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I like to keep up with the latest home decorating
trends and fashions

My kitchen is my favorite part of my home

I'm always looking for ways to enhance my kitchen
and make it look and work better

I want my kitchen to say a lot about me

I keep up with the latest technology

I love to cook and I'm always trying new recipes

Affluents
Mainstream

! Consumers participating in the study were shown a list of six statements about the 
home and kitchen and asked to respond to how well the statements describe them 
– either ‘completely’, ‘somewhat’, ‘not very well’ or ‘not at all’.  Affluents relate 
more strongly with all six statements highlighting their love of kitchen and 
the importance in their lives of technology and staying on trend. 
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Affluents Love Cooking & their Kitchens 
More than Mainstream Consumers… 

‘DESCRIBES ME COMPLETELY’ Percentage  
Point Variance 
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Two-thirds of High-End Kitchen Remodels 
Involve Size, Shape or Layout Changes 

Changed size, 
shape or 

layout
66%

Worked 
within 

existing size, 
shape or 

layout
34%

% OF KITCHEN REMODELS DONE EACH WAY IN THE PAST 12 MONTHS 
AMONG HIGH-END DESIGNERS 

! For comparison, in a RICKI 
study conducted in early 2012 
among professional kitchen 
designers of all stripes (a mix 
of low-end, mid-range and 
high-end projects), participants 
said 60% of kitchen remodels 
involved changing the footprint 
of the kitchen. 

! A majority of kitchen remodels by High-End designers involve changing the 
footprint.  Designers participating in the study say most of their projects in the 
past year involved changing the size, shape or layout of the original kitchen.  
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About RICKI 
 

! America’s leading authority for kitchen research and intelligence. 

! The research conducted by RICKI goes beyond traditional research methodologies to 
help companies gain a better understanding of the mindset of today’s consumers by 
delving deeper into motivations and emotional drivers to pinpoint trends that will 
impact companies into the future. 

 
! RICKI was founded by a group of professional market researchers. The Executive 

Director of RICKI spent 18 years in the home improvement industry and was a former 
president and board member of one of the leading associations for the overall home 
improvement sector, the Home Improvement Research Institute (HIRI). 

To find out more about this study or RICKI, visit: www.KitchenTrends.org 
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