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                                                                                        4. Data Analysis

                                                                4.2. Phases of thematic analysis

                                
                    Phase 1: Familiarizing yourself with your data  


To attain a thorough understanding of the dataset, repeated listening of the recordings of the 
focus group session has been conducted. Moreover, the repeating listening of each interview 
is carried out to ensure the original nature of the data as well as to ensure that each interview 
is properly transcribed. 


Phase 2: Generating initial codes  


Through the coding of the empirical coding, a number of trends and patterns are derived, as 
they are related to the research question. In order to attain an overview of all the transcribed 
data, all notes were reviewed. The initial coding has been conducted by systematically going 
through  the  empirical  data  while  collecting  references  and  quotes  of  codes  that  appears 
interesting  to  analyse.  These  references  are  placed  into  different  broader  themes  and 
subthemes depending on their meaning. The full overview of the initial coding from all 
focus-group  interviews  can  be  found  in  appendix  1.  The  meanings  and  messages  within  each 
reference are often of multiple natures and can due to the multiple meaning be connected to 
various themes. In order to illustrate the initial reference collection process, an example of the 
coding in Nvivo is illustrated in the figure 11 below. The following figure illustrates the 
sub-theme;  engagement  influence.  As  such,  the  figure  illustrates  how  Nvivo  supports  the 
researcher in keeping the collected references together in a sub-theme. In the below example 
the gray highlighted text ‘Internals\\Focus Group\\Omnivore focus group 1 - § 2 references 
coded  [  2.16%  Coverage]  Reference  1  -  1.37%  Coverage ’  describes  the  origin  of  the 
reference  and  coverage  percentage,  which  is  in  this  case  the  first  omnivore  focus  group 
session. In this sense, Nvivo makes it possible to locate each reference and thus relate it to the 
source interview, which assists the researcher in keeping an overview of the original content. 


Phase 3: Searching for themes  


This third phase arises when all data have been initially collected. The references in the 
 sub-themes  are  reviewed  and  connected  under  different  theme-piles  into  an  initial  collection  of 
 candidate  themes  with  underlying  sub-themes  consisting  of  underlying  references.  By 
 reorganizing the coded data in terms of grouping them into themes in order to reveal patterns 


Figure 11: Example of coding - engagement influences 


in the empirical data, numerous themes were generated. Figure 12 below visually illustrates 
this phase in the analysis. Finally, this stage is considered as the final stage of collecting data, 
which means that no data is abandoned at this point, and the analysis of the thesis starts when 
the researcher reflects, divides and forms the overarching themes (Braun & Clarke, 2006).  


Phase 4: Reviewing themes  


In this phase, a refinement of themes has been conducted. Initially, all the collected data have 
 been read through and compared with their theme so that they appear in a consistent pattern in 
 relation to their theme. In the subsequent process, the different themes are put into relation to 
 the whole dataset, and here it is evident that the thematic map truthfully reflects the empirical 
 as a whole. Additionally, themes and data that were not supported by sufficient empirical data 
 in terms of recurring references were either re-edited or removed.  


Phase 5 and 6: Defining and naming themes and producing the report  


Throughout the four stages above, extensive defining, refining and re-allocation the essential 
 themes has emerged from the dataset. Based on the data from the omnivore's focus groups, 
 nine themes were resolved, 1) convenience as a driver, 2) environment and sustainability as a 
 driver, 3)  protein as a driver, 4) taste as a driver, 5) health as a driver, 6) ethics as a driver, 
 7) informational influence, 8) social influence and 9) engagement influence.  


Figure 12: Example of candidate themes and subthemes in the coding  


The above blue final thematic map of the omnivores presents eight themes, which are derived 
 by applying the thematic analysis. The size of the boxes is related to the amount of empirical 
 data connected to each theme. The eight themes are illustrated with each of their internal sub 
 themes. The following green final thematic map represents nine themes that are related to the 
 vegetarians’ dietary choices, which are derived from the thematic analysis.   


Figure 13: Thematic map omnivores  


Among the vegetarians, the same eight themes were identified as in the case of the omnivores 
 with the appearance of an additional theme of: ethics as a driver.  


In the following sections, the final thematic maps of the omnivores and the vegetarians are 
 presented  by  going  through  each  theme  and  its  underlying  sub  themes  to  explore  what  are 
 considered  to  be  most  influential  in  relation  to  dietary  choices  among  omnivores  and 
 vegetarians. 


Figure 14: Thematic map vegetarians  


Convenience as a driver  


Convenience  to  purchase  is  derived  to 
 be  essential  when  purchasing  a  food 
 product.  Many  substituting  food 
 products are available within almost any 
 food  item,  and  therefore  it  is  essential 
 that the food item is convenient to get a 
 hold  of  or  else  the  interviewees 
 underline  that  they  will  choose 
 something  else  to  purchase.  The 
 example  of  soymilk  for  vegetarians 
 emphasizes the theme of convenience: 


"easy  to  get  soy  milk  in  the 
 supermarkets”(VE2:SØR,  2016)  and 


“sometimes it is just wonderful to buy where you shop’(VE2:MAL, 2016). Moreover, ease of 
 preparation  is  derived  as  another  key  theme.  This  relates  to  the  time  spent  when  cooking  a 
 meal.  In  this  case,  it  is  perceived  to  be  highly  important  that  the  consumer  can  prepare  the 
 meal  quickly  and  easily  otherwise  the  interviewees  all  agree  that  they  are  not  interested  in 
 purchasing the product.  


The  vegetarians  are  fond  of  premade  pulses  in  cans,  due  to  the  fact  that  dried  pulses  takes 
 extensive time to prepare, since many types need to be soaked and cooked beforehand. In this 
 sense, the premade pulses are considered to be a better alternative when wanting to save time 
 while  cooking:  ‘I  don’t  know  if  I  want  to  make  something  with  chickpeas  tomorrow' 
 (VE2:PET, 2016). In this sense, preparing pulses takes time and several of the interviewees 
 underline that they do not wish to spend the needed time to prepare them. Another reason is 
 the fact that the interviewees argue that they do not have the time to cook food that requires 
 extensive preparation, which is why they favour premade pulses. Furthermore, the vegetarian 
 and  omnivore  theme  of  convenience  differs  in  the  sense  that  the  theme convenience  to 
 purchase and premade pulses only exist in the empirical data of the vegetarian group.    


Figure 15: Convenience as a driver,      
omnivores blue box, vegetarians green box   


Environment and sustainability as a driver 
 The  environment  as  well  as  the 
 sustainable impact of food is additionally 
 considered  to  be  a  theme  when  making 
 choices about which food to eat: ‘…I like 
 to  contribute  positively  by  lowering 
 climate  change  through  my  diet' 
 (VE1:ALE,  2016).  Vegetarians  are 
 particularly  aware  of  environmental 
 issues  and  they  are  highly  interested  in 
 sustainability  in  regards  to  eliminating 
 food that is not sustainable. As such, they 
 do  not  wish  to  contribute  to  harm  the 
 environment  through  their  dietary 
 choices.  A  shared  argument  between 
 vegetarians  and  omnivores  about 


elimination  of  meat  is  that  one  should  use  the  knowledge  of  large  CO2  impact  of  meat 
 production as an additional informational source to promote pulses: ‘...if I am debating how 
 meat is not good for them in any way and they have been using this for a lot of years, it is 
 hard  to  convince  them  not  to  eat  meat  and  they  would  never  be  convinced  I  could  never 
 convince  them,  but  I  think  it  is  difficult  to  say,  for  me  it  is  easier  to  talk  about  the 
 sustainability  effects’  (VE1:ALE,  2016).  Confronting  people  with  the  argument  of  the 
 damaging effect that meat has on the environment and instead consider being sustainable is 
 considered to be a more easy-going subject to discuss due to the fact that information related 
 to these issues are increasingly clear and factual. On an overall scale, the vegetarians are more 
 concerned with the CO2 impact of the food items they consume compared to omnivores. 


Figure 16: Environment and sustainability as a 
driver, omnivores blue box, vegetarians green box   


Ethics as a driver  


Ethics  as  a  driver  is  related  to  animal  welfare  and 
 defined as a wish not to contribute to human or animal 
 pain  or  punishment  through  your  diet.  Ethics  are 
 particularly relevant in regards to the elimination of 
 food  items.  The  ethical  themes  that  arose 
 throughout  the  focus  groups  mostly  concern  the 
 issue of animal ethics related to specific food items. 


For some of the interviewed vegetarians, their ethical stance is a primary influencer on their 
 choice of food: ‘Actually ethics is just my number 1 priority and then I would not care about 
 anything else for the things that I eliminated. I would eliminate it even if it had been healthy 
 for  me  to  eat’ (VE2:MAL,  2016). This  particular  theme  within  ethics  is  only  noticeable 
 among the interviewed vegetarians. As such, themes within the subject of animal or human 
 ethical  stance  in  relation  to  food  consumption  or  diets,  are  not  considered  to  be  highly 
 influential among the interviewed omnivores.  


Protein as a driver  


Overall, both the interviewed omnivores and the interviewed vegetarians consider protein to 
 be an important part of their daily diet, as it is related to health and taking care of one’s body. 


Additionally, the interviewees emphasize that they have been adding products such as skyr to 
 their diet partly due to the high level of protein: ‘I think I am on the skyr as well, I added it to 
 my diet as I saw people started eating it and had much protein.’ (OM1:FRE, 2016). In this 
 sense, protein is also perceived to be a good, safe choice for staying full over longer period of 
 time. The vegetarian groups relates to plants and protein in terms of being aware of the high 
 amount of protein in pulses and that they need the extra proteins for a diet when not eating 


Figure 17: Ethics as a driver, omnivores  
 blue box, vegetarians green box   


Figure 18: Protein as a driver, omnivores  
blue box, vegetarians green box.   


meat: ‘it has very high level of protein content, so yes that is important for me to and that it is 
 a vegetable protein’ (VE2:MAL, 2016). The vegetarians perceive the high degree of protein 
 in  pulses  as  a  main  argument  for  promoting  the  product,  especially  towards  other  males: 


‘especially guys are very specific about their protein intake. If you tell them how much protein 
 there are in these items, then they want to try them because they see them a cheap and healthy 
 way to replace meat’ (VE2:MAL, 2016). In this way, protein is recognized to be important to 
 a person that is concerned his or her wellbeing, and that is additionally concerned about being 
 active, which all originates to the aspects of health.  


Taste as a driver  


Taste  has  been  identified  as  a  driver  of 
 change,  since  in  several  scenarios 
 vegetarian  and  omnivores  identifies  that 
 taste  is  the  second  most  important  reason 
 for adding or elimination food. ‘I add new 
 products  mostly  for  the  health  reason  but 
 also  because  of  the  taste’  (VE1:LOU, 
 2016). Taste is also defined as an essential 
 driver  stay  with  a  food  or  in  other  cases 
 eliminate  is  because  of  the  taste:  ‘Third  is 
 taste, if it does not taste good then I will not 
 eat  it  that  much.  I  bought  some  spirulina, 


which is super healthy, but I ended up not eating it all, because of the bad taste.’ (VE1:SIG, 
 2016). Individuals do not tend to stay with a specific food if the test is not satisfactory or taste 
 does the opposite, ‘I am going to stay with the things that I like and the taste.’ (OM2:CEC, 
 2016).  In some cases the taste are the most import driver: ‘...my bar far first priority would 
 be taste…’ (OM2:SVB, 2016). Generally speaking taste is an influential driver, with a total of 
 19 citation related taste in the context of adding or eliminating foods 


Figure 19: Taste as a driver, omnivores  
blue box, vegetarians green box.   


Health as a driver    


A small amount of the interviewees perceive pulses as particularly healthy, and believe that 
 pulses  have  a  positive  effect  on  their  body  (self-image)  if  you  eat  a  lot  of  them. 


Carbohydrates, white toast, and white bread in high amounts are unhealthy and can lead to a 
 stomach-ache.  Premade  food  that  has  been  processed  such  as  white ‘industrial  produced’ 


toast  and  other  processed  food  are  viewed  as  unhealthy  among  most  interviewees. 


Additionally, eating too much meat leads to the feeling of being unhealthy: ‘Especially meat, 
 ground meat I could feel that is was not good for my body in terms of the feeling I had after 
 consuming it' (VE1:SIG, 2016). In this sense, the interviewees are seeking a high intake of 
 protein from their diet. This is particular relevant if one is an active fitness person. Health and 
 wellbeing  is  most  important  for  all  of  the  interviewees. ‘For  me  the  number  one  reason  I 
 would  make  a  conscious  choice  about  food  would  be  health  and  well-being' (OM1:CHR, 
 2016). This quote emphasizes a typical example of how both vegetarians and omnivores feel 
 about their choices of nutrition and whether they are open for adding or eliminating a food 
 item to their diet. Nine out of the twelve interviewed persons perceive health and their own 
 wellbeing as the number one priority for adding a new product to their diet.  The remaining 
 three persons view health and wellbeing as their second most important choice for adding a 
 new product. Having acknowledged this, the majority of the interviewees are highly inspired 
 by health, and are keen on trying new healthy to attain a positive health effect. It is clear that 
 health  or  the  healthiness  of  a  particular  product  is  perceived  to  be  highly  important  when 
 adding a product to one’s diet.  


Figure 20: Health as a driver, omnivores blue box, vegetarians green box.   


Informational influences 
 There  exists  a  shared 
 understanding  among  the 
 interviewees  when 
 focusing  on  how  to  get 
 influenced  by  the  external 
 environment;  namely 
 through  different  medias 
 and  social  influencers:  ‘I 
 use  the  Internet  a  lot  to 
 find  inspiration,  blogs  or 
 Facebook  are  good’ 


(VE2:MAL, 2016), ‘I follow a group on Facebook and every day there is a new recipe and 
 stuff’(VE2:SØR,  2016),  ‘I  try  to  develop  to  new  kind  of  mix  with  beans  and  make  up  some 
 new stuff or try some recipes I have been seeing online or heard from a friend’(VE1:LOU, 
 2016), ‘I said to myself I love avocado and why not. I found this article on the Internet on 
 Facebook’(OM1:CHR, 2016). 


Moreover,  nutrition  experts  are  perceived  to  be  highly  efficient  source  to  refer  to  when 
 wanting to influence other people's dietary choices: ‘For example if a friend tells me that skyr 
 is  not  so  good  for  you  I  would  think  ‘yes  but  whatever’.  But  if  they  back  that  up  with  a 
 reference to for example that Christian Bitz actually said it is not so good to eat every day, 
 then I would believe the person even more and then I would trust that’ (OM2:CEC, 2016). 


This quote is supported by the following statement: ‘if someone really know stuff about it, like 
 a  nutritionist,  dietician,  who  is  present  in  the  environment  it  will  influence  my 
 choice’(OM2:CEC,  2016). In  this  way,  specific  famous  nutrition  experts  such  as  Christian 
 Bitz and Jamie Oliver are perceived to be valuable to refer to when discussing food choices or 
 when discussing whether to add value to your actions and claims about changing your food 
 habits.  


Figure 21: Informational influences, omnivores  
blue box, vegetarians green box.   


Social influences 


It  was  possible  to  derive  the  tendency  of  social  influence  from  the  thematic  analysis  in  the 
 sense that the vegetarians have decided to become vegetarian due to a social relation. As such, 
 deciding to become a vegetarian is mostly due to the influence of a family member: ‘My big 
 sister was before, and my smaller sister became after me’ (VE2:MAL, 2016). and It is hard to 


say  to  people,  especially  if  they  love  meat,  it  was  easy  for  me  because  my  sister  was 
 vegetarian and I did not really like that much.’ (VE1:LOU, 2016). Both the vegetarians and 
 omnivores are influenced by their family members in regards to what to eat and they also seek 
 inspiration  and  knowledge  from  their  family  when  focusing  on  health. ‘So  let's  say,  I  think 
 that people I know, my focus is always family related, so I see who lives longest and best. I 
 would  look  at  their  diets  and  lifestyles’ (VE1:SIG,  2016).. Friends  and  their  particular 
 behaviours also inspire food choices, which influence both the vegetarians and the omnivore's 
 through their habits in social setting and guidance in health relation. This also applies in the 
 context of private partners. We see many instances where people become vegetarians because 
 of  the  influence  from  their  partners  in  terms  of  being  inspired  to  try  new  foods: ‘My  
 ex-girlfriend  knew  a  lot  about  food  and  we  went  vegan  together  and  she  introduced  to  chia 
 seeds, and my family is also half veggie and the taught and told me a lot about it’ (VE1:ALE, 
 2016) and ‘actually I still eat meat, I think it is maybe because I have a girlfriend that eat less 
 meat as well’ (OM1:MEC, 2016). In essence, the interviewees underline that they are highly 
 influenced and inspired by the food choices of their nearest peers, which is essential to bear in 
 mind when focusing on how to promote pulses in the Danish market. 


Figure 22: Social influences, omnivores blue box, vegetarians green box.  


Engagement influences  


 ‘Of  course  you  have  to  pick  people  where  they  are  and  not  where  yourself  are,  because 
 otherwise you will not catch them. I would not persuade other to eat something they don't like, 
 but it's way easier when you have something you really like and put a lot of love in the food 
 and  give  it  to  them’  (VE1:LOU,  2016).  Meeting  people  at  their  level  with  the  right 
 information  leads  to  a  more  efficient  and  strong  influence.  In  addition,  the  act  of  inspiring 
 people through one’s own actions and habits is highly suggested by all the interviewees when 
 trying to affect other people’s dietary choices: ‘If I should convince people to eat chickpeas I 
 would say, I already do that and I would invite them over and make humus with them because 
 then  they  see  how  easy  it  is’ and ‘Convince  people  by  inspiring  by  your  own  actions  and 
 diet’(OM1:MEC, 2016). As such, people inspire other people by a combination of illustrating 
 their  own  habits  and  food  choices  and  by  engaging  them  in  a  the  collaborative  process  of 
 cooking. 


Moreover, showing people the result of a plant-based diets through showing one’s own body 
transformation is perceived to be a highly beneficial argument for affecting change: ‘I did a 
bike race last year in France and it was a quite tough race. None of my friends thought that I 
could do this on a vegan diet. When they actually saw, and we started training up to this bike 
run, they could just see that this diet did not make less good than the other, actually it did the 
opposite thing. And we were a group of 8 people who did this race, 4 of them; they haven't 
completely shifted to becoming vegetarians, but they are really thinking about it’ (VE1:ALE, 
2016). The combination of aspects makes the message and thereby the influence stronger by 
Figure 23: Engagement influences, omnivores blue box, vegetarians green box.  


being a visual inspiration through one’s own body transformation, health choices, and daily 
 habits.   


A shared understanding between vegetarians and omnivores when trying to influence change 
 among other people is inspiration through cooking; invite people over and make the dish. That 
 is probably the best way to introduce food’ (VE1:ALE, 2016), ‘I would make a dish for her 
 and then say, ahh you just ate fava beans did you not like it. Then she would say ‘oh yes I 
 liked  it  very  much’  (OM2:  PER,  2016). This  quote  underlines  that  giving  people  the 
 opportunity  to  try  certain  products  by  presenting  them  through  one’s  own  cooking  is 
 perceived to be highly inspiring: ‘you give people an opportunity by making food for them, 
 then  you  open  the  door  to  these  products’ (VE2:PET,  2016). Another  quotes  supports  this 
 viewpoint: ‘I see it all the time, because people are always very firm about what they like and 
 what they don't like, but then they taste it, and suddenly they like it’ (OM2: PER, 2016).  


The  action  of  cooking  with  each  others  is  perceived  to  be  an  influential  approach  for 
 introducing new food products:  ‘I would cook them a dish or cook with them, give them some 
 recipes, some nice ideas about how to make a good dish or whatever it is’ (OM2: PER, 2016). 


By sharing the experience of cooking is a way to influence people and introduce them to new 
 foods. ‘I  would  promote  pulses  through  cooking  with  my  friends  and  making  them  taste 
 different pulses and so on’ (OM2: PER, 2016). 


The  overall  story  of  this  particular  theme  as  well  as  its  sub  themes  reveal  is  that  it  is 
considered  essential  to  inspire  people  by  one’s  own  actions.  By  introducing  and  cooking 
foods  with  people  is  the  perceived  to  be  the  most  efficient  way  of  introducing  vegetarian 
dishes, and thereof pulses: ‘If I wanted people to eat more, I think recipes or demonstrate it 
and serve it for people. I think a lot of people look at it in the supermarket and think, aha they 
look  funny  or  pretty  and  then  they  would  not  know  what  to  do  with  them.  They  would  take 
them home and not use them because I think people don't know what or how to use them. If 
they could see some recipes or have it demonstrated, they see that it is delicious and easy to 
prepare and what you can do with it. I think it is more comprehensible’ (OM2:PER, 2016). 


As such in many cases people have to acknowledge, experience and engage to be inspired to 
try new foods. Especially in the cases of pulses, and particularly omnivores don't really know 
where to begin.   
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