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1 Focus Group Data 
Two separate focus groups were interviewed. Group 1: 20-35 years of age and group 2: 45-60 years 
of age. Unfortunately, we experienced last-minute cancellations and no-shows in both groups, and 
therefore we ended up with smaller than expected groups. Fortunately, we had two groups with very 
good dynamic, and all had speaking time and contributed passionately to all the discussions.  Both 
groups are reported in this summary report.  

 
Date: 26 January 2022 
Hours: 9-11 and 13-15 
Number of participants: 6 
Number of male participants: 2 
Number of Female Participants: 4 
Number of Facilitators: 2 (1 moderator; 1 observer and presenter of Shealthy project) 
Inclusion criterion: Participants interviewed are responsible for the household grocery shopping.  
Method: Semi-structured Focus Group 

 

2 The used interview sequence 
These two focus group interviews mostly followed the SHEALTHY proposed interview plan. The 
Facilitators, however, rearranged the interview order. The facilitators felt the need to “warm-up” 
participants by asking them about their daily shopping and storage habits in a before the big 
information load was presented to them. The facilitators wanted true answers, before the participants 
were influenced by the new knowledge. The used interview plan was as followed: 

 

 Welcome and Introduction 

 Fruit and vegetable preservation and household waste  

 Introduction and story telling  

 Preferred communication channels  

 High performance communication tools 

 Test key messages 

 Conclusion  

 

A limitation to this small focus group study would be the number of participants. Further, we also 
need to take group dynamics into account, as these mean that the focus points of those two groups 
might not be representative of other persons in this age group. As FG interviews are a qualitative 
method, it is important to keep in mind that the raised issues are more likely represented by personal 
opinions than for a whole age group. Other persons might have brought focus on other aspects.  
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3 Questions and answers during the interview 
The focus group interviews were held online, and all participants were present with both sound and 
webcam switched on. One participant talked at a time and the moderator made sure all had speaking 
time for all questions. Since two focus groups were performed, they will be referred to as G1 (group 
1, age 20-35) and G2 (group 2, age 45-60).  

3.1 Welcome and Introduction  
The moderator welcomed the participants and made a short presentation of the project. This was 
followed by a presentation round of participants and staff 

The participants were as followed. 

Participant 1, male, 24 years old, University student, live in a city.  

Participant 2, female, 30 years old, recent graduated, now looking for work, live alone, live in a city.  

Participant 3, female, 35 years old, 4 members in family (husband and two young children), recent 
graduated, now looking for work and currently on maternity leave, live in a city.  

Participant 4, male, 23 years old, University student, live a at dorm, live in a city.  

Participant 5, female, 52 years old, University employed, live in a town, live with husband  

Participant 6, female, 60 years old, employed, live alone, but buy groceries professionally for work, 
live in a very small town. 

 

3.2 Fruit and vegetable preservation and household waste  
Q: How often do you buy fruit and vegetables? 

Both groups buy fruit and vegetables each week. On average they all buy fruit once a week and 
vegetables twice a week. One female participant (G1) buys some sort of vegetables every time of 
shopping. Participants who live alone don’t like that most fruit and vegetables must be bought in big 
bulk bags “you have to be very committed to eat one type of fruit at a time, not to have food waste” 
(male, G1). 

Q: where do you store your fruit and vegetables? 

Females in G1 say it depends on the type of fruit, most is stored in the refrigerator, however bananas 
are stored at the kitchen counter “otherwise they turn brown”. Males in G1 store everything on the 
kitchen counter. Both females in G2 have a smart refrigerator with boxes designed for storing fruit 
and vegetables, and claim it stays fresh longer, compared to older refrigerator, “except for 
cucumber”. 

All participants in G1+G2 store their vegetables in a refrigerator, however, onion, garlic and potatoes 
are stored in a dark closet. G1 participants don’t know why they do this, only that they learned it from 
their parents. 
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Q: How often do experience fruit and vegetables goes bad, and what do you do with it? 

All in G1: Claim it does not happen too often, and if a fruit or vegetable looks like it is about to go 
bad, they either use it in the next meal or put it in the freezer. Only avocado and onions are thrown 
out in the trash. Also, broccoli is difficult to eat before “the rest” goes bad (says the three single 
people). Fruit is almost always put in the freezer and used later in e.g. smoothies. In G2, the fruit 
and vegetables do not goes bad often, due to their smart refrigerator. When it does, it is thrown out 
because they “do not have time to turn it into something useful or freezer storage space, to save it”. 

 

3.3 Introduction and story telling 
A short PowerPoint presentation about the SHEALTHY project were presented to the participants. It 
was about the mild processing techniques and its benefits e.g., less food waste. 

Q: What do you think about the SHEALTHY project?  

All in G1+G2 think it is very interesting information and all thinks the reduction of food waste and the 
minimization of vitamin loss is good results. The main focus of interest for participants in G1 were 
the “intelligent packaging”, and how much it could “save mental energy when shopping”. The color 
on the package would tell then if the fruit and vegetables were the right one for the intended use. 
Since it is not always possible to tell the ripeness by visual inspection and they all oppose squeezing 
the fruit to tell ripeness, “it is not polite to the other consumers”. They also talked about the benefit 
for choosing the desired ripeness of a fruit and vegetables when online shopping groceries. The 
further discussion in G1 was about how to recycle the packaging and how the carbon footprint would 
be for such packaging. 

The participants in G2, on the other hand, were very concerned about health issues. They were 
concerned whether or not the “treatments” e.g. “Electrolyzed water”, “blue light” or “bioactive coating” 
would enter the body or if it could we washed of before consumption. Further, they questioned if 
organic fruit and vegetables then still could be classified organic after one of these “mild techniques”. 
Also, they expressed concern regarding the bio degeneration of the fruit and vegetables. 

Both groups, discussed the shelf-life benefit of the “mild treatments”, and further they felt that the 
focus should extend to the home – “how to store the product at home”. They all felt the need for 
more education to the consumer, in the sense of “only buying what you need”, “not buy in big bulk”, 
and last on “how to proper store the food at home and use ripe fruit and vegetables in cooking”. G1 
wants to learn the “good old housewife tricks” and G2 want to advertise for smart refrigerators.  

There were a clear different in the focus from the two groups. The young G1 focused a lot on the 
carbon footprint and how much time and energy they would save and the older G2 were more 
focused on how those techniques would potentially affect their body and heath. 

Q: What benefits is there for you as consumers [of the Shealthy mild processing techniques]? 

G1 agreed that it could minimize food waste at home. In the supermarket, however, they would fear 
larger food waste, unless the supermarket would be better to sell old/close to overripe fruit and 
vegetables by e.g. putting up signs telling the consumers how to use those ripe fruit and vegetables. 
Again, the younger G1 want it to be very easy and like to be told what to do. 
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G2 They both agree that the benefits are the possibility to purchase exotic fruit all year round, and 
getting those vitamins as well.  

Q: Would you buy fruit and vegetables treated with one of these techniques? Why/why not? 

All participants in G1 would “definitely” buy fruit and vegetables treated by the SHEALTHY “mild 
techniques”. However, the price is crucial. Also, the packaging design must not be changed too 
much, because we also buy from habits, and “it takes time to automatically put new products into 
the shopping basket”. In G2 both agree, that they would buy if the “mild treatments” does not pose 
any health risk. 

 

3.4 Preferred communication channels 
A short PowerPoint presentation about the communication channels (tv, newspaper, SoMe ect) were 
presented to the participants. 

Q: From which sources do you get information? 

G1: One female gets her information from Instagram, where she follows The Danish Veterinary and 
Food Administration [The Danish national food authorities]. The other female also gets her news 
from Instagram/influencers as “they are really capturing my interest”. The two males usually get 
information from the Danish consumer magazines “Samvirke” and “Forbrugerrådet Tænk”, and they 
follow them on Facebook. 

G2 both finds their information on the internet, where they google search after the information they 
want. Still, they are not sure if they can trust all the information they find, because everybody can 
write false information online, and Facebook is not trustworthy. They both trust official websites, such 
as e.g. The Danish Veterinary and Food Administration. 

Q: Why do you consider these sources reliable? 

Both G1 and G2 thinks that the Danish consumer magazines “Samvirke” and “Forbrugerrådet Tænk” 
[two popular magazines edited, respectively, by Coop and The Danish Consumer Council] are 
trustworthy, as well as The Danish Veterinary and Food Administration – “they are supposed to know 
what they are talking about”. In G2 they would also trust the TV information program OBS (OBS 
stands for Information to Citizens about Society. It is a television program which shows short 
information films on Danish national tv). 

Q: Which information channels do you NOT trust? 

G1 all agree that fast news sites (such as the Danish tabloid media BT and Ekstra Bladet ect.) and 
their “click bait” headlines are not to be trusted. The older G2 states that they do not trust influencers. 

Q: What information would prompt you to buy ”mildly processed” fruit and vegetables? 

G1 agrees that they want more information before they buy. It is suggested that this information 
could be a text added to the product label, for instance on a roll-up. A short video presentation (of 
the technology and the benefits i.e. less food waste, more vitamins) on a tv screen in the 
supermarket, next to the product. Also, recycling information of packaging material and information 
of carbon footprint (of both treatment and packaging) is important. They agree that this could be 
some sort of label or QR-code.  



7 

 

 

3.5 High performance communication tools 
A short PowerPoint presentation about the communication tools (minister/ministry, influencer, 
organizations etc.) were presented to the participants. 

Q: Who would you prefer to get the newest food-related information from? 

Both groups G1 and G2 agrees that it depends on the message. Both groups would trust an 
organization such as  “Stop food waste”, because “the experts works there” [Stop spild af mad is a 
Danish interest organization working to reduce food waste]). Both groups would also trust Danish 
Veterinary and Food Administration. G1 would, however, “never” trust the minister because “what 
do they know? They are politician and get their information from experts. We want to hear this from 
the experts”. Also, G1 would trust university professors who have performed research within the 
field. G2 would trust a Minister, however only finds it relevant in the initial phase.  

Q: How much emphasis does you place on who conveys the message? 

Both groups feel that it matters a lot who conveys the message. Further it must be done it the right 
manner “not too little and not too much”. Group G2 suggest a QR-code in the supermarket, “where 
you can read about it”, would be a good idea.  

 

3.6 Test key messages  
Q: what message could be added to the new SHEALTHY techniques? 

In G1 they all agree that a short messages, e.g. a label on the product would be a good idea. Also, 
information about a new technology is used and how the product benefit. E.g. on juice “same taste, 
more vitamins”. Again, they mention, that usage of ripe vs fresh fruit would be nice information, to 
also eliminate food waste. 

In G2 they want to know if it is harmful to their health, “there is something in the water they use for 
wash, and the coating, how does this effect the body, and do have to wash it before consumption?  
They both think the main message should be informing about the health influence/impact of the mild 
technologies, if any? 

Q: Can you think of any slogans or text? 

G1: One male: “Do you have fresh melons?”. All laughed, but one of the women was a bit offended. 
They agree that a slogan can stand alone, extra information is crucial. 

G2. We talked about the new song “what the fuck is a legume” from the Danish Veterinary and Food 
Administration about the new Danish dietary guidelines (https://youtu.be/aM7JlzYLVsk). They think 
is it funny, however for a younger crowd. And a song would be a good idea for communication 
SHEALTHY. 

Both groups suggest to team up with “Stop Wastíng Food” (https://stopwastingfoodmovement.org/), 
and also advertise in the stores with e.g. a information/video screen and a QR code for those wanting 
more information. Also, the grocery store commercials, (in paper form or online)” could 
advertise/provide information. 
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3.7 Conclusion  
Q: After what you have heard today, would you buy the SHEALTHY products? 

Both groups will think more about it after today and they believe that they will, due to the many 
benefits. All are very interesting in the “Intelligent packaging” and thinks it is “super clever”. For the 
younger G1 it is crucial that the price is compatible. The older G2 group are still questioning the 
health safety and further mentions “how would I know if the fruit and vegetables are treated with one 
of those techniques? Am I already buying it”?  

Furter both groups believe that this initiative should be extended to the storage in the home, both 
before and after opening the packaging, because “not all have a fancy refrigerator as we do” (female, 
G2). 


