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Abstract
In times of an increasing interest in the relationship between nutrition and health, superfoods
have gained much popularity and media attention. This hype, however, has also brought along
many superfood-critics who warn about false health claims and missing scientific evidence.
Despite the growing popularity and controversies around superfoods, hardly any research has
been done on this subject. Therefore, this study aimed to find out how superfoods are framed by
both young Dutch adults and professional nutrition experts and by which factors and
mechanisms these framings are influenced. Data triangulation was applied in three different
contexts. Young Dutch adults’ frames, motivations and sources of information with regard to
superfoods were investigated in two focus groups and in a study of the commentary sections of
food blogs. Professional nutrition experts’ frames of superfoods were examined in ‘het grote
superfood debat’, a debate about superfoods in the context of Multiple Sclerosis. The results
show that participants in the focus groups often found themselves in an identity dilemma as
they were both intrigued by superfoods as well as embarrassed to admit to these interests. In
order to solve this ambivalence, they applied identity and characterization frames. Superfoods
were mostly framed as a hype, which is blindly followed by naive consumers. Therefore, the
participants were motivated not to follow the hype in order to differentiate themselves from
those that do. Young Dutch adults (would) mostly consult scientific magazines, Wikipedia and
the Dutch Voedingscentrum to gather information on superfoods. In the debate of the
professional nutrition experts, the discrepancy between scientific and experiential knowledge
was especially highlighted. While the superfood advocates framed superfoods as being healthy,
nutrient-dense and containing disease-alleviating powers, their critics framed them as having
unproven health properties, carrying wrong and misleading health claims and giving patients
false hope. It can be concluded that ‘identity’ was one of the main drivers in the framing of
superfoods. Although young Dutch adults are influenced by friends or certain sources of
information, the family remains their most important role model regarding nutrition. Finally, the
discrepancy between scientific and experiential knowledge was shown to be highly relevant in
the context of superfoods. Further research on superfoods should be conducted in urban areas
and on other psychological characteristics and personality traits that influence the consumption
of superfoods.
Keywords: superfoods, framing, health claims, food trend, identity, lifestyle, Voedingscentrum

Preface
My interest in superfoods started about four years ago when I first bought chia seeds and
wheatgrass for my morning smoothies. One day I asked my friend Theresa, “why don’t you eat
chia seeds? You’re a nutrition and health student, you must know that they’re super healthy”. She
started laughing and said, “why should I buy chia seeds whose so called super powers have not
even been proven when I can just eat the much cheaper flax seeds? They have the same nutrients
but cost less than half of what chia seeds cost.” This was not the last time I heard critical
utterances about superfoods; more and more magazines published articles about the marketing
scam and faulty claims behind superfoods. I was surprised as well as confused about how
something generally so healthy could be depicted so negatively and made profoundly absurd.
The more I read and learned about superfoods, the more I became fascinated by the hype,
controversy and effect they had on consumers and society.
In the following you are going to read my Master thesis about the framing of superfoods and the
factors and mechanisms that influence these framings. Because of my own involvement and
interests in the topic I very much enjoyed these last six months. From difficulties of writing my
research proposal to drawing up a concept for my first (Dutch) focus groups, I was able to face
these challenges and learned from them during the process.
Throughout this time I had a great support team that I would like to thank. Noelle, your
enthusiasm is simply contagious. Thank you for your inspiring talks, sage advice and unique
dedication to my thesis and beyond. You were a great mentor who made me a more critical and
determined researcher. Annemien, as the nutrition and health expert you forced Noelle and me
to think outside the ‘communication box’ and you brought very valuable, new insights and
interesting ideas to the table. Your input shaped my thesis tremendously and your open, friendly
and sharp personality made working with you very pleasant. I could not have imagined a better
supervision team than the both of you. While you gave me the best support and most valuable
advice you also gave me the freedom to pursue my own ideas. You guided me into the right
direction, yet, let me write my own story. I am going to miss our lively and inspiring discussions!
Last but not least, I want to say a special thanks to Ayla and Hidde. Your ideas, criticism, and
motivational speeches kept me going. Thank you for always being there for me!
I hope my work has contributed to a better understanding of the perceptions of superfoods and
why people consume or reject them.
Johanna Junker
Wageningen, March 2017
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1. Introduction
Over the last couple of years, consumers have increasingly become interested in what food
products they eat and how these affect their health (Bugge, 2015; Lalor, Madden, McKenzie, &
Wall, 2011). At the same time, numerous food trends have emerged (NVVL & GFK, 2015), with
every single one of them suggesting a new way of dieting and the promise of a healthy life.
Media, books and product launches allow health-conscious consumers to continuously explore
new foods, theories and beliefs on how to eat healthy (Bugge, 2015). In times of the growing
interest in the relationship between nutrition and health, foods are increasingly marketed based
on their health properties (Grunert et al., 2009). Following the most recent consumer trend
towards health, wellness, novelty as well as exotic flavors (Pacheco-Palencia, Duncan, & Talcott,
2009), a new group of foods has emerged: so called superfoods.
Goji berries, kale, chia seeds, wheatgrass, quinoa, coconut oil and blueberries (Voedingscentrum,
n.d. b) are only a few of almost 100 foods that have been given the name of a superfood. These
popular, often exotic foods have experienced growing popularity with an continuously
increasing demand (Weitkamp & Eidsvaag, 2014). Yet, their popularity and hype status are not
only reflected in sales numbers but can also be found on the Internet. A Google search for
“superfoods” reveals 38 million hits, mainly dominated by food and health blogs, news articles
and book ads. While the term has excessively been used in the media over the past couple of
years, there is still no official and legal definition of superfoods (European Food Information
Council [EUFIC], 2012). The Oxford dictionary (n.d.) defines a superfood as “a nutrient-rich food
considered to be especially beneficial for health and well-being”. Reports in the media claim
health kicks from those highly nutritious foods, which supposedly protect consumers from
illness and ageing (EUFIC, 2012). Such claims about superfoods also attract people looking for
easy solutions to eat healthy (Stanton, 2015) as the name superfood suggests a superior
nutritional value than other foods (Voedingscentrum, n.d. b). They target health-conscious
consumers in times of increasing incidences of cancer and cardiovascular diseases and
concomitant increasing concerns for health (Lalor et al., 2011; Niebuhr, 2016; Seeram, 2009).
Next to illness prevention, superfoods claim to promote weight loss (Fitschen, 2015), glowing
skin, replenishing energy (Williams, 2016), detox the body from toxins and balance the blood’s
pH level (Fitschen, 2015). Yet, their promise of novelty, exoticness and miraculous health-giving
properties do come in a matching price as most superfoods are quite expensive compared to
locally grown products (Williams, 2016).
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Such health claims have also led to an enormous amount of critical voices, some of which are
warning about a one-sided diet of only superfoods, others completely denying their existence.
Many professional nutrition experts state that the health claims of superfoods have not been
scientifically proven and lead the consumer into thinking that the consumption of superfoods
will guarantee a healthy life (Williams, 2016). The Dutch Voedingscentrum (n.d. b) (the
Nutrition Center of the Netherlands) argues that there is no such thing as one food product that
incorporates all necessary nutrients. As the term is not legally protected, anyone can use it.
Consequently, some products have falsely adopted the name superfood to boost sales numbers,
according to the Voedingscentrum (n.d. b). As a response to false labeling of health or nutrition
claims on food products, the EU established a set of regulations in 2007, which also banned the
word ‘superfood’ on packaging unless the claimed health benefits were labeled clear, accurate
and based on scientific evidence (European Commission, n.d.; Williams, 2016).
Whether superfoods possess beneficial health effects or are merely an “expensive hype” as
professor Ellen Kampman puts it (Govers, Boekel, & Buiter, 2015, p. 39), these foods with their
“super” prefix have not only invaded supermarkets but also the health media (Fitchen, 2015).
This suggests that the media plays quite a big role in the perception of superfoods. In this
context, the Dutch Voedingscentrum conducted a quantitative study on superfoods and found
that in the Netherlands, the media (magazines, television, the Internet) and social contacts
(family, friends and acquaintances) are the most important and most used sources to receive
information about superfoods (Voedingscentrum & GFK, 2014). However, especially media
sources often provide inconsistent and contradictory information about superfoods (Bugge,
2015). While the food industry highly praises them as extremely healthy, most scientists doubt
the ‘wonder effects’ of superfoods and openly criticize the food industry for misleading
consumers with false claims (Williams, 2016). Moreover, nowadays, with the rise of platforms
like blogs, YouTube and other social media channels, anyone can spread their knowledge and
ideas (Brossard, 2013), even without having a proper education in nutrition. As a result, the
consumer is faced with a variety of advices from different sources of different degrees of
expertise (Bugge, 2015; Crawford, 2006; Spiteri Cornish & Moraes, 2015). Consequently, many
consumers are confused (Bugge, 2015), wondering are superfoods in fact healthy? And what is
actually “healthy”?
These questions have also been addressed by culinary critic, Hiske Versprille, in her opinion
piece, titled “the food confusion is complete” (Het Parool, 2015). She humorously depicts
contemporary food do’s and don’ts and ridicules food trends like gurgling coconut oil for 20
minutes. Her message behind it, however, is that today’s society has been overrun by numerous
health trends, telling consumers how to be more energetic, loose more weight or be more
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resistant against diseases by means of eating the ‘right’ foods. According to Versprille, none of
these trends are based on scientific evidence, yet they are dictating what people eat (Het Parool,
2015). This confusion about what is healthy and what is not, has led to two very different and
extreme streams in the Netherlands: “While around 2300 children living in the poorer districts
of Amsterdam are so fat that their health is seriously jeopardized, other children become
undernourished due to their orthorexic parents who only feed their children goji berries and
coconut water”1 (Het Parool, 2015).
These topics came back during an interview at RTL Late Night, in which culinary journalist,
Karin Luiten, criticized the “pseudo science” behind many blogs and books such as ‘the green
happiness’, which promotes a plant-based diet without gluten, meat and dairy products (RTL
Late Night, 2016). According to Luiten, the consumer of today is so overwhelmed by the amount
of dietary guidelines and rules that “we completely lost our way about what is healthy in the
Netherlands”. As a consequence, the attention either goes to people who are obese or to those
that are very health conscious – however, the latter group often exaggerates a health trend to a
whole new, extreme level, says Luiten (RTL Late Night, 2016). Simply telling people to eat
vegetables and fruits “isn’t sexy”, according to Luiten. She suggests that it is bloggers and book
authors like the women from ‘the green happiness’ that attract young and ‘hip’ people with their
novel food recipes (RTL Late Night, 2016). When taking a closer look at these two women, it
appears that a lot of the content in the books is not based on scientific evidence. Their website as
well as their books are filled with pictures of the two pretty women in stylish outfits, cooking
new, often exotic foods that promise health and happiness (Remie & Vasterman, 2016) - and the
effort pays off – 137.000 likes on Facebook, 77.000 followers on Instagram and a whole lot of
book sales (Koelewijn, 2016).
It is only one of many success stories of young people starting a food blog and gaining a big fan
base. Recent trends like superfoods suggest that the context around food has become much
more important than it used to be. It seems that food has become a reflection of a certain
lifestyle that many consumers want to adopt. This raises the question whether these consumers
are building a certain identity around food - true to the motto ‘you are what you eat, and you eat
what you are’?
When looking at a food trend like superfoods from a communication perspective, it becomes
clear that people frame the phenomenon health very differently. As there are so many different

Original quote: “Terwijl ongeveer 2300 Amsterdamse kinderen in achterstandswijken zó dik zijn dat het
hun gezondheid zeer ernstig schaadt, raken andere kinderen ondervoed doordat hun orthorectische
ouders ze alleen nog maar gojibessen en kokoswater geven.”

1
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sources and opinions about health available today, it becomes difficult which one to choose. It is
assumed that both the media and science frame superfoods in a way that is beneficial for them.
So how do young Dutch adults frame superfoods and what motivates them to buy or reject these
products? Why do certain people follow the hype and others become critics? Do they trust the
many online health blogs or rather the Voedingscentrum and their dietary guidelines, the Schijf
van Vijf? How are people influenced by their social environment, the opinions and eating
patterns of friends and family?
As

superfoods

are

more

known

among

younger

generations

in

the

Netherlands

(Voedingscentrum & GFK, 2014) the main target group of this study will be young Dutch adults,
aged between 18 and 30 years old.

1.1 Scientific Relevance
Despite the numerous controversies and debates about superfoods, there is surprisingly little
research in peer-reviewed scientific journals about superfoods in general (New Scientist, 2016),
much less about consumers’ perceptions towards superfoods. In fact, there is no knowledge on
which factors and mechanisms influence people’s perceptions or frames of superfoods.
Apart from a quantitative study done by the Dutch Voedingscentrum and GFK (2014) that
mostly examined the familiarity with and usage of superfoods among Dutch consumers, there
are no qualitative studies looking into the frames that are being constructed around superfoods.
Apart from gaining insight into factors like familiarity and usage, it is also highly interesting to
study framing of superfoods on an interactional level in different contexts between different
actors. This is relevant because it may show how consumers form their opinions on superfoods
and who or what influences this process.
In this context, the aim of this research is not to study purely individual food-related factors,
such as personality traits (Eertmans, Victoir, Vansant, & Van den Bergh, 2005; Goldberg &
Strycker, 2000), self-control (Bugge, 2015; Crawford, 2006) or individual’s dislikes and
preferences (Eertmans et al., 2005). This research will rather focus on the factors taking place on
an interactional level that influence the framing of superfoods.
Generally, most research studied risk-factors leading to unhealthy eating and the struggles
consumers have to eat healthy. However, little research has been done on the factors that
promote and empower healthy eating (Swan, 2016). Looking at the single parts of this
controversy, a superfood by itself is a healthy food product and they are selling very well.
Studying how consumers frame these superfoods, could potentially add important knowledge
that helps support solution ideas of unhealthy eating behaviors.
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1.2 Societal Relevance
Regardless their controversial health effects, the widespread popularity of superfoods in the
Netherlands is indisputable. The hype around these foods has long surpassed eco-shoppers in
organic stores but has shaped the landscape of regular supermarkets such as Jumbo and Albert
Heijn and even settled in discounters like Aldi and Lidl. Yet, there is insufficient knowledge on
how this trend evolved and why consumers buy these products.
Despite the well-known health benefits of consuming enough fruits and vegetables, daily intakes
worldwide still remain below the recommended WHO levels (Rekhy & McConchie, 2014). In the
Netherlands, only one quarter of consumers follows the advised dietary guidelines for an
adequate fruit and vegetable consumption (CBS, 2014). In times of increasing numbers of
obesity (OECD, 2014) and obesity-related co-morbidities such as type II diabetes (Misra &
Ganda, 2007), this health trend should be appreciated more as most superfoods are healthy
products such as fruits and vegetables. Thus, instead of checking it off as an irrelevant hype,
institutions like the Voedingscentrum should rather learn from this case and view this trend as a
chance to foster healthy eating among the Dutch population.

1.3 Research Aim
The aim of this thesis is to examine how superfoods are framed by both young Dutch adults and
professional nutrition experts and by which factors and mechanisms these framings are
influenced. Thereby, it can be assessed how these two actors frame superfoods in interaction
with others and how that influences their perceptions.

1.4 Research Question
From the above mentioned problem statement and information gap, the following main research
question has been developed:
How do young Dutch adults and professional nutrition experts frame superfoods and which factors
and mechanisms are most influential during this framing process?
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1.5 Sub Research Questions
In order to answer the main research question, the following sub research questions were
formulated.
1. How do young Dutch adults frame superfoods?
2. What motivates young Dutch adults to buy or reject superfoods?
3. Which sources of information do young Dutch adults consult regarding superfoods?
4. How do frames about superfoods by young Dutch adults differ from those of professional
nutrition experts?

1.6 Thesis Outline
The following chapters are structured as follows. After having introduced the main issues at
stake, chapter two will give some background information on superfoods, the health claims and
reasons to purchase superfoods. Chapter three will describe the theoretical framework
including the scientific concept ‘framing’ as well as possible motivations and sources of
information for superfoods. In the next chapter, the methodology of the triangulation will be
described with a detailed description of all three studies. Accordingly, the findings of these
studies will be explained in the analysis. Before coming to a final conclusion, chapter six will
discuss these findings as well as the limitations of this thesis and recommendations for further
research.
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2. Background
This chapter serves as a short literature review and will provide the reader with the necessary
background information on superfoods including their definition, hype status, controversies,
health claims and some reasons why people buy superfoods.

2.1 Definition Superfoods
As already stated, there is no official definition of a superfood. The term encompasses a number
of “foods that are high in vitamins, minerals, essential fatty acids, and antioxidants” (Fitschen,
2015). The European Food and Information Center refers to superfoods as “foods – especially
fruits and vegetables – whose nutrient content confers a health benefit above that of other
foods” (EUFIC, 2012). Superfoods can be bought fresh, dried, in form of capsules or powder.
They are often raw and considered “pure” as they do not contain any artificial components
(Bugge, 2015, p. 96).
The Voedingscentrum (n.d. b) differentiates between ‘normal’ and ‘special’ superfoods. The
more exotic foods such as goji berries, chia seeds, coconut oil, hemp seeds, seaweed, bee pollen
and many others qualify as ‘special’ superfoods, while foods like broccoli, kale, garlic, green tea,
fish and some nuts are included among the ‘normal’ superfoods. As examples of ‘normal
superfoods’ such as kale and broccoli show, a superfood does not necessarily have to be exotic
or new on the market to be successfully sold. By being rebranded as ‘superfoods’, they
experience marketing boosts and concomitant increasing sales (Weitkamp & Eidsvaag, 2014).
Superfoods cannot be classified to a category such as organic foods or a vegan diet. Many of the
products that fall under the group of superfoods are included in a vegan diet but others simply
do not fit, such as Greek yogurt (which includes dairy) and fatty fish (which is not even part of a
vegetarian diet). Still, most products are plant-based, which means that superfoods partly relate
to a vegan diet. Furthermore, it is nowhere written that the broccoli has to be organic, as far as
one can say since there is no official definition of superfoods. Nonetheless, most of the ‘special’
superfoods are usually organic when buying them in the supermarket.

2.2 Hype Status
Superfoods have gained a growing public interest over the last years. While their health benefits
are still widely contested, their media attention and hype status are undeniable (Williams,
2016). According to a German news channel (das Erste, n.d.) this hype has started in the United
States but has long arrived in European households. These products are highly praised by all
kinds of celebrities, ranging from Oprah Winfrey, Gwyneth Paltrow (das Erste, n.d.) to
supermodels like Doutzen Kroes and Miranda Kerr. They all claim health benefits from
consuming superfoods.
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But what is actually a hype? Solomon and colleagues (Solomon, Bamossy, Askegaard, & Hogg,
2010) define a hype as often being “dismissed as unauthentic – corporate propaganda planted
by a company with an axe to grind” (p. 299). The authors explain this with the consumer’s
growing ability to see through hypes of advertising. Moreover, they claim that nowadays
consumers want hard news instead of hype from advertising (Solomon et al., 2010). This could
be an indicator why next to the numerous superfood followers, there are so many consumers
that doubt or even deride this hype.
While a hype has negative implications, a trend rather has positive connotations. In the Food
Report 2016 by the German Zukunftsinstitut (institute of the future), Rützler and Reiter (2015)
posit that food trends “display desires and attitudes to life. They are seen as searches for
solutions to problems that we are constantly facing” (p. 3). They are not static phenomena but
constantly develop and diversify to form effective trend clusters. They mirror long-term social
movement and changes in cultural values (Rützler & Reiter, 2015). If these food trends persist in
the long run, they are called megatrends, however, if they are only of short-term influence they
are seen as hypes (Teiwik & Ydergard, 2015). Up until now it is unclear whether superfoods will
merely remain a hype or become a megatrend.

2.3 Controversy
Since the term ‘superfood’ is not legally protected, anyone can use it for their products
(Voedingscentrum, n.d. a). This has led many to believe that some so-called superfoods have
falsely been labeled as such in order to increase sales (Voedingscentrum, n.d. a; Cancer Research
UK, 2016). According to Cancer Research UK (2016), “the term ‘superfood’ is really just a
marketing tool, with little scientific basis”. The Voedingscentrum (n.d. a,b) seems to be agreeing
with this statement. Although they list superfoods into two categories, they themselves do not
believe that superfoods exist. They argue that there is no such thing as one food that supplies the
human body with all essential nutrients that it needs. In addition, they criticize the implication
that the word ‘superfood’ gives, namely that they are superior over other products. They advise
to follow their own diet guidelines, the Schijf van Vijf, which promote a diverse diet of
vegetables, fruits, meat, fish, nuts, whole grains, legumes and eggs. Although many superfoods
fall under those categories of the Schijf van Vijf (Voedingscentrum n.d. a), they warn consumers
to avoid a one-sided diet that only consists of superfoods and neglects meat and dairy products.
In a recent study published in the ‘New Scientist’ (Williams, 2016) with over 1000 British adults,
61 percent stated that they buy superfoods and 30 percent agreed that “superfoods are
scientifically proven to have health benefits”. 14 percent are willing to pay more for food in
exchange for these health benefits (Williams, 2016). In contrast, the Dutch Voedingscentrum and
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GFK (2014) conducted a study on superfoods in the Netherlands and found that nine out of ten
respondents do not consider superfoods necessary next to their daily diet. One in five
respondents is convinced that superfoods exist – however, the older the respondent, the more
skeptical they were towards superfoods. Most participants stated to be eating healthily, even
without superfoods. This was especially apparent in respondents older than 50 years.
The issue of scientific proof is central in the controversies about superfoods’ efficacy. At first
sight, studies that proof the existence of superfoods look promising, as these foods have various
health-promoting properties. However, when taking a closer look, it becomes apparent that
these foods have been studied in the lab under very different conditions compared to how
people consume these foods in everyday life (EUFIC, 2012). Generally, measuring effects of
nutrients on the human health is very complex as people’s diets, genes and lifestyles vary among
participants. During these studies, very high levels of nutrients are being used, which are not
realistic in a normal diet. Along with this view, these physiological effects are often only
observed on the short-term. Yet, much of the doubt raised by scientists comes from the fact that
many studies either use animal models such as rats or in vitro experiments by working with
isolated batches of human cells. These studies give a good indication of what these foods can do
but they are no guarantee that the observed effects will also result in the human body (EUFIC,
2012).

2.4 Superfoods and Health Claims
The UK department of health defines a health claim as “any claim that states, suggests or implies
that a relationship exists between a food category, a food or one of its constituents and health”
(Department of Health, 2011, p. 4). A health claim is “any statement on labels, advertising or
other marketing products that health benefits can result from consuming a given food, for
instance that a food can help reinforce the body’s natural defenses or enhance learning ability”
(European Food Safety Authority, n.d., p. 1).
As described in previous chapters, most health claims of superfoods are in conflict with scientific
evidence (Fitschen, 2015; Williams, 2016). However, despite the controversial effects of
superfoods, they are very successful on the market. This gives the impression that those that buy
superfoods believe their health claims. According to a study by Dean and colleagues (2014) on
attitudes towards functional foods, in order to buy healthy foods in the first place, consumers
need to have a positive attitude towards food products with health claims. Thus, as a
prerequisite to believing health claims, they must perceive health claims positively (Dean et al.,
2011). In contrast to functional foods, health claims of superfoods usually cannot be found on
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the packaging. Their product information only refers to their nutrient contents. Yet, as there are
so many superfood health claims circulating in the media, it can be assumed that their packaging
does not even necessarily need a written health claim on the product. On top of that, many
supermarkets group all superfoods together in one section, making it very easy for the consumer
to recognize them.
Leaning on examples from earlier studies (e.g. Trumbo, 1996), this study will treat health claims
as frames since it is believed that many consumers use the health claims of superfoods as a
frame. The following example shows just how much they are alike: by claiming that coconut oil
has remarkable effects on one’s skin, consumers frame coconut oil as having remarkable effects
on their skin. Hence, such health claims will be used as frames in this study. Furthermore, it is
assumed that health claims can also be seen as a reason or a motivation to buy superfoods. For
instance, by suggesting that superfoods can prevent certain diseases, consumers might be more
motivated to purchase them. Reasons and motivations to buy superfoods will be discussed on
the next page.
So which health claims are there about superfoods? Two of the most known and controversial
health claims will be explained more in detail in the following paragraphs.
One of these claims states that superfoods work like medicine against many diseases – whether as
prevention or cure (Cancer Research UK, 2016; EUFIC, 2012; Foodlog, 2015; Voedingscentrum,
n.d. b). Eating superfoods thus reduces the risk of e.g. chronic diseases and prolongs life
(Health.com, n.d.). Stebbing and Hart (2011) explain that many superfoods have their origin in
Chinese and Ayurvedic systems of medicine that have been used medicinally against diseases for
thousands of years. Even though there is lacking evidence in the Western sense, their long term
use may give enough credibility to those health conscious consumers looking for “an elixir of
life” (Stebbing & Hart, 2011, p. 996). Furthermore, blueberries, which are one of the most
popular superfoods have high concentrations of antioxidants that are found to inhibit the
growth of cancerous human colon cells as well as being able to kill them (Yi, Fischer, Krewer, &
Akoh, 2005). Research on the consumption of pomegranate juice suggests that it lowers blood
pressure in the short-term and reduces oxidative stress in healthy people. High blood pressure
can be a precursor for cardiovascular diseases (Lynn, Hamadeh, Leung, Russell, & Barker, 2012;
Aviram et al., 2000, as cited in EUFIC, 2012). In sum, these superfoods do possess high amounts
of certain nutrients, however, as already explained in the previous chapter, the explained health
effects cannot simply be applied to the consumption of a human being as conditions in the lab
are different than in real life.
A second health claim states that superfoods help detox the body (Fitschen, 2015). This claim is
based on the belief that diet-induced toxins can cause an increase in body-fat levels. Certain

10

superfoods are said to be able to clear out metabolic byproducts and potential toxins from the
body (Fitschen, 2015). Detoxing the body can range from adding some spirulina or chlorella
powder to the daily diet to days or weeks of ‘juicing’, which means that one only drinks juices
containing raw fruits and vegetables for a longer period of time. Participants often report
headaches and mood swings during the first days (superfoodsblog.nl, 2012). The critics of such
detox diets claim that the human body is fully capable of eliminating toxins from the body itself.
The liver and kidneys are well-equipped to remove potentially harmful compounds and they do
not require the help from certain foods during this process (Widmaier, Raff, & Strang, 2013). On
top of that, there is no scientific evidence for any foods are capable of removing toxins from the
human body (Fitschen, 2015).

2.5 Reasons for the Consumption of Superfoods
The aforementioned information already touched upon various reasons and motivations for why
people eat superfoods. The most found reason for consuming superfoods is the wish to be
healthy. A healthy diet promises a healthy body with a healthy immune system. Along this view,
a healthy immune system is better prepped for diseases and superfoods supposedly possess
these characteristics (EUFIC, 2012). Another motivation for the consumption of superfoods is
loosing weight (Fitschen, 2015). Detoxing the body and balancing the blood’s pH level are also
among the most found motivations of superfood consumers (Fitschen, 2015). Other motivations
are based on cosmetic claims such as glowing skin and healthy looking hair (Fitschen, 2015).
Another crucial motivation for people to eat superfoods lies behind the claim that superfoods
replenish one’s energy. For instance, people who struggle with fatigue may be motivated to eat
certain superfoods in order to attain higher energy levels (Williams, 2016).
The quantitative study by the Dutch Voedingscentrum and GFK (2014) asked their respondents
why they (want to) buy superfoods. Figure 1 shows the reasons for the purchase while making a
distinction between those that have bought superfoods in the past (dark blue) and those that
have never bought superfoods but are interested in buying them (light blue). The main reasons
for both groups were that superfoods ensure better resistance and that they provide a higher
general health. When zooming in on young adults younger than 30 years old who have already
eaten superfoods, 37% mention the taste (“omdat het lekker is”) as the main reason to consume
superfoods. Another reason to eat superfoods, was that they provide enough nutrients (33%).
The third most mentioned reason was based on the belief that superfoods help in the recovery
phase of the muscles after exercising (15%) (Voedingscentrum & GFK, 2014).

11

45
46

Betere weerstand
Zorgen voor betere algehele gezondheid

39

42

30
32

Zorgen voor vitaliteit (meer energie)
21

Om tekorten aan te vullen
19

Voorkomen hart- en vaatziekten (verlagen bloeddruk/cholesterol)
Algemene preventie van ziekte
Het helpt dat ik zo voldoende voedingsstoffen binnenkrijg
Omdat het lekker is

15
15

Helpen bij het afvallen
12

Je herstelt hiermee sneller als je ziek bent geweest
Bevordert de stoelgang

26
22
24
25
21
34

18
18
25

13

Reinigt/detoxt het lichaam

20

15
7

Voorkomen verschillende vormen van kanker
Omdat er niet voldoende voedingsstoffen in gewone voeding zitten

18
13

8
8

Algemene antiveroudering

31

10
9
9

Beter herstel van spieren na sporten
Helpen tegen huidveroudering (ook voor een gezonde huid)

7

Sterker haar/nagels

7
5

Helpen tegen depressie
2

Verhogen het libido

10

8

8

5

Weleens superfoods gekocht

4
2
3

Als ik superfruit eet dan hoef ik geen ander fruit meer te eten
Om uit te proberen/nieuwsgierig

Nooit superfoods gekocht,
maar wel interesse

1
2

Om een andere reden

1

0

10

20

30

40

50

Figure 1. Reasons to buy superfoods (Voedingscentrum & GFK, 2014)

Looking at gender differences, a crucial reason for women to buy superfoods is stronger skin
and nails (12%) whereas men named the effect of an increased libido (7%) and the recovery of
the muscles after exercising (13%) as the main reasons to buy superfoods (Voedingscentrum &
GFK, 2014). Other reasons can be seen in figure 1.
In summary, this chapter served as an overview of what is currently relevant and what the
reader needs to know in order to follow this study. The next chapter presents the theoretical
framework with an explanation of framing as well as more possible motivations to buy
superfoods. In addition I will look into the different sources of information that report about
superfoods and their credibility among young Dutch adults.
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3. Theoretical Framework
This chapter presents relevant concepts that may influence consumer’s perceptions on
superfoods. These sensitizing concepts give the reader a sense of guidance and direction for
approaching the research on superfoods (Bouwen, 2006). As not enough adequate scientific
studies have been conducted on specifically superfoods, this framework will mostly lean on
scientific work conducted on healthy eating, based on the premise that the consumption of
superfoods is healthy eating.
The chapter will start off with an explanation of framing, which serves as a theoretical concept
with methodological purposes to find out how young Dutch adults perceive superfoods.
Accordingly, the list of previously mentioned motivations for why consumers buy superfoods
will be expanded with other possible motivations. The three sources of information for
superfoods found by the Voedingscentrum and GFK (2014) will be discussed and complemented
with a short discussion on the influence of the Voedingscentrum versus other, less scientificallybased sources.

3.1 Framing
Frames are “a set of concepts and theoretical perspectives that organize experiences and guide
the actions of individuals, groups and societies” (Goffman, 1974, p. 21). Health claims such as
superfoods can prevent cancer are frames that are constructed to guide the consumer into a
certain direction by focusing on one very striking piece of information. Although framing is not
necessarily a conscious process it is always a strategic one (Aarts & van Woerkum, 2014).
Framing is all about selection and salience (Entman, 1993). People select certain aspects that
they consider important and make them more salient or noticeable in communicating text in
order to highlight or promote a certain issue (Entman, 1993). Frames thus reflect people’s
knowledge, beliefs and evaluations as they only select what is meaningful to them. Less
important details are automatically pushed to the background (Aarts & van Woerkum, 2014).
In this context, Entman (1993) proposed four framing functions: frames promote or define a
problem definition by determining what someone is doing with what costs and benefits. Next to
that they give a causal interpretation by diagnosing the causes and identifying the reasons for
the problem. Afterwards, frames make moral judgments while evaluating the causes and effects.
Finally, frames give treatment recommendations by suggesting remedies that may solve the
problem. A frame does not necessarily have to include all four functions, sometimes it
incorporates only a few of these functions (Entman, 1993).
Frames are categorized as schemata, which organize people’s belief system. These “schemata of
interpretation” enable people to “locate, perceive, identify and label” (Goffman, 1974, p. 21)
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events or objects. Furthermore, people construct frames by categorizing their experiences and
earlier interpretations with regard to the goals they want to achieve in future interactions. In
other words, people use different sets of frames in different contexts depending on what fits best
in which situation (Aarts & van Woerkum, 2014). For instance, if a girl talks to her teacher about
superfoods she would probably rather use the ‘disease prevention’ frame, however, around her
girlfriends it is likely that she would use the ‘weight loss’ or ‘glowing skin’ frame. One of the
reasons for this is that people want be liked and receive approval in interactions with others.
That is why they adapt their stories and frames to the situation and people they are telling them
to. In fact, people do not necessarily stress what they think is most important but rather what
they assume is important to their interlocutor (Aarts & van Woerkum, 2014).
“Frames are constructed in interaction” (Aarts & van Woerkum, 2014, p. 59) and framing is thus
an interactive, dynamic and intersubjective process (van Hulst & Yanow, 2014). Frames do not
only determine the way an interaction goes but they are also simultaneously being constructed
in interactions (Aarts en van Woerkum, 2006). They are outcomes of continuous negotiations of
meanings (Benford & Snow, 2000). Frames are thus not fixed concepts but they are constantly
re-constructed (Aarts & van Woerkum, 2014), and changed through reframing activities (Gray,
2003). Hence, reframing occurs when people change their frames. This can occur in many
different ways, for instance, by shifting from a rather specific frame to a more general one or
when narrowing the frame or breaking it into smaller parts (Moore, 1986).
Furthermore, during interactions people may also construct frames about the self and others
(Dewulf et al., 2009). Frames about others are called characterization frames and usually hold
stereotypes. They can be positive, negative or neutral depictions of others and their opinions.
Characterization frames serve as a shortcut to describe and judge other people, and hold
expectations how others should behave (Dewulf et al., 2009). Whereas characterization frames
pose the question, who are they?, identity frames ask, who am I? (Gray, 2003). An identity frame
depicts how someone perceives themselves and their membership in a social group (Dewulf et
al., 2009). This identity is iterative as it is shaped and re-shaped by the individual’s social and
cultural experiences and memberships (Gray, 2003).
To recapitulate, framing is the social construction of a person’s reality in interaction. It acts as a
kind of mental filter – consumers select what is important and what has more weight than other
aspects in a specific context. Frames help people to interpret and understand certain things,
which enables them to make sense of the world (Druckman, 2001).
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3.2 Motivations
A literature review on the Internet has shown that people have different motivations for why
they eat superfoods (as explained in chapter two). Consumers who eat superfoods want to be
healthy, including being more resistant against diseases and attaining a higher general health as
superfoods contain high amounts of nutrients that can boost one’s immune system. Another
strong reason for why they eat superfoods is consumers find them tasty. The recovery of the
muscles after exercising were crucial reasons for male respondents while cosmetic reasons
played an important role for female respondents. Other reasons and motivations for consumers
are weight loss, detoxing the body from toxins, balancing the blood’s pH levels, as a digestion
aid, curiousness and interest in novel foods, as an anti-ageing measurement and to increase the
libido. Finally, people reported that by eating superfoods they did not have to eat other fruits
(Fitschen, 2015; Voedingscentrum & GFK, 2014; Williams, 2016).
Apart from these mostly health-related motivations, I assume that there are also other, social
reasons why consumers buy or reject superfoods. These are the quest for a certain identity, the
need to belong as well as the need to be different and the influence of role models. These factors
and mechanisms will be explained in this chapter.

3.2.1 Identity
Contemporary health trends have increased the pressure on the individual to take responsibility
for their own body and health. This has led to a growing preoccupation with what and how one
should eat (Maurer & Sobal, 1995; Caplan, 1997; Crossley, 2004; Lupton, 1996; Lupton, 2012,
see Bugge, 2015). According to Bugge (2015), by following a certain diet one can create their
own person and achieve a certain ideal. The message behind recent food trends is often that
consumers can be whoever they want to be because they are responsible for their own body and
health (Crawford, 2006). In this regard, Bugge (2015) notes that several studies found that being
healthy, slim and fit is a reflection of a modern identity (e.g. Maurer & Sobal, 1995; Sobal, 1999;
Williams & Germov, 1999; McRobbie, 2000; Crawford, 2006; see Bugge, 2015). In these healthconscious times people are increasingly defined by how well they succeed in applying healthy
practices (Bugge, 2015). “Since everyone must eat, what we eat becomes a most powerful
symbol of who we are” (Fox, 2003, p. 2).
What is a person’s identity? An identity is “generally considered to involve the mental selfimages that a person assigns to herself/himself based on everyday interactions with people,
groups, and objects” (Bisogni, Connors, Devine, & Sobal, 2002, p. 129). A personal identity
reflects someone’s perception of one’s own attitudes, feelings and behavior. They are also
described in collective group categories (e.g. ‘healthy eater’ or ‘normal eater’) or social roles (e.g.
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‘daughter’, ‘student’) to which they assign themselves to (Hogg, Terry, & White, 1995). Tajfel
makes the distinction between the personal and the social identity. The latter is defined as “that
part of an individual’s self-concept which derives from his or her knowledge of his or her
membership of a social group (groups) together with the value and emotional significance
attached to that membership” (p. 63). Thus, people have multiple identities that they
continuously switch up depending on the situation they are in. Some identities gain greater
importance in certain situations than others and are enacted if appropriate in the given situation
(Abrams, 1996). Identities can both be fluid and stable as people have past and current
identities. People continuously establish new ones and work on existing identities throughout
their lives (Jones, 2007).
There has been a number of studies investigating the relationship between food choice and
identity. The use of food has been identified as a way to assign a certain identity to people
themselves and to others (Mennell, Murcott, & van Otterloo, 1992) by determining what is
perceived edible, which types of food one eats and the method of preparation (Bisogni et al.,
2002). Fischler (1988) states that “food is central to our sense of identity” (p. 275). According to
him, people are constructed biologically, psychologically and socially by the foods they choose to
eat. In this regard, Bugge (2015) claims that the immense preoccupation with healthy eating can
be seen as a quest for identity, spirituality and control. According to her, superfoods are an
example that fits right into this identity quest as they reflect the diets of post-secular societies.
Social scientific disciplines like anthropology and sociology regard food consumption “as a social
marker to construct social identities and lifestyles” (Sneijder & Te Molder, 2009, p. 621). In this
context, Sneijder and Te Molder (2009) propose that self-identity is rather determined by
lifestyle and people’s actual practices than by sociological variables as gender, class and
ethnicity. Thus, food consumption can be seen as a choice to display a certain lifestyle and
identity (Sneijder & Te Molder, 2009). People thus strive for a certain identity that represents a
particular lifestyle, yet, how does this identity influence people’s actual behavior? Strachan and
Brawley (2009) found that people who showed a healthy-eater identity were in fact also eating
more healthily. However, the self-efficacy belief, thus the belief that one is able to eat healthily,
was a stronger predictor than identity. This means, although people want to be healthy eaters,
they may not feel confident enough to eat the recommended amounts of fruits and vegetables
per day (Strachan & Brawley, 2009).
As already briefly mentioned, Bugge (2015) touches upon the idea that superfoods are reflected
in a certain identity that people long for. Yet, there is no knowledge on what kind of identity that
is or whether there are multiple kinds of identities. The question arises, do people really want to
adopt a certain type of identity and lifestyle by consuming or rejecting superfoods? How do
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these people see themselves, meaning what is their identity? Finally, is the quest for a certain
identity a motivator for the consumption or rejection of superfoods? These questions will be
examined in the focus groups and the analysis of the blog commentaries.

3.2.3 The Need to Belong
The need to belong is a need to form and maintain interpersonal relationships as human beings
are “naturally driven toward establishing and sustaining belongingness” (Baumeister & Leary,
1995, p. 499). It is a fundamental human motivation (Baumeister & Leary, 1995) oriented
towards interpersonal relations, with three underlying basic needs of people’s group-seeking
behavior: inclusion, affection and control (Gangadharbatla, 2008). Inclusion refers to the need to
belong or to include others in their friend or acquaintance circle. Affection relates to the need to
love or be loved and control pertains to the need to exert power over others or give power over
the self to others (Gangadharbatla, 2008). Joining social media for instance may be a reason for
people to maintain relationships with friends and acquaintances and remain “in the loop”
(Gangadharbatla, 2008, p. 6).
Speaking of social media, social networking sites in general offer a space to have conversations
and information exchanges along with the chance to influence each other while satisfying one’s
need to belong. People are able to connect with others and hope to gain social approval
(Baumeister & Leary, 1995). Other users can be used as a frame of reference that guides their
attitudes and behaviors, possibly leading them to converge to their norms (Hornsey & Jetten,
2004). The article by Hornsey and Jetten (2004) does not particularly revolve around online
group dynamics but the authors state that much research has shown that people are very quick
to form strong group bonds “and will sometimes behave in extreme ways to defend the integrity
of only fleetingly experienced social bonds” (p. 249). So whether in an online community or in
the real world, people always need to belong to a group and feel socially accepted. They are
willing to adopt behaviors that other group members are conducting or they themselves exert
the influence on others (Baumeister & Leary, 1995; Gangadharbatla, 2008). In any way, this type
of dynamic leads me to thinking that what we eat may also be reflected in the need to belong. In
line with this thought, is it possible that if all my friends eat superfoods, that I am more inclined
to do that as well in order to fit it? This sort of behavior is probably not a conscious process. Yet,
if no one from one’s social circle eats superfoods, people may be less motivated to buy them
because they may think that superfoods are not regarded as cool but merely as an expensive
hype. So the need to belong and the need to be different can be seen as both a motivator to buy
superfoods as well as a motivator to reject them.
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3.2.4 The Need to be Different
Although people want to fit in and belong to a social group, they do not want to copy every trait
of the group’s identity. While there is a motivation to belong to the group, theorists have found
that people also want to be different and distinctive (Hornsey & Jetten, 2004).
Western societies like the Netherlands are characterized by individualistic behavior, which is
expressed in people’s preoccupation with self-fulfillment and self-determination. The fulfillment
of the self is thus preferred over following the norms of the group. Many scientists have studied
these two fundamental human motivations and how people are able to balance their need to
belong to a social group with the need to be different and distinguish themselves from that
group to insure their uniqueness (Hornsey & Jetten, 2004). The need to be different is grounded
in the idea that people want to be true to the self and the need to feel as a differentiated
individual (Hornsey & Jetten, 2004), which is crucial in the process of defining the self (Vignoles,
Chryssochoou, & Breakwell, 2000).
Hence, while people may want to buy superfoods because they want to fit in the group, they may
also use superfoods as a way to distinguish themselves from the norms of that group or another
group. Superfoods are something special, most of them are exotic, they are still quite novel and
after all, rather expensive. Particularly exotic superfoods are no ordinary food that most people
would usually eat. Thus, being the only one in the group who shows up with superfoods for
lunch will probably differentiate them from the rest of the group. On the other hand, people
could also be less motivated to buy superfoods as they would then follow the hype, which makes
them just like everyone else. Following a hype is not coherent with the notion of being unique
but it would suggest that one gets influenced by what the others do. So which one of these two
notions applies may dependent on how one frames superfoods.
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3.2.4 Imitating Role Models
Role models are “people whose values, beliefs, and behavior are likely to be adopted by others
within their sphere of influence” (Fraser & Brown, 2002, p. 186). The focus in this chapter will
be directed towards those role models that can be seen in popular culture and mass media.
These celebrities can be international stars, known bloggers, or nutrition book authors. What
they all have in common is that they present their meals and discuss their diet choices in the
media.
The expansion and growing influence of mass media have increased the exposure of celebrities
to a wide range of audiences and have blessed them with an international fan base (Fraser &
Brown, 2002). Celebrities have a lot of social influence and have gained a powerful status over
the years. The presence of celebrities is ubiquitous – whether it is television, radio, print media
or the Internet – they are everywhere (Fraser & Brown, 2002). Furedi (2010) even argues that
celebrities at least indirectly influence all sections of society. Marshall (2010) states that
celebrities serve as “beacons of the public world” (p. 36) who help define the current Zeitgeist.
Does this also mean that celebrities have an influence on what people eat nowadays?
Unfortunately, there is no data on the influence of celebrities on people’s diets but in a study on
celebrities and HIV risk factors, Brown and Basil (1995) found that celebrities have an influence
on the public’s health-related attitudes, beliefs and behavior. Hence, celebrities can influence
health-related behavior but it is unknown to date whether they also influence people’s nutrition
and diets.
What is a known fact is that many people want to imitate their role models to be just like them
(Chia & Poo, 2009; Fraser & Brown, 2002; Furedi, 2010). They do not only adopt their perceived
values (Fraser & Brown, 2002) but they also imitate their role model’s habits (Furedi, 2010). In
this regard, most of the literature has looked into how consumers identify with their role model.
Identification is “the process that occurs when an individual imitates a celebrity as a way of
maintaining a desired relationship with the celebrity” (Chia & Poo, 2009, p. 24). They
reconstruct their attitudes, values and behaviors according to those of their role model (Fraser &
Brown, 2002). It comes as no surprise that marketing executives already discovered years ago
that people’s lifestyles are influenced by celebrities and that products sell very well when
endorsed by a popular celebrity (Marshall, 2010).
So, which celebrities promote what they eat or have a public opinion on nutrition? In 2013,
famous, international model Miranda Kerr introduced her ‘body beautiful’ video series, in which
she talks about her healthy smoothies and nutrition essentials, all of which are superfoods (NetA-Porter, 2013). Kerr who is a mother and a very successful model can be seen as a role model to
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many young women. The videos have a far reach with almost two million views only on the
official YouTube channel of Net-A-Porter.
Another famous person who advertises his superfood consumption is British celebrity cook
Jamie Oliver. He wrote two books, “everyday super food” and “Super Food Family Classics”
which were perceived as “easy, delicious and very healthy” (Goodreads, 2016). Oliver who is
internationally known for wanting to make the world a healthier place has gained much media
attention and public recognition for his work, e.g. by the British Prime Minister and the Queen
herself (Furedi, 2010). He too could be seen as a role model to young people who want to eat
healthy.
Bloggers, book authors or so-called health gurus, like Rens Kroes and the women from ‘the green
happiness’ spread their knowledge on nutrition via the Internet and their blogs. They have not
published books specifically about superfoods but they use them throughout their recipes. As
already explained in the introduction, they are young, pretty and rather ‘hip’ women who make
being healthy look very easy and more importantly, very in fashion. Yet, they are no strangers to
public critique and have earned quite some media attention for some of their controversial
methods.
In sum, celebrities or health ‘gurus’ are often role models to young adults and a strong cultural
force (Furedi, 2010). Many people wish to identify with their role models as they entail qualities
and manners that many consumers want to imitate (Chia & Poo, 2009). It will be interesting to
see if this also applies in this study.

3.2.5 Conclusion
These four motivations are assumed to play a crucial role in the consumer’s decision-making
process regarding superfoods. Identity, the need to belong, the need to be different and imitating
role models could all be motivations that lead consumers into either buying or rejecting
superfoods. Whether the concepts are in fact applicable in this context will be seen in the
analysis. The next chapter of this theoretical framework will look into a number of sources
where people might receive information from regarding superfoods.
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3.3 Sources of Information
Whether superfoods are in fact healthy or not, according to Aarts and van Woerkum (2014), it is
not always so much the question of what is true but consumers also place a great deal of
importance on the source of the information. Who claims it and where is it coming from? This is
especially the case if people themselves cannot evaluate whether the information is true or not,
they base their decision on the authority of the source (Tulku, 2001).
According to the study by the Voedingscentrum and GFK (2014), respondents younger than 30
years old mostly received their information on superfoods from the Internet (40%), family,
friends and acquaintances (27%) and via social media (15%). For this reason, I will focus on
these three sources of information and structure this chapter accordingly. As social media
encompasses a number of different platforms and going into detail with all of them would go
beyond the scope of this thesis, I will mostly focus on blogs as a social media platform in this
chapter.

3.3.2 Internet
Traditional media sources such as print and broadcast media have been the main sources of
information for many years (Nisbet, Scheufele, Shanahan, Brossard, & Lewenstein, 2002).
However, they have suffered a decline of supporters as the Internet began to offer alternatives to
traditional news outlets. As a consequence, news items are conveyed in new ways and new
formats, many including Web 2.0 applications (Brossard, 2013).
From a health and nutrition perspective, the Internet has progressively become an important
source of information over the past couple of years (Simunaniemi, Sandberg, Andersson, &
Nydahl, 2011). As the Voedingscentrum and GFK (2014) found, 40% of respondents younger
than 30 years old used the Internet as a source of information regarding superfoods.
The Internet serves as one of the platforms that allows everyone – laypeople, scientists,
dieticians, doctors, etc. - to spread their knowledge (Aarts & van Woerkum, 2014). Brossard’s
(2013) article about the source of information for science topics highlights the immense
influence of the Internet as a news outlet. He refers to the National Science Foundation report of
2012 that states that 60% of the respondents cited the Internet as their primary source of
information for science topics. Among those, 48% declared that they were relying on online
sources other than journalistic ones when looking for science-related knowledge. Among these
sources were blogs, social networks and internet search tools (National Science Foundation,
2012).
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Nowadays, it is not so much a one-way street of spreading information by experts and scientists
anymore. New media landscapes like online discussion forums give rise to basically everyone to
spread their knowledge and ideas (Brossard, 2013). Furthermore, people are able to
communicate with each other on the Internet through e.g. the commentary sections of blogs.
Readers have become able to interact with other readers and share their own ideas. These new
streams of information spreading may have significant influence on consumers’ perceptions of
new scientific developments and people’s general understanding of science (Brossard, 2013).

3.3.3 Social Media
The rapid increase and influence of social media has promoted new types of communication and
information exchange between members of various types of social groups. 15% of Dutch
respondents aged between 18 and 30 years old named social media as their source of
information regarding superfoods (Voedingscentrum & GFK, 2014). Blogs are a part of social
media (Bugge, 2015) and one of the fastest growing sites on the Internet (Lynch, 2010).
Simunaniemi and colleagues (2011) propose that studying blogs that talk about fruit and
vegetable consumption can generate a much more in-depth insight into how laypeople
communicate around healthy eating than traditional media or health expert communication
(Simunaniemi et al., 2011). For these reasons, social media will be mainly discussed through the
example of blogs and their influence.
Characterized by their distinct style of online communication, blogs have formed a unique
medium in the online media world (Kennedy, 2004). They often raise issues and report news
that many other sources shy away from or do not want to write about (Cristol, 2002;
Simunaniemi et al., 2011). Blogs, YouTube, Facebook and Twitter are all mediums that convey
the news. Contrary to traditional news outlets, however, these social media channels do not
clearly differ between opinions and facts (Brossard, 2013), as they are not bound by rationality
like traditional news outlets (Johnson & Kaye, 2004). Most bloggers have strong views and they
are not shy to openly express them (Johnson & Kaye, 2004). Even more so, blogs are often
viewed as diaries or personal journals (Simunaniemi et al., 2011), which simultaneously make
them very trustworthy, because bloggers write about their own experiences (Johnson & Kaye,
2004). Bloggers are often seen as fellow consumers who try out new products or trends and
accordingly judge them in front of an audience. Thus, Johnson and Kaye (2004) have portrayed
them as an independent source of information who are seen as trustworthy actors. Yet, it must
be noted that their article was published in 2004 and since then, many marketers have
introduced paid products endorsements on blogs (Kozinets, de Valck, Wojnicki, & Wilner, 2010).
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Therefore, it remains questionable how many of those blog readers know about these
endorsements and how that affects the blogger’s credibility.
Information on social media in general is not consumed in isolation but always accompanied by
contextual cues (Brossard, 2013). Comments on blogs or ‘likes’ on Facebook are tools for users
to interact with each other and make sense of the obtained information (Brossard, 2013). This
raises the question whether the amount of ‘likes’ a post gets on Facebook or what kind of
comments people leave under blogs have an influence on how people perceive the content of
that post. Social media is seen as an informal setting (Cain & Policastri, 2011), which could allow
users to be a very franc and direct in how they perceive the content of the post. Buller and
colleagues (1999) posit that the communication in informal settings triggers altered social
norms and values, which may ultimately have an influence on how much fruits and vegetables
people consume (Simunaniemi et al., 2011).
Thinking back to the chapter on motivations, Gangadharbatla (2008) claims that social
networking sites also offer a space where people can address their need to belong. By being
involved in the conversations and information exchange, they can both gain social approval, and
influence other users (Gangadharbatla, 2008). It seems as social media can give users a sort of
community feeling of people who visit these websites and are somehow connected to each other.
Given the fact that the Internet plays such an important role in obtaining health information and
being an environment for socialization, blogs should be studied more (Lynch, 2010). Past
research has mainly focused on investigating unhealthy dietary behaviors occurring in blogs,
yet, there is a lack of research regarding blogs that claim to promote healthy dietary behaviors
(Lynch, 2010). In order to gain a better understanding of how they influence their readers’ diets
and daily communication, blogs need to be studied more in depth (Simunaniemi et al., 2011).
This includes a careful analysis of the commentary sections, which may reveal a lot about how
readers perceive the published contents and how they react towards the comments of fellow
readers.

3.3.4 Friends, Family and Acquaintances
As already noted, 27% of young Dutch adults receive their information about superfoods from
family, friends and acquaintances (Voedingscentrum & GFK, 2014). The research on food trends
(NVVL & GFK, 2015) in which Dutch respondents were asked which sources they used to get
information on nutrition, found similar results, with 28% of all respondents referring to family
members, friends and acquaintances as their main source of information. Looking at the
credibility of these sources, though, family, friends and acquaintances (71%) were considered a
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slightly more trustworthy source than the Internet (65%). When asked who or what has the
most influence on their diet, respondents named family or house mates as their number one
influence (42%). Thus, although the Internet seems to be the most used source of information
when it comes to superfoods (Voedingscentrum & GFK, 2014), family and friends still seem to
have a lot of influence on what Dutch consumers eat.
Looking at a completely different health context than food trends or superfoods, Christakis and
Fowler (2007) examined the influence of social networks on obesity rates. They found that
obesity spreads through social ties from person to person. In fact, the chance of becoming obese
was increased by 57 percent if the person had a friend who became obese in a given period of
time. The likelihood of becoming obese among siblings was 40 percent if one of them was
already obese. Moreover, if one spouse was obese, the chance that the other partner would also
become obese increased by 37 percent. These effects were not found among immediate
neighbors, which suggests a much higher importance of social distance over geographic
distance. Generally, pairs of the same sex had a greater influence on one another than those of
the opposite sex. The authors explain this relation by pointing to the social nature that people
seem to be more influenced by the people that resemble them (Christakis & Fowler, 2007).
Similar results were found in another study by Christakis and Fowler (2008) a year later when
they looked into smoking cessation within social networks. Their findings show that people
quitted smoking in groups as also smoking behavior spreads through social ties. Here, the
relationship between spouses was the highest: Quitting smoking by a spouse decreased the
other spouse’s chances of smoking by 67 percent. Smoking cessation by a sibling lowered the
chances by 25 percent and smoking cessation by a friend by 36 percent. The effects were even
found at people’s workplace, where smoking cessation by someone’s coworker decreased the
chances of continuing to smoke by 34 percent. Moreover, the authors found that knowledge to
be of importance as friends with more education influenced each other more than friends with
less education (Christakis & Fowler, 2008).
These two studies show that people’s health behavior is much influenced by their social
networks. They conduct a certain health behavior because their close and distal social
environment do so. Moreover, the studies shows that not only behavior is contagious but also
ideas and norms. Although the study does not particularly mention that these social networks
served as sources of information the findings highly suggest this notion. The only question
remaining is whether this hidden influence of social networks can also be translated to following
food trends – hence, is the consumption of superfoods spreading through social ties as well?
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3.3.4 Science Versus Experience
One of the characteristics of food trends like superfoods is that their concept or ideology is often
in conflict with the national guidelines for a healthy diet (Bugge, 2015). New food trends usually
take a critical position to prevailing eating habits and nutrition sciences (Bugge, 2015). A British
study on healthy eating reported that health government websites were decreasingly used as an
information source (Spiteri Cornish & Moraes, 2015). As an explanation, the respondents
reported that the government would often change their advice on what constitutes a healthy
diet, and government-led health campaigns were often perceived unclear and not specific
enough. These participants would often get frustrated and consequently use other sources of
information (Spiteri Cornish & Moraes, 2015). In a recent Dutch study by Mebelder (2016),
participants reported to loose trust in institutions like the Voedingscentrum, which has led them
to consult other sources when searching for information on healthy food. However, a different
group of respondents from the same study rated the Voedingscentrum’s dietary guidelines,
Schijf van Vijf, as very positive. A high rate of familiarity and followers of the Schijf van Vijf was
also found in the study on food trends by the NVVL and GFK (2015). Here, the Schijf van Vijf was
the most followed food trend with 56% (NVVL & GFK, 2015).
The Dutch Voedingscentrum solely publishes and represents information that has been
scientifically studied and verified. They are an independent organization that is entirely
subsidized by the Dutch government (Voedingscentrum, n.d. c). All of this guarantees that they
are seen as credible and reputable actors. In this context, Aarts and van Woerkum (2014) have
made a distinction between scientific knowledge and knowledge based on experiences. Science
usually tests knowledge on the basis of hypotheses and falsification (Aarts & Woerkum, 2014).
Next to scientists, the Voedingscentrum represents one of the institutions that apply scientific
knowledge in the discussions about superfoods. They solely base their judgments on
scientifically proven facts, which is how they intend to maintain credible.
In contrast to scientific knowledge, experiential knowledge is subjective, exclusive, contextual,
prone to change, and the result of an integration of all different sorts of knowledge (Aarts & van
Woerkum, 2010). Despite the high reputation of the scientific world, experiential knowledge
gains high recognition and credibility in society and is considered very relevant in social as well
as political discussions (Cels, 2007). Experiences are easily recognizable, which make them
credible to the audience (Aarts & van Woerkum, 2014). Actors that make much use of the
experiential knowledge are often bloggers, such as the founders of ‘the green happiness’. In an
interview with the Dutch newspaper NRC they said, that they are no scientists, they are only
telling what people already know from deep inside. Their knowledge, they say, already exists for
hundreds of years but it has simply been forgotten over time (Koelewijn, 2016).
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Generally, knowledge means that the information one receives is being applied in a certain
context in which it becomes meaningful (Aarts & van Woerkum, 2014). The type of knowledge
people receive from a source and apply in a conversation can be a factor of how they perceive
superfoods and the controversy around them. Thus, how do young Dutch adults perceive the
Voedingscentrum and their dietary guidelines in comparison to blog posts that may not always
convey scientifically proven facts? And how important is scientific prove for them anyway?

3.3.5 Conclusion
There is a plethora of information sources when it comes to healthy eating or superfoods. They
all promote different standpoints and nutritional ideologies. This study will examine which of
these sources young Dutch adults use and trust. Spiteri Cornish and Moraes (2015) stated that a
high amount of information does not necessarily lead to a better informed consumer but that it
rather creates an information overload leading the consumer to be confused and annoyed. In
line with this, it will be examined whether young Dutch adults view the variety of information as
a blessing or whether they are indeed confused and annoyed by the sheer amount of different
sources.
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3.4 Conclusion
It is assumed that young Dutch adults have very different perceptions regarding superfoods. In
order to find out what these perceptions are and where they may be coming from, it is crucial to
find out how they frame superfoods, why they buy or reject them and which information sources
they trust when it comes to forming an opinion about superfoods in a specific context. For
visualization purposes, I have created a schematic overview of the theoretical framework (figure
2). In my opinion, all of these factors (frames, sources of information and motivations) are
interlinked and cannot be viewed as a one-way street. They form an interplay of different factors

Figure 2. Schematic Overview of the Theoretical Framework

that are all intertwined. Therefore, arrows in both directions were drawn as these three factors
all influence each other. It is assumed that the source of information people consult influences
how they frame superfoods and vice versa, depending on the frame people have, they will look
for certain sources of information. The same goes for motivations and frames. By framing
superfoods a certain way, consumers have the fitting motivations to either buy or reject them
and the other way around. Moreover, there is also a connection between motivations and
sources of information. Depending on the motivation people have, they will look for specific
sources of information, but the sources of information will also influence one’s motivations.
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4. Methods
This qualitative study is explorative in nature and a first attempt at seeking knowledge about
how young Dutch adults frame superfoods and how this process is influenced. In order to
answer the proposed research questions, I used data triangulation in different contexts.

Study 1: Focus Groups
Participants
Both focus groups consisted of six participants with three women and three men in each group.
Participants in the first group were aged between 21 and 29 years old (mean age = 24.2) and in
the second group between 18 and 27 years old (mean age = 22.5). As presented in table 1 and 2,
all participants had an academic background; they were either still studying or had graduated
from university. To guarantee their anonymity, participant’s names were changed.
Table 1. List of Participants of Focus Group 1
Name

Age

Study Program

Current City

Anna

25

MSc Nutrition and Health

Wageningen

Koen

24

MSc Nutrition and Health

Amersfoort

Laura

29

MSc Animal Sciences (Graduated)

Wageningen

Niels

22

MSc Nutrition and Health

Wageningen

Amanda

21

BSc Nutrition and Health

Wageningen

Robin

24

BSc Forest and Nature Conservation

Wageningen

Table 2. List of Participants of Focus Group 2
Name

Age

Study Program

Current City

Romee

18

BSc Consumer Studies

Wageningen

Lieke

24

Molecular Life Sciences

Wageningen

Lucas

27

Utrecht

Saskia

23

MSc International Development Studies
(Graduated)
MSc Biology

Wageningen

Marijn

18

BSc Biotechnology

Wageningen

Thomas

25

BSc Environmental Studies

Wageningen

The participants were recruited via Facebook and e-mail. With the use of the snowball sampling
I asked friends who asked their friends and acquaintances to participate in the study. In
addition, I wrote posts on a couple of Facebook pages, such as ‘Wageningen Student Plaza’. This
way, I did not only recruit people that I already knew but it also increased the chances that the
participants did not know each other. I ultimately only knew two people who participated and
recruited the rest via Facebook.
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The selection criteria were the participant’s age (18-30 years old), the Dutch nationality and
some degree of familiarity with superfoods. It was not necessary for participants to consume or
have consumed superfoods but they should roughly know what superfoods are in order to
participate in the discussions.
I decided to target these participants because I assume that this age group is most susceptible to
and interested in food trends like superfoods. As the study by the Voedingscentrum and GFK
(2014) revealed, it is mostly young people who are familiar with superfoods and who are more
inclined to buy them.
The majority of participants lived in Wageningen at the time of the study. I tried to arrange
another focus group in Utrecht in order to include participants from more urban areas. This
session did not work out due to busy schedules and eventually not enough participants.
Design
This qualitative study consisted of two focus groups which were designed to find out how young
Dutch adults frame superfoods, what motivates them to buy or reject superfoods and which
sources of information they consult when it comes to superfoods. The focus groups were held at
the University of Wageningen. The sessions took about 90 minutes each and were recorded with
a smartphone and a laptop. The transcripts of these sessions can be found in appendix 2 and 3.
As there have been no earlier studies on the framing of superfoods and which factors and
mechanisms influence this process, I decided to conduct focus groups. They are particularly
suitable in explorative studies because they give a better understanding of how people feel,
understand and perceive an issue (Krueger & Casey, 2014). Participants influence each other in
the discussions and thereby trigger responses that may not have come up in one-on-one
interviews (Krueger & Casey, 2014). For any focus group it is crucial to make the respondents
feel comfortable and safe. Most participants did not know each other and first had to be
acquainted. Having some informal talks before the session and introducing everyone to each
other is a must. People will only open up about themselves if they trust the researcher and the
other participants.
Procedure
The session started with a short welcome speech and an introduction of myself. I roughly
explained what we would be doing for the upcoming 1,5 hours and that participants should be
as honest and open as possible. In turn, their privacy was kept confidential and their names
were changed in the transcripts. I started the session by letting the participants write down their
associations with superfoods on post-it’s. Accordingly, they were asked to list all superfoods
they knew. This first part gave an insight into what was seen as a superfood, which indicated
how much knowledge the participants had, how familiar they were with the term and how they
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framed superfoods. Each participant received a different color of post-it’s, which made it easy to
trace back afterwards who wrote down which association/superfood. In the second question I
wanted to know whether the participants ate superfoods and more importantly, why. I
purposely decided to ask this open question about the reasons for either consuming or rejecting
superfoods before asking about the possible motivations laid out in the theoretical framework.
By that I did not steer them into a certain direction but learned about other motivations that I
did not anticipate. In the following question I asked about the need to belong and the need to be
different by letting the participants discuss a statement. After that, I wanted to find out who
influenced their eating patterns and by that, detect who was seen as a/their role model in terms
of nutrition. In the fifth question, I handed out cards with 13 sources written on them.
Accordingly, the participants had to rank these sources on a scale from ‘(would) not consult’ to
‘(would) consult’. This round was very interactive as the participants had to make these
decisions as a group. The last question served to find out more about the participant’s (food)
identity. Here, they first received ten pictures out of which they had to choose one that best
represented their identity. Afterwards, they were asked whether this identity also represented
their food identity and whether it included superfoods. At the end, I asked them more general
questions

about

the

connection

between

identity

and

superfoods.

For a more detailed insight into the structure of the session, see appendix 1.
Analysis
In order to analyze the results of the focus groups, I transcribed my recordings. As Dutch is not
my mother tongue, I had the transcripts checked by a native Dutch speaker. After carefully
reading the two transcripts, I coded them on the basis of the concepts and mechanisms laid out
in the theoretical framework. These codes are displayed at the end of this chapter. Accordingly, I
recognized patterns and recurring elements in the groups. These were written out and
supported by most relevant quotations in chapter five.

Study 2: Blog Commentary Sections
Blogs
The selection of blogs only included Dutch blogs that were written in the Dutch language. I could
not guarantee that all commentators were Dutch or whether they merely wrote in Dutch. The
same uncertainty goes for age. I could not guarantee that the commentators of the blogs were
between 18 and 30 years old. I did, however, try to make sure to only select blogs that were
written by young Dutch adults, as far as this information was available.
I looked through numerous blogs and found many suitable ones. However, often times blogs had
interesting posts about superfoods but then no comments at all, which made them useless for
my study. Finally, I made a selection of 20 blogs that I included in my analysis. These are:
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superfoodsblog.nl, groenevrouw.nl, ilovehealth.nl, jennyalvares.com, thegreenhappiness.com,
iamafoodie.nl,

renskroes.com,

lauraenjames.com,

degroenemeisjes.nl,

superfoodme.nl,

ohmyfoodness.nl, jessevandervelde.com, dayennefoodblog.com, fitplein.nl, superfoodleven.com,
myfoodblog.nl, ahealthylife.nl, saltandsugarblog.com, naoki.nl and chickslovefood.com.
Most blogs do not only write about superfoods but about nutrition in general. For the analysis I
only used the comments to articles that dealt with superfoods. Posts that dealt with the topic
‘superfoods’ in general contained more interesting comments compared to blog posts about
superfood recipes. The usual answer to the latter ones were how tasty that must be and that
commentators wanted to try it out as well. In more general opinion pieces, however,
commentators revealed their frames and motivations more clearly and more in-depth.
Design
In this second study, one of the sources of information that I investigated in this thesis, namely
blogs, became the medium of the study itself. Consequently, the analysis of this study was
focused on the other two factors, frames and motivations.
The commentary section of blogs about superfoods have not been the subject of research until
date. It was assumed prior to the study and ultimately confirmed by the focus groups that blogs
play a crucial role in the perceptions of food trends like superfoods. Therefore, it was
particularly interesting to investigate how the readers of these blogs frame superfoods and why
they buy/reject them. Moreover, blogs offer an informal setting while guaranteeing their
commentators anonymity compared to being personally present in a focus group. Therefore, it
was assumed that the frames and motivations would differ from those of the focus groups.
Procedure
I started a Google search with search terms like ‘Nederlandse superfood blogs’, ‘voedingsblogs’
and ‘superfood blogs Nederland’. I looked through approximately 50 blogs but as already
mentioned, I could not use most of them because they either had no comments under their posts
or they were not specific enough in terms of content. I did not only choose blogs that were prosuperfoods but also those that were critical. ‘Iamafoodie.nl’ for instance was founded by Dutch
scientists as a response to the many bloggers who did not base their knowledge on scientific
evidence. When clicking on these blogs, I usually typed in ‘superfoods’ in the search box and
read through the available posts and particularly the commentary sections. Accordingly, I wrote
down the most striking elements of these commentaries.
Analysis
In contrast to study 1 and 3, I did not code the findings of study 2. The sheer amount of
comments I read through was simply too big. It was impossible to copy all these commentary
sections in the appendix. I did however check all contents in terms of frames and motivations.
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While reading through the commentary sections, I always made notes for each blog. After I went
through all of them, I made a list of the most apparent patterns that were found in many posts.
By that, I collected interesting quotes to back up these findings and put the original quote in the
footnotes.

Study 3: ‘Het grote superfood debat’
Participants
‘Het grote superfood debat’ housed 17 Dutch participants, most of whom were professional
nutrition experts. From doctors, professors, dieticians, alternative practitioners to the director
of the Voedingscentrum, everyone was represented.
Table 3. Participants in ‘het grote superfood debat’

Name
Ralph Moorman

Occupation

Dr. Gerda Feunekes

Food technologist, self-made hormone-factor-man, author of
several healthy lifestyle books
Internist and known obesity practitioner, author of several
books
Director of the Dutch Voedingscentrum

Klaas Bouma

Secretary of MS-patient association, MS patient himself

Dr. Catherine de Jong

Anesthesiologist, specialization in addiction, chairperson of
the ‘Vereniging tegen de Kwakzalverij’
Dietician specialized in the support of MS patients

‘Doctor Frank’ van Berkum

Esther Kamphorst
Dr. Sander Kersten

Liesbeth Oerlemans

Professor of Nutrition, Metabolism and Genomics at
Wageningen University and Research Center
Professor of Neurology, specialized in MS, treating doctor
(VUmc)
Naturopath, critical methodologist

Dr. Gert Schuitemaker

Certified pharmacist, orthomolecular professional

Hanny Roskamp

Author of several books about integral health

Dr. Renger Witkamp

Professor of nutrition and pharmacology at Wageningen
University and Research Center
Head of product integrity at Albert Heijn

Dr. Bernard Uitdehaag

Dr. Simone Herzberger
Dr. Kees de Graaf
Dr. Jaap Seidell

Professor of Nutrition Behavior at Wageningen University and
Research Center
Professor of Public Health at Vrije Universiteit Amsterdam

Joszi Smeets

Director of Youth Food Movement

Philip den Ouden

Director of ‘Federatie Nederlandse
Levensmiddelenindustrie’
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As this is an open debate, available to everyone on the Internet, there was no need to protect the
participants’ anonymity by means of changing their names. For further information of the
participants, see table 3. Such a guest lineup was a unique composition of professional nutrition
experts who were together in one debate for the first time (Veerman, 2015). Along with 130
people in the audience, Foodlog succeeded in leading a quite heated debate between the
dissidents about superfoods and their controversial claims.
I chose to examine how professional nutrition experts frame superfoods because the
controversies in the media have often focused on the knowledge discrepancy between lay
people and experts. Topics around scientific versus experiential knowledge in the context of
superfoods were often discussed and it seemed very fitting to examine professional nutrition
experts as well. Furthermore, it was assumed that the frames of young Dutch adults differ from
those of professional nutrition experts. Therefore, it was interesting to find out how their frames
Design
On March 18, 2015, the Dutch platform Foodlog held a debate about superfoods in the location
of FOODTOPIA in Leiden. The debate focused on superfoods but was discussed in the context of
the auto-immune disease Multiple Sclerosis. Foodlog is an independent news platform about
health, food and drink. Their network consists of scientists, doctors, farmers, food makers,
journalists, students, food professionals, retailers and critical consumers that contribute to their
discussion platform. On Foodlog, these players interpret and critically reflect on the latest news
and discover paths to the future. They form an open community that innovates forming
judgments and opinions - “critically, sometimes fierce but always fair and focused on the process
between people who think differently and have different backgrounds” (Foodlog, 2016). The
debate was divided in three statements that each lasted 30-40 minutes. Dick Veerman, founder
and chief editor of Foodlog, was the moderator of the event and led the discussion.
Procedure & Analysis
This third context was chosen to answer the last sub-research question, how do frames about
superfoods by young Dutch adults differ from those of professional nutrition experts?. Therefore, I
first transcribed the introduction and two out of three statements (see appendix 4). The second
statement was considered irrelevant as the discussion did not focus on superfoods but rather on
health claims in general. After having the transcripts checked for mistakes by a Dutch native
speaker, I coded the text with the same codes as I used for study 1. Accordingly, I detected
patterns and recurrent elements that I discussed in the analysis. By that I compared the frames
of these professional nutrition experts with those of young Dutch adults.
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Operationalization
All three contexts were analyzed in terms of the frames participants used, which motivations
they had and the sources of information they (would) consult on superfoods. In order to identify
these frames and factors, I used the method of coding. The following concepts and mechanisms
were derived from the theoretical framework introduced in chapter three. These concepts and
mechanism were translated into codes and assigned to a specific color. In order to analyze the
data of this research, the transcripts of appendix 2, 3 and 4 were marked with the appropriate
color. Although the three research settings were played out in different contexts, I systematically
investigated all of them with the same codes.
The concepts and mechanisms from research question number two, what motivates young Dutch
adults to buy superfoods or reject them?, are:
(Food) identity, lifestyle, the need to belong, the need to be different, role model,
celebrity/health guru
The concepts and mechanisms of the third sub research question, which sources of information
do young Dutch adults trust when it comes to superfoods?, are:
Friends & acquaintances, family, social media (Facebook, Twitter, Instagram, YouTube/vlogger,),
blogs/blogger, Voedingscentrum, magazines, television, (online) newspaper, books / authors of
food books
Others include:
Scientific

knowledge,

experiential

knowledge,

health

claim,

hype/marketing/price,

health/organic/nutrients, taste, easy solution, sustainability / local food, social influence
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5. Analysis
In this chapter, the results of the three studies including the focus groups, the blog
commentaries and ‘het grote superfood debat’ will be analyzed. The chapter will finish off with a
conclusion that answers all four sub-research questions.

Study 1: Focus Groups
In the following, the most striking patterns and recurrent elements of the two focus groups will
be analyzed. They will be complemented with interesting quotes and partly supported by
literature.

Associations
Both groups had similar associations when being asked what they think about when they hear
the word superfood. While the first group had a bit more knowledge on blogs and the lifestyle of
superfoods, the other group focused more on the unsustainability of superfoods. Overall a rather
negative frame prevailed as superfoods were mostly perceived as a hype whose health effects
have not been scientifically proven yet but which are exaggerated on various media channels. It
seems though as if this frame was expressed stronger in the first group in comparison with the
second group. The second group seemed to be a bit more open towards consuming superfoods.
When taking a closer look into participant’s associations, it is interesting to see that either
‘healthy’, ‘organic’, or ‘nutrients’ were mentioned by all participants. Yet, that does not mean that
they were also convinced that superfoods are in fact healthy: “The stories and the hype
surrounding superfoods tells you that they are very healthy but whether they are truly healthy,
yeah”2 (Lieke, line 48f). Thus, people eat superfoods for their health but it is not proven that they
are in fact healthy. Although the frame that superfoods are healthy was highly accessible in
people’s minds, it was also seen as controversial. ‘Healthy’ was often accompanied by the
association ‘hype’, which mostly invoked skepticism among the participants: “There is probably
some sort of truth to it but I become very skeptical because there is such a hype around it”3 (Marijn,
line 59f). Furthermore, hypes were seen as a short lasting phenomenon, which could be over
soon and replaced by a new one.
Another striking association was the ‘lifestyle’ surrounding superfoods. This lifestyle and the
people living it were described in many ways. Most often the lifestyle entailed sport, fitness and
a healthy nutrition. Later in the discussion, Thomas explained that superfood consumers think
they are enlightened and they read much. Others used stereotypes like “spiritual hippies”,

2

Original quote: “De verhalen en de hype er omheen zegt dat het heel gezond is maar of het daadwerkelijk
gezond is, ja”
3 Original quote: “Waarschijnlijk zit er wel een kern van waarheid in maar je wordt heel erg sceptisch
omdat er zo’n hype omheen is”
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“hipsters” or “the daughters of rich parents” who have more money to spend on expensive
superfoods. This lifestyle is also described as a loop; once people are in that loop of e.g. jogging,
as Saskia explains, they are also eating more healthily. People who follow this lifestyle undergo a
lot because they are convinced that they become more healthy from superfoods. They often
exaggerate this hype and ultimately become unhealthy because they miss other important
nutrients. These “health freaks” that pursue this superfood lifestyle are very preoccupied with
their nutrition. As Bugge (2015) explained, the immense preoccupation with healthy eating can
be seen as a quest for identity. This particular behavior is also reflected in the consumption of
superfoods (Bugge, 2015). This notion was also found throughout the discussions. Superfoods
thus reflect a particular lifestyle, with which people construct an identity. This food identity
reflects what is important to people and who they would like to be. The participants agreed that
one’s personality is reflected in their eating behavior and pattern, e.g. if health is important to
someone, they will also eat healthy. Another example that was raised by Anna is if someone does
not eat a variety of food products they are also very critical and difficult in other things in life.
During the last round of questions, Thomas assessed which of the pictures would reflect the
superfood identity. The list included the “hipster” in the coffee shop (picture 9), which reminds
him of a typical Instagram photo, the girl who reads (picture 8), the party people (picture 3), the
people who are in a shopping mall (picture 4) and the guy sitting behind the computer (picture
6). Others associated the joggers in the first picture with a healthy nutrition (all pictures can be
found in appendix 1). Amanda who chose this picture to describe her (food) identity, also
associated superfoods with her diet and the picture. Other aspects of identity will be discussed
later in this chapter.
Next to the ‘lifestyle’ association, food bloggers were also mentioned quite often. The second
group in particular had much knowledge on bloggers such as David Wolfe and the green
happiness. While Anna explained that she only reads blogs because she finds them funny and
amusing, Thomas referred to blogs as by David Wolfe “pseudo science” (line 79). Although both
groups acknowledged that food blogs can also be well-researched, the overall notion was that
bloggers are not skeptical enough and blindly adopt current trends in order to gain more
followers.
As briefly mentioned, the first focus group found the unsustainability of superfoods more
important than the second group. Associations like ‘quinoa crisis’ were mentioned as
participants were concerned about the local population of the country of origin where the
superfood was coming from. They also thought it was unnecessary to import these foods from
far away when there are plenty of fruits and vegetables in the Netherlands as well.

36

Ambivalence
A very striking feature in both focus groups is the ambivalence in people’s utterances. From the
discussions it becomes clear that all participants have much knowledge on superfood products
as well as the controversies around them. Except for Niels and Lucas everyone has tried exotic
superfoods or eats them on a more or less regular basis. However, when asked whether they eat
superfoods, no one really wanted to admit that they consume them. The most frequent answer
was “very rarely” or “almost never”. However, throughout the talk, they revealed that they do eat
superfood, some even quite regularly. Laura, for instance, said that she adds superfoods to her
breakfast and that she eats lots of quinoa during the summer (line 246). Thus, while almost all
participants do consume superfoods to a more or less extent, most of them do not want to admit
to it. Moreover, whenever they admit to eating superfoods, they try to find a reason to justify it.
Amanda almost excuses her superfood consumption by saying that she is simply used to them
(line 213) because her family eats them too. Yet, the most often mentioned reason was the
health aspect. Superfoods were often consumed because they contain lots of nutrients and
because they are healthy. Interestingly, the health aspect was still contested during the
association round when they highly doubted whether superfoods are actually healthy.
Furthermore, the fact that superfoods are such a hype seems to be reason enough not to follow it
or at least not to advertise it to others. “You actually don’t want to participate in such a hype but
then there is this one product that is very healthy, which you eat after all”4 (Lieke, line 286f).
Thomas said that he did not like buying a particular superfood but he still bought it because of
the high amounts of proteins in spirulina. It almost seems as if they are embarrassed to admit to
others that they like eating superfoods. Lieke attests to this assumption. She admits that she
does not want to advertise her consumption of superfoods as they are linked to exaggerated
health claims. She does not want people to think that she believes in them (line 518ff) but rather
that she eats them because of their nutrients.

Identity Frames and Characterization Frames as Coping Strategies
One reason for this behavior could be that the participants are trying to protect their identity. An
identity frame depicts how someone perceives themselves and their membership in a social
group (Dewulf et al., 2009) or in other words, how they answer the question ‘who am I?’ (Gray,
2003). The participants of the focus groups may have framed themselves as critical academics as
all of them were either current students or had a university diploma. Some of them were even
‘nutrition and health’ students and had much knowledge on superfoods. Believing and following
a food trend, whose health benefits have not even been scientifically proven would threaten this
identity. As Dewulf and colleagues said, “Challenges to one’s identity frame generally produce
4

Original quote: “Je wil eigenlijk niet mee doen aan zo’n hype maar het is toch wel dat ene product wat
heel gezond is en wat je dan toch wel eet”
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vigorous defenses” (Dewulf et al., 2009, p. 169). So what did the participants do to justify their
superfoods consumption and defend their identity? They used the one thing that was
scientifically proven, which is the high amount of nutrients in superfoods and used it as a reason
for why it is ‘legitimate’ to consume them. This way they are not seen as those that believe in the
exaggerated claims of superfoods (Lieke, line 518). By naming the nutrient density as the only
reason to consume them, they distant themselves from the ‘superfoodies’ and thereby resolve
the identity dilemma. Instead, they portray themselves as rational actors who look at the
scientific facts (e.g. Thomas, line 277ff).
While identity frames ask ‘who am I?’, characterization frames try to understand someone else
by asking ‘who are they?’ (Gray, 2003). In the focus groups, the participants often said the word
‘them’, using a shorthand to describe the people that follow the hype. They use this
characterization frame to stereotype the others who blindly follow the hype without checking
the facts. By that they distance themselves from the others and make a clear distinction between
‘us and them’. A characterization frame is thus a form of stereotype to describe and judge others.
They hold explicit and implicit expectations about how others will and should behave (Dewulf et
al., 2009). The participants depict themselves as the educated, smart people who cannot be
fooled by advertising scams while superfood consumers are uncritical and not nuanced enough
(Koen, line 78) to see through the hype.

Social Influence
In line with the results from earlier studies (Voedingscentrum & GFK, 2014; NVVL & GFK, 2015),
the family turned out to be the most influential agent in the participants’ eating patterns. These
learned patterns also had much influence on whether respondents ate superfoods. The most
extreme cases were probably Niels and Amanda from group 1. Niels and his family have very
traditional ideas of eating. He says himself that he is from a typical farmer’s family that still eats
the same way as his grandparents have. Rather than novel foods such as superfoods they enjoy
traditional meat-potatoes-vegetables meals. Amanda’s parents on the other hand are “hype
people” as she calls them herself (line 358). They are always looking for new types of healthy
foods and follow many hypes including superfoods. This type of behavior can also be seen in
Amanda’s eating behavior: She herself follows lots of food trends; at the time of the study she
fully avoided sugar in her diet, she followed a vegan lifestyle and superfoods were a normal part
of her diet. Generally many respondents from both groups named their family as the main
influencer in terms of eating patterns and dietary habits.
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However, apart from the patterns that participants learned while growing up, the results also
show other influences:
“I also think that there is a huge group of people that simply wants to belong to [the people that
live this lifestyle]. They want to be hip.” 5 (Marijn, line 555ff)
Marijn refers to the notion that many young people want to adopt the lifestyle surrounding
superfoods in order to belong to their group of friends who also follow the hype. Although the
participants do not personally identify themselves with the first statement6 they are influenced
by what others do. Anna and Romee concede that they would be more inclined to try superfoods
if their friends or family eat superfoods. Amanda even considers herself an influencer who is
able to change her friends and family’s eating patterns. She has noticed that many of her friends
have become vegan or started eating gojiberries because of her. Anna who is Amanda’s
housemate confirms her impact on her food choices since they have moved in together. Anna
tried new things and continues to eat them because Amanda eats them too. These findings are
only one example that confirm Christakis and Fowler’s (2007) results on the influence of social
networks. The participants eat a certain way because their social environment does so too.
Niels also pointed out the opposite notion that people do not eat superfoods to belong to a
group. As Lieke explained, she does not want to advertise her superfoods consumption too
publicly because she is afraid of what her friends could think of her. She rather gives the
impression that she does not eat superfoods in order to fit in with the group norms.
Interestingly, this phenomenon also applies in the family context. Some participants would not
bring superfoods home to their parents: “If I come home to my parents in the weekend with a pack
of seeds for my yogurt, they would stare at me like, do you have a fever?!” 7(Niels, line 330ff).
Anna’s parents would declare her crazy if she brought home superfoods.
In sum, people are still very influenced by the eating patterns they grew up with. Although no
one ate superfoods in order to belong to a group, they confirmed to have seen this behavior with
other people. Still, the participants did confirm that they are influenced by which foods their
friends and family eat and they adapt to their eating patterns.
‘The need to be different’ on the other hand was mostly explained by time and location.
According to the participants in group two, people started eating superfoods right when the
hype started in order to differentiate themselves from others. In that time, superfoods were still

5

Original quote: “Ik denk ook dat er een gigantisch groep is die er gewoon bij wil horen. Die willen hip
zijn”
6 People follow the superfood hype because they want to belong to a certain group
7 Original quote: “Ik kom bij mijn ouders thuis in het weekend en ik zou dus zo’n zakje zaden door de
yoghurt heen gooien dan zouden ze mij echt aan gaan staren van, heb je koorts?”
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unknown among the general public and fairly hard to get. Nowadays, everyone who is interested
in healthy eating buys superfoods in order to belong to that healthy group of people.
Furthermore, the need to be different was also determined by region: according to Thomas, the
hype started in Los Angeles. Over there it was quite normal to consume superfoods whereas in
rural areas around the same time it was a way to stand out and be different because it was new
and special.

Sources of Information
Towards the end of the sessions, participants were asked which sources of information they
(would) consult when it comes to superfoods. ‘Magazines’ were quickly split into ‘scientific
magazines’ and ‘normal magazines like Grazia and Cosmopolitan’ as they contain very different
contents. This contrast was seen in the results: whereas ‘normal magazines’ were either placed
at the end of the line (group 1) or on the bottom half of the middle area (group 2), ‘scientific
magazines’ were both times the number one source participants (would) consult for information
of superfoods. Here the question arises whether these results would have been the same in
groups of less educated participants. It can be assumed that their academic background strongly
influenced these outcomes. In this context it must be noted that the participants were generally
unable to view the sources independently and merely state whether they (would) consult it or
not. Instead, they assessed the sources on the basis of whether they were credible or not. This
credibility-factor spread throughout the whole discussion, especially in group one.
Furthermore, group two placed ‘Wikipedia’ as the number one source of information next to
‘scientific magazines’. Participants used Wikipedia as an orientation and for an overview of
superfoods. Since the website has a “self-correcting system” (line 1247) meaning that posts by
users are checked by numerous other users, it is ensured that only checked facts are published.
In addition, one can see the sources that were used for the article, on the basis of which people
can determine themselves whether the information is credible.
Interestingly, Niels and Lucas who do not eat superfoods referred to the Voedingscentrum as a
neutral source and placed the card at the end of the right side of the line, which stands for the
sources they would consult. While Lucas sees the Voedingscentrum as an independent
institution, Saskia is more skeptical and hints to a link between them and the sugar industry.
Ironically, Thomas says “this is funny because someone who believes in superfoods would not
always trust [the Voedingscentrum]” 8(line 1367f). Generally, participants had their doubts about
the Voedingscentrum. Marijn thought they were outdated and Laura even called some of their
content “bullshit” (line 936). Although it remained controversial whether to consult or trust the
Voedingscentrum, it ended up on the second place in both groups.
8

Original quote: “En dit is grappig want iemand die in superfoods gelooft zou dit dan niet altijd
vertrouwen”
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In both sessions, ‘television’ ended up somewhere in the middle of the scale. Whereas Koen
considered talk shows such as ‘RTL Late Night’ as credible sources, others disagreed. Generally,
television offered different kinds of programs, which made it difficult for the respondents to
place them on the scale. ‘Zondag met Lubach’ was a television program that was mentioned by
some participants. A couple of weeks prior to the sessions, the show received lots of attention
for an episode in which they mocked and exposed food trends and health gurus such as the
green happiness and Rens Kroes. Although most participants of the first session did not have
much knowledge about the green happiness, they were quite influenced by this episode: Koen
said that he does not know a lot about the green happiness but he thinks that there is some truth
in Lubach’s story. He justifies his judgment with the fact that the green happiness does not base
their statements on scientific evidence.9
Many participants named their parents a very influential source that has shaped their eating
pattern to a great extent. Yet, parents as a source of information for superfoods was not found
very often. One of the participants said that they cannot learn many new things from their
parents, which would explain why they do not consult them on current trends such as
superfoods. Interestingly, friends were also ranked somewhere in the middle.
As anticipated, social media channels like blogs, YouTube and Facebook played a big role in the
information gathering of superfoods. As Marijn asked, “What do you want to know about
superfoods? Do you want hip, popular and do what other people do? Then go to Instagram, food
blogs, authors of nutrition books and YouTube”10 (line 1157ff). Particularly group two had much
knowledge on blogs and their impact on their readers. Blogs are written so “persuasively” that
people are easily “sucked into this scene” and start buying the superfoods they promote (line
792ff). Many respondents mentioned encountering links to articles or suggestions for websites
on Facebook. Except for Thomas, most of them are not actively searching on Facebook for
information on superfoods but they come it across while surfing on the Internet. Then they are
usually referred to the blogs and read the post there. Both Twitter and Instagram were not
found to be adequate sources of information for superfoods. Instagram was merely seen as the
medium of beautiful imagery and Twitter was seen as an inappropriate channel to search for
any information. Consequently they were listed at the lowest end of the scale in both groups.
A picture of the results from both sessions can be found at the end of appendix 2 and 3.

Original quote: “Ik heb me er zelf niet heel erg in verdiept dus ik durf niet een heel duidelijke mening
over te geven maar ik denk wat Lubach zegt, dat daar zeker een kern waarheid in zit, dat ze gewoon wat
roepen zonder dat het echt goed onderbouwd is en dat ze misschien niet kritisch genoeg zijn en ja, voor de
rest kan ik niet een heel duidelijk mening over geven maar ik denk dat hij wel in de goeie richting zit”
10 Original quote: “Wat wil je opzoeken over superfoods? Wil je hip, populair en doen wat andere mensen
doen, dan ga je naar Instagram, food blogs, schrijvers van voedingsboeken, YouTube.”
9
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Novelty, Hype and Exotic Foods or Back to the Basics and Tradition?
Thomas has been a life coach in the past and he revealed that people do not want to hear that
they are already leading a good, healthy life but rather what they can do to make it even better.
Which alternatives are out there that they have not tried yet? Especially if this alternative is
exotic, expensive and from a far away place, they are intrigued and want to try these novel foods.
According to Thomas, if these products are being sold as the solution to e.g. weight problems,
consumers will think “oh it is not my fault, I just have not tried these superfoods so far”. These
stories confirmed the researcher’s assumptions as well as results in the literature (e.g. PachecoPalencia, Duncan, & Talcott, 2009). However, findings of the focus groups revealed quite the
opposite. Novel foods and new trends are mostly viewed with suspicion and doubt as many
hypes are perceived as marketing scams. According to the participants, it is ‘back to the roots’ to
traditional meals like stamppot. But more importantly, the participants praise variety in their
nutrition. They do not want to follow one single trend but rather eat a little bit of everything. The
identity they want to convey is, eat a variety of healthy foods and do not exaggerate it.
Participants wanted to appear up to date about current trends but not too preoccupied with
them. Critical yet uncomplicated. Simply put: normal.

Conclusion
Both groups framed superfoods rather negatively as they were mostly perceived as a hype
whose health effects have not been scientifically proven but which are exaggerated on various
media channels. One very striking result was the strong influence of the family on the
participant’s eating patterns, which is still omnipresent to this day. Furthermore, participant’s
statements were often ambivalent. It seemed as if they were both intrigued by the health effects
and lifestyle of superfoods as well as embarrassed to admit to these interests. They tried to solve
this ambivalence and identity dilemma by using coping strategies: participants talked quite
condescendingly about the ‘superfoodies’ that blindly follow the hype and thereby tried to
distance themselves from them. These ‘us and them’ characterization frames were used quite
often in order to protect their own identity. In turn, they wanted to present themselves as the
educated, rational academics that have normal eating patterns and that cannot be fooled by
advertising scams such as superfoods.
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Study 2: Commentary Sections of Blogs
In the second study, the commentary sections of blogs are examined. As the participants of the
focus groups confirmed, food blogs play a crucial role in the perception of superfoods. In this
chapter, twenty food blogs are analyzed in terms of how the commentators frame superfoods
and which motivations they have for buying superfoods.

Consent and Like-Mindedness
The most striking and unexpected characteristic were the overall positive comments and
general consent towards what has been written in the blog post. In contrast to the participants
of the focus groups, they were much less critical and more opportunistic in their arguments. The
users seemed to be very enthusiastic about the blog post, whether it was a recipe or an opinion
piece on superfoods. Many commentators expressed their gratitude to the authors for sharing
their experiences and encouraged them to continue with their diet (e.g. superfoodsblog.nl,
2013). Apart from addressing the bloggers, a lot of the commentators talked about themselves
and their own experiences and opinions on superfoods (e.g. chickslovefood.com, 2017;
ilovehealth.nl, 2014a). They shared their stories of feeling more healthy, loosing weight and gave
tips for how they prepare their superfood meals (e.g. ilovehealth.nl, 2014a; myfoodblog.nl,
2013). Sometimes commentators also asked questions about the post. The blogger or other
users often commented on the questions (e.g. jennyalvares.com, 2015; superfoodme.nl, 2014;
superfoodsblog.nl, 2013) and conversations developed. The commentators seemed very
appreciative that the blogger took the time to respond to them.
Generally, it seemed like many like-minded people visited and commented on these food blogs.
Against prior expectations, there were little heated debates or differences of opinion. If a blog
post was written pro superfoods, there were almost entirely pro-superfood reactions whereas
when the piece was critical towards superfoods, the commentators mostly applauded the post
with comments like, “Finally someone who dares to step up against this awful trend. It is one big
scam“11 (Stalman in groenevrouw.nl, 2014). This gives the impression that food blogs as a source
of information are so specific that they mostly attract people who think alike. People probably
need a certain degree of interest in the topic to comment on blogs. This could explain why there
were so little negative comments.

11

Original comment: “Eindelijk iemand die tegen een (slechte) trend durft in te gaan. Het is één grote
zwendel.”
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Blogs as a Support System
As already mentioned, most blogs seem to be visited by like-minded people. The commentators
respond to each other, give others advice or share their own experiences. In addition, when
bloggers commented on their reader’s questions, it seemed like a certain bond between the
blogger and the commentator developed. Winston who commented on superfoodsblog.nl (2013)
said, “There are increasingly more people who are searching for a healthy lifestyle. A forum like
this is then already a support system to speak to like-minded people and to exchange
experiences”12. Thus it is possible that the superfood community meets, supports and informs
each other on blogs. The commentary section of blogs is thus a place where consumers can
receive the support and information they may not get somewhere else. This support system can
then also be seen as social influence. If all these people are eating superfoods and see the great
results on their weight, mood, skin etc., other commentators may be more inclined to try it out
as well because they may be influenced my these positive example cases.

Healthy Lifestyle and Health Claims
While the hype surrounding superfoods was mostly framed negatively in the focus groups, most
blog commentators framed it as a lifestyle of people wanting to eat more healthy. According to
many commentators, people have become more health-conscious and concerned with what they
eat. “In the world of today it becomes increasingly important to adopt a healthier lifestyle. People
become more conscious of the methods behind processed foods, which go against human nature […]
Superfoods contribute to a healthy lifestyle due to their high numbers of antioxidants, vitamins,
minerals, and nutrients.”13 (Rene in ohmyfoodness.nl, 2013). Superfoods being that healthy was
often mentioned as a motivator to consume them (e.g. groenevrouw.nl, 2013). Blog
commentators also occasionally spread health claims under a post. Some examples are “I lost a
lot of weight after I replaced my Becel proactiv with coconut oil”14 (Karin in ahealthylife.nl, 2014).
Miriam (chickslovefood.com, 2017) wrote, “I think superfoods are such an added value to life! You
need to eat much less in order to stay saturated and you become fitter and happier from
superfoods”15. And Patricia wrote on ilovehealth.nl (2014b), “Since I eat superfoods as an extra
and as little e-numbers as possible, I haven’t been sick and I have attained a stable energy level.

12

Original comment: “En dat er meer mensen opzoek zijn naar een gezonde levensstijl. En zo een forum is
dan al een steuntje in de rug om gelijkgestemde mensen te spreken en ervaringen uit te wisselen”
13 Original comment: “In de wereld van tegenwoordig wordt het steeds belangrijker om een gezonde
levensstijl te hanteren. De mens word zich bewuster van bepaalde bewerkingsmethodes van
voedingsmiddelen welke tegen de natuur van de mens ingaan […] Superfoods dragen bij aan een gezonde
levensstijl, door hun hoge gehalte aan antioxidanten, vitaminen, mineralen en nutriënten”
14 Original comment: “Ik ben enorm afgevallen, nadat ik mijn Becel proactiv door kokosolie heb
vervangen”
15 Original comment: “Vind superfood een meerwaarde voor het leven!! Je hoeft veel minder te eten om
lang verzadigd te zijn en je wordt er fitter en blijer van”
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How is that possible? The answer is: superfoods”16. These health claims are based on experiential
knowledge and may have influenced other readers to try out superfoods as well. Generally, it is
hard to argue with someone’s experiences, which is why they are often seen as credible (Aarts &
van Woerkum, 2014). Thus, it is likely that many users believe the effects of superfoods after
reading the many positive experiences other people had. Moreover, they want to try out these
experiences for themselves and accordingly adopt these behaviors.

Perceptions of the Voedingscentrum
In a blog post on naoki.nl, Sophie wrote a critical review on the Voedingscentrum’s fight against
superfoods (Naoki.nl, 2014). In the comments, most users portrayed the Voedingscentrum as an
untrustworthy source that is being steered by marketing scams and sponsored by Unilever and
other “corporate parties” (Naoki.nl, 2014; jessevandervelde.com, 2014). They thought it was
absurd how much the Voedingscentrum feels threatened by superfoods and how drastically they
criticize them. Some of the commentators explained that they are often ‘attacked’ by people who
think superfoods are rubbish. According to the commentators, these dissidents “blindly follow
the Voedingscentrum” (Naoki.nl, 2014). Interestingly, these frames were also used by the
participants in the focus groups, only then about the people who “blindly follow the superfood
hype”. Some commentators even called the foods included in the Schijf van Vijf as “often
unhealthy” (jessevandervelde.com, 2014). In the focus groups, however, the Schijf van Vijf was
usually seen as a healthy, diverse diet.
Denise who responded to a blog post by Jesse van der Velde (2014) argues that the
Voedingscentrum probably only responds to people who exaggerate their diets and who have an
eating disorder. She finds it very unfortunate that superfoods are the ones that are being blamed
for such behavior. The majority of superfood consumers simply add them to their diet; they do
not only live on superfoods as it is often portrayed in the media. Instead of campaigning against
superfoods, the commentators think that the Voedingscentrum should motivate consumers to
eat them, also because they perfectly fit into the Schijf van Vijf (jessevandervelde.com, 2014).
However, readers were not only concerned about the Voedingscentrum but also about the food
industry in general. According to commentator Hein (jessevandervelde.com, 2014),
supermarkets sell so many unhealthy products that no one seems to be concerned about. Yet,
coconut oil is being portrayed as unhealthy by the Voedingscentrum. Therefore, he does not
believe that the food industry really wants people to become more healthy. This confirms
Thomas’ assumption that many consumers have lost trust in the food system and their
marketing efforts. These consumers are then influenced by famous authors and bloggers such as
David Wolfe and start eating superfoods. In sum, loosing trust in established, governmental
16

Original comment: “Sinds ik superfoods als extra gebruik en min mogelijk e-nummers ben ik niet meer
ziek geweest en heb ik een stabiele energielevel. Hoe kan dat? Antwoord: superfoods”
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organizations like the Voedingscentrum or the food industry as a whole can be a motivator to
consume superfoods. However, as it was shown in the focus groups, there is also much criticism
and mistrust in blogs about the hype of superfoods. Lian (iamafoodie.nl, 2013) wrote: “the fact
that they hyped so much tells me that many people are earning good money on this. They do not
want the hype to go away”17.

Science versus Experience
Generally, bloggers who had a critical opinion about the effects of superfoods were highly
praised by their readers (e.g. groenevrouw.nl, 2014). Yet, these critical blogs are much less
represented on the Internet compared to those that advocate superfoods and their health claims.
This could explain why the controversy whether the effects of superfoods are scientifically
proven did not seem to be as omnipresent and important as in the focus groups. Generally,
experiential knowledge had a much bigger importance than scientific evidence. On top of that,
although some people seemed to know about the fact that the effects of superfoods have not
been scientifically proven yet, it did not even matter too much to them: “There is nothing wrong
with superfoods. Definitely not if you continue using your brains. I (and many other consumers I
hope) know that superfoods are not scientifically proven nor that the term is legally protected. Still,
I choose on the basis of more information how I spend my money and on the basis of experiences
whether I continue buying them”18 (Lianne in groenevrouw.nl, 2014). Instead of basing her
judgment on missing scientific evidence, Lianne chooses to make her own experiences with the
products or uses the experiences of others and decides accordingly whether they are worth her
money.

The green happiness & Rens Kroes
Two blogs that have been linked to superfoods numerous times but have not been mentioned in
this analysis so far are the green happiness and Rens Kroes. One might even say they are two of
the most known blogs in the Netherlands, not to mention two of the most controversial ones. If
one was looking for a commentary section filled with heated debates, they would expect to find
them here. Yet, their blog posts contain almost no comments. Moreover, although the writers of
the green happiness clearly cook with a lot of superfoods, the search for ‘superfoods’ on
thegreenhappiness.nl does not produce a single hit. How is that possible?

17

Original comment: “Het feit dat het zo gehyped wordt vertelt mij dat er ook heel veel mensen
momenteel aan verdienen, die de hype dus liever niet zien verdwijnen”
18 Original comment: “Niks mis met ‘superfoods’. Zeker niet als je je hoofd blijft gebruiken. Ik (en vele
consumenten met mij hoop ik toch!) weet dat superfood geen wetenschappelijke noch beschermde term is
maar kies op basis van meer informatie waar ik mijn geld aan uitgeef en op basis van ervaring of het voor
herhaling vatbaar is”
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While one had to search for comments on both of their websites, posts on their other social
media channels contain plenty of comments. On Instagram, in particular, every post has at least
five comments and often much more. On a direct comparison, a blog post about drinking clay for
two weeks to detox the body from unhealthy toxins received only a few comments on Rens
Kroes’ website (Renskroes.nl, 2015). Approximately a year later, she posted the same content
from the blog on Instagram, with a caption to drink the clay and to check out her website for
more information (Rens Kroes, 2016). This Instagram post received 232 comments. People were
shocked and outraged by Kroes’ advise. She was called “disturbed”, her advice “dangerous” and
many people said they would ‘unfollow’ her. Many2891 wrote “Unfortunate that you post this.
There are so many girls that see you as a role model and that will adopt this although drinking
clay can be really dangerous”19 Kroes also reacted on some of the comments and demonstrated
the ‘science versus experience’ frame. Monique.vanstigtthans wrote: “@renskroes in ad.nl they
wrote that this is not good. What now?”. Kroes responded, “@monique.vanstigtthans Hey
Monique, yup. Just decide how you feel about it”. Accordingly, another user, mau_02 joined the
conversation and asked, “Decide how you feel about it? Is the product also scientifically
proven?”. He was not the only user that asked this question. Accordingly, a debate about the
meaning of science inflamed and Kroes wrote, “thirty years ago it was scientifically proven that
eating saturated/animal fats would increase cholesterol in your blood and lead to high risks of
cardiovascular diseases. This has been also been proven to be wrong. #justsaying It does not
have to be. Xo.”20 So why did the Instagram post receive so much attention compared to the blog
post? Was it a timing issue? Or are users on Instagram simply more prone to comment? While
people actively have to go on a website/blog, many people already have an account on
Instagram. They do not even have to follow Rens Kroes’ account to see the post but many people
often tag their friends under a post. Interestingly, Instagram ended up on the last place in both
focus groups when asked which sources of information the participants (would) consult. From
the results of both studies it seems as if Facebook and Instagram are social media channels that
connect users to blogs or at least to the contents of blogs. They are platforms that give people
access to blog contents, which they may not have encountered if they had not read about them
on Instagram or Facebook. Still, further research is necessary to investigate the role of Instagram
in the frame construction of superfoods. Judging from the amount of comments on Rens Kroes’
account, Instagram seems to be a bigger influence than anticipated.
19

Original comment: “Jammer dat je dit post, er zijn toch veel meiden die jou als voorbeeld zien en dit
overnemen, hoewel het drinken van klei er gevaarlijk kan zijn”
20 Original comments: monique.vanstigtthans: “@renskroes ze zeggen in ad.nl dat het niet goed is en nu?”
renskroes: “@monique.vanstigtthans hey Monique, jup. Ga op je gevoel af. Liefs ;-)”
mau_02: “@renskroes ga op je gevoel af? Is het product ook wetenschappelijk onderbouwd?”
renskroes: “30 jaar geleden was het ook wetenschappelijk onderbouwd dat het eten van
(verzadigde/dierlijke) vetten het cholesterol in je bloed verhoogt en daardoor zorgt voor een hoog risico
op hart- en vaatziektes. Da is ook achterhaald. #justsaying. Het hoeft niet. Xo”
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Conclusion
It must be noted that the majority of blogs had very positive and enthusiastic reactions by its
mostly like-minded users. Commentator’s arguments were quite opportunistic, which reinforced
the prevailing opinion. In addition, they encouraged the blogger or other commentators and
shared their experiences with each other. It seemed like these people formed a sort of
community that served as a support system to follow their superfood diets. Commentators
usually seemed relatively preoccupied with what they ate. Some of them spread health claims
about the effects of certain superfoods. Another aspect that arose was the ‘Voedingscentrum
versus superfoods’ controversy. Superfood consumers did not trust the Voedingscentrum and
claimed that they were both paid by Unilever as well as promoting a partly unhealthy diet. It was
also found that different social media channels reveal different results as there was much more
criticism and opposing opinions on Instagram compared to blogs. However, these results are
only based on the example of Rens Kroes’ account and require further research.
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Study 3: Het Grote Superfood Debat
In the last study it will be examined how professional nutrition experts frame superfoods by
means of analyzing ‘het grote superfood debat’. The debate deals with superfoods, which are
discussed in the context of the auto-immune disease Multiple Sclerosis (MS). In the following,
two relevant statements of the debate will be discussed. On the basis of these outcomes the
researcher can draw a comparison between the frames of young Dutch adults and professional
nutrition experts.

Introduction
Before discussing the two statements and more importantly the reactions to these statements,
the attention will be first directed towards Dick Veerman’s opening monologue. Veerman
introduces the topic ‘superfoods’ by mainly focusing on the controversies and by mocking the
people who believe in the power of superfoods. His selection of information and the
presentation hereof is far from objective, e.g. he calls Ralph Moorman’s statement “weird” (line
21) and he introduces Samuel Levie’s film as a “great movie that crushes superfoods”21 (line
33f). At the end of his introduction he poses the question whether “superfoods make you
healthier” (line 73). One third of the audience agrees with this statement. It would be interesting
to see whether the number would have been the same if he had asked the question before his
monologue.

First statement: ‘A targeted diet can even cure MS’
Dr. Gert Schuitemaker, pharmacist and orthomolecular professional, picks up on this
observation and describes the start of the discussion as a caricature and a polarization of the
controversy around superfoods (line 355ff). He criticizes that the debate is directed towards
whether superfoods can cure MS. However, there is currently no cure for MS, which is why
superfoods should not even be placed in this context. Instead, the attention must go to
superfoods’ high nutrient density. The important measure against diseases like MS is giving the
body enough nutrients to boost one’s immune system. Thus, by discussing their healthy
nutrients instead of the controversies including wrongful claims, superfoods will lose their
caricature-character. Furthermore, he quotes Hippocrates who once said, “let food be thy
medicine and medicine be thy food” (line 376). He believes that people gain lots of energy and
vitality from the food they consume and criticizes science who he thinks has an exaggerated
sense of self-importance. In this opinion, scientists underestimate the power of nutrition as a
healing force.

21

Original quote: “Prachtig filmpje waarin ze een einde maken aan superfoods”
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Similar views on science and the power of nutrition are shared by another guest. Ralph
Moorman who was already mentioned in Veerman’s opening monologue is probably the guest
that stands out the most. He is a food technologist, multiple book author and self-made
hormone-factor-man. He is no stranger to bad press and public criticism. His extreme views and
statements cause quite some uproar during the debate as he is fully convinced that the right
nutrition can alleviate MS. His conviction is mainly based on stories about e.g. Terry Wahls who
was able to cycle again after sitting in a wheelchair due to her severe symptoms of MS. After
studying her case, Moorman concluded that following a gluten free and dairy free diet may have
led to Wahls’ health improvements. Since there were no scientific studies that proved his
assumptions at the time he based his therapies solely on experiential knowledge, namely
success stories from patients like Terry Wahls. He thinks trying out this diet is innocent and will
not harm anyone. He rejects the idea not to try an approach simply because there is no scientific
study that proves it.
‘Doctor Frank’ van Berkum, internist and known obesity practitioner, seems to know what is
wrong with this notion. He becomes upset about Moorman’s statements as Moorman is playing
with the trust of consumers and patients. Though he is convinced that nutrition can help a lot in
the prevention and even in the cure of certain diseases, scientists still do not know which part of
the food is ‘the good guy’. Therefore, it is irresponsible and dangerous to make these kinds of
claims if they are not scientifically underpinned.
Dr. Sander Kersten expresses similar opinions as van Berkum. Although he is an optimist, he
wants to base his optimism on facts and knowledge. Since there is insufficient evidence and lack
of experimental proof, it is inappropriate to make these kinds of claims. After all, one cannot
base therapies on wishful thinking (line 303).
One of the most critical actors towards the superfood industry is the director of the
Voedingscentrum, Dr. Gerda Feunekes. She thinks that the health claims of superfoods go too far,
as well as certain health gurus who suggest that superfoods are healthier than a diverse diet. Her
biggest concern though is the consumer who is confused about all these new food trends and
who thinks, “is this the new healthy?” (line 141). Those consumers do not know what to do with
wheatgrass or chia seeds; they quit their diet and go back to eating unhealthily. When Veerman
confronts her with the case of Terry Wahls she typically reacts as one would expect from the
Voedingscentrum, “Publication! Where is the publication?” (line 135). Feunekes frames
superfoods thus as a marketing hype that is not scientifically proven and that misleads the
consumer with wrong health claims. These frames symbolize or derive from thinking in terms of
‘scientific knowledge’, as knowledge is only proven if scientifically studied and peer-reviewed.
Dr. Catherine de Jong shares these views and applies the same frames as Feunekes. Veerman
introduces her organization ‘Vereniging tegen de Kwakzalverij’ as being known for going on
witch hunts against any kind of quackery. Next to Feunekes’ concerns, she also perceives these
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health claims as giving false hope to people. “You enforce guilt feelings on people because if the
symptoms become worse, they may think that these are a direct consequence of not committing
well enough to their diet”22 (line 246ff). She argues that this stress and the strict diet eventually
decrease people’s quality of life.
Interestingly, the ‘false hope’ frame was also applied by Klaas Bouma, secretary of the MSpatient association and MS patient himself. He is no professional nutrition expert but he very
well represents the receiver-side of health claims. Stories like those by Ralph Moorman provoke
three different feelings in him. First, anger because most of these claims are not proven and
therefore usually untrue. Secondly, sadness as he knows that many people will be taken in by
these claims and develop hope but will eventually only be disappointed because it will not work.
And lastly, there is always a part in him that has hope. Moreover, as a consumer and patient, he is
mostly confused about what a healthy diet constitutes. He is overwhelmed by the many sources
of information and thinks that patients like him are extra susceptible to such health claims
because they will try anything to improve their state of health. In order to avoid the confusion
and disappointment he would like to have a clear advise of what is healthy and what is not (line
193ff). These findings are in line with earlier research done by Spiteri Cornish and Moraes
(2015). They stated that a high amount of information does not necessarily lead to a better
informed consumer but that it rather creates an information overload leading the consumer to
be confused and annoyed.
Looking back on the first statement, it becomes clear that the question about what is healthy is
not only raised by consumers but is also still highly contested among the experts. Instead of
discussing superfoods and MS as initially intended, much of the debate quickly becomes a
general discussion on nutrition and health. The main reason behind this observation is probably
the statement, which entails the word ‘nutrition’ and not ‘superfoods’. Yet, it shows that
superfoods trigger questions about health and the other way around. As for the focus groups
with young Dutch adults, the health frame is also very present in this debate. Some professional
nutrition experts like Moorman or Schuitemaker frame superfoods as healthy and even as a
medicine against diseases. On the other hand, it seems like Gerda Feunekes consciously avoids
the word superfood in the context of health. She calls fruits and vegetables healthy, which are
technically also superfoods. However, she only uses the word ‘superfoods’ in connection with
their faulty claims (line 126ff). By using the faulty claim frame, she does not make a direct link
between superfoods and health. Generally, none of the critics calls superfoods unhealthy. Rather
they criticize the claims and the hype, which coincides with the frames of young Dutch adults.
22
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Furthermore, the contrast between experiential and scientific knowledge plays a leading role in
this debate. It is the frame that is omnipresent throughout the whole debate and that highly
guides the discussion. It always comes back to scientific evidence which is suggested to be in
contrast with experiential knowledge. These contrasts seem like water and oil that cannot be
combined or to which they cannot find a consensus. Whereas Gerda Feunekes, Catherine de
Jong, Frank van Berkum and Sander Kersten only acknowledge traditional measures that are
scientifically proven, Ralph Moorman and Gert Schuitemaker advocate alternative approaches
such as specific diets e.g. superfoods, to improve the symptoms of a disease.
Many of the other frames that young Dutch adults mentioned did not come up in this debate at
all. For instance, lifestyle or bloggers were barely mentioned, which suggests that they are not
relevant for experts, at least not in this statement. While Dick Veerman gives many examples of
the typical lifestyle factors of superfoods in the introduction they are not really picked up by the
guests during the debate. The sustainability frame often mentioned during the focus groups also
did not come up in this first statement round.
Second Statement: ‘Superfoods distract people from the indispensible variation in their diet’23
In the last part of the debate, Veerman lets his guests take a vote on whether ‘superfoods
distract people from the indispensible variation in their diet’. 53 out of 150 people agree with
this statement. Simone Herzberger, head of product integrity at Albert Heijn, starts the
discussion. She perceives superfoods as very positive because they contribute to the health
trend in the Netherlands. Nowadays, the consumer wants variation and within this variation it is
perfectly fine if people eat superfoods, according to Herzberger. As many others before, she also
applies the ‘why not?’ frame and rather sees the positive attributes of superfoods.
Gerda Feunekes notes that the popularity of superfoods is highly exaggerated. “It is a relatively
small group of people. Only about 10% of the Dutch people finds superfoods interesting”24 (line
980ff). By that she undermines the success of superfoods and frames them less influential.
Jaap Seidell somewhat agrees with Herzberger as he thinks that superfoods bring attention to a
healthy lifestyle which to him consists of a diverse diet, enough sleep, unprocessed foods and an
overall active life. However, he is convinced that people must first learn more about the foods
they are eating. The problem with superfoods is that they are from far away, mysterious and
most people do not know much about them. They are from a different culture. According to
Seidell, people in poorer districts, who often eat very unhealthy, feel the same way about fruits
and vegetables: they do not belong to their food culture and they do not know much about them
as they are used to instant meals and processed foods. Therefore, he argues, people must
23
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develop a connection with their food, particularly fruits and vegetables; they should grow,
harvest, and cook it themselves and learn to like the taste of them. He emphasizes that it is not
so much knowledge that helps but it is people’s experiences with the food that will make a
difference. Yet, the biggest problem according to Seidell is the food supply in the Netherlands.
85-90% of people’s food choices is driven by autonomous, unconscious decisions influenced by
the supply. He also claims that the trend and lifestyle surrounding superfoods is portrayed as
too easily. That puts too much responsibility on the individual, whereas it should be the
government, businesses and citizens working together to create a better food supply and
ultimately change the food environment. In sum, superfoods have catalyzed a healthy movement
and steered people into the right direction, yet, they are not the solution to making people from
all classes healthier in the long run. They portray a picture of an easy and healthy lifestyle that
only a few are able to realize.
Another interesting observation was done by Dr. Renger Witkamp, professor of nutrition and
pharmacology. From a nutrition perspective, he assesses superfoods as perfectly healthy but he
also sees an increasing trend of the medicalization of food (line 943). He compares superfoods to
pills who are taken against other unhealthy eating patterns. Therefore, he calls the consumption
of superfoods an excuse behavior (line 944): many people think if they eat gojiberries today, they
can eat fries tomorrow without any negative consequences. That is exactly the nutrition
behavior people should not adopt. Hence, Witkamp argues, superfoods have the potential to
improve people’s eating patterns but they are often used as a compensation for an otherwise
unhealthy diet.
Towards the end, Joszi Smeets notes that they have not talked about sustainability so far,
thereby putting superfoods in a new frame. According to Smeets, instead of importing all these
exotic foods from far away, money should be invested in promoting the Dutch potato or fish
from the North Sea. She feels the responsibility to eat more locally and would like others to
follow her. While sustainability was a big frame especially in the first focus group, it is thus also
talked about in this debate. Joszi’s comment on sustainability, however, was the first and only
one of the whole debate, which suggests that it is not highly important to professional nutrition
experts.
In sum, much of the frames used in the second statement coincide with those of young Dutch
adults. Both Simone Herzberger and Marijn use the ‘why not?’ frame. Marijn thinks, if
superfoods make people feel healthier, why should they not eat them (line 484f) and Herzberger
does not see a problem in adding superfoods to one’s diet because they are healthy. In both
groups, the superfoods are seen as an easy solution, at least on the outside. In practice it seems
to be more difficult to include them in a daily diet. The perception that superfoods are used as a
compensation for an otherwise unhealthy diet also comes back in both groups. While Seidell
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talks about the contradiction between gojiberries and fries, Niels refers to a more general
example of, for instance, people who generally eat healthy but smoke and drink lots of alcohol at
the same time (line 1312).
The discussion seems to have changed the guests’ perceptions. At the end of the debate,
Veerman takes another round of votes and asks people again whether they agree with the
statement ‘superfoods distract people from the indispensible variation in their diet’. The
previous number of 53 proponents increased to 65 people who agreed with this statement. Yet,
it seems like the conversation in this statement was much more positive than during the first
statement. More guests acknowledged the nutrient density of superfoods and saw the positive
change it brought in consumer’s eating patterns. They stated that superfoods have added to the
current health trend in the Netherlands and started a general discussion on nutrition and health.
In line with this, it is striking that although this statement specifically refers to ‘superfoods’ and
not ‘nutrition’, the discussion always seems to go back to nutrition and health in general. In this
regard, Veerman closes the session with a last conclusion that overarches the whole debate.
“Superfoods have become a hype but they are the wrong culprits. Instead, we have to talk about
nutrition in general”25 (line 1177f).
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Conclusion of the Analysis
Although young Dutch adults in the focus groups framed superfoods somewhat different than
those of the blog commentaries, there are several similarities. Superfoods were always seen as
part of a fitness and health lifestyle. Those that live this lifestyle are hip, wealthy, sporty, up-todate and sometimes perceived as health freaks. Whereas the focus groups could not clearly state
that superfoods are healthy and referred to the high nutrient density, many commentators
praised their health-giving properties and supported various health claims. There were also
some blogs that were critical towards superfoods and the attached health claims but their
number was much smaller compared to superfood-pro blogs. Those critics mostly framed
superfoods as a marketing scam and as hype products whose effects are not scientifically
proven. Generally, all three groups made use of the framing functions introduced by Entman
(1993). Those frames mirrored their definitions of superfoods as well as moral judgments about
superfoods and their consumers. These judgments were often quite harsh and extreme.
The most often mentioned motivations to consume superfoods in blog commentaries were
loosing weight, staying saturated longer and being overall healthy. Taste was a strong motivator
for both the consumption and rejection of superfoods but strongly varied between
participants/commentators and the type of superfood. ‘The need to be different’ and ‘the need to
belong’ were both confirmed by the participants of the focus groups. They attested to the
assumption that many young people go with the superfood hype because they want to belong to
the “hip” people that follow the hype already. As most participants of the focus groups argued
that they were not consuming superfoods, it can be deduced that they were not following the
hype in order to belong to the group of rational, educated people that doubt the superfood
effects. The most influence on their eating behavior and their biggest (food) role model were the
participants’ parents. Most current eating patterns are still guided by what participants have
learned while growing up. In addition, participants were also influenced by friends, house mates
or social media.
In all three study contexts, identity was found to be a highly important motivator. The
participants in the focus groups wanted to appear down to earth, normal, educated about
nutrition but not too preoccupied. Professional nutrition experts wanted to construct their
identity as credible professionals. As the debate was characterized by frequent accusations,
these identities were often threatened.
The highest ranked source of information for superfoods were scientific magazines and in one
group Wikipedia. Although participants were critical towards the Voedingscentrum, they placed
it on the second place. The most striking feature was that participants were unable to judge the
sources purely on whether they (would) consult them for superfoods. Instead, they would
always ask whether the source was credible or not.
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When comparing the frames of young Dutch adults with those of professional nutrition experts,
there is a much bigger focus on the discrepancy between scientific evidence and experiential
knowledge in ‘het grote superfood debat’. While the advocates frame superfoods as being
healthy, nutrient-dense and containing disease-alleviating powers, their critics frame them as
having unproven health properties, carrying wrong and misleading health claims and giving
patients false hope. It seemed like the professionals particularly criticized the hype and the
health claims around the products instead of the products themselves, as fruits and vegetables
were seen as an essential part of a healthy diet. Finally, in contrast to the young Dutch adults, the
professionals steered the conversation from superfoods to general questions about healthy
nutrition and how to make the Dutch population eat more healthily. They came to the conclusion
that superfoods are a hype that has received a lot of criticism, however, they are the wrong
culprit. Although they have brought attention to a healthy lifestyle they are not the long-term
solution to making all classes of society eat more healthy.
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6. Conclusion and Discussion
After having analyzed the results of the three studies, an overall conclusion will be drawn in the
following chapter. Accordingly, the most striking results as well as the limitations of this thesis
will be further discussed. The chapter will finish off with some recommendations for further
research.

6.1 Overall Conclusion
In this study, three different contexts were examined in order to answer the research question,
“How do young Dutch adults and professional nutrition experts frame superfoods and which factors
and mechanisms are most influential during this framing process?”. A striking and omnipresent
factor that was highly influential to the outcomes of all studies was identity. Young Dutch adults
struggled with their identities, which became visible in the ambivalence of their utterances. They
were both intrigued by the health effects and lifestyle of superfoods as well as embarrassed to
admit to these interests. In order to solve this dilemma, they ridiculed and stereotyped those
that blindly follow the hype while presenting themselves as educated yet rational academics.
Thereby they distanced themselves from the ‘superfoodies’ and protected their identity. Overall,
young Dutch adults were quite opportunistic in their argumentation and followed the prevailing
norms and opinions. Blogs of like-minded users reinforced these point-of-views and offered the
commentators a community and support system. Professional nutrition experts were also
guided by their identities while protecting their credibility in front of their peers. The majority
of professionals agreed on the fact that there was no scientific evidence for the effects of
superfoods and therefore, they were mostly framed as a hype, which highlighted the discrepancy
between scientific and experiential knowledge. Generally, the hype around superfoods has
brought much attention to healthful eating, but it was also perceived as suspicious and doubtful
because these products were hyped so much. For the young Dutch adults, this skepticism
resulted in a motivation not to follow the hype and to differentiate themselves from the group
that follows the hype. Although the social environment as well as certain media channels had an
impact on young Dutch adult’s food choices, including superfoods, parents remained the most
important influencers on their eating patterns. Prior expectations that young Dutch adults
would identify with and copy eating patterns of celebrities could not be confirmed. Although
they were partly influenced by some bloggers/vloggers, their parents were their main role
model concerning nutrition. However, parents were only placed in the middle of the scale when
asked who they (would) consult concerning superfoods. The most consulted sources of
information

regarding

superfoods

were

scientific

Voedingscentrum.
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magazines,

Wikipedia

and

the

6.2 General Discussion
Moving beyond the academic contributions laid out in this thesis, what can be learned from
these results?

Implicit Norms and Related Struggles of Identities
“A norm is a rule or a standard that governs our conduct in the social situations in which we
participate. It is a societal expectation. It is a standard to which we are expected to conform
whether we actually do so or not.’’ (Bierstedt, 1963, p. 222).
In all three study contexts, each group of people had their own set of norms. In the commentary
sections of blogs, it was found that most comments conformed to the blog post written by the
blogger. If the post was written pro-superfoods, the comments were usually also written
enthusiastically and positively. One reason for the conformity could be that commentators were
influenced by this norm that they perceived it as the truth. As Brossard (2013) said, the
information on blogs is never consumed in isolation but is always accompanied by contextual
cues. Hence, these comments are a way to both interact with other users but also to make sense
of the obtained information. Since everybody seemed to agree with the post, other
commentators could have been more inclined to agree with the post as well.
It became more complicated in ‘het grote superfood debat’, in which 17 professional nutrition
experts from different backgrounds and ideologies participated. It seemed as if the norm was
already constructed in Veerman’s opening monologue, in which he ridiculed the hype around
superfoods. Moreover, most professionals represented the opinion that superfoods remain a
marketing scam until scientifically proven otherwise. Ralph Moorman and Gert Schuitemaker
had a hard time defending their opposing views. They went against the status quo and opposed
the ruling norms. They became outsiders and were seen as incredible because they did not
conform to the norm. Moreover, the debate was characterized by constant accusations between
different actors. For every argument there was a counterargument. It seemed like each
participant had his/her own political agenda. They wanted to present their ideology as the one
truth. They had fixed and prepared standpoints that they repeated over and over again. In
contrast to the focus groups, their arguments were static and unlikely to change. All
professionals had their own personal identity that was challenged by the others. They were
continuously negotiating these identities throughout the discussion. Thus, it was not so much
about the contents of the arguments but rather a negotiation of identities.
In contrast to the professional nutrition experts, young Dutch adults in the focus groups had
much more dynamic standpoints. Many did not have a clear, static viewpoint but they were often
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convinced by other participant’s arguments. Yet, it seemed like the first few minutes were
decisive for the tone of the discussion; what was seen as appropriate? What was accepted as
normal? In these first moments, the participants constructed an implicit norm that greatly
determined the rest of the discussion. In both focus groups, the norm was to be critical towards
hypes like superfoods. All participants had a scientific background and wanted to present their
credibility to the other participants. As already mentioned it often seemed like participants were
embarrassed to admit certain interests. The ambivalence in their utterances can also be seen as
an expression of a struggle of identities. On the one hand they are educated scientists who have
learned to be critical; they want to display the identity of a rational actor who forms opinions
based on reason and evidence. On the other hand, they are obviously intrigued by and interested
in superfoods. Their two identities did not match each other and they struggled with which one
to apply.
In sum, in the blog commentaries, the commentators usually shared a mutual identity that was
confirmed over and over again. The superfood debate was more of a negotiation of identities and
ideologies. The professionals had their own political agendas by which they wanted to present
their ideology and credibility. The participants of the focus groups had a discussion about
superfoods on the surface, but under the surface it seemed to be a struggle of identities, values
and norms.

Superfoods for the Elite
Superfoods entered the market as novel, exotic and expensive products, mostly consumed by
health-conscious, trend-oriented and wealthy consumers. Their ‘super’ prefix symbolizes
superior, nutritional values for those that want more than ‘regular’, local fruits and vegetables.
But what effect does it have if these products are hyped and marketed in such a way? What
happens if they are given such a name? Looking back a couple of hundred years, Elias (2000)
describes the structural changes of post-medieval European standards, elucidated in the
example of table manners. He argues that all renewal lies in the elite as they are the ones that
bring change in society. The court decides which table manners are appropriate. Accordingly,
these conducts slowly seep through to the lower classes until they are established in all classes.
Yet, the elite would not be the elite if they behaved as everyone else. Therefore, they introduce
new manners to distinguish themselves again from the lower classes. This circle goes on and on
and that is how development comes forth.
Back to the questions, by giving superfoods the name ‘superfoods’ and marketing them in such a
way, they are made primarily accessible to the wealthy, trendy and health-conscious consumers
and exclude those that cannot afford them or those that do not care about health, novelty and
exoticness. Thus, applying Elias’ work to this example, by classifying superfoods as such, they
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become exclusive to a specific audience, the elite. This starts a hype because many others want
to adopt these new ‘manners of eating’. Lieke confirms this notion by saying, “I think it mostly
changed over the last few years. When the superfood hype started, mostly people who wanted to
be special and who wanted to be trendsetters ate superfoods. Nowadays, it can be bought in the
supermarket and people think, everyone who is healthy eats superfoods, so I should eat
superfoods as well.”26 (line 535ff). Furthermore, superfoods are part of the development, as they
have contributed to the health trend in the Netherlands. They are increasingly being established
and considered to be the norm. Yet, according to Elias (2000), this also means that superfoods
are merely of short influence until a new trend arises. So, what will be next?

Polarization of Opinions
The controversies around the superfood hype have sparked quite a debate between superfood
advocates and their critics. Certain sources of information such as blogs, YouTube, Facebook,
and television, to name a few, were used as platforms to exchange these often extreme opinions
and moral judgments. This exchange of contrary positions resulted in a polarization of the
discussion about superfoods.
This polarization occurred in two different ways, depending on the source and the context in
which it happened. Firstly, in the debate with the professional nutrition experts, participants
were very harsh and absolute in their choices of words. Generally, professional nutrition experts
had stable and firm standpoints that they would not move away from. They had quite extreme
opinions and passed moral judgments at each others. Dr. Catherine de Jong, for instance,
stressed the feeling of guilt that people like Moorman impose on MS patients, which ultimately
harms the patient by decreasing his quality of life (line 241ff). She chooses a very extreme point
of view that probably some MS patients share but certainly not all patients. Yet, by making these
accusations in such absolute terms, she generalizes this frame, which leaves the impression that
all patients feel that way. She exaggerates the frame, which makes it more dramatic and more
relevant. However, not only superfood critics applied extreme cases but also superfood
advocates. Ralph Moorman polarized the discussion with his story about a woman who sat in a
wheelchair due to her severe MS symptoms, and who is now able to walk again as a consequence
to changing her diet. Although Moorman sells his story as an innocent intention to tell a positive
anecdote, he must have been aware of the effect it had in the media and in ‘het grote superfood
debat’. He received a lot of attention for steering the conversation away from traditional health
approaches and towards alternative treatments for MS. It comes as no surprise that he is one the
26

Original quote: “Ik denk dat het vooral veranderd is over de laatste jaren. Toen het zeg maar net een
beetje opkwam dat je dan vooral mensen had die graag bijzonder willen zijn en een nieuwe manier van
leven willen trendsetten en nu dat het ook in de supermarkt te kopen is, dat nu meer mensen zo iets
hebben van, oh ja maar iedereen die gezond is die eet dus, nu moet ik dat ook gaan doen.”
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most talked about participants in the debate because his statements polarized and divided the
group.
In this first example, the polarization occurred between two opposing players. However,
polarization can also happen in groups of like-minded people, as it can be seen in the blog
commentaries. In blogs, users were usually either superfood-pro or superfood critical. The latter
group often described the superfood consumers as overly preoccupied with nutrition and even
as anorexic. This notion of a few rare cases was generalized and became a stereotype.
Superfood-pro commentators, in turn, often claimed that the Voedingscentrum was sponsored
by Unilever and that their intention is not to make people healthier but that they act according
to the interests of the food industry. Since all users presented the same opinions, they were
reinforced over and over again, which ultimately made them appear even more extreme.
These two examples resemble in- and out-group dynamics. The in-group perceives their own
opinions, values and norms as the only truth while those of the out-group are seen as suspicious
and untrustworthy (de Vries, Aarts, Lokhorst, Beunen, & Munnink, 2014). In this context, the ingroup wants to distance itself from the out-group by clearly representing its standpoints using
extreme cases. Simultaneously, like-minded group members construct their identities to
dissociate from the others.
In sum, depolarization occurred between superfood advocates and superfood critics because
each group defended their point-of-views by using extreme cases.

Recommendations for the Voedingscentrum
The Voedingscentrum was one of the most contested sources of information in this study.
Participants attached strikingly different values and opinions to this Dutch authority. Whether
participants/commentators were pro or against superfoods, they were aware of the feud
between the Voedingscentrum and the superfood hype. Still, it remains unclear why the
Voedingscentrum campaigns so relentlessly against superfoods.
The Voedingscentrum’s task is to inform consumers about healthy, safe and sustainable food
choices by means of translating the consensus of scientific evidence into practical advice
(Voedingscentrum, n.d. d). As most health claims of superfood are not scientifically proven, it
makes sense that the Voedingscentrum is careful about promoting these foods because they
want to be as clear and consistent as possible in their advice. However, it seems contradictory
that they campaign against superfoods when many of these products are represented in the
their own dietary guidelines, the Schijf van Vijf. Furthermore, Gerda Feunekes stated that 10% of
the Dutch population finds superfoods interesting (line 980ff). By campaigning against this hype
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that after all, quite a lot of people are interested in, they exclude themselves from the public
debate. They place themselves against those members of society that want to live healthier by
means of consuming superfoods. The hype around superfoods is seen by many people as part of
a healthy movement in the Netherlands. The goal of the Voedingscentrum is to make the Dutch
population eat more healthily. Thus, why does it seem impossible to integrate these two streams
that both aim at the same goal?
The Voedingscentrum operates at a very rational and evidence-based level. When applying Elias
(2000) in this context, it seems like the Voedingscentrum sees itself as the elite. They place the
credibility and importance of scientific knowledge, which they represent, above experiential
knowledge. Yet, as the results of this current study show, there is a movement of people who try
out new foods and alternative approaches to living healthily. Instead of further distancing
themselves from these new trends, the Voedingscentrum should investigate how they can use
the superfood trend with all its positive features to attain a bigger goal and make it part of the
general health promotion in the Netherlands. Health gurus can help here as well. The
Voedingscentrum should work with them by e.g. organizing a symposium with these health
gurus. Thus, instead of campaigning against superfoods and the health gurus who promote
them, they should start a dialogue and work together on healthy measures for the future.

Eating Patterns in Transition
While analyzing the focus groups we have learned that the family still has a tremendous
influence on what young Dutch adults eat. Parents have shaped their children’s eating patterns
then and they still remain influential today. While parents are the strongest socializing agents, it
also became clear that some of these young Dutch adults were much influenced by their friends
or house mates. One important life event in all young adult’s life was the start of university and
moving out of their parents’ house into a student house. They are influenced by what their house
mates eat and they adapt their eating patterns accordingly. They try out new foods including
superfoods because their immediate social environment does so, too. These findings underline
the importance of the family as the most influential socializing agent in children’s nutrition
behavior. Yet, it also highlights that young Dutch adults can be influenced through life events
and changing circumstances. Although their parents were their first shaping instance they are
constantly influenced by their social environment throughout their lives. Young Dutch adults are
open and interested in new foods and trends; Their opinions are not fixed as those of the
professional nutrition experts and they are able to reframe. Thus there is a huge amount of
potential in young Dutch adults to achieve a change in how they perceive certain foods. This is
especially interesting for the Voedingscentrum – they must apply new strategies to catch young
Dutch adult’s attention in order to have an impact on their eating practices. This emphasizes the
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argument to work together with health gurus and bloggers as these people speak to and have an
impact on young people. Young Dutch adults are still in transition phases, which makes it easier
to approach them and achieve a change in how they feel about healthful eating. These findings
go beyond food trends like superfoods but can be applied to general health promotion among
young Dutch adults.

6.3 Limitations
Some limitations of this study need to be acknowledged. The focus groups comprised of twelve
(current or former) students. Having a scientific background may have influenced the norms and
the level of knowledge in the groups. In the first group, there were four ‘nutrition and health’
students, which was not anticipated by the researcher. It is questionable how this group
composition has influenced the outcomes of the study. Although they may have had more
knowledge on nutrition in general it is unclear if they also had more knowledge and interest in
superfoods in particular. To what extent could they have known whether superfoods are
healthy? They could have been just as informed as the others who were no ‘nutrition and health’
students. Yet, the identity frame may have been reinforced in this group because participants did
not want to appear gullible or as if they are believing in something that is not scientifically
proven. They did not want to loose their credibility as food and health academics in front of their
peers. Moreover, the results could have been influenced by Wageningen University’s
background. The university specializes in life science topics such as health, environment and
sustainability. Interdisciplinarity and working in groups of students with different academic
backgrounds is a key characteristic of this university. Consequently, students may have been
more critical towards superfoods as importing these foods from exotic countries is not
sustainable for the environment or beneficial for the local population.
The first few minutes of a session were decisive on how the group norm was constructed. During
the first session, participants wrote down their association and put the post-it on the wall right
away. This way, the other participants could see what the others wrote while they were still
thinking. According to Anna, this influenced her associations as she got ideas from other post-it’s
that she normally would not have thought of. According to her feedback, the researcher made
changes for the second session and participants had one minute to write down their associations
and after everyone was done the post-it’s were placed on the wall. Still, it is interesting to see
that all participants wrote down ‘health’ or ‘healthy’ but no one said that superfoods are healthy.
It is merely one example but it could be the case that participants produced socially desirable
answers as participants answered according to the prevailing group norms and expectations.
Both the focus groups as well as the commentary sections of blogs had advocates as well as
critics, however, the advocates seemed to be more outspoken in the blog commentaries
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compared to the focus groups. This can be explained by the fact that blogs and Instagram are
informal settings that create an open and anonymous atmosphere (Brossard, 2013). Blog
commentators

found

a

community

and

support

system

among

fellow

superfood

advocates/critics and they were able to freely express themselves, ask questions or give tips
themselves. In contrast, the discussions in the focus groups were mainly dominated by the
prevailing norms and participants often applied identity and characterization frames to
construct and protect their identity, as explained above.
Furthermore, it is assumed that the majority of commentators was aged between 18 and 30
years old. Although blogs were chosen based on the assumption that they were written by young
Dutch adults, it cannot be ruled out that some of the comments were written by people outside
of this age group. Consequently, the second study was smaller in terms of the scope compared to
the first study. Apart from the few differences explained in the conclusion of chapter five, there
were no major discrepancies so it can be assumed that the majority of commentators were
young Dutch adults.
There were also limitations to the third study. As the topic did not only revolve around
superfoods but was linked to Multiple Sclerosis, their frames may have been biased. For
instance, it is unclear whether the negative frames about the ‘faulty health claims’ or the
‘medicalization of food’ would have been so dominant if the discussion had been less structured.
Yet, statements always steer respondents into a certain direction and discussing in groups is
never neutral or objective. Thus, in all studies, it is natural that participants applied coping
strategies, negotiated identities and/or were influenced by the prevailing norms. These are everpresent factors that need to be acknowledged.
All three study contexts, as different as they were and as many limitations as that these
differences bring along, produced highly interesting findings and great insights into both young
Dutch adults’ as well as professional nutrition experts’ frames about superfoods.

6.4 Suggestions for Further Research
So far there has not been much research on superfoods. The present research set a first step for
developing an understanding of how superfoods are framed among young Dutch adults and
professional nutrition experts. Yet, there is much room left for interesting research topics, which
will be introduced in this chapter.
The current study took place in Wageningen with almost all participants living in Wageningen.
The city can be described as a more rural area with merely 37.000 inhabitants including 10.000
students. It would be interesting to conduct a similar study in an urban area such as Amsterdam.
It is assumed that superfoods are more popular in urban areas and it would be interesting to see
whether the results are the same among young Dutch adults living in a big city. In order to make
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direct comparisons, the future study should also examine the same target group (students,
Dutch, aged between 18 and 30 years old, some degree of knowledge on superfoods).
Further research should be done on personality traits or psychological characteristics of
superfood consumers. Who are the people that enjoy consuming superfoods and follow the
trend? Consumers have increasingly become interested in what food products they eat and how
these affect their health. The past couple of years have been a symbol of what Robert Crawford
already introduced in 1980 as ‘healthism’, the new health consciousness and movement in
Western societies. Bugge (2015) calls these recent changes “a growing preoccupation with what
and how one should eat” (p. 89). His study results show that food plays an increasingly
important role in achieving physical and mental perfection. Apart from the hype surrounding
superfoods, there are also many other hypes that require very strict commitment, such as the
trend to fully avoid gluten and dairy products. Following such trends requires much self-control
and high demands of perfectionism to succeed. This raises the question whether superfood or
food trend followers are perfectionists who have high levels of self-control. Moreover, it is
apparent that consumers increasingly think in terms of ‘good’ and ‘bad’. According to these
extreme views that were also observed in this study, whole food groups are completely avoided
in order to commit to a certain diet. This thinking in terms of polarities is called dichotomous
thinking (Alberts, Thewissen, & Raes, 2012). Thus, it would be interesting to investigate whether
superfood consumers think in these polarities and what that means for future health
promotions. Another trait that could be examined was raised by Anna. She said, “I think if you
don’t eat many foods, then you are probably also very critical with other things. You aren’t
necessarily difficult but it is possible that you have struggles adapting to other things as well.”27
(line 1292ff). Is it possible that superfood consumers are not only difficult or specific in their
diet but also in other situations in life? All these factors present a connection between one’s
eating behavior and their personality traits. These assumptions call for further research on the
subject.
Another interesting outcome delivered from this study revolved around the norm that was
created in the first few instants of the focus group sessions. This finding may imply that the
person who speaks first also determines the direction of the whole session. Further, from the
results of this study, it seems as if participants are more inclined to conform to the norms than
to oppose the norms. Further research should thus be directed towards testing to what extent
the first few minutes of a session influence the contents of a discussion.

27

Original quote: “Ik denk als je heel veel dingen niet eet, dan kun je ook in andere dingen best wel
kritisch zijn of zo. Je hoeft niet per se moeilijk te zijn maar het kan best dat je dan ook minder makkelijk
aanpast bij anderen dingen.“
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Appendices
Appendix 1: Focus Groups Manual
The goal of these sessions is to understand how participants frame superfoods, why they
(would) buy or reject them and which sources of information they (would) consult when it
comes to superfoods. The session should be as interactive as possible to see how participants
construct their frames in interaction with others. Discussions among participants should be the
main focus of the sessions and should be stimulated by the interviewer at all times.

Welcome participants and introduction
Ik ga deze sessie opnemen met mijn mobiel en mijn laptop om geen enkele opmerking te missen.
Ik gebruik twee apparaten omdat ik bang beng dat er eentje op gegeven moment niet meer
werkt en ik alle data verlies. Ik zal iedereen in de verslaggeving een fictieve naam geven zodat
jullie identiteit helemaal anoniem blijft. Vindt dat iedereen oké?
Als iedereen ermee akkoord is, beginnen we officieel de sessie.
Welkom en heel erg bedankt dat jullie er zijn. Superleuk dat jullie mee willen doen aan het
onderzoek voor mijn scriptie. Mijn naam is Johanna, ik ben Master student ‘toegepaste
communicatiewetenschap’ van de Wageningen Universiteit en ik zal het vandaag met jullie over
superfoods hebben. Zoals al van tevoren besproken zal deze sessie ongeveer 1,5 uur duren.
Het zal vandaag vooral een discussie zijn, dus reageer ook op wat andere zeggen. Er zijn geen
goede of slechte antwoorden, in ben geïnteresseerd in alle meningen. Ik zal af en toe doorvragen
om wat diepere inzicht te krijgen.
Misschien kan iedereen zich even voorstellen met naam en dan kunnen we beginnen.
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Part 1: Associations with superfoods (15 minutes)
A: Waar moet je aan denken als je het woord “superfood” hoort? (10 minutes)
Neem een pen, schrijf je eerste associaties en gedachtes op de post-it’s en plak deze op het groot
papier.
Ik ga de post-it’s vervolgens categoriseren en doorvragen:

•

Kun je me daar iets meer over vertellen?

•

Waarom denk je dat?

•

Heb je daar een voorbeeld van?

•

Zien de anderen dat ook zo?

Zijn er nog andere opmerkingen of vragen? Dan gaan we verder naar de volgende vraag.

B: Wat zijn voorbeelden van superfoods? (5 minutes)
Neem je pen en schrijf op de post-it’s welke superfoods je kent en plak ze vervolgens op het
(nieuw) groot papier.
Ik ga vervolgens de post-it’s categoriseren in ‘gewone’ superfoods en ‘speciale’/exotische
superfoods (volgens het Voedingscentrum, n.d. b) en even kort uitleggen wat superfoods zijn: Er
bestaat geen officiële definitie van superfoods. Over het algemeen zijn het voedingsmiddelen die
een hoge nutriëntendichtheid hebben.
Ik probeer hier zo neutraal mogelijk te zijn om de deelnemers niet te beïnvloeden.
This first part comprises of two questions that reveal how the participants think about
superfoods and which thoughts come to their mind when they hear the term. It also gives an
insight into what is seen as a superfood, which may say something about how much knowledge
the participants have, how familiar they are with the term and how they frame superfoods. By
plugging the post-it’s on a big paper I can categorize the post-it and ask specific questions about
each topic (or at least as many topics as possible in 15 minutes).

75

Part 2: General motivations to eat or reject superfoods (15 minutes)
Eten jullie superfoods?
Vervolgens ga ik doorvragen.
Indien “ja”: Waarom eet je superfoods?
•

Welke superfoods eet je voornamelijk?

•

Vinden jullie het ook lekkerder?

•

Eet je ze bewust of per ongeluk?

•

Hoe vaak eet je ze?

•

Wat betekenen superfoods voor jou? Wat reflecteren ze voor jou?

•

Waarom denk je dat?

•

Denkt iemand hier anders over?

Indien “nee”: Waarom eet je geen superfoods?
•

Eet je bewust geen superfoods?

•

En zoals ja, waarom niet?

•

Wat betekenen superfoods voor jou? Wat reflecteren ze?

•

Waarom denk je dat?

•

Denkt iemand hier anders over?

Zijn er nog andere opmerkingen of vragen? Dan gaan we verder naar het volgend deel.

In this part, I want to find out (1) whether the participants eat superfoods and (2) their
motivations behind it. By not asking right away whether they have specific motivations, e.g. ‘the
need to belong’, I wanted to give them the chance to name any motivations that come to their
mind. I do not steer them into a certain direction but pose a very open question that allows room
for any response which may reveal answers that I have not thought of. The concepts and
mechanisms introduced in chapter 3 will then be discussed in the following parts.
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Part 3: Motivations: Need to Belong & Need to be different (15 minutes)
“Mensen gaan met de superfood hype mee omdat ze bij een bepaalde groep willen
horen” vs. “Mensen eten superfoods omdat ze zich willen onderscheiden van
anderen”. Wat vinden jullie van deze stellingen?
•

Waarom denk je dat? Heb je daar een voorbeeld van?

•

Zijn dat ook redenen waarom mensen juist geen superfood eten?

•

Waarom zouden mensen niet mee gaan met de superfood hype?

•

Eet je meestal in gezelschap of ook vaak alleen?
Indien in gezelschap, hebben jullie specifieke eetgewoonten met zijn allen? Vers
eten/vegetarisch/veganistisch/gluten vrij/ biologisch/gewoon alles eten, geen
varkensvlees/alleen vis, weinig of geen koolhydraten, enzovoort.
Maken superfoods daar deel van uit?

•

Als nou al je vrienden en familie superfoods eten, ben je dan zelf ook meer geneigd
om superfoods te eten?

Zijn er nog andere opmerkingen of vragen? Dan gaan we verder naar het volgend deel.
In this part of the session I focused on the need to belong and the need to be different. Both
statements deal with the motivations for eating superfoods. The second sub question then asks if
these kinds of behaviors can also be a motivator for not eating superfoods.
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Part 4: Motivation Role Models (15 minutes)
Eet je verschillend in verschillende gezelschappen / op verschillende plaatsen? Of
ben je heel standvastig?

•

Op welke manier beïnvloedt dit jouw voedingspatroon?

•

Waarom eet je anders met verschillende mensen?

•

Heb je hier een voorbeeld van?

•

Specifiek aan de mensen die superfoods eten: wie heeft jullie bekend gemaakt met
superfoods?
o

Wie of wat was dat? Waarom? Wanneer was dat? Wat gaf de doorslag? Wat
symboliseert die persoon voor jou?

•

Lezen jullie over voeding, over superfoods? Wat dan? Bladen? Boeken? Blogs?
Welke? Twitter? Facebook? Wat vinden jullie van deze informatiebronnen?

•

Er zijn ook veel beroemdheden/celebrities die superfoods eten en dat ook delen via
hun social media kanalen. Volgen jullie celebrities? Wat vind je van de informatie die
ze brengen?

•

Zo ja: Op wat voor manier?

Zijn er nog andere opmerkingen of vragen? Dan gaan we verder naar het volgend deel.

In this part I ask the participants who or what influences their diet and then later ask them if
these people are also seen as role models to them. The questions start rather general by asking
them about their eating patterns and later go more into detail about superfoods.

78

Part 5: Sources of Information (20 minutes)
Jullie krijgen nu een set kaarten van mij met namen van informatiebronnen. Kijk samen naar de
kaarten en sorteer deze op basis van wie of wat jullie zouden raadplegen om informatie te
krijgen over superfoods. Als het goed is staan aan de rechte kant de bronnen die jullie zouden
raadplegen en links diegene die je minder geneigd bent om te raadplegen.
Discuseer samen waarom je voor deze bronnen kiest.
Op de kaarten staat:
Het Voedingscentrum, food blogs, Instagram, Facebook, Twitter, YouTube, familie, vrienden en
bekenden, schrijvers van voedingsboeken, (Online) kranten, tijdschriften, televisie.
Er zijn ook genoeg blanke kaarten bij waar je een bron kunt opschrijven die op de kaarten niet
genoemd staat.

•

Waarom hebben jullie voor deze gekozen?

•

Links staan dus de bronnen die jullie (zouden) raadplegen om informatie te krijgen
over superfoods. Vinden jullie deze bronnen ook betrouwbaarder? Zo niet, waarom
hebben jullie dan voor deze gekozen? Zo ja, waarom vind je ze betrouwbaarder?

•

Kijk je ook wel eens naar informatie over superfoods?

•

Kijk je dan ook eens naar food blogs en zoals ja, waarom?

•

Plaats je soms ook een commentaar? Of heb je zelf een eigen blog?

•

Als de deelnemers social media kanalen links geplaatst hebben, vraag dan op welke
profielen ze kijken.

•

Wat vinden jullie van de Schijf van Vijf en het Voedingscentrum?

Zijn er nog andere opmerkingen of vragen? Dan gaan we verder naar het laatst deel.
This part serves the purpose to find out which sources of information the participants (would)
trust when it comes to superfoods. By letting them discuss with each other why they choose
certain sources, I can already find out which sources they find important and which ones are less
important or trustworthy to them. As I have focused on food blogs in my theoretical framework
quite a bit I will also particularly ask about them in the focus groups. In addition, I would like to
find out a bit more about how the participants feel about the Schijf van Vijf and the
Voedingscentrum.
Ø Foto maken!
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Part 6: Motivation Identity (15 minutes)
Ik ga 10 plaatjes aan de deelnemers laten zien en vervolgens vragen:

Waar herken je jezelf best in en waarom?
1.

2.
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3.

4.
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5.

6.
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7.

8.
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9.

10.
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Daarna stel ik volgende vragen:
•

Vertel waarom je dit plaatje hebt gekozen

•

In dit plaatje herken je jezelf dus best in. Zie je in deze afbeelding ook een link met jouw
eetpatroon? Zo niet, welk plaatje zou je dan kiezen om je eetpatroon te beschrijven?

•

Spelen hier ook superfoods een rol? / Maken superfoods daar deel van uit?

•

“You are what you eat and you eat what you are” – representeert dus wat je eet, wie je
bent en andersom?

•

Reflecteren superfoods dan ook een bepaalde lifestyle?

•

Hoe ziet die lifestyle er uit?

•

Kun je jezelf daarmee identificeren?

Zijn er nog laatste vragen of opmerkingen?
The pictures represent certain lifestyles that may reveal what kinds of (food) identities the
participants have or would like to have. Afterwards I will ask some questions that are not
directly related to the pictures but are rather general. These questions deal with identity as well,
but are more applied towards superfoods and whether they present a certain lifestyle.

Closing the session
Dit was de laatste vraag. Hartelijk bedankt dat jullie zo goed mee gedaan hebben.
Ik vond het hartstikke interessant om te ervaren hoe jullie over superfoods denken en ik hoop
dat jullie het ook leuk vonden. Als dank heb ik hier nog een klein cadeautje voor iedereen. Het
zijn allemaal superfoods en je mag er eentje kiezen.
Als jullie interesse hebben in het onderzoeksverslag of in de samenvatting hiervan, mag je hier je
e-mail adres opschrijven, dan zal ik hem aan jullie sturen.
Heel erg bedankt en nog een fijne dag!
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