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Approaches to gathering information from target groups:

METHODOLOGY PARTICIPANTS ANALYSIS REFERENCE

2 focus groups each, 43 Canadian youth Thematic analysis Bottorff, J.L. et al.
w/4 different groups (2014)
Interviews and 5 experts and lterative team Brown, L.J. et al.
open questionnaires 2 general public feedback (2018)

3 independent focus 18 consumers in Thematic analysis Fernqvist; F. et al.
groups Sweden (2015)
Interviews 312 consumers in - Differential emotions Koenig-Lewis, N.

Norway - Cognitive benefits et al. (2014)

10 men and 6 women between 18 and 25 years old

From Asia, Europe, South America

Students at an English language course in Ireland

LOOKED AT PHOTOS OF FOODS PACKAGED
IN PLAIN PAPER AND IN ACTIVE PLASTIC

THEMATIC ANALYSIS

Price, (In)Expensive, Cheap, Cost / \
Fresh, Stale, Old, Rotten / l \

Natural, Health Clean, Dirty, Safe

Fast, Convenient, Easy

Qualitative research to understand ideas and values of target audiences
would contribute to high quality food packaging communication.
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