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A Popularized Design Magazine?  An Exploration of the Consumption of
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Institute of Communication Studies
National Chiao Tung University

ABSTRACT

Design magazines are often viewed as something elitist and professional, and thus
distance themselves from the popular mass. However, {ppaper), labeled as a “popularized”
design magazine, seems to challenge such a consumption boundary. This research aims to
explore the consumption practices of its consumers and their social implications, so that a

clear picture of the so-called “popularization” of this magazine can be unraveled.

In this research, Bourdieu’s theorization of cultural consumption, and the concept “the
aestheticisation of everyday life’”s discussed «by “Featherstone will be taken as guiding
theoretical references. Special research interests-are:placed on the relationship between the
social conditions which structuré the consumers and their consumption practices, consumers’
aesthetic experiences, and the subjectivity Which they demonstrate in their actions. In order
to get deep into consumers’ personal experiences and understandings, 20 consumers were

interviewed and data gathered from these interviews were analyzed.
The findings can be discussed from two perspectives:

First, from the structural perspective, the popularization of {ppaper) has its limits. It
is found that (ppaper) consumers are characterized by certain structural qualities. Their
capital structure directs their taste for this magazine, and their consumption of it further
consolidates their habitus and, therefore, tastes. Collectively, they demonstrate inclination

toward self-promotion, boundary-crossing consumption, and the aestheticization of lifestyle.

As we switch to a microcosmic viewpoint, on the other hand, we also see consumers
demonstrate certain subjectivity in their consumption practices. They experience pleasure
and creatively construct unique consumption experiences. In addition, these consumers are
reflexive ones. They observe and interpret their actions in their own ways, which further

enriches and complicates the cultural meanings of this phenomenon.

Keyword: cultural consumption, design magazine, the aestheticization of everyday life
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