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PERFORMATIVE DESIGN:  
PROJECTED IDENTITY NEGOTIATION AS SOCIAL 
EXPERIENCE 
 
 
 
1. INTRODUCTION 
 
 
 
1.1. RESEARCH QUESTION 
 
How do individuals negotiate their personal projected identities through social and 

situational experience over time? What performative techniques are used to convey the 

“desired image” and how it’s being negotiated in relation to a given environment? In this 

thesis, I would like to explore and, consequently, test the concept of projected identity 

negotiation and the sequence of template matching schemes in constructing the definition 

of a given situation. The template matching concept relies on multiple templates 

individuals “devise and store” in their databases. Every time an individual has to define 

an object he is dealing with, he has to retrieve a suitable template and match it to the 

object. Depending on the outcome a sequence of appropriate codes, actions derived from 

the template is employed to define the situation and further interactions with the object. 

Template matching is basically a side product of habituation based on previous 

experiences, which is meant to save time and energy on construction new definitions of 

situations.  

 

In order to come to my own conclusions, I would need to review some already existing 

research findings in the field of social science. The major question is how individuals use 

different design models to obscure, erase, emphasize or embellish various facets within 

their projected identity system. It would be essential to formulate my own definition of 

identity in relation to the proposed future artifact, considering how volatile, flexible and 

relatively abstract the notion of identity is.  

 

Since we all have a physical form, we have no other choice but to negotiate our projected 

identities in response to a given situation. In order to assemble an appropriate front 
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individuals have quite a few components in their personal kit:  clothing, sex, age, racial 

characteristics, posture, speech patterns, facial expressions and the like. Some of these 

components are relatively fixed and cannot be modified depending on our current needs. 

Yet, some of them are relatively mobile and transitory and can vary dramatically 

depending on the context. Thus, we can design “the mobile components” in accordance 

with our current needs using the fixed ones as a part of the settings.  

 

As a psychical implementation of my concept, I have created a user-centered installation 

in a public place.  The project is supposed to focus on interaction by tracing, recording, 

reflecting, predicting and mediating different components within users’ projected identity 

system through a multi-layered time-based experience. The aim of the final installation is 

to create en event, which will focus on the interplay between the artifact, users and 

environment. 
 
1.2. IDENTITY DEFINITION  

 
Since identity could be interpreted differently depending on a discipline, it’s essential to 

indicate in the beginning of my thesis which definition of identity is being used in 

relation to my project. The theoretical part of my research is based on the social science 

theories coming from social anthropology and sociology.  

 

I am interested in the performative aspects of identity, which are defined in sociology as 

the way individuals position themselves as members of particular groups (e.g., nation, 

social class, subculture, ethnicity, gender, etc.). As mentioned by Mead (1967) a person 

has to negotiate separately on each identity he or she possesses by interacting with those 

who are affected by the role in question. Identity negotiation is an inseparable part of 

performance, where individuals have to employ the fixed and mobile “vehicles” to 

construct appropriate public/private presentations.  

 

In other words, identity is what makes individuals distinct from others or similar to 

others. It’s usually achieved through a conscious or unconscious evaluation and further 

attribution to yourself the characteristics of another person (or group of people). Those 

similarities and differences consist of markers, which are detected, digested, adjusted, 

projected and detected again through the interaction the marker-wearer and the marker-

http://en.wikipedia.org/wiki/Group_(sociology)�
http://en.wikipedia.org/wiki/Nation�
http://en.wikipedia.org/wiki/Social_class�
http://en.wikipedia.org/wiki/Subculture�
http://en.wikipedia.org/wiki/Ethnicity�
http://en.wikipedia.org/wiki/Gender�
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perceiver. Basically, I am using the social science definition of identity to devise my own 

conceptual models in relation to the future installation. A series of preliminary tests 

would help to verify or refute and, consequently, modify the social science theories.  

 

With the help of technology, I would like to trigger a play among users by means of 

“shuffling” fixed and dynamic “vehicles” of their projected identities, which will 

inevitably design the boundaries of similarities or differences between them. The result 

depends on a shared understanding of the meaning and interpretation of specific markers. 

Equally, an individual can use identity markers to influence other people without 

necessarily fulfilling all the criteria that the marker-perceiver might associate it with.  

Hopefully, the interplay between the installation, users and environment could convert 

the abstract notion of identity in social anthropology and sociology into a relatively 

concrete designed form, where the so called device could depict identity negotiation in a 

“playful, designed” way. 

 
 
1.3. EXPERIENCE DESIGN 

 

From my perspective, Experience design is focused on 

interdisciplinary practice based research (with a 

potential of transdisciplinarity ), which examines 

multiple aspects of subjects/processes/interactions etc 

in order to produce new forms of experiential 

knowledge, which can consequently be applied to 

different fields with context related environments. 

This could be exemplifies by methodologies, which 

once devised, could be applicable to different fields. 

The “Design time” aspect, in my perception, is closely 

associated with neuroscience, where environmental re-

arrangement and sensory adaptation change the 

perception of time. 

 

Since each subject may appear differently when 

examined by different disciplines, I would like to 
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employ this interdisciplinary approach while investigating possible outcomes of the 

“merging points” between social science and art and design in investigating projected 

identity negotiation. Through several experiential prototypes, I would like to investigate 

the persuasive and environmental aspects of the interreflective process between 

individual’s desired projection, audience’s perception and eventual re stabilization in the 

context of the specific environment. The following three models (the prototype model 

based on three dimensional space, Norman’s three level model of processing objects, 

Jonas’ socio-cultural model) can be used to separate design issues into different 

categories, which could help to evaluate my tests more precisely. The models can be used 

in combination with each other, as well as separately.  

 

A time factor plays an important role in the projected identity negotiation since the 

experience of artifacts and people does not exist in vacuum but in a dynamic relationship. 

Our self-positioning is changing over time as it’s being influenced by multiple contextual 

factors. Thus, it’s crucial for the project research to test the stability and fluidity factor in 

relation to our projected identity. By means of context/site-specific experiments, I hope to 

contribute to the field of Persuasive and Environmental Experience in the form of new 

interdisciplinary knowledge derived from social science and “filtered” through art and 

design. This could be an innovative application of strategies (methodologies) of behavior 

modification triggered by various conscious and unconscious stimuli. Simultaneously, 

my project could generate some theoretical material on fluidity and susceptibility of our 

projected identity to different environmental factors, for example. 

 

While my research findings could be interesting for design and art professionals, the main 

audience for my project will, presumably, be media companies and research 

organizations specialized in interactive solutions, brand perception, experiential 

marketing etc. That’s particularly related to further exploration of so called 

“touchpoints”, which are used to filter and measure all the relevant contact points from 

the target customer’s view.  

 

In my perception, brand experience is about providing the personalized experience that 

users now demand. The objective is to create a differentiated brand that can be translated 

into a meaningful benefit through emotional attachments and then delivered in an 
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engaging experience that will strengthen user’s identification with the brand. By means 

of multiple connotations and associations present in each brand, individuals can 

emphasize or disguise certain facets of their projected identity. Through interaction with 

“The Urban Mirror” users can generate desired images of themselves, which can be 

consequently used as a platform for shaping an individual experience connected with the 

brand(s) being advertised. The most important thing is to identify and fill in the gaps 

between user’s perception of the brand and public’s perception of the user through the 

brand.  

 

The application of my project could be appropriated by marketing through a 

multidisciplinary strategic approach, which focuses on shaping performance in all 

internal and market oriented management divisions. If we talk about brand experience, it 

is important to integrate the formal, content and time aspects of the communication 

activities. 

 

1.4. CONCLUSION 

 

First, I would like to review social science related literature in connection to my 

definition of identity, which would help me to refine the concept development part. My 

conclusions derived from social science theories could lead to conceptual models as a 

basis for further experiments. Practice based research is a crucial part of the concept 

development, which can contribute to the final project formulation. It would be essential 

to review some art and design related projects in order to get some inspirations for 

technical and conceptual aspects of my project. I will need to define the environment to 

situate my final installation along with the functionality and major interactive features in 

the context of projected identity negotiation as social experience over time.  

 

 

2. CONCEPT DEVELOPMENT 
 
 
 

2.1. LITERATURE REVIEW 

 

http://en.wikipedia.org/wiki/Strategy�
http://en.wikipedia.org/wiki/Customer_experience�
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2.1.1. Wolfgang Jonas’ Socio-cultural evolution model  

 
Design can be readable in respect to various interfaces between artefacts and autopoietic 

systems of technology, body, consciousness and communication, which can be set into 

difference to each other generating the potential of dissolution and recombination with 

the room for experiments of design. According to Jonas (2003) design is better 

understood by our experience of it. Thus, it’s necessary to see how the proposed future 

artifact will function in the given 

environment considering the socio-

cultural framework I would like to 

put it into. 

 

In order to determine my final 

project’s functionality, it’s essential 

to test some of my preliminary 

ideas by means of experience 

prototyping. This should give a possibility to discover new “indeterminable causality” in 

the gaps of locations for models of creativity as well as failure. Design is a factory, which 

uses the components of the dynamic systems to construct fits contributing to the 

evolutionary process. In my installation, I would like to use interfaces between these 

dynamic systems to find the “optimal interactive co-evolving and co-existence” of the 

users, artifacts and environment.  

 

The method to be used is based on the processual components of variation, selection and 

re-stabilization. Variation produces a wider variety of meanings, which should go 

through selection filters to be rejected or accepted into the evolving system. Finally, Re-

stabilization has to take care of the system compatibility of the selection and, 

consequently, to work as a trigger for further variation. In case of identity negotiation re 

stabilization functions as a tool to interpret and mediate the material generated through 

selection. This cyclic ongoing process could be used as a model for my concept 

implementation. Interventions will affect the whole system as opposed to one component 

and an initial trigger might transform the logic of the system. 
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2.1.2. Goffman & Mead 
 
Performance & self-monitoring  

 

Self-monitoring gives individuals a possibility to have a sense of who they are in relation 

to society and culture. By reflexively adjusting one’s perception of self in reaction to 

society, people continually construct their personal identity. The process involves the 

interplay between the internal notion of the self and the projected version of one’s 

internalized self. The self is not what individual owns but something others temporarily 

lend to him or her. ( Mead, 1967 ) Thus, the interrelation between the image we are trying 

to project and the projected version of one’s internalized self is interdependent and 

interreflective. Social interaction is based on identity negotiation between individual 

systems and environment. Using the above-mentioned variation, selection, re-

stabilization method individuals communicate, evaluate and adjust different facets of 

their internal/external identity in order to convey the desired message.  

 

The negotiation between 

self-presentation and 

external evaluation can 

be viewed as a 

performance, which 

helps construct an 

individual’s social 

identity. The external 

and internal versions of 

self are in constant 

interaction providing 

new material for each other’s (re)construction. The consciousness of who we are in 

relation to our position in society derives from this interaction. Likewise, it’s reflected 

back to produce an ongoing identity negotiation process. 

 

Situational & Interpersonal contexts 
 
There are two types of contextual cues: situational and interpersonal. Situational context 

refers to the environment and activities that are typical for this particular space at this 
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particular time. Interpersonal context is based on reflective nature of people to develop 

group categories and get a sense of them in relation to space and each other. In such 

situations, people are aware of being observed and thus present themselves in an 

appropriate way. By understanding the context of the environment, people perform 

certain aspects of their social identity. 

 

Considering the variety of different contexts and multiple selves we process, it seems 

inevitable for clashes to occur when we need to activate more than one contrasting 

identity. At certain moments, individuals might identify themselves with one or the other 

social group, which by definition should replace each other. Two of the most common 

examples are: identification with different nationalities within one’s national identity 

system and identification with different gender roles within one’s gender identity system.  

 

Sometimes, individuals need to obscure or erase some facets of their projected identity in 

order to establish themselves in a certain way required by the context. They usually make 

adjustments to their “mobile vehicles” to fit the performance requirements. The outcome 

of this “design process” can affect either one or both external and internal identity 

systems. 

 

Definition of situation & Settings  

 

According to Goffman (1959) individuals construct a definition of the situation, rather 

than respond in predetermined ways. This theory could be questioned because we still use 

some predetermined components to construct a definition. We can apply the same 

processual components of evolution as a communicative system .The process involves 

detecting and abstracting the crucial elements of the current context (variation), filtering 

them through the mental models (selection) and recombining them, so that the procedures 

could be considered in advance of their execution (re-stabilization). Since we need to use 

an appropriate front, we usually find that a particular front has already been established 

for it (system compatibility with the selection). We just need to put it on. Thus, there are 

two predetermined components at our disposal for the definition of the situation: already 

established fronts and already devised mental models we use for processing input 

material.  As mentioned earlier, interaction with the installation can lead to different 
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individual experiences by providing settings and templates for further processing. Some 

of the components could be preprogrammed into the system, while some of them could 

be produced in the process of interaction. 

 

People associate certain facets of their identity with particular settings. I agree that setting 

tends to stay put, geographically speaking, so that those who use a particular setting as 

part of their performance cannot begin their act until they have brought themselves to the 

appropriate place and must terminate their performance when they leave (Goffman 

,1967). Settings usually consist of several affiliated components. Considering this, I 

would like to investigate the extent to which the implementation of my project can 

redefine the “adoptive” setting it’s placed into.  

 
illustration: Alex Korolkov 
 
 
2.1.3. Donald Norman 
 
Many situations we encounter are repetitive. Hence, it’s natural to devise specific mental 

models to employ in familiar settings in order to save time and energy on processing 

them. The observer’s interpretation of a situation is based on the references to these 

mental models derived from previous experiences. Therefore, it should be possible to 

design specific situations that would match a template(s) in user’s mind. The process 
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could involve the evaluation of user’s templates and construction of the experience that 

would potentially be matched to the template (s) we have extracted and contextualized.  

I would refer to Donald Norman (2004), who emphasizes the importance of pattern 

matching in processing of design objects. Namely, the mental model of the user should 

somehow coincide with the conceptual model of the designer by means of the “system 

image” – the physical product itself. The implementation of the project is a physical 

object based on technology, which could generate different patterns to design individual 

experiences. Some predefined components of the interactive interface are processed by 

users to produce more variations. Testing could reveal different degrees of template 

matching, deviations or generation of new template variations to use in the cyclic 

ongoing process.  

 

One of the interesting aspects Norman touches upon is that the product would look and 

behave differently in the different settings appropriate to use and target audience. 

Therefore, it is important to test several project related prototypes in various/contrasting 

settings, to observe changes in various attributes and characteristics ascribed to the 

“product” and the consequent redefinition of the environment it’s put into. In some cases, 

we will be dealing with unique, quite unpredictable responses, as different patterns 

generated by the components involved might not fall into the predetermined mental 

models. 

 

According to Norman, human beings have three levels to process objects they encounter: 

visceral, behavioral and reflective. Of the three levels, the reflective one is the most 

vulnerable to variability through culture, experience education and individual differences. 

As we tend to animate non-animated objects, we also tend to perceive people on a purely 

visceral level reducing them to a bunch of attributes or templates within our mental 

models. According to neuroscientist professor Susan Greenfield, we are no more than 

sophisticated biological machines, whose actions and reactions are very much 

predetermined within certain fixed models. That would be interesting to filter this notion 

through the art and design dimension in relation to the performative aspects of personal 

or social identities. 
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2.1.4. Body packaging & Brand identity 

 

“Body packaging” refers to (re)designing the “fixed and mobile components” (clothing, 

sex, age, racial characteristics, posture, speech patterns, facial expressions and the like) 

within ones identity system, which are recognized by other social beings. The outcome of 

our work is usually linked to our social group and participation within various (sub) 

cultures.  

 

By evaluating performer’s “body packaging” cues in relation to the context, the observer 

can make assumptions about the performer’s projected identity and belonging based on 

mental models discussed earlier. Individuals package their body in order to project, 

emphasize or disguise a certain facet of their identity. There could be multiple strategies 

employed: eclecticism, separation of visual elements or safe neutral presentation. One of 

the most convenient contemporary tools for this is brand selection that can help us to 

achieve the desired projected image by means of symbolic connotations attached to each 

brand. 

 

Positive and negative selections as well as consequent failures and successes are re-

stabilized to produce new patterns for “body packaging”. 
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2.2. CONCEPTUAL MODELS  

 

Based on the social science and design theories, I have devised two conceptual models 

that could be used as a basis for my future tests and design solutions.  

 

2.2.1. Model A. Cycle of projected identity negotiation. 

 

I used Jonas’ diagram of the processual components of variation, selection and re-

stabilization as a basis for Model A. Variation produces a wider variety of meanings, 

which should go through selection filters to be rejected or accepted into the evolving 

system. Finally, Re-stabilization has to take care of the system compatibility of the 

selection and, consequently, to work as a trigger for further variation. In case of identity 

negotiation re stabilization functions as a tool to interpret and mediate the material 

generated through selection. The Conceptual Model A below depicts the three stages in 

the ongoing cyclic process through the prism of public, private and semi public domains. 
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2.2.2. Model B. Template Matching. 
 
 
The Template Matching Model B is based on the performative reflection within the 

stages in the Model A. The schematic shows the complexity and multiplicity of different 

constructed situations depending on the nuances of projected identity negotiation between 

individuals. The negotiation between self-presentation and external evaluation can be 

viewed as a performance, which helps construct an individual’s social identity. In order 

to construct the “right” definition of the situation individuals have to retrieve the “right” 

template and match it with the object they are dealing with. Since the interaction is 

usually evolving over time the template matching process could become a complex 

puzzle forcing users to recombine templates and readjust their own projected identities.  
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2.3 CONCLUSION 
 

Since my project is meant to reflect “projected identity negotiation”, it’s necessary to 

consider practical experiments aimed at contextualizing and communicating the 

installation to the users. A suitable public space is one of the factors to explore this multi-

layered time based structure since the future artifact will automatically redefine the 

environment it’s put into. I would presume that a metro or a shopping mall would be a 

suitable place to situate my project in, considering the possibility to involve the projected 

identities.  

 

Media and retail industry indicate an example of an act of self-consumption. As 

consumers, our external identities are drawn into a commodity relationship, then, sold 

back to us transformed by the market. The process is made easier when body is 

depersonalized, objectified and reduced to parts. The conceptual nature of my project 

might raise some ethical questions related to its impact and functionality. It could be used 

as a device to play with, resulting in better understanding of your projected identity in 

relation to other users and environment. Simultaneously, it can be used as a manipulative 

marketing tool to persuade users to buy products and services or distort their perception 

of certain notions, individuals etc. 

 

Considering the interreflectivity of identity negotiation, it would be logical to equip the 

future artifact with “reflective mirror-like features”. We get a notion of ourselves as 

unique individuals through interaction with the mirror. It gives us a feedback to adjust 

our presentation to convey what we want to project. We trust mirrors and expect them to 

reflect “reality” precisely the way it is, though there are many possibilities to re-construct 

users perception by tilted mirrors employed in retail industry, for example.  

 

Depending on the particular location and functionality, the installation put in a shopping 

mall would automatically redefine the space and its relation to users. This should be 

reflected in the hybrid of Persuasive and Environmental experience by redefining and, 

consequently, “adapting” the existing environment to its function or vice versa. Users as 
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the main components in the interactive process will be faced with the necessity to 

negotiate their self-projections.  

 

 
Illustration: Alex Korolkov 

 

 
 
3. DESIGN DEVELOPMENT 
 
 

 

3.1. EXPERIMENTS 
 
In this section, I would like to present 3 experiments, which helped me explore further 

the concept of projected identity negotiation. “The appropriate front” experiment derives 

from one of the stages in the Model A. Through variation and selection one defines an 

appropriate front suitable for him from the environment he’s put into. In majority of 

cases, individuals who find themselves in a new environment don’t have to devise any 

complex strategies but to apply one of the fronts available for their use.    
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3.1.1. Fluid Identity  
 
Methods: In order to create the case studies I have observed and sketched several people 

in Stockholm and Saint Petersburg in regard to the strategies they use to construct their 

personal projected identity. I have also done some interviews and tests to gather the 

information in an “unobtrusive” way.  

 
Appropriate Front 
 

 
 
 
Mari 
American 
26 y.o. 
in a relationship 
BA in Communication 
 

Mari didn’t belong to any particular subculture but had a distinctive “alternative” 

projected identity image with piercing, flashy outfits etc. Since she got a job at a software 

company, she removed the piercing and changed her style to a more environment 

appropriate. She sensed the appropriate front, which derived from the codes and 

conventions established in the company - her role was just to put it on. 
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Christian 
German 
25 y.o. 
single 
MA in Political science 
 

When Christian started working at “Centrum mot rasism” he had to adjust his “projected 

identity” according to the local codes. He’s trying to wear T-shirts and simple pullovers 

in order to fit the social worker “dress code”. He gathered the PI guidelines from his boss, 

who looks like a “homeless person” and from the general presumption that social workers 

should be trustworthy by means of being humble and caring. In contrast to this, when 

Christian worked for German parliament he had to buy a suit to look “trustworthy”. 

 
 
National & Gender  
 
 
At certain moments, individuals might identify themselves with one or the other social 

group, which by definition should replace each other. Two of the most common examples 

are: identification with different nationalities within one’s national identity system 

and identification with different gender roles within one’s gender identity system. 

Sometimes, individuals need to obscure or erase some facets of their projected identity in 

order to establish themselves in a certain way required by the context. 
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Konstantinos 
 
Greek 
35 y.o. 
single, living alone 
heterosexual 
PhD in Computer Science  
 
 

National Identity is one of the most fluid components within 

our projected identity system and one of the most 

important criterion for categorization. We can easily switch from one nationality to 

another depending on our current needs and environmental factors. It’s quite easy to 

disguise ones national identity if the info cannot be verified. There are a lot of strategies 

to use: different accents, dress and behavioral codes etc. 

 

 

 
Konstantinos was born in Greece and lived there for around 30 years. He prefers not to 

say he comes from Greece but rather from the city he lived in (Thessaloniki) 

 

Konstantinos studied in France. Currently, he is working at SonyEricsson as a Research 

Engineer. 

 

He uses English most of the time and everything is projected and perceived through the 

prism of American English. 

 
Konstantinos’ projected identity is modified according to the desired image he’s 

trying to project: 
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- He speaks Swedish with a distinctive American accent, which gives an impression that 

he’s American. So, he would like to use the accent to emphasize his possible relation to 

the US and disguise the Greek one. Associations with the US seem favorable for him and 

he feels pleased when people notice that. 

 

- To “play down” his origin he’s using quite a few tricks. Konstantinos is claming that he 

cannot speak good Greek despite the fact that he has some Greek friends even at 

Folkuniversitetet. He tries to avoid naming Greece as a place of his origin. 

 

- Despite the fact that he likes Sweden, he finds his colleagues at work very 

discriminative and racists. They make fun of his Swedish refusing to speak it. One of the 

reasons for this is the fact that he’s a foreigner with a quite distinctive “foreign identity”, 

which he tries to disguise.  

 

 
 
 
Farid 

 
Lebanese 
28 y.o. 
in a relationship 
homosexual 
MA in graphic design 
 

 

 

 

Farid was born in Lebanon and lived there for 27 years. His major concern is that people 

should get married according to the society conventions. 

 

He can speak quite good French and is always happy to pass as French. 

 

Currently, Farid is living in Rotterdam and he tries to disguise his Lebanese identity, 

though it’s easy to verify as he doesn’t speak neither perfect French nor Dutch. 
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Farid’s projected identity is modified according to the desired image he’s trying to 
project: 
 
- Farid’s major concern is the fact that people should get married in Lebanon and it seems 

abnormal if a 28 y.o guy is still single. It’s difficult for him to relate to the middle east 

society conventions, which in turns contradict his personal needs and beliefs. 

 

- Farid has complained several times about experiencing explicit discrimination against 

him which is purely based on his appearance and his inability to speak perfect Dutch. 

This happens quite often in small cities like Breda. He feels that Rotterdam is more 

cosmopolitan in this respect. As Farid looks like a person from the Middle East, it’s quite 

difficult for him to disguise his identity. Though, he tries to use French as a possible link 

to France. 

 

 

Anna 

 
Russian 
28 y.o. 
single 
heterosexual 
private teacher 
teacher of Swedish at SFI 
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Anna was born in Karelia, Russia. She has studied Swedish for 4 years and speaks it quite 

fluently. She moved to Stockholm to study. 

 

Anna is very good at “twisting” her projected identity. She presents herself at SFI as a 

teacher from Gothenburg. She uses “Olofsson” as her last name in emails and she refuses 

to say where she came from. 

 

While links with Sweden are highly unlikely due to a strong Slavic accent and typical 

appearance, she raises speculations about her origin. 

 
 

 
 
 
 

 
John 
 
 
American 
25 y.o. 
single, short term relationships 
heterosexual 
BA in philosophy 
 
 
 
 
 
 
 
John was born in USA, Massachusetts. He lived there for 22 years before moving to Saint 
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Petersburg. 

 

He claims he feels himself Russian on 50% because he has absorbed many Russian 

characteristics and adopted some society rules. John feels himself quite comfortable in 

this environment. 

 

Though, some things are quite tricky. He has divided his self-presentation depending on 

who he’s dealing with. 

 

 
 
John’s projected identity is modified according to the desired image he’s trying to 

project: 

 
- John was born in the US, Massachusetts in a lower middle class family. He studied 

Philosophy at the university but couldn’t find a job afterwards. He’s planning to work as 

a nurse at a hospital when he comes back to the US. 

 

- John claims to be adjusted to the Russian way of living. He figured out the subtleties of 

Russian mentality and behavioral codes that need to be followed to function well. He’s a 

bit concerned if he would be able to readjust himself as easy to the US environment when 

he comes back. He blends in perfectly with the Russian crowd and I would never 

distinguish him from the rest of typical Russians based on his appearance. 

 

- John uses two strategies of self-presentation depending on who he’s dealing with. Some 

Russian girls are fascinated with westerners, so being an American can increase you 

chances to have sex with them. It does not require presenting yourself as Canadian in this 

case. While with some guys the strategy should be changed. A lot of Russian guys have 
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quite negative views on Americans, which can even result in psychical attacks. Being 

once attacked John decided (which is also advised by the US government) saying he’s 

Canadian as Canada perceived completely differently in Russian society. 

 

 

Conclusion 
 
Why do people emphasize or disguise certain facets of their identity? 
 

 

 
 

It’s clear that in majority of cases people design their projected identity in relation to 

certain social conventions in order to gain acceptance of the audience. “Low and high” 

profile countries and socio cultural groups give an imprint on individuals who belong to 

them.  Certain environments dictate to users how to behave and which modifications in 

their projected identity to use in an attempt to increase their chances to be accepted. Some 

group definitions are quite “loaded” that by naming or categorizing something we will 

automatically ascribe certain characteristics to the object, which are not necessarily 

present in it but which we would like to see as a verification of our definition.  

 

For example, certain nationalities have very strong connotations that it’s virtually 
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impossible to avoid linking them to the individual we are dealing with. These could be 

positive or negative associations taken from different fields and time periods. 

Emphasizing certain “high profile” components can give individuals a change to get 

certain benefits, which are otherwise not easily accessible.  

 

The fear of being abused is another factor that plays an important role in twisting ones 

projected identity. In this case, it’s not only being accepted by a certain group but it’s 

more about surviving. In some cases, belonging to certain national and socio-cultural 

groups could be enough to be verbally and psychically abused. The template to be used is 

not associated with the individual himself but rather with the general definition existing 

in the society. The name of the category would be enough to go straight to the “template 

action” without considering the personal factor.  

 

 

3.1.2. Identity Twist 
 

In the first test we focused on the different strategies people employ to put themselves in 

an advantageous position or just to survive. In the “identity twist” we will explore how 

this process happens – the techniques behind constructing and presenting projected 

identities to the public Do people read other individuals through their own set of qualities 

and to what extent? How gender and age affect the results of evaluation?  

 

Methods: Two “distinctive” identities have been chosen for the project execution: 

“Punk” and “Yuppie” with two participants swapping roles. The “Yuppie” and “Punk” 

are evaluated in different public places by participants from different gender, age and 

social groups.    

A4 Questionnaires are used to characterize various aspects of the projected identities. 20 

different participants are asked to evaluate each of 4 characters. There have been used 

different ways of assessment in a “natural environment” and virtual space.  

 

Number of people asked: 

80 

Nationality:  

Multiple  
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Gender:  

60% women 

40% men  

Age groups: 

17-20 –20% 

20-25 – 23% 

25-30 – 15% 

30-40 – 26% 

40-50 – 11% 

over 50- 5 % 

Field of activity:  

Multiple  

 
Research results: 

 
Jacek Punk (JP) 
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Age: The younger the interviewees are the younger JP gets. Middle-aged people describe 

him as 29 y.o. person in average, while young people don’t give him more than 23 . 

 

Nationality: Swedish people consider JP as their fellow citizen. Most of foreigners 

define him as German. 

 

Subculture: When the interviewees are asked to define JP’s style or subculture there is a 

distinct division between different age groups. Young people who belong to post punks, 

emo or have some “alternative” friends define JP as post punk or punk rock. While 

middle aged people define him as hard rock or even Goth. 

 

Social status: There is again a distinctive division when it comes down to JP’s social 

position. Young people (students) who are familiar with “punk culture” 

use themselves and their friends as examples and suggest that JP has some job, as a store 

clerk or shop assistant, for example. Middle-aged people “unfamiliar 

with the subculture” claim that he’s unemployed and, maybe, study somewhere. 

 

Marital status: The same with the marital status. Young people suggest that JP has a 

partner while middle-aged people suggest that he’s single. 
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Personal qualities: The same age group division could be distinguished when people are 

asked to choose personal qualities, which are applicable to JP. 

Young people choose: good looking, stylish, intelligent and sociable. While middle-aged 

people define him as a bit unpleasant, boring and bitchy. All interviewees 

associate JP with self confidence. 

 

Friendship: All the young people would like to have him as a friend; middle-aged people 

wouldn’t like to know him more. 

 

Reflections: 

There is a tendency to depict JP younger by young people. This could be explained by the 

fact that they associate alternative trends and subcultures as something they or their 

friends are familiar with or a part of. Consequently, they apply the same attributes to JP. 

Young people are more positive and more understanding towards the so-called “punks” 

due to the fact that they partly can relate to them through the symbolic language in this 

case. They depict them as “normal people with a job and partner” while unrelated 

middle-aged people tend to avoid “punks” and associate them with low income, 

depression and loneliness. 

 

They find it hard to find the common ground with JP and consider him alien, not really 

threatening but not really pleasant either. People try to find the closest template they have 

in their “databases”. It’s easier to find a definition when you are familiar with the 

“object”, or at least some elements of it. 

 

 

Alex Punk (AP) 
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Age: Almost all interviewees give AP no more than 25 years. 

 

Nationality: Majority of people define him as Dutch, German or Swedish. 

 

Subculture: A lot of people associate AP with emo, goths or punks. 

 

Social status: Many interviewees presume that AP earns no more than 600 euros per 

month and is working as a nurse at a hospital, postal worker or shop assistant. For 

“business people” it’s difficult to see through the symbolic attributes regardless of the 

facial expression. They outweigh the personality factor. Though 30% of respondents 

presume that AP studies some culture or philosophy related subjects at university. 

 

Marital status: 70% of interviewees presume that AP is living with a partner; the rest 

said that he’s living with parents. 

 

Qualities: There is again the age group division. Most young people consider AP as 

interesting, intelligent and cheeky. 30-40 y.o. interviewees consider him as quite 
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unpleasant and naïve. Some 50 y.o. define him as boring. 

 

Friendship: Most young people would like to get to know AP, middle-aged people 

wouldn’t like to know him and one 55 y.o. absolutely doesn’t want to know 

him. 

 

Reflections: 

Along with different attitudes towards AP from different generations (young for, older 

against), there is a social group division between PR, BM middle, top-level managers, art 

related people and students. The fist group finds it different to relate to “punks” due to 

the fact that they convey the opposite message of what they would like to project. Art 

related people are more tolerant but still consider AP as quite boring and one-

dimensional, so to speak. Some students related to/ a part of alternative trends are more 

open towards AP and consider him as a potential friend. 

 

Jacek Yuppie (JY) 

 

Age: The average age JY was given is 32 y.o. There is no difference between young and 
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middle-aged people when it comes down to age assessment. They all rank JY within the 

borders of 28-35. 

 

Nationality: Swedish people again tend to describe JY as Swedish. Foreigners (Tourists) 

as German or Eastern European. 

 

Subculture: 50% of respondents describe JY as being en employee or businessperson. 

20% describe him as yuppie. Some think he belongs to indie or some independent 

group. 

 

Social status: All people say that JY is working in the field of web design, IT or PR 

media. 

 

Marital status: All interviewees said that JY is living with a partner. 

 

Qualities: Majority of people describe JY as being stylish and intelligent simultaneously 

as being boring. He scored high on self confidence as well. One 59 

y.o. female defined him as unpleasant and unstylish. 

 

Friendship: 95% of people would like to get to know him through work or friendship. 

 

Reflections: 

There is en obvious tendency to define JY as 30 y.o. business person, though with a little 

independent art twist - PR media, webdesign etc. This could be due to the fact that there 

is a certain chaos in his outfit. It’s clear that being a business person is associated with 

having a stable relationship and being self confident. One interesting thing is also that 

Swedish people almost always identify our characters as Swedish, while foreigners never 

define them as belonging to their nation. People with more art-culture related background 

attend to see “alternative” details and describe JY as independent. While financial 

analytics, sport students and teachers tend to ascribe more IT, business management 

qualities to JY. 

 

Alex Yuppie (AY) 
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Age: Again, young people try to ascribe 25 to AY. Middle aged people give 30-35 y.o. 

 

Nationality: Majority of people describe AY as German, Swedish or North East 

European. 

 

Subculture: Concerning subculture: 80% of people define him simply as businessman or 

student with only 20% defining as yuppie. 

 

Social status: People working in IT, Marketing, PR area consider AY as IT guy or web 

designer with an average salary. While art, social science and culture related people see a 

musician or architect in AY. 

 

Marital status: 50% of interviewees presume that AY is living with a partner, while 

50% presume that he’s single. With one person stating that AY is divorced 

and paying aliments for children. 

 

Qualities: Majority of people consider AY as stylish and intelligent with only 20% 
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ascribing qualities like being phony and sleazy. 

 

Friendship: Most interviewees would like to know AY more in their professional field 

or as a friend. 

 

Reflections: 

Due to an ambiguous image of AY there is a distinctive division among the interviewees 

in regard to the field AY is working in/connected to. IT, Marketing people see marketing, 

IT related qualities in AY, while interviewees who are connected with culture and social 

science see a musician or architect. There is a tendency to see the qualities people are 

most familiar with. If they detect something from their “field” they most likely define this 

as a predominant quality. 

 

Conclusions: 

 

- People “decipher” ambiguous identities according to their relation to them. They filter 

an encountered identity through their own. Social science, art and culture related people 

emphasize and interpret certain components differently than IT, Marketing, PR, BM 

related people. For example, laid back hair could be considered as a typical feature of PR, 

BM guys as well as musicians and architects depending on a facial expression and other 

factors. 

 

- The self is not what individual owns but something others temporarily lend to him or 

her. ( Mead, 1967 ) They usually make adjustments to their “mobile vehicles” to fit the 

performance requirements. 

 

- So-called “punks” or alternative people are considered to have low or no income, being 

single, while also being self-confident due to the attributes, which project this message. 

The “yuppie style” is automatically gives average or high income ( JP no income 

compared to JY 35 000 kr per month) Relation/Belonging to the same group 

automatically gives more understanding. (“Punks” consider JP as normal with job, 

partner etc, while BA, PR, IT people consider him more like alien. 
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3.1.3. Peformative reflection  

 
The last test is meant to test how people’s projected identity or in other words, what they 

would like to project, is consistent with what comes out of this in relation to their own 

and audience’s interpretation. How well can people decipher their own messages? Are 

there several interpretations of your own messages? What is the matching rate? The 

project is meant to test this gap between the symbolic meaning we are trying to project 

and the interpretation of the symbols within the individuals’ template matching models. 

When people are given quite loaded and concrete roles to perform, they are trying to find 

the most appropriate templates in their mind to apply them to their fluid vehicles (body 

language.) 

 

Methods: Participants are asked to depict 10 roles-identities using body language within 

a short period of time. They cannot immediately see the results of their interpretation. 

Next day they are asked to match their images with the roles they were trying to depict. 

This would reveal the discrepancies or consistency with the image they are trying to 

project and what comes out of this in the realm of actor-audience relationship. One of the 

most interesting results can occur when other participants are asked to match the roles 

they were given with the images of other participants. How well can they read other 

people depicting the same role identities? 
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Conclusion: 

 

It’s not a problem for the individual who participated in the experiment to match his own 

body postures with the roles ascribed to them. While tested on other people the most 

prominent and recognizable roles were : 
Macho – 99%, Gay – 96%, Homeless – 91%, Housewife – 83%, Yuppie – 75%, Villager 

– 71%, Babydoll – 63%, Punk – 48%, Psycho – 46%, Slut – 31% 

 

The most easily recognizable postures are the ones depicting distinctive masculine or 

feminine characters. Despite the complexity within different stereotypes, most 

individuals try to depict them in a very conventional way. This proves that the template 

matching system is predominant in people regardless of the field of their activity or age. 

When one is asked to depict a certain character, he takes the closet template in their mind 

to convey the message.  
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3.2. RELATED ART & DESIGN PROJECTS 
 
3.2.1.Exactitudes 
 
 

 
 
 
Inspired by a shared interest in the striking dress codes of various social groups 

photographer Ari Versluis and stylist Ellie Uyttenbroek have systematically documented 

numerous identities over the last 13 years. By registering their subjects in an identical 

framework, with a reduced personal image and a strictly observed dress code, they 

provide an almost scientific, anthropological record of people's attempts to distinguish 

themselves from others by assuming a group identity. The apparent contradiction 

between individuality and uniformity is, however, taken to such extremes in their 

arresting objective-looking photographic viewpoint and stylistic analysis that the artistic 

aspect clearly dominates the purely documentary element. I find that project interesting in 

respect to how a “designed object” is perceived completely differently positioned against 

other“ identical objects”, where similarities combined with quantity generate a set of 

templates. However, I would question the thoroughness of the projected identity research 

in this project in its esthetical context. The “Exactitudes” stays on the surface and doesn’t 

investigate, neither the relationship between different groups, nor the projected identity 

evolution within the selected groups. Besides, the settings are taken away from the 

project leaving the “samples” being positioned in the contextual vacuum. I would 

experiment more with recombining different sub cultures and observing how the context 

could be redefined by swapping the mediators. 
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3.2.2. The Helmut Newton machine 
 
The Helmut Newton machine project 

presents a tool for construction of ones 

projected identity. 

The objects that we are most intimate and 

direct are those that we construct ourselves. 

In case of this installation, we construct our 

own external identity projected to the 

audience. The project provides experiences 

and settings, which can help users to match 

their internal and external concepts of visual 

representation. 

 

What is lacking in this installation is, again, the time related interaction that would push 

the project further in terms of exploring possible matching patterns between the 

conceptual model of the designer and the mental model of the user through the “system 

image”. An interesting aspect is that the “system image” is somehow constructed through 

the lenses of the user and designer simultaneously. 

 

3.2.3. Prada Store NYC, Koolhaas/KRAM 

 

OMA / Rem Koolhaas’ Prada store in New 

York (2002) pushes brandscaping to a new 

level. The imaginative use of electronic 

displays designed by Reed Kram of 

Kramdesign is an important part of the 

installation. On entering the store,  the 

visitor discovers glass cages hanging from 

the ceiling throughout the space. Just as a 

church would present the relics of saints in 

special displays, here the glass cages 

contain the new objects of worship – Prada 

clothes. The special status of Prada clothing is further enhanced by the placement of 
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small flat electronic screens throughout the store on horizontal shelves right alongside the 

merchandize. The clothes are equated with the ephemeral images playing on the screens, 

and, vice versa, the images acquire a certain materiality, as though they are themselves 

objects. By positioning screens showing moving images right next to the clothes, the 

designers ironically refer to what everybody today already knows: we buy objects not for 

themselves but in order to emulate the specific images and narratives that are presented 

by the advertisements of these objects. This project is about converting the whole store 

into an interactive installation with subliminal messages for those who can decipher 

them.  

 

3.2.4. I in the Sky NYC, Raul Vincent Enriquez 

 

This is an art project aimed at 

making The Time square a more 

human place by placing a screen 

with faces at the top of 

skyscraper.  

 

A computer program lines up 

the eyeballs in each of the 

pictures, and animators enhance 

certain facial movements to 

create a vibrant video portrait 

with a flip-book feel. Some of 

their personality comes out in a very curious way. People have said they feel very 

voyeuristic, like they’re looking at somebody who’s looking at themselves in the mirror 

alone. I like the idea and the technical implementation of the project. However, I am not 

sure about the conceptual value of the installation.  
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3.3. INITIAL SKETCHES 

 

3.3.1. Identity shuffle 

 

Identity shuffle installation is based 

on shuffling “parts of projected 

identity” inside the fitting room on a 

touch screen and projecting the result 

on a big screen outside. The fitting 

room is the place where people 

practice their private identities and try 

on different “skins” to fit the public 

requirements. I wanted to draw a 

parallel with multiple facets within 

our projected identity system and the performative reflection aspect through a possibility 

to upload your images on the touch screen and shuffle them in combination with other 

users’ identities. When the user is comfortable with his presentation he can upload it to a 

big screen outside the fitting room indicating that the result is something he would like to 

be associated with. This will create a cycle, as every next user would do the same in 

accordance with his own perception.  

 

3.3.2. “Confide in brands” Photobooth 

 

The concept is similar to the 

“identity shuffle” installation 

with the exception that we are 

using a separate photobooth in 

the middle of the shopping 

mall.  

A big display is placed at the 

entrance to show the brand 

matching results. A person 
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answers 3 questions about his relation to different brands and takes an image of himself. 

Then, the image is showed on the big display at the entrance with the brand match that 

would be consistent with this person’s answers and projected identity.  
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4. FINAL DESIGN PROJECT 
 
 

I would like to locate the installation in a “logical” place, which has a dynamic flow of 

people and which is linked to Media and Retail industry. 

As I stated in my thesis, I would like to create a social experience of projected identity 

negotiation in connection to a situational experience over time. The frameworks for this 

installation are the Conceptual models A and B, which I presented earlier in the thesis. 

Model A “The cycle of projected identity negotiation” underlies the cyclic part of the 

project with an emphasis on time as users can trace and negotiate their projected 

identities over time.  Model B underlies the complexity of template matching schemes by 

means of constructing a social experience based on multiple combinations of templates 

used in the process of constructing a favorable definition of a situation.  

 

It’s possible to find some parallels with brand identity and brand management in the 

project. Thus, I want to use the retail industry, media means to convey the conceptual 

framework of my project. In majority of cases media indicates an example of an act of 

self-consumption. As consumers, our external identities are drawn into a commodity 

relationship, then, sold back to us transformed by the market. The process is made easier 

when body is depersonalized, objectified and reduced to parts. When we have several 

components of a single unit it’s easier to deal with each component separately by 

recombining them into the single unit. Considering this I was thinking about using an ad 

billboard or screen as a tool to market products in advertising industry. My final 

installation is called “the Urban Mirror” because I use urban environment’s symbols and 

textures to construct ones projected and perceived identity set.  

 

“The Urban Mirror” installation explores simultaneously several dimensions of internal 

and external identity by means of involving performative aspects within situational and 

interpersonal contexts.  
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4.1 PROJECT’S COMPONENTS 
 

 
4.1.1. Name & Visual identity 
 
In my opinion, the title “The Urban Mirror” reflects the conceptual and functional 

implication of the project. Nevertheless, I would also like to use the main title of my 

thesis “Performative design: projected identity negotiation as social experience” as it 

depicts more precisely the research part of the project. 

 
  
4.1.2. Private domain 

 

I would like to use a photobooth as a representation of the private domain. This is where 

people practice their private identities.  They are preparing themselves to face the 

audience and readjusting after a public performance. It’s important to provide a user with 

a possibility to choose his or her own presentation based on what would be appropriate 

for a public view.  The photobooth would correspond to the “private” upper right part of 

the schematic in the Conceptual model A. 
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Mirror & TouchScreen 

The “photo booth” is equipped with a mirror, which gives a possibility to construct the 

most appropriate self image for a particular public evaluation defined in project’s 

functionality. Users will be given several attempts to take self-images. Every time a user 

takes an image of himself it’s being automatically uploaded to the touch screen. If the 

user is not satisfied with the image he can take one more shot till the time the image 

perfectly fits the desired projected image.   

 

Blue screen 

There is a blue (green) screen opposite the mirror to indicate the possibility to be taken 

to/from a certain environment. The green screen is used in the movie industry to transfer 

an object or person from one background to another. In our case we are transferring a 

person to a virtual urban mirror or a projected identity construction machine, which can 

assemble an identity collage based on the cyclic process.  

 

The user stands against the green screen opposite the mirror and takes a picture of 

himself. He can have several shots, which are uploaded to the touch screen automatically.  

As soon as the desired image is chosen, it’s being combined with the grid of urban 

symbols.  By interacting with symbols superimposed on the user’s image, the user can set 

his projected identity the way he wants. 
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4.1.3. Public domain 

 

When the process is finished and all the components are settled the user can press on the 

publish button. This will transfer the image-collage to one of five big public screens 

(billboard in our case) and would resemble the process of self marketing to the urban 

public. Next user would be displayed on the next screen, etc. The 5 big screens would 

correspond to the “public” middle part of the Conceptual model A. 

 

 
 

4.1.4. The Cycle 

 

I will be the first person to lend myself to “The Urban Mirror”. Then, it will function as a 

chain reaction or cycle. In order to participate in the installation each following user has 

to evaluate the previous user by setting the symbols according to his perception of the 

evaluated user. Only then, the following user can choose his own image and define his 

own set of symbolic qualities. This would be indicative of the fact that we are processing 

other people through the prism of our own set of qualities. It’s also a certain challenge for 

people to be prepared to stand next to the person they have just evaluated and, 

consequently, be prepared to be evaluated by the next user. The process is supposed to 

create an ongoing identity negation cycle triggering an interconnected and interreflective 

experience among the users.  
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4.1.5. Symbolic criteria 

 

Since the installation is called “The Urban Mirror” the criteria for projected identity 

negotiation are borrowed from the urban environment, which have certain characteristics 

and connotations applicable and transferable to the identity evaluation process. Among 

the symbols are: traffic and warning signs, urban textures, gender division signs for 

visiting public places, subculture related visuals, national symbols, etc. I think it’s 

possible to create a distinguished urban collage ascribed to each user being evaluated 

with the help of quite loaded and recognizable sings and symbols taken from the relevant 

environment. It’s important to note that one is evaluating his own identity in relation to 

the user standing next to him.  
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4.1.6. Constraints 

It’s interesting to observe how some constraints would affect the process of interaction 

with the installation. These are: 

- responsibility to evaluate another people while being visible standing next to him 

later; 

- responsibility to evaluate yourself in relation to the public and the person 

previously evaluated, who will automatically become the public while visiting the 

installation later; 

- the last user will also become the public while visiting the installation later.  

Each user becomes an actor and audience simultaneously with the difference that over 

time the desired projected identity is being transformed into a perceived projected 
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identity by other users. Then, the actor is not fully in control of his part anymore. In 

majority of cases, the results would be quite unpredictable revealing the complexity of 

template matching within the process of projected identity negotiation.  

 

4.1.7. Time aspect 

 

The challenge and interest of the project is that the user has a possibility to check his or 

her projected identity over time when it’s transformed to a perceived identity by other 

users.  Once the user has defined the initial symbolic pattern, he is given to the hands of 

the public. The cyclic process is indicative of the social and situational experience over 

time with the focus on negotiation among users. When the user is checking the outcome 

of his projected identity he has several options to choose from, which would correspond 

to the variation, selection and re stabilization phases in my conceptual Model A: 

- one can leave the displayed image the way it is to indicate the temporal settlement 

on the projected identity; 

- one can take one more image in the private domain (photo booth) that would 

convey the re-stabilized desired projected identity more precisely and according 

to the public feedback; 

- one can remove the image from the database and withdraw from the project.  

 

Either choice would illustrate the Model A of the variation, selection and re stabilization 

cyclic process outlined in the thesis. The definition of the situation model would be 

reflected in virtual or/and real life interaction among users, which is illustrated in the 

Model B. 

 

4.1.8. Location 

 

Currently, I would like to place the installation in the tunnelbanan passage or a shopping 

mall. It’s important to consider various locations for the project as it can add new 

dimensions and change the interactive patterns between the environment and users 

dramatically. If we put the installation in urban space near a night club, for example, then 

it could be turned into a virtual world or facebook superimposed on reality. On the one 

hand, the images generated through interaction would be virtual. On the other hand, they 
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would seem life interactions because they are located in a physical space and involve the 

time aspect, which makes it possible for users to interact and trace their evolved projected 

identities over time. The location, related activities and users would most like redefine 

the functionality and appropriate it to their needs (dating tool, for example) 

 

 
 

4.2. MOTIVATION AND INTEREST FOR USERS 

 

The project is supposed to trigger a natural curiosity (awareness) in the minds of people 

in relation to how they position themselves in the society and how they are perceived by 

others. Through the symbolic language which is familiar to a lot of users one can set his 

own identity pattern while evaluating another person. We always reflect on other 

individuals in relation to ourselves, which is a very common subject in many social 

science books and that was verified by my own practice-based research.  

 

The interaction with the installation is supposed to reveal different performative aspects 

in managing ones projected identity through en appropriate self image and symbolic 

characteristics superimposed on it. The users can see and try in practice several identity 

negotiation methods, which some people are not aware of or do it unconsciously. While 
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interacting with the project users are given a chance to participate in the otherwise 

“unconscious process” in a more designed way linked to the social and situational 

experience over time.  

 

 

5. CONCLUSION 
 

 
My experiments and the final installation have given me insights into how performative 

and reflective aspects can be used to design the desired projected identity in relation to 

public feedback. One of the main conclusions is how we “evaluate” other individuals 

through our own set of qualities by ascribing to them certain qualities that we are familiar 

with and can decipher in relation to ourselves. In addition to this, the tests revealed the 

complexity of template matching schemes outlined in the Model B and different 

strategies used by individuals to design their personal projected identity to gain certain 

benefits or avoid undesirable consequences triggered by attached template actions. 

Obviously, the projected identity negotiation process could have several layers due to 

different socio-cultural frameworks it could be put into. Certain templates can have the 

same names but different functions in users’ databases. In majority of cases, people 

wouldn’t notice the details they haven’t had previous experience with.  They would most 

likely match the unfamiliar feature to the closet template they have as it’s easier to deal 

with a categorized object. 

 

Considering the exhibition space and certain limitations, it’s quite difficult to test the 

whole cycle of projected identity negotiation depicted in the Conceptual model A by 

means of my current installation with one screen.  Firstly, I would definitely need 

minimum 5 big screens to show the sequence of users and their interreflective interaction. 

Secondly, it’s crucial to locate the project in a public space with temporal, repetitive 

aspects such as commuters, passersby or shoppers who would come back to re-adjust 

their projected identities. Only in this case it would be possible to test the cycle and time 

aspect in a real environment. My only time related observation at the exhibition was a 
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girl, who came back after some period of time to change her image on the big screen.  I 

can correspond this to the “temporal settlement” part of my Conceptual model A. 

 
 

After several interviews and observations of the users, I realized that some components of 

“The Urban Mirror” should be improved to make it easier to understand and navigate 

through the system. Basically, my further modifications depend on which direction I 

would like to go. Should I emphasize technical and entertainment features turning the 

installation into a marketing tool or should I contextualize the projected identity 

negotiation part more precisely and easier to grasp? After some comments from the users, 

I have come to conclusions that the symbolic criteria, for example, should be better 

positioned on the screen and on the wall.  

 

Another observation is that the majority of users take pictures of the final collages with 

their mobile phones. To make the process easier, I thought about equipping the 

installation with Bluetooth to upload the results directly to mobile phones.  
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5.1. RELATION TO EXPERIENCE DESIGN 

 

As I mentioned before “the Urban Mirror” installation investigates several Experience 

Design dimensions simultaneously: 

- The persuasive experience is reflected in the complex strategies many individuals 

devise and apply to their projected identity. The objective of many users is to 

persuade the public to accept a certain desired self-image they would like to be 

associated with. I would define this process as the persuasive experience of 

projected identity negotiation. 

 

- time factor plays an important role in  the projected identity negotiation since the 

experience of artifacts and people does not exist in vacuum but in a dynamic 

relationship reflected in the Model A and B. Social negotiations combined with a 

personal performance exist in a constant interreflective process, which happens 

over time. The success rate of persuasion depends on the performative skills of 

the user in relation to the complexity of template matching schemes of the 

audience. Each definition of the situation takes different time and perceived 

differently depending on how smooth the adjustment process is.  

 

- The environmental experience is linked to the location of the project. Individuals 

can use “the Urban Mirror” depending on their needs at the particular place and 

time. The project can, ultimately, redefine the space by means of deviating the 

normal course of activities depending on users interpretation and environmental 

factors. One of the possible illustrations of this would be locating the installation 

at Stureplan in Stockholm. During the daytime it could be used by tourists while 

during the nighttime “The Urban Mirror” could be used by night clubs visitors. 

The contract and the makeover could reveal many interesting time and projected 

identity related aspects. The installation itself could be perceived completely 

differently considering the day and night dramatic changes in the environment 

itself. Depending on location, time and users, I would presume multiple functions 

of “The Urban Mirror” including an entertaining photobooth, dating device, 

marketing/brand identity/advertising tool, confession booth, social science 

research platform etc. 
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5.2. FUTURE WORK 

 

Based on the feedback from several users, I would like to refine the functionality and 

some aesthetical aspects of “The Urban Mirror”. The updated installation could be used 

by media companies and research organizations specialized in interactive solutions, brand 

perception, experiential marketing etc. That’s particularly related to further exploration of 

so called “touchpoints”, which are used to filter and measure all the relevant contact 

points from the target customer’s view. “The Urban Mirror” can be appropriated by 

different fields through a multidisciplinary strategic approach. There are many 

possibilities to emphasize different facets of the installation depending on the direction 

and field one would like to explore it with. Considering the feedback from the current 

users the project could be developed further into a complex interactive solution or a new 

media communication strategy to increase users participation and consequent 

identification with certain brands, products and services. 

 

Simultaneously, “The Urban Mirror” and related research findings could function as a 

tool to explore social science, psychology or neuroscience related issues. If we focus on 

the Cycle and 2 conceptual models as a basis for my project implementation we could 

come to some interesting conclusions by means of recording users’ responses to the 

installation over time. In order to implement this we would need to collect users’ data 

before, during and after interaction with the piece.  

 

Finally, the project could be used as a political tool to persuade users or change their 

opinion about some social issues, for example. The identification with the visuals is very 

strong due to the fact that the symbols are superimposed directly on the individual and 

exposed to the public as a part of the projected identity. The symbols and connotations 

attached to them could be changed depending on the desired result. One of the examples 

of this could be a campaign aimed at increasing tolerance towards certain ethnical groups 

or minorities.  

  

 

 

http://en.wikipedia.org/wiki/Strategy�
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