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(2)ABSTRACT 


Contemporary consumers have been released from the traditional identity anchors such as family, 
 class  and  other  social  groups.  Instead  consumers  have  turned  to  the  market  –  to  form  identities 
 and  create  communities  with  others  through  consumption.  To  study  how  consumers  use 
 consumption as a new way of forming identity anchors, this study focuses on food consumption in 
 a Danish context. Food consumption is crucial to the consumer from a biological perspective but 
 it is also highly influenced by the social and cultural context. 


A myth of health exists in the Danish food culture, and official dietary guidelines are presented to 
 obtain the desirable identity position of a healthy consumer. In spite of the guidelines, alternative 
 food  regimes  exist  within  the  Danish  food  culture,  each  with  their  interpretation  of  the  health 
 myth. One of these alternative food regimes is LCHF (Low Carb High Fat), which is the research 
 case  of  the  present  study.  Through  the  LCHF  food  regime  this  study  seeks  to  explore  why 
 consumers  choose  an  alternative  food  regime,  what  they  obtain  from  this  particular  food 
 consumption and how this insight can be interesting to marketers. 


Through  a  qualitative  interview  study  with  six  devoted  female  LCHF-followers,  and  a 
 netnographic study of a popular LCHF Facebook group, I find that choosing an alternative food 
 regime  is  the  result  of  dissatisfaction  with  the  official  dietary  guidelines  and  an  experience  of 
 stigmatisation within the Danish food culture. Following the official guidelines has not provided 
 the consumers with a healthy identity, and they start looking for an alternative. After experiencing 
 the physical wellbeing of consuming LCHF food the consumers start questioning the authorities’ 


definition  of  health.  The  feeling  of  stigmatisation  and  the  distrust  in  official  authorities  make 
LCHF-followers  break  with  the  traditional  food  regime  and  build  a  LCHF  community.  This 
community  is  important  to  LCHF-followers  because  of  the  shared  group  identity  and  the  co-
created  knowledge  among  the  members.  The  community’s  recognition  empowers  individuals  to 
take  back  control  in  their  lives.  LCHF-followers  learn  to  rely  on  their  body-signals  instead  of 
complying with official guidelines. Based on this, LCHF-followers adopt the identity of a healthy 
individual  with  a  high  amount  of  self-control.  The  choice  of  following  LCHF  cannot  only  be 
perceived as an act of resistance but also as part of a continuous status game, where social status 
is  gained  through  culinary  capital.  LCHF-followers’  food  knowledge  provides  them  a  certain 
social status within the Danish food culture. The findings of this study are interesting to marketers 
as they provide an understanding of consumers’ consumption choices and how to approach them 
with attractive market offerings. 
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1. INTRODUCTION 


In  earlier  days  consumers  identified  themselves  through  family  and  class,  whereas  the 
 contemporary consumer is free of such forced membership of certain social groups. The family, 
 for instance, does not have the same status for the consumer today (McCracken, 1986). This poses 
 a  question  of  what  contemporary  consumers  employ  as  identity  anchors.  Consumer  Culture 
 Theory, which is a cultural approach to consumer research that has gained currency during the last 
 decade,  claim  that  consumers  turn  towards  consumption  and  the  market  in  general  to  create  an 
 identity and build community (Arnould & Thompson, 2005). When consumers use consumption 
 as  an  important  part  of  their  lives  and  identity  creation,  it  is  of  interest  to  explore  how  the 
 consumers  come  to  choose  their  consumption  and  what  they  obtain  from  the  consumption  both 
 from a theoretical and a marketing point of view. The question is: what makes consumers choose 
 one  kind  of  consumption  over  others.  The  overall  perspective  has  shifted  from  what  the 
 companies  can  provide  of  emotions  and  attributes  inherent  in  brands  and  products,  to  what 
 consumers desire to create valuable lives for themselves (Arnould & Thompson, 2005). 


To  study  which  aspects  of  consumption  that  are  important  to  contemporary  consumers  I  have 
 chosen  to  focus  on  the  consumption  of  food.  Food  consumption  is  a  crucial  part  of  consumers’ 


everyday  lives  not  only  biologically  but  also  sociologically  and  emotionally  (Marshall,  2005). 


Food  can  express  both  identity  and  belonging  to  a  specific  culture  and  it  is  essential  both  as 
 sustenance and as a form of group membership (Johnston & Baumann, 2010). Food is never – at 
 least  in  developed  countries  –  just  about  eating  but  is  on  the  contrary  an  active  decision  highly 
 influenced  by  the  social  and  cultural  context  (Bardhi  et  al.,  2010).  The  importance  of 
 contemporary  food  consumption  is  evident  since  most  of  the  western  world  experiences 
 challenges with overweight and lifestyle diseases (Obesity, 2015). The right food consumption is 
 understood as a resource to achieve the widespread life-goal of health, and the myth of a healthy 
 identity is well anchored among Danish consumers (Meister, 2015). 


In Denmark the Danish Veterinary and Food Administration has communicated official guidelines 
for  a  healthy  diet  (Food  Standards  Agency,  n.d.).  Despite  the  guide  for  obtaining  health  trough 
food consumption some consumers choose alternative food diets not recommended by the Danish 
authorities  or  any  official  scientific  authority.  Alternative  diets  such  as  Paleo,  LCHF  and  Raw 
Food have appeared in the Danish food scape during the last couple of years. These alternative 



(7)diets  exist  side  by  side  with  the  official  recommended  diet  and  all  present  their  individual 
 interpretation of the overarching health theme dominating Danish food culture. Food consumption 
 is  essential  to  expressing  group  membership  (Bardhi,  et  al.,  2010)  and  the  ones  choosing 
 alternative food diets abandon the traditional Danish food culture and thereby also the community 
 around the official recommended diet. A fundamental question neglected in the existing literature 
 is why consumers choose an alternative to a dominating food culture, which is what the present 
 study aims to explore. 


In  my  search  to  understand  followers  of  an  alternative  food  diet  I  am  inspired  by  food  scholar 
 Warren  Belasco’s  statement: “What  we  think  about  food  may  have  little  to  do  with  the  actual 
 material properties of the food itself” (2002 in; Johnston & Baumann, 2010: 31). This means I am 
 interested in not just what the consumers eat, but also how they interact with others about food, 
 write about food, use food in public culture and how food operates as a source of status (Johnston 


& Baumann, 2010). Based on existing theory of identity-creation this study relies on consumers’ 


stories  to  understand  their  reasons  for  and  achievements  from  alternative  food  consumption 
 (Ahuvia,  2005;  Arnould  &  Thompson,  2005).  Consumers  are  inveterate  storytellers  and  their 
 stories are in this study understood as invitations to see the Danish food situation from alternative 
 points of view (Gorry & Westbrook, 2011). The consumers’ stories help reveal the objective for 
 food  consumption  and  benefit  both  theorists  and  marketers  in  the  understanding  of  consumers’ 


choice of an alternative food regime. 



1.1 Research question 


The introduction to the field of research leads to the following research question: 


Why  do  consumers  choose  an  alternative  food  regime,  what  do  they  achieve  from  their 
food consumption and how is this insight interesting to marketers? 
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1.2 Delimitations and choices 


In  the  present  study  the  field  of  research  is  limited  to  one  alternative  food  regime:  LCHF  in  a 
 Danish  context.  This  decision  was  primarily  made  because  of  LCHF’s  fast-growing  popularity 
 and spread both in Denmark and also in the other Nordic countries (Faerber, 2013). LCHF is a 
 relatively  new  food  diet  (Faerber’s  blog,  n.d.),  and  it  is  hence  interesting  to  study  LCHF-
 followers’ intentions with the choice of LCHF. This will potentially give an indication of whether 
 it is a trend that will fade away when losing its newness or if it will remain with loyal followers. 


This  study  is  limited  to  cover  a  consumer  perspective,  which  means  that  the  findings  emerging 
 from  the  study  are  based  on  the  respondents’  statements  and  experiences.  Marketers  are  not 
 involved  directly  but  reflections  about  the  relevance  of  the  findings  to  marketers  are  presented 
 throughout the study. 


The respondents of the present study are chosen based on their relation to the LCHF food regime 
and  a  further  discussion  of  variables  such  as  education,  ethnicity  and  race  is  therefore  not 
included. 
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1.3 Structure of the study 


FIGURE 1 - Structure 


Source: Own creation (2015) 
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2. CASE PRESENTATION 


The  case  in  the  present  study  is  LCHF  as  an  alternative  food  regime.  In  this  chapter  a  short 
 exposition  of  the  traditional  Danish  food  regime  and  the  LCHF  food  regime  will  therefore  be 
 presented. 



2.1 The traditional Danish food regime 


The Danish Veterinary and Food Administration (henceforth DVFA) is responsible for the official 
 Danish dietary guidelines, which constitute the backbone of the traditional Danish food regime. It 
 is  carried  out  through  10  diet  recommendations  (App.  22),  which  are: “official guidelines for a 
 healthy  lifestyle.  The  majority  of  the  Danish  population  can  live  by  these  guidelines  with 
 advantage”  (DFVA,  n.d.).  The  traditional  food  regime  is  health-focused  and  characterised  by 
 food with a low amount of fat and a high amount of carbs. According to the official guidelines 
 especially the intake of saturated fat should be decreased as it can cause health issues (Guidelines, 
 2013).  The  main  message  of  the  official  guidelines  is: “Live  healthier  –  follow  the  dietary 
 guidelines” (Guidelines, 2013). The food pyramid has been a preferred symbol for the traditional 
 Danish  diet  (App.  23),  which  together  with  the  official  dietary  guidelines  has  been  updated 
 throughout  the  last  40  years.  The  main  message  has  not  changed  significantly  (Diet  advice 
 history,  n.d.),  and  the  Danish  food  industry  is  highly  influenced  by  and  has  adapted  to  these 
 official guidelines. 


Within  the  traditional  food  regime  several  alternative  regimes  have  appeared  the  last  couple  of 
 years  such  as  Paleo,  LCHF  and  Raw  Food.  All  of  these  regimes  present  their  individual 
 interpretation of the overarching health myth existing in the Danish food culture. 



2.2 The LCHF food regime 


LCHF is short for Low Carb High Fat and is a diet that has created a profound food revolution in 
the Nordic countries the last couple of years (Faerber, 2013). Sweden in particular has embraced 
LCHF  and  it  is  estimated  that  every  fourth  Swede  eat  a  LCHF  diet.  The  LCHF  food  regime 
presents three principles: 1) Eat less carbs, sugar and starch, 2) Eat more natural fat, 3) Eat real 
food  and  avoid  artificial  additives  (About  LCHF,  n.d.).  LCHF  distinguishes  itself  from  the 



(11)traditional Danish food regime in two ways: 1) The renunciation of grain. The Danish people have 
through a number of years been strongly encouraged to consume more wholemeal (Wholemeal, 
n.d.). 2) The encouragement to include large amounts of fat in the daily diet. The LCHF diet is 
explained  in  an  alternative  food  pyramid  depicting  what  kind  of  food  should  be  prioritized  to 
obtain a healthy body according to the LCHF food regime (App. 23). LCHF is not to be perceived 
as a weight loss diet but as a lifestyle or life philosophy, which nourishes the body with clean and 
real food (Faerber, 2013). 
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3. THEORETICAL FOUNDATION 


In this chapter a theoretical foundation is presented to place the present study in the context of the 
 large literature on consumption. The choice and use of theoretical contributions and concepts is 
 discussed to provide an understanding of the subsequent choice of research design. 



3.1 Consumer Culture Theory 


This  study  is  highly  inspired  by  and  draws  upon  the  perspective  of  consumer  culture  theory 
 (henceforth CCT). Eric J. Arnould and Craig J. Thompson (2005) define the CCT perspective as 
 the  study  of  consumption  choices.  CCT  should  not  be  comprehended  as  one  unified  theory  but 
 instead  as: “(…)  a  family  of  theoretical  perspectives  that  address  the  dynamic  relationships 
 between consumer actions, the marketplace and the cultural meanings”  (Arnould  &  Thompson, 
 2005: 868). CCT embraces disciplines such as anthropology, sociology and critical studies, and it 
 thereby enables an assessment of consumption significantly different from the traditional frames 
 of  economics  and  psychology  (Joy  &  Li,  2012).  The  interweaving  of  varied  disciplines  is  the 
 strength of CCT as each discipline provides a unique lens through which consumption behaviour 
 can be studied (Joy & Li, 2012). According to the CCT perspective it is not acceptable to explain 
 and  understand  a  multidisciplinary  phenomenon  such  as  food  consumption  from  less  than  a 
 multidisciplinary basis (Joy & Li, 2012). 


The  CCT  perspective  seeks  to  achieve  a  deeper  understanding  of  consumption  behaviour  by 
taking  individual  meanings,  cultural  structures  and  the  specific  marketplace  context  into 
consideration (Arnould & Thompson, 2005). Consumption is, according to the CCT perspective, 
less  about  satisfying  needs  than  it  is  about  the  continuous  negotiation  of  meaning  through 
consumption  and  consumption  objects.  The  strength  of  CCT  is  the  complex  understanding 
provided  by  the  inclusion  of  rich  and  detailed  accounts  of  consumers’  real-life  experiences 
accompanied  by  a  consideration  of  the  social  and  cultural  factors  that  shape  consumers’  lives 
(Askegaard & Linnet, 2011). The CCT perspective is highly relevant to this study, as the aim is to 
understand how and why consumers make a choice of consumption both as individuals and/or in 
groups. The motivation is to unpack  a “consumption-field” (Arnould, 2007: 67)  within a social 
space, which is arguably possible within CCT because of the consideration of various factors such 
as the cultural context of consumption (Arnould, 2007). 



(13)According to the CCT perspective consumer culture is defined as:  “(...) a social arrangement in 
 which the relations between lived culture and social resources, between meaningful ways of life 
 and the symbolic and material resources on which they depend, are mediated through markets” 


(Arnould  &  Thompson,  2005:  869).  The  CCT  comprehension  of  consumer  culture  differs  from 
 the traditional understanding of culture as a homogenous system of collectively shared meanings. 


In the traditional understanding all Americans for instance are perceived to share a collective way 
 of life  (Arnould & Thompson, 2005). The CCT perspective on the contrary embraces a broader 
 understanding  of  culture,  where  a  consumer  can  be  involved  in  several  overlapping  social 
 groupings – each with a shared cultural meaning among the members (Cova, 1997). Experience, 
 meaning  and  action  all  emanate  from  consumer  culture,  because  consumer  culture  constitutes  a 


‘frame’  for  the  consumer,  and  within  the  borders  of  this  frame  certain  consumer  behaviour  and 
 interpretations  are  more  likely  than  others  (Arnould  &  Thompson,  2005).  Consumer  culture  is 
 thereby  the  context  for  the  on-going  negotiation  of  meaning  among  consumers  and  commercial 
 actors of various kinds (Arnould & Thompson, 2005). This makes the CCT perspective relevant 
 in studying how contemporary consumers come to choose their food consumption. 


Consumers navigate within cultural frames as participants in an interconnected system of market 
 resources. They are not passive recipients of marketing messages but instead active participants in 
 co-creative acts in the culture and the associated market system (Arnould, 2007). An example of 
 how  consumers  consume  within  cultural  frames  is  apparent  in  Melanie  Wallendorf  and  Eric  J. 


Arnould’s (1991) famous study of Thanksgiving Day in America. This study explored how food 
 consumption was an active force in the construction of culture of a special occasion e.g. through 
 rituals (Wallendorf & Arnould, 1991). The notion of consumers as active participants is pivotal in 
 the  theoretical  foundation  of  this  study  because  the  aim  is  to  understand  the  reason  for  and  the 
 possible achievements from consuming specific food individually, collectively and culturally. 


3.1.1 Research domains 


The  research  efforts  within  the  CCT  perspective  can  be  divided  into  four  research  domains: 


consumer identity projects, marketplace cultures, the sociohistoric patterning of consumption and 
 mass-mediated  marketplace  ideologies  and  consumers’  interpretative  strategies  (Arnould  & 


Thompson, 2005). These domains are overlapping, and it can be hard to separate them. Figure 2 
summarises the meaning of the four bearing domains and how they are interrelated. 
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FIGURE 2: CCT – Four research domains 


Source: Own revision (2015) of figure presented by Eric J. Arnould and Craig J. Thompson(2007). 


The four domains constitute the framework of CCT, and: “(…) a given CCT study can potentially 
 tap  into  all  four  of  these  domains” (Arnould  &  Thompson,  2007:  9).  Often  one  or  two  of  the 
 domains  are  chosen  as  primary  focus  in  CCT  studies  with  the  remaining  domains  as  tacit 
 considerations  (Arnould  &  Thompson,  2007).  To  achieve  the  aim  of  understanding  consumers’ 


reasons for and gains from choosing an alternative food regime an individual perspective is not 
considered  sufficient,  because: “Individual  selves  and  intentions  are  functions  of  social  and 



(15)cultural practices”  (Askegaard  &  Linnet,  2011:  387).  The  domains  of  particular  interest  to  the 
 present  study  are  both consumer  identity  projects  and marketplace  culture,  presented  briefly 
 below and elaborated further in the following subchapters. 


3.1.1.1 Consumer identity projects 


Central  to  CCT  research  is  the  representation  of  the  consumer  subject  as  a  reflexive  identity 
 seeker  who  navigates  through  opportunities  and  resources  provided  by  the  marketplace  to 
 construct  narratives  of  identity  in  a  continuous  identity  project  (Arnould  &  Thompson,  2005, 
 Askegaard  &  Linnet,  2011;  Cova,  Maclaran  &  Bradshaw,  2013).  Thereby,  consumers  obtain 
 identity through consumption (Joy & Li, 2012), as they adopt consumer identities produced by the 
 marketplace (Arnould & Thompson, 2005). Person-object relations are important to this research 
 domain, as objects come to play a critical role in the consumer’s definition of self (Belk, 1988). It 
 is  not  pivotal  what  the  object  is,  but  instead  it  is  important  what  the  object  can  provide  the 
 consumer  of  meaning  through  consumption  (Belk,  1988).  An  example  of  research  within  this 
 research domain is a study by Fleura Bardhi, Jacob Ostberg and Anders Bengtsson (2010), which 
 showed  how  food  consumption  is  central  to  the  definition  of  whom  we  are.  In  their  study  the 
 actual food consumed was not crucial but the symbolic meaning attached to it and obtained by the 
 consumer through consumption was of great importance (Bardhi et al., 2010). 


3.1.1.2 Marketplace culture 


The focal point in this research domain is how consumption comes to play a guiding role in the 
 cultural domain, in which consumers are perceived as culture producers rather than merely culture 
 bearers  (Joy  &  Li,  2012).  Sub-cultures  and  communities  are  of  great  interest,  as  these  social 
 groupings  can  be  facilitated  through  market  resources,  through  which  consumers  can  express 
 solidarity  (Arnould  &  Thompson,  2005).  In  a  community,  consumers  create  feelings  of  social 
 solidarity  and  cultural  worlds  by  means  of  shared  consumption  interests  (Kozinets,  2002a)  and 
 everyday  rituals  (Arnould  &  Thompson,  2007).  This  research  domain  builds  upon  the  ideas  of 
 neo-tribalism. Bernard and Véronique Cova’s case study of the urban tribe of in-line roller-skaters 
 (2002), and Cleo Mitchell & Brian C. Imrie’s study of vinyl record collectors (2011) are examples 
 of research studies within this research domain; they pursued an understanding of what it means 
 to the consumer to participate in communities chosen by the consumers themselves. 


3.1.2 Critique of the CCT perspective 


Whereas the complex understanding of the consumer and her way of consuming is the strength of 
CCT the complexity can also be argued a weakness  (Cova, Maclaran & Bradshaw, 2013). The 



(16)  


diverse and polyphonic field of approaches makes it difficult to draw any lines and make general 
 definitions  and  conclusions,  as  the  different  CCT  researchers  can  obtain  highly  different  results 
 from their studies. CCT studies can be focused in the same field of research but the results can 
 point  in  various  directions  due  to  the  lack  of  consistency  in  methodology.  Comparison  or 
 elaboration  of  CCT  studies  is  hence  challenging.  The  aim  of  this  study  is  to  develop  new 
 knowledge  within  food  consumption  through  LCHF-followers’  individual  and  collective 
 experiences.  I  also  strive  to  acknowledge  existing  work,  to  draw  parallels  and  contribute  with 
 elaborations when possible. 


CCT has emerged as a reaction against the objectivism present in for example economy. Critics 
 argue that CCT researchers for this reason rely too much on informants’ experiential outpourings 
 of personal consumption behaviour and too little on actual interpretation of these self-experiences 
 against an explanatory framework (Askegaard & Linnet, 2011). This critique of CCT research is 
 complied with in this study by using Douglas Holt’s (1991) thoughts of insightful interpretation. I, 
 as  researcher,  do  not  rely  solely  on  the  respondents’  personal  experiences  but  also  actively 
 interpret on these experiences and the context of consumption (Holt, 1991). 



3.2 Consumption practices 


Douglas Holt (1995) presented a typology of consumption practices to increase the understanding 
 of  how  consumers  consume.  This  typology  is  used  in  the  present  study  to  expand  the 
 understanding of what is consumed, as it is not merely the consumption object (Holt, 1995). All 
 products  may  carry  symbolic  meaning  (Holbrook  &  Hirschman,  1982),  and  this  meaning  is 
 obtainable through consumption. The typology of consumption practices is based on this notion 
 and  seeks  to  explain  how  consumers  consume  but  also  to  clarify  the  motivation  for why 
 consumers consume. Holt states four overall metaphors for consuming: consuming as experience, 
 consuming  as  integration, consuming  as  classification  and consuming  as  play  (1995).  These 
 metaphors  are  created  according  to  two  basic  distinctions:  structure  and  purpose  (Holt,  1995). 


Based on these distinctions a matrix is created, which is visualised in Figure 3. 



(17)FIGURE 3 – Consumers’ consumption practices 


Source: Own creation (2015) based on “How Consumers Consume: A Typology of Consumption Practices” by 
 Douglas Holt (1995) 


These  consumption  practices  are  useful  in  the  analysis  of  why  a  specific  kind  of  food  is 
 consumed, because they enable an understanding of how consuming food can be integrated into 
 the  consumer’s  identity  and  how  this  particular  consumption  can  help  classify  consumers  in 
 relation to other consumers. 


3.2.1 Consumption as integration 


Daiane  Scaraboto  &  Eileen  Fischer’s  study  of  Fatshionistas  (2012)  is  used  as  reference  to 
understand  consumption  as  integration  and  classification.  This  study  illustrates  how  consumers 
actively can use a consumption practice of integration to become part of and create a collective 
identity. In Scaraboto & Fischer’s study consumers felt marginalized, because they experienced 
that  the  choices  of  fashion  clothing  in  the  mainstream  consumption  culture  were  too  limited 
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(2012).  Their  consumption  community  was  used  as  a  valuable  resource  in  communicating  the 
 message  of  dissatisfaction  to  the  market  and  the  existing  consumption  culture.  Scaraboto  and 
 Fischer  argue  that  one  thing  triggering  consumers  in  an  effort  to  become  included  in  the  main 
 culture  is  the  coalescence  of  a  collective  consumer  identity  (2012).  A  collective  identity  can 
 happen  through  online  environments,  where  consumers  construct  their  identity  by  manifesting 
 their  opinions  about  a  particular  consumption  practice,  share  narratives  and  experiences  and 
 connect with each other beyond geographical boundaries (Scaraboto & Fischer, 2012). Through 
 this  collective  identity  marginalized  consumers  can  engage  in  collective  coping  with  the  status 
 quo (Scaraboto & Fischer, 2012). Consumption can simultaneously be used for integration and an 
 act  of  resistance  (Ellis  et  al.,  2011),  since  consumption  can  also  be  intended  to  dis-integrate 
 consumers  from  mainstream  consumption  and  make  them  part  of  a  shared  identity  of  market 
 opponents (Holt, 2002). 


3.2.2 Consumption as classification 


An  important  part  of  a  collective  identity  is  the  separation  of them  and us,  which  is  possible 
 through  consumption  as  classification.  A  way  to  achieve  this  distinction  is  when  a  group  of 
 consumers  identifies  an  inspiring  actor  perceived  as  capable  of  challenging  institutionalised 
 practices (Scaraboto & Fischer, 2012). Consumers are most likely to be inspired by actors with 
 whom  they  can  identify  (Scaraboto  &  Fischer,  2012),  and  such  actors  become  symbols  for  the 
 collective. Holt describes such classifying practices as both serving “(…) to build affiliation and 
 to enhance distinction” (Holt, 1995: 10). Inspiring actors can gather consumers in a community 
 but  also  persuade  consumers  to  question  a  dominant  ideology  and  distance  themselves  from  it 
 (Ellis et al., 2011). 


Furthermore  Scaraboto  and  Fischer  highlight  the  ability  of  consumers  to  find  support  in 
institutional  logics  adjacent  to  the  field  of  consumption  that  they  are  concerned  with  (2012).  In 
their study, overweight fashion-interested consumers drew on the logic of human rights in their 
argumentation for why the market should accommodate to their wants and needs as a population 
group equal to all others. These findings illustrates how consumers are able to draw on a rationale 
from outside the focal market, and in turn legitimize their behaviour and desire for more choices 
in  the  market  (Scaraboto  &  Fischer,  2012)  and  potentially  classify  themselves  in  relation  to 
others. 
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3.3 Identity and identity projects 


According  to  the  CCT  perspective  the  consumer  is  perceived  as  a  reflexive  agent,  but  it  is  not 
 merely intentional decisions that steer consumption behaviour as some cultural theories indicate 
 (Warde,  2014).  Theory  of  practice  by  Pierre  Bourdieu  adds  to  the  understanding  of  consumer 
 behaviour  that  the  consumer  is  not  driven  by  an  inner  private  motivation  but  instead  a  shared 
 understanding  inherent  in  the  consumer  culture  (Bourdieu  in;  Warde,  2014).  Consumers  may 
 experience themselves as unrestricted by social rules and obligations. They believe they are free 
 to choose their unique identity projects, but they are in fact deeply influenced by the surrounding 
 social  structures,  which  they  have  internalized  and  therefore  stopped  questioning  (Bourdieu  & 


Wacquant, 2004). In the absence of traditional references for behaviour, contemporary individuals 
 turn  to  the  system  of  consumption  in  their  search  for  an  identity  (Cova,  1997).  Consumers 
 actively  rework  and  transform  symbolic  meanings  encoded  through  advertisements,  brands  or 
 material goods to manifest their personal and social circumstances and further their identity and 
 lifestyle  goals  (Arnould  &  Thompson,  2005;  McCracken,  1988a).  The  consumer’s  continuous 
 identity project has not become simplified by relying on the system of consumption: “Today we 
 have  a  great  deal  of  choice  about,  who  we  want  to  be  and  the  kind  of  life  we  want  to  lead. 


Therefore  discovering  one’s  true  preferences,  navigating  choice,  and  representing  the  self  –  to 
 oneself  and  to  others  –  has  become  an  overwhelming  concern  and  a  primary  driving  force  in 
 consumption” (Ahuvia,  2005:  172).  Consumers  use  their  environment  to  remember  and  express 
 identity (Belk, 2014) and each consumer is on a continuous quest of becoming ‘someone’ within 
 the frame of the surrounding social structures (Cova, 1997; Bourdieu, 1984). 


3.3.1 The extended self 


A question many CCT researchers have searched to answer is what constitutes an identity or a self 
(Belk,  1988;  Markus  &  Nurius,  1986).  In  a  seminal  paper,  Russell  Belk  (1988)  argues  that 
consumers’  possessions  contribute  to  and  reflect  consumers’  identities  (Belk,  1988).  External 
objects become part of or an extension of the self that helps the consumer create an identity and 
communicate this identity to others. In the present study it is noted that Belk’s extension of self is 
not only through the possession of objects but also the mere consumption of objects. Studies have 
even  shown  that  self-definition  by doing  things  may  be  preferred  to  self-definition  by having 
things  (Belk,  1988).  My  aim  is  to  study  how  consuming  food  can  help  consumers  define  their 
selves.  In  this  understanding  my  main  focus  is  on  how  food  is  consumed  because “(…) 
omnivorous  consumers  rely  more  on  how  they  consume  than  on  what  they  consume  in  shaping 
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their identity” (Holt, 1997 in; Ahuvia, 2005: 175). When the consumption becomes extension of 
 the  self,  it  is  an  integrating  practice  (Holt,  1995).  The  consumer  consumes  an  object  as  an 
 instrument to establish or maintain an identity. Thus, the consumption of a specific object has a 
 meaning and is intentional and becomes part of the self and the identity narrative (Ahuvia, 2005). 


I  will  argue  that  the  theory  of  extended  self  is  pivotal  when  studying  consumption  of  food, 
 because  in  this  consumption  process  the  consumption  objects  are  incorporated  directly  into  the 
 body. Based on Belk (1988) and Fischler (1988) I argue that food consumption is an even stronger 
 process of extending the self than for instance wearing fashion clothing.  


3.3.1.1 Identity narratives and possible selves 


A  consumer  identity  can  be  perceived  as  a  list  of  attributes  provided  by  possessions  and 
 consumption  practices,  but  these  attributes  are  also  connected  to  important  situations  in  the 
 consumer’s  life  and  thereby  contribute  to  the  identity  narrative  (Ahuvia,  2005).  Consumers 
 construct social identities for themselves through narratives, actions and the personal information 
 they  reveal  to  others  (Olsson  et  al.,  2009).  They  routinely  reflect  upon  social  settings  to  decide 
 what part of their identity narrative that is suitable for the particular setting. An example of this is 
 people  suffering  from  celiac  disease,  who  are  shown  to  continuously  consider  in  which  social 
 settings  they  feel  like  revealing  their  disease  and  lay  open  that  part  of  their  identity  narrative 
 (Olsson et al., 2009). 


Belk (1988) argues that a person is what she owns. I use theory of identity narratives to elaborate 
that  the  person  also  is  what  she  has  owned  and  done  through  her  life  (Ahuvia,  2005).  The 
storyline  of  consumption-possessions  and  -actions  helps  the  consumer  make  sense  of  who  she 
was, is and can possibly be (Ahuvia, 2005). The joined understanding of the extended self and an 
identity  narrative  can  help  understand  a  consumer’s  story  and  how  she  imagines  her  future 
identity,  as  it  is  a  traceable  pattern  of  the  consumption  identity  over  time.  With  regard  to  food 
consumption the identity narrative can reveal if consumers continue the consumption pattern and 
identity  they  were  raised  with  or  if  they  change  it  during  their  lives.  The  concept  of  identity 
narrative  can  contribute  to  the  understanding  of  why  consumers  choose  alternative  food 
consumption  at  some  point  in  their  lives.  Resistance  towards  traditions  or  the  market  expressed 
through consumption can be important narratives. Holt (2002) studied how consumers can create 
a  meta-identity  for  themselves  as  sovereign  consumers  through  a  narrative  portraying  how  they 
resist the market. 
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 ideal  selves  that  consumers  strive  to  become  but  also  the  selves  consumers  fear  becoming 
 (Markus & Nurius, 1986). Possible selves can be perceived as all the identities provided by the 
 surrounding  culture  that  the  consumer  cannot  access  yet.  When  consumers  perceive  themselves 
 they do not only see their present state but also their potential: what they plan to do (Markus & 


Nurius,  1986),  and  possible  selves  are  therefore  important  in  understanding  the  motivation  of  a 
 consumption situation. It is the possible selves that can quickly respond to changes in for instance 
 fashion, when the consumer imagines possible selves such as trendy and hip, bohemian etc. Not 
 all possible selves are realised by the individual but they exist as part of the working self-concept 
 and identity project. Figure 4 explains the present study’s understanding of the relation between 
 the three concepts: extended self, identity narrative and possible selves. 


FIGURE 4 – The storyline of the consumer’s continuous identity project 


Source: Own creation (2015) based on papers by Russell W. Belk (1988), Aaron C. Ahuvia (2005) and Hazel 
Markus and Paul Nurius (1986). 
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Figure 4 helps explain how the consumer navigates her on-going identity projects, and elicits that 
 a consumer does not have one united identity:“To suggest that there is a single self to which one 


‘can be true’ or an authentic self that one can know is to deny the rich network of potential that 
 surrounds individuals” (Markus  &  Nurius,  1986:  965).  The  extensions  of  self  contribute  to  the 
 establishment  of  the  present  self  while  the  possible  selves  constitute  an  ‘identity  play’  of  the 
 future self. 



3.4 Marketplace culture 


This  study  includes  contextual  elements  of  the  consumption  situation  to  obtain  a  deeper 
 understanding  of  consumers’  consumption  choices  and  behaviour.  This  will  help  provide  an 
 insight into why a desired consumer identity is attractive and legitimate at all (Cova, Maclaran & 


Bradshaw, 2013), since individual selves are functions of social and cultural practices (Østergaard 


&  Jantzen,  2000).  The  focus  on  two  of  the  mentioned  CCT  domains  helps  avoid  a  one-sided 
 attention  to  a  self-realizing  individual,  because  it  enables  researchers “(…)  not  to  give  up  the 
 study  of  consumer  experience,  but  (to  situate)  acts  of  consumption,  their  motivations  and 
 consequences in a world that reaches beyond the subjectivity of the agent” (Askegaard & Linnet, 
 2011:  387).  Consumers  do  not  only  experience  the  world  personally  but  also  impersonally 
 through  mental  memberships  in  various  social  communities  (Zerubavel,  1997).  That  is,  the 
 collectives consumers partake in entail social structures, which influence consumers’ experience. 


In this study the main focus within the CCT domain marketplace culture is community, which has 
 been proven critical to consumers in several research studies (Muniz & O’Guinn, 2001; Scaraboto 


& Fischer, 2012). 


3.4.1 Community 


The  context  of  consumption  in  the  present  study  is  perceived  to  be  postmodernism.  As  long  as 
any  kind  of  predefined  social  groups  have  existed  the  modern  consumer  has  tried  to  liberate 
herself from them in order to make the project of the free subject come true (Cova, 1997). The 
postmodern  consumer  has  never  been  freer  in  private  and  public  choices  now  that  traditional 
social  bonds  are  broken  or  significantly  weakened  (Firat  &  Venkatesh,  1995).  Despite  the  long 
fight for individual liberation the postmodern consumers are recomposing their social universe but 
this  time  based  on  an  emotional  free  choice  and  not  restricted  by  class  or  inheritance  (Cova, 
1997). Consumers choose to become members of social communities tied together through shared 
emotions,  lifestyles,  moral  beliefs,  a  sense  of  justice,  and  consumption  practices  (Cova,  1997). 



(23)The  more  central  a  consumption  activity  is  to  the  consumer’s  self-image,  the  more  likely  the 
 consumer is to pursue and value a community around this type of consumption (Kozinets, 1999). 


Social  communities  have  more  influence  on  consumers’  behaviour  than  any  other  institution  or 
 cultural  authority  (Cova  &  Cova,  2002).  Communities  and  the  influence  on  the  members  are 
 therefore important to consider in the present study. 


The  understanding  of  a  community  is  in  this  study  inspired  primarily  by  Cova’s  findings  of 
 postmodern  tribes  (1997).  The  term community  is  used  to  cover  the  social  groupings  perceived 
 among  consumers  today,  despite  the  fact  that  Cova  (1997)  argues  for  a  differentiation  in  the 
 definition of community and tribe. In this study a community is relatively stable and permanent 
 but it entails some of the same social dynamics inherent in Cova’s short-term and unstable tribes 
 (1997). The definition of a community is as follows: “(…) Any social group in which perceived 
 membership  offers  a  sense  of  identity  to  the  individuals  who  see  themselves  as  part  of  that 
 community” (Fosfuri et al., 2011: 223). The perceived membership in a postmodern community is 
 different from the forced membership of traditional communities such as family. Consumption in 
 postmodern  communities  also  differs  from  a  traditional  individual  search  for  meaning.  In 
 postmodern communities the consumer is “(…) looking less in consumption for a direct means of 
 giving meaning for life than for a means to form links with others in the context of one or several 
 communities of references, which will give meaning to his life” (Cova, 1997: 307). Goods, such as 
 food, are consumed for what they come to mean, as they become indicative of social inclusion or 
 exclusion (Marshall, 2005), and consumers consume less for the consumption object and more for 
 the link obtainable through it. Consumer communities use the social “linking value” (Mitchell & 


Imrie, 2011) of consumption objects to create a community and express identity. 


Interaction  with  likeminded  consumers  in  a  community  helps  consumers  to  manage  possible 
stigma  related  to  the  experience  of  being  different  from  the  majority.  Indirectly  such  an 
empowering interaction can help consumers to develop a shared language of the stigma (Olsson et 
al., 2009), which can be perceived as an underlining of the classifying element in consuming in a 
community. The members achieve a strong indicator of who is ‘linked’ and who is not. Instead of 
being based on personal emotions the individual is guided by the community she has chosen to 
become  member  of  (Østergaard  &  Jantzen,  2000).  In  this  way,  consumers  break  down  the 
marketer’s dominance by seeking out social spaces in which they can produce their own culture 
(Holt, 2002). Communities can be created as an attempt to resist being dominated by the market 
in  so-called “New Consumption Communities”  (Ellis  et  al.,  2011:  173),  which  are  communities 
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created in a reactive mode seeking to offer an alternative to a perceived dominance (Ellis et al., 
 2011).  A  community  can  thereby  make  consumers  experience  an  escape  from  the  dominating 
 market through reflexive resistance (Holt, 2002), for instance when consumers choose not to be 
 part of the market by creating communities reflecting upon a consumption practice. 


The  consumption  of  food  is  of  particular  interest  in  regard  to  communities,  because  while  the 
 sensual  pleasures  of  eating  are  individualised,  eating  is  a  social  activity  and  regulated  by  the 
 community that the consumer is part of (Marshall, 2005). Even though the individual consumer 
 prefers one kind of food, the community influence can be the arbiter of ‘proper’ taste (Marshall, 
 2005), since postmodern communities are perceived to exist in no other form but the symbolically 
 and ritually manifested commitment of the members (Cova, 1997). The community members are 
 crucial to each other, because they are mirrors in which consumers see themselves (Belk, 1988): 


“Your  identity,  your  self,  depends  upon  the  people  and  things  that  compose  your  associations. 


And (…) your knowledge of yourself and your development as a person are both predicated on 
 those same associations”  (Belk,  1988:  156).  Thus,  a  rephrase  of  an  old  saying  is:  you  are  what 
 you eat, but you also are the company you keep (Belk, 1988). 


3.4.2 Communities online 


Postmodern consumers are constantly on the lookout for anything that can facilitate and support 
 the community, and one example can be an online forum (Cova, 1997). Studies have shown that 
 many  people  experience  the  online  arena  as  a  suitable  alternative  to  real  life  communication, 
 socialisation and learning (Seraj, 2012). Online communities are even argued to “act as a virtual 
 glue for consumers to quench their desire to belong to a group”  (Seraj,  2012:  210).  Several  of 
 such  online  affiliations  are  based  on  consumption  activities  (Kozinets,  1999),  which  make  an 
 online  perspective  on  communities  interesting  to  this  study  of  food  consumption.  Mina  Seraj 
 (2012) presents findings from a study of an online community, which illustrates how value can be 
 presented to the users of an online community through content quality, platform interactivity and 
 self-governed  culture.  Online  communities  can  cause  strong  associations  because  such  social 
 groups  have  a  real  and  important  existence  to  their  participants  and  in  fact  have  consequential 
 effect on many aspects of the participants’ behaviour (Kozinets, 2002b; Cova & Cova, 2002). 


Seraj (2012) presents three main values that can be achieved in online communities: Intellectual 
value, social  value  and cultural  value  (Seraj,  2012). Intellectual  value  is  created  through  co-
creation  of  knowledge  among  members  of  the  community  and  the  quality  of  user-generated 
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 community’s consumption practice. The quality of the content relies on the diversification in the 
 members,  since  consumers  of  diverse  professions  can  participate  in  the  online  knowledge 
 creation. 


The main aspect that contributes to social value is an interactive environment (Seraj, 2012), which 
 means: “(…) The motivation of people to connect with each other, not (…) the site. The relations 
 among  members  of  an  online  community  start  to  develop  into  stronger  ties  and  create  loyalty 
 towards  to  community” (Seraj,  2012:  215).  Consumers  thereby  get  tied  together  through  a 
 community of free choice, which enables otherwise diverse individuals to meet. Some community 
 members  might  choose  to  meet  offline  but  it  is  not  necessary  for  the  experience  of  a  collective 
 identity to arise. It is the re-emergence of community structure that results in the invigoration of 
 social concepts such as belonging, trust, caring and sharing (Seraj, 2012; Kozinets, 2002b). 


The formation of strong ties increases the community members’ commitment levels and facilitates 
 the  emergence  of  an  actual  online  community  culture  and  thereby cultural value (Seraj,  2012: 


216). The community culture consists of a set of values and meanings that helps “(…) individuals 
 communicate,  interpret  and  evaluate  as  members  of  a  society  and  gives  a  sense  of  identity  and 
 understanding  of  acceptable  behaviour”  (Seraj,  2012:  216).  Together  with  community-specific 
 policies  and  rituals,  culture  works  as  a  guideline  to  acceptable  behaviour  in  a  particular 
 community. The understanding of the three mentioned values achievable through membership of 
 an online community is used in the processing of data in the present study to get a comprehensive 
 insight into the meaning connected to a specific consumption practice: the consumption of food. 



3.5 Consumption of food 


Several  studies  have  shown  how  food  consumption  is  of  great  importance  to  the  individual 
(Bardhi  et  al.,  2010;  Naccarato  &  Lebesco,  2012)  because “food is never just about eating and 
eating  is  never  just  a  biological  process”  (Bardhi  et  al.,  2010:  135).  Food  is  central  to  our 
individual  definition  of  who  we  are,  as  the  relationship  between  the Self  and  the Other  can  be 
contested  through  food  (Bardhi  et  al.,  2010).  Consuming  food  involves  the  intimate  exchange 
between the self and environment and is hence an affect-laden act (Rozin, 1999). Consumers can 
through food practices create and sustain identities that are aligned with the expectations of their 
surroundings  but  food  consumption  can  also  be  used  to  fight  back  at  dominant  society  norms 
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(Naccarato & Lebesco, 2012). An example is how consumption of food has become a means to 
 express one’s political conviction, since the purchase of food is often easier to find time for than 
 attending a political protest (Johnston & Baumann, 2010). 


The cultural and social context has a great influence because “(…) food consumption is regulated 
 as  much  via  social  and  cultural  influences  as  it  is  by  any  biological  or  physiological  response 
 (…)” (Marshall, 2005: 71). The individual consumer’s chosen food consumption  is not solely a 
 result  of  a  reflexive  choice,  since  it  is  shaped  by  the  consumer’s  “(...) socio-economic standing 
 and  home  culture  food  regimes,  and  tend  to  be  enduring  and  take  considerable  amount  of  time 
 and effort to transform” (Bardhi et al., 2010: 135). Food consumption simultaneously asserts the 
 oneness of the ones eating the same and the otherness of whoever eats differently, because “we 
 are what we eat, and we also are what we do not eat” (Belasco, 1999: 27). Food can reveal whom 
 we are, where we came from, and where we are heading by clarifying what social groupings we 
 belonged to in the past and in the present. 


Bardhi  et  al.  (2010)  conducted  a  study  of  cultural  boundaries  through  food  consumption  when 
 travelling. The main finding was that food tastes and consumption are among the most resistant 
 during  acculturation  (Bardhi  et  al.,  2010).  I  will  argue  that  the  strength  of  learned  food 
 consumption practices are not only relevant with regard to travelling but also in daily life. When 
 the self feels threatened by foreign cultural cues “(…) food becomes an anchor that reminds the 
 (consumers) of who they really are and a way of re-establishing familiarity (…)”  (Bardhi  et  al., 
 2010: 136). I argue that such foreign cultural cues occur in daily life as well. 


Food consumption can be a useful resource in the consumer’s on-going identity project as it can 
 communicate  an  identity  both  outwards  and  inwards  (Bardhi  et  al.,  2010).  Food  can  help 
 consumers  in  navigating  the  marketplace  offerings  as  food  provides  templates  of  accepted 
 behaviours in a given culture (Bardhi et al., 2010). Consuming a specific kind of food can thereby 
 help  consumers  attain  a  desired  identity  and  gain  status  within  a  given  field  (Bourdieu,  1984). 


Taste  is  often  understood  as  a  set  of  embodied  preferences  that  is  connected  to  cultural  capital 
(Arsel & Bean, 2013; Bourdieu, 1984), and in the same way food consumption can be understood 
as  preferences  that  hinge  on  culinary  capital  within  the  field  of  food  (Naccarato  &  Lebesco, 
2012). In this study culinary capital and cultural capital is understood as synonymous within the 
field of food. 



(27)An important factor to consider with regard to food is health. It has become a dominant issue in 
 contemporary culture, and in many contexts health is the ultimate yardstick of social and personal 
 accomplishment (Kristensen et al., 2011). Food and healthiness are inseparable since “food is one 
 of  the  domains  where  the  process  of  personalized  responsibility  for  the  relation  between  health 
 and  body  is  most  obvious” (Kristensen  et  al.,  2011:  197).  Thereby,  it  has  become  a  personal 
 responsibility to achieve healthiness and a way to do this is through the food you consume. This 
 insight is interesting as this study seeks to understand why consumers choose an alternative to the 
 official Danish guidelines for a healthy diet. 


3.5.1 Food regimes 


An  overall  insight  into  a  structure-agency  relation  can  help  provide  an  understanding  of  why 
 specific  food  consumption  is  performed,  reproduced  and  maintained  in  everyday  life  (Arsel  & 


Bean, 2013). Zeynep Arsel and Jonathan Bean (2013) studied how taste has been conceptualized 
 and how it enters into daily practice. Arsel and Bean studied taste in relation to interior design, but 
 the  understanding  of  a  taste  regime  and  its  practice  can  be  useful  in  the  understanding  of  food 
 consumption  as  well.  I  argue  that  the  term  ‘food  regime’  can  be  defined  drawing  on  Arsel  and 
 Bean’s  definition  of  a  taste  regime.  A  food  regime  is  understood  as  a  discursively  constructed 
 normative  system  in  accordance  with  Bourdieu’s  social  fields  (1984).  It  is  learned  practice  that 
 entails  control  over  organic  needs,  and  what  can  be  perceived  as  edible  (Bardhi  et  al.,  2010). 


Thus, a food regime constitutes a shared understanding of proper food consumption that shapes 
 the ways consumers perceive food, consume food and derive meaning from food. A food regime 
 should  be  comprehended  as  the  set  of  rules  that  regulates  a  group  of  consumers  and  identifies 
 what is valued and hence provides status (Bourdieu, 1984). Knowledge of food consumption and 
 the influence on one’s health is in many contemporary food cultures rewarded with a high social 
 status (Johnston & Baumann, 2010). 


Each  culture  is  believed  to  have  its  own  food  regimes  (Bardhi  et  al,  2010).  Subcultures  exist 
 within the Danish culture, and in this study I suggest that each subculture follows a specific food 
 regime.  These  food  regimes  are  communicated  through  marketplace  institutions  such  as 
 magazines and blogs, and regulate consumers’ behaviour through continuous engagement (Arsel 


&  Bean,  2013).  The  followers  of  a  food  regime  share  an  understanding  of  food  consumption, 
which makes it easy to distinguish followers from those outside. It is in the meeting with different 
food  regimes  that  consumers  in  fact  realise  or  affirm  their  expression  of  identity  (Bardhi  et  al., 
2010). 



(28)  



4. METHODOLOGY 


In  this  chapter  the  understanding  of  knowledge  creation  and  the  philosophy  of  science  of  the 
 present study are elucidated. The choice and implementation of qualitative methods suitable for 
 the study is explained and considerations in relation to the data collection are presented. 



4.1 Philosophy of science 


The  present  study  strives  to  achieve  an  understanding  of  the  social  phenomenon  of  food 
 consumption from a CCT perspective. This theoretical direction focuses on how individuals are 
 active  parts  of  creating  and  maintaining  the  surrounding  consumer  culture  and  highlights  the 
 importance to the researcher to be aware of the consumer’s standpoint. In much the same way it is 
 important to clarify the interpreting researcher’s scientific theoretical base and standpoint, which 
 is elaborated below. 


4.1.1 Social constructivism 


The  ontological  approach  and  the  scientific  theoretical  foundation  of  the  present  study  is  social 
 constructivism. This means reality is not believed to be an objective reality (Fuglsang & Olsen, 
 2009). Instead, reality is actively shaped and influenced by our acknowledgement of it (Fuglsang 


& Olsen, 2009). My research focus includes how food consumption is socially comprehended and 
 how it is constructed and maintained through consumers’ participation in the surrounding culture. 


The social processes consumers partake are perceived to form them as individuals. An example is 
 how  consumers  search  for  and  obtain  identities  through  the  social  process  of  consuming  food. 


This focus is in accordance with the anti-essential argument of social constructivism: there is no 
 residing  natural  essence  in  people  and  the  social  societal  phenomenon  is  not  constant  and 
 inalterable (Fuglsang & Olsen, 2009). 


When  collecting  empirical  data  I  am  inspired  by  phenomenology’s  aim  of  understanding  the 
 individual’s world. I am attentive to not rely too much on phenomenological thinking as it has an 
 inherent  inclination  towards  methodological  individualism  (Askegaard  &  Linnet,  2011). 


Therefore, the focus on context is a continuous consideration in the collecting and processing of 
data,  to  avoid  that  the  empirical  results  of  this  study  are  perceived  only  in  an  internal  or 
idiosyncratic context (Askegaard & Linnet, 2011). 



(29)The knowledge created in this study is influenced by the context of the researcher, as knowledge 
 can  never  be  a  reflection  of  reality  but  merely  an  interpretation  of  reality  (Holt,  1991).  The 
 understanding of the researcher’s standpoint is inspired by Bourdieu’s considerations of reflexive 
 sociology: engaged sociology objectifies the ‘place’ from where the researcher views the section 
 of reality for a given study (Bourdieu & Wacquant, 2004). In other words, as a researcher I must 
 constantly  consider  the  position  I  take,  and  how  this  affects  the  presentation  of  what  is  studied 
 (Bourdieu  &  Wacquant,  2004;  McCracken,  1988b).  I  cannot  objectify  myself  fully,  since  this 
 study  depends  on  my  ability  as  a  researcher  to  interpret  and  to  rely  on  personal  intuition  to 
 understand  others’  reality  (Hirschman,  1986).  The  creation  of  knowledge  depends  upon  my 
 understanding of the context to enable insightful interpretation (Holt, 1991). 


4.1.2 Inductive research 


An inductive research strategy is used in analysing the empirical data, as the data is collected to 
 build  theoretical  proposals  rather  than  to  test  theory  (Bryman  &  Bell,  2011).  This  inductive 
 research is an iterative process, which involves a tracking back and forth between existing theory 
 and  the  collected  empirical  data  (Bryman  &  Bell,  2011).  This  study,  like  most  others,  is  not 
 entirely inductive, since reviews of existing literature and research projects have inspired the data 
 collection. Existing theory is used as inspiration for the research design, as part of the analysis of 
 the empirical data, and as supplement in understanding phenomena revealed in the data. There is 
 at this time no similar studies in this specific field of research of LCHF and the data can hence 
 help build a new theoretical proposal. 



4.2 Research design 


The  research  design  is  a  direct  result  of  considerations  of  what  this  study  aims,  as  the  aim  and 
subject  decides  the  research  methods  (Kvale  &  Brinkmann,  2010).  The  choice  of  scientific 
theoretical  foundation  also  has  an  influence  on  the  methods  used.  The  research  design  is 
qualitative  to  enable  a  deep  and  nuanced  comprehension  of  the  chosen  research  field.  The 
qualitative methods primarily have an understanding aim instead of an explaining aim (Andersen, 
2003).  This  study  does  not  have  an  objective  to  attain  a  shallow  understanding  of  many 
respondents  but  instead  a  deep  understanding  of  few,  and: “without a qualitative understanding 
(…) we can only know what the numbers tell us” (McCracken, 1988b: 9). 
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The  research  design  consists  of  two  qualitative  methods:  in-depth  interviews  and  netnography 
 (Kozinets, 2002b). These methods are frequently employed in CCT research and will help create 
 an understanding of why consumers follow a specific food regime and what they obtain from this 
 consumption behaviour. The epistemological position can be described as interpretivist, meaning: 


“(…)  the  stress  is  on  the  understanding  of  the  social  world  through  an  examination  of  the 
 interpretation of that world by its participants” (Bryman & Bell, 2011: 386). The strength of the 
 individual  in-depth  interviews  lies  in  the  possibility  to  search  for  further  elaboration  of  the 
 respondents’ answers and the nethnographic study helps to reveal behaviour that the consumers 
 are  unaware  of  or  do  not  openly  want  to  share.  The  netnographic  study  is  a  secondary  data-
 collection  method.  It  is  conducted  during  the  entire  period  of  this  study,  and  works  as  a 
 supplement for the individual in-depth interviews. The combination of methods helps secure two 
 different contexts for the data collection: the individual consumer in an interview setting and the 
 individual consumer in natural settings intermingling online, with the researcher as an observant 
 and  interpreter.  Data  triangulation  is  achieved  by  combining  the  two  data  collection  methods, 
 which  helps  increase  the  validity  of  the  research  (Bryman  &  Bell,  2011)  and  strengthens  the 
 generalizability of the findings (Seraj, 2012). 


The  choice  of  relying  solely  on  qualitative  research  methods  entails  potential  limitations,  since 
 results from qualitative studies do not have the same generalizability as results from quantitative 
 studies: “How  widely  what  is  discovered  exists  in  the  rest  of  the  world  cannot  be  decided  by 
 qualitative methods” (McCracken, 1988b: 17). I am aware of this but I do not perceive it to be a 
 limitation, because the intention of this study is not to create a universal theory but instead to go 
 deep into the empirical data, and create theoretical proposals in relation to consumers’ adherence 
 to an alternative food regime in a Danish context. 


4.2.1 In-depth interviews 


Many  different  definitions  of  qualitative  in-depth  interviews  exist  including  long  interviews 
(McCracken, 1988b), semi-structured interviews (Bryman & Bell, 2011) and lifeworld interviews 
(Kvale  &  Brinkmann,  2010).  In  this  study  a  combination  of  the  three  mentioned  definitions  is 
used  under  the  term in-depth  interviews,  as  the  three  types  of  interviews  advocate  relatively 
similar approaches. In the in-depth interview the researcher does not slavishly follow a schedule 
(Bryman & Bell, 2011) but an interview guide is recommended as a “(…) rough travel itinerary 
with which the interview can be negotiated” (McCracken, 1988b: 37). Moreover an active but not 
obtrusive researcher asks open-ended questions (McCracken, 1988b; Bryman & Bell, 2011; Kvale 



(31)& Brinkmann, 2010). Qualitative in-depth interviews can take researchers into the lifeworld of the 
 respondents and discover how the respondent sees the world (McCracken, 1988b). This makes the 
 research  method  relevant  and  useful  to  this  study,  which  relies  on  consumers’  experiences  and 
 stories. 


4.2.1.1 Preparation for interview 


Qualitative  research  is  accused  of  lacking  the  same  amount  of  structure  as  most  quantitative 
 studies, but it is rarely so unstructured that a research focus cannot be specified (Bryman & Bell, 
 2011). In this study the research focus was explained to the respondents prior to the interviews in 
 a short overall description. The purpose was to make the respondents feel comfortable with what 
 was  going  to  happen.  The  respondents  were  only  informed  that  the  aim  of  the  study  was  to 
 understand  why  consumers  choose  to  follow  LCHF,  and  what  they  achieve  from  the  loyalty 
 towards LCHF. In this way the respondents could not prepare for specific answers or sense any 
 hope  for  specific  findings  from  the  researcher,  and  thereby  become “overhelpful”  (McCracken, 
 1988b: 27) in the interview situation. 


An interview guide was produced with the purpose to work as a ‘direction guide’ for the interview 
 (App.  1).  The  interview  guide  contained  themes  and  suggestions  for  questions  that  I  wanted  to 
 cover  during  the  interview  (Kvale,  2007).  Two  versions  of  the  interview  guide  were  produced, 
 considering that some of the respondents were experts within the field of research (Kvale, 2007). 


The  structure  of  the  interview  guides  was  the  same  with  the  exception  that  more  questions 
 concerning  the  experts’  professional  experiences  were  presented  in  one  of  the  guides  (App.  2). 


The  interview  guides  contributed  to  consistency  across  interviews,  as  all  respondents  were 
questioned  in  the  same  themes  (McCracken,  1988b;  Kvale  2007).  The  interview  guide  was 
organised  into  five  themes  in  accordance  with  Kvale  &  Brinkmann’s  (2010)  comprehension  of 
how to orchestrate interviews. Figure 5 illustrates the structure of the in-depth interviews. 
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FIGURE 5 – Interview structure 


Source: Own creation (2015) 


The  interview  guide  were  based  on  the  understanding  of  good  interview  questions,  which  both 
 contribute  thematically  to  the  production  of  knowledge  and  dynamically  to  encourage  a  good 
 collaboration (Kvale & Brinkmann, 2009). Thus, focus was on covering the themes related to the 
 field  of  research  but  also  to  avoid  constructing  an  unnatural  academic  situation,  which  would 
 prevent spontaneous answers. 


4.2.1.2. Respondents 


Individuals with knowledge specifically within the LCHF food regime and in favour of the LCHF 
lifestyle  were  of  interest  as  respondents  in  this  study.  The  professional  and  renowned  LCHF-
blogger and LCHF-author, Jane Faerber, was contacted to be a respondent. She was able to give 



(33)both  a  private  insight  into  why  she  adheres  to  LCHF,  but  also  her  understanding  of  what  her 
 followers achieve by following LCHF. One additional LCHF-blogger was included as respondent 
 to  avoid  relying  too  much  on  one  expert  within  the  field.  McCracken  (1988b)  argues  that 
 respondents should not have expert knowledge of the topic under study, but I will argue that in 
 this  study  the  two  experts  contribute  to  a  more  nuanced  understanding  especially  regarding  the 
 social aspect of LHCF. 


In addition to the two professional Danish bloggers, ‘ordinary’ LCHF-followers were wanted as 
 respondents. The respondents were located through purposive sampling (Guarte & Barrios, 2005), 
 which  is  a  random  selection  of  respondents  within  a  group  of  people  with  information  on  the 
 subject of interest (Guarte & Barrios, 2005). Young to middle-aged women were the target group, 
 as it is often women that are most interested in food communication including diets and dietary 
 recommendations  (Groth  &  Fagt,  2003).  The  target  group  for  the  official  dietary  guidelines  is 
 women around 30 years old (Diet and nutrition, 2013), and it was therefore interesting to explore 
 why some of these targeted women choose an alternative diet. Respondents who wished to speak 
 openly about LCHF were preferred, so that a deeper understanding was feasible to the researcher.  


Through preliminary research of LCHF a popular Facebook group with high activity and almost 
 20.000  members  (LCHF/Lavkarbo,  n.d.)  was  identified.  The  members  of  this  group  were  very 
 active  and  they  were  hence  of  interest  as  respondents,  as  they  would  be  able  to  contribute  with 
 information  (Guarte  &  Barrios,  2005).  I  applied  for  membership  in  the  Facebook  group  and 
 informed  the  group  administrators  of  my  intentions.  I  wrote  a  post  in  the  group  visible  to  all 
 members,  where  I  presented  myself  as  a  student,  the  aim  of  the  study  and  the  requested  target 
 group  for  respondents  (App  24).  Eight  members  of  the  group  contacted  me  within  a  day, 
 commenting  the  post  or  in  private  messages,  offering  their  assistance.  The  pool  of  respondents 
 were  created  from  these  volunteers  based  on  their  age  and  the  time  they  had  been  following 
 LCHF  to  create  the  most  varied  composition  possible  within  the  mentioned  target  group 
 (McCracken, 1988b). The respondents ranged in age from 22 to 38, and from one to five years of 
 following LCHF. Six respondents were invited for the in-depth interviews (McCracken, 1988b). 


4.2.1.3 The interviews 


The interviews were all but one conducted in the respondents’ natural environment to establish a 
setting in which the respondents felt safe opening up about the subject (Kvale, 2007). This was 
important  considering  that  food  and  one’s  body  must  be  argued  to  be  a  personal  matter.  The 
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