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Abstract 

 

With the shifting landscape of gender and the blurring gender identities, we are living in the time 

of a gender revolution. This thesis explores the interrelations of gender and the design of solutions 

– two of the most fundamental components of the cultural framework which holds together our 

sense of social identity.  

 

Studies show that human brains use correspondence bias – the purported basis of gender 

stereotypes – to group people and thereby assume behavioral traits based on their activities. This 

thesis aims to understand whether gender-inclusive design would allow users from all genders to 

participate in the task at equal capacity. The implication is that equal participation would reduce 

the gender stereotypes associated with the task. The thesis uses “cooking at home,” which is 

traditionally been associated as a woman’s activity, as the case to understand this issue and further 

extends the analysis to understand whether the design of “meal kit services” is gender-inclusive 

and how that affects the participation among genders. 

  

The research showed that though more men are entering the kitchen, cooking still remained a 

woman’s domain. The inherent needs of men and women were different across different stages of 

the process of preparing a meal and their perception of cooking also varied. An interplay of existing 

social constructs related to gender behavior was reflected in these needs and perceptions. Findings 

from this thesis show that the chosen meal kit service did not cater to the needs of either gender 

fully, and the service did not alter the levels of cooking participation between the genders.  

 

Thesis Supervisor: Maria Yang 

Title: Professor, Department of Mechanical Engineering 
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The idea of this thesis was born out of the gender stereotypes I experienced in the society I grew 

up in, which implicitly shaped my expression. I have always been interested in working on this 

issue and this is only the first step in that direction. I hope to continue on this journey. 

 

 

 

 

“Gender matters everywhere in the world. And I would like today to ask that we begin to dream 

about and plan for a different world. A fairer world. A world of happier men and happier women 

who are truer to themselves. And this is how to start: We must raise our daughters differently. We 

must also raise our sons differently.” 

 

Chimamanda Ngozi Adichie, author of We Should All Be Feminists 
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Chapter 1: Introduction 

 

 

“We constantly drift between the object and its demystification, powerless to render its wholeness. 

For if we penetrate the object, we liberate it but we destroy it; and if we acknowledge its full 

weight, we respect it, but we restore it to a state which is still mystified.” 

Roland Barthes’ closing remarks in the book Mythologies (1957) has a powerful resonance with 

discovering the social meaning of things. In an age of an expanding virtual world of technology, 

this thesis attempts to understand the ways in which our social and material worlds interact, with 

a focus on gender. 

 

1.1. Motivation  

Gender is one of the most important constructs in human life because it shapes the way we interact 

with and navigate the world around us to a great extent. Having always been intrigued about gender 

stereotypes in its many forms and this thesis explores this issue at the intersection of design and 

sociology; where lies my deepest passion. Gender is not a factor that is often explicitly considered 

in the design of solutions. When gender is considered, products are often designed with idealized 
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models of gendered "users"–designed for men, designed for women, designed for boys, designed 

for girls, or designed for the "average user" who could be male or female.  Many products, e.g., 

bicycles, and wrist watches had been designed for men first, later their exterior design was changed 

to suit an often stereotypical “female” taste – a process often referred to as ‘pinking’ in the industry 

(Schroeder, 2010).  More recently, gender bias in artificial intelligence software systems used in 

job search platforms was proven to have a ripple effect in the form of fewer women applying for 

higher paid positions — perpetuating the gender pay gap (Gender Bias in AI, Research Report, 

2019).  

This thesis explores the effects of particular notions of femininity and masculinity on the design 

and use of solutions. I found particular interest in the way this was manifested in the design of 

cooking solutions with a focus on the design of meal kit services which is a growing trend among 

urban youth. “Home cooking” space was interesting to me because even in the modern society, 

studies show that American women spent twice as much time on household activities and more 

women were involved in performing household activities compared to men. This highlights the 

fact that this realm may still be a woman’s domain and gender role-based stereotypes may still 

exist. Hence, I started my journey with the intention to understand how the design of objects could 

play a role in reducing the stereotypes and support the gender revolution by including - rather than 

constricting or excluding – the participation of people. 

 

1.2. Why do Gender Stereotypes Matter? 

Studies show that gender roles based stereotypes are rooted in a given society’s division of labor 

(Eagly & Wood, 2012). Rigid gender stereotyping promotes inequity between the sexes and can 
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set young people up to expect and accept power imbalances within relationships later in life. 

Moreover, stereotypical beliefs about gender when endorsed by the society forces people to 

conform to them; else face disapproval. Also, these stereotypes form our mental representations 

of the world using which we decide the information sought, processed and remembered, thus 

influencing our social behavior.  

 

1.3. Nature of the Thesis 

This thesis is an exploratory study to understand whether inclusive design i.e. designing systems 

to suit the needs of all the genders - would allow users from all genders to participate in the task 

at equal capacity. The implication is that equal participation would reduce the gender stereotypes 

associated with the task.  I have chosen ‘inclusive design’ as a paradigm to address this because it 

is about designing and developing solutions with respect to the needs of different types of users.  

 

1.4. Research Scope 

I have limited my focus to inclusiveness with respect to gender, i.e. gender inclusivity. Also, for 

brevity instead of looking at gender as a spectrum, I have limited myself to a gender binary 

perspective i.e., I have studied a universe of people who identify themselves as male or female.  

As stated above, I would be studying ‘home cooking’ generally without a particular focus on any 

kitchenware or appliance and later use ‘meal kit services’ for the purpose of my analysis.    
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1.5. Research Objective 

The objective of the research is two-fold and has been conducted in two phases, using a 

combination of primary and secondary research methods.  

Phase 1:  Illustrate that the needs of men and women are different with respect to cooking at home 

and website user experience preferences because the meal kit service has an important online 

component.  

Phase 2:  Analyze the inclusivity of a meal kit service design with respect to the needs identified 

in phase 1 and establish its relationship with the increase or decrease in participation of both the 

genders in the task of cooking.  
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Chapter 2: Background Research 

 

 

2.1. Gender Stereotypes 

“A gender stereotype consists of beliefs about the psychological traits and characteristics of, as 

well as the activities appropriate to, men and women. These beliefs often have something to do 

with the behaviors typical performed by women and men in a particular culture, but gender 

stereotypes are more generalized beliefs and attitudes about masculinity and femininity.” 

(Brannon, 2008) 

 

Common narrow gender stereotypes can include: that it is not ok for men to cry, or that men must 

be confident, aggressive and tough or that females should be submissive, unselfish, emotionally 

expressive or ‘pick up the pieces. Studies show that such stereotypes are rooted in a given society’s 

division of labor. Because it is still often the case that men and women engage in different work, 

play, and roles in the home, we develop beliefs about their respective attributes—particularly their 

personality traits (Eagly & Wood, 2012). These stereotypes are based on socially constructed 

norms and rituals that build up over time, forming schemas in our brain and act as reference data 

when we are sizing up and judging others (Chaplin, 2015). 
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“Gender roles are rooted in a given society’s division of labor….This process of inferring 

traits from people’s activities is known as correspondence bias—in other words, the idea 

that people are what they do. If a woman is weaving baskets, the thinking might go, she 

must be patient and docile. Then, after observing just one member of a group, it’s very easy 

to generalize the traits of an entire group of people. When we perceive one woman as 

patient and docile, we have no trouble assuming other women possess the same traits. 

Correspondence bias also leads us to link traits back to functions: for instance, women are 

patient and docile, thus only suited for weaving baskets. The end result is that we assume, 

and expect, men and women to exhibit particular characteristics and behaviors, which 

further distinguish their gender roles. Because women continue to do more work in the 

home and men are often seen primarily as wage earners, we have plenty of opportunities 

to observe women and men engaging in behaviors that are distinct from one another. Even 

when women work, often they are engaged in occupations, such as teaching or nursing, 

that emphasize communal characteristics. Conversely, we often see men in family roles of 

provider and head of household, as well as in occupations that emphasize assertive, task-

oriented behaviors. Given repeated observations of men and women engaging in different 

types of behaviors, gender roles effortlessly emerge and are solidified.” (Godsil et al., 

2016) 

Like gender identity, the development of gender stereotype knowledge starts early. Almost all 

children become aware of gender stereotypes, which are well formed by the time they finish 

preschool. The following illustrates some common ways in which children form their mental 

schemas about gender stereotypes at home, (Chaplin, 2015) 
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• How roles and tasks are shared both within and outside the home (i.e. cooking, 

cleaning, child-rearing, mowing the lawn, managing household finances, taking 

kids to the park and going to work). 

• Themes and colors of clothes, toys, and presents given to children. 

• Interactions between family members, for example, how decisions are made within 

the home. 

• Expectations placed on different family members based on gender. For example, 

it is the responsibility of women and girls to care for others such as remembering 

birthdays or that the male family members should take on the ‘comedian’ role.  

• The language used based on gender, such as commenting on the appearance of 

girls and commenting on the actions and abilities of boys. 

• How parents reward or discipline behavior that adheres to accepted notions of 

gender. For example, through statements such as ‘boys don’t cry’, or ‘boys will be 

boys’ to excuse inappropriate behavior.  

If a home is the first and the most important place where we form our gender stereotypes, I wanted 

to explore an integral part of home namely, kitchens and the activities associated with kitchens as 

a gateway to further understand this issue.  

 

2.2. Kitchen, Cooking and Gender Roles 

In studying the implications of design, gender, and cooking, it is necessary to locate them 

historically as it is a part of the cultural process of making meanings with and through design. 
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Patriarchy has flourished unchecked over history; while professional cooking was a male domain, 

home cooking was always considered predominantly female. And as the institution of marriage 

became gendered; the roles of wife and husband became clearly defined with respect to housework, 

professions, education, child-care and decision-making (Silva, 2003). Based on stereotyping due 

to correspondence bias as mentioned earlier, cooking is mostly associated with women and 

feminine domesticity; and hence associating cooking with caring and nurturing behaviors often 

expressed by women. Figures 1 to 5 show print ads of kitchenware/appliances between the 1940s 

– 1970s highlighting the way women were targeted for these products. 

 

                     

        Fig 1. Tala Kitchenware ad,1948                              Fig 2.  Sunbeam Toaster ad, 1960    

Picture sources: 

Fig 1 (“Tala Kitchenware | Pinterest”), Fig 2 (“SUNBEAM TOASTER AD APPLIANCES ADVERTISING Original 1960s 

Vintage Print Ad*Retro | eBay,”), Fig 3 (“Artist Gives Vintage Ads A Feminist Makeover By Swapping Gender Roles | HuffPost” 
2018), Fig 4 and 5 (“13 Stunningly Sexist Ads from the Fifties | Purple Clover” 2015)                   
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         Fig 3.  Hardee’s sexist print ad                               Fig 4. Print ad Kenwood Chef  

 

 Fig 5. Ketchup ad 1950s     
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2.3.    Evolving Gender Roles Among Millennials 

       2.3.1.    Millennials in America 

Millennials are the generation born between 1980 and 2000. There are over 75 million millennials 

in America and make up nearly a quarter of the total population, 30 percent of the voting age 

population, and almost two-fifths of the working age population. A very important characteristic 

of the millennials is their ethnic and racial diversity – this is believed to have a huge impact on the 

culture of the present-day society (Frey, 2018). Millennials are history’s first “always connected” 

generation because they grew up with the rise of the internet, cell phones, social media, and 

laptops. They are the most digitally and technologically savvy generation (MILLENNIALS, 2010).  

 

2.3.2. Attitudes Towards Gender 

The society is in the midst of a cultural shift and traditional portrayals of gender in terms of 

femininity and masculinity is becoming blurred. A new term called “gender fluidity” is making its 

way into common vocabulary – which takes the notion of gender as a spectrum a step ahead and 

allows a person to not identify themselves as having a fixed gender. Millennials are leading this 

trend by embracing new gender roles and looking for ways to break existing stereotypes. 

A 2015 Fusion Millennial poll of adults ages 18-34 in the USA found that the majority see 

gender as a spectrum, rather than a man/woman binary. 

Research by J. Walter Thompson Intelligence found that 56% of those aged 13-20 know 

someone who uses gender-neutral pronouns, such as they/them (“Understanding Gender | 

Gender Spectrum,” 2019).  
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The market place is responding to this emerging trend by rethinking their strategies and product 

offerings. In 2016, fast-fashion leader Zara launched a genderless line targeting teenagers, refer to 

figures 7 and 8. Coca-Cola launched a ‘Dude or Diva’ campaign for teenagers to pick specially 

designed cans and encouraging them to share their masculine and feminine sides. Even millennial 

parents are making socially conscious purchase decisions which are reflecting on the apparel and 

toy industry product offerings.  Apparel brand Banana Republic launched a unisex baby clothing 

line smashing the pink and blue stereotypes. Barbie, a 58-year-old brand, went beyond gender and 

offered diversity in their product range, refer figure 6. 

Not just gender, millennials are more inclined towards making socially conscious purchase 

decisions in general. “According to Nielson’s 2015 Global Corporate Sustainability Report, 73 

percent of millennials are willing to spend more on brands that value sustainability and 81 percent 

of them expect their companies to make their corporate citizenships public (Global sustainability 

report, 2015)”. The key takeaway from this trend is that millennials are seeking brands to focus on 

lifestyle and personalities of the target user and not define them by their gender, race, age or any 

traditional and rigid classifications.  
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Fig 6. Barbie and diversity  

Source (“Inside Barbie’s Fight To Stay Relevant,” 2017) 

     

Fig 7. and 8. Gender neutral fashion 

Source: (“In Fashion, Gender Lines Are Blurring - The New York Times,” 2015) (“Zara alludes to going gender-

neutral, with men and women modeling same clothes | The Independent,” 2017) 
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2.3.3. Who is Cooking: Changes in the Kitchen Culture 

According to a study published by the Nutrition Journal in 2018, the percent of college-educated 

men cooking increased from 37.9% in 2003 to 51.9% in 2016 and college-educated women who 

cook increased from 64.7% in 2003 to 68.7% in 2016 (Taillie, 2018).  

In other words, the new American man is more likely to cook than ever before and there are many 

journalistic articles talking about the increasing interest of men in cooking and how “the kitchen 

becoming the new man cave”. This is apparent in the design of the kitchens and kitchenware – 

which has rather shifted to suit the stark, clean, matte black and neutral masculine aesthetic. Refer 

to figure 9 below from Amazon’s kitchenware section.  

 

Fig 9. Kitchen appliances on Amazon.com 

Source (“Amazon.com: Small Appliances: Home &amp; Kitchen: Specialty Appliances, Coffee, Tea &amp; Espresso 

Appliances &amp; More,” n.d.) 

 

https://nutritionj.biomedcentral.com/articles/10.1186/1475-2891-12-45
http://www.telegraph.co.uk/men/11678061/The-rise-of-the-male-cook-and-why-the-kitchen-is-the-new-shed.html
https://www.wsj.com/articles/is-the-kitchen-the-new-man-cave-1454005119
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While more men are entering the kitchen, studies also show that it is still the women who are 

handling the majority of the cooking. A survey conducted by Bureau of Labor Statistics on 

American time use in 2015, showed that women on an average spent 37 minutes per day in food 

preparation while men spent 17 minutes, and on the whole women spent twice as much time on 

household activities (refer figure 10) and more women were involved in performing household 

activities compared to men (refer figure 11).  

This confounding trend shows that though more men are entering the kitchen, household activities 

continues to be a woman’s domain to a large extent. This also makes me question if the design 

changes we see in the products as shown in figure 9 are limited to just aesthetics and further made 

me want to explore how can the design of products break this trend.   

 

 

Fig 10. Time spent by men and women on household activities 

Source (“American Time Use Survey: Charts by Topic: Household activities,” 2015) 
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Fig 11. Percentage of men and women engaging in household activities 

Source (“Percent of the population engaging in selected household activities, averages per day by sex,” 2017) 

 

 

2.4. Inclusive Design: Case Study 

The British Standards Institute (2005) defines inclusive design as: ‘The design of mainstream 

products and/or services that are accessible to, and usable by, as many people as reasonably 

possible ... without the need for special adaptation or specialized design.’  

Every design decision has the potential to include or exclude customers and inclusive design 

emphasizes the need to understand user diversity while making important design decisions by 

including as many people as possible and by studying diversity in user’s capabilities, needs, and 
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aspirations. The OXO Good Grips (refer figure 12) is a good example to explain how inclusive 

design was used to widen the user base. It is a range of kitchen utensils that began with the goal to 

produce a vegetable peeler that was easy to hold and use, regardless of the strength or manual 

dexterity of the user. After researching existing designs of a variety of handled products, the OXO 

creators tried to incorporate every type of hand and hand problem into this user-testing design 

phase and tested their design solutions at various stages with members of the public. So, people 

from different age groups, with different hand sizes, different manual strength and dexterity 

abilities all took part. The outcome of this approach has been the creation of an internationally 

recognized brand with annual growth in sales of over 35% per year from 1991 to 2002 (Clarkson, 

Coleman, Hosking, & Waller, 2007). They further extended the same principle to other kitchen 

products and found success in all.  

 

Fig 12. OXO Good Grips range of products  

Source (“OXO Good Grips 18-Piece Kitchen Utensil Set,” 2019) 
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2.5. Using Inclusive Design to Fight Gender Stereotypes 

In this thesis, I have explored the principle of inclusive design with respect to gender differences 

because a lot of sociological literature show that the values and needs vary by gender (Baron-

Cohen, 2005; Su, Rounds, & Armstrong, 2009), details of which is provided in the form of gender 

theories in the appendix. This triggered me to further understand how they varied with respect to 

cooking and their implications.  

Also, a study that tested the exposure to counter-stereotypical pictures as a method to overcoming 

spontaneous gender stereotypes (Radvansky et al., 2015), showed positive results i.e., exposure to 

counter-stereotypical images reduced gender stereotypes. Based on this, I am assuming that if 

people get exposed to counter-stereotypical views about kitchen/cooking (as in our case) by seeing 

men and women participate in equal capacity, the stereotypes associated with women and cooking 

would reduce. And, if the values and needs vary by gender, making the cooking experience 

inclusive for their needs may make it equally usable and useful for both the genders.  
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Chapter 3: Research Methods 

 

 

3.1. Gender Analysis Framework for Product Design 

I started off with identifying a framework using which I could structure my research. There is a lot 

of research in sociology to understand how gender appears in the process of making and using 

objects and one of the frameworks used by them in their research are Actor-Network theory 

(Larvor, 2016; Silva, 2003). This framework examines the agency of the users and the objects, 

where the object is in itself seen as a social agent, and studies the constantly shifting networks of 

relationships between the two in the society (Bruno Latour, 2005). Gender historian Joan Scott 

(1988) suggests a four-level analysis framework to study the construction of gender relationships 

regarding technologies based on how gender appears historically.  

1. Culturally available symbols that evoke multiple representations. 

2. Normative concepts that fix dominant meanings to such symbols. 

3. Institutional complexes in which these are articulated. 

4. Ways in which the relevant symbols, norms, and institutions are implicated in the 

construction of subjective gender identities. 
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Another theory proposed by sociologist Madeline Akrich (1992) is that every object has a script 

embedded that specifies actions based on specific tastes, motives, aspirations, morals, and socio-

economic levels and their relationships across time and that users of the object will have their own 

interpretation of the script, which may differ from the original. From my understanding, these 

theories/frameworks mainly use semiotics, the study of signs and symbols, and how that influences 

the mental models, use, interpretation and perceptions of an object over time. Since this thesis 

explores if gender-inclusive design i.e. designing a product to suit the needs of different genders, 

I have limited myself to frameworks that exclusively explore needs across multiple dimensions 

and something that could be used to analyze both digital and physical products.  In my opinion, 

the frameworks suggested by sociologists as listed above may be useful to study why the needs 

vary across genders, but that remains outside the scope of this thesis. Hence, I have created an 

adapted framework for this thesis based on the following studies- 

1. Gender dimensions in product design 

A 2.5-year research project named “Female Interaction” was conducted to explore the gender 

dimensions in product design to enable the design of women-friendly tech-products. The project 

was sponsored by the Danish government and published in the year 2010. The premise was that 

the features and the interaction design of many technology products, scarcely reflect female values, 

preferences, and lifestyle (Schroeder, 2010). The gender dimensions used in their analysis were- 

 Value dimension 

 Functions/benefit dimension 

 Interaction dimension 

 Aesthetic dimension 

 Communication dimension 
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2. Elements of value pyramid 

Researchers have identified 30 “elements of value” shown in figure 13— as an extension of 

Maslow’s hierarchy of needs.   “These elements fall into four categories: functional, emotional, 

life-changing, and social impact. For example, when someone says her bank is “convenient,” its 

value derives from some combination of the functional elements saves time, avoids the 

hassle, simplifies, and reduces effort. And when the owner of a $10,000 Leica talks about the 

quality of the product and the pictures it takes, an underlying life-changing element is self-

actualization, arising from the pride of owning a camera that famous photographers have used for 

a century” (“The 30 Elements of Consumer Value: A Hierarchy,” 2016). 

 

Fig 13. Elements of value perceptions 
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The adapted gender analysis framework used in this thesis, 

 Functional needs 

 Emotional needs 

 Identity needs 

 Interaction needs 

 Aesthetic needs 

 Communication needs 

Firstly, I have further elaborated on the values dimension mentioned in the first framework using 

the elements of the value pyramid.  

 Functional needs: Tangible or measurable outcome from a solution like save time, better 

quality, etc. 

 Emotional needs: Intangible feelings induced by a solution that influences one’s experience 

like feel good, feel competent, etc.  

 Identity needs: Social group or ideology to which the user of the solution wants to belong 

like a caring father, independent woman, etc. 

Then, I have retained the following as is because I would be analyzing a meal kit service which 

has both digital (website) and physical element (meal kits), I think it is important to include these 

dimensions in the analysis.  

 Interaction needs: The navigational scheme used to help or hinder users as they access 

different sections of the site and process information.  
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 Aesthetic needs: Elements that deal with the balance and uniformity of the overall 

website’s graphical look. This includes colors, photographs, shapes, font types and 

animations. 

 Communication needs: User’s preference for language and expression to demonstrate 

value proposition and benefits. 

 

3.2. Research Methodology: Phase 1  

I have combined qualitative in-depth user interviews with secondary research insights from 

existing literature depending on the research objective.    

 Secondary research: 

o For determining the aesthetic, interaction and communication needs by gender, I 

have used the results of many studies done on gender and human-computer 

interaction, and online purchase behavior patterns by gender.   

 Primary research: 

o Primary research objective: Uncover and understand the functional, emotional and 

identity needs of men and women when it comes to cooking across different phases 

of preparing a meal.   

o Research sample: Millennial couples (married and not married) – different 

ethnicities - 25 to 40 years of age – where both the male and female partners had 

an equally busy lifestyle.  

o Demographics: Greater Boston, middle to higher socio-economic status 

o Sample size: 10  
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o Type of research: Semi-structured interviews and observations. 

o Conducted the research at the respondent’s homes (6/10) or over a video call (4/10) 

depending on their convenience. Each interview lasted for about an hour.  

o The type of questions was open-ended and was intended to understand their 

cooking habits, task split, needs, and perceptions.  

Primary Research Questionnaire  

 A day in their life 

 Cooking process 

 What does cooking mean to them? 

 What are your eating habits? 

 How often do they cook vs eating out? Why? 

 What are the reasons for participating in cooking? Prompts - 

o Products 

o Space  

o Mental/emotional 

o Financial  

o Others  

 How and when do you learn to cook? 

 Who cooked at home while growing up?  

 How do you like to cook? Why? 

 How are the cooking activities split between you two? 

 How is the time spent cooking split between you two? 

 What is your most favorite part of cooking? 
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 What is your least favorite part of cooking? 

 What would you say is the biggest difference in the way you cook vs your partner? 

 Challenges faced.  

 

 

3.3.  Research Methodology: Phase 2 

For understanding the experience of a meal kit subscription service,  

 Subscribed and used a popular meal kit for two weeks to get a first-hand experience.  

 Conducted semi-structured interviews with two couples who used the service at least six 

months.  

 The type of questions was open-ended and was intended to understand their experience and 

task split before and while using meal kits.  

Primary research questionnaire  

 Why did you opt for a meal kit service? 

 Tell me about your regular cooking habits - How did it change your eating habits? 

 How did it change your cooking habits? 

o Task split 

o Perception/confidence 

o Others  

 Tell me more about your experience 

o What did you like vs not like? Why? 

 Why did you cancel your subscription? 
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Chapter 4: Phase 1 Primary Research Results 

 

 

4.1. Gender and cooking habits 

 

 

 

What did he say?          

 

 

 

 

 

What did she say? 

 

“Cooking is therapeutic for me. Its a very intuitive process. You smell and 

taste to know if things are ok. I don’t like following recipes.” 

“He takes more time to cook. And really love to cook for him. It’s very 

fulfilling to me.” 

 

“I don’t enjoy cooking but like to help my partner out with whatever I can. 

It’s a good way to spend time together.” 

“I don’t consider myself an expert and I rely heavily on recipes and online 

recipes are built for someone who knows to cook. I don’t understand the 

terminologies used. What does a pinch of salt or a cup of water mean?” 

“I like to be in control when I am cooking. I like my dish to taste good. I feel 

bad when it doesn’t turn out good after putting so much effort and time. 

People’s reaction is important to me.” 

 

 



38 
 

Step 1: Deciding what to cook 

The first step of the cooking process and often the least enjoyable part of the cooking process is 

choosing what to cook. A survey conducted by Google showed that 31% of the respondents chose 

this step as their least favorite and many people go to the internet to make this decision with broad 

search terms like healthy recipes, best recipes, easy recipes, etc. (ThinkwithGoogle, 2015) 

Primary research insights: 

 9 out of 10 respondents said this was the woman’s task and that this was their least favorite 

part of cooking because it requires a lot of thinking and planning.  

 6 out of 10 men seemed less particular about what they ate on an everyday basis and 

preferred to choose to eat the same thing every day or every week.  

 This decision was made usually while browsing the aisles at the supermarket or on the way 

to the market. The decision to make a special or a new dish was made at the last minute 

most of the time.  

 7 out of 10 respondents said that the preference of the partner and the time at hand are the 

major considerations while making the decision. Other influences cited were - a dish they 

tried at a restaurant, a picture they saw on social media or recommendations from friends 

or families.  

 New dishes were tried mostly only during weekends and the average frequency was 2 or 3 

times a month. So, the majority of the meal decisions was chosen from dishes that were 

known of the main cook among the partners.   

“Planning what to eat is so annoying and it’s usually my responsibility. If I left it to him, we would 

mostly eat the same thing every day” – Female respondent 
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Step 2: Grocery shopping 

A survey conducted in 2017, showed that 96.9% of Americans still prefer to purchase groceries in 

stores (“Consumer grocery shopping methods U.S. 2017 | Statistic,” 2017).  

Primary research insights: 

 All of the respondents shopped in store because either they shopped last minute in smaller 

quantities or liked the in-store shopping experience. Figure 14,15 and 16 shows some 

grocery storage spaces at home.  

 7 out of 10 men said they make their cooking decisions last minute and hence preferred to 

buy based on what they were cooking.  

 6 out of 10 women saw it like a weekly activity where they took time to buy other stuff 

other than food as well from the market.  

 Both men and women preferred to buy meat just before cooking it because they believed 

it was fresher that way.  

      

   Fig 14,15,16. Food storage spaces of some respondents 
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Step 3: Preparing the meal 

Once the menu is decided, the “how do I make this recipe” phase sets in and data shows that 59% 

of millennials cooked with either their smartphones or tablets handy. “How to cook that” is one of 

the ten most popular how-to searches on YouTube, with an increasing number of food channel 

subscriptions to food channels. Getting the phone soiled is one of the main concerns while cooking 

and 23% respondents said they used voice searches while cooking (ThinkwithGoogle, 2015).  

Primary research insights: 

 Almost all respondents split this task into two – first being the prep work, which included 

washing and chopping the vegetables/meat and the second being the actual process of 

making something.  

 7 out of 10 respondents said that the prep work was usually carried out by the men or both 

the prep work and preparation was done by women because they considered themselves 

faster and better at this process.  

 While cooking new dishes, both men and women used recipes from websites or apps to 

guide them. But 8 out 10 women said they were more likely to deviate from the recipe and 

felt more confident about it, while men preferred following the recipe accurately. Men were 

more concerned about how a dish would turn out.  

 4 out of 10 men cited that online recipes were difficult to follow and was designed for 

seasoned cooks. This follows another insight that more men considered themselves an 

amateur when it comes to cooking, and the trend was opposite with women – they were 

more confident with their cooking abilities.  
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 8 out of 10 men made simple dishes most of the time, except when they were cooking some 

special meals during special occasions.  

 Men used basic pots and pans and the microwave oven very frequently. They also claimed 

to use fewer utensils while cooking than women do.  

 It was the women who made the kitchen equipment purchase decisions.  

Step 4: Cleaning 

Primary research insights: 

 Dishwashers were available in almost all the respondent’s homes and it was usually the 

men’s task to clean.  

 Many men even said they enjoyed doing the cleaning tasks because it was easy and did not 

require any thinking.  

 

Fig 17. The kitchen of one of the respondents 
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Synthesizing other primary research insights: 

 Perception of cooking:  

o There was a stark difference between the way men and women viewed cooking - 

More women cited cooking as a relaxing and creative endeavor and more men were 

reluctant cooks, in which cooking was either a means to sustenance or a means to 

make their partner happy.  

o There was a correlation between the way men perceived cooking and their 

confidence in cooking with their exposure to cooking in their childhood by their 

parents. Men who were encouraged to cook while growing up or saw their fathers 

cook more often, perceived cooking as a creative endeavor. They were also more 

likely to try new recipes and freestyle while cooking.  

 Perceived confidence: 

o The actual act of cooking was still mostly done by the women on a daily basis 

because they felt more adept at it.  

o Even in situations where the men expressed their willingness to cook more often, 

women preferred to take care of the cooking part because they felt they did it better 

and faster.   

o More men considered themselves amateur cooks.  

 The difference in cooking styles: 

o  More women did freestyle cooking, while men felt more comfortable following 

elaborate recipes and found it difficult to follow online recipes because they were 

not standardized for all kitchens and all levels of cooking expertise.   
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o More men saw cooking as a process that needed to be optimized. They frequently 

multitasked while cooking liked to use timers and searched online for things like 

the faster way to cut an onion, etc.  

o Many men said they used lesser utensils than their partners and preferred to do the 

cleaning overcooking because it requires less thinking.  

o Women showed more interest in healthy eating.  

 Reasons for cooking: 

o More women liked to cook because it was a relaxing activity, healthier choice and 

it allowed them to care for themselves and their partner.  

o More men cooked it was a cheaper option and they liked to take part the cooking 

process along with their partner.   

 Differences in dishes made: 

o Women mostly took care of everyday cooking and were more health conscious. So, 

it was usually simple dishes like salads and grills.  

o More men cooked on special occasions (anniversaries, weekends, the partner is 

busy, etc.) and preferred to make elaborate dishes.  

 Least favorite task: 

o Both men and women said planning what to eat and ensuring they have some 

variety of dishes was their least favorite part of the entire cooking process.   

 Task split: 

o Men and women were involved in the cooking process but at different capacities 

and the tasks were not equally split.  
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Table 1. Task split in the kitchen by gender 

 

4.2.  Grouping and Mapping Needs 

 Men Women 

Functional needs 

 

Time-saving and optimal. 

Elaborate and simplified 

instructions. 

Allow her space to experiment. 

Make it relaxing. 

 

Emotional needs 

Should make him feel he can 

impress his partner by making 

tasty dishes even though he is not 

very good at it. 

Wants to get a feeling that she is 

taking care of herself and her 

family to the best of her abilities. 

Identity needs 
Someone who cares about 

helping his partner. 

Creative, well balanced, health-

conscious person. 

 

Table 2. Functional, emotional and identity needs by gender 
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Chapter 5: Phase 1 Secondary Research Results 

 

 

5.1. Gender and Human-Computer Interaction  

Gender human-computer interaction refers to research on the differences between how male and 

female users interact with various digital or web-based services. Studies in psychology and 

neuroscience, strongly suggest that there are differences in the way men and women perceive, 

remember, process information and solve problems. The research done in Gender HCI shows that 

web interfaces can be given a “gender” based on the use of different design elements and further, 

there is a correlation between this and the gender of the designer or the developer of these 

interfaces (Cyr & Bonanni, 2006). 

Consumer purchase behavior is a process by which a consumer makes a purchase decision and 

gender of the consumer is proven to play a significant role in affecting this (Ascarya, Yumanita, 

& Diana, 2006). This process includes the following steps – realizing a need, searching for 

information, evaluating options, purchasing and customer service after the purchase. Since I am 

going to analyze the purchase behavior of meal kit services where the decisions are made on an 

online portal – their website – I am going to particularly dig into differences in online consumer 

behavior by gender.  
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The motivation for online purchasing is defined as the process of identifying a need or desire to 

buy something and it can be divided into two main categories - utilitarian and hedonic motivations 

(Perea Y Monsuwé, Dellaert, & De Ruyter, 2004). Utilitarian motivation tends to have a rational 

approach and is also considered as a traditional buying decision process. It seeks rational incentives 

like time-saving, detailed information of product, price comparison, greater option, and cheaper 

price. Hedonic motivation tends to have an emotional and subjective approach to shopping like 

the customer experience, browsing experience, brand story, etc. Research shows that more men 

tend to be driven by utilitarian motivations while more women are driven by hedonistic 

motivations in online purchasing (Seock & Chen-Yu, 2007) and website design was a significant 

influencer of consumers buying decision process (Cyr & Bonanni, 2006; Sebastianelli, Tamimi, & 

Rajan, 2008). Website quality includes many dimensions such as ease of use, navigation, website 

design, information, security, responsiveness, supportive customer service, and assurance.  

In this section, I would like to illustrate the insights from research studies that have performed a 

gender-based analysis of web interfaces. 

 

5.1.1.   Interaction Design  

A study was done by social psychologist, Liraz Margalit (2014) to understand male and female 

behaviors on a recipe’s website using heat maps (showing the parts of the pages viewed most) 

showed the following results,  

Men tended to look for simpler recipes that took less time to read and prepare. They read 

the comments by other users to judge if the recipe was easy to make and they visited a 

maximum of three pages, thus demonstrating a very focused search.  
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The mouse clicks heatmaps indicated that men were very focused on the ingredients of a 

recipe and how to prepare it, as indicated by the most read areas in the upper middle section 

of the page.  

On the other hand, women tended to look for more elaborate recipes. They did not read the 

comments posted and, on average, they visited six recipe pages or more before deciding.  

The mouse clicks heatmaps indicated that a higher percentage of women browsed up and 

down the page. Plus, more women tended to browse through the different categories of 

food recipes at the top of the screen. They were less focused on the instructions. 

In another study, the aim was to understand how male and female users debugged a formula on 

standard spreadsheet software. This study showed that within a certain period of time men were 

more experimental by performing more actions and trying more features to solve the problem than 

women did, and this was directly correlated to their confidence in problem-solving 

capabilities(Beckwith, Burnett, & Grigoreanu, 2006). So, the confidence about being able to 

perform the task at hand also influences how users interacted with the solution. I would like to 

follow this up with extensive research that shows that women are generally more confident about 

their cooking and nurturing abilities and this may affect how they interact with solutions in that 

realm (Mishaal Baksh, 2014). 

A study on the differences in shopping behavior by the gender titled “Men buy, women shop” 

showed that women are more focused on the overall experience of shopping, while men are just 

focused on the mission – purchasing an item. This reflected on their online purchase behaviors as 

well where women reportedly enjoyed the browsing process, while men were more task-oriented 

and focused on how well they were able to accomplish a task and find what they were looking for 
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(Haiyan Hu, n.d.). On the characteristics concerned with navigation issues, studies also show that 

websites targeted at women statistically contain links to more sites/pages compared to men’s 

websites(Moss, Gunn, & Kubacki, 2007).  

 

      5.1.2.      Website Aesthetics 

Aesthetic values of a website influence the way the user perceives its attractiveness and thus its 

usefulness and experience. According to the interactionist paradigm of aesthetics, this judgment is 

made based on the characteristics of the stimuli and how the user perceives these characteristics 

using their mental models.  Research shows that men and women exhibit differences in what they 

perceived as attractive because they process the signals received from the stimuli differently 

(Horvath, Moss, Gunn, & Vass, 2007). Also, the respondents gave higher ratings to the websites 

that were designed by someone of their own sex.  

The choice of design aesthetics also suggested a willingness among women to put aesthetic 

above practical considerations and form above function. Men chose standard shapes on 

white backgrounds while women were more adventurous, often choosing unconventional 

shapes and more colors. The study showed that men preferred more “flat” grayscale colors, 

which seemed to correlate with an image of professionalism and authority, while females 

used more colors overall, specifically white, pink, yellow, and mauve (Gloria Moss, 2008).  

Other studies also show that the use of overtly feminine colors and visuals aesthetics could also 

backfire and that more females are seeking gender-neutral aesthetics (Saltarelli, 2019).  Color is 

an important paradigm to study under aesthetics because it has a lot of cultural and social 

significance especially with respect to gender – because some colors have some strong gender 
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associations. “An interesting study measured the effect of the color red on web-based tests and 

cognitive abilities. The study found that overall performance for men dropped with the increasing 

use of red, while females seemed unaffected. This suggests that some colors affect the genders 

independently of one another.” (Gnambs, Appel, & Kaspar, 2015) 

A study conducted by Fidelity Investment Usability Labs showed that men and women even look 

for different stimuli in a website in the form of content. When participants were asked to choose 

from 105 individual content pieces to build their ideal website, more women chose images of 

people to be included in their websites (Chadwick-Dias, Tedesco, & Tullis, 2004). In terms of 

pictures, I couldn’t find any relevant research except one study that showed that gender-inclusive 

photos and statements in an online advertisement for a STEM course increased the click-through 

rate and enrollment among women by 26% and 18% respectively, but did not show any difference 

in male participation (Saltarelli, 2019).  

 

5.1.3.  Communication and Language 

In the seminal linguistics studies by Deborah Tannen (2015), she distinguished the manner in 

which men and women prefer to express and communicate. Her study showed that men preferred 

more formal and professional forms of speech, and used larger words and that did not reveal 

personal or emotional aspects of the subject. Women, on the other hand, opted for an informal and 

conversational form of speech and provided more insight on themselves and the subject of choice. 

This is further supported by another research that men choose a competitive and aggressive style 

of speech (emphasizing their status and expertise) and women choose a less overtly competitive 

style. 
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“The study revealed statistically significant differences on four of the five language elements, with 

females showing a statistically greater tendency than the males to employ abbreviations, self-

denigration, non-expert and informal language.” (Gloria Moss, 2008)  

 

5.2. Grouping and Mapping Needs 

 Men Women 

Interaction needs 

Directed search – task driven, 

seeks fewer options to make 

searching quick and save time. 

 

Provide options – exploration 

driven, allow browsing and short 

selection before having to decide. 

 

Aesthetic needs 
Standard colors and shapes. 

Colorful and rounded shapes. 

Communication 

needs 

Aggressive and to the point, 

demonstrate value, formal 

language. 

Dialogue like, demonstrate story, 

informal language. 

 

Table 3. Interaction needs, aesthetic needs, communication needs by gender 

 

5.3. Findings: Phase 1 Research  

Primary and secondary research conducted in phase 1 showed that the needs of men and women 

differed across the different levels and apart from this, there was a difference in the way they 

perceived cooking and the way tasks were split between them.  
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Chapter 6: Phase 2 Research Results 

 

 

6.1. Meal Kit Services: An Overview 

A meal kit is a subscription service that sends customers pre-portioned food ingredients and recipes 

for them to prepare home-cooked meals. This subscription model is an example of personalization 

in the food and beverage industry that is becoming more popular and wide-spread. It has a growing 

market in the US with close to 1 in 5 consumers (17%) receiving meal kit delivery services (“5 

Stats About Meal Kit Services - Marketing Charts,” 2017). The cost of the meal is at roughly $10 

per person per meal and they target young middle-class working people with busy lives, who want 

to eat good quality food but don’t have the time or want to go through the hassle of grocery 

shopping and meal planning. Meal kit delivery services fall under the category of subscription 

boxes called curation services that give users new and exciting items or experience with each 

delivery – other services in this category cater to beauty products, apparel, and games. According 

to a survey, 27 percent of internet users purchased meal kit boxes in the year 2016 and they cost 

approximately 30 percent lesser than eating out. This market is starting to get cluttered with 

companies offering different types of meal options and as of 2018, there were close to 150 meal 
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kit subscription box companies in the U.S (“New Year’s Deep Dive: Meal Kit Subscription 

Services — The Shelf,” 2018).  

The subscription-based model enables the meal kit service brands to have accurate demand 

forecasting, for on-time delivery, effective inventory management among the suppliers and 

farmers in their network, thus minimizing waste of food while keeping costs lower than a 

traditional retail grocer. The business model supports a strong, effective supply chain and overall, 

efficient operations.  

The biggest challenge faced by this service is the high cancellation rate among their customers and 

this trend is brand agnostic. According to a survey, 60 to 70 percent subscribers cancel within the 

first six months and more than half of subscribers cited lack of value for money as their reason for 

cancellation (“Trends and opportunities in the subscription e-commerce market | McKinsey,” 

2018).  

 

6.2.  Meal Kit Service Experience 

To understand and evaluate the experience of a meal kit, I subscribed to a service and used it for 

2 weeks and also interviewed two customers who used a meal kit subscription for at least six 

months.  

 

My experience 

I chose a popular meal kit service and signed up on their website. Almost every service allows a 

trial week at a discounted price, you choose the number of meals and servings you want for the 
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week and the day of the week you want it delivered, you are then led to the payment gateway. The 

dishes were mostly exotic from different countries and have a combination of vegetables, grains, 

and protein. Figure 18 below shows the contents of a popular meal kit service ‘Blue Apron’. 

 

Fig 18. ‘Blue Apron’ meal kit subscription service 

Source (“Blue Apron: Fresh Ingredients, Original Recipes, Delivered to You,” 2019) 

The meal kits come to your doorstep in a large cardboard box; when you open it and remove the 

bubble wrapped flap, you will uncover the food. You get recipes for each meal with fresh 

ingredients individually packaged and carefully measured for each recipe. The meat is put in 

between bags of ice cubes to keep it fresh.  
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I had ordered two meals and each dish had about seven to ten ingredients —and finding places to 

store all the perishables was quite an ordeal with an already overfilled refrigerator I share with 

roommates.  The two meals I ordered were Grilled Salmon with lime zest and Spring Chicken 

Fettuccine. I chose them because I had never made them and was curious to try. It was an easy 

way and low-risk way to try something new without having to find specific ingredients and having 

to buy them in large quantities for a dish you are just trying to experiment —and in this regard, I 

truly felt as though it was a good way to expand my cooking repertoire.   

As the meal is always portioned for at least two, I invited one of my male friends to join me in 

cooking and eating the meal. This was the first time he was trying a meal kit service as well and 

he is generally a reluctant cook who prefers to eat at home and makes simple and quick meals. 

When I showed him the recipe card he was overwhelmed and he offered to just help me with the 

prep work. The recipe card said it would 40 to 50 minutes to make the meal, which even I felt was 

very long for my usual weekday meal. My friend chopped the vegetables and helped me preheat 

the oven.  

Me being someone who doesn’t like to follow recipes, found it very stifling to use the recipe cards. 

Meal kit service removes the work of choosing a meal and there is certainly some comfort in that—

but you are still doing all the cooking. And because it was a new recipe, it took it more than the 

stipulated time (40 to 50 minutes). We spent almost 90 minutes making the dish and the end 

product was ok.  

Overall, I liked the idea that everything was proportioned and provided at my doorstep, but the 

proportions also did not allow me to make extras to have leftovers for the week, which I usually 

prefer.  I usually have time to cook only two or three days a week and eat the leftovers during the 
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rest of the week. The meal kit service also means that I would have to schedule more time to cook 

my meals because most of their dishes are exotic and time-consuming. I certainly see the appeal of 

trying a new meal, something you would otherwise never cook yourself.  

Meal kits make it easier to believe that you can make dishes that you mostly only order at a 

restaurant and not cook by yourself. It is like a stepping stone for people who want to get out of 

their comfort zone and become more adventurous in the meals they cook and consume.   

 

Insights from a couple 

My earlier research on cooking habits by gender showed that more men are reluctant cooks who 

perceive cooking as a way to sustain or a way to please their partners and seek detailed recipes. 

More users also cited that they hate planning what to make. I wondered if the meal kit appeals to 

men in a different way and might encourage them to cook more often. So, I spoke to a couple that 

used meal kit services for six months to understand how it shaped their cooking experience.  

 Reason for subscription: The female partner was the one choosing what to cook and 

mostly even shopping for the ingredients – she found it very cumbersome to do on a daily 

basis. On a friend’s recommendation, they decided to try a meal kit service – mainly to 

reduce the hassle of planning what to cook and have more variety of dishes.  

 Regular cooking pattern: The couple would normally try new recipes once or twice a 

month on an average usually on the weekends.  
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 Change in cooking pattern with the meal kit: With the meal kits, they got ingredients 

and recipes for new dishes thrice a week (their subscribed number of services) which took 

more time than their usual scheduled cooking time. The ingredients according to them 

perish within a day or two and cannot be stored in the refrigerator for long – forcing them 

to cook even when they did not have enough time.  

 Task split: The male partner’s involvement in the cooking process did not change, he was 

still helping with just the prep and cleaning work. The female was still in charge of 

choosing the recipes and making the dish. 

 Female partner’s experience: Although the hassle of planning and shopping was 

removed, she felt more burdened because of the complexity of the recipes. She was also 

someone who enjoys freestyle cooking and the need to follow recipes because it was a new 

dish almost every time was not enjoyable for her. 

 Male partner’s experience: He used to cook special recipes on occasion and he used to 

take a lot of pride in finding out what the partner wants and planning or doing everything 

from scratch for her. The meal kits made him feel like an essential part of the cooking 

experience was lost and it did not make him feel like he did something special. He liked 

the idea of recipe cards but did not see the difference between them and online recipes, in 

terms of content and ease of understanding.  

“She really likes to eat Mexican food and I had mastered a few dishes over time. I know 

that she likes perfectly ripened avocados and I used to ensure I got that perfect one from 

the market. She likes more fat in the meat and I would choose a loaf especially for her.” 
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 Reason for cancellation: This couple did not continue their subscription after the six-

month period. They have saved a few recipe cards of dishes they enjoyed and buy 

ingredients themselves and cook when they felt like eating it. According to them, meal kits 

are for the sole purpose of convenience, as it does not require going grocery shopping – 

but kills the creativity and doesn’t provide them a lot of flexibility in terms of 

accommodating their schedules or moods.        

6.3. Analysis: Functional, Emotional and Identity Needs 

 Men Does meal kit service satisfy this 

need? Why? 

Functional needs Time-saving and optimal. 

Elaborate and simplified 

instructions. 

Yes. It removes the hassle of 

planning and shopping, thus 

making cooking more convenient. 

Men also like more hand-holding, 

and the recipe cards may be 

helpful for them. 

 

Emotional needs Should make him feel he can 

impress his partner by making 

tasty dishes even though he is not 

very good at it. 

No. Though it makes the process 

of making exotic dishes easy of 

him, he doesn’t want to make 

elaborate dishes on an everyday 

basis. So, he feels overwhelmed 

and guilty about not being able to 

take part. 

Identity needs Someone who cares about 

helping his partner. 

No. Since all the difficult parts of 

cooking is taken care of, he 

doesn’t feel like he is doing 

anything very special for his 

partner. 

 

Table 4. Meal kit service analysis: functional, emotional and identity needs of men 
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 Women Does meal kit service satisfy 

this need? Why? 

Functional needs Allow her space to experiment. 

Make it relaxing. 

 

No. By giving her elaborate and 

new dishes to make every time, 

she is forced to use the recipe 

cards and doesn’t have the 

freedom to experiment. 

Also, she is the one who is still 

choosing the dishes and cooking. 

 

Emotional needs Wants to get a feeling that she is 

taking care of herself and her 

family to the best of her abilities. 

No. The meal kits reduce her 

flexibility as to when and what 

she wants to cook, depending on 

her day. Since the dishes have to 

be planned a week in advance, 

she lacks the ability to foresee her 

schedule or mood. 

Identity needs Creative, well balanced, health-

conscious person. 

Yes. By giving her dish options 

and making the process of 

planning and acquiring 

ingredients easier, it does help her 

be a health-conscious and creative 

cook, in terms of cooking a 

variety of dishes. 

 

Table 5. Meal kit service analysis: functional, emotional and identity needs of women 

 

6.4. Website Experience 

For this exercise I chose the most popular meal kit subscription service – Blue Apron – and 

analyzed her UX/UI design, restricting myself to the meal choice and check out part. All the 

information and pictures about the service were taken from their official website as of April 2019 

(“Blue Apron: Fresh Ingredients, Original Recipes, Delivered to You,” 2019).   
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Brand Story: 

“Blue Apron delivers original, step-by-step recipes and fresh ingredients to customers 

nationwide. Our menus change every week, so with each delivery, you learn to cook 

inventive new dishes with seasonal ingredients. By letting us source these hard-to-find 

ingredients for you, you'll get food that is fresher and cheaper than you can get at your local 

supermarket, and there's no waste because we only send you what you need for each recipe. 

We named our company “Blue Apron” because chefs around the world wear blue aprons 

when they're learning to cook, and it has become a symbol of lifelong learning in cooking. 

We believe you're never done learning in the kitchen, so we design our menus to ensure 

you're always learning new cooking techniques, trying new cuisines, and using unique 

ingredients. 

Blue Apron is a weekly subscription service with no commitment - you can skip a week or 

cancel at any time with a week's notice. We can't wait to cook with you!” 

 

Website Aesthetic 

Once you enter the website, you see a video in a loop showing different people using the service. 

I have used this video to ascertain their target customers though they don’t clearly mention it 

anywhere – figure 19 shows screenshots of this video.   
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Fig 19. ‘Blue Apron’ target customers 

My key finding here was that they did not have any heterosexual couple or family (mom, dad, and 

children) shown in this video. The target segment showcased in this video is contrasting to its 

website and packaging aesthetics. Firstly, their name “Blue Apron” and brand colors - 

white/grayscale background with blue and orange aesthetics very much aligns with the male 

aesthetic, though there are no conventional male characters in the video. And personally, it was 

Working woman (from her attire) Single working mom 

Child playfully helping his mom cook Elderly mom and daughter cooking together 

Elderly father cooking for his daughter as 

she returns home from work 
Same sex couple cooking together 
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very interesting to see elderly parents cooking for her grown-up children – may be this is signaling 

a societal trend that I am unaware of.  

 

 

 

 

          

Nutritional value in calories 

Time doesn’t specify cook vs prep time  

Clicking on this 

leads to the 

comments section 

in the bottom of 

the same page and 

most of the recipes 

had no comments 

List of menu types appears 

 2 serving SIGNATURE  

 2 serving FREESTYLE 

 2 serving VEGETARIAN  

 4 serving SIGNATURE FOR 4 
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Fig 20. ‘Blue Apron’ screenshots of user navigation 

As you scroll down you see the list of 

ingredients required to make the dish. 

Every recipe on an average had at least 6 

different ingredients.  

Then you see a list of kitchen tools 

required to make the dish – linked to their 

shopping cart.   

Then you reach the most important part 

the cooking instructions. Every dish on their 

site showed the preparation in 4 to 6 steps 

maximum.  
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Website Navigation and Information Flow  

 Key highlights about the information flow (shown in figure 20) 

 The site doesn’t allow a directed search. It gives you a list of options to choose from.  

 In order to make a choice, a user has to click on a dish and go through other information to 

decide if they want to make it.  

o Eight different information provided about every dish to help the user decide 

whether they would like to choose it. Of the eight, only three was really found 

useful (Picture of the dish, name of the dish with some key ingredients and time 

taken to make) 

 The recipe is simplified to a great extent (maximum 4 to 6 steps) and doesn’t really help 

the user understand if it is easy to make it – both men and women wanted to know more 

details about the recipe.  

 

Website Communication  

Their communication shows pictures of people preparing the food together, in fact, their minimum 

offering is a two serving meal. A mix of pictures, videos, words, and illustrations makes its overall 

content. The language used is rather straight forward and focusing on trying to show how 

convenient the service is. It doesn’t tell anything about the source of the ingredients, the chef who 

came up with the recipe or any such emotional details – refer to figure 21 and 22.  

 



64 
 

 

Fig 21. ‘Blue Apron’ web communication 1 

 

 

Fig 22. ‘Blue Apron’ web communication 2 
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6.5.  Analysis: Interaction, Aesthetics and Communication Needs 

 

 Men 
Does the meal kit service website 

satisfy this need? Why? 

Interaction needs 

Directed search – task driven, 

seeks fewer options to make 

searching quick and save time. 

 

No. The site doesn’t allow direct 

search and gives the user a lot of 

options to choose from. 

 

Aesthetic needs 
Standard colors and shapes. 

Yes. The colors align more with 

the male aesthetic. 

Communication 

needs 

Aggressive, demonstrate value, 

formal language 
Non-conclusive  

 

Table 6. Meal kit service analysis: interaction, aesthetic and communication needs of men 

 

 Women Does the meal kit service website 

satisfy this need? Why? 

Interaction needs Provide options – exploration 

driven, allow browsing and short 

selection before having to decide. 

 

Yes. It gives her a lot of options 

and allows her to browse before 

deciding. 

Aesthetic needs Colorful and rounded shapes. 

 

No. The aesthetics suit the men 

more. 

Communication 

needs 

Dialogue like, demonstrate story, 

informal language. 

Non-conclusive 

 

Table 7. Meal kit service analysis: interaction, aesthetic and communication needs of women 
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6.6. Findings: Phase 2 Research  

 

 Male Female 

Functional needs 
  

Emotional needs 
  

Identity needs 
  

Interaction needs 
  

Aesthetic needs 
  

Communication needs 
  

 

Table 8. Phase 2 research findings 

 

Research showed that the meal kit service makes cooking a variety of ‘exotic’ meals more 

convenient by removing the hassle of meal planning and shopping for ingredients. All my 

respondents in my phase 1 research said that their least favorite part of cooking was deciding what 

to make and ensuring that they have a variety of dishes – which aligns with the offering of meal 

kit services. But one of the key insights was that users did not want to make exotic meals on a 

daily basis because it is time-consuming and such meals were reserved for special occasions where 

the cook wants to make it special by taking the efforts to plan and make the dish. Moreover, in my 

opinion, users wanted a variety of simple dishes and not necessarily exotic dishes.  ‘Blue Apron’, 
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the meal kit service website I studied for this purpose showed that, though their web aesthetics and 

language aligned more with male preferences - as established in phase 1 research - their 

information flow and navigation aligned with female preferences. Hence, it wasn’t clear to me as 

to who they were targeting. Moreover, their branding video showed working women, same-sex 

male couples and elderly parents and it was surprising to find that it did not show working men or 

families/couples (heterosexual).  

Based on my research, the design of the meal kit service does not completely satisfy the needs of 

men and women at different levels (refer table 8) and therefore, it may not be inclusive. Apart from 

this, my research also showed that the perception of cooking or the participation in the task of 

cooking did not change among the genders with the meal kit service, it only increased the workload 

of women.  
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Chapter 7: Conclusion 

 

 

7.1. Summary of Findings 

Phase 1 research showed that though the norms of gender roles are blurring and more men are 

entering the kitchen, cooking is still a woman’s domain to a large extent. Also, the research 

established that the inherent needs of men and women are different across different stages of the 

process of preparing a meal and their perception of cooking also differed. An interplay of existing 

social constructs related to gender behavior was reflected in these needs and perceptions. For 

example, men who were encouraged to cook while they grew up or saw their fathers cook had a 

different perception of cooking: they seemed more confident at their cooking abilities and saw it 

as a creative endeavor, while the others were more reluctant cooks, who cooked for sustenance or 

saw it as a means to impress their partner. Research showed that more men (7 out of 10) fell in the 

latter category and hence I came up with the functional, emotional and identity needs based on 

them. On the other hand, more women (8 out of 10) were introduced to cooking in their childhood 

and saw it as a creative endeavor. They were not forced to learn to cook or were never expected to 

cook for the family, but the tendency to nurture and take care of the family seemed rather implicit 

and many even cited it as fulfilling (note, I am not assuming that this is the only way they found 



69 
 

fulfillment). I would like to highlight that it was interesting to note the correlation between when 

or how someone was introduced to cooking, and their perception and participation in cooking.  

In phase 2, my analysis of the meal kit service design with respect to the needs established in phase 

1, showed that it may not be inclusive and did not change the participation levels among the 

genders in the task of cooking.  Hence my research inclined in the direction of showing that if the 

design of a task is inclusive to the needs of the genders, it may enable men and women to 

participate equally in the task. But it is not conclusive because I did not perform a statistical 

analysis with a large sample size.  

 

7.2.  Limitations  

 The sample size for meal kit analysis may be low and the research uses only qualitative 

insights. Also, I interviewed only users who discontinued the service after a period and 

hence, the insights provided may be biased.  

 With regard to identifying functional, emotional and identity needs of the genders, I was 

limited to one interview per couple which was about an hour long each. From my prior 

experience doing similar research, I have found that the insights are richer if you follow 

the activities of the respondents over a day and shadow all their activities (even the ones 

not directly related to the subject) or ask them to use a diary to record their experiences 

over a period of time.  

 The website design element needs identified are generic and not directly related to meal kit 

services. Usability studies with the meal kit service users could provide other insights that 

I may have currently overlooked.  
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7.3.  Future Directions 

The research provides a good background for performing a controlled experiment using meal kit 

services to test the following hypothesis: If the design of a task is inclusive to the needs of the 

genders, it will enable men and women to participate equally in the task. If proven true, the next 

phase of this project would be to redesign and test the service keeping the gender differences in 

mind, and again evaluate if and how it impacted male participation or perception of cooking. I 

would ideally do a co-creation activity for the redesign with people from different gender 

identities. The intent of doing my thesis on this subject was to use “home cooking” as a case to 

discuss the design of gender-sensitive systems. It’s a fair assumption to make that the meal kit 

services were not conceptualized or designed to break gender stereotypes. But in a time where the 

society is fighting for diversity and gender equality, I belive certain ideologies should reflect in 

everyday objects and solutions. I would like to challenge designers and entrepreneurs to re-think 

about how they decide their target users. The way companies traditionally select their target market 

is by using secondary data. So, if I were a meal kit brand and if secondary data shows that women 

spend more time cooking and that they make most of the grocery purchase decisions, I would 

primarily target women and design my product to suit their needs more than others. This would, 

unfortunately, only perpetuate the stereotypes associated with gender roles. This way of target 

market identification is obviously to maximize customer acquisition and thus the profits, the 

importance of which I don’t deny. But, the designer or the entrepreneur has to think about the 

larger societal impact of their solutions and enterprises developed by them as well. How would the 

process of target market identification change in that case? How may we design solutions that are 

modular, flexible or provide a range or family of services within a brand to suit different needs? Is 

there an optimal level for inclusiveness? How may we make such a system feasible and viable at 
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scale? These are some questions I am pondering about as I complete my thesis. Also, such a 

framework could be used to analyze design with respect to other stereotypes like race or ethnicity.  

 

7.4.  Concluding remarks 

While doing this thesis, I struggled with questions like am I being an extreme feminist? Am I 

using the right words? Is there really even a difference between genders? Gender identity and 

how one chooses to express themselves in the form of behavior, mannerisms, interests, 

occupations, activities, appearance and grooming is internal, deeply-rooted, and a central part of 

one’s sense of self. The intention of my thesis is not to state that all men should cook. How one 

chooses to spend their time is their personal choice and I am in no way making a value judgment. 

Gender is complex, and talking about it can make people uncomfortable.  I sensed a lot of 

discomfort among the male respondents of my interviews once I revealed the purpose of my study 

(I usually reveal it only at the end of the interview, to avoid bias). Some immediately got rather 

defensive and said how they valued gender equality; I absolutely don’t doubt that sentiment. As 

stated above we are living in the time of a gender revolution, and as designers, we should design 

systems that accommodate that change. I have merely chosen this topic because my passion lies 

at the intersection of sociology and design, and my quest to understand why gender stereotypes 

exist even in today’s day and age.  
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Appendix 

 

 

 

A.1.  Terminologies  

A.1.1. Sex and Gender 

 “Sex is a biological categorization based primarily on reproductive potential. It is based in a 

combination of anatomical, endocrinal and chromosomal features, and the selection among these 

criteria for sex assignment is based very much on cultural beliefs about what actually makes 

someone male or female.  Biology offers up dichotomous male and female prototypes, but it also 

offers us many individuals who do not fit those prototypes in a variety of ways. Studies estimate 

that 1 in 100 babies are born with bodies that differ in some way from standard male or female. 

These bodies may have such conditions as unusual chromosomal makeup (e.g., 1 in 1,000 male 

babies are born with two X chromosomes as well as a Y, hormonal differences such as insensitivity 

to androgens (1 in 13,000 births), or a range of configurations and combinations of genitals and 

reproductive organs. The attribution of intersex does not end at birth – for example, 1 in 66 girls 

experience growth of the clitoris in childhood or adolescence (known as late-onset adrenal 

hyperplasia). 
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Gender, on the other hand, builds on biological sex. People tend to think of gender as the result of 

nurture – as social and hence fluid – while sex is the result of nature, simply given by biology. 

However, nature and nurture intertwine, and there is no obvious point at which sex leaves off and 

gender begins. Gender is not something we are born with and not something we have, but 

something we do – something we perform.” (Eckert, Penelope, and McConnellGinet) 

A.1.2. Gender Identity, Gender Expression, Gender Roles 

“Gender identity is one's innermost concept of self as male, female, a blend of both or neither – 

how individuals perceive themselves and what they call themselves. Gender identity thus is not 

binary (male or female), it’s a spectrum. One's gender identity can be the same or different from 

their sex assigned at birth.  

Gender expression is the external appearance of one's gender identity, usually expressed through 

behavior, clothing, haircut or voice, and which may or may not conform to socially defined 

behaviors and characteristics typically associated with being either masculine or feminine.” 

(“Sexual Orientation and Gender Identity Definitions | Human Rights Campaign,”) 

“Gender roles are social and behavioral norms which, within a specific culture, are widely 

considered to be socially appropriate for individuals of a specific sex.” (“gender roles | European 

Institute for Gender Equality,”) 

A.1.3. Gender Analysis 

“Gender analysis explores and highlights the relationships of women and men in society, and the 

inequalities in those relationships, by asking: Who does what? Who has what? Who decides? How? 
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Who gains? Who loses? Gender analysis breaks down the divide between the private sphere 

(involving personal relationships) and the public sphere (which deals with relationships in wider 

society).” (March, Smyth, & Mukhopadhyay, 1999). 

 

A.1.4. Gender Theories 

 

Evolutionary psychology holds the essentialist view that some “essence” or underlying biological 

component makes men and women different. According to this view, biological differences 

determine the behavior of men and women, and therefore those differences are perceived as fixed 

and invariant. For, example, a higher level of testosterone in men makes men more aggressive than 

women and men’s left-brain dominance makes them more rational.  

 

On the other side, psychologists believe that social roles create most behavioral differences 

between men and women. This view holds that strength and reproductive capacity differences 

between and men and women prompt societies to encourage women and men to adopt different 

gender roles. The existence of such differences creates the need for socialization pressure to ensure 

that girls and boys learn and adopt roles associated with their sex. In this biosocial view, biology 

is an important factor in the creation and maintenance of differences between women and men, 

but it is not the main determinant of these differences.  

 

The Freudian view emphasized the role of instinct and physiology in personality formation, 

hypothesizing that instincts provide the basic energy for personality and that the child’s perception 
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of anatomical differences between boys and girls is a pivotal event in personality formation. Rather 

than relying on genetic or hormonal explanations for sex differences in personality, Freud looked 

into early childhood experiences within the family to explain how physiology interreacts with 

experience to influence personality development. (Brannon, 2008) 

In the Extreme Male Brain (EMB) theory of autism, Simon Baron-Cohen suggests two main 

cognitive styles - empathizing and systemizing.  

Empathizing cognitive style is the drive to identify another person’s emotions and thoughts 

and to respond to these with an appropriate emotion. Empathizing allows one to predict a 

person’s behavior, and to care about how others feel. 

‘Systemizing’ is the drive to analyze the variables in a system, to derive the underlying 

rules that govern the behavior of a system. Systemizing also refers to the drive to construct 

systems. Systemizing allows you to predict the behavior of a system, and to control it. 

(Baron-cohen & Baron-cohen, 2002) 

According to Baron-Cohen, females tend to empathize to a greater degree than systemize, while 

male brains have the opposite cognitive profile - they are more inclined towards systemizing. Note, 

the evidence from his research doesn’t suggest that all men are systemizers or that all women are 

empathizers. In other words, some women may have male cognitive style, and some men have the 

female cognitive style or aspects of it. Also, this too is a spectrum where men and women can 

show various levels or degrees within each cognitive style. The central claim of his research is that 

more males than females have the systemizing cognitive style, and more females than males have 

the empathizing cognitive style. He attributes this to the neurological differences he observed 

between the genders at birth rather than being socially constructed. 
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A.2. Cooking Habits: Phase 1 Research 

 

A.2.1. Primary Research Documentation 

 

Respondent 1 

 Male Female 

Age 30 yrs 28 yrs 

Ethnicity Srilankan Canadian American 

Occupation and lifestyle A student with an erratic and 

busy lifestyle. Works at 

school from 9 am to 8 pm on 

weekdays and stay at home 

on weekends.  

Has a day job from 9 am to 6 

pm on weekdays and is at 

home on weekends.  

 

What does cooking mean to 

them? 

A means to nourish your 

body 

Relaxing and creative 

endeavor 

Eating habits Regimental, same food every 

day 

Not particular – tries to eat a 

lot of veggies 

How often do they cook? Dinner almost every day Breakfast and dinner almost 

every day 

What do you cook? Simple, easy to make dishes.  

How often do they eat out? Lunch every day. Twice or Thrice/week – dinner 

How do you cook? Follow recipes. Likes to cook 

by himself because he eats 

the same thing every day. 

Freestyle mostly except while 

baking. 

“Cannot cook together 

because the kitchen is small.” 

Favorite part of the cooking 

process?  

Cleaning the mess and 

washing dishes 

“I love to optimize and 

declutter” 

Trying new recipes. Like 

having a full fridge.  

“It makes me feel like home” 

Least favorite part of the 

cooking process? 

Cooking process Cleaning  

Who cooked at home when 

you were growing up? 

Mother 

“I would stand by my mom in 

the kitchen as she cooked 

because I was the only child.” 

Mother and grandmother.  

“It was a family activity. All 

the females would come 

together and cook.” 

How did you learn to cook? Online recipes Mom, sister, family recipe 

book 

Most frequently used cooking 

equipment 

Basic pots and pans Blender and oven 

Division of labor Cooking  

Cleaning  

Planning 

Shopping 

Cooking   
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Other quotes “The process of cooking is 

stressful. I don’t consider 

myself an expert and I rely 

heavily on recipes and online 

recipes are built for someone 

who knows to cook.” 

“I don’t understand the 

terminologies used. What 

does a pinch of salt or a cup 

of water mean.” 

“Some videos are too fast. I 

use my nose to scroll through 

as I cook because I am afraid 

my soiled hands will damage 

the screen.” 

“I like to be in control when I 

am cooking. I like my dish to 

taste good. I feel bad when it 

doesn’t turn out good after 

putting so much effort and 

time. People’s reaction is 

important to me.” 

“Cooking reminds me of the 

family time at home.” 

“I used to cook a lot with my 

girlfriends. We tried new 

recipes every day. Cooking is 

fun when your partner is also 

interested.” 

 

 

Respondent 2 

 Male Female 

Age 28 yrs 25 yrs 

Ethnicity Korean American Chinese 

Occupation and lifestyle Software engineers with a 9 to 5 job   

What does cooking mean to 

them? 

Group activity with the 

partner 

Relaxing clears my mind, 

feels like home, feels like 

family, Partner likes my food, 

cheaper, cleaner, healthier 

food. 

Eating habits Both of them like to try a variety of dishes. Share a love for 

food. 

How often do they cook? Breakfast and dinner almost every day 

What do you cook? Authentic Chinese dishes almost every day. Vegetable soup 

and meat dish. 

How often do they eat out? Everyday lunch and Once/week – dinner 

How do you cook? Cook my memory because 

whenever he cooks he makes 

the same one or two dishes he 

knows very well. 

Follow recipes. Uses a 

Chinese app called Xia Chu 

Shang – it’s for young work 

professionals and its fun.  
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Favorite part of the cooking 

process?  

Prep work (cleaning meat, 

chopping veggies, etc) and 

cleaning 

Making good food 

Least favorite part of the 

cooking process? 

Deciding what to make Prep work (cleaning meat, 

chopping veggies, etc) and 

cleaning  

Who cooked at home when 

you were growing up? 

Mother 

“She did not expect me to 

learn to cook.” 

Mother  

 

How did you learn to cook? Self  Online recipes 

Most frequently used cooking 

equipment 

Basic pots and pans Blender, oven, toaster, coffee 

maker, noodle maker 

Division of labor Prep work 

Shopping  

Cleaning  

Planning 

Cooking   

Other quotes “my partner is better than me 

at cooking. I like to follow 

her instructions.” 

“I used to cook more western 

food before I started living 

with my partner. Now I eat 

whatever she cooks.” 

“If I could cook better, I 

would cook more.” 

 

“He doesn’t know how to 

cook.” 

 

 

 

Respondent 3 

 Male Female 

Age 45 yrs 40 yrs 

Ethnicity American American 

Occupation and lifestyle 9 to 5 job   Flexible, work from home 

What does cooking mean to 

them? 

Not really interested in 

cooking 

Nourish my family with 

healthy food 

Eating habits Eats whatever is given to him Quick and healthy food 

How often do they cook? Breakfast on weekends Every day – all 3 meals 

What do you cook? Omelets and pancakes Traditional American food 

How often do they eat out? Not often 

How do you cook? Freestyle I know the recipes by heart 

Favorite part of the cooking 

process?  

Dealing with fire loves 

barbeque 

Making good food 

Least favorite part of the 

cooking process? 

Shopping Prep work (cleaning meat, 

chopping veggies, etc) and 

cleaning  
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Who cooked at home when 

you were growing up? 

Mother Mother  

 

How did you learn to cook? Self  Mother’s recipes, recipe 

books 

Most frequently used cooking 

equipment 

Basic pots and pans Instant pot, oven, blender, 

toaster, rice cooker 

Division of labor  Shopping  Planning 

Shopping  

Prepping 

Cooking   

Cleaning  

Other quotes “I don’t have time to cook. 

My wife enjoys it and I let 

her do it. Only help out when 

she needs me.” 

“I enjoy a barbeque. It's fun 

to work with flame.” 

 

“He doesn’t know how to 

cook.” 

 

 

 

Respondent 4 

 Male Female 

Age 30 yrs 25 yrs 

Ethnicity Indian Indian 

Occupation and lifestyle Student Student  

What does cooking mean to 

them? 

Not really interested in 

cooking 

Making my husband happy 

Eating habits Not particular Quick and healthy food 

How often do they cook? Only when the wife is sick or 

very busy 

Every day – all 3 meals 

What do you cook? Simple Indian food Traditional Indian food or 

healthy salads 

How often do they eat out? Not often 

How do you cook? Knows only a few recipes I know the recipes by heart 

Favorite part of the cooking 

process?  

None  Aroma and colors of food 

Least favorite part of the 

cooking process? 

Everything  Cleaning, finding time 

Who cooked at home when 

you were growing up? 

Mother Mother, father, and sister 

 

How did you learn to cook? Self  Mother/sister’s recipes, recipe 

books 

Most frequently used cooking 

equipment 

Rice cooker microwave oven, mixer, 

toaster, rice cooker 
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Division of labor  Cleaning  Planning 

Shopping  

Prepping 

Cooking   

Cleaning  

Other quotes “I really don’t enjoy cooking 

but like to help my partner 

out with whatever I can.” 

 

“He takes more time to cook. 

And really love to cook for 

him. It’s very fulfilling” 

 

 

 

Respondent 5 

 Male Female 

Age 28 yrs 28 yrs 

Ethnicity American  American  

Occupation and lifestyle 9 to 5 job A student who works from 8 

am to 7 pm every day 

What does cooking mean to 

them? 

Cheap and healthy food Relaxing, fun, creative  

Eating habits Not experimental Quick and healthy food 

How often do they cook? 2 or 3 times a week – only 

dinner 

2 or 3 times a week – only 

dinner 

 

What do you cook? Grains, veggies and salads Grains, veggies and salads 

How often do they eat out? Once or twice a week  

How do you cook? Follows recipes Freestyle 

Favorite part of the cooking 

process?  

None  Aroma and colors of food 

Least favorite part of the 

cooking process? 

Cutting vegetables Deciding what to cook 

Who cooked at home when 

you were growing up? 

Mother Mother and sister 

 

How did you learn to cook? From past roommates who 

really liked to cook 

Mother/sister’s recipes, recipe 

books 

Most frequently used cooking 

equipment 

Oven  microwave oven, mixer, 

blender 

Division of labor Shopping  

Prepping 

Cooking   

Cleaning 

Planning 

Shopping  

Prepping 

Cooking   

Cleaning  

Other quotes “We don’t cook together 

because we both are very 

particular about how 

“He cooks a few days and I 

cook a few days.” 
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everything has to be done. I 

get irritated when the oven is 

not at a particular temperature 

before putting the veggies 

in.” 

 

“We tried blue apron for a 

month and discontinued it 

because we got bored of it. It 

was also very expensive.” 

“I buy groceries on the way 

back from school and am 

limited to how much can 

carry. I sometimes like to 

make elaborate dishes and 

end up buying all the 

ingredients which I use only 

once or twice a year. There is 

a lot of waste.” 

 

 

Respondent 6 

 Male Female 

Age 35 yrs 35 yrs 

Ethnicity Vietnamese American  Vietnamese American 

Occupation and lifestyle 9 to 5 job Flexible work 

What does cooking mean to 

them? 

Time spent together Relaxing, fun, creative  

Eating habits Not experimental Specific likes variety and 

tasty food 

How often do they cook? 2 or 3 times a week – only 

dinner 

2 or 3 times a week – only 

dinner. Pack for the rest of 

the week.  

 

What do you cook? Simple salads only when the 

wife is busy. 

Special meals on their 

anniversary every year.  

All types of food. Likes 

elaborate cooking.  

How often do they eat out? Once or twice a week  

How do you cook? Follows known recipes  Freestyle or follow recipes if 

trying something new – at 

least once a week.  

Favorite part of the cooking 

process?  

Eating good food Aroma and colors of food 

Least favorite part of the 

cooking process? 

Deciding what to cook Deciding what to cook 

Who cooked at home when 

you were growing up? 

Mother Mother and sisters 

 

How did you learn to cook? Self  Mother/sister’s recipes, recipe 

books 
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Most frequently used cooking 

equipment 

Oven, basic pots and pans microwave oven, mixer, 

blender 

Division of labor Shopping  

Prepping 

Cleaning 

Planning 

Cooking   

 

Other quotes “She uses more utensils while 

cooking. I use fewer utensils 

and try to wash as I cook.” 

 

“I look online for tips and 

tricks mostly and not recipes. 

Like how to peel an onion 

faster, etc.” 

 

“Most of the online recipes 

are not practical. I wish they 

had simpler may be 5 

ingredient dish recipes.” 

 

“Follow one of her recipes 

while cooking anniversary 

dinner.” 

 

“He just takes too long to 

cook.” 

“Cooking is a very intuitive 

process. You smell and taste 

to know if things are ok. I 

don’t like following recipes.” 

“Used Blue Apron for a few 

months but did not like to 

experience. The recipes were 

too complex and took more 

time than mentioned. It 

became a burden after a 

point. We had to cook even if 

we didn’t have to. Also, the 

packaging has too much 

plastic. The subscription was 

a gift from my sister who 

wanted to encourage us to 

cook more often” 

 

 

Respondent 7 

 Male Female 

Age 25 yrs 22 yrs 

Ethnicity American  American 

Occupation and lifestyle 9 to 5 job 9 to 5 job 

What does cooking mean to 

them? 

Sustenance  Affordable, a break from 

eating out 

Eating habits Simple, healthy Simple, healthy 

How often do they cook? 1 or 2 times a week – only 

dinner 

1 or 2 times a week – only 

dinner 

What do you cook? A lot of processed food 

because it is quicker  

All types of food. Likes 

elaborate cooking.  

How often do they eat out? Most of the time. Saves time.   

How do you cook? Just toss cut vegetables 

together  

Freestyle  

Favorite part of the cooking 

process?  

None  Eating  

Least favorite part of the 

cooking process? 

Deciding what to cook and 

cooking  

Deciding what to cook 
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Who cooked at home when 

you were growing up? 

Mother Mother  

 

How did you learn to cook? Self  Self  

Most frequently used cooking 

equipment 

Oven, basic pots and pans microwave oven, basic pots 

Division of labor Shopping  

Cooking  

Cleaning 

Cooking   

 

Other quotes “Cooking is a waste of time. I 

could eat out every day. But it 

is very expensive and gets 

boring.” 

 

“I wish I could hire someone 

to cook for me.” 

 

 

“I am not particular about 

food. I don’t have time to 

cook and am not fond of 

cooking.” 

 

 

Respondent 8 

 Male Female 

Age 35 yrs 28 yrs 

Ethnicity American  Armenian 

Occupation and lifestyle Grad student Grad student 

What does cooking mean to 

them? 

Creative endeavor, please 

partner 

Not fond of cooking, cooking 

symbolizes patriarchal beliefs 

Eating habits Exotic, variety Simple, comfortable, known 

How often do they cook? 4 to 5 times a week – only 

dinner 

Very rarely 

What do you cook? Exotic food from different 

cultures 

Ethnic food. Loves food.   

How often do they eat out? Rarely    

How do you cook? Freestyle with known dishes 

and use recipes for new ones 

Always follows recipes 

Favorite part of the cooking 

process?  

Cooking  Eating  

Least favorite part of the 

cooking process? 

Deciding what to cook  Cooking 

Who cooked at home when 

you were growing up? 

Mother and father Mother  

 

How did you learn to cook? Mother  Self  

Most frequently used cooking 

equipment 

Oven, basic pots and pans, 

microwave, blenders 

microwave oven, basic pots 

Division of labor Planning  Cooking   
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Shopping  

Cooking  

Cleaning 

 

Other quotes “I enjoy cooking. My mom is 

a dietician who loved to cook 

and ensured me and my 

brother learned to cook as 

well. I miss cooking with my 

mom.” 

 

“I grew up in a patriarchal 

Armenian household where it 

was the woman’s 

responsibility to cook. I was a 

rebel and never wanted to 

follow those traditions.” 

 

Respondent 9 

 Male Female 

Age 30 yrs 26 yrs 

Ethnicity French Italian 

Occupation and lifestyle 9 to 5 job Grad student 

What does cooking mean to 

them? 

Way to please a partner. 

Cooks on weekends.  

Relaxing and looks forward 

to it 

Eating habits Simple, healthy, not fussy 

about food 

Very particular about what 

she eats 

How often do they cook? Weekends  4 to 5 times a week – only 

dinner 

What do you cook? French food Depends on my mood   

How often do they eat out? Twice a week  

How do you cook? From memory. My dishes are 

very simple.   

I look at recipes when I am 

making something new  

Favorite part of the cooking 

process?  

Eating a tasty dish  Cooking for him 

Least favorite part of the 

cooking process? 

Deciding what to cook  Cleaning  

Who cooked at home when 

you were growing up? 

Mother  Mother  

 

How did you learn to cook? Self Self  

Most frequently used cooking 

equipment 

Oven, basic pots and pans, 

microwave, blenders 

microwave oven, basic pots 

Division of labor Planning  

Shopping  

Cleaning 

Planning  

Shopping  

Cooking  

 

 

 

Respondent 10 
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 Male Female 

Age 35 yrs 32 yrs 

Ethnicity American Chinese  

Occupation and lifestyle Working professional  Grad student 

What does cooking mean to 

them? 

Time together at the end of 

the day  

Cooking is therapeutic  

Eating habits Exotic, variety Simple, comfortable, ethnic 

How often do they cook? 4 to 5 times a week – only dinner 

What do you cook? Exotic food from different 

cultures 

Chinese /Asian food  

How often do they eat out? Twice or thrice a week  

How do you cook? Always follows recipes 

because he tries new dishes 

From memory 

Favorite part of the cooking 

process?  

Spending time together Cooking  

Least favorite part of the 

cooking process? 

Deciding what to cook  Cleaning and deciding what 

to cook 

Who cooked at home when 

you were growing up? 

Mother  Mother  

 

How did you learn to cook? Self  Mother  

Most frequently used cooking 

equipment 

Oven, microwave microwave oven, basic pots 

Division of labor Shopping  

Cooking  

Cleaning 

Planning  

Cooking   

 

 

 

A.3.  Meal kit service experience: Phase 2 Research 

 

 

A.3.1. Primary research documentation 

 

 Male Female 

Age 32 yrs 31 yrs 

Occupation and lifestyle Working professional  Grad student 

Reason for subscription  To avoid planning what to 

cook  

Avoid planning and have 

some variety  

Change in eating habits We started eating out more 

Quotes  “She really likes to eat 

Mexican food and I had 

mastered a few dishes over 

“We lost our flexibility. I had 

to cook whenever the meal kit 

arrived irrespective of my 
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time. I know that she likes 

perfectly ripened avocados 

and I used to ensure I got that 

perfect one from the market. 

She likes more fat in the meat 

and I would choose a loaf 

especially for her.” 

 

mood or schedule that day. I 

do choose the days on which 

I wanted the service, but it's 

difficult to predict your 

schedule a week in advance. 

A lot of food used to go waste 

because of that.” 

 

“It didn’t change the way we 

cooked. He still helped me 

with the prep work and 

cleaning, and I cooked.’ 

 

 

 Male Female 

Age 36 yrs 35 yrs 

Occupation and lifestyle Working professional  Working professional 

Reason for subscription  To avoid planning what to 

cook  

Avoid planning and have 

some variety  

Change in eating habits None  

Quotes  “It used to get overwhelmed 

by the dishes. Every dish was 

exotic and difficult to make. 

We used to make such dishes 

only once or twice a month. 

She used to handle most of 

the cooking.” 

“Recipe cards were quite 

elaborate but I hardly used 

them.” 

 

“Every dish took more time 

to make than it was specified 

in the recipe card. It was a 

burden on me. After a while, 

we got bored of it.”  

 

 

 

 

 

https://twitter.com/aigaeyeondesign
https://twitter.com/aigaeyeondesign
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