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A mixed-method research study to investigate what influence Instagram has on the food and diet choices of its users: 
An Instagram survey and a comparison of two focus groups
Section 1: Abstract

Objective: The primary aim of this study was to determine whether Instagram influences food and diet choices, and whether said influence is positive or negative. The second aim of the study was to see whether education of nutrition affected being influenced by food and diet posts on Instagram.
Method: 56 Instagram users (42 females, 14 males) aged between 18-49 years participated in an online survey developed by the researcher. The online survey asked about different features of Instagram and the participants’ feelings towards them. Two focus groups were conducted, one consisting of nutrition students and another of non-nutrition students. Both groups were asked the same questions, themes within both groups were found and compared.
Results: The Instagram survey showed the majority of those asked felt Instagram should have regulations on who can post about food and diet and no participant said they would trust a celebrity when posting about food or diet. Different reasons for Instagram being a positive and negative influence were given. Similar themes occurred in both focus groups, with both saying they had been influenced to buy a “teatox” tea. Therefore, there was no difference in influence regardless whether participants had education in nutrition or not.
Discussion: Results from the survey and both focus groups were linked to current research. It was concluded that there are strong arguments that social media can be damaging to health for reasons such as social comparisons and misleading information, however, it cannot be ignored that Instagram also enables health promotion and provides useful information such as nutritious recipe ideas. 
Legend: P = Participant, NN = Non-nutrition group, N = Nutrition group.


[bookmark: _Toc38401029]Section 2: Introduction
Social networking sites are web-based platforms where users can create personal and business profiles, form online friendships and interact with other users through content such as photos, videos and messages (Phua, Jin and Kim, 2017). In 2009, the use of social networking greatly increased, the online social networking site Facebook recorded more than 175 million active users in this year. The increase in these users contributed to the 56 per cent rise in social networking use compared to 2007 (Kaplan and Haenlein, 2010). Facebook is not the only popular social networking site. Other popular sites include Snapchat, Twitter, Youtube, Instagram and individually run blog pages (Phua, Jin and Kim, 2017). The use of social media and social networking has many advantages. One of the most apparent advantages is their ability to quickly share knowledge and information among various groups of people (Baruah, 2012). Sharing of knowledge and information helps to promote communication among different groups of people and can lead to an improvement of communication skills and understanding on an interpersonal and community level (Buruah, 2012).
Instagram, a photo and video sharing site, has been classed as an ‘extraordinary success’ by Hu, Manikonda and Kambhampati (2014). It first launched in 2010 and within its first four years it recorded 150 million active users, an average of 55 million daily uploaded photos and more than 16 million daily shared photos (Hu, Manikonda and Kambhampati, 2014). Although there are positives to social media and social networks (as mentioned above), there has also been concern on what negative influences it may be having on individuals and the world as a whole. 
There is concern that social media may have a negative effect on body image and self-worth (Tiggemann and Zaccardo, 2015) and may also influence disordered eating (Tiggemann and Slater, 2017). Many online blogs and magazines have highlighted that Instagram may have an impact on our diets and eating patterns (Klamer, 2017; Malacoff, 2018; Blair, 2018). With people turning to social media for health information and advice (Swist et al., 2016) there is a concern of misleading information and the risk of celebrities endorsing ‘health’ products just for the payments they receive (Whitehead, 2019; Adejobi, 2018).
Food has been a vital role in how humans communicate and interact with each other for many years, influencing how we express love to one another, sociability and hospitality (Swift and Tischler, 2010). As online use is growing, and Instagram has become such a popular way of social networking it is a worthwhile question to ask how it is affecting our food and diet choices. It is also of interest to ask users how they feel towards the topic and whether they would like to see any changes.
[bookmark: _Toc38401030]2.2 Aims
There is currently disagreement on whether social media has a negative or positive impact on health, with research backing up both sides (Siddiqui and Singh, 2016). Research carried out in this study will investigate the influence Instagram has on diet and food choices by using an online survey and two focus groups. Results will hopefully give a better understanding to how Instagram is influencing diet and food choices and if the influence is positive or negative. A survey will be used to gather a general overview of what Instagram users think of food and diet posts shared on Instagram and to see if their opinions accept or reject current literature on the topic.
It has been questioned whether those who are influenced by social networking are in fact individuals who are already dissatisfied with themselves therefore turn to the internet for help or reassurance thus becoming more dissatisfied (Tiggemann and Slater, 2017). Those with a knowledge of food and diet may not turn to social media for help as they already have the education to help themselves (Dickson-Spillmann and Siegrist, 2010). Two focus groups will be used to see if there is a difference in opinion between nutrition students and non-nutrition students. These two groups have been selected to see if nutrition students are less influenced by food posts due to their education and understanding of food and diets. From the two focus groups recurring themes will highlight general views within each group. From both the survey and focus groups a discussion will be formed to show any similar or different views on the topic.
As celebrity marketing and advertisements have become an increasingly popular aspect of social media, it is of interest to see how it is affecting those viewing it. Both the survey and focus groups will be asked their opinion on celebrities posting about food and diet.
The alternative hypothesis of this research is that nutrition students will be less influenced by food posts than students of other subjects due to their education and understanding of food and diets. It is also thought, based on current research, that those who use Instagram will trust celebrities when it comes to food and diet-related information.
The null hypothesis of this research is that there will be no difference in influence between nutrition and non-nutrition students and that the trust surrounding food and diet posts will not be increased if it is posted by a celebrity. 

[bookmark: _Toc38401031]Section 3: Literature review
Social media and networking allow users to share photos, videos and comments online from all over the world (Phua, Jin and Kim, 2017). The popularity of social networking sites has grown over recent years (Kaplan and Haenlein, 2010). With this growth in popularity it is of interest to see what impact the online world is having on reality. A report by The Royal Society for Public Health (RSPH) (2017), concluded that Instagram is the worst social media platform for mental wellbeing, especially for young people. The report stated that social media use is more prevalent in those aged 16-24 years. In the UK, 91% of this age range uses social media. By comparison, it was reported that 51% of 55-64-year olds and 23% of 65-year olds and above use social media. With the high number of adolescence and young adults using social media, it is important to look at how it may affect their mental health as this is an important, and potentially vulnerable, time in their lives for social and emotional development (RSPH, 2017). Some of the negative effects social media can have on mental health include, but are not limited to, anxiety, depression and poor sleep patterns (RSPH, 2017). 
Over the past 25 years, the rates of anxiety and depression in young people have increased by 70%. It has been estimated that one in six young people will suffer with an anxiety disorder at some point in their lives (The Mental Health Foundation, 2004).  Anxiety can be severely overwhelming and cause worry and panic which may result in suffers being unable to go about their day to day life as normal. Those who suffer may not want to leave the house, be unable to focus when in school or perform well at work. There are many different forms of anxiety such as Generalised Anxiety Disorder (GAD), social anxiety disorder, Obsessive Compulsive Disorder (OCD) and panic disorder (RSPH, 2017). It has been found that those who spend more than two hours per day on social media are more likely to have poor mental health.
Social media can increase the risk of anxiety as it is flooded with photos of people displaying the good things in their lives and rarely showing the bad. The false representation of what life should be can make young people feel as though their lives are not as good as their peers (National Institute of Mental Health, 2016). Photos and videos can also be staged, edited and/or photoshopped. Edited photos can give individuals unrealistic expectations of life and of themselves and can often lead to feelings of low self-esteem and inadequacy (National Institute of Mental Health, 2016). Algorithms on social media also take away some of our control on what we view. Images and posts may show up due to something that was previously liked or searched (Brent, 2019). A constant pursuit of perfectionism to match up to such edited posts can lead to anxiety. It has also been suggested that using more than one form of social media has been linked with various symptoms of social anxiety (National Institute of Mental Health, 2016). 
With this increase of anxiety in young people it has also been recorded that reports of depression in young people has risen as well. The UK has seen an estimated 80,000 children and young people suffer with severe depression (Green et al., 2005). Growing evidence has linked the use of social media with depression in young people. Studies have showed that an increased use of social media presents a significantly increased risk of depression (Lin et al., 2016). It has been seen that using social media for more than two hours per day has a negative impact an individual’s self-rating of mental health, increasing levels of psychological distress and suicidal thoughts (RSPH, 2017). Some triggers of depression on social media have been found to be the constant unrealistic representation of real life and online peer pressure (American Academy of Pediatrics, 2017).
Poor sleep is linked to many physical and mental health conditions, such as high blood pressure, heart attacks, obesity, stress and depression (Colten and Altevogt, 2006; Nutt, Wilson and Paterson, 2008). Sleep and mental health can both have an impact on each other. Poor sleep can lead to poor mental health and poor mental health can lead to poor sleep (Mind, 2017). The use of social media at night has been found to disrupt sleep. Using phones, laptops or tablets at night is thought to effect sleep as they display LED lights. LED lights can interfere with how the brain functions by blocking natural processes that gives the feeling of sleepiness. They can also interfere with melatonin, a sleep hormone (Harvard Health – Harvard Medical School, 2015). The interference of LED lights can result in it taking longer to fall asleep at night and some individuals may end up having a poorer quality of sleep (NHS Choices, 2013). As mentioned, this can have a negative impact on physical and mental health. As social media has shown to have negative impacts on physical and mental health it is also important to look at its impact on diet and food choice to see if that too has become affected by the online world.
With the increased use of social media, a new ‘word of mouth’ way to convey information has emerged called electronic word of mouth (Huete-Alcocer, 2017). It is thought that this new form of communication is one of the most influential information sources on the internet (Abubakar and Ilkan, 2016). Customers from all over the world can share information on products and services. They can also leave comments on other users’ posts making sharing information easier than ever (Wang and Fesenmaier, 2004; Abubakr and Ilkan, 2016). With this easy access to information on products, services, brands and companies there have been many changes in consumer behaviour (Gómez-Suárez, Martínez-Ruiz and Martínez-Caraballo 2017). It has been found that consumers are more likely to trust other buyers and users more than sellers themselves (Nieto, Hernández-Maestro and Muñoz-Gallego 2014). Cheung and Thadani (2012) found that word of mouth is regarded by consumers as more reliable than other traditional advertisements, such as newspapers, television and radio. As Instagram has grown in popularity, so has its contribution to the world of electronic word of mouth information (Thoumrungroje, 2014). As a result, an increase in endorsements has been seen due to this increase in electronic word of mouth, with celebrity endorsements being the most popular (Halonen-Knight and Hurmerinta, 2010).
Celebrity accounts are some of the most followed on Instagram, many hitting a following of over 50 million (Djafarnova and Rushworth, 2017). Celebrity endorsements have been found to be a positive electronic word of mouth source for many products, brands and services (Spry, Pappa and Bettina Cornwell, 2011). Although the ‘traditional’ celebrities (musicians, actors, sport stars) are still majorly involved in endorsements, there has been a significant rise in ‘digital’ celebrities such as bloggers, video bloggers (vloggers) and influencers endorsing products as well (Chahal, 2016). But as endorsements are paid promotion, the question of credibility has been raised when looking at this type of Instagram post. A study carried out by Djafarnova and Rushworth (2017) found that the participants believed that although celebrities are approached to endorse products and brands, they are unlikely to post dishonest reviews or opinions. The reason for this belief was that celebrities would not misuse their power of influence and ruin their reputation. However, a study by Wilbert (2017) showed that participants were more likely to trust a product-related post shared by a friend over someone who is Instafamous (a person considered famous due to popularity on Instagram).
There is evidence to suggest that the public, young people especially, are turning to social media for health-related information. Areas such as physical activity, diet, nutrition and body image are the main topics being looked at (Swist et al., 2016; Wartella et al., 2016; Goodyear, Armour and Wood, 2018). Due to this, there is a higher danger of misleading or false information than ever (Kimber, 2018). Misleading information due to endorsement or sponsorship can be displeasing to a consumer who has been misled into buying something that does not live up to expectations, for example, a new hair care product or item of clothing. However, misleading information on health can be even more serious as it can have a detrimental impact on a person (Kimber, 2018). Although many registered Dietitians and Nutritionist are present on social media and can post about nutrition and food while upholding professional standards (British Dietetic Association, 2017) the wellness industry is unregulated, this means that anyone can post online about nutrition information even if they are unqualified in that area (Kimber, 2018). 
The harmful effects of sharing incorrect information regarding health has been shown in a study carried out by Syed-Abdul et al. (2013). Results from this study showed that it has become increasingly difficult to distinguish reliable health information from misleading or false content. Three doctors were involved in this study to review 140 Youtube videos relating to anorexia. All videos were found to be as either informative (providing helping information and advice on anorexia and recovery), pro-anorexia (promoting anorexia as a positive lifestyle) or other. Although it was found there were more informative videos than pro-anorexia videos, it was seen that pro-anorexia videos were more watched and rated by viewers. In the conclusion of this study it was suggested that health authorities producing videos to combat anorexia should involve celebrities or models to potentially reach a wider audience, especially teenagers who are at a high risk of this illness. 
On the other hand, research has highlighted the possible negative impact celebrities present on social media can have on body image and self-worth, especially as so many people compare themselves to celebrities and fitness models. Studies carried out by both Tiggemann and Zaccardo (2015) and Brown and Tiggemann (2016) found that images of fitness models and celebrities posted on Instagram can have a negative impact on body image which can lead to body dissatisfaction caused by social comparison. Social networking use has also been found to cause disordered eating, mainly in women and adolescent girls (Tiggemann and Slater, 2017). Similar results were found when a study researched males and the influence of images of ‘muscular-ideal male beauty’ (Hangreaves and Tiggemann, 2009). Body satisfaction was assessed before and after viewing commercials with images of muscular ideal men and then also after viewing commercials with no such images. Results showed that the exposure to muscular ideal men led to a lower body satisfaction.
With the possible negative impact social media can have on body image and self-worth it is worrying how easy it is to access information regarding health and diet from social media. Tiggemann and Slater (2017) suggest that those who are turning to social media for information may already be dissatisfied with themselves. In their search for reassurance they turn to social media to look at other people only to then become more dissatisfied. The search for reassurance highlights the vulnerability of people using social media, a vulnerability which certain brands and products have been accused of taking advantage of. One trend that has received a significant amount of criticism for misleading weight loss information is the ‘teatox’ trend. Although there is limited academic research into this trend, many newspapers and blogs run by individuals within the health industry shared reports saying how misleading and potentially dangerous certain teatox brands can be (Ihonor, 2017; Alexander, 2019).
For example, in 2014, the Advertising Standards Agency (ASA) found the brand Bootea to be in breach of the EU Regulation 1924/2006 on Nutrition and Health Claims made on Foods (ASA, 2020). The following claims were found at the time by the ASA (2020) on the company’s website:
“Increase your metabolism”
“Burn calories and convert food to energy”
“Improve quality of sleep”
“Burn fat and counteract fat storage”
“Suppress appetite”
“Cleanse and detoxify”
Bootea were asked by the ASA to provide evidence to show that the EU Register had authorised their claims that at least one of the ingredients in their product could back up their claims. They were unable to do so (ASA, 2020). Following this, they removed all claims from their website and other advertising outlets. However, they still were able to use phrases such as ’28 days to a slimmer you’ and ‘get you in shape’ on their website and Instagram (Ihonor, 2020). As well as this, many of their teas contained Senna, which is a natural laxative that should not be consumed for more than one week (NHS, 2020). As the company recommended using their tea for 28 days, this exceeded the guideline usage of Senna as stated by the NHS (2020). Fortunately, this had not gone unnoticed. Dr. Ihonor created a petition in 2015 to remove laxatives from detox teas stating that although people can read the ingredients, they do not know and are not provided with enough information from companies about what effects Senna can have on the body (Ihonor, 2020). The petition was a success and Senna has been removed from Bootea products.  
Brands are not the only ones being criticised for misleading their consumers. Many celebrities and influencers have faced negative press for making dubious claims. The ASA has banned weight loss brand posts from three UK celebrities, Katie Price, Lauren Goodger and Georiga Harrison, labelling them as misleading and irresponsible (Whitehead, 2019). All three women tried to say their posts where a reflection of how the product helped them, but they all made health claims that did not conform to EU regulations such as stating how much weight they lost (Whitehead, 2019). Other celebrities which have been slated for advertising weight loss products include members of the Kardashian-Jenner family. 
In 2018, both Kim Kardashian and Kylie Jenner received criticism. Kim Kardashian angered her fans and was labelled a ‘toxic influence’ when she advertised appetite suppressant lollypops on her Instagram which at the time had 111 million followers (Mahdawi, 2018). Kylie Jenner was criticised for advertising a weight loss tea to her 112 million followers and it was also highlighted that at that time she was the highest paid celebrity on Instagram and could earn up to $1 million (£760,000) per post (Adejobi, 2018). Being paid such large amounts for posting raises the question of celebrity credibility. In 2020, Khloe Kardashian advertised a weight loss shake despite the controversy her sisters had previously faced for similar adverts, this again raised this question of true intentions for advertising (Karasin, 2020). 
Not only can words mislead consumers but the increased use of photoshop and other photo editing tools can have an impact on the true representation of reality (Jones, 2013). For years, traditional visual forms of mass media (magazines, billboards, newspapers) have modified their images showing unrealistic and idealised characteristics of beauty (Guest, 2016). The editing of photos has continued to social media and has even stretched on to the general public editing their own photos for social media posts to try and fulfil unattainable standards (Guest, 2016). Photo editing is not just limited to images of people. Many food companies also edit their images of products to make them look more appealing to the customer which can influence people to buy food products and eat in certain places (Hugh, 2012; Little, 2014).
As well as Instagram being questioned for unhealthy weight loss promotion posts, it has also been a suspected that it may influence of the increased consumption of unhealthy foods, with donut shops having some of the most liked photos on the platform (Mejova et al., 2015). In 2015, a study carried out by Mejova et al. showed that, in the USA, there was a link between unhealthy food posts and higher cases of obesity. The results from this suggested that social media and its easy access to photos of fast food and processed products influenced people to choose unhealthy eating habits. A study carried out by Phan and Gatica-Perez (2017) found that the five top food and drink items shared on Instagram are alcohol, sweets, milk and dairy products, non-alcohol drinks and prepared food. However, Swiss Government statistics showed that the top five food and drink items actually consumed are milk and dairy, fruit, vegetables, cereal, potatoes and starch and alcohol (Phan and Gatica-Perez, 2017). These statistics show that what is shared on Instagram may not be a true representation of consumption patterns. 
While there is evidence that social media use has negative links with mental health it may also have some positive links too (Turner and Lefevre, 2017). The use of social media enables people to post and comment on health-related issues, exchange health related information and allows the development of online health communities (Thoren et al., 2013). It can also encourage healthy habits and can raise health awareness (Eisenberg and Berkowitz, 2009). It allows people to relate to others, especially those with chronic health conditions who use the online world to discussion and learn about symptoms, medications and alternative treatments (Fox, 2011). Social media has also brought new opportunities to many food organizations enabling them to better interact with the public (Shan, 2015). As social media can help those with health concerns source information it could also be beneficial to those with specific dietary requirements.
Although advertising can be misleading on social media, especially Instagram, there is another side of the food and health industry that is becoming more popular online which is the sharing of recipes and food tips and tricks. At the time of this research, a quick search of the word “recipe” into the Instagram search bar brought up a variety of diverse recipes. It has been shown that having adequate cooking skills and a knowledge of food preparation can enable people to more easily meet nutritional guidelines. The improvement in nutrition is due to cooking being able to help increase the consumption of vegetables in the diet and reduce the amount of convenience foods (Hartmann, Dohle and Siegrist, 2013). 
The hashtag “food” is one of the 25 most popular hashtags on Instagram (Ofcom, 2015). Of all the photo content shared on Instagram food posts are in the top eight most popular categories (Hu, Manikonda and Kambhampati, 2014). Healthy food posts receive more support than less healthy images of food which indicates a positive attitude towards healthy eating (Turner and Lefevre, 2017). It has been reported that 54 per cent of consumers use social media to share and discover food experience and 42 per cent use it to seek advice surrounding food and diet (The Hartman Group, 2012). Three motivations for using Instagram have been identified as documentation, surveillance and creativity (Lee et al., 2015; Sheldon and Bryant, 2016). These motivations can be seen within the food sharing scene with posting food photos linking to documentation and creativity and searching for new recipes linking to surveillance (Turner and Lefevre, 2017).
The healthy eating community is continuously growing on social media and is most prevalent on Instagram (Freeman, 2015; Marsh and Campbell, 2016). While this a movement which has seen positive outcomes, such as individuals striving to consume less processed food and more fruit and vegetables, there is concern that it may also be contributing to negative behaviours and eating disorders (Marsh and Campbell, 2016). In particular, one eating disorder that can be triggered as a result of this new online trend is orthorexia nervosa, which is an obsession with eating healthy (Turner and Lefevre, 2017). 
Orthorexia nervosa can be defined as an unhealthy obsession with eating healthy food (Turner and Lefevre, 2017). Although it does not yet appear in the Diagnostic and Statistical Manual of Mental Disorders (Turner and Lefevre, 2017) it’s proposed diagnostic criteria include an obsessive focus on healthy eating, dietary restrictions and food anxiety (Turner and Lefevre, 2017). Orthorexia nervosa does show similar traits of anorexia nervosa such as guilt over food transgressions, perfectionism and cognitive rigidity, however, anorexia nervosa will focus on the quantity of food whereas orthorexia nervosa is preoccupied with the quality of food (Koven and Abry, 2015). It also shows similar traits of obsessive-compulsive disorder such as intrusive thoughts and ritualised food preparation (Koven and Abry, 2015). Orthorexia nervosa has been found to cause malnutrition and social isolation (Monoze et al., 2015). A study carried out by (Turner and Lefevre, 2017) found that there was a significant relationship between orthorexia nervosa and Instagram use, with higher Instagram use resulting in a greater tendency towards the condition.

[bookmark: _Toc38401032]Section 4: Methodology
Research for this study was carried out by means of an online SurveyMonkey survey (Appendix 1) and two focus groups, one with nutrition students (Appendix 4) and one with non-nutrition students (Appendix 5).
[bookmark: _Toc38401033]4.1 Approach
Both quantitative and qualitative research methods were used. Quantitative approaches have been the main type of research in health for many years (Swift and Tischler, 2010). Although it is a valued and useful way of research, it fails to investigate the “how” and “why” of the data collected (Swift and Tischler, 2010). Qualitative research methods do ask the “how” and “why” of individual or group behaviour (Swift and Tischler, 2010). Therefore, quantitative methods have been used to see how many individuals are influenced by Instagram food posts and qualitative methods have been used to work out the reasons of possible influence.
By using mixed methods, the researcher was able to investigate and find additional information which provides further understanding to the topic being researched (Drummond and Murphy-Reyes, 2018). Using online surveys is convenient for both the researcher and participants (Riggle, Rostosky and Reedy, 2008). Online surveys also provide the possibility to reach a larger group of participants in a broad geographic location (Drummond and Murphy-Reyes, 2018). Posting the survey to Instagram ensured all participants were users of Instagram which is what the researcher wanted for this study. 
Using focus groups is a time effective way of gathering data (Drummond and Murphy-Reyes, 2018). It allows participants to engage with others which can encourage further discussion and provide the researcher with more information (Nyumba et al., 2018). It also allow more in depth answers compared to surveys or questionnaires (Drummond and Murphy-Reyes, 2018). The majority of data collected for this research was thematical. Themes represent ideas within the collected data. One major benefit of using themes is being able to condense large results down to a more manageable size (Drummond and Murphy-Reyes, 2018). 
4.2 Participants 
Survey 
Convenience sampling was used for the survey, meaning participants volunteered to engage in the study. Using this sampling method can result in participants being more interested in the study and therefore possibly giving more in depth answers (Martyn Denscombe, 2014). Participants were sourced from the researcher’s own Instagram account. A link was provided to the researcher’s followers so they could access the survey if they wanted to part take in the study. Snowballing sampling also took place as the survey was sent on by other individuals to their friends to help the researcher receive an adequate number of responses (aim of 40-50 responses) (Martyn Denscombe, 2014). Using these two sampling techniques allowed for maximum variation in participants (Drummond and Murphy-Reyes, 2018). The survey was open to males and females of all ages with the condition that they used Instagram. The survey was monitored by the researcher (checked every hour) to ensure enough responses were being made. Once the survey hit 56 responses it was closed from any further participants to ensure any statistical results noted would not change. All participants were anonymous, age and gender were the only two personal questions asked. From the 56 responses 14 were male and 42 were female, age range was between 18 – 49 years.
Focus Groups
The participants of both focus groups were students from the University of Wales Trinity Saint David Carmarthen campus. Once the target population for the focus groups were decided participants were sourced though accessibility (Drummond and Murphy-Reyes, 2018). One focus group was made up of undergraduate students from the School of Sport, Health and Outdoor Education who study nutrition as a module for their course. The other focus group was made up of undergraduate students from various departments that did not study nutrition as part of their course. Each focus group had five participants. The nutrition student group was composed of two males and three females and the non-nutrition student group was composed of one male and four females. Participants were aged between 20-30 years. All participants were anonymous, age and gender where the only two personal questions asked. 
[bookmark: _Toc38401034]4.3 Instrumentation 
Survey
The survey was tailor made by the researcher using SurveyMonkey which is an online survey development tool. The survey consisted of 14 questions which were developed from research of current literature surrounding social media’s influence of food and diet choices. The questions were a mix of multiple choice and open-ended questions in which the participants had a text box to explain their answers. Using a mix of questions allowed for quantitative and qualitative data to be gathered.
Focus Groups
A list of questions (Appendix 2) was composed by the researcher. The questions used were developed from research of current literature surrounding social media’s influence of food and diet choices. Both open and closed questions were asked with more open questions included to encourage a discussion between participants. Both focus groups were asked the same questions, with some add on questions depending how the group answered. Themes that come up throughout the discussion were noted by the researcher. A voice recorder was used to record both focus group conversations, this was to enable the researcher to listen back and depict any missed themes. 
[bookmark: _Toc38401035]4.4 Design
Pilot tests were carried out for both the survey and focus groups. Pilot tests are useful to determine whether the tool selected to carry out the research works efficiently or if changes are needed (Drummond and Murphy-Reyes, 2018).
Survey
A pilot test of the survey was conducted before any data was gathered. The pilot test ensured the survey would be understood by those participating in the research. The survey was answered by three different people. After gaining feedback from the pilot test any spelling or grammar mistakes found were corrected and one question was reworded to give more choice in answer. The survey was then tested again by two people who were not part of the first pilot test. Feedback for understanding the survey was positive and there were no problems with answering any questions. These two responses were kept in the overall data collection as they were suitable to use. The survey was then shared to the public. 
A written explanation of the survey and the reasons for the research was stated before the survey began (Appendix 1). It was also stated that by continuing with the survey, participants were giving consent for their answers to be used in the data analysis. 
Focus groups
A pilot study for the focus group questions was carried out with five non nutrition students. Carrying out a pilot test ensured all questions were clear, understandable and asked what the researcher wanted to know. The outcome of this pilot study was positive, all questions were understood, and answers were informative. Therefore, this pilot study was used in the data analysis.
A verbal explanation of how the focus group would be carried out and the reasons for the research was provided to each group. Those who still wanted to participate were then asked to sign a consent form (Appendix 3). The consent form stated that everything was explained to them before taking part and that they agree to have their discussion used in the data analysis. A print-out of the questions that were going to be asked were given to each participant to look at before the main discussion began, allowing participants to think about their answers and ask any questions they had. 
Both focus groups were audio recorded. The researcher asked questions and encouraged discussion within the group. Throughout the conversation the researched asked add on questions to ensure full answers were obtained. The researcher noted down noticeable themes at the time of the focus groups and later used the recording to go back over any themes that may have been missed. Themes of both discussions were then linked back to previous literature and differences or similarities between groups were observed. 
[bookmark: _Toc38401036]4.5 Reliability and Validity
Reliability and validity are needed in measuring variables to ensure that research results are useful (Drummond and Murphy-Reyes, 2018). Reliability and validity can be described, as stated by Drummond and Murphy-Reyes (2018), as follows: 
“Reliability focuses on the repeatability of a particular set of research findings. If a study is replicated, researchers hope to get similar results, which confirms their earlier findings. Because reliability looks at the consistency of data, it is very important that any instruments used for measuring in a study are reliable”
 “Validity refers to the degree to which the conclusions drawn from the study are accurate and well founded. Validity also looks at whether instruments and measurements are accurate; in other words, are they truly measuring what they are intended to measure?”
A triangulation method of research was used in this study, this means that multiple types of data sources and methods were used (Drummond and Murphy-Reyes, 2018). Using this method enables further investigation and can provide additional evidence which can add to the accuracy and credibility of the study’s findings (Drummond and Murphy-Reyes, 2018). Carrying out a pilot test of each method of research enabled face validity (Drummond and Murphy-Reyes, 2018). 
[bookmark: _Toc38401037]4.6 Data Analysis 
Descriptive statistics and thematic analysis were used in this study. Survey answer percentages where found on survey monkey and displayed using Excel. Thematic analysis was carried out for certain survey answers and both focus groups. The researcher did this by listening back to the audio of the focus groups and sourcing positive and negative statements from each group. From the statements found, seven second order subthemes were created, four were positive and three were negative. These second order subthemes were then grouped into six first order themes, three were positive and three were negative. 
[bookmark: _Toc38401038]4.7 Ethics
Before any research began ethical approval was obtained. An ethical issue which was considered for this specific research study included the potential risk to participants who may have a history of an eating disorder. To combat this issue all participants were reassured that they had the option to stop data collection at any time. Information explaining how and why the research was being conducted was given to each participant before data was gathered












[bookmark: _Toc38401039]Section 5: Results
For this research an online survey and two focus groups were used to gather data. The demographic can be seen in table 1.
Table 1 – Demographic of participants 
	Number of Participants (survey and focus group)
	66

	Age Ranges (years)
18-20 
21-29
30-39
40-49
	-
3
49
7
7

	Number of Females
	49

	Number of Males
	17



[bookmark: _Toc38401040]5.1 Online Instagram Survey
Participants of the online survey were asked whether they purposely follow food and diet posts on Instagram. They were also asked whether they had ever seen any food or diet posts on Instagram. Not all participants follow food or diet posts on Instagram however it was seen that all participants have seen food or diet posts somewhere on their account (Figure 1). 

Figure 1. What is followed on Instagram vs what is seen on Instagram
The online survey asked participants whether Instagram had ever made them want to change their diet. It resulted in 32.14 per cent of participants answering “no” and 67.86 per cent of participants answering “yes”. The reasons as to why people voted “yes” can be seen in Figure 2.
Figure 2. Has Instagram ever made you want to change your diet?
Participants were asked whether there should be regulations on who can post on diet advice on Instagram. The majority of those asked said “yes”, reasoning for answers have been displayed in Figure 3.
 Figure 3. Do you think there should be regulations on who can post diet advice on Instagram?
Participants were asked to select who they would be most likely to trust on Instagram regarding food recommendations and/or diet information. Results show qualified nutritionists or dietetics to be the most popular choice and celebrities to be the least popular (Figure 4).
Figure 4. Who would you be most likely to trust when viewing food recommendations and/or diet information?
Participants were asked to decide whether they thought food and diet posts are a positive or negative feature on Instagram. It can be seen in Figure 5 that the majority of those asked believe it is both a positive and negative feature on Instagram. 

Figure 5. Overall, do you think the access to food and diet posts on Instagram are a positive or negative thing?
Participants were asked to explain why they felt this feature to be a positive or negative one. Some participants choose not to answer this question. Examples of answers can be seen in Table 4. 
Table 4. Survey answers displaying whether users think Instagram has a positive or negative influence on food and diet choice
	Overall, do you think the access to food and diet posts on Instagram are a positive or negative thing?

	Positive Influence
	“One simple message could change a person’s bad eating habits for life”
[bookmark: _Hlk37988347]“Can be useful if the information is from a reliable source, without undue influence or bias”
“Easy, accessible information regarding your diet and health options”
“Food recommendations and ideas for healthy living”
[bookmark: _Hlk37989789]“As it encourages me to try and cook more instead of ordering fast food all the time”
“Because it’s free”

	[bookmark: _Hlk37992541]Negative Influence
	“I think a lot of Instagram influencers are promoting food and food supplements/shakes for money without even knowing if the food is nutritional or not and in a lot of cases they aren’t”
“It can be negative when people talk about how to lose weight”
“Can have an adverse effect on certain people who may be weak minded or easily influenced, as posts are likely fueled by paid promotions for financial gain of the poster”
“Depending on your mental state they could have negative consequences regarding diet, eating disorders etc.”
“Many fad diets or “skinny teas” are just a scam and making people waste their money”
“There are too many posts on Instagram promoting diets or even dieting pills specifically aimed for weight loss and these often use models of a healthy weight for this. I believe this is concerning as many people who see this may believe they also need to diet or take pills if they are the same weight or slightly larger than the models”

	Both
	[bookmark: _Hlk37884061]“There can be valuable information for people. The problem is I would know where to look as I am educated in the area. People who are not may tend to go to the wrong places for example celebrities or those who have amazing bodies who are just selling products. It’s about where and who they gather they're information from”
[bookmark: _Hlk37884530]“Positive - helps give food inspiration and advice. Negative - feeling bad if eating unhealthy foods”
[bookmark: _Hlk37883916]“I'm not an expert but I see how easily led people are by posts on Instagram so the wrong information in a post could potentially be dangerous. But on the other side posting about food can just be for fun (which is the side I enjoy)”
“I find it useful sometimes, but people can be misled”
[bookmark: _Hlk37883993]“It can depend on the person viewing it and their education and past experiences. People could be influenced negatively or positively by the same thing for these reasons. Some people know to question certain things more than others”
“Depends on the person viewing the content”



[bookmark: _Toc38401041]5.2 Focus Groups
Both focus groups were asked the same series of questions. The answers were then categorized into themes. Two general themes were found: positive factors and negative factors of Instagram. These themes where then broken down into six first order subthemes: community, health, encouragement, celebrities, photoshop and comparison. These first order subthemes were then further down to 7 second order subthemes: diet specific, recipes, advice, motivation, paid posts, misleading posts and body image. Thematic analysis is shown in Figure 1 (next page).
[image: ]
Figure 1. Thematic analysis of both focus groups displaying general dimensions, second and first order themes.
Based on the themes found (Figure 1) representative quotations from participants of both focus groups are displayed in Table 2.
Table 2. Themes and representative quotations of both focus groups
	Theme
	Representative Quotations 

	Positives

	Community Factors

	Diet Specific 
	[bookmark: _Hlk38000986]“I will post like oh look this is vegan this is vegetarian just because I know I got other vegans and veggies who are friends and like ohh Wagamamas got a new vegan menu Frankies and Bennies got a new vegan menu” P1 NN

	Recipes
	[bookmark: _Hlk38001620]“I find a lot of vegan, and have you seen Bosh? They do a lot of vegan foods or vegetarian foods, they were on YouTube but I watch them on Instagram now because it’s just quicker, ten second videos and pictures. So I do see a lot and follow a lot of vegan stuff on my Instagram … especially because I couldn’t cook, none of my family are vegetarian so I was kind of on my own so Bosh really helped me with that ” P1 NN 



	Health Factors

	Recipes
	“It kind of just gives you (recipe) ideas I think more than following it completely too” P1 N

“I always use it for (recipe) ideas .. Joe Wicks one’s good” P2 N

	Advice
	[bookmark: _Hlk38001696]“I’d say that, cause if someone is really successful and they say oh I’m using this naturally I’d use that too, especially if they have done a lot in their field then I’ll be like yeah I’ll do that too” P3 N
“There’s an older woman that used to work with my dad and she’s just one of those like very like no packaged foods things and she just like we grow all our vegetables in our garden and like stuff and so her, I’ll take some advice from on like what you can take … on what you can eat to like supplement protein without it being beef or something. So, like I get tips from her and you can just like message (on Instagram) her and she’ll get back to you which is nice” P2 NN
“I know one girl … yeah I think it’s just because I know her so it’s like moral support but then I kind of know that she kind of knows what she’s talking about now because I know she’s gone and studied some particular stuff so I trust her more” P1 NN


	Encouragement Factors

	Motivation
	“I’ll see like really like fit girls on Pinterest and Instagram and I’ll be like right that’s reminding me to keep my goal in mind and it’s like don’t forget about it because sometimes you might get upset that like oh you’re not eating properly but it’s because you forget about goals and stuff.” P2 NN

“It makes me try knew healthy meals” P2 N

	Negatives

	Celebrities

	Paid posts
	[bookmark: _Hlk38001768]“If it’s sponsored then they get paid a lot to post it so I wouldn’t necessarily trust that” P3 NN
“For products I’d probably believe someone I knew a bit more cause you’d kind of know that they might be paid if it’s like an influencer” P1 N
“I did also see when like Kim Kardashian was like advertising for that um craving nullifier, the lollypop that like stops your cravings and I was like, really?? Like first of all your body (directed at Kim Kardashian) is mostly plastic” P2 NN


	Mis-leading information
	[bookmark: _Hlk38001813]“Probably like that the influencers would put up some edited picture and say that it’s the results of whatever but it’s really not, it’s just like whatever they’ve done to get like paid for” P1 N
“There’s other people like there’s like a fitness brand back at home that encourages people to literally work out probably all week and then like stick to like your regular diet and I’m just like how does that even work? Cause like he’s telling you to keep on eating like the same foods you would. Like oh yeah go to the gym and do like an hour doing this and then like okay you can go home and have pizza like how is that good? Like no dieting type of thing, like I don’t get that” P3 NN 
“I think is really negative when celebrities are using that ‘look at this bowl of porridge’ as a look at my butt kind of image” P1 NN
 

	
	

	Photoshop

	Mis-leading Information
	“They’re just eating dust or something, you know what I mean they obviously just did a work out and that’s obviously been edited, that I think is really negative when celebrities are using that ‘look at this bowl of porridge’ as a look at my butt kind of image” P1 NN
“They have probably photoshopped themselves as well” P4 NN (regarding influencers and celebrities)

	Body Image
	“Like celebrities should stop posting pictures of them naked holding bowls of cereal in their hands you know what I mean, I think it should be, if it’s going to be a food post and it’s specifically about food, just post the food. I think stuff like that, I think photoshopping for that reason should definitely go, you know what I mean it’s just false, its false imagery” P1 NN

“Stop making your bum look bigger” P1 NN


	Comparison

	Body Image
	[bookmark: _Hlk38001886]“Could be quite harmful though couldn’t it. Like extreme diets, if someone said Oh I’ve lost 3 stone doing this try it, it could set someone onto one path and have a negative impact on their health” P2 N
“Some girls, mainly from like Love Island and stuff they will post pictures them in boobs kinda bras, short shorts holding a beautiful bowl of porridge, that I think is shite” P1 NN




Both focus groups were asked if they had ever purchased a food or diet product because they saw it on Instagram, answers for this question can be seen in table 3.
Table 3. A display of focus group answers stating whether they have been influenced to buy or try food or diet items from Instagram 
	From what you have seen advertised or what you have seen shared by people you follow have you ever been influenced to buy or try anything you’ve seen? 

	Non-Nutrition Group
	[bookmark: _Hlk38268503]“Yeah detox tea and stuff like that and thought that would work and that was just disgusting, and it was just crap” P3
[bookmark: _Hlk38268471]“I used to see the flat tea tummy and I even I tried it in high-school, and I didn’t realise it’s basically just a laxative” P2

	Nutrition Group
	[bookmark: _Hlk38268530]“Is it, skinny tea? Stuff like that and I was tempted to buy that by looking at the Instagram post looking at the woman on there. I didn’t in the end no, I just bought some like herbal green tea cause apparently it’s just the same” P2
“Pancake recipe it didn’t work out” P4
“Recipes” P1 P2 P4 P5














[bookmark: _Toc38401042]Section 6: Discussion
The purpose of this research was to investigate whether Instagram has an influence on food and diet choices, and if said influence is positive or negative. An online survey was carried out to get the opinions of Instagram users and two focus groups were used to see whether nutrition students and non-nutrition students are influenced differently by Instagram. The following discussion relates the found results back to current literature to highlight any links to positive or negative influences.
Figure 1 shows how many participants of the survey follow food and diet posts on purpose and how many see food and diet posts regularly. As shown, not everyone follows food and diet posts, but everyone asked had seen posts of this topic appear on their Instagram. The results for these questions agree with Brent (2019) who explains that due to social media algorithms, those who use social media do not always get a say in what they see. Social media algorithms can be a danger to individuals as something may appear on their account that could have a negative impact on them personally (National Institute of Mental Health, 2016). The results found would raise the question as to whether there should be stricter regulations in place on what can appear on an individual’s social media account? This is a question which would be worth researching in the future.
Currently, at the time of this research, anyone can post nutrition information online (Kimber, 2018). Participants of the survey were asked whether they think there should regulations on who can post diet advice on Instagram (Figure 3). Their answers showed that 84 per cent of participants think that regulations should be in place. Of that 84 per cent, 44.43 per cent stated that those who post about the topic should be qualified and 37.5 per cent said they think information should be monitored. Reasons for participants saying yes to this question show similarity to the results of the study carried out by Syed-Abdul et al. (2013) which state that it has become increasingly difficult to distinguish reliable health information from misleading or false content. Enforcing regulations on who can post and give information about diet may reduce the misleading and false content that is currently being seen online. A decrease in misleading and false information would be beneficial as there is evidence that people are increasingly looking to social media for health-related information, especially around the topics of diet and nutrition (Swist et al., 2016; Wartella et al., 2016; Goodyear, Armour and Wood, 2018).
Many of the participants in the survey state that Instagram should have regulations on who can post about diet. In addition to this, 87.5 per cent said that they would be most likely to trust a qualified nutritionist or dietitian to post about food or diet information (Figure 4). 12.5 percent of participants answered this question by saying that they would most likely trust a friend, and none said that they would trust a celebrity. The lack of trust in celebrities found in this study contradicts Djafarnova and Rushworth (2017) who found that individuals believe celebrities to be a trustworthy source of information online. However, the result of this study confirms that of Wilbert (2017) whose showed participants to more likely to trust their friends over someone who was famous on Instagram. As individuals are looking for information regarding health on social media, a suggestion from this research would be to introduce more government run Instagram accounts sharing honest information. The introduction of this could give individuals a safe place to turn to if they would like to learn more about health and nutrition whilst on Instagram.
Participants of the survey were asked whether they thought food and diet posts were overall a positive or negative feature on Instagram (Figure 5). Those who believed it to be a positive feature stated reasons such as “Can be useful if the information is from a reliable source, without undue influence or bias” and “Easy, accessible information regarding your diet and health options”. Instagram has been found to be a useful source of information with many using it to share and learn about health-related issues (Thoren et al., 2013). With this exchange of information online communities have been able to grow (Thoren et al., 2013). It has also been seen to be a helpful place for those with chronic health conditions who would like to find others with similar problems to have someone they feel they can relate to (Fox, 2011). Hearing people speak about what they have gone through can give others information about what to expect regarding symptoms, medications and treatments (e.g. coeliac disease, food intolerances). An individual may feel more comfortable knowing that the person who is sharing information is talking from experience and not because they are affiliated with a company or brand (Fox, 2011). 
Other reasons participants gave for Instagram being positive regarding food and diet included “As it encourages me to try and cook more instead of ordering fast food all the time” and “It’s free”. Instagram has many diverse recipes on its site, as seen by the researcher searching “recipes” on Instagram at the time of research. These recipes enable people to follow along and learn new preparation and cooking skills. The ability to cook increases the likelihood of an individual meeting nutritional guidelines as home cooked meals are more likely to contain vegetables, grains and good protein sources (Hartmann, Dohle and Siegrist, 2013). It has also been shown that healthy food posts are more likely to be supported on Instagram compared to less healthy posts (Turner and Lefevre, 2017). The bigger support for healthy food posts could indicate that Instagram influences and encourages a positive attitude towards healthy eating (Turner and Lefevre, 2017). The fact that this information is free may influence people to try more things as they do not have to purchase a recipe book for information. 
However, not all participants believed food and diet posts on Instagram to be a positive feature. Those who believed it to be a negative feature gave reasons such as “I think a lot of Instagram influencers are promoting food and food supplements/shakes for money without even knowing if the food is nutritional or not and in a lot of cases they aren’t” and “Many fad diets or “skinny teas” are just a scam and making people waste their money”. As mentioned, in recent years a new type of ‘word of mouth’ recommendation has appeared in the form of electronic word of mouth (Huete-Alcocer, 2017). As the popularity of Instagram has grown so has its contribution to the world of electronic word of mouth (Thoumrungroje, 2014). With this, there has been an increase in endorsements, celebrity endorsements been the most popular (Halonen-Knight and Hurmerinta, 2010). A recurring issue with this has been the danger of misleading information (Kimber, 2018). Many celebrities have faced negative press for misleading leading claims, especially within the area of weight loss (Whitehead, 2019; Mahdawi, 2018). Results of this research show that some participants can see the negative effects of endorsements online.
Another answer from a participant stated “There are too many posts on Instagram promoting diets or even dieting pills specifically aimed for weight loss and these often use models of a healthy weight for this. I believe this is concerning as many people who see this may believe they also need to diet or take pills if they are the same weight or slightly larger than the models”. The mention of models being used to promote products relates back to body image and the negative impact Instagram and other social media sites can have on self-worth. Studies have shown that regularly seeing photos of models and celebrities can cause body dissatisfaction lead by social comparison (Tiggemann and Zaccardo, 2015; Brown and Tiggemann, 2016; Hangreves and Tiggemann, 2009). The comparison that comes with models and celebrities on social media can also be a cause of eating disorders (Tiggemann and Slater, 2017). Participants did mention this as a concern of a negativity on Instagram stating, “Depending on your mental state they could have negative consequences regarding diet, eating disorders etc” and “It can be negative when people talk about how to lose weight”. Not only is social comparison posing a risk for eating disorders but so is the constant posting of food pictures which may affect certain people. A higher use of Instagram has been linked to the development of orthorexia nervosa (Turner and lefevre, 2017).  
Although some participants believe diet and food post on Instagram are either solely positive or negative the majority, 57 per cent, said they believed food and diet posts to be both for reasons such as:“Positive- helps give food inspiration and advice Negative- feeling bad if eating unhealthy foods” and “There can be valuable information for people.. The problem is I would know where to look as I am educated in the area. People who are not may tend to go to the wrong places for example celebrities or those who have amazing bodies who are just selling products. It’s about where and who they gather they're information from” These statements correlate to positives such as easy access to information and recipe ideas but also to negatives such as social comparison and misleading information, all mentioned above.
From the two focus groups a thematical analysis took place which showed the two main themes of the discussions to be positive factors of Instagram and negative factors. These two themes were then broken down into six first order subthemes and further spilt into seven second order subthemes. Positive first order subthemes included community, health and encouragement which saw participants talk about specific diets, recipes, advice and motivation. Negative first order subthemes included celebrities, photoshop and comparison which were discussed as paid posts, mis-leading posts and body image (Figure 1).
There were similar answers within the focus groups as there were stated on the online survey. Participants of both focus groups mentioned positives such as using Instagram for recipe ideas “So I do see a lot and follow a lot of vegan stuff on my Instagram … especially because I couldn’t cook, none of my family are vegetarian so I was kind of on my own so Bosh really helped me with that” and for sourcing information from people they feel they can trust “I’d say that, cause if someone is really successful and they say oh I’m using this naturally I’d use that too, especially if they have done a lot in their field then I’ll be like yeah I’ll do that too”. Negatives that accrued during discussion included mis-leading information “Probably like that the influencers would put up some edited picture and say that it’s the results of whatever but it’s really not”, celebrity paid posting “If its sponsored then they get paid a lot to post it so I wouldn’t necessarily trust that” and the negative impact comparison can have on body image “Could be quite harmful though couldn’t it. Like extreme diets, if someone said oh, I’ve lost 3 stone doing this try it, it could set someone onto one path and have a negative impact on their health” (Table 1). 
Another topic mentioned was the negative impact of photoshop with one participant stating “I think stuff like that, I think photoshopping for that reason should definitely go, you know what I mean it’s just false, its false imagery”. The negative association participants had with photoshop corresponds with Jones (2013) who has stated that the increased use of photoshop and other photo editing tools can give a false representation of reality to the viewer. Many food companies have been showed to use photoshop (Hugh,2012; Little, 2014). It was also mentioned by a participant how Instagram users can photo shop their bodies, with one participant saying “Stop making your bum look bigger”. The editing of personal appearance has been a problem talked about by Guest (2016) who believes it to be a primary source of unrealistic idealised characteristics of beauty. Photo-shopping a body can be linked back to the negatives of misleading information and social comparison, especially if the body that has been edited is being used to advertise a food or weight management product (Tiggemann and Zaccardo, 2015; Kimber, 2018).
Both focus groups were asked if they had ever bought or tried any foods or diets because of Instagram, answers are displayed in Table 3. Both groups mentioned the ‘teatox’ trend with the non-nutrition group stating “I used to see the flat tea tummy and I even I tried it in high-school, and I didn’t realise it’s basically just a laxative” and “Yeah detox tea and stuff like that and thought that would work and that was just disgusting, and it was just crap”. The nutrition group also stated “Is it skinny tea? Stuff like that and I was tempted to buy that by looking at the Instagram post looking at the woman on there. I didn’t in the end no, I just bought some like herbal green tea cause apparently it’s just the same”. The online survey also mentioned the ‘teatox’ trend with one participant stating, “Many fad diets or “skinny teas” are just a scam and making people waste their money”. 
It was of interest that both groups and the survey brought up this trend as it has been labelled as one of the biggest misleading and potentially dangerous products by many newspapers and blogs (Ihonor, 2017; Alexander, 2019). One participant of the non-nutrition focus group stated that she bought a brand not knowing it had laxative effects this coincides with Ihonor (2020) who stated that although consumers can read the product ingredients, they may not understand the effects of what is labelled. Although the nutrition group didn’t buy a ‘teatox’ tea they did state that they were tempted to due to seeing the model on the advertisement which links back to the social comparison present on social media (Tiggemann and Zaccardo, 2015; Brown and Tiggemann, 2016).
The result that both focus groups have, in some way, been influenced by Instagram rejects the alternative hypostasis and instead supports the null hypostasis there is no difference in influence between nutrition and non-nutrition students. The results displayed in Figure 4 also support the null hypostasis as no participant said they would be influenced by a celebrity. 
[bookmark: _Toc38401043]6.1 Strengths and limitations of this research
A main strength of this research is how current the topic discussed is in the online world. As the topic is relatively new it is always beneficial to research it more to get a better understanding. From the results of this study it was shown that everyone asked had been exposed to diet or food posts on Instagram, whether they chose to be or not. The prevalence of diet and food choice on social media highlights how it important for more research to be done. More research could enable social media providers and users to become more educated and aware of what they are posting and viewing. Furthering information surrounding this topic would be beneficial as it has been shown to affect the health of individuals. 
A limitation of this research could be the range of participants used for both the survey and focus group. As table 1 shows the majority of participants were female, results may have differed if there were more male participants. The main age range was 21-29 (table 1) this could have also altered results. For a more diverse range of feedback it would be suggested to use a larger sample of participants. Both focus groups seemed to have been influenced in years prior to this research, this could have affected the results as at the time of influence neither group had education in nutrition. Social desirability bias could have affected both the survey and focus groups therefore answers may not have been 100 per cent honest as participants may have responded to questions in a way they felt would be better favoured by the researcher or other participants (Drummond and Murphy-Reyes, 2018).
[bookmark: _Toc38401044]6.2 Practical Implications 
Information gathered in this research study could be of use for future research. Registered dieticians and nutritionists are present on social media (BDA, 2017). Although neither dieticians or nutritionists are required to post online about diet or food it would be of interest to know that many participants of this study would trust their online posts if they were to provide information about diet or food. Knowing this could influence more qualified dieticians and nutritionists to begin sharing their knowledge online. Feedback regarding online regulations could be useful for Instagram itself, and other social media sites, as it gives an insight into what users are concerned about and what could be done in the future.
[bookmark: _Toc38401045]Section 7: Conclusion
Through previous literature and the research carried out in this study it has been shown that both positive and negative factors can be found on Instagram which influence food and diet in various ways. Although there is a strong argument that social media can be damaging to health for reasons such as social comparisons and misleading information it cannot be ignored that it also enables health promotion, provides useful information and supplies recipe ideas. Research carried out for this study has helped to highlight some possible changes which could make Instagram a safer place for users. Potential changes to food and diet posts include putting firmer restrictions on misleading information or false advertising and introducing all photos that are edited to state they are edited. Both focus groups showed similar responses to questions which suggests that regardless of education or knowledge it is still possible to be influenced by social media, positively or negatively. Overall, more academic research needs to be carried out to further the knowledge on this topic, this could perhaps help encourage changes that are needed.
[bookmark: _Toc38401046]
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This survey is to gather data on the influence Instagram has on food and diet choices. Data gathered will be used for a BSc Hons Health, Nutrition and Lifestyle dissertation. All feedback will be anonymous. By completing the survey you will be consenting to your answers being used for data collection. You will be free to exit the survey at any point, answers will only be used once the survey is fully completed. There are no right or wrong answers. Thank you in advance for your time.

Top of Form

*1. Gender? w
Male
Female
Other
*2. Age? w
18-20
21-29
30-39
40-49
50+
*3. How many hours do you spend on Instagram per day? w
Less than 1 hour
1-2 hours
2-3 hours
3-4 hours
4-5 hours
5+ hours
*4. Have you ever seen a food and/or diet post on Instagram? w
Yes
No
*5. Do you purposely follow food and/or diet pages on Instagram? w
Yes
No
*6. If the answer to the previous question was "yes" can you please state why you follow food and/or diet pages on Instagram? w

*7. Have you ever bought or consumed a food product because you saw it on Instagram? w
No
Yes
Have wanted to but could not (cost, accessibility)
*8. Had Instagram ever made you want to change your diet? w
Yes - it made me feel guilty about my food choices, so I changed them
Yes - it gave me nutritional information which I have incorporated into my diet
Yes - it made me want to change as I felt guilty about my food choices, but I never did change
Yes - it gave me nutritional information I wanted to incorporate into my diet but did not
No
*9. Do you enjoy seeing food and/or diet posts on Instagram? w
I enjoy pictures of food
I enjoy diet information
I enjoy both
No
*10. Do you think there should be regulations on who can post diet advice on Instagram? w
Yes - people should be qualified on the topic
Yes - anyone should be allowed to post about the topic, but information posted should be monitored
No - anyone should be allowed to post about the topic even if the information may be incorrect
*11. Who would you be more likely to trust when viewing food recommendations and/or diet information?
Friend
Celebrity
Qualified nutritionists or dietitians
*12. Have you ever posted about food or diet? If yes, can you please start why? w

*13. Overall, do you think the access to food and diet posts on Instagram are a positive or negative thing?
Positive
Negative
Both
Uncertain
*14. Can you explain the reasoning to your answer to the previous question? Why is it positive or negative? 

















Appendix 2.
Focus Group Questions
1. How often do you use Instagram?

2. Have you seen food and/or diet advertisement on Instagram? If so where – do you follow pages for this reason?

3. From what you have seen advertised or shared by fellow Instagram users have you ever been influenced to buy or try the items advertised/shared?

4. Examples/why?


5. Have you ever bought, made or consumed something you saw online? Did it meet expectations?

6. Who would influence you more, people you know or people you don’t (celebs)?

7. Do you feel the influence of online food and diet posting is positive or negative? 

8. Have you ever posted about food or diet, if so why?



9. Instagram has introduced protocols on diet and weight loss related posts how do you feel about this?



10. If you could change anything about diet and food related posts what would it be? Why?


Appendix 3.
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Institute of Management and Health,
College Road,
Carmarthen.
SA31 3EP.
INFORMED CONSENT

Focus group discussion 

1) I confirm that the full details about the focus group process have been explained to me. I am clear about what is involved and a I am aware of the purpose. I can also confirm that I had the opportunity to ask questions.

2) I understand that the information I provide will be recorded but all personal details will be kept anonymised.


3) I agree to take part in the focus group.

Name of Participant                       Signature                                    Date

……………………….                       ………………                           …………….

Declaration by the student

I can confirm that I have provided information about the focus group process which the above participant has consented to.

Student Name                                    Signature                                     Date
……………………                           …………………….                          ………………..
Appendix 4.
Focus Group Nutrition Students
“Okay so to start I’m just going to ask how often does everyone use Instagram on average, for the day?”
PARTICIPANT 1 – I’d use it about an hour a day
“An hour”
PARTICIPANT 2 – emmm, yeah on and off probably about an hour, hour and a half 
PARTICIPANT 3 – probably about an hour
PARTICIPANT 4 – yeah probably about an hour
PARTICIPANT 5 – one to two hours
“One to two hours, excellent. Em when you are using Instagram have you ever seen food or diet advertisements?” 
PARTICIPANT 1 – yeah 
PARTICIPANT 2 – yes
“Yeah everyone has? Loads of nods”
PARTICIPANT 4 – yeah
“Em, where do you see them, or do you follow pages to see them on purpose?”
PARTICIPANT 1 – I follow them and then I think more come up when you do follow them... on the explore page
PARTICIPANT 2 – yeah
PARTICIPANT 4 – it’s a bit of both really 
“Bit of both?”
PARTICIPANT 5 – and near the top theres likes theres some posts that are promotions that are always going to come up regardless, so you see it through that
“See it through that. Em from what you have seen advertised or what you have seen shared by people you follow have you ever been influenced to buy or try anything you’ve seen?”
PARTICIPANT 4 – pancake recipe 
“Pancake recipe?” 
PARTICIPANT 4 – it didn’t work out 
“It didn’t work out, no?”
PARTICIPANT 4 – no 
PARTICIPANT 2 – I have more for diet. Is it, skinny tea?
“Yeah”
PARTICIPANT 2 – stuff like that and I was tempted to buy that by looking at the Instagram post looking at the woman on there
PARTICIPANT 1 – yeah, I’d probably be more recipes as well, I think than products
PARTICIPANT 2 – yeah, recipes
PARTICIPANT 3 – yeah
“Did you buy the skinny tea? (directed at PARTICIPANT 2)”
PARTICIPANT 2 – I didn’t in the end no 
“You didn’t?”
PARTICIPANT 2 – I just bought some like herbal green tea cause apparently it’s just the PARTICIPANT 3e
“Yeah so you found something, an alternative”
PARTICIPANT 2 – yeah, cheaper 
“Em, so when you made the pancakes it didn’t meet the expectations?”
PARTICIPANT 4 – no, I think that was more my fault though
“Oh”
“From recipes you’ve tried, has that met expectations?”
PARTICIPANT 1 – probably not, but it kind of just gives you ideas I think more than following it completely too
PARTICIPANT 2 – I always use it for ideas ... joe wicks ones good
Joe Wicks yeah – so would you say influenced by people you know or by people you don’t know 
PARTICIPANT 1 – probably people I don’t know
PARTICIPANT 2 – mm don’t know
PARTICIPANT 1 – I don’t know why
PARTICIPANT 4 – bit of both I think
“Bit of both?”
PARTICIPANT 2 – the higher status I think, bit more successful 
“More successful?”
PARTICIPANT 1 – yeah
PARTICIPANT 5 – I’d say that, cause if someone is really successful and they say oh I’m using this naturally I’d use that too
PARTICIPANT 1 – yeah it just influences
PARTICIPANT 5 – especially if they have done a lot in their field then I’ll be like yeah, I’ll do that too
PARTICIPANT 1  – yeah but then for product I’d probably believe someone I knew a bit more cause you’d kind of know that they might be paid if its like an influencer, so it would depend on the thing I think. A product I’d probably believe someone I know more, if that makes sense
PARTICIPANT 2 – what and then a diet someone you don’t know
PARTICIPANT 1 – yeah 
PARTICIPANT 2 – yeah, I’m the PARTICIPANT 3e
PARTICIPANT 1 – yeah
“Do you feel like the influence of online food and diet posting is positive or negative?”
PARTICIPANT 1 – I think positive
PARTICIPANT 2   – positive for me because it makes me try knew healthy meals
PARTICIPANT 1 – yeah
PARTICIPANT 3 – positive
PARTICIPANT 4- yeah
PARTICIPANT 5 – yeah positive
PARTICIPANT 2 – but like when you do see like a nice pudding on there it makes you want to go and get some chocolate 
“Have you ever posted about food or diet yourself?”
PARTICIPANT 1 – I actually haven’t. No, I just like to follow them than do it myself.
PARTICIPANT 2 – just a picture probably 
PARTICIPANT 1 – yeah maybe like a picture
PARTICIPANT 2 – of like what I’ve cooked
PARTICIPANT 4 – probably done a picture, don’t think I have advised people
PARTICIPANT 1 – yeah 
PARTICIPANT 5 – never posted one
“Never?” 
PARTICIPANT 5 – yeah
“Why did you post a photo of your food?”
PARTICIPANT 4 – looked nice
“Because it looked nice?”
PARTICIPANT 4 – I thought if I saw that I’d like that 
“Em, Instagram is going to put restrictions on em, diet posts and cosmetic surgery posts, how do you feel about this? Do you think it’s a good think or a bad thing?”
PARTICIPANT 1 – I think it’s a good think for younger people or people that aren’t like as educated about stuff like that. I think it’s a good thing
PARTICIPANT 2 – so we wouldn’t be able to find any sort of meal plans or stuff like that?
“No, I think it’s just like diet … ”
PARTICIPANT 2 – oh just for diet
“… Weight loss type of things, there’s an age restriction”
PARTICIPANT 1 – but then you could just up your age and get around it
“That’s true. Em, do you think the people that post about em food information or diet information should be in somewhat trained, or have a qualification to do so?”
PARTICIPANT 2 – yeah 100 per cent
PARTICIPANT 1  – yeah 
PARTICIPANT 4 – yeah
“Or should everyone be able to post”
PARTICIPANT 4 – There are different things though I reckon you can give recommendations and not like tell people to do anything 
PARTICIPANT 1 – yeah if they show it as like advice and not like em what you should do, that’s it’s a bit like, that its clarified 
PARTICIPANT 2 – could be quite harmful though couldn’t it. Like extreme diets, if someone said oh I’ve lost 3 stone doing this try it, it could set someone onto one path and have a negative impact on their health.
“That’s true. If you could change anything about food and diet related posts, what would it be? Or would there be anything?”
PARTICIPANT 4 – I don’t know 
PARTICIPANT 1 – Probably like that the influencers would put up some edited picture and say that it’s the results of whatever but it’s really not, it’s just like whatever they’ve done to get like paid for their like em like using that product working with the company
“So, sponsorships and …” 
PARTICIPANT 1 – yeah, that it’s not like the results of exercise, as well it could be like a tea or whatever that they’re trying to show that that’s what it did for them but it’s like photoshopped
“Yeah”
PARTICIPANT 1 – Yeah
“Does anybody feel like since they’ve studied nutrition, they are more aware to what people are posting or they’re less influenced?”
PARTICIPANT 1 – I think I’m less influenced 
“Since studying nutrition?”
PARTICIPANT 1 – yeah 
PARTICIPANT 3 – I know someone who posts about em Juice Plus all the PARTICIPANT 5e and now I just like to ignore it
“Since you’ve studied …”
PARTICIPANT 3 – Yeah 
PARTICIPANT 2 – that’s true I think I’m more aware of what’s going on but I find my own way of eating healthy now so I’m more aware and knowledgeable on what is healthy rather than going from someone else’s opinion 
PARTICIPANT 5 – No I’m not really influenced because you manly eh, you see coaches or players saying eat this and do this, I’m not really influenced by what other people say because I know what food is actually good and what we should be eating in general and the way I’m eating right now I feel like sometimes I’m not really healthy but everyone’s not going to be healthy all the time everyone has a cheat day 
PARTICIPANT 1 – Yeah
PARTICIPANT 5 – as long as you eat healthy during the day there’s nothing wrong with it
“Okay well that was my last question so thank you, we are finished.” 
[bookmark: _Hlk38327137]*Off recording* it was asked “Are there any questions about any of what was mentioned?”, there were no questions.  







Appendix 5.
Focus Group – Non-Nutrition Students

“Okay so we’re recording. So, how often does everyone use Instagram? Just a rough average?” 

PARTICIPANT 1 – I’d probably go with 20 minutes a day 

PARTICIPANT 2 - feel like an hour 

PARTICIPANT 3 - a good hour 

PARTICIPANT 4 - an hour 

PARTICIPANT 4 - 20 minutes 

“A day?” 

PARTICIPANT 4 - yeah 

“Em, when you’re on Instagram do you often see food or diet advertisements?” 

PARTICIPANT 1 – Yeah, I got a lot on mine 

PARTICIPANT 3 - I see from the body coach and his diet plans but that’s about it 

PARTICIPANT 2 - I do, like when you go on the like explore page usually or its just workouts, but I usually find most of it on like Pinterest. Pinterest has got like most of like the food” 

“The food” 

PARTICIPANT 2 – yeah and stuff 

“Do you follow any em Instagram pages or do you go on the explore page for the purpose of em finding food or diet information?” 

PARTICIPANT 2 - sometimes 

PARTICIPANT 3 - yeah sometimes I’ll just have a little bit of an explore but I really follow 
anything 

PARTICIPANT 4 - especially if someone famous is advertising it as well, because they’re creditable  

PARTICIPANT 1 - yeah  

PARTICIPANT 2 - *coughs to imply no* 

PARTICIPANT 1 - I find a lot of vegan, and have you seen Bosh? 

“Yeah” 

PARTICIPANT 1 - they do a lot of vegan foods or vegetarian foods; they were on YouTube, but I watch them on Instagram now because it’s just quicker ten second videos and pictures. So, I do see a lot and follow a lot of vegan stuff on my Instagram 

“Because you’re vegan?” 

PARTICIPANT 1 - yeah  

“Okay, interesting.” 

PARTICIPANT 1 - well I’m vegetarian 

*laughter* 

“So, from what you’ve seen em advertised or shared by fellow Instagram users have you ever been influenced to buy or try what they’ve shared?” 

PARTICPANT 4 - yeah, yeah 

PARTICIPANT 3 - yeah 

PARTICIPANT 1 - again because I’m trying to be vegan 

“So, you’d be influenced by vegan foods and stuff that you see online?” 

PARTICIPANT 1 - yeah. I tried to buy jack fruit because I saw that jack fruit is a good alternative for tuna, couldn’t find any jack fruit so I still eat tuna 

*laughter*

PARTICIPANT 3 - oh yeah 

PARTICIPANT 1 - there we go there’s one 

PARTICIPANT 4 – there’s that teeth thing that keeps coming up as well, the one with the blue light, the one that you’re supposed to put in your mouth 

PARTICIPANT 3 - *gasps* oh yeah 

PARTICIPANT 1 - saw that today 

PARTICIPANT 4 – it’s called HiSmile, it like comes up all the time on Instagram 

PARTICIPANT 1 - the vitamins as well the ones like …

PARTICIAPANT 2 - the sugar bear hair 
PARTICIPANT 1 - Yeah 

PARTICIPANT 3 - Yes 

PARTICIPANT 1 - I see a lot of that 

PARTICIPANT 2 - I used to see the flat tea tummy 

PARTICIPANT 1 - oh yeah 

PARTICIPANT 3 - oh yes 

PARTICIPANT 2 - and I even I tried it in high-school, and I didn’t realise its basically just a laxative  

PARTICIPANT 1 - yeah 

PARTICIPANT 2 - and I don’t have any problems pooping as it is 

PARTICIPANT 1 - yeah, I think a lot of it is just that isn’t it like a lot of just dietary tablets and stuff 

PARTICIPANT 2 - I did also see when like Kim Kardashian was like advertising for that um craving nullifier, the lollypop that like stops your cravings and I was like, really?? Like first of all your body (directed at Kim Kardashian) is mostly plastic and second just fucking eat your fruits and vegetables 

*laughter* 

PARTICIPANT 1 - yeah  

“Do you think had you know it was a laxative you would have bought it?” 

PARTICIPANT 2 - No, I had just, well it was my friend actually she was tring to get rid of it and so she was like if you give me 10 bucks I’ll give it to you because I don’t want to use it 

“Oh okay” 

PARTICIPANT 2 - but yeah, I mean I wasn’t very skinny in high-school, so I was just trying lots of stuff  

PARTICIPANT 1 – yeah, I was the dame as well I think I actually bought some kind of vitamin stuff that was advertised from Holland and Barrett it was meant to be something that keeps your metabolism going  

PARTICIPANT 2 - Oh I’ve definitely bought like B12s 

PARTICIPANT 1 - yeah yeah, when I just got like loads of half pots now of tablets that I keep buying and then just forgetting and just don’t use 

“Do you feel like what you’ve bought has met up to expectations?” 

PARTICIPANT 1 - no 

PARTICIPANT 2 - no 

PARTICIPANT 4 - not at all 

PARTICIPANT 2 - I feel like it’s kind of like a placebo effect 

PARTICIPANT 1 - it is definitely a placebo I think 

PARTICIPANT 3 - I think I tried like the de … de what is it? 

PARTICIPANT 1 - detox? 

PARTICIPANT 3 - yeah detox tea and stuff like that and thought that would work and that was just disgusting, and it was just crap wasn’t it for the diet and stuff 

PARTICIPANT 1 - yeah because it didn’t work 

PARTICIPANT 3 - nothing works 

“Em, do you think you’re more influenced by things or to make things by people you know posting or by influencers or celebrities?” 

PARTICIPANT 2 - influencers I’d say more than people I know  

PARTICIPANT 3 - yeah  

PARTICIPANT 1 - I watch, I know one girl like she never used to be big but she’s a lot more fitter now and I’ve grown up with her and she’s not a massive Instagram celebrity but she does have a blog now instead she doesn’t really post much about food or vitamins but she does do the workouts and I’ll just like keep up to date like oh okay she’s done this work out maybe I can take from that and yeah 

“So, you feel it’s sort of a good thing to do that?” 

PARTICIPANT 1 - yeah I think it’s just because I know her so it’s like moral support but then I kind of know that she kind of knows what she’s talking about now because I know she’s gone and studied some particular stuff so I trust her more and like body coach  

PARTICIPANT 3 - body coach yeah. There are other people like there’s like a fitness brand back at home that encourages people to literally work out probably all week and then like stick to like your regular diet and I’m just like how does that even work? Cause like he’s telling you to keep on eating like the same foods you would. Like oh yeah go to the gym and do like an hour doing this and then like okay you can go home and have pizza like how is that good? Like no dieting type of thing, like I don’t get that 

PARTICIPANT 2 - half of it is what you do in the kitchen  
PARTICIPANT 1 - yeah 

PARTICIPANT 2 - well more than half I would say  

PARTICIPANT 3 - yeah  

PARTICIPANT 2 - but I, like if I’m following someone that I know it’s, there’s an older woman that used to work with my dad and she’s just one of those like very like no packaged foods things and she just like we grow all our vegetables in our garden and like stuff and so her, I’ll take some advice from on like what you can take … on what you can eat to like supplement protein without it being beef or something. So, like I get tips from her and you can just like message her and she’ll get back to you which is nice. 

“Yeah, its nice because like you know someone so you feel like you can reach out to them or ask them?” 

PARTICIPANT 2 - ummhmm 

“Do you think you’d be more likely to take em advice if it was like a governed ..  like the NHS posting it or something?” 

PARTICIPANT 1 – ehh … honestly probably not. Just because of propaganda and shit like that. Yeah, I don’t know, NHS like I just don’t know 

PARTICIPANT 3 - Depends though on who 

PARTICIPANT 4 - if its sponsored then they get paid a lot to post it so I wouldn’t necessarily trust that  

PARTICIPANT 1 – yeah, I’d just see it and bypass it like a normal poster 

“So, would sponsored advertisements sort of turn you off a product?” 

PARTICIPANT 4 - yeah 

PARTICIPANT 1 - yeah 

PARTICIPANT 2 - I mean like even at home cause I know obviously in Canada we don’t have the NHS but em like even like the food pyramid like im pretty sure they’ve taken dairy out of like the like necessary like part of the like needed food groups, like your daily things I’m pretty such dairy’s like gone no. so like even if it is, science is always changing anyway. 

“Yeah that is true” 

PARTICIPANT 2 - but the common factor seems to be to eat fruits and vegetables  

PARTICIPANT 3 - yeah 

PARTICIPANT 2 - like more than everything else 

PARTICIPANT 3 - and you’ll be fine 

“So, do you feel like em the presence of food and diet posts are a negative or a positive on Instagram?” 

PARTICIPANT 2 - I will say that a lot of, like if its positive or negative is going to be based on like who you are, rather than, like if you got body image issues like it will be different from someone who’s I don’t know like a bit more confident, I don’t know. Um, cause like I’ll see like really like fit girls on Pinterest and Instagram and I’ll be like right that’s reminding me to keep my goal in mind and it’s like don’t forget about it because sometimes you might get upset that like oh you’re not eating properly but it’s because you forget about gaols and stuff. So, I’d see it as a positive. 

PARTICIPANT 1 - I think I see the ones that I look at as positive, so if I was like to go down my news feed I’d see like Bosh, and they’re just two lads they just wear kind of plain black tops so you don’t really get a body image from them and if you go through their Instagram it’s just the food, and just the recipes, you don’t see the body as well, whereas some girls, mainly from like Love Island and stuff they will post pictures them in boobs kind of bras 

PARTICIPANT 3 - bikinis 

PARTICIPANT 1 - short shorts holding a beautiful bowl of porridge, that I think is shite. 

PARTICIPANT 3 - which they’re probably not going to eat 

PARTICIPANT 1 – yeah, they probably don’t eat that 

PARTICIPANT 3 - they’re just being paid 

PARTICIPANT 1 - they’re just eating dust or something, you know what I mean they obviously just did a work out and that’s obviously been edited, that I think is really negative when celebrities are using that ‘look at this bowl of porridge’ as a look at my butt kind of image but people like Bosh like are more genuine and its just the food I think that’s quite positive, especially because I couldn’t cook, none of my family are vegetarian so I was kind of on my own so Bosh really helped me with that 

PARTICIPANT 3 - yeah, its half and half then really 

“Yeah I suppose it is. Em, Instagram have introduced a new age restriction on some diet and weight loss posts, have you seen that?” 

PARTICIPANT 1 - no  

*group shake heads to indicate no* 

“Em, I don’t know if it’s been put into practice yet, but I do think they are doing it, em do you feel like this is a good or a bad thing?” 

PARTICIPANT 1 – yeah, a good thing 

PARTICIPANT 3 - I think its definitely a good thing 

PARTICIPANT 2 - It’s a good thing, I mean the only reason your metabolism is as high as it going to be when you’re like under 19 I’d say and the only, I mean besides keeping your body probably fuelled, the only good thing about like practising those kind of of like eating well and exercising well is so you have good habits for when your metabolisms not so good. 

PARTICIPANT 1 - yeah 

PARTICIPANT 2 - also like anyway like nobody knows what they really need for a long time anyway 

“Do you think that posts should be regulated on who can post about food?” 

PARTICIPANT 2 - I think sponsored stuff should be 

PARTICIPANT 3 - yeah 

PARTICIPANT 1 - I think again just going back to like, it’s not going to happen is it, but like celebrities should stop posting pictures of them naked holding bowls of cereal in their hands you know what I mean, I think it should be, if it’s going to be a food post and its specially about food just post the food 

PARTICIPANT 3 - yeah  

PARTICIPANT 1 - don’t make people feel bad just because you’re skinny you know what I mean 

PARTICIPANT 4 - they have probably photoshopped themselves as well 

PARTICIPANT 1 - yeah exactly, I think stuff like that, I think photoshopping for that reason should definitely go, you know what I mean it’s just 

PARTICIPANT 3 - false 

PARTICIPANT 1 - false, its false imagery, its fucking propaganda  

“Em, has anyone here ever posted about food or diet?” 

PARTICIPANT 3 – yeah, I think so 

PARTICIPANT 2 – yes, I made a smoothie bowl one time and I was like oh my god its beautiful. It was way too much yeah, I definitely made way too much 

PARTICIPANT 1 - I have a thing that’s just titled food on like my highlights but to be honest when I go through it it’s just pizza, its literally just pizza, burger, pizza 

PARTICIPANT 3 - all the stuff you’ve made 
PARTICIPANT 1 - yeah like if I’ve made like oh I’ve made a homemade pizza *goes to take out phone* actually I’m not going to show it because my diets really bad *takes a look at phone* oh haha, pancakes  

PARTICIPANT 3 - bit of Nutella in there? 

PARTICIPANT 1 - okay maybe I should look at my – cake – I need to have a rethink about that. So, my food is really bad 

“Why do you share food on your Instagram?” 

PARTICIPANT 1 - because it’s cool 

PARTICIPANT 2 – yeah, my smoothie bowls pink *shows the group* 

PARTICIPANT 3 - aw look how pretty it looks 

PARTICIPANT 2 - and like you see it all the time so like sometimes when you achieve like what something else looks like it’s like I did it 

*Laughter* 

PARTICIPANT 3 - yes 

PARTICIPANT 1 - I got to be honest though a lot of mine is just like ‘dominoes tonight, ohh cheeky pizza’ 

PARTICIPANT 3 - ha-ha yeah what I have in wagas (Wagamamas), I always post what I have in wagas all the time, not on Instagram but on snapchat 

PARTICIPANT 2 - to be fair every time I go out with like my boyfriend its we’re going somewhere to eat and so my parents would be like do you guys do anything else because every time you post something on Snapchat or Instagram or whatever, it’s never a post but it’s like one of those it will go away in 24 hours my parents are like how many places did you go eat yesterday 

“ha-ha that’s funny” 

PARTICIPANT 2 - anything *names other participant*? 

PARTICIPANT 4 - No 

*laughter* 

“you’ve been nodding to some bits or shaking to other bits” 

PARTICIPANT 4 - yeah, trying not to be too sniffly 

PARTICIPANT 3 - I think I’ll just like post, I think I’ve posted one meal before on my Instagram page which was like years ago and it was like massive plate of like spaghetti and I posted like an after and before just to show people that I can eat like a massive meal  

*laughter* 

PARTICIPANT 3 - cause like cause people see me as small and they’re like oh you hardly eat anything sort of thing I posted a massive picture of my spaghetti being like before and after being like yeah I ate all that, so and that’s probably it 

“So, it’s more that you just share for the social side of it” 
PARTICIPANT 2 - yeah  

“You’re not promoting anything you’re just having fun on Instagram really?” 

PARTICIPANT 3 - yeah as you do  

PARTICIPANT 2 - especially if you try somewhere new like somewhere that’s like just opened 

PARTICIPANT 3 - yeah  

PARTICIPANT 2 - or like its’ like a bit boujee  

PARTICIPANT 3 - yeah  

PARTICIPANT 1 - oh sometimes I will post like oh look this is vegan this is vegetarian just because I know I got other vegans and veggies who are friends and like oh wagamamas got a new vegan menu Frankies and Bennies got a new vegan menu, so I post like that kind of references I guess but other than that  

“To share with people to like give reviews or like stuff?” 

PARTICIPANT 1 - yeah  

“Is there anything about food and diet related posts that you would change and why? I think there was sort of a general, the celebrities and ...” 

PARTICIPANT 1 - stop making your bum look bigger 

“Photoshop” 

PARTICIPANT 1 - yeah  

PARTICIPANT 3 - yeah  

PARTICIPANT 1 - other than that I think that’s it 

“yeah okay, thank you that is all the questions” *Off recording* it was asked “Are there any questions about any of what was mentioned?”, there were no questions.  

 


What is followed on Instagram vs. what is seen

Yes	
Do you purposly follow food and diet posts on Instagram 	Have you seen food or diet posts on Instagram	66	100	No	
Do you purposly follow food and diet posts on Instagram 	Have you seen food or diet posts on Instagram	33	0	answers


Per centage of answeres




Has Instagram ever made you want to change your diet?

Column1	
No - It has not made me want to change my diet	Yes - It made me feel guilty about my food choices so I changed them	Yes - It gave me nutritional information which         I have incorpated into my life	Yes - It made me want to change as I felt guilty about my food choices but I never did change	Yes - It gave me nutritional information I wanted to incorporate into my diet but did not	32.14	10.71	32.14	16.07	8.93	Column2	
No - It has not made me want to change my diet	Yes - It made me feel guilty about my food choices so I changed them	Yes - It gave me nutritional information which         I have incorpated into my life	Yes - It made me want to change as I felt guilty about my food choices but I never did change	Yes - It gave me nutritional information I wanted to incorporate into my diet but did not	Answers


Percent



Do you think there should be regulations on who can post diet advice on Instagram?

Answers	
No -                                                                Anyone should be allowed to post about the topic even if the information may be incorrect	Yes -                                                                            People should be qualified              on the topic	           Yes -                       Information that is posted should be monitored 	16.07	46.43	37.5	Answer 


Per cent



Who would you be most likely to trust when viewing food recommendations and/or diet information?

Column1	
Friend	Celebrity	Qualified nutrionists or dietitians	12.5	0	87.5	Answers


Percent



Overall, do you think the access to food and diet posts on Instagram are a positive or negative thing?

Series 1	
Positive	Negative	Both	Uncertain	19.64	5.36	57.14	17.86	Answers


Per centage
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