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1 Abstract 

The proliferation of attention given to environmental issues in politics, the media and economics is 

distinctive for one of the biggest trend movement of the last decades. Past studies have focused on 

researching green marketing as an emerging topic of importance. However, as vegan advertising is 

increasingly commonplace on product packages, this thesis provides novel empirical research 

following an exploratory mixed method research model, investigating the perception of students in 

the south of Sweden regarding vegan advertised products. Including qualitative in-depth interviews 

as well as a quantitative online survey, the study provides detailed insights into consumer biases and 

associations with the term’s vegan and plant-based and its influence on product selection choices. 

Findings, as well as recommendations are submitted and completed in a conclusive discussion. 

Key words: Vegan, consumer-based marketing, green marketing, sequential exploratory strategy 

research  

Purpose: The purpose of this research study is to examine the perception of as vegan advertised assets 

by students, enrolled in a university in the south of Sweden in 2018/2019. 

Methodology: The research is conducted in a mixed-method sequential exploratory research design 

with a combined approach of an initially inductive and subsequently deductive concept. 

Empirical Findings: Streamlining the findings of this paper, the word “vegan” is personified as a 

26-year-old female Vegan. Depending on knowledge regarding the topic and personal experience, 

the association can evoke positive, or negative emotions.  The term “plant-based” is distinctly less 

afflicted with stereotypical associations than the tern “vegan”. Vegan products are associated with 

being pricy. 

Conclusion: The contemporary phenomenon of vegan advertising is afflicted with numerous 

prejudices 
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2 Introduction 

2.1 Background 

“There’s one issue that will define the contours of this century more dramatically than any other, and 

that is the urgent threat of a changing climate.” (The White House, 2014) 

 Statements like this by Barack Obama at the UN climate change summit on 24 September 2014 at 

the United Nations Headquarters in New York have decisively influenced the media landscape over 

the past decades.  

The topic of sustainability has gained considerably in attention over the recent years, recognizable by 

numerous noteworthy global media attention, concerning inter alia the diesel fuel scandal, where VW, 

Audi and Porsche had to pay penalties of up to one Billion Euros for forging and circumventing 

emission regulations (Tagesschau, 2019). 

A global, newfound interest in nature conservation arose among many angles, not restrainable to 

frontiers or social strata. The sixteen years old Swedish Environmental activist Greta Thunberg 

started the “Fridays for Future” strikes in 2018, motivating people, especially children, to protest on 

Fridays for climate justice and to raise awareness for the climate crisis. The young activist incites 

consumer's realization of the power their purchasing decisions have on the direction of economy, 

following the basic principle of interrelatedness between supply and demand. The Fridays for Future 

movement grew into a phenomenon, mentioned in the media worldwide (Fridays for Future, 2019).  

According to the statement of (Thunberg, 2019), “one of the global tools we have at hand today” is 

the political confessions on the importance of climate change in form of the Paris agreement.  

On the 4thof November 2016, 185 member states of the UNO ratified the Paris agreement and 

collectively agreed to the central aim of confining a global temperature rise to ideally 1.5 degrees 

Celsius and furthermore strengthening countries in their handling of the impact of climate change 

(United Nations Climate Change, 2018). But Thunberg does not stand on her own in the fight for 
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climate justice, celebrities like Leonardo DiCaprio (The Leonardo DiCaprio Foundation, 2019), and 

Meryl Streep (Thinkprogress.org, 2019), use their popularity to educate about the climate crisis.  

Environmental concerns have not only made their ways into politics, but also hit headlines in 

economy. As Carlson et al. investigated already in 1993, a concurrent rise in environmental 

advertising and an increase of consumers’ interest in environmental issues was deductible.  

According to Hassan and Valenzuela 2016, “The importance of advertising as a green marketing tool 

has been noticed by many scholars and is a topic of emerging research. “ 

Supporting D’Souza’s, Taghian’s and Lamb’s studies that companies are responsive to the demand 

that is being created by green consumers, McDonalds’ launched a Vegan Happy meal (Chiorando, 

2019), the Brand Ben and Jerry’s launches vegan Ice cream (Peta, 2019)  and the dairy titan Danone 

invested 60 Million Dollars into plant-based milk products (Chiorando, 2017). Enqueueing the trend, 

America’s largest meat processor Tyson Foods backed the brand Beyond Meat by investments 

(Purdy, 2017) (Clare D'Souza, Mehdi Taghian, Peter Lamb, 2006). With investors like Bill Gates and 

Don Thompson (former president and chief executive of McDonalds between 2012 and 2015), 

Beyond Meat, a company selling vegan meat alternatives, made an impressive IPO in 2018, 

(Finanzen.net, 1999). Illustrating, that this is not an isolated case, but an evident trend, the University 

of Hohenheim found out, that the supply of Meat substitutes grew by 451% in the European market 

in between 2014 and February 2018 (University of Hohenheim, 2018). 

After product range analyzation and customer observations, the extensive presence of as vegetarian 

and vegan labelled products and their undeniable relevance in the ethically and sustainability 

conscious customer segment motivated further researching into secondary data, relevant to the subject 

(Harwatt & Hayek, 2019); (Carrington, 2018); (Majot & Kuyek, 2017). 

According to Google Search, the Vegan trend globally quadrupled between December 2011 and 

January 2019, and gets almost 3 times more interest than “gluten free” and vegetarian (Google trends, 

3 June 2019) The demand for meat free food increased by 987% in 2017, and a staggering 92% of 

plant-based meals consumed in the UK in 2018 were eaten by non-vegans (George, 2019). 

Ecological consumption has become a cross-generational issue that doesn’t stop at geographical 

borders. With the profile of great changes in product ranges and a vital realignment of consumers’ 

focus of product characteristics, the global economy faces a challenge with substantial influence on 

the fate of multiple companies from success to insolvency. The development over the last years shows 

that trends get less predictable as well as less controllable due to rapid dissemination. Since we live 

in a globalized world with a consumer better networked and informed than ever, it is of exceptional 
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relevance to keep track of the market development, as well as the new research work in the field of 

consumer behaviour under surveillance. 

The combination of better than ever informed consumers, a global network and an environmental 

crisis that needs to be tackled across the planet brings us to the realization, that a closer look at the 

consumer group of students, tending to show a more sustainability conscious consumerism, is an 

important area of research. 

 

2.2 Terms and Definitions  

2.2.1 Definition Veganism  

The terms "vegan" and "vegetarian" have so far not been defined as legally binding by either national 

or European legislators. 

According to the Vegan Society, Veganism is defined as "A philosophy and way of living which 

seeks to exclude—as far as is possible and practicable—all forms of exploitation of, and cruelty to, 

animals for food, clothing or any other purpose; and by extension, promotes the development and use 

of animal-free alternatives for the benefit of humans, animals and the environment. In dietary terms 

it denotes the practice of dispensing with all products derived wholly or partly from animals” (The 

Vegan Society, 2019). 

Following the definition of Verbraucherschutzministerkonferenz.de (2019), Vegan is food which is 

not of animal origin and for which at all stages of production and processing no 

- Ingredients (including additives, carriers, flavouring’s and enzymes) or 

- processing aids, or 

- Non-food additives which in the same manner and for the same purpose 

how processing aids are used, which are of animal origin, have been added or used in processed or 

unprocessed form. 
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2.2.2 Definition plant-based 

“Plant-based or plant-forward eating patterns focus on foods primarily from plants. This includes not 

only fruits and vegetables, but also nuts, seeds, oils, whole grains, legumes, and beans. It doesn’t 

mean that you are vegetarian or vegan and never eat meat or dairy. Rather, you are proportionately 

choosing more of your foods from plant sources.” (Katherine D. McManus, 2019) 

2.2.3 Definition advertisement 

According to Kotler, Kartajaya, and Hooi, (2017), advertising is a paid form of communicating and 

informing important information by an organization to promote goods, ideas, or services. 

2.3 Problem discussion 

2.3.1 Research gap  

Even if the figures speak for themselves in terms of trend analysis, by no means all aspects of the 

introduction of a fully adapted customer offering on the market are sufficiently monitored. One 

example is the omission of an internationally devised label for veganism and its consequent 

implementation. Attempts to facilitate vegans their shopping experience have been made by the 

European vegetarian union by creating the “V-Label” and the Vegan Society England with their 

Vegan Flower in 1990(The Vegan Society, 2019). 

Concerning market research regarding perception of the label vegan and its relevance on nowadays 

consumer culture, rarely any research has been done and according to several companies and the 

German Society for Consumer Studies DtGV, there is no attempt to do so in the near future (Annex 

2). 	

Rather than dismissing this development as a short-lived trend, the perception of vegan advertising 

should receive serious attention and consumers’ perception of products labelled as animal-product-

free should be researched. Several observations have shown that citizens have extreme opinions on 

vegan nutrition and therefore very emotional associations with the word "vegan” (Sabur, 2019) but 

more intensive studies have not yet been conducted. In this paper, empirical work is used to tackle 

this research gap and explain the relationship between students as consumers and their perception of 

vegan labeling. 	
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2.3.2 Aim/Purpose 

 

The purpose of this mixed method research study is to examine the perception of as vegan advertised 

assets by students, enrolled in a university in the south of Sweden in 2018/2019. Data was obtained 

through in-depth, semi-structured interviews carried out at the Linnæus Universities Campus Växjö 

and an online survey implemented by SurveyMonkey. The study uses validated and reliable attitude 

measurements to evaluate the information studied. 

 

3 Scope and Delimitations 

This study is descriptive in nature and focuses on the Perception of as vegan advertised assets by 

students in the south of Sweden. The research investigates in the geographical area of the Southern 

area of Sweden, more specifically displayed in the graphic below. (Cartograf, 2019) 

 

 

Data collection was conducted in the time period between April and July 2019. 

Demographics of interest to this investigation are Students actively being 

enrolled at a University in the south of Sweden, or Students who have been 

enrolled in the South of Sweden in 2018/2019.   

 

 

Figure 1: Overview of the targeted area of the South of Sweden (Cartograf, 2019) 
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4 Literature Review  

4.1 Advertising techniques and strategies 

Advertising concepts have developed over the years as a marketing communication tool to reach, 

inform, persuade, and convince the ever-changing customer demographics. According to Kotler, 

Kartajaya, and Hooi, (2017), advertising is a paid form of communicating and transporting important 

information by an organization to promote goods, ideas, or services. Advertisements provide 

knowledge to potential customers about their needs or a desire that can be met by using a product 

(Jain, and Roy, 2016). With the increasing number of products in the market, advertisements need to 

be effective in order to offset at minimum the value of the advertising cost previously spent.  

Successful advertisements create desires for listeners, viewers, or readers that influence their 

purchasing behaviour towards a specific product. According to Zhang, Liang, and Wang (2016), 

advertising as a communication tool for marketing, requires techniques and strategies to motivate 

consumer behaviour and actions that increase sales. The advertising strategies aim is to act 

motivational and support the consumers to perform according to the by the advertiser intended 

behaviour (behavioural propensity). Advertising techniques increase the success of an advertiser 

informing customers about the products, increasing sales, acquiring marketing value, and gaining a 

reputation in the industry (Jain and Roy, 2016).  Advertising strategy involves a series of tactics that 

inform advertising decisions to achieve a specific marketing objective.  Jain and Roy (2016) in their 

study, established that advertising strategy requires an understanding of the products primary 

objective or benefits and the target audience to decide on the active medium.  

 Advertising strategy forms an essential part in deciding on the tactics to be used for advertising 

purposes.  Kumar (2017) stated that effective advertising strategy could be broken down into steps 

that enhance the achievement of the marketing objectives. The first step is defining the business or 

product goals, identifying current behaviours that need to be changed to achieve the identified goals, 

selecting appropriate behavioural strategies that will convince customers to purchase and developing 

creative ideas that are based on behavioural strategies outlined. According to Kotler, Kartajaya, and 

Hooi (2017), advertising strategy lead to determination of where the service or product is positioned 

in the market i.e., market share and customer perceptions, target audience both primary and 

secondary, media channels to reach target audience, selling point of the product and the indicators of 

effective campaign.  
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Ferrier (2014) outlined advertising strategies that influence target audience actions. He holds that 

advertising should be about changing behaviour to get the value of the advertisements ultimately. 

Ferrier outlined in his study in 2014 an action advertising framework that plot motivation to undertake 

behaviour against the ease of undertaking the behaviour. Therefore, organizations should influence 

the behaviour that needs to be changed by influencing behavioural motivation and enhancing 

behavioural ease. To achieve behavioural motivation, Ferrier stated that motivation strategies drivers 

could either happen as special incentives or as social norms while ease strategies can be enhanced by 

considering the ability or opportunity of the target behaviour. The motivation strategies include; 

utility strategy that help people achieve own goals, modelling strategy that use inspirational 

personalities, experts and celebrities who have high profiles, reframing strategy that target to reframe 

a behaviour on a positive light, evocation strategy that stir potent emotions, ownership strategy that 

invite target audience to participate and be part of the campaign, collectivism strategy that involve 

creating or reinforcing social norms that are desirable behaviour, and play strategy that involve 

making desirable behaviours enjoyable. The ease advertising strategies by Ferrier are; a skill-up 

strategy that shows target audience how to do particular behaviour, an eliminate-complexity strategy 

that reduce or remove barriers when undertaking target behaviour, and commitment strategy that 

induce small action within the target behaviour. Ferrier (2014) concluded that the more motivation 

and easy it is to undertake a behaviour, the higher the behavioural propensity.   

According to Kotler, Kartajaya, and Hooi (2017), advertising technique depends on smart and 

creative thinking to create the advertisement and achieve predetermined goals. The advertising 

technique needs to appeal to the target audience and get desirable results. Advertising techniques 

include emotional appeal, bandwagon, promotional, facts and statistics, endorsements, questioning 

customers, complementing customers, and ideal kids or ideal family. Ashley and Tuten (2015) stated 

that emotional appeal is one of the most effective advertising strategies, and it does connect need 

factors and consumer fear factors. The technique considers needs factors such as acceptable, 

something new, not being ignored, security, and becoming attractive. The fear factors in emotional 

appeal technique are fear of death, accident, getting sick, getting old, and being avoided.  Promotional 

advertising technique involves giving samples for free in order to get customer attention. The 

bandwagon advertising technique convinces target customers in joining a group of people who are 

seen to be on the winning side. Facts and statistic advertising technique use proofs, numbers, and real 

examples that are aimed at showing the product is good. Endorsements advertising technique use 

people with influence in society to advertise products which tell their own experiences (Smits et al., 

2015). Therefore, different advertising techniques can be used to create advertisements and achieve 

different goals.   
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4.2 Green advertising  

Green advertising refers to a particular advertisement aimed at promoting friendly operations and 

packaging of goods. The key to such advertisement is how goods are packaged. The advertisement is 

based on packaging that is environmentally friendly and which may not pose any harm to human life 

in the future.  

Green advertising exists since the 1970s. However, in 1990, more claims came up concerning the 

influx of green advertising. The present research shows that green advertising has been carried out 

with the main purpose of improving the future market methods as well as the means of influencing 

customer perceptions in a successful manner (Mkik, Khouilid and Aomari, 2016, pp.7). This is clear 

because the concept of green advertising has to deal with public doubts that are common around the 

world, hence making it difficult to pitch advertising campaigns. 

A few categories have been found between the green consumer and sociodemography. According to 

the statics of the national marketing institute (NMI), $230 billion represents consumers with 

environmental concerns. The findings have shown that many nations across the world have 

recognized that consumers are in support of businesses which they perceive as being environmentally 

friendly (Rahim, Zukni, Ahmad and Lyndon, 2012, pp.46). Many environmental communities are 

calling for the Federal Trade Commission (F.T.C.) to put in place strict rules on green advertising. 

Despite this, implementing more government regulation would pose a chilling impact on an adviser’s 

ability to communicate significant and valuable information to consumers. The green advertisers have 

the right to promote their green credentials. More so, it is crucial that organizations feel obliged to do 

so to be part of the environmental solution. 

Preferably, the most basic definition of green advertising recognizes that it is composed of two tiers. 

The two tiers recognize green advertising as being green that has a 'g' signifying the technical 

perspective as well as green with 'G' taking into account the broader sustainability concept (Ryan, 

2012, pp.22). Many other researchers have researched on different notions of green advertising, also 

known as 'shades of green' and this is essential in gaining knowledge of green advertising's 

contemporary implications. Green advertising's progression is characterized by the Dominant Social 

Paradigm argument from an entirely managerial motive towards the attainment of the broader social 

good. However, the critical barrier that hinders green advertising results from the fact that 

organizations are still implanted in the current social framework. Thus, these corporations are 
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incapable of escaping green advertising as a whole profiteering endeavour (Alniacik and Yilmaz, 

2012, pp.211). Perhaps, the most extensive study that critically examines green advertising is the 

D.S.P. argument because it puts into consideration political and social theories.  

As a result of the increased concern on the environment, there has been an increased proliferation of 

products that are eco-friendly. Green advertising has played a crucial role in marketing these eco-

friendly products. Current studies contribute to the literature on green advertising by applying the 

concept of eco-friendly goods.  

4.3 Impact of labels in terms of advertisement 

The use of labels has created a massive impact on marketing techniques and on the way products and 

services are advertised and promoted to generate customer awareness. According to Bialkova, Sasse, 

and Fenko(2016), labels can significantly impact the marketing by assisting in the growth and 

development of brand along with differentiation from the competitors, grab the attention of 

customers, spread awareness and influence them to make purchases from the company. However, in 

some cases, the labels also represent the health warnings and to make people encouraged about not 

adopting any kinds of bad habits as a precautionary measure (Bialkova, Sasse and Fenko 2016).  

Emeryet al. (2013), though argued that the use of labels has contributed to the differentiable features 

for the product from the competitors' products which has also created loyal customers and made them 

easily distinguish between the concerned product and the products offered by the competitors. In 

terms of the advertisement of a specific product, labels have been useful for marketing, which has 

convinced the customers to make purchases, furthermore understand the information that is displayed 

in the product in the form of labels, thus influenced their buying behaviours and purchasing decisions 

too (Emeryet al,. 2013). The effectiveness of using the labels in the product has been evaluated to the 

extent to which those impact the cognitive process and also the effective processes associated with 

the consumption behaviour regarding the product purchased. For example, the warning labels on the 

cigarette packs and alcohol bottles act as counter advertising, which warned about the risks associated 

with the consumption of alcohol or cigarette while driving cars or during pregnancy. The use of this 

warning labels has been mandatory in several places, which has enabled many people to look at the 

warning labels and to avoid those because of the health-related risks associated with it, as seen in 

Agostinelli and Grube’s research study (2002).   

Bialkova, Sasse, and Fenko(2016) believed that business organizations have responded to the present 

market conditions and changing behaviours by using labels for promoting the health benefits of the 

product. The labels are associated with the effectiveness of nutritional labels and advertising to make 



 

10(104) 
 

the customers well informed about the product related benefits, furthermore, influence them to make 

healthy choices. The food and beverage companies have applied labels for representing the people 

about the nutritional content and related information while at the same time, communicate the 

information with the help of labels to facilitate the advertising and promotional activities too 

(Bialkova, Sasse and Fenko, 2016). It has helped in improving the marketing efforts and thus 

benefited the business to encourage people’s scepticism towards the labels represented in the product 

package.  

4.4 Perception of green labels  

From the perspectives of Bialkova, Sasse, and Fenko (2016), the use of green labels has not only 

acted as influencers of consumer assessment but also created loyalty and trust among the customers, 

which influenced their choices and selection for the particular product too. The green labels are also 

used for differentiating the product related features in terms of environment-friendly approaches, 

which further helped in creating positive mindsets among the customers, furthermore, make them 

aware of protecting the environment and improve the environmental performance too (Bialkova, 

Sasse and Fenko 2016). Hassan and Valenzuela (2016) also argued that the ecological behaviours 

while making purchase decisions are influenced by marketers, which also enabled focus on the 

various predictors of green choices. The use of green labels has influenced consumer choices and at 

the same time, provided claims about the product and its environmental features, which represented 

its benefits and efficiency is creating a positive impact on the environment through consumption 

(Hassan and Valenzuela 2016). As stated by Delmas and Grant (2014), the green labels have also 

helped in promoting the products and services that are environment-friendly or might possess some 

attributes that could be relevant to the eco-friendly ingredients or components used along with the 

ecological behaviours represented through consumption of the product. The consumers who have 

more excellent knowledge and understanding of the eco-labels or green labels have also been more 

influenced to purchase green products and services. The green labels have also influenced the 

perceptions that the consumers have for a specific brand and thus enhanced their ability to possess 

the green consuming behaviour and increased perceived behavioural control too (Delmas and Grant 

2014).  The green labels are used to promote the products’ green attributes and thus not mislead them 

towards wrong information acquisitions, which often might create significant issues related to the 

information gathered about the environmental performance of the products and services available. 

On the contrary, Testa et al. (2015) suggested that the green labels are considered as primary useful 

marketing tools and techniques that have even influenced the price-sensitive consumers to get 



 

11(104) 
 

inclined towards the purchase of green products and services. The green labels mostly represent eco-

friendly products and healthy goods that represent perceived healthfulness and allow the customers 

to place high importance on the healthy consumption of foods (Testa et al., 2015). These kinds of 

labels not only have influenced the perceptions of customers towards the brand but has also 

represented the organic and biodynamic components that are used as ingredients to provide some 

robust features and improve the production efficiency. By watching the green labels, the customers 

have managed to acquire information about the green components used, which has further influenced 

them to try out the environment-friendly and green products in a consistent manner. The use of green 

labels influenced the perceptions that consumers have on the brand as well as made the company 

represents its approach towards sustainable measures and corporate social responsibilities towards 

the community for protecting the environment and creating a positive impact on the community too. 

The brand would be able to create a sustainable position by approaching towards a sustainable 

environment and also focus on achieving the environmental protection goals and facilitate the healthy 

consumption choices made by the customers through influence by the green labels used.  

4.5 Customer choice criteria  

According to Wang and Chen (2015), the choice criteria of customers refer to the component in the 

decision-making process of customers. It comprises of the objectives that could be quantified. In other 

words, it can be referred to as the goals that could be easily measured and attained quantifiably. It is 

to note that the choice criteria of customers differ in different sectors. The members of a company 

use it for evaluating the proposals of suppliers. These criteria are possibly be determined by the 

criteria of performance that is used for evaluating the members themselves. According to Pan (2016), 

the choice criteria is determined on the basis of specific components and they include the quality of 

the products and goods, the price and the costs of life cycle of the products, the likelihood of 

continuity of the supply of the product, the perceived risk of having the products and services, the 

personal likes and dislikes of the customers and the implications for the marketers. Amofah, Gyamfi 

and Tutu (2016) in this context have claimed that it is essential for the businesses and companies, 

particularly for the sales team who could converse with the other members of the organization in 

order to let them know their motivations and could convince them that the products, goods, and 

services do have the potential of satisfying the needs of the customers.  
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5 Method 

This chapter informs about different methods to conduct research, and the mixed-method research 

method used by the authors of this study. The chapter covers theoretical, as well as practical 

implementation of the study, divided into different sub headlines. The purpose of the study is 

enlightened at all times, traceable throughout every part. 

 

5.1 Research process 

 

Figure 2: Conceptual framework (Researchers’ elaboration following the CRESWELL (2014) model of sequential 

exploratory research design).  

 

This research focuses on exploring the perception of as vegan advertised assets by students in the 

south of Sweden. By adopting a consumer perspective, answers regarding personal preferences, 

reasoning for purchasing decisions, prioritizing properties and associations with the terms “vegan” 

and “plant-based” are provided. 
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Following the model of the mixed method sequential exploratory strategy, this study is divisible into 

3 stages. Commencing with the collection and analysis of qualitative data, the second step consists of 

collecting and analysing quantitative data. During and after the data collection and analysis was 

conducted, the gathered information was merged, connected, and embedded in the third distinctive 

stage. As the qualitative data gathering in form of in-depth semi structured interviews is prior to the 

quantitative data gathering conducted as an online survey, the authors are enabled to ground the 

deductive research approach on an inductive base and subsequentially validate their findings with 

triangulating the data. 

There is no priority given to a specific phase of the strategy, so the model can neither be defined as 

more qualitative, nor as more quantitative. 

The mixed method sequential exploratory research design was chosen as it is ideal to explore a 

phenomenon and identify themes (Creswell, 2014). The research of this paper started without having 

a clear understanding of what the exact research question is but knowing the field and brief keywords 

that the research should be focused around. The exploratory sequential research design enabled the 

authors of this study to explore the field of interest, before identifying variables and to the best extend 

align tacit- with formal theories. 

 

5.2 Research approach  

5.2.1 Inductive versus deductive 

When conducting research, there are two main approaches to choose from, inductive and deductive. 

The aim of inductive reasoning is to develop a strategy, evolving from specific observations to 

broader generalizations. The research process starts with an observation and is followed up with the 

development of a theory (Bryman, 2012). 
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Figure 3: Deductive versus inductive approches. 

 

Contradictory to the inductive approach, the aim of deductive reasoning is to test an existing theory. 

It moves from broader generalizations to specific observations. Deductive research starts with an 

existing theory, followed by developing hypothesis based on the given data and collecting 

information to test the hypothesis. Eventually, the results are analysed to either reject or support the 

posed hypothesis (Bryman, 2012). 

Both approaches are commonly used in research and can not only be used on their own, but also 

combined in one study. Often, the inductive study is followed up by a deductive research to confirm 

or reject the conclusion.  

The combination of both approaches is utilized in this research. This study uses an inductive approach 

to generate empirical data, followed by a deductive verification of the data obtained by the inductive 

analysis, aiding to explain the results. The authors’ initial observation, that as vegan labelled products 

become more present in supermarkets (as described in 1.1), led to research in that field, conducted in 

the form of a literature review and qualitative in-depth interviews. This data collection is eventually 

followed up by the development of certain theories, further described in 5.0. The theories are then 
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tested and substantiated, using a quantitative online survey, following the deductive reasoning 

approach.  

In summary, it can be stated that this study uses a combined approach of an initially inductive and 

subsequently deductive approach, to enhance validity of the research and provide a multifaceted 

insight into the field.  

5.2.2 Qualitative versus quantitative 

Inductive and deductive approaches are closely interwoven with qualitative and quantitative research. 

Deductive approaches are classically associated with quantitative research, whereas inductive 

approaches are connected to qualitative studies.  

Conforming to Bryman (2012), “Qualitative research usually emphasizes words rather than 

quantification in the collection and analysis of data. As a research strategy it is inductivist, 

constructionist, and interpretivist, but qualitative researchers do not always subscribe to all three of 

these features.”  Furthermore, a qualitative research design is ideal if the researchers’ goal is to 

explore and understand the meaning a certain group of a variable size of individuals attribute to a 

societal problem or other phenomenon. Compared to quantitative research, qualitative studies often 

entail a comparably small number of participants, since this approach is significantly less defined by 

the number of participants involved. Qualitative approaches aim to generate theoretical statements 

based on empirical data. Typical sources for this purpose are Interviews, Focus Groups, Observations, 

audio-visual data and literature (Creswell, 2014).  

An advantage of the qualitative design is the empowerment of researchers to conduct inquiry in a 

circular manner, being of great benefit regarding novel research. This means that, in contrast to the 

linear sequence of a quantitative research work, qualitative researchers are enabled to pose a new 

research question after first relevant data conduction was done and do not have to adhere rigidly to 

the incontrovertible, given sequence of Investigation, data collection, data evaluation and 

development of a theory. 
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Figure 4: Contrasts between qualitative and quantitative. 

 

Different methodologies within qualitative research are Case studies, Grounded theory, Ethnography, 

Phenomenology and a narrative approach.  

Defined by Yin 2009, “A case study is an empirical inquiry that investigates a contemporary 

phenomenon in depth and within its real-life content, especially when the boundaries between 

phenomenon and context are not clearly evident“, whereas phenomenology can be defined as an 

attempt to describe the essence of an activity or event (Giorgi, 2009).  

As both of these approaches might initially seem applicable to the research at hand, they cannot 

provide the tools to investigate the posed research question gratifyingly individually. Case study 

research requires an extensive quantum of literature and articles in order to obtain a valid research 

paper, which is impossible to provide according to the research gap pertaining this paper argued in 
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1.3. 1.. Whereas the focus of Phenomenology is not to test and understand a Phenomenon itself, but 

to analyse the observant’s subjective experience of the phenomenon and often entirely rely on the 

participants personal perspective. According to these incongruities of the presented methodological 

approaches and the posed research question, their designs don’t fit the case at hand, when applied in 

isolation.  

Even though the empirical data collection of qualitative enquiries is crucial for enriching the essence 

of the research question posed, a solemnly qualitative design would not exhaustively satisfy the task 

formulation. As the qualitative research design is often questioned to provide valuable results due to 

the oftentimes small scale of participants, the model has to contain Rigor, often enriched by using 

triangulation. As several scholars will not deem a research paper as profound enquiry if it uses 

Phenomenology in order to generalize from a fairly small scale to a whole population or a section of 

it, the authors resolved to decline this research model as the ideal one for the research question posed.  

In order to elucidate the verification of the research and conduct reliable data, it is advantageous to 

incorporate quantitative research methods. The attempt here is to generalize the behaviour of larger 

groups of participants, in this particular case, representing students in the South of Sweden. According 

to Bell et al. (2018), quantitative research methods fit best, “…if the goal is to uncover large-scale 

social trends and connections between variables…”. 

Strategies of inquiry mainly originating from psychology engendered Post positivism during the late 

19th and as well as in the 20th century.  Quantitative Research design can be classified into two main 

approaches: Experimental designs, exploring the repercussions of specific treatments on the outcome, 

and nonexperimental designs, such as surveys (Creswell, 2014). 

The existing theories presented in quantitative methods aid to establish concrete hypotheses on a 

subject of interest, which thereafter can be tested by using variables. The data collected according to 

this approach is either numerical or can be given numerical values. Therefore, quantitative data 

collection is ideal to answer numerically oriented research questions or to evaluate issues that are not 

directly numerically oriented by converting their answers into numbers. A strength of this approach 

to research is its replicability and the provided straightforwardness to generalize its findings to larger 

populations. Where qualitative purists tend to support an inductive constructivist or interpretivist 

paradigm, quantitative researchers often follow objectivism and incorporate a deductive research 

process influenced by positivism (Bryman, 2012). 

Although the quantitative design is the right tool to test quantifiability of empirical data, this model 

fragmentary meets the exploratory demands needed to sufficiently answer the posed research question 
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of investigating into a new field of research. The frame of the quantitative design doesn’t allow the 

flexibility and adaptability needed to establish a fundament of utilizable information. 

Recapitulatory, the general approach of quantitative research can be described as answering the 

question “if and how much”, while qualitative provides questions to “How and why”.  

As the intentions of qualitative and quantitative research differ from elaborating an in-depth 

perspective, to generalizing data to a population, both approaches include essential components to 

the research question posed but cannot comply all exigencies individually.  

5.2.3 A Mixed Method research approach 

The research paradigm of this thesis is positioned right in the middle of the methodical spectrum, 

following the reasonably recent model of the mixed-method research design. The core of this model 

is the fusion of the benefits from the qualitative and the quantitative research approaches.  

By the definition of Tashakkori & Teddlie (2008), mixed-method studies are “Studies that are 

products of the pragmatist paradigm and that combine the qualitative and quantitative approaches 

within different phases of the research process”. 

The main reasons for choosing this model, over the traditional research designs are the following: 

The aim of this thesis mentioned in Chapter 1.3.2., clearly requires a combination of quantitative and 

qualitative research data, however the literature available about the perception of as vegan labelled 

assets by students in the south of Sweden is insufficient. Therefore, an adequate amount of reliable 

information on this topic could only be supplied by mixing qualitative and quantitative methods and 

additionally conducting empirical research. 

The exploratory nature of the research question demands novel attitudinal and behavioural research, 

in order to grasp the prevalent views and opinions of the selected focus group (qualitative).  

As a matter of course, the data gathered from less than a three-digit number of individuals, could in 

this case, clearly not represent the trend of students in the south of Sweden, in detail elaborated in 

4.5.2..Only relying on the qualitative data acquired on the Campus in Växjö, would not have provided 

sufficient quantifiable data, exhaustively representing the focus group. Therefore, an empirical 

validation to test the through in-depth interviews hypothesized propositions in a quantitative online 

survey, was vital to meet the core purpose of the study (quantitative) (Sreejesh and Mohapatra, 2014). 
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As reasoned in 4.1.2., each of the two forms of the traditional data collection methods, qualitative and 

quantitative, have their strengths and weaknesses. By combining both, the authors attempt to blend 

the vigour of qualitative and quantitative research methods to develop a deeper, more holistic 

understanding of the research question and overcome the limitations of each approach. 

According to Creswell (2014), “(…) both forms of data provide different types of information (open-

ended data in the case of qualitative and closed-ended data in the case of quantitative) (…) “ and can 

therefore arguably provide a better understanding of the problem if combined, than if each used by 

itself. Hereby, the mixed-method research approach can be seen as the “truce” between qualitative, 

and quantitative methodology (Bryman, 2012). 

Mixed Method research is characterized by the use of rigorous methods, the integration of different 

databases, and the frame of the study out of theory and philosophy (Creswell, 2014) 

5.3 Research design  

A research design serves as a framework for the collection and analysis of data, voicing the priorities 

of the research paper to a variety of dimensions of the research process. These include relevancy of 

emphasizing connections between variables, intentions to generalize findings, interpretation of 

behaviour in a natural setting and a specific social context, as well as the understanding of social 

phenomena and their interconnections (Bryman, 2012). 

5.3.1 Mixed Method Research designs  

As expounded by Creswell 2014, there are three basic types of mixed method research design, 

extended by three advanced designs. Each design has its predispositions to be most applicable for 

certain fields of investigation. The rudiments differ in timing of the data collection, integration of the 

qualitative with the quantitative data, the way the data is processed and the expected outcome. It is 

vital to include the emphasis placed on each database (quantitative and qualitative) into the decision-

making process, as well as the deduction of retrievable resources and skill sets of the researcher/ 

researcher team (Creswell, 2014). 

1. The convergent mixed method design describes an approach, where qualitative and quantitative 

data is collected simultaneously, in order to detect similarities and discrepancies between both. 

 

2. The most popular form of mixed method research in educational research is the sequential 

explanatory mixed method design. This design intends to explain quantitative results with the help 
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of qualitative data. The priority typically lays on the quantitative data collection and analysis, 

describing the first phase of research conduction. The second step is the collection of qualitative data 

in order to refine the results of the quantitative data, previously collected.  

 
3. The sequential exploratory mixed method design, begins with collection of qualitative data on a 

small scale, followed by a quantitative data collection from a larger scale.  

 

4. The experimental mixed method design intends to conduct research in one set of data collection 

and additionally use another form of research to provide answers to further questions regarding the 

dataset. The secondary research can be added in any stage of the original study. Both can be 

conducted successively or simultaneously. 

 
5. The transformative- or social justice mixed method design, aims to “transform society and 

address injustices that exist for certain populations” (Creswell, 2014), for example sexism, racism or 

homophobia.  

 

6. The multistage/multiphase evaluation mixed method design is used to analyze the impact of a 

program or project. It is often used in large-scale health research and in program evaluation. This 

design builds upon on the previously specified designs and extends these with multiple stages 

(Creswell, 2014). 

 
 

As concluded by Singh (2007), “exploratory research is the initial research, which forms the basis of 

more conclusive research. It can even help in determining the research design, sampling methodology 

and data collection method”. 

This research approach allocates equal priority to both phases of data collection, quantitative and 

qualitative, however priority can be case dependently be given to either. It is often used to generalize 

qualitative findings by testing their quantifiability by means of quantitative methods (Creswell, 2014). 

These characteristics convinced the authors of this paper that the sequential exploratory mixed 

method design is the ideal choice for the research question at hand. 

The strength of the sequential exploratory strategy is the increased understanding of the topic studied, 

and the possibility to broadly research a problem, that has not been clearly defined yet, precisely in 

compliance with the needs of the present research work. The weakness of the strategy is the enormous 

time consumption, especially, when all phases are given equal consideration.  

 However, exploratory research’s primal intent is not to offer final and conclusive solutions to existing 

problems, but to explore the research question. These properties qualify the sequential mixed-method 
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research design to be the ideal framework for the research question, investigating the associations of 

students in the south of Sweden with as vegan advertised assets. 

 

5.4 Epistemological and ontological assumptions 

"A term related to the development of knowledge and the nature of that knowledge in relation to 

research." That is how Saunders et al. (2009) image the research philosophy part of research. This 

means that in all researches, new knowledge is created or developed in the field researched. 

However, that knowledge, while being very important, has to respect different assumptions that are 

part of the two different considerations. Those assumptions define the way people view and 

approach the world. (Saunders et al., 2009) 

 

 

Figure 5: Overview of the two main philosophies of research. 
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As the representation over shows, the research philosophy is divided into two consideration: The 

'Ontological' one and the 'Epistemological' one. 

  

The first one, the 'Ontological' one, is related to the nature of social science. "The central point of 

orientation here is the question of whether social entities can and should be considered objective 

entities that have a reality external to social actors, or whether they can and should be considered 

social constructions built up from the perceptions and actions of social actors." (Bryman, 2012). 

This means in simplified words, that it deals with social actors, their intervention, and if they have a 

role in a research process or not. As presented by the figure over, the two considerations of the 

ontological philosophy are the 'Objectivism' and the 'Constructionism.' 

Objectivism: Objectivism is an ontological position that implies that social phenomena confront us 

as external facts beyond our reach or influence and that they exist whether we are aware of them or 

not. (Bryman, 2012) 

Constructionism: Constructionism is an ontological position which asserts that social phenomena 

and their meanings are continually being accomplished by social actors. (Bryman, 2012) 

For this study, Constructionism consideration has been chosen. Indeed, to choose an ontological 

philosophy, the researchers need to observe the level of influence of the social actors. The purpose 

of this paper is to identify the associations of students in the south of Sweden with as vegan 

advertised assets. For this subject, the influence of social actors is significant. As this paper is 

exploratory mixed-method research with semi-structured interviews that represent the base of the 

survey body, the associations made by the social actors represent the base to generate a result for 

this paper. As not only a survey is done, it can be said that the implication of the social actors is not 

only limited to simply being a member of a sample. By this, the researchers' state that social actors 

continually accomplish the social phenomena as for this thesis, the body of it, is the associations 

that the social actors do with vegan advertised assets. 

The second one, the 'epistemological' one, is related to the "question of what is (or should be) 

regarded as acceptable knowledge in a discipline." (Bryman, 2012, p.27) There are possible 

questions that researchers can ask themselves: if the social world can be studied 'scientifically'? 

Alternatively, if it is appropriate to apply the methods of natural science to social science research? 

As presented in the figure over, the three considerations of the epistemological philosophy are the 

'Positivism,' the 'Realism' and the 'Interpretivism.'  
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Positivism: Positivism is an epistemological position that advocates the application of the methods 

of the natural sciences to the study of social reality. (Bryman, 2012) 

 

Realism: An epistemological position that acknowledges a reality independent of the senses that 

are accessible to the researcher's tools and theoretical speculations. It implies that the categories 

created by scientists refer to real objects in the natural or social worlds. (Bryman, 2012) 

  

Interpretivism: Interpretivism is a different epistemology to positivism. The term interpretivism 

comes from writers who have been critical of the application of the scientific model, in the form of 

positivism, to the study of the social world. (Bryman, 2012) 

  

For this study, interpretivism consideration has been chosen. Indeed, to choose an epistemological 

philosophy, the researchers need to see if "the social world can or should be studied according to 

the same principles, procedures, and ethos as the natural science." (Bryman, 2012, p.27). The 

purpose of this paper is to identify the associations of students in the south of Sweden with as vegan 

advertised assets and so choosing positivism or realism would be problematic as the researchers 

cannot apply natural sciences methods to human behavior and subjectivity and those two points are 

essential for the development of this research. 

5.5 Data sources  

The data sources can be divided into two different types: the primary data and the secondary data. 	

The primary data represent all the new and original data that is collected by the researcher. These 

are sourced initially first hand, authentic and objective. Primary data can be collected by surveys, 

questionnaires, interviews, and observations. With this type of data, the researcher will benefit from 

different advantages, such as better interpretation, more precise targeting of the data, better control, 

as well as most importantly, no proprietary issues. However, by deciding to use primary data and 

perform the collection themselves merely, the researchers face obstacles such as high costs and 

excellent time consumption. (Bryman, 2012)	

The secondary data are all sources being collected and published previously to the research at hand. 

They represent all the previous work conducted by the same- or different researchers, being utilized 
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in order to achieve new research. They can be taken from published, printed sources, books, 

journals/periodicals, newspapers/e-journals, general website, or blogs.   

Using this type of data benefits the researcher in terms of costs, as it is an affordable way to collect 

data, accessibility, availability as it is ready to use directly, and in term of giving the researcher 

information of possible method alternatives, possible difficulties and general background. However, 

the secondary data can often be incomplete information, as it is not tailored to provide information 

for the subject at hand. (Bryman, 2012)	

For this paper, primary data is collected in qualitative semi-structured interviews and additionally, 

in a quantitative survey. The data is collected specifically for the thesis purpose and enables the 

authors to collect precisely the information needed. Although primary data provides several 

benefits, gathering data in the form of semi-structured interviews and surveys is cost and time-

intensive.  	

As a source of secondary data, supportive literature from books and peer-reviewed articles was 

included, among other things to support utilized definitions. As the research paper at hand deals 

with an area of investigation where no previous inquiry was conducted, no case related prior studies 

are available to the authors extend of knowledge. 

5.6 Qualitative part: semi-structured in-depth interviews 

5.6.1 Sampling type and size 

The main types of samples for qualitative studies can be distinguished in the literature as purposeful 

sampling. “This means that the inquirer selects individuals and sites for study because they can 

purposefully inform an understanding of the research problem and central phenomenon of the study” 

(Creswell, 2013). According to Patton (2002), this type of sample is widely used in the qualitative 

part of a research in order to identify and select rich information cases. This allow the most effective 

use of limited resources. The utilized approach is a non-probability sample, and participants of the 

in-depth interviews are selected based on certain characteristics. Those characteristics can be linked 

to the sample frame of the study at hand (5.5.1.2). The sample size of the interviews is 12 participants 

in qualitative interviews total.  

 

5.6.1.1 Sample strategy  
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Methods of qualitative sampling types differ considerably in their ability to offer unbiased methods.  

 

 

As the used sample frame defined the focus group to be Students in the south of Sweden (5.5.1.2.), 

students were approached on the Campus of Växjö and through student unions as well as random 

sampling in the LNU library, Campus Växjö. Thereby groups and organizations were identified and 

clustered into groups of interest to the research (Creswell, 2012). The sampling strategies applied 

hereto are a combination of convenience sampling, as the researchers had limited resources 

concerning time and money (Creswell, 2013) as well as the criterion strategy, including all cases 

meeting the criteria used to fit the sample frame of the research (Creswell, 2013). As the authors 

didn’t want to forfeit credibility by including convenience sampling, random purposeful sampling 

strategy was subjoined to add credibility to the sample (Creswell, 2013). By combining and mixing 

the three different strategies pertaining sampling, the authors of the research attempt to triangulate 

the benefits of each of them and compensating the disadvantages of others. Thereby a multitude of 

needs required for the data collection can be met. 

 

5.6.1.2 Sample frame 
 

“A sampling frame defines the members of the population who are eligible to be included in a given 

sample — in the sense of drawing a boundary or frame around those cases that are acceptable for 

inclusion in the sample.” (Given, 2008) The Sample frame of this study consist of the following 

characteristics: students of any gender, currently matriculated/enrolled as a student of a university in 

the south of Sweden, speaking English on a level of at least level B2. 

5.6.2 Data collection method 

5.6.2.1 In depth semi structured interviews 

According to Saunders, Lewis & Thornhill (2016), “in semi-structured interviews the researcher has 

a list of themes and possibly some key questions to be covered, although their use may vary from 

interview to interview”. This means that in a semi-structured interview, the researcher has more 

freedom and can easily omit some questions from one interview to another. By this way, it allows the 

researcher to collect data while keeping the participants comfortable and open in their answers. 

Moreover, the semi-structured interviews allow the researcher to add questions evoking during the 

process of interviewing and customizing the order of questions asked individually in each case. 
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5.7 Quantitative part: an online survey 

5.7.1 Sampling method and size 

The sampling method for the survey will correspond to the simple random sample strategy, being a 

fragment of the probability sampling (Bryman 2012). According to Saunders, Lewis & Thornhill 

(2016), a simple random sample is a “Probability sampling procedure that ensures each case in the 

population has an equal chance of being included in the sample.” 

The sample size of the survey is 182 participants in total. 

5.7.1.1 Sample design 
 

There are two different types of quantitative sample design, the probability sample and the non-

probability sample. According to Bryman (2012), a probability sample is “a sample that has been 

selected using random sampling and in which each unit in the population has a known probability of 

being selected.” By following this design, the researchers aim to obtain realistic and representative 

data. The sample of the study represents the respondents approached in the quantitative survey 

(Oppenheim, 1992), while minding the saturation of ideas.  

 

Choosing between two different models of sample designs, (single stage and multistage) the authors 

of the research decided to utilize the multistage sampling design, also called cluster sampling design 

(Creswell, 2012).  

 

The sampling method for the survey will correspond to the simple random sample strategy, being a 

fragment of the probability sampling (Bryman 2012). According to Saunders, Lewis & Thornhill 

(2016), a simple random sample is a “Probability sampling procedure that ensures each case in the 

population has an equal chance of being included in the sample.” 

5.7.1.2 Sample frame 
 

The sample size includes all participants fitting the profile of the general ample frame of the study (5.5.1.2.) 

and willing to complete our survey. 
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5.7.2 Data collection method 

5.7.2.1 Survey  
 

According to Scheuren (2004), “Today, the word ‘survey’ is used most often to describe a method of 

gathering information from a sample of individuals.”. The survey method is used to observe and identify 

thoughts, opinions and feelings. 

In order to validate and confirm the sufficiency of our primary empirical researched data, the qualitative in-

depth interviews serve as a base for the following quantitative survey. To demonstrate the quantifiability and 

generalizability of our qualitative primary data findings, a survey on a broader scale of participants is an 

ideal tool for data collection. According to time and quantity required to provide sufficient data, the survey is 

the most aptly instrument to use.  Even though surveys are often used solemnly as the chosen tool for 

research, combining the survey with semi-structured interviews provides a more holistic understanding of the 

field of interest and therefore provides beneficial additional knowledge in a mixed-method research design. ( 

Saunders, Lewis &Thornhill 2016 p.439) 

The process of data collection was conducted in the period between April and July 2019. The data from this 

survey have been analyzed right after closing it during July. In order to collect those data, the researchers 

went directly to the future participants to assure themselves proper randomization of the participants. The 

survey has also been shared on Facebook groups, and other platforms which assured to the researchers' 

random participants frame their precise sample frame. 

 

5.8 Translation  

All data collection was conducted in English. Therefore, no translation was needed. This was 

deliberately decided, as the translation error can thus be excluded. In case of uncertainties in terms of 

language, the authors asked several times for repeating or rephrasing their sentence if necessary, in 

other words, until the interviewers as well as the interviewees could be sure to have understood the 

counterpart correctly. 

 

5.9 Research quality criteria 

A high level  of validity and reliability is necessary and essential for a study. According to (Bryman, 

2012), validity is “a concern with the integrity of the conclusions that are generated from a piece of 
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research.” There are different factors that are used in order to determine the level of validity, the 

content validity, the construct validity and the criterion validity.  

On another hand, reliability is “the degree to which a measure of a concept is stable.” (Bryman, 2012) 

5.9.1 Content validity 

According to Creswell (2014), the content validity refers to the efficiency of the items measure. It 

aims to see if they measured the content they were intended to measure. It also deals with the 

understanding of the question from the participants. To ensure a good content validity, the questions 

may be controlled by expert which can allow the researchers to improve the weak part of their work. 

(Bryman, 2012). In order to achieve a good content validity, the researchers have proceeded to some 

evaluation from their tutor. Feedbacks on the elaboration of the questions have been made and 

modification and change have been done. 

5.9.2 Construct validity 

According to Creswell (2014) the construct validity refers to the efficiency of the items to measure 

hypothetical constructs or concepts. As hypothetical concepts come from the theories, a connection 

between them and the questions is essential and needs to be done. This results to the operationalization 

phase. (Bryman, 2012) It appears that in recent studies construct validity has become the main 

objective in validity. (Creswell, 2014) 

In this mixed method research study, the questionnaire has been precisely linked to the previous 

findings observed during the process of the qualitative semi-structured in-depth interviews in order 

to reach construct validity. 

5.9.3 Concurrent validity 

According to Creswell (2014) the concurrent validity refers to the prediction of the score: “do scores 

predict a criterion measure? Do results correlate with other results?” In this mixed method research 

design, the researchers are analysing the association that students from the south of Sweden do with 

vegan advertised assets. As the research is based on a sequential exploratory design the aim is to 

confirm or reject the assumptions generated from the semi-structured in-depth interviews. To achieve 

a concurrent validity, the researcher should in the analysis part find correlations between answers. 



 

29(104) 
 

5.9.4 Reliability 

The reliability can be divided into 2 factors: the external reliability and the internal reliability. Both 

need to be evaluated in order to reach reliability. (Bryman, 2012) 

The external reliability refers to the variation of a measure to another. When processing more than 

once the research, getting the same results and conclusion will represent a good stability and so the 

external reliability will be reached. (Bryman, 2012) As the research follow an exploratory sequential 

design and due to the lack of time, the researchers did not perform the research more than once.  

 

The internal reliability deals with the consistency of the results within a test. (Bryman, 2012) This 

means that a participant having a significant score in a question should also has a significant score on 

a same concept. (Bryman, 2012) 

5.9.5 Triangulation 

In order to provide validity and reliability to the study, the researchers decided to use a mixed-method 

research approach in which are performed semi-structured in depth interviews and a survey while 

supporting the study with literature, . Thanks to this, the data and the results obtained can be 

triangulate in order to reach a high level of trustworthiness. The triangulation is “the use of more than 

one method or source of data in the study of a social phenomenon so that findings may be cross-

checked.” (Bryman, 2012) 

 

 

 

  Figure 6: Sequential Exploratory Mixed Methods Design (Wu, 2011) 
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5.10 Ethical considerations 

Before conducting research, the authors of this paper developed and internalized their sensitivity to 

ethical concerns in general, as well as custom tailored to the thesis’ research field. 

As diets in general and Veganism in particular are highly controversial topics, the interviewers had 

to be very careful in choosing their words and interacting with the interviewee. The sensitivity of the 

participants feelings had to be kept safe at any cost, as well as to avoid conveying the focus group the 

feeling of being attacked or judged for speaking openly about their personal opinions. In the 

introduction of the in-depth interview, the participants were notified that they can stop the interview 

at any question as well as skip questions if they are unconfident to answer them.  Self-evidently, the 

interviewees participated voluntarily in the research and were neither forced, nor payed at any time 

for their participation. The guidelines provided by the Ethics Forum (2019) were followed with a 

particular thoroughness regarding the aspect of doing no harm to the participants in any way. The 

researchers intended to respect the dignity and worth of all people involved in the research by inter 

alia being aware of the participants age, gender and cultural background. Information was only shared 

if the participants agreed on tape that the data shared is given on the base of informed consent. As 

mentioned in (Chapter 6) the participants were sent a participation information sheet previous to the 

interview, which in sum aims to advise the reader about the content of the interview, as well as how 

the interviewees statements will be used. Additionally, the content of the participation information 

sheet was reviewed in the first minutes of the in-depth interview and a separate permission of the 

interview participants was captured on an audio tape, in order to prove that confined consent was 

given. To ensure the confidentiality of the participants, names have been changed to fictitious names. 

Adapting the values and aspirations of Creswell (2014) the authors agree that, “A researcher develops 

case studies of individuals that represent a composite picture rather than an individual picture”. 

The gathered information from the survey, as well from the in-depth interviews are only used for this 

thesis exclusively and no other purpose.  

 A major ethical issue was taking the decision, if the researchers want to share personal experiences 

in the in-depth interviews with participants, or no (Creswell, 2014). Occasionally being asked about 

their own stand towards the topic, the authors decided to answer this question with “this interview is 

only about you. There is no wrong answer to the questions posed, it is only about your personal view 
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on things. Our personal opinion is not of relevance here. We guarantee, that we will be neither upset, 

nor irked by the answers you give.” (Carolin Meyer, in-depth interviews). 

No data was falsified, altered or omitted in order to manipulate the result in a desired direction in this 

study. The authors intend to reference all sources correctly, by applying the Harvard referencing 

system and ensure to not plagiarize the work of others, by summarizing and writing information in 

their own words. The posed research question has been approved by the supervisor Peter Caesar and 

deemed appropriate for research. 

6 The qualitative study 

6.1 Conducting in-depth interviews 

As discussed in the conceptual framework (chapter 4), the first step of the data collection consists of 

inductive, qualitative semi-structured in-depth interviews. The first attempt to developing the in-

depth interviews was formulating a research question. After developing a research question and 

framing the field of investigations with relevant keywords essential to explore the issue, test 

interviews were conducted to get a first impressions of categories mentioned in context with the topic. 

After each test interview, the categories were adjusted, and interview questions tailored to research 

the categories developed. After three cycles of repeating this process of data collection, analyzation, 

categorization and embedding the new information into the coding system, a final set of categories 

and appurtenant questions was finalized. 

By this process, the following categories of interest were developed:  

 

1.  What are the personal preferences in product selection of the survey group? 

2.  What are the personal priorities in product selection of the survey group? 

3.  How is the term “vegan” perceived? 

4.  What associations and stereotypes are linked to the term “vegan”? 
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5.  Are the stereotypes, associations and perceptions of the word “vegan” transmissible to the 

term “plant-based”? 

6.  How does the word “vegan” on products influence consumers buying decision? 

7.  What are further aspects regarding the research field?  

Table 1: Categories of interest 
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Category Question Appurtenant question 

1 i. 

 

 

i+ 

What are the four main factors influencing your product selection process? 

 

Imagine you are going shopping for your dinner tonight, what factors 

influence your decision in selecting items the most? Please name around 4.  

2 ii. 

 

 

 

iii. 

 

iii.+ 

If you would have to rank these factors in a numerical order where the first 

one is most important and the last one least, how would you rate them? 

 

What is your opinion on advertisement on product package? How does it 

influence you? Please give an example. 

Do you think you could be influenced by advertisement on packages 

unconsciously? 

3 iv. 

 

 

vi. 

 

v. 

 

 

v.+ 

 

 

x. 

 

 

xvi. 

Displaying vegan chocolate packaging What as your first impression and 

thought about this product? 

 

Please give us 5 associations you connect to the term “vegan“. 

 

How does the word “vegan“ impact and influence your perception of this 

product? 

 

Displaying vegan chocolate packaging How would your perception of the 

product change, if the term “vegan“ was not written on it? 

 

Displaying vegan magnum and dairy Magnum packaging What are your 

first impressions and thoughts about these products? 

 

Please define the word “vegan“. 

4 iv. 

 

 

vi. 

 

x. 

 

 

xi. 

 

 

 

 

 

Displaying vegan chocolate packaging What is your first impressions and 

thought about this product? 

 

Please give us 5 associations you connect to the term “vegan“. 

 

Displaying vegan magnum and dairy magnum packaging What are your 

first impressions and thoughts about these products? 

 

Displaying vegan chocolate packaging What type of person do you think 

buys these products? Please create a persona including age, social status, 

gender, income, character, mindset and appearance of this person. The more 

details you can provide, the better.  
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xii. 

 

 

 

 

 

xiii. 

 

 

 

 

xvi. 

Displaying vegan magnum packaging What type of person do you think 

buys these products? Please create a persona including age, social status, 

gender, income, character, mindset and appearance of this person. The more 

details you can provide, the better.  

 

 

Displaying dairy magnum packaging What type of person do you think 

buys this product? Please create a persona including age, social status, 

gender, income, character, mindset and appearance of this person. The more 

details you can provide, the better. 

 

Please define the word “vegan “. 

5 xv. 

 

xiv. 

Please define the term “plant-based“.  

 

What is the difference between plant-based and vegan ? 

 

6 v. 

 

 

v.+ 

 

 

vii. 

 

ix 

 

viii. 

How does the word “vegan“ impact and influence your perception of this 

product? 

 

Displaying vegan chocolate packaging How would your perception of the 

product change, if the term “vegan“ was not written on it? 

 

Does the word “vegan“ influence you buying decisions ? 

 

Would the term “vegan“ prevent you from buying a product? 

 

If the term vegan is written on a product, would you say you are more likely 

to buy it, or less likely to buy it? 

 

 

7 xvii. 

 

 

 

 

xvii+ 

Reflecting on the topic we just talked about, is there anything you would like 

to add to your answers so we can deepen our understanding of your opinion 

towards the theme? What question would you add, to obtain a more holistic 

view to the issue? 

 

If you could talk to the people designing these vegan packaging, what would 

you tell or ask them? 
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Table 2: Questions from the semi-structured in depth-interviews following the presented categories 

of interest. 

6.1.1 Preparing and processing the qualitative interviews 

In preparation for the qualitative interviews, a conversation guide was constructed to ensure that the 

Interviewer enquires all information needed in the in-depth interviews. Test interviews were 

conducted with fellow students to test the effectivity and the appropriateness of the interview 

planned. 

Additionally, a participation information sheet was sent to all the participants, which prepared the 

volunteers about the theme of the interview, how the information will be used, how the researchers 

will ensure the participants privacy, and general information such as location, time and duration of 

the interview.  

As the authors of this study have opted for an exploratory sequential mixed-method research design, 

the first part of the empirical research consists of conducting a qualitative data collection and 

analysis. For the reasons given above, the decision was made to conduct In-depth interviews with 

students enrolled at the Linnæus University in Växjö at the Campus´ library in Växjö. 

As the participant arrived at the scheduled time, the interviewers introduced themselves and made 

sure to provide the interviewee everything needed to feel comfortable. Using suggested framework 

Creswell and Creswell (2017), opening questions were asked to set the interviewee at ease after the 

Researchers introduced themselves and the participants were made aware of their rights, including 

inter alia exiting the interview at any desired time. After the participant got comfortable, the 

interviewer started to convey basic information, such as time, place, length of the interview and the 

file number the participant will have. Additionally, a statement was made about the distribution of 

work between the interviewers- one taking notes and only intervening if there are unanswered 

questions left, and the second researcher conducting the interview.  
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Type of 

question/information 

Data inquired Example 

Introduction introduce oneself, the purpose 

of the study, interview, inform 

about error/skip/pause options) 

“Hello! You must me 

Ronaldo. Welcome, we are 

most pleased to see you. My 

name is…” 

Basic information time, place, repeat names of 

interviewee and interviewer, 

length, file number, repeat 

PIS, get audio consent, inform 

about length and structure of 

the interviews. Provided in 

PIS beforehand, repeated in 

the beginning of the interview. 

“To make sure we’re on the 

same page, let’s briefly repeat 

the information from the 

participant information sheet 

you received last week. This 

interview will be used for our 

Bachelor Thesis at the 

Linnæus University…” 

Opening question set interviewee at ease, ask 

them questions about 

themselves, guarantee comfort 

“Did you find the room here 

easily?”  

Content question research sub-questions, asking 

about different factettes of the 

holistic picture 

(i.) “Imagine you are going 

shopping for your dinner 

tonight, what factors influence 

your decision in selecting 

items the most? Please name 

around 4.” 

Using probes ask for more information and 

ask for explanations of ideas 

“Please tell me more about this 

experience.” 

Open question Ask for more information, 

give the interviewee the 

opportunity to add information 

“Is there anything more you’d 

like to add, so that we can get 

a better understanding of your 
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and adjust the image 

conveyed.  

opinion on the topic we have 

just talked about?” 

Closing instruction Thank the participant, follow-

up information, offer to send 

abstract 

“Thank you for your time, are 

there any further questions?” 

 

Table 3: Illustration of the data inquired by type of questions. 

 

In the next step, the researcher started asking the first content questions, which means asking about 

different facets of the holistic picture and approaching the core of the topic with a funnel approach.  

In order to get an overview of the largest influences currently affecting the buying decisions of the 

observation group, the first question of the semi-structured interview deals with identifying the 

approximately four largest factors, influencing the students the most in their product selection. After 

reviewing relevant literature on the topic of importance and influence of advertising on product 

packages, it became clear that this topic is of great relevance in sales optimization and can drastically 

determine the success or failure of a product. Chapter 3).  In order to clarify the relevance of the topic 

of this paper and to guarantee the greatest validity possible, the relevance of advertisements on 

product packages is determined by triangulating existing literature, qualitative semi-structured 

interviews and a quantitative online survey.  

In order to work out the desired answers of the interviewees, several interview techniques were 

applied by the moderator. First of all, the interviewees were directly confronted with the question: 

“Please list the approximately 4 largest factors that influence you in your purchasing decision and 

product selection” (i.). Although this direct question led to direct answers for some participants, there 

were also some who had problems identifying and prioritizing their personal choices. Prepared for 

this case, the interviewer reformulated the direct question into a scene in the case of hesitant and 

insecure interviewees. The interviewer asked the interviewees to put themselves in the situation of 

going grocery shopping. In order to clarify the picture, the moderator added details such as times and 

specific locations such as the ICA shop in isolated situations with very nervous participants (i+). This 

storytelling technique was used to make it easier for the participant to relieve their nervousness and 

getting more involved with the interview.  
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After the interviewees finished visualizing their purchasing experience and thought about personal 

priorities, the moderator directs the question to obtain at least three concrete factors named by the 

participants as most significantly influencing their product selection.  

In order to determine the importance of the individual factors more thorough and attaining a better 

understanding of the purchasing behavior and product selection procedures of the participants, one 

subsequently asks the respondent to rank these factors in their importance from most, to least 

important (ii.). This question intends to clarify which factor is most relevant, and whether in some 

cases all the factors mentioned must be met in order to make a purchasing decision.  

In case the participant did not mention packaging and/or advertisements as one of the greatest factors 

influencing their product selection, the interviewer followed up with asking about how important 

packaging and advertisement on products is to the interviewee in a separate question (iii.). As the 

research’s main goal is to understand the perception of as vegan advertised assets, it is vital to gather 

knowledge from every interviewee about their relationship to advertisements on product packaging.  

In case the participants excluded the possibility of being influenced by packaging entirely, they were 

subsequently asked if they could possibly still be influenced by packaging unconsciously (iii+). 

After asking the participants for a generalized presentation of their perspective 

on factors impacting their buying decisions and more specifically the 

influence of advertisement, the conversation is steered in the direction of 

preparing the interviewee to interact with tangible assets, included into the 

interview. More specifically, packages of three different products are 

presented. However, in this stage of the interview only one packaging is 

presented. The packaging displayed in as organic, vegan white chocolate bar 

of the brand Green Star. This particular article was chosen, as the word vegan 

is written on it in big letters and clearly recognizable at first sight. The 

participants were asked to express their first impression and thoughts on the 

product (iv.). This question was posed to learn about the perception of the term vegan itself, as well 

as uncovering conscious and unconscious associations and stereotypes associated with the term. 

Subsequently the question was asked, how the word vegan on the packaging impacts and influences 

the participant’s perception of the product (v.). This question was asked to gather deeper knowledge 

about the interviewee’s opinion, as well as ascertaining the impact of the word vegan on the packaging 

to the overall perception of the product.  Additionally, the interviewee was asked to evaluate how 

his/her perception of the product might change, if the term vegan was not written on it (v+). The next 

task for the participant was to give five associations they personally connect to the term vegan (vi.). 
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This direct question was essential to learn about the perception. In the following step, they were asked 

to define the word “vegan”.  

The reporter wanted to know more about the word “vegan” written on the packing. The interviewee 

should answer the question if this word would influence his/her buying decision (vii). The following 

questions were testing: If the term “vegan” was written on a product, would the responder be more 

likely to buy it or less likely to buy it (viii) or would this term maybe prevent him/her from buying a 

product. (ix).  

  

In the next step, the interviewee was shown a vegan magnum and a dairy magnum packaging. They 

were asked to describe their first impressions and thoughts about these products. (x) 

The next step was to display a vegan chocolate packaging and to ask the interviewee what type of 

person they thought would buy these products. In order to create the stereotype of a costumer, the 

interviewee should describe a persona including many details like the age, the social status, gender, 

income, mindset and appearance. (xi)  

In the following step, the researcher displayed a vegan magnum packaging and asked the same 

questions as before. The respondent had to describe a persona that would buy this ice-cream. (xii) 

Thereafter, the interviewee was shown a dairy magnum packaging. He/she had was asked what type 

of person would buy this product in his/her opinion and should create a Persona who would buy this 

product. (xiii) In order to know how the interviewee understood this term, he/she was asked to 

describe the difference between “plant-based” and “vegan”. (xiv) In the next step, the reporter wanted 

to know the respondent’s definition of “plant-based” (xv) and as the following question their 

definition of the term “vegan” (xvi).  
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In the end of the interview, the interviewee was given the opportunity to add something to their 

answers so the reporters could deepen their understanding of the respondent’s opinion. One asked 

them what question they would add to the interview in order to obtain a more holistic view to the 

issue. (xvii).  

In order to get to know more about the importance of the design of the packaging of vegan products, 

the reporters asked the open question: “If you could talk to the people designing the vegan packaging 

what would you tell or ask them?” (xvii+) 

6.2 Analyzing the in-depth interviews 

After the raw data was collected through semi-structured in-depth interviews, the interviewees started 

organizing and preparing the data for the analysis. This process was conducted by the two researchers 

separately and results were later on compared. After the data was organized, every interview was 

rehearsed on the audio files and field notes were reviewed. After the data has been studied thoroughly 

and additional notes were made, the data was coded. This part, as well as every other step of the 

qualitative data analyzation was done independently by the two interviewees, in order to be able to 

compare the work of the two researchers and guarantee reliability on the paper’s findings. The data 

was converted into different themes and descriptions, latter were subsequently clustered into in turn 

interrelating themes and descriptions. The meaning of those were later on interpreted and furthermore 

used for validating the accuracy of the information.  

 

 

 

 

 

 

 

Figure 7: Planification of the analysis in qualitative research (Creswell, 2014) 
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6.2.1 Coding the data 

 

The four main factors impacting the product selection process 

As the first question was coded into categories, a main problem was the answer “quality”, which was 

often given by the participants. The interviewer asked further what exactly is meant by the term 

quality exactly and only then, the participants started to name characteristics they contribute to the 

term quality such as freshness and ecologically property of the product. These in turn were then 

clustered into themes.  

 

Terms used in the interview Category Ranked 

first 

Ranked 

total  

Price performance ratio, price, Volume/Price 

ratio 

Price 6/12 

50% 

8/12 

67% 

Packaging, design, wrapping, first appearance, 

appearance of the product, way the product is 

presented  

Packaging 2/12 

17% 

7/12 

58% 

Ingredients, nutritious composition  Ingredients 0/12 

0% 

3/12 

25% 

Expiring date, freshness, if it’s “good” Freshness 1/12 

8% 

2/12 

16% 

It its “bio”, ecological  Ecological 1/12 

8% 

3/12 

25% 

Origin of the product, Provenance, nature of the 

product 

Provenance 0/12 

0% 

4/12 

33% 
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If it’s on sale, discount, reduced Discount 0/12 

0% 

3/12 

25% 

Where the product is presented in store and how Product location and 

presentation in store 

0/12 

0% 

1/12 

8% 

The brand of the product, the producer Brand 0/12 

0% 

2/12 

16% 

Needed, fulfils personal preference e.g. healthy, 

gluten free, vegan, required for a recipe, fitting 

dietary style 

Fulfilling a need/ 

personal preference 

2/12 

16% 

4/12 

33% 

 

Table 4: Coding of the question 1.  

 

Rank the most important factors influencing your purchasing decision 

Exactly half of the participants named the price of a product as the most important factor, influencing 

their purchasing decision. Two third named the factor as one out of four most important factors 

influencing their product selection in total.   

The impact of Product packaging/ Advertisement on product packaging  

58% of the interviewed students mentioned their relation to product packaging themselves during 

the first question, whereas the participants not mentioning packaging as a factor important in their 

product selection process, where subsequently asked about their perception. As three of the 

interviewees mentioned throughout the interview that they try to avoid buying products wrapped in 

plastic, seven of the twelve participants explained that the don’t perceive product package 

advertisement and colour as important. It became clear that packaging becomes a priority through 

negative attention rather than through beautiful packaging. As participant five put it “Plastic is not 

fantastic”. Participant two contributed, that if a product packaging is too showy, she becomes 

suspicious, that the company may try to hide something behind the bright colouring. Four 
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participants stated, that the packaging is very important to them. Eleven out of twelve students 

agreed, that they could be unconsciously influenced by the packaging of a product. 

First impressions of the Vegan chocolate bar packaging  

Five associations with the word “vegan”  

Pricy, expensive, more expensive Pricey (4/12) 

Green product, colour green  Green (3/12) 

Too much, extreme  Extreme (2/12) 

Aggressive(1), Grass eater(1), Hipster(1), attractive girls(1), Someone 

who cares about animals, Someone who cares about the environment, 

Hippy(1), cares about how the product is tailored (fair conditions)(1), 

Extreme in his/her opinion,  judgemental, Sweden, someone taking a 

stand for his/her beliefs/values, Girls, saves animals, strong ethics  

Stereotype Vegan 

Person (description) 

No animal cruelty, no animals harmed, saves animals Ethical 

considerations (9/12) 

Less calories, healthy, good for the body, no pesticides,  Healthy (4/12) 

Bad taste Bad Taste (1/12) 

Substitute for something, that is usually not vegan  Substitute (1/12) 

Biological, organic, natural, sustainable Natural (5/12) 

No milk, no animal milk, no cow milk, can be consumed by people with a 

lactose intolerance (1) 

Dairy-free /lactose-

free (4/12) 

No animals’ ingredients, no animal involved in the production, no animal 

products  

No animal 

ingredients (3/12) 
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The taste that some people prefer (plant milk over dairy milk) Personal preference 

(1/12) 

Table 5: Coding of the question 5.  

Influence of the word vegan on the vegan chocolate product 

Good direction thanks to vegan word mentioned, good influence on 

me, healthy, vegan and therefore organic, more organic than not 

vegan products, evokes trust in the product, positive association 

with word vegan, makes it easier to pick products  

Positive 

association 

(6/12) 

50% 

Bad taste (x2), bad impact when looking for normal products  Negative 

association 

(3/12) 

25% 

No impact, I don’t care, substitute food /different neutral (3/12) 

17% 

Raises awareness that it is for special customers  exclusive (1/12) 

8% 

Table 6: Coding of question 6.  

 

When the question was posed, how the word “vegan” on the vegan chocolate packaging affects the 

participants perception on the product, half of the interviewees expressed positive associations, 

especially in terms of associating it as a healthier and more organic version compared to non-vegan 

chocolates. Participant three responded with a positive association combined with a bad one, she 

expressed that she associates health, as well as a bad taste with the product because the word vegan 

is written on it. Participant one stated, that the term informs her, that product is meant for a special 

customer group. As Gamze doesn’t consider herself as part of this “special group”, she therefore 

excluded herself of the customer range for the product. Thereby, the label vegan caused a total of 4 

participants to exclude the product from their own shopping basket.  
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Create a Persona for the Vegan ice-cream, the dairy ice-cream and the Vegan chocolate 

Participants Dairy ice-cream Vegan ice-cream Vegan chocolate 

Gamze Male and Female 

1 to 90 years old 

20 000Kr monthly 

Female 

End of 20 years old 

30 000Kr monthly 

Female 

35 years old  

30 000Kr 

Ella Male and Female 

1 to 90 years old 

20 000Kr 

Male and Female 

20 years old 

25 000Kr 

Male and Female 

20 to 30 years old 

35 000Kr 

Klara Male and Female 

1 to 99 years old 

25 000Kr 

Female 

18 years old 

20 000Kr – 25 000Kr 

Female 

25 years old 

20 000Kr – 25 000Kr 

Frida Male and Female 

15 to 60 years old 

No precise income 

Female 

20 to 40 years old 

18 000 – 24 000Kr 

Female 

0 to 99 years old 

Same as Vmag 

Mero Male and Female 

1 to 99 years old 

Everyone for income 

Female  

20 to 30 years old  

More than 10 000 Kr 

Female  

20 to 30 years old  

More than 10 000 Kr 

Ken Male and Female  

1 to 90 years old 

All kind of income 

Male and Female  

20 to 30 years old 

23 000Kr  

Male and Female  

20 to 30 years old 

23 000Kr 

Anna Male  Female  Female  
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30 years old  

20 000 - 25 000Kr 

21 years old  

20 000 – 25 000Kr 

20 years old  

20 000 – 25 000Kr 

Kevin Male and Female 

10 to 70 years old 

More than 12 000Kr 

Female  

13 to 30 years old  

23 000Kr 

Female  

13 to 30 years old  

23 000Kr 

Clyde Male and Female 

20 years old  

23 000Kr  

Male and Female  

25 to 30 years old  

23 000 Kr 

Male and Female 

20 to 25 years old  

20 000 Kr 

Sophia Female 

15 years old  

No income 

Female  

20 to 30 years old  

No income  

Male and Female  

20 to 30 years old  

Normal one around 

24 000Kr 

Angelo Male and Female  

15 to 35 years old  

Average 23 000Kr  

Female  

17 to 35 years old 

Average 23 000Kr   

Female  

17 to 40 years old  

Average 23 000Kr   

Steven Male and Female  

Around 40 years old  

26 000 – 30 000 Kr 

Male and Female  

24 years old  

18 000 – 20 000Kr 

Male and Female  

24 to 30 years old  

20 000 – 26 000Kr 

Table 7: Coding of question 7. 

Definitions vegan and plant-based  

Vegan 

Lifestyle (4/12) 
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Person  (5/12) 

Adjective (3/12) 

Table 8: Coding of the definition of vegan formulated by the interviewees 

Plant-based 

Lifestyle (0/12) 

Person  (3/12) 

Adjective 5/12) 

Diet (2/12) 

I don’t know  (2/12) 

Table 9: Coding of the definition of plant-based formulated by the interviewees 

 

When the question was posed to define the term plant-based, none of the participants had a direct 

answer in their minds. After the interviewer told the participants that they should just have a guess, 

ten out of twelve students shared their thoughts, two still absolutely couldn’t imagine, what the term 

could mean. Two participants answered, that plant-based is the diet that Vegans follow, and thereby 

correlated them. A staggering 75% associate the word vegan with a person or a lifestyle and not 

with a descriptive adjective. Whereas analysing the results of plant-based, no participant associated 

the term with a lifestyle and 42% thought of an adjective, informing about the traits of a product 

claimed as such. 25% associated the word plant-based with a person.  

Open question 

When asked to bring in further thoughts to the topic, the students gave a lot of impressions for 

enriching the research in the field. Participant one wanted to learn more about the reasons of people 

becoming vegan and motivated the researchers to try to evaluate these motives. Participant two 

shared her impression, that vegan products should be natural and not full of chemicals. Participant 

three noted that someone who labels themselves as a plant-based person, might not want to be 

characterized as a Vegan. She also mentioned, that vegan diets are cheaper and not more expensive 
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contrary to a widespread opinion. The Vegan diet would be more affordable, as one doesn’t have to 

purchase meat. However, vegan products can be more expensive than comparable non-vegan 

products, as some trendy substitute products are pricy. She also determined, that the brand Magnum 

doesn’t label the new dairy free ice-cream as plant-based but only as vegan, as Veganism is a 

contemporary trend and more commonly known.  

 Participant four added, that she thinks Veganism is too much. She understands the point of 

avoiding animal pain, but cheese and eggs don’t hurt animals in her opinion. She wants to raise 

awareness, that the vegan label on products can annoy some people. In her estimation, 15 to 20% of 

customers will not purchase a product, when the label vegan is depicted on it, whereas 30% of 

people would buy it, when the label vegan is portrayed. The missing 45 to 50% would in her claims 

just not care if its labelled vegan or not.  

Participant five explained, that older people don’t understand what the word vegan means. 

According to him, more education has to be provided and spread about the word and the trend.  

Participant seven mentioned, that she is for Veganism, but the term can be misused to generate 

sales, as a marketing trick and fashion word.  

Participant eight mentioned, that some people think they need animal derived protein to stay in 

shape. For him, the vegan movement is about the ideology and values. As he knows, that the 

company Unileiver, owning the brand Magnum producing the ice-cream previously in the interview 

displayed, missuses the term vegan for generating sales and is only interested in profit, but not in 

pushing the core values of the vegan movement, being inter alia sustainability and eco-friendliness. 

Therefore, he thinks it’s hypocritical of magnum to manufacture a vegan labelled product would 

never support this brand by purchasing one of Magnums ice-creams.  

Participant nine added, that he would like to know why people go vegan and that in Sweden, one 

faces a lot of Vegans, for example at dinner or other occasions.  

Participant ten thinks, that gender doesn’t matter when it comes to Veganism. She personally knows 

a lot of males, as well as females following a vegan diet. Additionally, she perceives the huge word 

“vegan” across the chocolate bar previously displayed in the interview as a little too much. The very 

obvious labelling may be perceived as overwhelming for non-vegans and could make them 

uncomfortable.    

Participant eleven mentioned, that companies manufacturing advertisements about vegan products 

should focus less on the word vegan and more on the packaging features.  
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Participant twelve added, that he perceives Magnums vegan packaging as more edgy compared to 

the dairy alternative, in order to catch the eye of the customer. He wants the companies to put their 

effort on showing that they care about animals and the environment, and not on edgy packages.  He 

gets the impression that Magnum wants to purely sell a product by using the vegan label. 

Additionally, he suggests the companies to focus less on the word vegan when it comes to 

marketing, and make an effort, so that non-vegans don’t feel excluded when they see the vegan 

label on a product.  

 

 

6.3 Findings of the in-depth interviews  

The findings that the researchers decided to use as a base for developing the quantitative survey 

questionnaire, are the following:  

 

• Asking about the definition of “vegan”, the term was used as a noun and therefore describing 

a person or lifestyle in 67% of the answers and in only 33% as an adjective  

• The participants showed rare knowledge about the term “plant-based”  

• According to the interviews, veganism is not associated to a gender in all cases but if, it was 

always associated with the female gender  

• People withhold their “raw” thoughts and choose their words wisely, as it the theme is not 

perceived as a “lunchbreak topic”  

• The persona of a “typical vegan consumer” was at an average age of 25,6 years. 

• Even though the vegan customer is associated with having a low to medium income of 22 808 

Swedish Krona after taxes, the expenses of vegans concerning their groceries is seen as 

proportionally more, compared to the expenses of a non-vegan person.  
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7 The quantitative study 

7.1 Operationalization of the quantitative survey following the qualitative 

assumptions 

The process entitled as operationalization, originally described the operations of physicians, testing 

the measures of their concepts (Bridgeman 1927; cited in Bryman, 2012). 

The following table clarifies the conversion of the concepts used as a base of the study to measurable 

items.   

The survey follows a funnel method based on the assumptions as well as the categories, created in 

the qualitative in-depth interviews process (6.2.1.). The funnel method for the researchers refers to 

the way of asking general questions at the beginning to end with precise and targeted questions.  By 

following this method, the participants are guided smoothly through the questionnaire, as the survey 

will slowly present more precise questions throughout its course.	

Those assumptions/categories are the following ones:  

a) asking about the Definition of “vegan”, the term was used as a Noun and therefore describing 

a person or lifestyle in 67% of the answers and in only 33% as an adjective  

b) The participants showed rare knowledge about the term “plant-based”  

c) According to the interviews, Veganism is not associated to a gender in all cases but if, it was 

always associated with the female gender  

d) People withhold their “raw” thoughts and choose their words wisely, as it the theme is not 

perceived as a “lunchbreak topic”  

e) The persona of a “typical vegan consumer” is estimated at an average age of 25,6 

f) Even though the Vegan customer is associated with having a low to medium income of 25 

625€ per year (about 273 700kr) and so 2 135€ per month (22 808kr) the expenses of vegans 

going towards groceries are seen as percentual more, than the ones of a non-vegan items 

consuming person. 
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Categories/Assumptions Keywords Questions Sources 

 

 

Descriptive data 

Age, Gender, Student 

enrolled in a university, 

South of Sweden, 2019 

Q12: What is your age?  

Q13: What is your 

gender? 

Q11: Are/were you 

enrolled at a University 

as a student in the south 

of Sweden in 2019? 

 

 

Qualitative interviews  

(Own, 2019) 

“Coding in-depth interviews” 

 

 

a 
 

vegan, perception, 

opinion 

Q5: Please tick the 

answer, that correlates 

with your thoughts: 

Reading the word 

vegan, I think of… 

  

Qualitative interviews  

(Own, 2019) 

Category 3 from the part 

“Coding in-depth interviews” 

  

b 

 Plant-based, perception, 

opinion 

Q4: Please tick the 

answer, that correlates 

with your thoughts: 

Reading the word 

plant-based, I think 

of… 

Qualitative interviews  

(Own, 2019) 

Category 5 from the part 

“Coding in-depth interviews” 

 

c 

Gender, association, 

vegan 

Q6: Which gender do 

you associate with the 

word vegan? 

Qualitative interviews  

(Own, 2019) 

Category 4 from the part 

“Coding in-depth interviews” 

 

d 

Feeling comfortable, 

veganism, plant-based, 

talking about 

Q14: With whom do 

you feel comfortable 

Qualitative interviews  

(Own, 2019) 
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talking about Veganism 

and a plant-based diet?  

 “Coding in-depth interviews” 

 

e 

Age, typical consumer, 

vegan 

Q7: What age do you 

associate with a typical 

vegan consumer? 

Qualitative interviews  

(Own, 2019) 

Category 4 for the part 

 “Coding in-depth interviews” 

 

f 

Monthly income, typical 

consumer, vegan, 

average consumer, 

percent of income, 

spend, food groceries 

Q8: What monthly 

income do you 

associate with a typical 

vegan consumer before 

taxes? (in Swedish 

Krona) 

Q15: How many 

percent of their income 

do you think Vegans 

spend on food groceries 

(excluding restaurant 

expenses)? 

Q16: : How many 

percent of their income 

do you think an average 

consumer spend on 

food groceries 

(excluding restaurant 

expenses)? 
 

 

 

Qualitative interviews 

(Own, 2019) 

Category 4 of the part 

“Coding in-depth interviews” 
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Table 10: Operationalization of the quantitative survey.  

 

 

 

Funnel method question 

Associated to qualitative 

relevant categories. 

Buying, factors, most 

important to you, rank 

Q1: When buying 

groceries, which factors 

are most important to 

you? Please rank from 

most important  

Qualitative interviews 

(Own, 2019) 

Category 1 of the part 

“Coding in-depth interviews” 

Funnel method question 

Associated to qualitative 

relevant categories. 

Attention, pay to, 

advertisement on 

packages 

Q2: How much 

attention do you pay to 

advertisement on the 

packages? 

Qualitative interviews 

(Own, 2019) 

Category 2 of the part 

“Coding in-depth interviews” 

Funnel method question 

Associated to qualitative 

relevant categories. 

Associations, vegan Q3: Which of these 

words do you associate 

with the word vegan? 

Please tick your 

associations. 

Qualitative interviews 

(Own, 2019) 

Category 3 of the part 

“Coding in-depth interviews” 

Funnel method question 

Associated to qualitative 

relevant categories. 

Vegan, prevent, buying, 

specific product.  

Q9: Could the word 

“vegan” on a product 

prevent you from 

buying that specific 

product? 

Qualitative interviews 

(Own, 2019) 

Category 6 of the part 

“Coding in-depth interviews” 
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7.2 Design  

The survey design is an electronic survey sent by mail, posted on social networks as well as shared randomly 

to students. This survey is divided into different types of questions that aim to generate dissimilar data. 

The following table presents the different types of questions: 

 

Q1: When buying groceries, 

which factors are most 

important to you? Please 

rank from most important 

 

 

Ranking 

“The Ranking question asks 

respondents to compare 

items to each other by 

placing them in order of 

preference.” 

(SurveyMonkey, 2019) 

 

Q2: How much attention do 

you pay to advertisement on 

the packages? 

Q10: How would you 

describe your personal diet 

style? 

 

 

 

 

Likert scale 

“A Likert scale is a common 

way to get feedback on how 

strongly people feel about a 

topic. The scale centers 

around a neutral option so 

you can uncover the different 

degrees of opinion people 

have.” (SurveyMonkey, 

2019) 

 

Q3: Which of these words do 

you associate with the word 

vegan? Please tick your 

associations. 

 

 

Checkboxes 

“Checkboxes is a 

simple closed-ended 

question type that lets 

respondents select multiple 

answers from a defined list of 

choices.” 

(SurveyMonkey,2019) 
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Q4: Please tick the answer, 

that correlates with your 

thoughts: Reading the word 

plant-based, I think of… 

Q5: Please tick the answer, 

that correlates with your 

thoughts: Reading the word 

vegan, I think of… 

Q6: Which gender do you 

associate with the word 

vegan? 

Q14: With whom do you feel 

comfortable talking about 

Veganism and a plant-based 

diet? 

 

 

 

 

 

 

 

 

 

 

Multiple choices 

“Multiple Choice is a 

simple closed-ended 

question type that lets 

respondents select one 

answer from a defined list of 

choices.” (SurveyMonkey, 

2019) 

 

Q9: Could the word "vegan" 

on a product prevent you 

from buying that specific 

product? 

 

 

Dichotomous question 

 

“When a question has two 

possible responses, like 

Yes/No or True/False, it's 

known as a dichotomous 

question.” (SurveyMonkey, 

2019) 

 

Q7: What age do you 

associate with a typical 

vegan consumer? 

Q8: What monthly income 

do you associate with a 

typical vegan consumer 

 

 

 

 

 

“A Rating Scale question, 

commonly known as a Likert 

Scale, is a variation of the 

Matrix question where you 

can assign weights to each 

answer choice.” 

(SurveyMonkey, 2019) 
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before taxes? (in Swedish 

Krona) 

Q15: How many percent of 

their income do you think 

Vegans spend on food 

groceries (excluding 

restaurant expenses)? 

Q16: How many percent of 

their income do you think an 

average consumer spend on 

food groceries (excluding 

restaurant expenses)? 

 

 

 

 

 

 

 

 

Rating 

 

Q11: Are/were you enrolled 

at a University as a student in 

the south of Sweden in 2019? 

Q12: What is your age?  

Q13: What is your gender? 

 

 

 

Demographic 

“Using the Contact 

Information question type, 

you can collect respondent 

demographic information 

through a single question.” 

(SurveyMonkey, 2019) 

 

 

Table 11: Design of the quantitative survey.  

7.3 Descriptive data  

 In this part, will be presented the participants characteristics following the criterion also called the 

sample frame: at least 18 years old, students enrolled in a university, in the south of Sweden.  
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Regarding the age of the participants, 13,74% of them are in the age of 18-20 years old, 77,47% of 

them are in the age of 21-29 years old and 8,79% are older than 29 years old.  

For a total of 182 participants, 53,30% are women, 46,15% are men and 0,55% are non-binary. In the 

last figure above, we can see that all the participants were enrolled in a university in the south of 

Sweden in 2019.  
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8 Analysis and Results  

 

 

On question posed on the presented figure aims to understand and image the main factors customers 

think about when they go grocery shopping. Three different results are presented: General results, 

results of female participants, and results derived for male participants.  

As the in-depth interviews revealed the tendency of participants to associate the term "vegan" with a 

female persona, the authors decided to divide the quantitative data collected through an online survey 



 

60(104) 
 

into two parts: Answers given by females and answers provided by males. For the general result, it 

can be seen that the price factor is the most chosen one with a score of 4,00. However, when looking 

at the specific numbers by gender, it becomes clear that men regard price as a factor slightly more 

with a score of 4,17 than women, reaching the score of 3,85. On the second position, the quality factor 

is ranked with a score of 3,66. For this factor, the answers from women and men are nearly the same 

in with 3,65 for the men and 3,66 for women. The ingredients come in the third position in the overall 

results with a score of 2,81. However, 2,63 is the score obtained from the men answers while 2,96 is 

the score obtained from the women’s answers. This means that the ingredient factor is ranked third 

for the women but is ranked fourth for the men. Indeed, the fourth factor in the overall results is the 

design (of the package) with a score of 2,40. In the men results, the score is 2,65, which rank this 

factor in the third position and put the ingredient in the fourth position in the men rank. However, for 

the case of the women results, it can seen that the score is 2,18, which is for them less than the last 

factor in the general rank: environmentally friendly. This last factor in the overall result obtained a 

score of 2,18, a result that put it last factor as the 1,90  score obtained in the men results. The women 

results show a score of 2,41 for this last factor, which finally gives this final rank for women results: 

1) Price 

2)  Quality 

3)  Ingredients 

4)  Environmentally friendly 

5)  Design (of the package) 

 

While for the men results, the researchers obtain this final rank: 

 

1)  Price  

2)  Quality 

3)  Design (of the package)  

4)  Ingredients 

5)  Environmentally friendly 

 

By those results and ranks, it is interesting to see that the main difference between the men and women 

on the scale of the south of Sweden is the three last factors. While the men are more oriented into the 

design of the package, the price and the quality, they focus a bit less about the ingredients and 

significantly less about the environmentally friendly criteria of a product. On the other hand, the 
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women tend to focus less on the design of the package and more about the ingredients and the 

environmentally friendly criteria. 

 

 

 

On the presented figure, the question aims to observe how much attention the participants pay to 

advertisement on packages. Three different results are presented: the general ones, the women ones, 

and the men ones. To understand the graph, it has to be said that 0 represent an answer of 'not 

interested at all about the advertisement on the packages' and 100 represent an answer of 'totally pay 

attention to the advertisement on the packages.' For the overall results, it can be seen that the students 

from the south of Sweden find themselves around the middle with a score of 46. This means that 

sometimes they will pay attention to the advertisement on the packages and sometimes not. However, 

by the maximum and the minimum in the 'basic statistics' section, it can be seen that some of the 

students do not pay at all attention to the advertisement on the packages and another hand some of 

them pay total attention of the advertisement on the packages. According to Saunders, Lewis & 

Thornhill (2016, p.529), the median is one data that allow the researcher to describe the central 



 

62(104) 
 

tendency. Also, according to those authors, the coefficient of variation gives more precision on the 

dispersion of the answers. It is possible to calculate it by dividing the standard deviation by the mean. 

Here on the graph, it can be seen that for the overall results, the central tendency is 50 and the 

coefficient of variation is 63%. This means that even if the tendency of answers is around 50, there 

is a dispersion of 63% of the answers of the different participants. This coefficient can maybe show 

that the result presented here can be less efficient than it looks like. 

Regarding the results from the women, it can be seen that they find themselves around the middle 

with a score of 44. As the overall results, some women do not pay at all attention to the advertisement 

on the packages, and on another hand, some of them pay total attention of the advertisement on the 

packages. The central tendency of the women results is 49,50, and the coefficient of variation is 68%. 

Regarding the results of the men,  it can be say that they find themselves more around the middle than 

the women with a score of 48. As the overall results, some men do not pay at all attention to the 

advertisement on the packages, and on another hand, some of them pay totally attention of the 

advertisement on the packages. However, unlike the women results, the central tendency of the men 

is 52 but the coefficient of variation is 57% which shows that the men's answers have an inferior 

dispersion than the answers of the women. It may be possible to say that this smaller dispersion gives 

to the global result of the men more trust and more representation than the results from the women. 

Finally, it has to be said that both men and women in term of overall results and gender results, tend 

to be neutral and tend to not pay too much or not much attention to the advertisement on the packages. 
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On the presented figure, the question aims to observe the leading associations that students from the 

south of Sweden do with the word 'vegan.' For the overall results, we can highlight the four leading 

association with these words. In the first position come the environmentally friendly association with 

a total of 71,98% and shortly behind the animal concern associated with a total of 70,33%. Those are 

the two primary association that it can be observed at first view. By looking closer, two other 

associations come out of the propositions of the answer: pricy and green. The first one collected a 

total of 54,40% of answers, while the second one collected a total of 53,85%. Those associations 

represent the five most associated adjectives with the 'vegan' word. In term of statistic, it can be seen 
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that the central tendency is 6. This means that during the survey process, the participants selected 

around six associations. By the minimum and the maximum, it can also be see that some of them 

selected only one association and some other selected ten association, the nine presented and the 

possibility to add another one. For this question, the researchers obtain a coefficient of variation of 

47% which is suitable for a question with this amount of possible answers, but which is also not very 

useful as of course for this question a particular variation is normal. It can be stated that the dispersion 

on this question is less than 50%, which can show that the answers are in some ways precise.   

Regarding the results of the women, it can be seen that when it comes to the two first associations, 

those are the same than in the overall results. Indeed, the environmentally friendly association comes 

first with a total of 76,29% and the animal concern come right after with a total of 69,07%. However, 

there is a little change for the third and the fourth one compared to the overall results. The green 

association with the 'vegan' word is still in the four leading association but is more chosen by the 

women with a total of 59,79%, which put it in the third position. The last association that comes out 

of the other is the ethical association with a total of 53,61%. The central tendency for the women 

results is 6, which is the same as the overall results, and the coefficient of variation is also very close 

to the overall results, one with 46%. This means as said before than on these types of question with 

multiple answers; this percentage can be seen as useful data in term of dispersion. It can be seen by 

it that for the participants, there are between four and five principal associations that has to be done 

with the word 'vegan.'   

Regarding the results of the men, it can be seen that when it comes to the two first associations, there 

is a difference. Indeed, while for the women results the environmentally friendly association comes 

first, here it is the animal concern association that comes first with a total of 72,62% and right after 

the environmentally friendly association that comes second with a total of 67,86%. The significant 

change comes for the third and the fourth association. In third, it is the pricy association that has been 

chosen by the men with a total of 64,29%, and in the fourth position, it is the trendy association with 

a total of 55,95%. The central tendency of the men results is 5, which means that compared to the 

women, the men tend to select one association less in the three-selection process. However, while 

selecting less association by answers, the dispersion is more critical than women with 49%. The 

difference is not big, but as the central tendency change, it is a notable observation.   

In summary, it can be said that the four associations of the women reflect a "greener" vision of the 

vegan world. Environmentally friendly, animal concern, green and ethical are associations that do not 

touch them directly but more the general condition of everything around them. They do perceive the 

'vegan' word more like a concrete actor in term of those environmental and animal subject. The ethical 

association gives more power to their results. 
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On another hand, the four associations of the men reflect a 'contrasted' vision of the word vegan. Like 

the women, the two primary association are the environmentally friendly and the animal concern 

ones, but the pricy association and the trendy one come to contrast their choice. They may perceive 

the 'vegan' word as a possible actor for the environment and the animals, however, they also think 

that this word is trendy today which give to it less power in its duty. Finally, they also think about 

themselves while choosing the pricy association. The selection of this association means that during 

the choice, they associate the 'vegan' word with products that you can buy and not with a movement 

or a way of living. 

 

 

On the presented figure, the question aims to observe what do students from the south of Sweden 

think of the word 'plant-based.' As this question is a close question with one possibility of answer, 
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there is no use of the coefficient of variation. For the overall results, we can see that the central 

tendency is 1, which represent the foremost choice of answer of the students. Indeed, 63,13% think 

that the word 'plant-based' is an adjective. Only 4,47% think that it is a person, and 32,40% think 

that it is a lifestyle. This show that in our sample, the majority of the student has a clue that the 

word 'plant-based' is an adjective. 

Regarding the women results, it can be seen that 55,79% of them think that 'plant-based' is an 

adjective. Only 3,16% of them think that 'plant-based' is a person and 41,05% think that the word 

'plant-based' refers to a lifestyle. 

Regarding the men results, it can be seen that 71,08% of them think that the word 'plant-based' is an 

adjective. Only 6,02% think that it is a person, and 22,89% think that 'plant-based' is a lifestyle. 

In summary, it can be seen that more men than women know that the word 'plant-based' refers to an 

adjective. Despite that, it can still be seen that more than the half of the student from the south of 

Sweden of our sample have a clue that the word 'plant-based' is an adjective which is interesting as it 

is a word that is only starting to appear on different product or papers. 
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On the presented figure, the question aims to observe what do students from the south of Sweden 

think of the word 'vegan.' As this question is a close question with one possibility of answer, there is 

no use of the coefficient of variation. For the overall results, we can see that the central tendency is 

3, which represent the foremost choice of answer of the students. Indeed, 57,46% think that the 

word 'vegan' refers to a lifestyle. 22,10% think that it is an adjective, and 20,44% think that it is a 

person. This show that in our sample, more than half of the student has no clue that the word 'vegan' 

is an adjective. Only 22,10% of the student perceive the word 'vegan' as an adjective. This result is 

impressive because in fact, 'vegan' and 'plant-based' have the same meaning. The use of the word 

plant-based is increasing precisely because of the impact and the perception of the word vegan, and 
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that is why those results are fascinating. It can be seen that it has a different influence than the word 

plant-based, and it is perceived mostly as a lifestyle. 

Regarding the women results, it can be seen that 57,73% of them think that 'vegan' is a lifestyle. 

17,53% of them think that 'vegan' is a person, and 24,74% think that the word 'vegan' refers to an 

adjective. 

Regarding the men results, it can be seen that 56,63% of them think that the word 'vegan' is a 

lifestyle. 24,10% think that it is a person, and 19,28% think that 'vegan' is an adjective. 

In summary, it can be seen that both men and women think strongly that the word 'vegan' refers to a 

lifestyle. The student from the south of Sweden sees more the word 'vegan' as a word which can 

state or describe your belonging to a group or to a way of leaving. 

Finally, only 22,10% of the students know and refer this word to an adjective, which is the standard 

answer. However, it has to be said that there is no wrong answer; this question aims to observe what 

the students think about this word.  
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On the presented figure, the question aims to observe what is the gender that the students from the 

south of Sweden associate with the word vegan. As this question is a close question with one 

possibility of answer, there is no use of the coefficient of variation. For the overall results, it can be 

seen that the central tendency is 1, which represent the foremost choice of answer of the students. 

Indeed 54,95% of the students associate the word 'vegan' with the female gender. This means that 

everything around this word is seen to be related to women, and nearly not with men as only 1,10% 

associate the men with the word 'vegan.' Finally, 43,96% of the participants think that this word 

should not be associated with a specific gender and is, in fact, destinated to everybody. 

Regarding the results of the women, 50,52% of them associate the female gender with the word 

'vegan' while only 2,06% of them associate it with the male gender. Finally, 47,42% of them do not 

associate this word with a particular gender but to everybody. 
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Regarding the result of the men, 60,71% of them associate the word 'vegan' with the female gender 

while all the other men participants do not associate the word 'vegan' with a specific gender 

(39,29%). 

Finally, it can be said that the overall results show two main groups of answers: 'no gender associated 

with the word 'vegan" and 'the female gender is the one associated with the word 'vegan." By looking 

closer to the answers of the 2 genders, it can be observed that both of them do not consider the male 

gender as the one to associate with the word 'vegan.' It is interesting to see that even the women put 

themselves as the gender to associate with the word 'vegan' however less than the level at which the 

men associate the women with the word 'vegan.' It can be summarized by saying that the sample is 

divided into two types. The one that sees female as the gender that fits with the word 'vegan' and the 

one that does not see a particular gender to associate with this word. 
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On the presented figure, the question aims to observe what age the students from the south of 

Sweden associate with a typical vegan consumer. For the general result, it can be seen that the 

central tendency is 25, which represent the leading choice of answer of the students. However, 

regarding the maximum and the minimum, it can be seen that some students associate very young 

ages and also old ages. The coefficient of variation is 25%, which means that the answer is precise 

and that most of the students answered around this age of 26, which is the overall result. 

Regarding the result of the women, it can be seen that the central tendency is the same as the overall 

result:25. However, the coefficient of variation is smaller than the overall result. Indeed, with 19% 

of dispersion, we can see that the women have a tendency to answer around 25 and that they have a 

small dispersion of their answer. The maximum of 50 and a minimum of 20 validate confirm this 

observation. 

Regarding the result of the men, it can be seen that the central tendency is 26. It is shortly different 

from the women, but this central tendency is the exact result of the overall result. However, the 
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coefficient of variation is 29%, which means that even if they have a central tendency around the 

result, the dispersion of the answers is more important than it is for the women. The maximum of 

80 and a minimum of 1 can explain this number. 

Finally, it can be said that both men and women associate 26 years old as the age of a typical vegan 

consumer. 

 

 

On the presented figure, the question aims to obtain the monthly income that the students from the 

south of Sweden associate with a typical vegan consumer. Three different results are presented: the 

general ones, the women ones, and the men ones. To understand the graph, it has to be said that the 

results are in thousand. This means that in the general result, we obtained 38 000. The students from 

the south of Sweden associate a monthly income of 38 000Kr (before taxes) to a typical vegan 

consumer. This may show an idea that a vegan consumer is someone who has no financial problem 

and who can spend money on precise products. The central tendency is 40, which is, in general, the 

average answer of the participants. The coefficient of variation is 40%. This dispersion can be 
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explained by the maximum of 92 000Kr and the minimum of 0Kr which influence it. Those 

numbers show that some students associate no income with a typical vegan consumer, and some 

others associate high incomes. 

Regarding the result of the women, the researchers obtained 37 000Kr (before taxes). The central 

tendency is 36, which is the average answer of the women for this question. However, the 

coefficient of variation is 41%. This is due to the minimum of 7 000Kr a month and a maximum of 

92 000Kr a month. This dispersion shows that this question and the result obtained is not the one 

from all the women who participate but a mean of all the answers. 

Regarding the results of the men, the researchers obtained 38 000Kr (before taxes). The central 

tendency is 41. This means that between the tendency and the final result, the minimum and the 

maximum of answer which 0Kr and 80 000Kr have a significant influence on it. The coefficient of 

variation is 38%. This allows us to understand that they are some few answers that are close to the 

maximum and the minimum, which influence this dispersion and the median. 

Finally, it can be said that women and men results are nearly precisely the same. Some answers 

close to the maximum and minimum influence the central tendency and the coefficient variation. 

However, for the majority of the answer of both women and men, 38 000Kr is the result of the 

students of the south of Sweden. 
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On the presented figure, the question aims to observe if the word 'vegan' on a product could prevent 

the students from the south of Sweden from buying this specific product. As this question is a close 

question with one possibility of answer, there is no use of the coefficient of variation. 

For the general result, it can be seen that the central tendency is 1, which is the average answer of 

the participants of the survey. Indeed, answer 1 represent the 'no.' This means that 76,37% of the 

students would still buy a product that contain the word 'vegan' on it. Nevertheless, there are 

23,63% of the participants that will no buy a product if the word 'vegan' appear on it. 
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Regarding the results of the women, it can be seen that the central tendency is also 1. Indeed, most 

of the women who attend this survey will buy a product with the word 'vegan' on it (81,44%). 

Moreover, only 18,56% of the women would not buy a product with the word 'vegan' on it. 

Regarding the result of the men, it can be seen that the central tendency is also 1. However, in 

comparison to the women, fewer men (70,24%) would still buy a product which contains the word 

'vegan' on it. Also, so, more men (29,76%) would not buy a product that contains the word 'vegan' 

on it. 

Finally, it can be said that for both genders, the majority of them would buy a product even with the 

word 'vegan' on it. However, we must notice that nearly one-quarter of the participants, more men 

than women, would not buy a product that contains the word 'vegan' on it. 
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On the presented figure, the question aims to observe and understand the personal diet of every 

participant. Three different results are presented: the general ones, the women ones, and the men 

ones. To understand the graph, it has to be said that 0 represent an answer to 'I consume dairy and 

meat,' and 100 represent an answer 'I follow a plant-based diet.' For the overall results, it can be 

seen that the students from the south of Sweden find themselves around the middle with a score of 

43. This means that most of the students have 'neutral' diet; they can eat dairy and meat and also eat 

plant-based products without a problem. The maximum and the minimum which is 100 and 0 show 

that in our sample of students, some of them are a massive consumer of dairy and meat and some 

other follow a plant-based diet which represents a diet without dairy and meat. The central tendency 

is 38, which is around the result but a little bit lower than it. This means that some final answers 

influence it but that most of the student tends to be around this number. This observation is 

confirmed by the coefficient of variation, which is 63%. This means that there is a critical 

dispersion of the answer, which is normal as it is a personal question without a precisely correct 

answer. 

Regarding the results from the women, it can be seen that they find themselves around the middle 

with a score of 51. The maximum and minimum as explained previously that some of the women 

consume a lot of dairy and meat and some other follow a plant-based diet. The central tendency is 

50, which confirm this average of answer around 50 for the women result. The coefficient of 

variation is 51% which show, however, that there is a dispersion not to underestimate. This 

dispersion is due to the possibility to have a big consumer of dairy and meat or plant-based diet 

follower. 

Regarding the results from the men, it can be seen that they do not find themselves around the 

middle. Indeed, we can see that compared to the women, that more men consume dairy and meat as 

they are at 32. The central tendency is 28, which means that the result follows the average answer. 

However, the coefficient of variation is 73% which show that even if most of the men find 

themselves around the central tendency, the maximum of 100 and the minimum of 0 influence the 

result and put it at 32. There is a significant dispersion, but as a result, is close to the central 

tendency, we can say that most of the men find themselves around 32, which is a diet more dairy 

and meat-oriented. 

Finally, it can be seen that the women follow a neutral diet in which they can consume any product, 

while the men follow a diet which is more dairy and meat-oriented. This may be because of the 

wrong idea that it is well seen for men to eat meat. 
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On the presented figure, the question aims to observe and understand with whom the students of the 

south of Sweden feel comfortable talking about veganism and a plant-based diet. Three different 

results are presented: the general ones, the women ones, and the men ones. For the overall results, it 

can be seen that the central tendency is 3. This number refers to the average answer of the 

participants, which is everybody (49,45%). After this first and foremost answer come Family and 

friends (26,92%) and Nobody (20,88%). Finally, with 2,75%, it can be seen some other answer that 

the participants themselves mentioned: "people I do not have a personal relationship with" “people 

who listen and are non-aggressive. Can be everyone or no one at all." "Girlfriend" "Mostly no 

vegans. Most vegans I have met are very disrespectful to people that choose to eat meat." "Friends 
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with dietary needs, my boyfriend." "Classmates." For this question, the researchers obtain a 

coefficient of variation of 35% which is suitable for a question with this amount of possible 

answers, but which is also not very useful as of course for this question a specific variation is 

normal. it can be stated that the dispersion on this question is less than 50%, which can show that 

the answers are in some ways precise. 

Regarding the results of the women, it can be seen that the first main answer is the everybody one 

as in the overall result with a score of 52,58%. Following it, comes the family and friends one with 

a score of 28,87% and in the third position comes nobody with a score of 14,43%. Finally comes 

the last possibility of answer, which is the other with specification from the participants. This last 

one gets 4,12% of the answer. The central tendency is 3, which confirm this average of answer 

around 'everybody.' The coefficient of variation is 32%, which is an excellent way to state that the 

dispersion of the answer is centralized to two to three different answers. It is interesting to see that 

only half of the women from our sample feel comfortable to speak to everybody about veganism 

and plant-based diet while the other half feel comfortable to speak with only targeted people as 

family and friends or even nobody. 

Regarding the results of the men, it can be seen that the first answer is 'everybody' but not as 

important as it is in the result of the women. Indeed only 45,24% of the men of our sample feel 

comfortable to speak with everybody about veganism and a plant-based diet. While the other half is 

divided between the family and friend answer with 25,00% and the nobody with 28,57%. Finally 

comes the other possibility to mention a different answer. Only 1,19% formulate a different answer. 

The central tendency is 2. This show that the men answers are more concentrated on the answer 1 

(nobody), 2 (family and friends) and 3 (everybody) with the two main significant percentage from 

the 1 and the 3. This may be why the central tendency is 2.  The coefficient of variation is 40%, 

which highlight compared to the women results the fact that the dispersion is more essential, and we 

can feel it in the distribution of the answers. It is interesting to see that compared to the women 

results, less than the half of the men feel comfortable to speak with everybody about veganism and 

plant-based diet while the other half tend to speak to nobody more than their family and friends 

about this topic.   

Finally, it can be said that the veganism and the plant-based diet are seen as a delicate topic that the 

students from the south of Sweden do not feel comfortable to speak about with everybody for at 

least half of them. 
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On the presented figure, the question aims to obtain the percent of the monthly income that vegans 

spend on food groceries according to the students from the south of Sweden. Three different results 

are presented: the general ones, the women ones, and the men ones. For the general result, the 

researchers obtain a percentage of 40%. The central tendency is 40, which reflect totally the result 

obtained. However, it can be seen that the coefficient of variation is 35%, which means that the 

answers are precise because the dispersion is not very important. Indeed, the dispersion is at 35% 

because it can be seen that the maximum and the minimum of answer are essential. (5,00% as a 

minimum and 72% as the maximum) Those maximum and minimum are extreme and affect the 

dispersion of the answers, but as the central tendency show, the majority of the participants agree on 

a 40% of spend of the monthly income from a vegan consumer. 

Regarding the result of the women and the men separately, it can be seen that they obtain nearly the 

same results everywhere. They both obtain the same central tendency and nearly the same dispersion 

with 33% for the women and 36% for the men. Even the maximum and minimum are close. In fact, 

it is interesting to say that on this question, women and men results agree on nearly all the settings, 

the statistics, and the result. For the students of the south of Sweden, a vegan will spend an average 

of 40% of his/her monthly income on food groceries. 
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On the presented figure, the question aims to obtain the percent of the monthly income that an 

average consumer spends on food groceries according to the students from the south of Sweden. 

Three different results are presented: the general ones, the women ones, and the men ones. For the 

general result, it can be seen that an average consumer will spend 39% of his/her monthly income 

according to the participants. The central tendency is 40. This number reflects well average answer 

from the students. With a coefficient of variation of 35%, it can be seen that the dispersion is not 

really significant, and the result stay precise. This dispersion may be more important than it can be 

because of the maximum (88%) and the minimum (9,00%) which are number that has definitely an 

influence on this dispersion. However, it has to be said that according to the student from the south 

of Sweden, an average consumer will spend 3% of his/her monthly income on food groceries.  

Regarding the results of the women, it can be seen that they are very similar to the result of the men. 

By the coefficient of variation, it can be seen that the answer from the men has a smaller dispersion 

of 32% against 37%. However, for the central tendency and the minimum and maximum, it can be 
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seen that both results are close: 40 for the women and 39,50 for the men while the maximum of the 

women is 88% and the minimum 9% and for the men 78% and 10% for the minimum. 

 

Finally, like the previous question, it is interesting to see that on those both question the result of 

the women and the men are very close. For this question, the student of the south of Sweden 

associates an average consumer with a spend of 39% of his/her monthly income on food groceries. 

9 Discussion 

The aim of this mixed-method research study was to investigate the perception of as vegan advertised assets 

on the example of students enrolled in the south of Sweden in 2018 and 2019. By utilizing in-depth 

interviews in the initial part of the data collection of the research process, the authors were able to step a first 

foot on the novel field of research which is investigating into the contemporary phenomenon of vegan 

advertisement, with the focus on students in the South of Sweden.  

9.1 Assumption 1: the word “vegan” is predominantly associated with a 

lifestyle 

The qualitative data analyzation demonstrates that the term vegan itself is predominantly associated with a 

noun (67%), and therefore allied with either a lifestyle, or a person following this lifestyle. The data 

enlightens that only 33% of the surveyed students connect the term to an adjective as the first impulse.  Two 

thirds of the participants imagine a persona or even a group of people when hearing or reading the word 

vegan and therefore not only perceive it for what it actually stands for: “[...]food which is not of animal 

origin and for which at all stages of production and processing no Ingredients [...]or processing aids, [...] are 

used, which are of animal origin, have been added or used in processed or unprocessed form.” 

(Verbraucherschutzministerkonferenz.de, 2019). Verifying these findings in a subsequent quantitative online 

survey in order to perform triangulation, 57,46% of the participants answered the question “Please tick the 

answer, that correlates with your thoughts: Reading the word vegan, I think of…” with “a lifestyle”; 20,44% 

of the attendees clicked the option “a person” and 22,10% chose “an adjective”. By analyzing the survey’s 

results, the authors were able to confirm the previously gathered data from qualitative in-depth interviews. A 

triangulation was provided to reassure the researchers that the word vegan is in most cases directly 

associated with the lifestyle of Veganism, before it is contextualized with the adjective defined previously.  
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As seen from the two data collection sources used in this paper, the term ‘vegan’ evokes a direct association 

with the lifestyle of veganism. Therefore ‘vegan’ does not provoke the inference of the ingredients and the 

products manufacturing. 

9.2 Assumption 2: the term “plant-based” evokes clearly different associations 

than the term “vegan” 

Discovered through in-depth interviews, the authors can assume that rare knowledge is distributed about the 

word ‘plant-based’. None of the interviewees had a direct definition of the term in mind. Pursuing the 

investigation, the quantitative survey participants were asked to answer the same question previously posed 

about the term vegan, but now concerning the term “plant-based” instead.  

 

The answers emerging were astonishing, as in contrast to the term vegan, “plant-based” was associated in 

63,13% of the cases with an adjective, in 32,4% with a lifestyle and finally only in 4,47% connected to a 

person. Unlike the word “vegan”, “plant-based” is seen as a descriptive term simply concerning the 

composition of the product attached to. Even though the task of defining “plant-based” was rarely 

satisfactorily executed during the data collection by the participants, the term “plant-based” seems to meet all 

intentions mediated by labeling products as “vegan”.  	

By declaring this, the authors mean to communicate that the assumed goal of companies labelling 

products as vegan is to expand the customer range by including people either following a vegan diet 

or trying to move their dietary habits towards a tendentially more vegan style. Yet, contrary to the 

marketers intentions, according to the research conducted within the scope of this thesis, the label 

vegan on a product can actually reduce the size of potential buyers, as it is not predominantly 

perceived as informing, but as an association closely connected with the lifestyle of veganism and its 

proponents. There are obvious practical implications following the findings, supported by literature 

of vegan companies implementing the marketing rearrangement the authors of the thesis would 

suggest (Sabur, 2019). Observable on the example of the company “Impossible Foods”, companies 

built on a vegan fundament understood the negative impact of plant-based products if they are labelled 

as vegan. As addressed in the literature review (Chapter 3), the brand urged their resellers to avoid 

marketing their products with the word vegan included anywhere. Thereby the authors deduct that by 

labelling a product as vegan attracts Vegans, as well as people interested in a vegan diet. Nevertheless, 

it may potentially repel customers not following a vegan lifestyle, or even being against veganism 

and thereby prevent them from purchasing the as vegan labelled item. However, the term plant-based 

used as a marketing strategy on products attracts people following a vegan lifestyle as well as people 

interested in a more plant-based lifestyle, and leaves people not interested in these dietary styles 

unbothered.  
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9.3 Assumption 3: Veganism is associated with the female gender 

As observed in the process of the in-depth interviews, Veganism was associated 58% of the time with the 

female gender. 

As the participants of the interviews were asked to imagine a typical persona purchasing the vegan white 

chocolate bar they were presented, 58% of the participants visualized a female person, and when asked to do 

the same for the vegan ice-cream of Magnum 67% chose female . As Veganism itself has no indication to be 

associated with a certain gender per se, the results are insightful when answers to the survey question “Which 

gender do you associate with the word vegan?” are evaluated.  

 

The answers confirm the tendency of the association of the term vegan with the female gender. Indeed, 54,95% 

of the participants selected female as the gender connected to the term vegan, 43,96% of the participants 

selected the answer ‘none’ while only 1,10% of our sample designated the gender male. According to Rozin, 

Hormes, Faith & Wansink (2012), the male gender is more associated to meat consumption while the female 

one is way less associated with the meat consumption.  

 

These associations enable the authors of this study to assume that new, especially for men designed marketing 

strategies have to be developed, in order to raise sales of as vegan labeled products to males and thereby 

broaden the clientele.  

 

9.4 Assumption 4: The typical vegan consumer is late 25 years old 

During the process of the in-depth interviews, the attending participants were presented three different 

product packages: Two as vegan labelled products and one non-vegan product. For each of these, the 

interviewees were asked to create a typical persona. After the data collection of the qualitative part 

was completed, the age of the two vegan products was reunited into a mean age. Through analysing 

the interviews, it was possible to generate the average age of a typical vegan consumer: 25,6 years.  

This data was triangulated by testing its quantifiability in a quantitative online survey. On such, the 

participants were asked to report about “What age do you associate with a typical vegan consumer?”. 

The mean, and thereby the average value of the results collected from the survey is 25,93 years. 

In summary, it can be stated that both, the interviews of 12 respondents as well as the data collected 

from 182 participants in an online survey produced almost the same result, namely that students from 

the south of Sweden associate a typical vegan consumer with an average age of 25,765 years as the 

general result. 
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It appears that veganism is tendentially related to a young segment of the population. This could be 

construed as foreseeable, as the popularity of Veganism has increased especially over the last decade 

(Chapter 1). Inferential, generations that grew up developing the habits of consuming meat and dairy 

products, accordingly tend less to switch their lifelong mannerism to an animal product free lifestyle. 

On another hand, modern education, sensibilization of young people, as well as social networks and 

the effortless access to information online, may be the reason why the average age of a typical vegan 

consumer is between 25,6 and 26 years old.  

9.5 Assumption 5: Veganism is not a lunchbreak topic 

As	observed	in	the	 in-depth	interviews,	participants	of	the	study	didn’t	speak	without	notes	

when	 it	 came	 to	 share	 their	 opinions	 on	 Vegans,	 the	 vegan	 lifestyle	 and	 as	 vegan	 labelled	

products.	This	was	made	clear	through	long	hesitations	of	the	interviewees	between	listening	

to	the	question	posed	by	the	interviewer	and	answering	the	aforesaid.	Furthermore,	the	choice	

of	words	used	by	the	volunteers	seemed	very	careful	and	was	often	even	reformulated	during	

the	conversation.	Hand	in	hand	with	this,	the	respondents	often	began	to	ask	the	interviewers	

about	their	personal	attitude	regarding	the	topic.		As	discussed	in	5.9.,	the	researchers	did	not	

reveal	their	personal	opinions,	since	this	would	not	have	been	relevant	and	even	destructive	

for	the	collection	of	the	interview	data.		

After	the	analysis	of	the	qualitative	data	and	intensive	discussions,	the	assumption	that	people	

hold	back	their	"raw"	thoughts	when	it	comes	to	the	topic	"vegan"	and	everything	related	to	it	

was	put	forward	and	an	attempt	was	made	to	quantify	this	impression	in	an	online	survey.	The	

question	asked	herefore	was	“With	whom	do	you	feel	comfortable	talking	about	Veganism	and	

a	plant-based	diet?”	The	answers	eligible	were:	Everybody,	Family	and	Friends,	Nobody	and	

Others.		

The	results	were	the	following	:		

Everybody	49,45%;	Family	and	Friends	26,92%,	Nobody	20,88%,	Other	2,75%	.		

The	option	“other”	included	the	aswers:	“people	I	do	not	have	a	personal	relationship	with”	;	

“people	who	 listen	 and	 are	 non-agressvie.	 Can	 be	 everyone	 or	 no	 one	 at	 all.”	 ;“Girlfriend”	 ;	

“Mostly	no	Vegans.	Most	Vegans	I	have	met	are	very	disrespectful	to	people	that	choose	to	eat	

meat.”;	“Friends	with	dietary	needs,	my	boyfriend”	and	lastly	“Classmate”.		
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The	 authors	 have	 to	 admit,	 that	 even	 though	 interesting	 knowledge	was	 collection	 by	 this	

question,	it	failed	to	test	the	preceded		assumption	planning	to	test.	

 

9.6 Assumption 6: Vegan products are expensive 

As deducted in the in-dept interviews, 4 out of 12 participants associated the term “vegan” directly to 

expensive prices. As detected in the first question of the interview, 67 % of the students mentioned 

price as one of the top three factors influencing their purchasing decision. 50% of them ranked price 

as the most important factor they focus on when selecting products. Testing this data on 

quantifiability, a subsequent quantitative online survey posed the question “Which of these words do 

you associate with the word vegan? Please tick your associations” 54,40% of all participants selected 

“pricy” as an association they have to the term. Divided into gender, 46,39% of the females picked 

“pricy” and 64,29% of the male interviewees. As the stereotypes described regarding Vegans and the 

personas made for people purchasing vegan products were on an average 22 808 Swedish Krona per 

month before tax, the researchers planned to guide their questions towards deepening their knowledge 

about the monetary aspect correlated to vegan products. Therefore, the question was posed what 

monthly income the participants associate with a typical vegan consumer in Swedish Krona before 

taxes. The answer collected was a median of 37 780kr. This answer was over one third higher than 

the result collected from the in-depth interviews, so the assumption of a common opinion found 

concerning an average income of a Vegan can be rejected. Nevertheless, the following question posed 

in the survey was: “How many percent of their monthly income do you think Vegans spent on food 

groceries (excluding restaurant expenses)?” The participants of the study chose 40,37% as the average 

answer.  In order to be able to compare this result to the percentage that is associated with a typical 

consumer, the subsequent question was: “How many percent of their monthly income do you think 

an average consumer spends on food groceries (excluding restaurant expenses)?” Hereby, the 

percentage of 38,67% was given, a slightly minor result compared to the one given for vegan 

consumers. These 1,7% were not significant enough to confirm the assumption that vegans spend 

significantly more of their income on groceries than an average consumer. Moreover, a clear trend is 

deductible that the participants associate vegan products to the characteristics “pricy”, however don’t 

thoroughly imply these assumptions to the persona buying these products.  
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10  Conclusion 

10.1 Theoretical implications 

As theoretical implication is classically used to describes the knowledge and findings the study at 

hand can add to the existing theory, it is of little interest in this paper, as the research conducted was 

done in a novel field of research.  

10.2 Limitations 

The limitations of the study are first and foremost the researcher’s limitation in time, experience and 

money. As the research field investigated required a mixed-method research design, the authors had 

to utilize a comparably novel research approach in order to proceed the research in the best way 

possible. As little to no research work on a bachelor level exists using a mixed-method research, the 

authors faced a great challenge in conceptualizing, conducting and analysing the research. 

Additionally, the authors were aware of the interviewer effect inevitably happening, when interviews 

are conducted in person. The presence, appearance language and body language affect the responses 

of the interviewees. As the authors have strong, really contradicting opinions on the research question 

themselves, is was vital to test-run the interviews and request objective feedback on body language, 

voice and language used to prepare the authors for leading the interviews. Additionally, some minor 

changes should have been made to the questionnaires used. The online survey for example should 

have asked about the general opinion on expenses for groceries per month, before asking how much 

Vegans spent on groceries in relation to their income per month.  

Furthermore, the language style of the paper might not be homogenous throughout the study, as two 

researchers conducted this work from two different locations- Germany and France.  

Different types of biases affect the validity of interviews, inter alia the Affective/heuristic bias by 

unconscious or conscious judgments towards race, gender, physical appearance (well-groomed or 

not, attractive or not), a person's background etc. Another bias influencing the researchers is the Social 

Desirability bias, triggering the human desire to try to appear pleasant and occasionally projects a 

different part of themselves that can involve a faking effect, from the interviewer or the interviewee, 

thus affecting the validity of assessment. This can take place when their other undercurrent reasons 

(financial or personal) involved between the interviewee and the interviewer.  
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One measures to provide greater internal validity is to conduct structured interviews with grading 

scales, which support standardization of findings. As this research uses semi-structured interviews 

and individualizes the question order and concrete formulation of the questions from participant to 

participant, this form of validation cannot be provided.  

To make up for the incomparability to other research paper and the uncommon attempt to the overall 

structure, another form of evaluating the findings of the interviews is provided. Plenty of material 

that can aid in later analysis (e.g. recorder during the interview) is stored and the presence of a second 

interviewer, instead of only one helps conducting the interview in a more objective way, and also 

make notes, and observe and provide extra inputs. 

Overall, this paper is an extraordinary approach to research an auspicious field of investigation.  

 

10.3 Directions for further research  

The collected data can be used by other researchers as a starting point to further investigate the field 

of research in question. Since this paper offers new data on a topic that has never been explored as 

such before, a suggestion of the authors would be to divide the data and intensify the research into 

only one type of research, either qualitative or quantitative. By carrying out a subsequent quantitative 

study on a larger scale, observing inter alia the whole of Sweden and not only the southern part of the 

country, more data could be collected and in the long run even be compared with data gathered in 

other parts of the world. Another idea for further exploration of the field could be to examine the 

perspective of companies on vegan marketing in a qualitative approach and to understand their 

motives for labelling plant-based and vegan products in their respective ways. Any studies and 

research of the companies themselves could, if accessible, be passed on to interested parties, whereby 

the motivations of the companies can be outlined.  

With the intention of collecting more research on a broader scale, including complex techniques 

such as experimental research, it would be advantageous if the previously discussed limitations of 

the authors of this study, especially with regard to monetary and temporal constraints, would not 

play a role in the further research. 

There is plenty of scope for further research in the broached field. More specifically, each question 

of the questionnaires presented of the in-depth interviews as well as supplementary the survey, 
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would supply enough content for a separate research paper themselves. Synoptically, researchers 

have unlimited possibilities for further investigation.  

10.4 Managerial implications  

The industries concerned affected by the research question discussed, should invest in further 

research, custom tailored to their individual needs. In the introduction it was made obvious that the 

contemporary trend of a fewer animal products including diet is not a short-term trend, but here to 

stay (Chapter 1).  Furthermore, the paper uncovers the assumptions that vegan products are pricy, 

which can be tackled by shifting the use of bold vegan lettering and the overuse of vegan labels. By 

simply changing the marketing strategy from the word “vegan” to the term “plant-based”, companies 

can circumvent negative associations attached to the term vegan and therefore prevent the as inclusive 

conceived marketing to conversely become exclusive. Continuously, the obvious lack of merging the 

male gender into the customer group of vegan products has to be tackled. By pinpoint advertisement 

and intense marketing, this issue will be sold in the future, as the vegan community itself is most 

interested in pushing their message.  
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