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http://blog.readytomanage.com/



http://www.duncanville.com/departments/parks-recreation/d-
l-hopkins-jr-senior-center/senior-center-programs/



http://www.actinpak.eu/showcase/



https://happytango.com/

https://www.thelondonschool.it/en/news/2017/getting-teenagers-
speaking-in-english-part-1/



METHODOLOGY

2 focus groups each, with 4 different 

groups of participants

Interviews

Open-ended questionnaires

3 independent focus groups 

Interviews

PARTICIPANTS

43 Canadian youth: 18 girls and 25 boys 

between 12 and 17 years old

5 academics

2 members of the public

Group 1: 6 females over 40 years old.

Groups 2 and 3: mix of males and females 

between 20 and 30 years old.

312 consumers in Norway, males and females 

18 to 64 years old.
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Differential emotions scale

Cognitive benefits scale 
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“My favorite food is sushi… In fact in 
Japan there are few people who make 
sushi. In the foreign country, many 
people think that Japanese, all 
Japanese can make sushi. It is not 
true.”

“It’s a very hard question because I love 
food, I like everything … I’m from Italy and I 
think my favorite food is from Italy.”









“The package is only paper, so I think it’s new, the fresh one”



Many people nodded in agreement



“For me the (plastic) is better, cause (paper) I can’t see how good it is. 
It might be rotten. I’m not sure, it could be, there is a possibility and 
(plastic) you can see how good it is. So it’s more reliable for me.” 



Laughter, 
but many people nodded in agreement







THEMATIC ANALYSIS

PRICE
(IN)EXPENSIVE
CHEAP
COST

19

FRESH
STALE
OLD
ROTTEN

11

NATURAL
HEALTH(Y)

12

CLEAN
DIRTY
SAFE

2

FAST
CONVENIENT
EASY

8





RATIONAL

EMOTIONAL
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