals blend personal narratives with 
mediated symbols to craft environments that feel intimate, 
aspirational, and culturally expressive (Ahuvia and Wong, 2002; Luna-
Cortés, 2017). However, while theoretical frameworks like symbolic 
consumption, media influence, and parasocial interaction offer tools 
to understand this trend, few studies have synthesized these ideas to 
explore how they manifest within the material culture of the home. 
More critically, prior work often overlooks the lived experiences of 
consumers who draw from diverse cultural, generational, and financial 
contexts, factors that shape how they interpret and implement media 

aesthetics. This study addresses these gaps by examining how 
consumers, specifically expatriates in the UAE, engage with screen-
inspired décor as a form of identity work and symbolic expression. It 
integrates perspectives from media psychology, consumer behavior, 
and cultural studies to explore why and how people selectively 
incorporate media-based aesthetics into their personal spaces. In 
doing so, the study not only builds on existing research in symbolic 
consumption and self-expression but also contributes to a richer 
understanding of how global media influences local practices of 
home-making. Through qualitative research, the study seeks to 
elucidate why consumers recreate these styled décors and their impact 
on their living experiences. The study aims to address the following 
research questions:

 1 How do consumers use screen-inspired home décor as a form 
of symbolic consumption to express their identity?

 2 What motivates consumers to replicate screen-inspired home 
décor in their homes?

2 Literature review

The media has long shaped consumer behavior, influencing 
societal values and lifestyle choices through visual storytelling. 
Traditional product placements in film and television subtly shaped 
consumer perceptions of idealized environments (Hackley and Amy 
Hackley née Tiwsakul, 2012; Mehta, 2020; Corkindale et al., 2021; 
Pavlović-Höck, 2022; Gamage et al., 2023). Nostalgia and admiration 
for specific media narratives, such as The Great Gatsby, Friends, and 
The Office, drive symbolic consumption in screen-inspired décor, 
allowing consumers to express identity and build cultural connections, 
thereby fostering a shared sense of belonging among fans (Reimer and 
Leslie, 2004; Cutting, 2021; Roy and Gretzel, 2022; Gierzynski et al., 
2024). Moreover, with streaming and digital platforms showcasing 
diverse interior styles, media now serves as both entertainment and 
aesthetic inspiration. Consumers increasingly recreate iconic set 
designs, underscoring the media’s expanding influence on home décor 
as they adopt the aesthetics of beloved shows and films (Dubourg and 
Baumard, 2022).

2.1 Symbolic consumption and home 
décor choices

The idea of symbolic consumption serves as a fundamental 
perspective for comprehending how customers transform their 
belongings, including home decoration, into items that reflect more 
than their merely functional aspects. According to Belk (1988) 
extended self-concept theory, the use of material goods to 
symbolize one’s values, personality, and aspirations is the way that 
people materialize or physically reflect at least part of their 
identities. This concept is crucial to the area of home decoration, 
where customers design their houses to mirror their identity 
directly. The idea of designing a home to directly reflect one’s 
identity is central to the field of home decoration. Incorporating 
furniture, art, and design elements that resonate with personal 
narratives or cultural symbols in homes allows people to use their 
living spaces as a canvas of self-expression (Yan, 2018; Smitheram 
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and Nakai Kidd, 2024). This approach to consumption brings out 
the need to see home décor as more than aesthetic; it becomes a 
tool for expressing one’s identity.

Media-driven symbolic consumption has become a multifaceted 
interplay between personal identity and cultural narratives. The 
screen-inspired decoration allows the customer to embed the distinct 
elements from their favorite shows or films to connect with 
aspirational or nostalgic symbols. For instance, Lee et al. (2020) and 
Nafees et  al. (2021) emphasize that the hybrid identity of some 
consumers grants them the opportunity to mix their personal 
preferences and cultural elements, thus creating a multifaceted self-
representation through home décor. The nostalgic and traditional 
feelings that period dramas evoke in certain viewers may touch on the 
values they attach to their heritage. On the contrary, a futuristic space’s 
hygiene and sleek design could be aligned with the outside desire for 
someone and the inclination toward an advanced way of living (Larsen 
et al., 2010; Dam et al., 2024). Through symbolic consumption, media-
inspired décor facilitates identity projection, enabling consumers to 
communicate their personalities and cultural affiliations within their 
living spaces. These perspectives on symbolic consumption offer a 
foundational lens to understand how consumers selectively adopt 
screen-inspired décor to reflect their personal narratives, aesthetic 
sensibilities, and aspirational identities, making their homes not just 
functional spaces but symbolic expressions of who they are and what 
they value.

2.2 Psychology of media influence on 
domestic spaces

Recent studies in media psychology have shown how visual 
narratives play a key role in consumer behavior in the household 
(Seifert and Chattaraman, 2020; Kusá et  al., 2023). Research by 
Dubourg and Baumard (2022) shows that the media’s ability to elicit 
positive or negative emotional feelings strongly predicts the 
adjustments viewers make to their décor choices, mainly when they 
form parasocial relationships with characters and settings. These 
one-sided psychological bonds allow the consumers to feel part of the 
lives of the characters they watch and, consequently, tend to add 
things related to some character’s surroundings in their own lives. The 
concept of “inspired-by-state” further illustrates how vivid media 
portrayals form a sense of inspiration that consumers observe to 
transfer into tangible décor choices (Sheng et al., 2020, p. 1043).

Modern media becomes more immersive as it emotionally 
engages the audience, who find themselves engaged in the character 
and story setting. Research on media richness and emotional 
attachment shows consumers usually recreate the on-screen 
atmospheres associated with loved characters or well-known 
locations (Ayhan Gökcek, 2023; Janicke-Bowles et al., 2024). For 
example, media depictions of close, welcoming spaces can make 
audiences replicate the same home environments to enhance 
personal wellbeing and social connection (Naukkarinen and 
Bragge, 2016; Izogo and Mpinganjira, 2020; Zahidi et al., 2024). 
People often change their home décor based on what they see in 
shows or films. They feel inspired to add elements that match the 
emotions or themes from these media, making those influences a 
real part of their daily lives. Understanding how people feel 
connected to fictional worlds can help explain their design choices 

in real life. These emotional ties show how consumers use 
on-screen environments as inspiration for expressing their identity 
at home.

2.3 Self-expression, identity formation, and 
home décor

This study focuses on how home décor helps people express 
themselves and form their identities, especially through media stories 
that resonate with them (Rogers and Hart, 2021; Kneese et al., 2022). 
Ahuvia and Wong (2002) explains that people make home furnishing 
purchases for practical reasons or to serve as keys to sharing their 
stories and connections. This process is key in screen-inspired décor 
because there is an intertwining of one’s identity with either an 
aspirational or a nostalgic media influence. Similarly, Whiteman and 
Kerrigan (2024) also believe that symbolic consumption allows 
consumers to test new dimensions of their self-identity through using 
possessions to communicate both who they are and what they are 
striving to become.

Screen-related interior design shows how consumers take design 
ideas from their favorite media to apply them to the setting of their 
homes. This trend also testifies that consumers want their décor to tell 
their own stories. This behavior is termed as “consuming for identity” 
(Zhang and Liu, 2022; Qu et al., 2023), where people select products 
either directly inspired by or from the media through which they 
express their identity. For instance, one could use a minimalist design 
displayed in their favorite TV show as a presentation of their love for 
simplicity. In contrast, another person might choose elaborate styles 
from historical dramas to demonstrate sophistication. In both cases, 
these decoration choices reflect their identities, turning their living 
spaces into personal statements.

2.4 Social media and home décor trends

Social media platforms have made it easier for home décor trends 
inspired by screens to spread. Social media platforms like Instagram, 
Pinterest, and TikTok allow people to see, share, and copy various 
design styles. This connection makes it simple to link online trends to 
physical living spaces (Izogo and Mpinganjira, 2020). The visuals on 
these platforms spark consumer interest in adopting styles seen in 
media, making it easier for them to bring those designs into their own 
homes. Research findings show that social media’s contribution to the 
spread of screen-inspired interior styles should not be downplayed 
because it increases the prevalence of these styles and generates a 
feeling of belonging among the followers (Zhang et al., 2022).

Through social media engagement, consumers find themselves in 
a trend-driven culture where media-induced aesthetics are bolstered 
into a contention of aspiration (Gao et al., 2024). It symbolizes the 
whole and communal spirit of decorating choices because one would 
look for interior design tips from any digital media like YouTube, 
check social networks for the external validation of their ideas, and 
then create a community around those decorating decisions (Cheung 
et al., 2020; Valle Corpas, 2021). As Jain (2024) points out that social 
media helps people show their unique interior design choices. This lets 
them express their identity through personal style, socializing, and 
media trends. As a result, individuals create a public identity where 
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their décor reflects their tastes and builds a sense of community with 
others who share similar design preferences.

Research by Gamage et  al. (2023) shows a clear connection 
between TV product placement and what consumers decide to buy. 
This research highlights how the media influences our preferences. 
Companies like IKEA have taken advantage of this by creating product 
collections inspired by popular TV shows. For example, the Stranger 
Things collection includes a replica of the Byers’ living room. The 
FRIENDS collection features famous items from Monica’s apartment 
and Central Perk, helping fans recreate these well-loved settings in 
their own homes (Creative Roots, 2023). This approach demonstrates 
how media-inspired home furnishings enable consumers to express 
their identities by integrating favorite on-screen aesthetics (Gain Pro, 
2023). Such collaborations between entertainment studios and home 
furnishing companies create buzz, meeting consumer demand for 
customized products that closely mirror on-screen styles. Furniture 
makers and artisans increasingly produce niche, bespoke pieces, 
responding to consumers’ desires for authenticity and personalization 
in their spaces. In addition, more and more, interior designers are 
helping clients create the feel of their favorite films or TV shows 
(Singh and Singh, 2024). This has led to a new area of design that 
combines popular culture with personal home décor.

2.5 Reconciling theoretical tensions

Theories of symbolic consumption, media influence, and identity 
formation explain the trends in home décor inspired by screens. 
However, these theories also show some conflicts. Symbolic 
consumption focuses on how people express themselves through their 
belongings (Piacentini and Mailer, 2004; Sivanathan and Pettit, 2010). 
On the other hand, media influence theories suggest that outside 
aesthetic standards can limit what people choose to buy (Aljukhadar 
et  al., 2020; Sun, 2023). This leads to questions about how much 
control individuals have versus how much they are shaped by culture 
in their home décor choices. This study looks at how home décor 
inspired by screens combines cultural trends and personal choices. It 
aims to show how people form their identities and respond to cultural 
influences in their décor decisions. By connecting these ideas, the 
research explores how screen-inspired décor reflects personal choices, 
media effects, and identity. This way, it helps understand how people 
see themselves based on the styles they use in their homes.

3 Methodology

This study used a qualitative research design, utilizing in-depth 
interviews to explore how consumers view interiors inspired by 
movies and shows. We  used thematic analysis to examine the 
interview data. This method helps us find and understand patterns in 
the data (Clarke and Braun, 2013).

3.1 Sampling criteria

This study used purposive sampling to find participants who 
decorated their homes using ideas from movies or TV shows. 
We followed specific criteria to ensure that participants had relevant 

experience with this type of décor. We found potential participants 
through social media and conducted an initial screening to ensure 
they met the study’s criteria. A total of 23 interested individuals 
completed a short pre-interview questionnaire. This questionnaire 
assessed their motivations and gathered specific examples of screen-
inspired décor in their homes. Only those who provided detailed 
examples were invited for in-depth interviews.

The final sample included 15 participants aged between 25 and 55, 
representing different generations. This allowed us to explore how 
various life stages can influence design choices inspired by media. 
We purposely included participants from diverse cultural backgrounds 
and professions to support the study’s goal of examining media-
inspired home décor as a way to express identity. This diversity helped 
us capture a wider range of interpretations shaped by culture, 
occupation, and age (Channaoui et al., 2020; Bibbins-Domingo et al., 
2022). It revealed nuanced differences, such as how nostalgia, 
aspiration, or cultural ties influenced décor choices, enriching the 
study’s findings. A more homogenous sample would have limited 
these insights, while the varied profiles enhanced our understanding 
of how people uniquely incorporate global media into their 
personal spaces.

The sample size was decided based on thematic saturation. This is 
a common standard in qualitative research that marks the point when 
collecting more data does not reveal new themes or insights (Hennink 
et  al., 2017; Guest et  al., 2020; Bazen et  al., 2021). In this study, 
thematic saturation was observed after the 12th interview, with the 
remaining three interviews offering confirmatory rather than novel 
insights. The repetition of core themes, the consistency across 
participant narratives, and the analytical richness of the responses 
supported the decision to conclude data collection at 15 participants. 
Although literature acknowledges that the number required to achieve 
saturation may vary depending on the study design, participant 
diversity, and research objectives (Guest et al., 2020), the depth and 
coherence of data collected in this study affirm that the sample was 
sufficient to meet its analytic and interpretive aims (Bazen et al., 2021). 
The demographic profiles of the participants are as follows in Table 1.

The study acknowledges the predominantly female composition 
of the participant pool, which may reflect broader gendered dynamics 
in the engagement with domestic aesthetics. Prior research indicates 
that women often occupy primary roles in curating and maintaining 
household spaces, particularly in sociocultural contexts where the 
home is closely tied to feminine identity, emotional labor, and care 
work (Clarke, 2021). In this light, the female participants’ perspectives 
are not only relevant but also offer rich, situated insights into how 
screen-inspired décor choices are meaningfully integrated into the 
lived experience of home. While this gendered lens may foreground 
specific aesthetic values such as emotional resonance, nostalgia, or 
symbolic expression, it remains aligned with the study’s aim to 
examine how individuals embody and interpret media aesthetics 
within their personal environments. Nonetheless, the study notes that 
people’s aesthetic preferences can be influenced by their gender. It 
suggests that including a more diverse group of participants could lead 
to different interpretations and design choices. This focus on gender 
is seen as a limitation, and future research should aim to include a 
wider range of gender identities and expressions to better understand 
how aesthetic preferences may differ.

Additionally, the study focuses on expatriates living in the 
UAE. While this choice serves a purpose, it also limits how the 
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findings can be  applied to other cultures. Expatriates in the UAE 
constitute a distinct social group marked by cultural hybridity, 
transience, and evolving identity practices shaped by their immersion 
in a highly multicultural environment (Al Hameli and Arnuco, 2023). 
Their aesthetic choices and spatial practices often involve a dynamic 
negotiation between cultural traditions from their home countries and 
the socio-cultural influences of the host country. This positioning 
offers valuable insight into cross-cultural expressions of domestic 
aesthetics and the symbolic role of media in identity construction. 
However, this contextual specificity may constrain the transferability 
of findings to other cultural or national populations. Aesthetic 
sensibilities and spatial meanings are deeply embedded in cultural 
norms, historical traditions, and socio-political contexts (Redies, 
2015). Therefore, the lived experiences and design preferences of 
expatriates in the UAE may differ markedly from those of local 
citizens or expatriates residing in less culturally diverse or differently 
regulated environments. While this study contributes to the growing 
discourse on transnational aesthetics and media-inspired domesticity, 
we acknowledge that the cultural lens applied here is context-bound. 
Future research would benefit from comparative studies across varied 
geopolitical and cultural contexts to explore how aesthetic engagement 
with media differs across transnational, national, and local settings.

The interviews followed a semi-structured format, which enabled 
open-ended questions and probing techniques to elicit comprehensive 
and detailed responses. Semi-structured interviews provide more 
flexibility as follow-up questions can be added to the process (Wu 
et al., 2021) and have only basic requirements for interviewees and 
questions (Kallio et al., 2016). The interview questions encompassed 
various topics, including participants’ motivations for employing 
movie/show-inspired interiors, the design elements and inspiration 
derived from fictional media, emotional connections and nostalgia, 
challenges and limitations encountered in recreating screen-inspired 
home décor, as well as social influences on their design choices. The 
interview questions focused on several important topics. These 
included why people choose to create interiors inspired by movies or 

shows, the specific design elements taken from these fictional works, 
and the strong emotional connections and nostalgia tied to these 
designs. The questions also addressed the challenges faced when 
recreating home décor based on screen inspirations and how social 
factors influence design choices.

All interviews for this study were conducted using Zoom. With 
the participants’ permission, each interview was recorded and then 
transcribed using Otter.ai, which automatically creates transcripts 
with timestamps. To make sure everything was accurate, two 
researchers carefully checked the transcripts against the original 
recordings to find and fix any mistakes. The final responses were then 
imported into NVivo (version 15) for analysis. The themes were 
developed through an inductive approach, allowing the researchers to 
identify patterns and trends from the data.

3.2 Thematic analysis

The analysis followed the steps outlined by Braun and 
Clarke (2006).

 1 Familiarize yourself with the data: in this step, the interview 
data were transcribed verbatim and read repeatedly by the 
researchers. A systematic review was done, and initial readings 
were supported through creating memos documenting 
preliminary insights and patterns.

 2 Generating the initial codes: in this phase, the initial codes are 
extracted from the data. The codes were generated with the 
transcripts’ help to find the answers to the objectives. The 
researchers worked through the data systematically, and 
segments were tagged corresponding to codes like “Advantages 
of Using Movie or Show-Inspired Décor,” “Motivation for 
Consumers to Replicate Screen-Inspired Home Décor,” and 
“Emotional and Inspirational Impact.” To ensure that different 
coders agree on the analysis, we used Cohen’s kappa coefficient 

TABLE 1 The demographic profiles of the respondents are as follows.

Participants Gender Age Nationality Profession

P1 M 45 Emirati Procurement manager (oil and gas)

P2 M 43 South African Professor

P3 F 30 American Software engineer

P4 F 49 Indian Professor

P5 F 25 Iranian Client service administrator

P6 M 27 American Social media manage

P7 F 30 American Graphic designer

P8 F 31 Iranian Senior manager – fashion retail store

P9 F 35 Canadian Software engineer

P10 M 40 Indian Financial analyst

P11 M 40 Filipino Administrator

P12 M 51 Jordanian Senior manager - pharma

P13 F 27 Pakistani Lawyer

P14 F 37 Ukrainian Store manager - fashion retail

P15 F 28 British Fashion designer
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to measure their agreement. This method is well-known for 
effectively checking consistency in analyzing qualitative data 
(McHugh, 2012). During the first coding phase, we received a 
Cohen’s Kappa score of 0.75, which shows substantial 
agreement among the coders. After this initial check, 
we identified some coding differences and worked together to 
discuss and resolve them. We adopted a process that allowed 
us to revisit the data, refine code definitions, and adjust how 
we applied the codes as we gained new insights. This approach 
helped maintain consistency in our coding process by 
systematically establishing agreement among coders and 
addressing discrepancies, which strengthened the reliability of 
our analysis (Campbell et al., 2013).

 3 Searching for themes: in this step, we gather the codes and group 
them into possible themes using the relevant data. We sort all 
the codes into themes that show how they relate to each other, 
as well as how the different themes connect and fit together. 
This was done with the help of “query” and “modeling” features 
in NVivo 15, and the related nodes were developed into 
broader themes.

 4 Reviewing themes: this step helps understand the different themes, 
how they fit together, and the overall story the data represents. 
The themes were reviewed for coherence and relevance to find 
the connection between themes. Similar nodes such as 
“Emotional and Inspirational Impact” and “Emotional and Mood 
Evocation” were merged to refine the theme of influence and 
impact, and complex nodes like “Inspirations through decorative 
touches” were subdivided to differentiate between various sources 
of inspiration like cinematic elements and cultural heritage and 
some codes like “Source of Inspiration” were reassigned to more 
specific nodes under the theme of aesthetic and personal 
expression to ensure clarity and distinctiveness of each theme.

 5 Defining and naming themes: all the themes were defined in 
detail to provide a clear framework for thematic descriptions 
in the final report. It helps generate clarity and helps in realizing 
the overall story the data tells.

 6 Producing the report: in this step, the final analysis of the 
extracted themes is done, relating them to the research 
questions and the literature.

As Clarke and Braun (2013) noted, a common pitfall in thematic 
analysis is the tendency to use interview questions as themes. In contrast, 
this study generated themes and nodes directly from the findings. 
Initially, 93 nodes were created from 15 interview transcripts, and data 
saturation was reached after analyzing 12 interviews. The use of “word 
queries” and “coding stripes” proved valuable, enabling the researchers 
to consolidate these nodes into several potentially engaging themes while 
preserving as much detail and context from the interviews as possible.

3.3 Conceptual framework

To provide a cohesive structure for examining screen-inspired 
home décor, this conceptual framework integrates key theories from 
media studies, consumer psychology, and interior design. Beginning 
with media studies, the framework shows how media content (such as 
movies and TV shows) exerts influence through aspirational imagery 
and emotional attachment, prompting viewers to connect with fictional 

settings and characters. This connection often leads to parasocial 
relationships, where viewers feel close to characters and their worlds. 
This creates a desire to bring those styles into their own homes. These 
themes come from an analysis based on symbolic consumption (Belk, 
1988; Wang, 2023), parasocial interaction (Sheldon et al., 2021), and 
how we build our identities through media (Ahuvia and Wong, 2002; 
Whiteman and Kerrigan, 2024). When people review their interior 
design choices, they often find that emotionally engaging media 
content sparks these relationships. This, in turn, influences their 
choices about home aesthetics (Mehrabioun, 2024), which in turn 
affects symbolic aesthetic choices for their homes. These results support 
Belk (1988) theory that our possessions reflect our identities. However, 
people’s choices are also shaped by their budgets, creative solutions, and 
the need for approval from friends, often through social media (Zhang 
et al., 2022; Jain, 2024). This framework shows that identity is a process 
that evolves with time. Media images can evoke feelings, and these 
emotions lead to choices influenced by social and financial factors. This 
view enhances our understanding of the patterns we see and sets the 
stage for a deeper exploration of identity, emotions, and meaning in 
what we consume.

Consumer psychology and interior design are closely linked, with 
several factors influencing how people choose their home décor. People 
often select items that reflect their identities, which is known as symbolic 
consumption. They use their living spaces to express who they are 
through objects inspired by media. Nostalgia also plays a key role, as 
many seek to bring sentimental media connections into their homes. 
Additionally, social influence encourages shared design styles and trends 
among friends and communities. As shown in Figure 1, these factors 
come together in media studies, psychology, and design. They help 
shape screen-inspired home décor, where motivations from media and 
personal tastes blend into expressions of identity within our living spaces.

4 Results

The topics are structured methodically to demonstrate an 
analytical evolution from individual expressions of emotion and self 
to broader implications for society and practical considerations, and 
to highlight the range of motivations driving participants’ choices for 
screen-informed decoration.

4.1 Theme 1: media-inspired 
self-expression

Respondents often saw screen-inspired décor as a way of 
expressing unique aspects of their identity. Participant 4 stated, “When 
I decorate my home like a movie set, I’m not just following a style; I’m 
creating a space that feels like a different world. It’s an escape and a way 
to show who I am in a way that’s creative and personal.” This statement 
supports the idea that, for many, screen-inspired décor is both a means 
of expressing oneself and a personal sanctuary. In addition, their 
socioeconomic backgrounds shaped their design decisions. Participant 
3 explained, “I cannot fully recreate scenes from my favorite movies, but 
I choose elements that resonate deeply with me and are within my budget. 
It allows me to express myself without going overboard financially.” The 
need to balance self-expression with budgetary constraints illustrates 
how participants balance their design preferences and personal life.
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4.2 Theme 2: aesthetic and emotional 
motivations

The participants in the study underscored the importance of 
aesthetic and affective benefits that propel decoration based on screen 
media. Participant P9 explained, “I feel like having a beautifully themed 
home uplifts my mood every day. It’s not just about copying a scene; it’s 
about feeling connected to something I  love and having it make my 
everyday life more inspiring.” This quote underscores the key role of 

décor in achieving an emotional goal, enabling participants to 
experience their desired media on a deeper and more enriched level. 
There was also the influence of cultural background, with P5 
commenting, “In my culture, home is everything, so when I  bring 
elements from shows or movies, it’s like inviting those stories into my 
family life. But I still keep it balanced. I do not want my home to feel too 
much like a set.” This reveals the complex motivations behind screen-
inspired decoration, in which aesthetic appreciation, emotional 
connection, and cultural resonance come together.

FIGURE 1

Conceptual framework.
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4.3 Theme 3: financial accessibility and 
creative adaptations

The participants showed that financial constraints are an 
important consideration for their screen-inspiration décor, and many 
used cheaper alternatives. Participant 12 summed it up, saying, “I set 
aside a little each month to bring elements from my favorite shows into 
my home. It’s not just about having a piece of a movie; it’s a long-term 
vision that I plan carefully so I can afford it.” This shows how, to some, 
screen decoration is an investment over time rather than an 
on-whimsy acquisition. A group of people embraced an economical 
approach, best summarized by the comment of Participant 13: “If 
something from a movie is too expensive, I’ll find a way to recreate it on 
a budget. I do not need the exact item; I just want the feeling it brings.” 
Here, the participant’s creativity is supported by the flexible nature of 
media-influenced environments, allowing for the creation of an 
intended atmosphere even in the face of financial constraints.

4.4 Theme 4: social validation and peer 
influence

The role of peer influence and social media trends has indeed 
been noted to be  a contributing factor towards the creation of 
media-themed décor among individuals. As Participant 10 
described, “Seeing others integrate movie themes into their homes 
gave me the courage to try it. It’s like being part of a community, and 
it makes me feel like I’m sharing something meaningful with others 
who love the same things.” This quote conveys how peer acceptance 
can support such individuals’ self-confidence towards decorating 
their spaces with media-inspired themes. Other respondents, 
though, displayed a more discerning attitude towards adopting 
such décor. Participant 7 said, “I’m inspired by what I see online, but 
I only bring in elements that truly resonate with me. I do not follow 
every trend because I  want my space to feel personal, not just 
popular.” This statement brings forth how, while media trends can 
influence design tastes, individual aesthetic taste actually prevails 
over the choice of elements to adopt.

4.5 Theme 5: risks of themed décor

The participants noted the limitations of heavily themed 
decoration, recognizing their tendency to date quickly or limit 
flexibility in household settings. Participant 11 said, “While I love 
movie-inspired décor, I try to keep it subtle. I do not want my home to 
feel like a theme park because styles change, and I want something 
timeless.” This illustrates that participants were expressing an 
intentionally moderated approach to decoration selection, seeking to 
create an aesthetic that will continue to be valid over time. Other 
participants, on the other hand, focused on the benefit of décor, 
which can easily be replaced, as explained by Participant 15, who 
said, “I’m fine with changing things up as trends shift. To me, the ability 
to refresh my décor keeps my space exciting and in line with what I’m 
passionate about.” What this shows is that for some participants, the 
ability to adjust screen-based decoration represents an inherent 
aspect of its attraction, promoting active engagement and investment 
towards the source of media.

4.6 Theme 6: artistic engagement and 
cultural appreciation

The media-influenced decorations are a means through which 
individuals are able to express their creativity, express appreciation for 
media culture, and exercise artistic engagement. Participant 14 
expressed, “Decorating my home with elements from my favorite films 
feels like I’m curating an art gallery. Each piece has meaning, bringing a 
part of that world into my life.” This testimony captures the idea that 
media-inspired décor forms an art form that is beyond the aesthetic, 
combining cultural aspects with narrative meaning. At the same time, 
this activity also provides other participants with the opportunity to 
incorporate their own artistic expressions with their respective 
individuality. Participant 8 said, “I love the artistic side of adding 
movie-inspired elements, but I  try to blend them in so they do not 
overwhelm the space. It’s about capturing the essence without losing my 
own style.” This view summarizes the way in which people use media-
inspired décor to achieve harmony between personal aesthetic choices 
and shared cultural identity, thus creating environments filled with 
narrative meaning.

Despite their unique characteristics, participant accounts 
demonstrate a high level of interdependence and concomitant 
tensions that required careful negotiation between individuals. It is 
specifically clear that there was a tendency for social recognition and 
self-expression aspirations to align; most participants explained 
intentions to create spaces that mirror themselves while also seeking 
validation and approval from online publics. This finding suggests that 
identity formation processes do not solely stem from personal 
ambitions but are highly influenced by collective aesthetic practices. 
However, aspirations tied to beauty and aesthetics were often 
obstructed by economic constraints. Participants imagined methods 
of mediating the gap between aesthetic desires and economic realities, 
thus demonstrating their creative agency and personal identity. The 
findings emphasize the fact that media-focused interior design 
involves complex and multi-dimensional decision-making processes.

5 Discussion

The findings show that, under the influence of media sources, 
interior design is an important medium for symbolic consumption. 
Thus, decorative items that are derived from TV and film are used to 
symbolize aspects of individuality, desires, and ideals. As explained 
through discussion, participants consider their homes to 
be expressions of their unique tastes, often choosing design elements 
corresponding to much-loved narratives, characters, or distinctive 
environments depicted on-screen. The behavior fits theory for 
symbolic consumption, whereby objects are used to extend the self 
and work to convey one’s self-concept and identity to others (Belk, 
1988; Francis and Adams, 2019; Arnould and Thompson, 2024; Gao 
et  al., 2024). For example, under Theme Media-Inspired Self-
Expression, all respondents discussed how décor inspired by screens 
helped them “escape routine” and convey aspects of self that would 
otherwise be unspoken. Participant P4 explained that media-themed 
décor creates “a space that feels different from the usual,” suggesting that 
such décor maintains its position between actual self and ideal self. 
Likewise, P3 included screen-themed elements while still observing 
financial resources, demonstrating how consumers attempt to 
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maintain the authenticity of self-presentation while observing 
functional constraints. This behavior fits that of earlier work depicting 
symbolic consumption as dynamic and situational, open to responding 
to outside influences yet very much embedded in self-concept 
(Tangsupwattana and Liu, 2017; Sahin and Nasir, 2022). Theme for 
Artistic Engagement and Appreciation goes further towards 
illustrating this point, since many participants described living spaces 
as an “art gallery,” where artistic engagement can be included and 
represented through their individual narratives. For example, 
Participant 14 explained that each aspect of décor represents an 
individual component of a story or aesthetic that means much to them 
and therefore translates their surroundings into symbolic 
representations of their media-engrained life experiences. The theme 
shows how screen-inspired décor for such individuals plays an extra 
role beyond beautification for their homes; rather, it is an avenue 
through which they develop a narrative-based sense of self, which 
among other things aligns with the principles of symbolic 
interactionism that assume that products are used as tools for identity 
construction (Parutis, 2011). Moreover, study findings show a group 
of emotional, aesthetic, and social reasons why consumers choose to 
replicate screen-inspiration for home décor. The Aesthetic and 
Emotional Motivations theme shows how often participants choose 
media-inspiration for décor due to its capacity for producing nostalgia, 
comfort, and escapism. For instance, Participant 9 reported, “living in 
a beautifully themed home uplifts my mood every day,” and hence 
shows how much emotions screen-inspiration décor brings to daily 
life. This is typified by modern consumption theory on hedonic 
consumption, which argues that consumers seek pleasure and 
emotional congruence through material consumption (Campbell, 
2018). These motives are largely influenced by cultural factors since 
people view decoration as an expression of familial or group identity. 
This observation actually boosts the sense of communal collectivism 
during decision-making (Zhong and Mitchell, 2010).

The theme, Financial Accessibility and Creative Adaptations, 
shows that for many of those who participated, financial considerations 
heavily impact their ability to reproduce décor from visual media. 
Even though money can be seen as an obstacle, most participants 
often overcome such an issue by coming up with creative ways of 
altering aesthetics from media based on their economic situations. For 
example, Participant 13 explained, “If something from a movie is too 
expensive, I’ll find a way to recreate it on a budget.” The idea embodies 
a new and dynamic type of motivation where financial limitations do 
not deter the desire to duplicate aesthetic details from screen media; 
instead, these restrictions provide impetus for innovative methods of 
accomplishing design goals. Secondly, the existence of Social 
Validation and Peer Influence is visible in how social relationships 
influence decision-making in obtaining décor from screens. Social 
media and the validation of peers have a major impact on the 
processes of selection for many, as represented by Participant 10’s 
comment, “Seeing others integrate movie themes into their homes gave 
me the courage to try it.” This motivation demonstrates a susceptibility 
to social conformity and the desire for belongingness, where the 
adoption of trending styles improves one’s standing within a larger 
community of similar others (Ali Taha et al., 2021). Nevertheless, the 
study also suggests that individual taste often moderates social 
motivations in that many participants selectively adopt only those 
items that are meaningful to them, implying a compromise between 
social validation and personal agency.

Although our observations align with the prevailing theories of 
symbolic consumption and parasocial interaction, they also add a 
novel level in demonstrating how consumers undertake what can 
be described as “negotiated identity performance.” This involves the 
accommodative tactics used by individuals in balancing aspirational 
media-generated aesthetics with utilitarian limitations like budget, 
culture, and functionality needs. For example, respondents discussed 
selectively recreating elements of the on-screen world- lighting, color 
palettes, or signature furniture pieces not in order to make exact 
copies, but to channel a desired emotional ambiance or symbolic 
meaning. These decisions were often moderated by budget and 
availability and led to creative conversions or substitutions. Social 
media and social acceptance further informed and recalibrated these 
aesthetic choices. In this manner, screen-inspired décor as an 
exhibition of identity is no simple act of mimicry but a performative 
process of managing personal taste, emotional connection, and social 
perception within an available budget. In this view, symbolic 
consumption theory is advanced by highlighting the socio-economic 
negotiations beneath apparently aesthetic decisions, and consumer 
behavior is redefined as a tactical, context-aware mode of self-
presentation. Apart from individual-level implications, the research 
is also relevant to policymakers and public planners. With the 
growing cultural impact of global media and the rising aspiration for 
identity-based customization of living spaces, housing policy and 
urban planning can be  aided with the facilitation of modular, 
adaptive, and effectively appealing design templates. Public housing 
or community development projects may incorporate culturally 
sensitive design features of residents’ mediated tastes to foster a sense 
of belonging and psychological wellbeing. Additionally, media 
authorities and cultural ministries may seek partnerships entrenching 
national media aesthetics through public design projects, 
demonstrating soft power while entrenching indigenous creative 
economies (Belk, 1988; Izogo and Mpinganjira, 2020; Weingarten and 
Goodman, 2021).

Building on our findings and the evolving trend of media-inspired 
customization, we propose a conceptual framework in the next section 
that showcases how symbolic consumption and identity expression 
theories can elucidate the motivations and practices behind 
consumers’ adoption of screen-inspired home décor. It provides a 
conceptual framework that explains the different individual, societal, 
and cultural forces shaping this unique design culture. Managerially, 
the findings provide actionable recommendations for lifestyle 
marketers, designers, and brands that want to target consumers who 
are media literate and motivated by emotional factors. By identifying 
the symbolic meanings linked to screen-mediated decoration, 
managers can adjust products and services to fit appealing design 
narratives that are essential for self-expression, evoking nostalgia, and 
projecting aspirational lifestyles. For instance, organizations can 
develop modular product lines or design kits for highly rated 
television programs and movies that enable consumers to customize 
products based on their budget, room space, and design taste. 
Designers can also think about incorporating hybrid styles that blend 
nostalgic media themes with culturally appropriate or locally inspired 
design elements, particularly in multicultural markets like the 
UAE. This would not just attract worldwide media-exposed expatriate 
consumers, but also promote consumer agency in the co-construction 
of spaces that both echo media effects and personal heritage. Social 
networking websites can also be  utilized by marketers to upload 
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consumer narratives and symbolic décor travel stories, facilitating 
community building and brand loyalty. In this manner, the research 
offers strategic direction on how to connect product development, 
narrative, and branding with changing consumer desire for homes 
that are emotionally authentic, aspirational, and culturally expressive.

The themes that we  have identified from our data logically 
translate over to the two research driving questions of the study, 
providing a multi-faceted explanation of how and why consumers use 
screen-inspired home décor as a means of symbolic expression. In 
addressing RQ1—“How do consumers use screen-inspired home 
décor as a source of symbolic consumption to convey their identity?” 
Media-Inspired Self-Expression’s theme discovers that consumers 
actively use decorative items from beloved shows or films to convey 
personal values, aspirations, and affective allegiances. Participants 
described their dwellings as “mirrors of personality” or “safe spaces of 
imagination,” using décor not merely for style, but as mechanisms of 
identity formation founded on parasocial attachment and 
narrative symbolism.

Likewise, Aesthetic and Emotional Motivations strengthen media 
aesthetics’ role as affective anchors, providing a means of comfort, 
nostalgia, and mood management, extending their symbolic role to 
another level. In answering RQ2—“What are consumers” motivations 
for recreating screen-inspired home design in their own homes?’ 
Financial Accessibility, Creative Adaptations, Social Validation, and 
Peer Influence are themes that identify the various drivers of consumer 
behavior. Some of the participants discussed budget limitations and 
how they sought do-it-yourself alternatives, second-hand shopping, 
or incremental purchasing plans to attain their desired aesthetic. Some 
researchers have explored the invitation and validation provided on 
social media websites, where media-constructed environments are 
viewed as aspirational ideals and basic elements of cultural knowledge. 
The results show that the basic driving factors range across cultural 
aspiration, emotional association, pragmatic choice, and social 
interaction. Overall, such an overarching thematic framework 
illustrates that screen ornamentation goes beyond its superficial role 
of taste-making; more importantly, it represents an intricate blend of 
media-informed self-perception, personal values, and 
environmental components.

6 Conclusion

The current study provides an extensive analysis of consumer 
motivations, perceptions, and experiences relating to media-influenced 
interior decoration. In exploring the nuances of self-expression, 
personal meanings, and cultural fit that influence choices in media-
influenced interior decoration, such findings indicate that consumer 
choices are a complex phenomenon where decorative items are more 
than functional and aesthetic properties but carry individual narratives 
and socio-cultural meanings. The findings align with symbolic and 
hedonic consumption constructs, where decorative items are chosen 
not only for their utilitarian functions but also for their ability to 
transfer individual narratives and engender self-expression, and for 
their fit for individual lifestyles (Wattanasuwan, 2005; Liu et al., 2017; 
Tangsupwattana and Liu, 2017; Francis and Adams, 2019; Izogo and 
Mpinganjira, 2020; Corkindale et al., 2021). The study also provides 
findings that align with proven theories of social confirmation through 
social media and peer networks (Izogo and Mpinganjira, 2020; 

Gierzynski et  al., 2024); however, it contributes importantly to the 
current body of knowledge by explaining that, where there are societal 
influences, creative power and individuality among respondents are 
important drivers for such choices, empowering them to create 
environments that not only mirror collective cultural ideals but also 
unique individual expression.

Methodologically, qualitative, face-to-face, and semi-structured 
interviews allowed for an extensive analysis of emotional nuances and 
decision-making intricacies. This approach enabled us to capture not 
just what consumers chose to emulate from media, but why and how 
such choices were negotiated through personal, social, and fiscal 
contexts, information likely to be  missed by quantitative survey 
research. This helps to highlight the strength of qualitative approaches 
to uncovering layered and symbolic dimensions of everyday 
consumption. Apart from accounting for individual consumer choice, 
the conclusions of this study have ramifications for urban design 
policy and public policy in general. With media-inspired aesthetics 
increasingly integrated into home settings, policymakers and urban 
planners can deliberate on the incorporation of culturally meaningful, 
emotionally engaging design features in public and low-income 
residential complexes. This might include facilitating adaptive, 
modular interior solutions expressive of residents’ mediated identities 
and cultural hybridity, especially apt for multicultural environments 
such as the UAE. Public cultural institutions and media regulators 
may also consider partnerships that foster a national narrative through 
interior design in support of soft power and local creative industries. 
By identifying homes as symbolic spaces that are created by media 
representations, public policy can play an important role in creating 
inclusive, identity-assertive spaces that lead to social cohesion and 
wellbeing. This study contributes to symbolic consumption knowledge 
by giving insight into how identity expression by media-influenced 
home décor is dynamic and not linear but negotiated among 
individual taste, social pressure, and expense. Aesthetics are selected 
by what a person wants to be, but these are shaped by expense, social 
acceptance, and cultural conventions. This nuance enriches existing 
symbolic consumption theories by positioning them within the 
mundane realities of economic praxis and mediated identity work.

Unlike some academic perspectives that define screen-
influenced décor largely as an expression of trend-following 
behavior or escapism, this study demonstrates more substantial 
and lasting motivations. Specifically, participants describe wanting 
an artistic outlet and emotional enrichment via personalizing 
media-led spaces. The findings suggest the development of a 
consumer trend where home environments are places for self-
expression and cultural articulation. Additionally, the recognition 
of economic and utilitarian reasons, such as participants’ attention 
to cost constraints, further enhances our understanding of 
consumer action concerning media-led décor. That consumer 
ambitions, together with economic constraints, are key driving 
promoters of the trend implies that individual desires, together 
with economic limitations, are significant determinants of 
consumer behavior towards screen-led décor. Follow-up studies 
would explore the implications of developing media technologies 
like virtual and augmented reality, which can lead to media-led 
environments. Investigating how such technologies influence 
home décor choices can provide more insight into media 
consumption behavior towards interior design choices. Future 
inquiry questions can also study screen-led décor across different 
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cultural paradigms, considering how cultural expectations would 
influence consumer interaction and adoption of media aesthetics. 
Comparative analyses across socioeconomic divisions would also 
be likely to provide better insight into how economic resources 
shape media-led décor diversity and variety. Research on the 
influence of life stages on screen-inspired décor adoption would 
be  insightful, as younger consumers and families may have 
differing motivations and practical considerations compared to 
older or single consumers. Another promising avenue for future 
research involves examining the impact of nostalgia on screen-
inspired décor. Since many participants referenced beloved shows 
or movies from their pasts, understanding how nostalgia shapes 
décor preferences could shed light on the emotional factors 
underlying these choices. Longitudinal studies tracking how these 
preferences change over time would also contribute to 
understanding the permanence of screen-inspired trends and 
whether these choices are sustained or adapted to changing life 
circumstances. Practically, these findings offer actionable 
suggestions to interior designers, lifestyle companies, and 
entertainment companies. Understanding the symbolic and 
affective impulses toward media-influenced décor can be applied 
to develop more personalized, modular, and affectively rich 
product designs. Designers and marketers can tailor products that 
find a balance between aspirational design and price level, and also 
leverage popular media narratives to achieve brand connection 
and consumer engagement.

Despite its contributions, this study has limitations. While diverse 
in age, profession, and nationality, the sample size remains small and 
was recruited primarily through social media. As a result, the sample 
may skew toward individuals with a higher engagement in visually 
oriented social platforms, potentially limiting the generalizability of 
the findings. Similarly, the sample had a slightly higher proportion of 
female participants, which could influence the themes related to 
aesthetic preferences and identity expression, as prior research 
suggests gender-based differences in home décor motivations (Hoxha 
et  al., 2022). These limitations suggest a potential bias in the 
representation of perspectives, although the range of ages, professions, 
and nationalities mitigates this to some extent. Future studies could 
benefit from recruiting through more varied channels to minimize 
potential biases further and enhance representativeness. Furthermore, 
the reliance on self-reported data through interviews introduces the 
possibility of response biases, as participants may present idealized 
versions of their décor motivations. Another limitation concerns the 
geographical and cultural scope. Although the study includes 
participants from various cultural backgrounds, it does not fully 
represent the global diversity of media consumption habits or cultural 
approaches to home décor. Moreover, this study’s qualitative nature 
does not allow for statistical generalization; quantitative research with 
a larger, more varied sample could complement these findings, 
providing broader insights into screen-inspired décor adoption. This 
study provides a rich, nuanced view of the motivations behind 
media-inspired home décor choices, bridging the fields of consumer 
behavior, symbolic consumption, and interior design. It underscores 
the role of personal identity, social validation, and financial 
considerations in shaping these decisions. Future research should 
expand on these findings by incorporating new technologies, diverse 
cultural contexts, and varied demographic groups, further unraveling 
the complex relationship between media and consumer behavior in 
home spaces.
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