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[bookmark: _Toc573629259]Abstract

This dissertation examines the impact of media on ethical reasoning and social views regarding veganism and animal agriculture in today's digital landscape. The aim of this study is to understand how emotional; ideological and information factors shape moral and trust in food related issues. Examination of how the media creates moral meaning and influences ethical decision through four guided objectives, assessing platform effectiveness, health related narratives, decision making and exploring long-term perspectives. 
A qualitative interpretivist approach was adopted using Braun and Clarke’s, (2019) reflective thematic analysis to created seven interconnected themes. Emerging from the data analysis were media narratives, emotional influence and persuasion, confusion and misinformation, Stigma and social reactions and media as a suppressor and catalyst. Participants revealed through these themes that the media charges emotions, divides ideology and manipulates yet also can inspire ethical reflection and behaviour change. 
 Audiences demonstrated through the findings that they were not passive recipients but active interpreters who negotiate moral within a digital landscape. Building trust in the media requires honesty, transparency and empathy as demonstrated by the discussions of these findings inside ethical communication theory. By highlighting the relational nature of ethical communication and necessity of balanced evidence-based messaging the study enriches media studies and business ethics.
To gain deeper knowledge future research of how the media effects perception and behaviour the use of cross-cultural sampling, algorithmic analysis and quantitative analysis should be carried out.
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[bookmark: _Toc1887718348][bookmark: _Toc646546935][bookmark: _Toc1210660557]Chapter One: Introduction

[bookmark: _Toc618993176][bookmark: _Toc1244461267][bookmark: _Toc781366310]1.1. Aim

The aim of this research project is to explore and document the perceptions of individuals who identify as vegan, vegetarian or follow a mixed diet with a focus on understanding the motives behind their choices and factors that have influenced these decisions.

[bookmark: _Toc1103846533][bookmark: _Toc257998881][bookmark: _Toc492009873]1.2. Research Objectives 

· To critically review relevant literature surrounding diets choices with particular attention to perceived health benefits and challenges associated with vegan, vegetarian, and mixed diets. With thematic research identifying key themes and interpretative meanings that shape dietary decisions.
· To explore personal motivation and influences from external sources that have led individuals to adopt dietary changes through semi-structured interviews to gather rich qualitative data.
· To examine the role of media campaigns in shaping perceptions and influencing dietary choices.
· To make recommendations of how the media has influenced people's dietary choices and the health consequences.


[bookmark: _Toc203043863][bookmark: _Toc1857328817][bookmark: _Toc1524861912]1.3. Research Questions


· How do media campaigns promote and critiquing both veganism and animal agriculture influencing public perceptions of dietary choices?
· How do different media platforms vary in effectiveness at shaping individuals' dietary decisions and influencing public perceptions of veganism and animal agriculture.
· How are health-related narratives being portrayed in promoting veganism and critiquing animal agriculture?
· How are long term studies of effectiveness and health benefits aligning with perceptions issued by the media.

[bookmark: _Toc1797266344][bookmark: _Toc31182752][bookmark: _Toc1907464862]1.4. Rationale

“Nothing will benefit human health and increase the chances of survival of life on earth as much as the evolution to a vegetarian diet,” (International Vegetarian Union, 2025). Albert Einstein supported a vegetarian lifestyle a quote often cited despite its uncertain origin. Historically, the concept of dietary choices has been explored by influential thinkers. Pythagoras advocated for diets that excluded the killing of animals favouring foods derived from living beings such as eggs and milk, (Leitzmann, 2014). These historical perspectives raise important questions about how these diets have re-emerged as a prominent topic in 2025.
In recent years dietary choices have increasingly become politicised and moralised with gaining visibility through media campaigns focusing on health, sustainability and animal welfare, (Giraud, 2023).Within this context  plant based products often framed as a superior source of protein driven by an extensive appeal to a larger demographic and geographic consumer base that value ethical and sustainable consumption challenging the animal agriculture industry, (Dobbe, F, C, & Cederberg, C, 2025). However, despite this ideological shift companies frequently maintain a relationship to meat by marketing products such as plant-based sausages and burgers. This strategy allows consumers to adopt ethical eating without sacrificing familiarity easing transition and expanding market appeal, (Perussello, C, A, et al, 2025).
[bookmark: _Int_M6ooLN03]The role of the media and marketing play a central role in consumer behaviour and public disclosure, shaping the pseudo environment on which decisions are made, (Arnold-Foster, T. 2023). Lipmann, (1958) argued that the media constructs realities and creates environment that influence dietary norms and ethical debate. Social media has become an extension of daily life, with features like reels and influencer endorsements playing a leading role in marketing strategies, with the use of algorithms increasing visibility on subject matters. It is fair to say that any publicity is beneficial as it increases the views. Through contemporary media campaigns and user generated content information regardless of reliability or misinformation is spread world-wide. 
The aim of this study is to focus on Facebook, Instagram and TikTok and the influence that is had on customer perception especially the behaviour and effect. 



[bookmark: _Toc1681720947][bookmark: _Toc1490237256][bookmark: _Toc1170232284]1.5. Significance

This research is necessary as it explores the relationship between media influence and personal dietary decision making which is an area that is under explored in qualitative research. Roumeliotis, et al, (2024) used qualitative interviews to explore how people make food choices examining cultural, moral, and personal choices, while Berkemeyer & Wehrmann, (2022) suggest that motivations into behaviour shits is aligned to sustainable nutrition. Many studies have explored the relationship between demographic groups and eating choices, (Yeşilçimen, P., & Akın, H. B. 2025; Bobe, M., Procopie, R., & Bucur, M. 2025; Borzekowski, D., Boehm, E., Berger, N., Lindemann, A. K., Trescher, D., Lohmann, M., & Böl, G. F. 2025). While many studies focus on ethics, morality and personal conduct, (Makkar, M., Yang, Y., & Lamarche-Beauchesne, R. 2025; Atayee-Bennett, E. 2024; Saintila, J., Pizarro-Ramírez, E. L., Acosta Enríquez, M. E., Zanga-Céspedes, M., & Calizaya-Milla, Y. E. 2024). Despite these finding there is a distinct gap in research specifically experiences of individuals through their relationships with media and how it has shaped their choices.
By focusing on personal narratives and perceptions the aim is to create a deeper understanding of the cultural and epistemological dimensions of food ethics in the modern world. While quantitative studies measure trends or health outcomes their fewer studies capturing audiences' perceptions.
This research is grounded in subjectivist ontology and interpretivist epistemology recognising that knowledge is built shared experiences. Through semi-structured interviews and thematic analysis, the aim is to uncover complex motivations and influences behind dietary change and the contribution that the media has played. 

[bookmark: _Toc16913733][bookmark: _Toc131197478][bookmark: _Toc424804871]1.6. Limitations

As this study is grounded in a subjectivist ontology and interpretivist epistemology findings are shaped by both participant and researcher analysis. While this is a strength for understanding meaning making it also introduces researcher bias in data interpretation, theme development, and framing narratives.
[bookmark: _Int_qkVnSU7B]Due to the qualitative design and use of semi-structured interviews with a small sample findings cannot be statistically generalised to a wider population. Instead, the study relies on transferability, meaning relevance depends on similarity of contexts rather than representativeness. This limits broader claims about social media’s influence on dietary behaviour across diverse cultures.
[bookmark: _Toc1992734731][bookmark: _Toc1666443856][bookmark: _Toc422256574]Chapter Two: Literature Review

Examination of key academic debates and empirical evidence relevant to the aims set out for this dissertation will provide evidence of a wide range of perspectives and identifying any research gaps. Across fields such as cultural and political rise of veganism, the media and the internet, media framing and public perception of veganism, marketing and consumer perception of veganism, health benefits vs harm of vegan diets, meat substitutes and consumer behaviour, identity, stigma, and the lived experiences of veganism. By critically identifying relevant bodies of work the review identifies what is already known and where scholarly gaps will remain. 

[bookmark: _Toc1760650253][bookmark: _Toc1016930816][bookmark: _Toc331435163]1.1. Cultural and political rise of veganism

Dietary choices are shaped by numerous factors, culture, religion, traditions, affordability, social networks, marketing, and political influence all play a role in what people eat. Food is connected to family, identity and community with eating habits passed down through generations, (Jayasinghe, S. et al, 2025). Enriquez, J. P., & Archila-Godinez, J. C. (2022), supports the theory that food choices are connected by social and cultural factors not just personal preferences, highlighting culture and social class influences what foods are seen as “Normal” or desirable, inequity and access to food effect how people can make healthy choices, food environments such as shops, advertising and availability push unhealthy options along with the social pressures of habits and taste preferences. Aligning with the argument that food choices are shaped by social and cultural factors Kalte, D, (2021) demonstrates that alongside this theory many vegans adopt this lifestyle as a form of political participation grounded in ethics and social justice. Together it is suggested that veganism is not as simple as dietary preference but rather a complex play of moral values, cultural and social pressures. 
Ethical veganism is a core subject matter when identifying the relationship between lifestyle choice and cultural influence, while Cochrane, A., & Cojocaru, M. D. (2023) argues that ethical veganism misses the bigger picture and suggest it is a political movement. They argue that veganism challenges systems that exploit animals, using the idea of political solidarity by targeting the systems not the individuals, through protests, boycotts, conscious consumer choices and raising awareness. Wootton, R. (2024), in his thesis suggests that different vegans' motivations create different reactions he focuses on three motives, animal rights vegan, environmental vegans and health vegan.
This growing cultural and political visibility shows that veganism is shaped by far more than personal preference underscoring the importance of examining the social, ethical, and communicative forces that guide these choices.

[bookmark: _Toc1116227537][bookmark: _Toc614100408][bookmark: _Toc1012267493]2.2 The media and the internet

The development of the internet has innovated the forms of communication used in everyday life; the role of artificial intelligence is set to accelerate this. As part of the Census 2021 studies conducted into the usage of the internet in homes showed that every household with children have internet in the home, (Office of National Statistics, 2020). The use of the internet in our everyday lives has made it a critical part in how we communicate, learn, and have entertainment, whether its messaging friends, scrolling through feeds of any nature and news at the tap of a finger. A qualitative study in 2022 in Sweden aimed to analyse the roles of social media and how they play a role in the organisation of everyday life. They found that substantial time was spent on numerous platforms which filled distinct roles in their lives which varied on age, gender, class and between individuals, (Bengtsson, S., et al., 2022). The variety of demographic associations with such a broad range of social media platforms can instigate issues within this study focusing on a specific gender or age category could unintentionally become biased, with this it is imperative that each demographic group is represented through this thematic process. 
It is unsurprising that mobile phones have become so deeply integrated into daily life that individuals often manage them as though they were a physiological extension of a third limb. This theory of digital dependency is supported by numerous articles, however, a significant statement from, Lambert, A, et al, (2024), suggests that marketing theorists exploit vulnerabilities through networking sites for financial gains this links into the research question and foundation of this study.
 
[bookmark: _Toc969260062][bookmark: _Toc1318353667][bookmark: _Toc1344587369]2.3 Media framing and public perceptions of veganism

Approaching the topic of media framing that its evolution over last decade has been significant. The rise of the internet has fundamentally reshaped how audiences engage and interpret media. Within this landscape newspapers continue to hold distinct political positions often producing content that reflects their ideological biases, (Jayasinghe, S., et al, (2025). Boardman, A, (2023), for the University of Leeds suggest that through his study the use of the term “plant-based diet” instead of “Vegan” normalises the diet while sideling the movement. The suggestion that newspapers talk about health, environment and lifestyle trends while rarely talking about ethics, animal rights and veganism as a political movement supports this. However, an article issued by Public Health Nutrition, (Jayasinghe, S., et al, 2025) suggests that media coverage of red meat is divided, with articles creating a sharp divide of “Us and Them.” Industry groups frame the movement as “Vegan Agenda” challenging scientific evidence by encouraging views of cultural traditions, choice, and the effect on farmers livelihoods, while health experts and academics environmental harm and health benefits of meat consumption. Both articles highlight how the media plays a powerful role in shaping public understanding food related issues, the use of language and emotions shapes attitudes leaning on a person's moral compass and lived experiences. 
Social media presents new challenges where traditional outlets and communities influence each other. Social media platforms now play a significant role in shaping public conversations, fast moving communication spreads messages quickly and unpredictably. Users create and share emotions and lived experiences creating online communities and social movements reshaping narratives, (Güran, M. S., & Özarslan, H. 2022). Anti – vegan communities on Reddit provide a space where users reinforce opposition to veganism through shared narratives, dark humour, and firsthand experiences. Analysis of 49,000 posts through a study for Appetit, (Gregson, R., et al, 2022) discussions centred around themes of health concerns, critiques of vegan sciences, arguments over inevitability of animal death and moral rejection of vegan ethics. This article supports the theory of creating communities who collectively share their emotions and lived experience, reshaping narratives especially when these communities' users are ex-vegans validating their experiences. Meanwhile this stands true for the vegan communities, an article published by the same authors argue that open discussions around vegan challenges on social media helps reconfigure eating habits while helping “people rethink the meaning of eating” through discussions of food production, policy issues, environmental impacts, ethics and animal welfare, (Gregson, R., et al, 2022).

[bookmark: _Toc449754473][bookmark: _Toc234069120][bookmark: _Toc1799347542]2.4 Marketing and Consumer perception on veganism

Social media has become an extension of daily life, with features like reels and influencer endorsements playing a significant role in marketing strategies, with the use of algorithms increasing visibility on subject matters. It is fair to say that any publicity is beneficial as it increases the views. The aim of this study is to focus on Facebook, Instagram and TikTok and the influence that is had on customer perception especially the behaviour effect. Phua, J, et al (2020), investigated through mixed methodology research the types of posts about veganism and the effect towards consumer attitudes and behaviours. Results showed that brand marketing was accepted as trustworthy if they were seen as informative with emphasis on animals and the planet, while genuine influencers were just as effective sharing information if it maintained their and their follower’s ethos. An article published within The Journal of marketing communications where they suggest that micro influencer engagement is more likely to purchase vegan products if there is a parasocial bond more likely than a miso influencer, supporting the theory of consumer perception is influenced by media propaganda (Chhabra, S, et al, (2025). However, Sharma, (2021), argues that although promotion of veganism is prolific currently it only underpins promoting a trend rather than a lifestyle change, arguing that the need to align with aesthetics and celebrity choices rather than genuine concern, this suggests that parasocial bonds and algorithm visibility only encourages temporary shift.  

[bookmark: _Toc805256666][bookmark: _Toc969072904][bookmark: _Toc1989684181]2.5 Health benefits vs harm of vegetarian/ vegan/ omnivore diets

It is suggested that vegan diets can be extremely healthy with benefits linked from eating more fibre, fruits, vegetables, and whole grains to lower risks of diabetes, blood pressure, some cancers, lower body weight, and better gut health. However, certain nutrients are harder to obtain without animal products such as vitamin B12, D, Iron, Calcium and omega 3, without these essential nutrients it can lead to deficiencies, lower bone density and low muscle mass, (Łuszczki, E., et al, 2023: Bali, A., & Naik, R. 2023).  Analysis of vegan's diets conducted by Gallagher, C. T., et al (2022), suggests that there are four types of vegan diets, convenience, health conscious, unhealthy and traditional. Convenience and unhealthy diets consist of vegan prepared ready meal, snacks, high in ultra processed foods, takeaways, alcohol, and salty foods, raising concerns around salt, sugar and saturated fats and low intakes of key nutrients. They suggest that the vegan diet is not automatically healthy, (Koutentakis, M., 2023). The effect of a vegan diet on the cardiovascular system. (Koutentakis, M. et al, 2023), although there are both healthy and unhealthy ways to eat vegan with many relying on processed foods, research to understand long term effects of this eating pattern is limited due to lack of relevant data. Wang, T., et al, (2023), supports that vegan diets can be unhealthy, however, including dairy and eggs can offer major health benefits with calcium and protein, without consuming artificial supplements. Baroni, L., et al, (2024), supports that a well-planned vegetarian diet is nutritionally adequate reducing risk of major chronic disease, however it comes from not just removing meat from the diet but also unprocessed plant foods. Gudmannsdottir, R., et al, (2025), supports that both groups through a study in Iceland got 46% of their calories from processed foods, this shows that the vegan or omnivore diet is not automatically healthier.


[bookmark: _Toc1442174697][bookmark: _Toc2098792449][bookmark: _Toc1840038248]2.6 Meat substitutes and consumer behaviour

Meat substitutes have become a central feature of the contemporary food markets shaping consumer behaviour in ways that reflect changes in dietary norms and cultural expectations. Consumers adoption of meat substitutes can be linked to individuals' attitudes, however, White, S, K, et al (2022) uses the Social Practice Theory and focuses on routines, habits, skills, and social contexts. He suggests through the study that the connections between daily practices and meat substitutes are successful due to successful marketing, by making products look like traditional meat products creating small shift in a bigger set of habits. As a feature for modern day food markets these products are shaped around sensory expectations, cultural norms and values, research conducted by Szenderak, J, et al, (2022), suggests taste, texture and familiarity remain the strongest driver of acceptance, mimicking conventional meat allows plant-based products to fit into existing routines. A study conducted by Kopplin, C. S., & Rausch, T. M. (2022), which looked at what influenced people's attitude towards plant-based meat substitutes suggest that a person's dietary choices only has a small effect on how a person feels about substitutes suggesting that meat-eaters can have positive attitudes towards these products. They also suggested from the study the biggest concern was for animal welfare, environmental concerns, and health consciousness not significantly responsible for influenced diet. These studies collectively suggest that attitudes towards plant-based meat alternatives are shaped by beliefs rather than by diet, health concerns, or environmental worries.

[bookmark: _Toc848834100][bookmark: _Toc610073141][bookmark: _Toc729540333]2.7 Identity, stigma, and the lived experience of vegans

[bookmark: _Int_2U2Zf09l]Adamczyk, D, et al, (2023). Published a mixed method study considering the perception of vegans in Poland.  Through quantitative and qualitative research, there findings suggested that male vegans are perceived as feminine, linking to Polish culture that meat is linked to masculinity and receive stereotypical labels of “weak,” “gay” and “unmanly.” While women receive prejudice and labelled as “Trendy,” “Hipster” and “Crazy,” both sexes describe negative reactions from family and friends, linking to previous research around cultural norms. Supporting this article, Nezlek, J. B., et al, (2023), suggests that Vegans receive the most negative treatments due social disapproval especially if the diet is further from the cultural norm of eating meat. Exploration of why some people strongly oppose the vegan lifestyle is addressed by Polyportis, A, et al, (2025), through focus groups in Greece and the Netherlands. The study suggests that anti-vegans have the view that veganism is manipulative and meat is natural and traditional practise. Participants often felt annoyed at vegan messaging and pressured by vegans to conform to their ideology, which has led to distrust of media and marketing veganism. The study also found that pushing dietary habits forcefully can trigger reactance making people resist even more.

Although existing research offers valuable insights, several important gaps remain unexplored. The existing current literature relies heavily on quantitate methods which overlooks the lived experiences and personal decision processes of individuals. Only a small number of studies explore how people emotionally respond and interpret veganism leaving a limited understanding of the relevant dimensions involved. Fewer academic sources examine the role of media in shaping eating habits despite growing evidence that social media influence beliefs and moral judgement. These gaps directly inform the aim and objectives of this dissertation which seeks experienced based account and exploration of how media narratives shape individual reasoning.










        




[bookmark: _Toc1145888792][bookmark: _Toc1953714030][bookmark: _Toc1639243314]3. Methodology

[bookmark: _Toc653890311][bookmark: _Toc856150098][bookmark: _Toc730930882]3.1- Introduction.

The design of this research project requires a series of layered decisions that shape how the study is conducted. Using Saunders and Tosey’s research onion as a guide to establish the philosophical position that will underpin the methodological choices, research strategies, and time horizon before arriving at relevant techniques to use for data collection and analysis, (Saunders, M., & Tosey, P. 2012). Tacit knowledge in the case of qualitative data is the phenomenon while the onion model is used to describe the phenomenon. Asher, D., & Popper, M. (2019), argues that tacit knowledge can be split into three layers, hidden, reflective and demonstrative each is hierarchical while also could influence each other.    

[bookmark: _Toc706005359][bookmark: _Toc885071368][bookmark: _Toc1674150734]3.2 - The research design 

[bookmark: _Toc587625027][bookmark: _Toc427169845][bookmark: _Toc2029731237]3.2.1 - Research philosophy 

Given the epistemological nature of the research questions an interpretivist philosophy is the most appropriate foundation for this study, (Dean, B., A, 2018). The aim of this research is to understand the triggers, meanings and reasoning that shape participants stance on veganism, animal agriculture, and the influence of the media and not to measure behaviours or quantify attitudes.
Interpretivism recognises that individuals construct their own realities through experience, culture and social integrations therefore cannot be measured through numerical patterns, (Pervin, N., & Mokhtar, M. 2022; Wang, Y, 2019). This approach allows the research to explore how participants make sense of how media narratives shape their understanding and how personal and emotional factors inform their viewpoints. The prioritisation of lived experiences interpretivism aligns directly with the aims and objectives of this dissertation enabling a deeper exploration that quantitative methods overlook, (Wells, I. & Giacco, D., 2025). 

[bookmark: _Toc1857564925][bookmark: _Toc352547070][bookmark: _Toc1980121935]3.2.2 - research approach 

This research study adopts an inductive qualitative research approach which aligns with the interpretivist philosophy underpinning this study, (Yao, A, et al, 2024). Krueger, J. I., et al, (2024), supports the use of an inductive approach, due to the exploration of how individuals conduct opinions about veganism, animal agriculture, and media influence. Each are subjective and socially shaped experiences that cannot be understood through predetermined theories. Inductive reasoning allows the foundation of the research to start with participants lived experiences continuing with identification of patterns in interpretation of information, building explanations from participants own words allows themes to emerge naturally during analysis. Hayes, B. K., & Heit, E. (2018), supports inductive reasoning through these research steps to support discovery allowing natural ideas emerge, while also suggesting is central to grounded theory within qualitative research methods.
Due to the research aiming to explore how individuals construct private opinions around veganism, animal agriculture and media influence, the use of a qualitative approach will capture the depth and subjectivity of participants experiences. Qualitive inquiry allows the examination of participants interpretation of information,(Pessoa, A. S. G., 2019),how media triggers certain responses and how positions develop over time, this approach supports the aims and objectives of this dissertation by enabling rich and detailed exploration of lived experiences which is something quantitate methods cannot capture, (Watson, A, 2025).

[bookmark: _Toc1299115745][bookmark: _Toc1048606320][bookmark: _Toc255958339]3.2.3 - Research Strategy

Grounded theory underpins the data collection strategy for this study as it supports the development of insights directly from accounts rather than imposing pre-existing assumption. Odis E. Simmons, (2025), suggests that grounded theory it specifically useful when studying complex social issues such as dietary choices due to its ethical reasoning, identity and diversity due to uncovering patterns and meanings that are not expressed directly. Kibuku, R, et al (2021), supports the use of grounded theory to undercover patterns directly from participants accounts through interviews, coding, constant comparisons, and memo writing aligning with the aim of naturally letting themes emerge.
Data for this study will be collected through semi-structured interviews, a method which allows participants to express experiences and perspectives in their own words, (Adeoye‐Olatunde, O. A., & Olenik, N. L. 2021). This format provides enough structure to address key research questions while flexible enough to explore unexpected themes that emerge during the interview. The use of semi-structure interviews enables the opportunity to probe deeper into culture, emotions and ethical reasoning offering insights that cannot be captured through questionnaires, (McIntosh, M. J., & Morse, J. M. 2015). The conversational manner of interviews provides a safe space which encourages openness and authenticity allowing participants to articulate in their own words their views, (Elhami, A., & Khoshnevisan, B. (2022). Again, this method supports the aims and objectives by generating rich detailed accounts identified as gaps in existing literature.

[bookmark: _Toc1101530130][bookmark: _Toc227769034][bookmark: _Toc576513909]3.2.4 - Data collection

The research strategy adopted for this study is a mono-method qualitative design of interview based exploratory design. This strategy has been chosen to align with the interpretivist philosophy and epistemological aims of this study, (Kapilima, V, C, 2024). Due to the study seeking understanding of how individuals construct meaning around veganism, animal agriculture and media influence an exploratory strategy will lend itself to uncovering the depth and complexity of participants reasoning, (Creswell, J. W., & Creswell, J. D. (2017). This strategy allows the research to move beyond surface level attitudes and instead examine the narratives, triggers, and cultural influences that shape viewpoints. Semi-structured interviews form part of this strategy by enabling flexibility to follow emerging themes while still addressing the research questions. This approach is suited to topics of lived experiences and personal interpretations. By adopting an exploratory qualitative strategy, the study can generate rich insights addressing gaps identified in the literature review.

[bookmark: _Toc1145346533][bookmark: _Toc1038197929][bookmark: _Toc174589579]3.2.5 - Time horizon 

This study adopts a cross-sectional time horizon, collecting data at a single point in time to explore how individuals construct their views on veganism, animal agriculture, and media influence. The cross-sectional design lends itself to measuring the prevalence of the subject to be taken at one point without repetition or the requirement of long term follow up, (Mann, C. J. 2003). Spector, P. E. (2019), suggests the use of cross-sectional design is useful for identifying patterns, associations, and prevalence, lending itself as an ideal strategy to understand current attitudes, behaviours and or experiences. 
While the purpose of this study is to explore gaps identified in current research the use of cross-sectional design creates a baseline dataset that future studies can compare against, supporting longitudinal understanding even though this project is not longitudinal. Charlton, P., Nagel, et al, (2024), argues that cross-sectional studies not only address present day questions but also generate valuable reference points for longitudinal understanding and future studies.


[bookmark: _Toc531809737][bookmark: _Toc1873340944][bookmark: _Toc1358113092]3.2.6 - Data analysis methods/ techniques 

Data collected through semi-structured interviews will be analysed using thematic analysis a method suited to interpretivist research, allowing the identification of patterns through tone and words used. Thematic analysis allows deep reasoning, emotions, cultural influences, and media triggers that shape participants views on veganism and animal agriculture. Familiarisation with the data, initial coding, the development of themes will ensure accurately representation of the lived experiences of participants. 
Thematic analysis for this study lends itself to Braun,V,. & Clarke, V, (2006), often referred to as the reflexive thematic analysis, through these six phases of familiarisation, coding, generating themes, reviewing themes, defining, and naming themes and writing. Byrne, D. (2022) suggests that practical steps on how to carry out reflexive thematic analysis using this approach would be to incorporate flexibility, reflexibility and be iterative across each phase of analysis.
Ruppel, P. S., & Mey, G. (2015), emphasises that grounded theory relies on systematic coding through the processes of initial coding, focused coding, and theoretical coding. Through the classic theory structure initial coding breaks the data into segmentations labelling the capture of participants words, leading to selection of the most frequent or meaningful words to develop into stronger categories of interest, (Metelski, F. K., et al, 2021: Hoare, K. J., et al, 2012).
Together the practical thematic analysis and Braun and Clarke’s reflective thematic analysis approach can both be used to allow structure and flexibility improving theme quality, enhancing transparency and support constant comparison. By enabling a detailed examination of how individuals construct and interpret media content supports the epistemological aims of this study. Thematic analysis is an appropriate technique to capture the complexity and subjective experiences aligning directly with the aims and objectives of the dissertation. 

[bookmark: _Toc1901848555][bookmark: _Toc2087988438][bookmark: _Toc1064044378]3.3 - Sampling strategy 

Purposive sampling strategy is selected for this paper to ensure that participants possess relevant experiences and perspectives, (Ahmad, M., & Wilkins, S. 2025) relating to veganism, animal agriculture, and media influences. Deliberative selecting participants who can provide the most relevant and useful information will lead to gather rich and meaningful data from individuals who speak directly to the issues highlighted within the gap of the literature review, (Stratton, S. J. 2024). Participants will therefore be selected based on their familiarity with the topic; this approach allows the research to explore diverse range of viewpoints.

[bookmark: _Toc1620764708][bookmark: _Toc1580632402][bookmark: _Toc95911729]3.4 - Methodical limitations 

Exploring lived experiences and ethical reasoning is well suited to the aims and objectives set out in this study. The use of qualitative purpose sampling can provide several limitations. Stratton, S. J. (2024), suggests that although purposive sampling can be beneficial it can lead to unmeasurable sampling errors along with the confusion of convenience sampling being mislabelled as purposive sampling can lead to selection biased. Findings cannot be generalised to wider populations due to participants selection for their relevance of their experiences rather than who and what they represent. To mitigate this Lotspeich, S. C., et al, (2025) suggests deliberately choosing participants i.e. vegans and vegetarians based on information richness through residual sampling to identify patients who provide most useful.
Semi structured interviews also rely on participants willingness and ability to articulate their thoughts which may result in perspectives being over or under expressed. Preparation for the interviews can be vital to reduce risks of stagnant conversations, Malvaceda-Espinoza, E., & Flores-Pereyra, G. (2025) provide a four-phrase process, Topic identification, script construction, and external review. Creating guiding questions linked to the topic with clear and conversational questions, using what and how questions. To check relevance and clarity asking an expert or colleague to review any work while also piloting through tests, throughout this process note taking on what works or does not will allow adjustments to be made accordingly. 
Interpretation of data can provide another limitation as thematic analysis involves subjective judgement even when conducted systematically. With such specific set of themes of veganism, animal agriculture and media influence can provide limited insights but is necessary to address the aims and objectives of this dissertation. 

[bookmark: _Toc1075142825][bookmark: _Toc81643204][bookmark: _Toc1041033578]3.5 - Ethical and logistical considerations.

Ethical and logistical considerations will be implemented throughout this study. Participants will be provided with clear information with regards to the research, their rights and how their data will be used ensuring informed consent prior to each interview. To protect their identity all identifying details will be removed or anonymised and data will be stored securely in accordance with GDPR laws. Given the potentially sensitive nature of discussions around ethics, beliefs and dietary choices care will be taken to create a respectful and non-judgmental interview environment allowing participants to speak freely. Logistical interviews will be arranged at times and locations convenient for participants with online options offered to accommodate accessibility. These practical considerations will help minimise barriers while maintaining the integrity, safety, and ethical rigour of the research process. 















[bookmark: _Toc761803429]4.Data Analysis


This chapter presents the key finding from qualitative interviews, building on the themes identified in the literature review and shaped by the interpretivist design of this study. The purpose of this chapter is to explore how participants construct meaning around veganism, animal agriculture and media influence examining the personal, cultural, and emotional factors that shape their dietary decisions. Findings are focused on the subjective experiences revealed through participants narratives reflecting the study’s commitment to understanding lived experience within society. 
Across the seven interviews a rich but conflicted pictured emerged of how media shapes perceptions of veganism and animal agriculture. Using an inductive, interpretivist approach patterns were identified that cut across dietary positions and levels of engagement with veganism. The themes below are not mutually exclusive they overlap and interact reflecting the complexity of lived experience in a highly mediatised food culture.
The data collection highlighted emerging themes around the complexity of dietary identity, showing how media framing, cultural norms, health beliefs, and personal ethics intersect which are often contradictory. Findings have also revealed tensions between perceived health benefits and practical challenges, between ethical intentions and social pressures and between personal autonomy and algorithm- driven exposure to information. 

[bookmark: _Toc550003054][bookmark: _Toc1882464247][bookmark: _Toc1634176207]4.1. Thematic analysis 

[bookmark: _Toc1167415755][bookmark: _Toc465115304][bookmark: _Toc159796037]4.1.1. Theme 1- Media narratives

Across participants, media portrayals of veganism and animal agriculture were consistently described as contradictory. Participant A noted, 
“Depending on the media outlet some are against farming and others are against veganism, it’s very split on who or what you’re watching.” 
Participants reported being exposed to opposing messages rather than balanced coverage. Social media content was described as reinforcing division. Participant G stated, 
“Most veganism accounts on TikTok are very aggressive and portray it as an us vs them scenario.”
Veganism was commonly described as being framed either as morally superior or as an extreme position. Participant E observed, 
“Meat‑free options are always advertised on television as a superior form of eating, but you never see adverts about British meat and the health benefits of that.” 
In contrast, animal agriculture was often associated with traditional and national imagery.
Participants also differentiated between media formats. Participant D commented,
 “Documentaries are definitely more balanced as they show both sides and factual information.” 
Some participants expressed discomfort with advocacy‑led campaigns. Participant F stated, 
“It feels very manipulative — which gives me red flags.” 
Overall, participants described food‑related media as emotionally framed, selective, and ideologically positioned.

[bookmark: _Toc1453361947][bookmark: _Toc1801008366][bookmark: _Toc1702190529]4.1.2. Theme 2 Emotional influence and persuasive techniques
Participants showed strong awareness of the emotional strategies used by media to shape views on food ethics and sustainability. Vegan campaigns were frequently described as using shock tactics and graphic imagery. Participant F stated, 
“The use of horrific images is used as a form of emotional blackmail.”
Participants A and B similarly noted that graphic content was commonly experienced as distressing rather than informative, describing it as a “scare tactic” that relied on upsetting images of animals.
In contrast, animal agriculture campaigns were described as nostalgic and comforting, often linked to tradition and national identity. Participant C commented,
 “Agriculture brings back memories of country fairs and traditional British culture.” 
Participants also identified fear‑based environmental and health messaging. Participant D referenced climate messaging, stating, 
“The world will end if we don’t change our diet,” 
while Participant E described health coverage as repetitive and overwhelming. Influencer content was noted for its emotional closeness. Participant G explained,
 “You feel like you know them… so you believe what they say.”
Overall, participants reported that emotional framing through fear, nostalgia, and familiarity was a central feature of food‑related media messaging.


[bookmark: _Toc821854667][bookmark: _Toc1039697996][bookmark: _Toc49191063]4.1.3. Theme 3 Algorithmic exposure

Participants emphasised that their media exposure was shaped by algorithmic influence rather than deliberate choice. Participant A described encountering vegan content unexpectedly, stating,
 “I wasn’t even searching for vegan stuff but suddenly my feed was full of plant-based recipes and ethical farming posts.” 
Participants frequently reported that platforms prioritised emotionally charged content. Participant B noted,
“It’s always the angry videos that go viral, calm discussions never get the same reach.”
Short‑form content was described as dominating participants’ attention. Participant A explained, 
“If it’s not short and snappy, I swipe past.”
 Participants E and F observed that extreme or controversial posts were more likely to be promoted. One participant commented, 
“The more outrageous the post the more it gets pushed.” 
Participant F added that misinformation could spread widely when it was emotionally shocking.
Participants also described algorithmic reinforcement of existing views. Participant G stated,
 “Once you engage with one political view your whole feed becomes an echo chamber.”
 Overall, participants reported that algorithmic curation shaped what content they saw, often amplifying emotional, extreme, and identity‑driven narratives.

                    

[bookmark: _Toc279933347][bookmark: _Toc929648925][bookmark: _Toc767409554]4.1.4. Theme 4 Trust and credibility


Participants described developing personal strategies to evaluate the credibility of food‑related media in response to conflicting messages. Many expressed greater trust in registered dietitians and scientific evidence than social media influencers. Participant A stated, 
“I’d rather listen to a qualified dietitian than someone on Instagram selling protein shakes,” 
a view echoed by Participant E, who highlighted scepticism toward profit‑driven content.
Participants valued impartial and evidence‑based information. Participant D commented, 
“It’s rare to find something impartial but I love the scientific evidence.”
Longer‑form media were commonly regarded as more credible than short‑form social media. Participant B explained, 
“TikTok’s too fast and shallow; documentaries give the full picture.”
Participants also reported avoiding extreme health claims. Participant A noted, 
“If someone says this food will cure everything I switch off.” 
Trust was additionally shaped by social and cultural affiliation, with some participants favouring sources aligned with their community values.
Overall, participants reported that credibility judgments were influenced by expertise, format, moderation of claims, and personal alignment with the source.

[bookmark: _Toc218528941][bookmark: _Toc1953411442][bookmark: _Toc496776057]4.1.5. Theme 5 Confusion and Misinformation

Participants described feeling overwhelmed by contradictory health claims online, particularly in relation to diet and sustainability. Participant A stated,
 “One post says meat is essential, the next it says it is killing you. It is hard to know what to believe.” 
Participants reported that exposure to inconsistent messages across platforms created uncertainty and reduced trust in dietary guidance. Several participants noted that evidence was often selectively presented by both sides of dietary debates. One participant commented, 
“Everyone cherry picks studies to prove their point.”
Environmental and health messaging was frequently described as oversimplified. Participant D expressed concern that complex sustainability issues were reduced to simplified narratives, while Participants E and F highlighted the prevalence of exaggerated or misleading health claims on social media. Participant G noted that health was sometimes used as a moral judgement, contributing to polarisation. Overall, participants reported navigating a digital landscape characterised by conflicting claims, selective evidence, and sensationalised health messaging.

[bookmark: _Toc1043664818][bookmark: _Toc1073727213][bookmark: _Toc395046595]4.1.6. Theme 6 Stigma and social reactions

Participants described navigating complex social dynamics around food, health, and environmental identity. Several participants reported that identifying as vegan prompted assumptions of judgement. Participant A stated, 
“People think you’re judging them because you don’t eat meat.”
 Others described pressure from both vegan and non‑vegan groups. Participant B commented,
 “Vegans say I’m not committed enough and meat eaters think I’m being difficult.”
Food and sustainability messaging was often perceived as moralising and triggering defensiveness. Participant C noted that even neutral plant‑based posts were interpreted as personal attacks. Environmental concern was sometimes mocked, as Participant D stated, 
“If you care about the planet, people call you a tree hugger.”
Health‑focused participants also described being labelled as extreme. Participant E shared,
 “I’ve been called neurotic just for reading labels.”
Participants highlighted stereotypes on both sides of dietary debates. One participant noted,
 “Vegans are seen as preachy and meat eaters as ignorant.” 
Overall, participants described food and health identities as socially charged and shaped by judgement, stereotypes, and polarised expectations.
[bookmark: _Toc2115788249][bookmark: _Toc1589007678][bookmark: _Toc1140491092]4.1.7. Theme 7 Media as both a catalyst and stressor

Participants described the media as both motivating positive change and generating emotional fatigue. Several participants reported that documentaries and social campaigns influenced dietary behaviour. Participant A stated, 
“Seeing the documentaries made me rethink what I eat.” 
Participant D also noted that media increased awareness but described the surrounding discourse as politicised, stating, 
“Media just put them on a platform and made it political.”
Some participants reported that while media supported initial dietary changes, the volume of information became overwhelming. Participant B commented,
 “It helped me start but there’s so much information it gets overwhelming.” 
Participants C and E similarly described constant exposure as exhausting despite increased awareness.
Participants also noted that online discussions could feel confrontational. Participant F stated,
 “You can’t just share something; people jump on you like you’re preaching.”
 Participant G described digital communities as both supportive and divisive, explaining, 
“It brings people together but there’s always arguments.” 
Overall, participants described media engagement as simultaneously informative, motivating, and emotionally demanding.







[bookmark: _Toc16595019][bookmark: _Toc237913849][bookmark: _Toc1882595456]5. Discussion 

The findings presented in chapter four both reinforce and extend the theoretical perspectives outlined in the literature review. The interpretivist foundation of this study aligns with, Pervin & Makhtar, (2022) and Watson, (2025), who emphasise that qualitative inquiry seeks to understand subjective meaning within social contexts rather than impose generalisations. Participants reflections on media influence, identity and ethical reasoning exemplify this interpretivist stance revealing how individuals construct moral understanding through lived experience rather than abstract theory. Similarly, Pessoa, et al, (2019), advocate reflective interviewing to deepen insight into participants perspectives a method mirrored in this study’s approach where dialogue enabled participants to articulate nuanced emotional and ethical reasoning. 

[bookmark: _Toc1200703409][bookmark: _Toc1035922150][bookmark: _Toc1638711029]5.1. Media narratives 

The findings presented in theme one reveal how participants perceive media portrayals of veganism and animal agriculture as fragmented, emotionally charged and ideologically polarised. Across platforms contradictory messages emerged, some promoting veganism as moral progress while others defend traditional farming as cultural heritage reflecting Guran & Ozarslan,(2022) and Boardman, (2022) who both show that emotionally resonant framing often replaces balanced representation. Participant A noted “Depending on the media outlet some are against farming and others are against veganism, it’s very split on who or what you’re watching” this highlights the fragmented nature of the media and shows the competing moral narratives rather than balanced information. Similarly Participant G described how content on social media often reinforces division: “Most veganism accounts are very aggressive, it's us vs them,” illustrating the division and ideological content seen on media platforms.
Participants viewed documentaries as more credible and balanced supporting Arnold-Foster, (2023) and Lippmann’s theory of Public Opinion, which theorises that media constructs simplified “Pictures in our heads.” The preference for long-term evidence-based content over short form emotional media suggests that different platforms vary in effectiveness as noted by Participant D “Documentaries are definitely more balanced as they show both sides and factual information." This shows that due to the engagement of complexity rather than persuasion has created an environment of credibility. 
Participant F expressed discomfort with vegan campaigns that felt manipulative, questioning the authenticity of moral framing: “the nature of vegan campaigns being pushed as a better way of life, it feels very manipulative which gives me red flags.”  This highlights the tension between advocacy and persuasion suggesting the moral messaging can undermine trust when it appears coercive rather than informative.
Overall, this theme demonstrates that media narratives are shaped by emotions, selective evidence, and ideological positioning. Participants reflections reveal that media influence is not neutral reinforcing stereotypes and transforming dietary choices often at the expense of balanced understanding. 


[bookmark: _Toc1034080263][bookmark: _Toc2054925357][bookmark: _Toc2065506429]5.2. Emotional influence and persuasive techniques

Participants were acutely aware of the emotional strategies used in media to shape perceptions of food ethics. This awareness aligns with existing literature on affective communication while extending it by highlighting how emotions can both connect and manipulate audiences.
Campaigns were frequently described as relying on shock tactics and graphic imagery which is perceived as emotionally coercive. Participant F remarked “The use of horrific images is emotional blackmail” this supports Phua, et al, (2020), who found that user generated content on social media often employs emotional appeals to increase engagement. Prybutok, et al, (2024), demonstrated that emotionally charged media influences dietary awareness effectively that factual messaging. discomfort described as “Scare Tactics” reflects the tensions between empathy and manipulation echoing Bandura’s, (2021) social cognitive theory. 
In contrast, nostalgic and comforting imagery associated with agriculture mirroring Bengtsson and Johansson, (2022) who argues social media serves as mood management. Participant C described “Reminds me of country fairs and tradition,” this illustrates how positive emotional framing sustains cultural attachments reinforcing Leitzmann, (2024), who noted food choices are deeply embedded in cultural and emotional contexts. 
The findings resonate with Lamber, et al. (2024) who discussed digital dependency and emotional overload suggesting that fear narratives provoke a reaction. Participant E commented “Every week there's a new headline saying something will kill you.” This demonstrates how sensationalism undermines credibility. Finally, the role of influencers in blending persuasion with the use of emotional intimacy reflects Pessoa, et al, (2029) and Giraud, (2023) who both highlight relational trust in digital ecologies. Participant G explained, “You believe what they say, they talk like friends it feels personal.” This underscores how authenticity and emotional connection can substitute for expertise. 
Overall, this theme confirms that emotional appeal is central to media influence, yet not all participants are passive recipients actively seeking authenticity and resist manipulation. This demonstrates that effective engagement operates as both persuasion and resistance shaping how individuals negotiate trust. 

[bookmark: _Toc934845928][bookmark: _Toc87539031]5.3. Trust and Credibility

Participants did not engage with media passively but developed active and often sophisticated strategies to evaluate source credibility. The preference for registered dietitians and scientific evidence over social media influencers, expressed across multiple participants. Participant A remarked “I’d rather listen to a qualified dietitian than someone on Instagram selling protein shakes” highlighting the scientism toward commercial motives. This contradicts with Phua, et al, (2020) who found that brand marketing was accepted as credible if perceived as informative, suggesting the participants awareness of tactics. 
Chhabra, et al, (2025) found that micro-influencer bonds are more effective in driving vegan consumer behavior however, the present findings vary this claim. While participant G described the emotional intimacy as a basis for trust “If someone is part of my community, I'm more inclined to believe them,” however others recognise that as strategically cultivated intimacy. Lambert, et al, (2024), argues that marketing theorists exploit parasocial vulnerabilities for commercial gain and scepticism toward influencer health driven claims suggest that this exploitation is increasingly visible. 
Participants D’s description of long-term documentaries as “More balanced” this reflects a wider tendency for participants to treat media format as an indicator of trustworthiness. This supports Arnold-Foster, (2023) and Lipmann’s theory of public opinion which emphasises how media form and shape perceived reliability. Finally, Gregson, et al, (2022), discovered that online communities reinforce shared narratives through collective validation and lived experiences. This aligns with participants' G and F who described a greater inclination of trust sources from within communities. According to Enriquez and Archila – Godinez, (2022), eating habits and perceptions of reliable dietary information are significantly influenced by cultural and social context.
Overall, this theme demonstrates that trust and credibility in dietary media is shaped by expertise, authentic and cultural identities. Participants reflections reveal a critical awareness signalling a shift from passive to active negotiation of trust. 
 

[bookmark: _Toc1685947611][bookmark: _Toc1332737324][bookmark: _Toc2029393152]5.4. Algorithmic exposure 

The findings from theme three reveal that participants experienced their digital media environments as shaped primarily by algorithmic curation rather than deliberate personal choice with consequences for the range and quality of dietary information they encountered. Participant A’s account of their social media feed becoming unexpectedly dominated by plant-based content without active searching reflects passive dimension of algorithmic exposure that Bengtsson, et al, (2022) identified in their Swedish qualitative study, which found that substantial time was spent on platforms fulfilling distinct roles in daily life that varied  from demographic groups. The present findings extend this observation by demonstrating that algorithmic curation does not just reflect existing preferences but actively constructs new ones. 
Participants B’s observation that “it’s always the angry videos go viral” connects directly to lambert, et al, (2024) argument that marketing theorists exploit the vulnerabilities created by digital networking for financial gain. This has direct implications for dietary discourse the content most likely to reach large audiences is not the most accurate but the most emotionally intense producing a media environment in which extreme positions are amplified, and moderate voices are structurally disadvantaged. 
The dominance of short-form platforms such as TikTok in participants' accounts aligns with Güran & Özarslan's (2022) observation that social media enables fast-moving communication that spreads messages quickly and unpredictably, with users creating and sharing emotional and experiential content that reshapes narratives at speed. The implication for dietary understanding is significant: if the primary vehicle for dietary information is a format that structurally excludes nuance and complexity, the quality of public understanding of health, environmental and ethical issues around food is systematically constrained. Participant G's description of social media feeds becoming echo chambers once a single political view is engaged reflects the community dynamics identified by Gregson, et al. (2022), whose analysis of Reddit communities found that both vegan and anti-vegan spaces reinforce existing positions through shared narratives and collective validation.

The result, as several participants described, is a media environment in which dietary choices are encountered through the lens of ideological community rather than balanced information — a dynamic that, as the stigma findings of Theme 6 reveal, carries significant social consequences for individuals navigating these spaces.

[bookmark: _Toc1271688820][bookmark: _Toc826253576]5.5. Confusion and misinformation

Critical awareness is clearly demonstrated in theme four revealing participants are actively interrogating credibility rather than accepting it at face value. This exposes deeper tension with the volume of conflicting information   surrounding food ethics and health claims leading to confusion reflecting the complexity of navigating between expert advice and influencer content. Participant A captured this frustration “One post says meat is essential the next it says it killing you. It is hard to know what to believe.” 
Participants frequently expressed uncertainty about which sources to trust, echoing Gregson, et al, (2022), who found that online communities reinforce selective narratives that distort understanding. Participant E noted, “I have seen people claim celery juice cures cancer. It is dangerous how fats that spreads” aligning with Lambert, et al, (2024), who argues that emotional overload and mistrust of all media are fostered by digital saturation.
The perception that health information is contradictory is widespread with participant F remarked, “They act like eating meat is the worst thing you can do. It is just not that black and white.”  This supports Arnold-Foster, (2023) who suggests that simplified health narratives erode public trust. Participants comments reveal that several participants described disinformation is not a simple lack of truth but a by productive of commercial agendas. Several participants described developing coping strategies to manage participant D explained “It’s rare to find something impartial but I love the scientific evidence.” This demonstrates resilience and cognitive burden in contradictory media environments. 
Overall, this theme illustrates that confusion and misinformation arise from ignorance but from excessive information. Participants reflections reveal that audience are aware of manipulation yet struggle to reconcile conflicting narratives highlighting how complicating ethical decision making undermine confidence in dietary communication. 


[bookmark: _Toc1461492330][bookmark: _Toc1034753259]5.6. Stigma and Social Reactions

Participants described navigating social dynamics around food, health, and environmental identity. For some they simply identify as vegan invites assumed judgement as participant A explained, “People think you are judging them because you do not eat meat. I never said anything, but they get defensive.”  This highlights how dietary identity can trigger defensiveness reflecting Cochrane & Cojocaru, (2023), who argues that moralised vegan discourse often provokes social tension rather than empathy. 
Participant B described pressure from both vegan and non-vegan communities' expectations coming from all sides, “Vegans say I am not commitment enough and meat eaters think I am being difficult. You cannot win.” This demonstrates how identity politics create conflicting expectations echoing Adamczyk, et al, (2023) who found that cultural norms shape moral discourse. 
Messaging around food and sustainability is often the trigger of defensiveness when perceived as moralising. Participant C reflected “Even when it’s just a post about plant-based eating, people take it personally like it’s an attack” This suggests that ethical communication can provoke resistance. Participants G and D described how stereotypes operate on both sides with vegan seeing meat eaters as ignorant, “Theres this idea that vegans are angry activists and meat eaters don't care it’s just not true.” This reflects social identity theory which shows how in group and outgroup labelling reinforces division. 
Overall, this theme reveals that stigma is central to how participants experience the media. Dietary identity becomes a site of negotiation between social acceptance and authenticity. Participants reflection demonstrate that ethical discourse is not only ideological but deeply rational shaped by emotion, perception, and belief. 

 
[bookmark: _Toc103898623][bookmark: _Toc1653519649]5.7. Media as a stressor and catalyst

Participants described media as both a source of stress and a catalyst for reflection and change. Exposure to emotionally charged content and constant content created feelings of fatigue and anxiety. Participant B explained “It helped me start but there’s so much information it gets overwhelming” This sense of saturation reflects Lambert, e t al, (2024) who argues digital dependency and emotional overload can provoke moral exhaustion. 
Several participants described withdrawing from certain influencer across social media networks to manage stress. Participant E noted “You can’t just share something; people jump on you like you’re preaching” This demonstrates how content can trigger avoidance behaviours consistent with Bandura’s, (2002) social cognitive theory where excessive stimulation can lead to disengagement rather than action. 
Yet media was also described as a catalyst for awareness and behaviour change. Participant A reflected “Seeing the documentaries made me rethink what I eat it’s definitely influenced me” This highlight if a balanced evidence-based media network can foster reflection and ethical reasoning supporting Couldry & Hepp, (2017). 
Overall, this theme reveals media operates as both a stressor and catalyst shaping emotional and ethical responsibilities through intensity and accessibility. Participants reflections demonstrate that while media can overwhelm it also provokes critical awareness. And personal growth. Underscoring the complex interplay between emotional burden and ethical awakening in digital environments. 

[bookmark: _Toc1494225269]5.8. Research Question 1: How do media campaigns promote and critiquing both veganism and animal agriculture influencing public perceptions of dietary choices?

The findings have demonstrated how media campaigns influence attitudes toward animal agriculture and veganism through moral and emotional framing. Participant responses indicate that vegan media emphasises compassion and environmental responsibility, while pro‑meat campaigns draw on tradition and cultural identity, creating conflicting moral interpretations. The data highlights how emotionally charged imagery can be persuasive but also selective or exaggerated, leading to uncertainty among audiences. By contrasting campaign advertising with documentaries, the findings explain how different media formats affect credibility and long‑term attitudes, demonstrating that audiences actively interpret and negotiate meaning rather than passively accepting media messages.

[bookmark: _Toc747260909]5.9. Research Question 2: How do different media platforms vary in effectiveness at shaping individuals' dietary decisions and influencing public perceptions of veganism and animal agriculture.

The findings show that different media channels influence food choices and opinions about veganism in distinct ways. Social media was identified as the most emotionally charged and persuasive platform, with algorithmic filtering and peer pressure encouraging short‑term behavioural change and identity‑based dietary decisions. In contrast, documentaries and long‑form content were viewed as more credible, promoting deeper understanding and long‑term ethical engagement. Traditional media provided information but lacked emotional impact, leading to awareness rather than behaviour change. This comparison answers the question by demonstrating how media effectiveness varies according to emotional intensity, depth of engagement, and mode of persuasion.


[bookmark: _Toc541899006]5.10. Research Question 3: How are health-related narratives being portrayed in promoting veganism and critiquing animal agriculture?

Although the thematic analysis identified strong patterns in media portrayals of health and diet no participants directly discussed health related narratives in detail during interviews. The absence itself is revealing suggesting that while health discourse is prominent in the media landscape it may not be a key lens through which people negotiate or interpret their food decisions. The lack of participation indicates that health messaging often framed around purity and wellness operates as a background influence than as an explicit topic of reflection.

[bookmark: _Toc736468992]5.11. Research question 4: How are long term studies of effectiveness and health benefits aligning with perceptions issued by the media?

The findings show how media coverage of dietary health often exaggerates or oversimplifies scientific evidence, shaping public perception through emotional and ideological framing. Participants identified that both pro‑meat and pro‑vegan media rely on fear‑based language and absolute health claims that extend beyond long‑term research. While some messages were grounded in valid data, complex findings were frequently reduced to simplified truths, limiting accuracy. Importantly, participants demonstrated critical awareness by questioning sensationalised content and comparing media claims with scientific sources. This shows that although media narratives influence dietary perceptions, their persuasive power is moderated by audiences’ ability to recognise exaggeration and evaluate credibility.



[bookmark: _Toc1824999169]6. Conclusion 

This dissertation set out to explore the relationship between social media, veganism and animal agriculture addressing the aim of understanding how emotional, ideological, and informational dynamics shape moral communication in digital contexts. The study pursued four key objectives:
· To examine how media campaigns promote and critique both veganism and animal agriculture influencing public perception of dietary choices.
· To evaluate how media platforms vary in effectiveness at shaping individuals' dietary decisions
· To investigate how long-term studies align with perceptions issued by the media
· To analyse hoe health related narratives are portrayed in promoting veganism and critiquing animal agriculture.
The literature review established that media operates as a communicative force shaping identity and ethical reasoning through effective framing and algorithmic exposure. Drawing on theoretical foundations of Bandura, (2001),Couldry and Hepp, (2017) and Lambert, et al, (2004), the study demonstrated how digital infrastructures mediate moral cognition and influence ethical understanding. There were evident gaps in the research highlighted, the lack of participant centred perspectives on how audiences interpret and negotiate moralised media content.
Through qualitative thematic analysis seven interconnected themes emerged each revealing the unique aspect of social media influence. Participants perceived media portrayals of veganism and animal agriculture as fragmented, emotionally charges and ideological. They recognised persuasive strategies and algorithmic exposure and expressed credibility, and trust was gained by evidence-based sources such as documentaries. Confusion and misinformation were common outcomes of information overload, while stigma and social reactions exposed the relational challenges of moral identity. Media was therefore understood as both a stressor and catalyst, capable of inspiring ethical reflection yet overwhelming audiences with competing narratives.
Research question one was successfully answered showing the media content constructs competing moral and health narratives that shape public perception through emotional and ideological framing. Research question two was also addressed revealing that social media drives short term behavioural change through emotional immediacy while documentaries foster long term ethical reflections. Research question four was answered through participants recognition of discrepancies between claims and scientific evidence demonstrating their ability to identify exaggeration and evaluate credibility. However, research question three was not answered as participants did not directly discuss health related narratives in detail. These gaps suggest that while health narratives are prevalent in the media it may not be the primary lens that individuals interpret dietary ethic indicating an area of future research.
Critically, this study finds that media portrayals of health and effectiveness is often exaggerated by scientific evidence. While some claims are grounded in legitimate research, they are frequently lacking sophistication, presenting conditional findings as universal truths. Participants recognised these discrepancies and responded with scepticism, demonstrating that audiences can identify distortion and seeking alignment with long term scientific data. This highlights the need for ethical communication strategies that respect audience autonomy and promote balanced evidence.
In conclusion, this research establishes media has a simplex, emotional and negotiated effect on food ethics. Audiences are not passive consumers but active interpreters who construct meaning through critical engagement. The study contributes to business ethics and media studies by illustrating that ethical communication must respect audiences, emotions, and integrity. 















[bookmark: _Toc93579262]7.Recomendations

The findings of this study highlight several areas for improving. Although this study captured how participants interpreted and resisted media influence it failed to measure the extent to which specific media outlet changed dietary behaviour or consumption patterns. To obtain richer insight, future research should adopt a mixed methods approach combing qualitative interviews with quantitate measures such as surveys or behavioural tracking. This would allow future research to access the measurable impact of media exposure on dietary choices and ethical reasoning bridging the gap between perception and practice.
The research focused on a small and demographically uniform group of participants. Expanding the sample to include diverse cultural, generational, social, and economic backgrounds would reveal how moral reasoning and media interpretation vary. Comparative studies could identify whether emotional persuasion and ethical reflection differ between rural and urban populations or between age groups. 
Although this dissertation identified emotional and moral overload it did not track effects over time. Future longitudinal studies could examine whether emotional persuasion leads to temporary engagement or sustained ethical awareness. Tracking participants attitudes and behaviours over months or years would clarify whether exposure to moralised media results in fatigue, disengagement, or deeper ethical commitment.
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[bookmark: _Toc1054114503]9. Appendences

[bookmark: _Toc1424279752]Consent Form

[image: ]

Carmarthen Business School

Interview Consent Form

Dissertation research project title:  
Research course: Business and Management 
Research investigator: Carrie Thomas
Research Participants’ name: 

Dear Participant,

Thank you for agreeing to be interviewed as part of the above research project. *Attached to this letter are the interview questions that I have developed, which will assess the “Your Research Title,” through the answers you provide to the questions posed. There are no right, or wrong answers and your opinion will be valuable to knowledge building around income generation activity in the cultural sector. 

The interview should take approximately 30 minutes but there is no time constraint. Interviews will be conducted in a private meeting space and answers will remain confidential. Information recorded will contain nothing of a personal nature that would identify you, and you will not be expected to provide any personal information such as income bracket, home address, date of birth, etc. You are free to withdraw from the interview process at any time.

Academic research undertaken at UK universities require adherence to ethical procedures, which includes seeking explicit agreement from participants to being interviewed and how the information contained in their interview will be used. The following information outlines the conditions of your participation and the purpose of your involvement. I would be grateful if you would read this, then sign the consent form to certify that you approve the following:

the interview will be recorded, and a transcript will be produced
All answers will be anonymised, and no identifiable information will be requested from the interviewee
the transcript of the interview will be analysed by “----” as research investigator
access to the interview transcript will be limited to the research investigator and dissertation tutor
any direct quotations from the interview, or summary content, that are made available through academic publication or other academic outlets will be anonymized and care will be taken to ensure that no identifiable information will be made public
the interview will be recorded on a personal device, accessible only to the research investigator. The recording will be deleted as soon as the interview has been transcribed
The transcript of the interview will be stored on the research investigator’s personal OneDrive for Business application within “---.” The transcript will be deleted on completion of the dissertation
The storage of information will comply with UWTSD’s data protection regulations, in line with national GDPR guidance

By signing this form, I agree that:

I am voluntarily taking part in this project. I understand that I do not have to take part, and I can stop the interview at any time
The transcribed interview or extracts from it may be used as described above
I have read the Information sheet
I do not expect to receive any benefit or payment for my participation
[bookmark: _Int_D1KSVhSh]I am comfortable with the arrangements outlined, and I understand that I am able to contact the researcher with any questions I may have in the future





_________________________
Printed Name

_________________________                                                     _______________
Participant Signature                                                                      Date

_________________________                                                     _______________
Researcher Signature                                                                      Date



If you would like me to share details of my findings on completion of the research, please let me know. 

I thank you for your time and participation. If any questions do arise, feel free to contact me at your convenience.


Researcher Name:
Tel: 
Email: 
 



[bookmark: _Toc1128867483]Ethics Form

APPLICATION FOR ETHICAL APPROVAL

[bookmark: _Int_GZntLZng][bookmark: _Int_nuzp15L8]In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 

[bookmark: _Int_iVsE2sXw]The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications.” As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher.”

This form must be completed and approved prior to undertaking any research activity. 

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Carrie Thomas

	2
	Student Number:
	
2304152

	3
	Email address:
	2304152@student.uwtsd.ac.uk

	4
	Programme of Study:
	BA Business and Management

	5
	Supervisor:
	Anthony Burns



SECTION B:  Internal and External Ethical Guidance Materials
	
	[bookmark: _Int_13SINvra][bookmark: _Int_gOSJA16e]Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific dodes of research ethics, and also any specific ethical guidance relating to the proposed methodology). Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	  ☒ 

	2
	UWTSD Research Data Management Policy
	  ☒ 



SECTION C: Details of Research Activity
	1
	Indicative title:
	Is there a relationship between the media, veganism, and animal agriculture?

	2
	Proposed start date:
	1st November 2025
	Proposed end date:
	April 2026

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
Purpose of Research Activity
Proposed Research Question
Aims of Research Activity
Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
What the research activity will add to the body of knowledge 
How it addresses an area of importance. 

	3
	Purpose of Research Activity
An investigation of the relationship between media, veganism, and animal agriculture

(this box should expand as you type)

	4
	Research Question

[bookmark: _Int_LEmKnsrN]Does media propaganda campaigns related to veganism and animal agriculture influence public opinion on sustainable policies?

(this box should expand as you type)

	5
	Aims of Research Activity

Provide accounts of perceptions of vegans / vegetarians/ mixed diets as to the reason they made dietary changes.


(this box should expand as you type)

	6
	Objectives of Research Activity

· How do media portrayals of veganism and animal agriculture influence public perceptions of environmental and political policies.
· How do different media platforms vary in effectiveness at shaping public opinion motivating political action.
· How do emotional stories and images in media make people more likely to go vegan or support changes in farming laws?




(this box should expand as you type)

	
	Proposed data collection methods (maximum 600 words)
[bookmark: _Int_sAgVzV3O]Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	To investigate the aims and objectives through an exploratory study using qualitative methods with primary data collection through a minimum of ten, fifteen-minute interviews. To maintain focus on the subject, matter a series of semi structured questions will be available to refocus conversations if needed, where interviews will be conducted on a one-to-one basis ideally face-to-face however if unable to achieve the required number of participants there is preparation for electronic interviews. Both methods will be recorded using zoom in Microsoft word.

(this box should expand as you type)



SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	  ☐ 
	  ☒ 

	2
	Use of interviews?
	  ☒ 
	  ☐ 

	3
	Use of focus groups?
	  ☐ 
	  ☒ 

	4
	Use of participant diaries? 
	  ☐ 
	  ☒ 

	5
	Use of video or audio recording?
	  ☒ 
	  ☐ 

	6
	Use of computer-generated log files?
	  ☒ 
	  ☐ 

	7
	Participant observation with their knowledge?
	  ☐ 
	  ☒ 

	8
	Participant observation without their knowledge?
	  ☐ 
	  ☒ 

	9
	Access to personal or confidential information without the participants’ specific consent?
	  ☐ 
	  ☒ 

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally, or emotionally harmful / offensive?
	  ☐ 
	  ☒ 

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	  ☐ 
	  ☒ 

	12
	Investigation of participants involved in illegal activities?
	  ☐ 
	  ☒ 

	13
	Use of procedures that involve deception?
	  ☐ 
	  ☒ 

	14
	Administration of any substance, agent, or placebo?
	  ☐ 
	  ☒ 

	15
	Working with live vertebrate animals?
	  ☐ 
	  ☒ 

	16
	Procedures that may have a negative impact on the environment?
	  ☐ 
	  ☒ 

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	  ☒ 
	  ☐ 

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	



[bookmark: _Int_OKVDav7H]If you have ticked NO to every question, then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	  ☒ 
	  ☐ 

	2
	Adults (over the age of 18 and competent to give consent)?
	  ☒ 
	  ☐ 

	3
	Vulnerable adults?
	  ☐ 
	  ☒ 

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	  ☐ 
	  ☒ 

	5
	Prisoners?
	  ☐ 
	  ☒ 

	6
	Young offenders?
	  ☐ 
	  ☒ 

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	  ☐ 
	  ☒ 

	8
	People engaged in illegal activities?
	  ☐ 
	  ☒ 

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	  ☐ 
	  ☒ 

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals. If students choose individuals under the age of 18 and or vulnerable individuals, a DBS (Disclosure and Barring Service) check is essential.

(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	[bookmark: _Int_2FuLTanD]Approximate figures are fine, but make sure that you explain how you will identify and contact your participants.

Minimum of ten participants through acquaintances and social media requests
(this box should expand as you type)

	11
	Who will the participants be?

	
Adults over 18

(this box should expand as you type)

	12
	How will you identify the participants?
	Each have a view over diet choices 


(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	  ☒ 
	  ☐ 
	  ☐ 

	14
	Will you tell participants that their participation is voluntary?
	  ☒ 
	  ☐ 
	  ☐ 

	15
	Will you obtain written consent for participation?
	  ☒ 
	  ☐ 
	  ☐ 

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	  ☒ 
	  ☐ 
	  ☐ 

	17
	If the research is observational, will you ask participants for their consent to being observed?
	  ☒ 
	  ☐ 
	  ☐ 

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	  ☒ 
	  ☐ 
	  ☐ 

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	  ☒ 
	  ☐ 
	  ☐ 

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	  ☒ 
	  ☐ 
	  ☐ 

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	  ☒ 
	  ☐ 
	  ☐ 

	22
	If NO to any of above questions, please give an explanation 

	
	[bookmark: _Int_rhFUFaZp]You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	  ☐ 
	  ☒ 
	  ☐ 

	25
	Is specialist electrical or other equipment to be used with participants?
	  ☐ 
	  ☒ 
	  ☐ 

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	  ☐ 
	  ☒ 
	  ☐ 

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	  ☐ 
	  ☒ 
	  ☐ 

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.

(this box should expand as you type)



SECTION F: Anticipated Risks

	
	Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	Risk to participants: 
Location could pose health and safety risks.
Emotional distress.
Distressing accounts.
Anonymity.


(this box should expand as you type)
	How you will mitigate the risk to participants:
The use of buildings and rooms within UWTSD which have been tested and signed off for safety.
Approach sensitive topics impartially and understandingly offer extra breaks or the option to leave at any time.
Have no written account of personal information and give each account a synonym. 


(this box should expand as you type)

	2
	[bookmark: _Int_TP7pjtHV][bookmark: _Int_RX0hD7PB]If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


(this box should expand as you type)

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
Threats and aggression.
Biased opinions towards the investigator.
Health and safety risks.
Emotional distress.



(this box should expand as you type)
	How you will mitigate the risk to the investigator:

Avoid offering any personal information with regards to views and opinions.
Arrange for interviews to be conducted in familiar location with a known option to leave.
Location is safe and secure.


(this box should expand as you type)

	4
	University/institutional risks
[bookmark: _Int_K9cvpMHE]For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
Data breach.
Negative publicity.


(this box should expand as you type)
	How you will mitigate the risk to the University:
All data to be stored securely on the cloud with anonymity in password secured files.
Remind participants that all information that is gathered is anonymous and that they may ask to leave at any point.
Remain professional and open to any issues that arise and discuss with supervisor of any issue. 


(this box should expand as you type)

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:



(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)



SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

	1
	Feedback
[bookmark: _Int_jkOGR9Np]What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	An email will be offered to participants that is not personally connected to the interviewer where any contact from the participant can be used to share findings if requested or to remove themselves from the study.

(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	[bookmark: _Int_PvDK99aw]At arranging the interview, it should be made aware to the participant that they would be providing consent to use the data for this study with a follow up email explaining the same with an attached consent form. This should be reiterated at the beginning of the interview offering the option to stop at any point or remove themselves from the study.

(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	No participant's information is to be saved offering anonymity with synonyms names.
(this box should expand as you type)



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	[bookmark: _Int_oMbdA3PM][bookmark: _Int_dPuQmDwN][bookmark: _Int_GtR6bWpC]“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐x
	☐

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	Interview data to provide opinions and views for thematic analysis
(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects –
(a) racial or ethnic origin,
(b) political opinions,
[bookmark: _Int_Fh22lV9z](c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☐x

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



(this box should expand as you type)



	
	Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	  ☐ 
	  ☒ 

	6
	University computers?
	  ☐ 
	  ☒ 

	7
	Private company computers?
	  ☐ 
	  ☒ 

	8
	Home or other personal computers?
	  ☐ 
	  ☒ 

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	  ☐ 
	  ☒ 

	10
	“Cloud” storage or websites?
	  ☒ 
	  ☐ 

	11
	Other – specify:

	  ☐ 
	  ☐ 

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation, and pseudonymisation:

	
	
All data will be kept in password protected cloud storage on the University Office 365 system which
will not be shared. Audio/visual data will be transcribed and would be shown to participants to
check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 


(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	  ☐ 
	  ☒ 

	14
	Sharing of data with others at the University outside of the immediate research team?
	  ☐ 
	  ☒ 

	15
	Sharing of data with other organisations?
	  ☐ 
	  ☒ 

	16
	Export of data outside the UK or importing of data from outside the UK?
	  ☐ 
	  ☒ 

	17
	Use of personal addresses, postcodes, faxes, emails, or telephone numbers?
	  ☐ 
	  ☒ 

	18
	Publication of data that might allow identification of individuals?
	  ☐ 
	  ☒ 

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	
All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.

(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	Principal Researcher
Supervisor


(this box should expand as you type)

	21
	[bookmark: _Int_hrvvRmQy]List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Principal researcher

(this box should expand as you type)

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	[bookmark: _Int_pFcoU2Ho][bookmark: _Int_atUJixfM]All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 

(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	  ☒ 

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	  ☒ 




SECTION I: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

[bookmark: _Int_nrQUKgX3]In submitting this application, I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	
	Date:
9/10/25

	2
	Director of Studies/Supervisor:
	
	Date:

	3
	Signature:
	

	





FOR INTERNAL USE ONLY:
	
	Ethical approval given 

	1
	Signature of assessor:
	
	Date:


	2
	Name:
	

	3
	Role:
	





[bookmark: _Toc570667880]Semi-structured interview questions

 1. Media campaigns promoting or critiquing veganism and animal agriculture
1. How would you describe the way media campaigns portray veganism and animal agriculture today?
2. Can you recall any specific campaigns that influenced your perception of either veganism or animal agriculture?
a. Probe: What stood out to you about the message or imagery?
3. In your view, what techniques do media campaigns use to persuade audiences about dietary choices?
a. Probe: Emotional appeals, graphic content, celebrity endorsements, scientific claims?
4. How do you think these campaigns shape public attitudes toward veganism and traditional animal-based diets?
a. Probe: Do you think they create polarisation or constructive dialogue?
2. Differences between media platforms and their influence
1. Which media platforms (e.g., social media, documentaries, news outlets, YouTube, TikTok) do you think have the strongest influence on people’s dietary decisions?
2. How does the impact of social media differ from more traditional media like TV or newspapers?
a. Probe: Speed of information, personalisation algorithms, peer influence?
3. Have you noticed differences in how veganism and animal agriculture are represented across different platforms?
a. Probe: Are some platforms more biased or more sensational than others?
4. Do you think certain platforms encourage more extreme or simplified narratives about diet?
a. Probe: Echo chambers, influencer culture, misinformation?
3. Health‑related narratives in vegan and animal agriculture messaging
1. How do you see health being used as a narrative in promoting veganism?
a. Probe: Claims about disease prevention, weight loss, longevity?
2. How is health used in critiques of animal agriculture?
a. Probe: Saturated fat, antibiotics, zoonotic disease, processed meat risks?
3. Do you feel these health messages are balanced, exaggerated, or misleading?
a. Probe: What makes you trust or distrust them?
4. How do you personally evaluate health claims made in media campaigns about diet?
a. Probe: Do you look for scientific evidence, expert opinion, or personal stories?
4. Long-term studies vs. media portrayals
1. Are you aware of any long-term studies on the health impacts of vegan or animal-based diets?
a. Probe: What findings stood out to you?
2. How well do you think media portrayals align with what long-term research shows?
a. Probe: Do you notice oversimplification or selective reporting?
3. Do you think the public receives an accurate picture of the long-term health implications of different diets?
a. Probe: What information do you feel is missing or distorted?
4. How do discrepancies between scientific evidence and media messaging influence public trust in dietary guidance?
5. Closing reflections
17. Overall, how do you think media influences people’s dietary choices today?
18. Is there anything else you feel is important about how veganism or animal agriculture is represented in the media?

[bookmark: _Toc1849394300]Thematic analysis table


	INTERPRETIVE SUMMARY
	PARTICIPANT QUOTES
	KEY CODES
	ANALYTICAL FOCUS
	THEME 

	Participants actively negotiate meaning and moral exhaustion brought on by ideological overload by resisting oversimplification. Through limiting complex ethical discussions to simple contradictions, the media creates fragmented moral identities. This is consistent with Hall (1980) and Choudry & Hepp (2017).
	“Depending on the media outlet some are against farming and others are against veganism, it’s very split on who or what you’re watching” (P, A)

“Most veganism accounts on TikTok are very aggressive and portray it as us vs them scenario”
(P, B)

“Meat-free options are always advertised on television as a superior form of eating, but you never see adverts about British meat and the health benefits of that”
(P, E)

“There are government snippets floating around on BBC and The Guardian saying veganism is a way to save the planet, it doesn’t do it for me ... documentaries are definitely more balanced as they show both sides and factual information”
(P, D)

“Because the nature of vegan campaigns being pushed as a better way of life, it feels very manipulative- which gives me red flags”
(P, F)


“Headlines make it sound like a war — vegans versus farmers.”

(P, C)

	selective reporting, moral persuasion, ideological framing,
	Ideological and moral framing.
	1. Media Narratives

	Emotional appeals evoke empathy but also fatigue, aligning with Bandura (2001) and Pessoa et al. (2019). Participants describe transient emotional engagement, suggesting that moral emotion without reflection leads to ethical overload.
	“The use of horrific images is used as a form of emotional blackmail” 
(PF) 

“Using such graphic content is a scare tactic”
(P, A)

“Animals kept in poor condition is so upsetting and these are the mages used”
(P, B)

“Agriculture brings back memories of country fairs and tradition British culture”
(P, C)

“The world will end if we don’t change our diet”

(P, D)

“Every week there’s a new healing saying something will kill you, it's exhausting”

(P, E)

“You feel like you know them, they talk like friends, so you believe what they say”
(P, G)
	Guilt, empathy, moral shock, compassion fatigue, emotional, moral overload
	Empathy and guilt as moral motivators.
	2. Emotional Influence and Persuasive techniques

	Trust depends on perceived authenticity and transparency. Influencer intimacy can both build and erode credibility, echoing Giraud (2023). Participants value factual integrity over emotional appeal, linking trust to epistemic responsibility.
	“I’d rather listen to a qualified dietitian than someone on Instagram selling protein shakes”
(P, A)

“Influencers are just trying to sell stuff. I trust people with actual credentials”
(P, E)

“It’s rare to find something impartial but I love the scientific evidence”
(P, D)

“TikTok’s too fast and shallow; documentaries give the full picture”

(P, B)

“If someone says this food will cure everything I switch off, it’s never that simple”

(P, A)


	Authenticity, influencer reliability, evidence-based content, scepticism, transparency
	Authenticity and evidence as foundations of communication.
	3. Trust and Credibility

	Through reputation and selective exposure algorithmic curation strengthens moral loops and shapes ethical consciousness. This validates Zuboff (2019) and Pariser (2011). Participants exhibit moral hesitation by acknowledging contextual manipulation but rarely withdrawing from it.
	“I wasn’t even searching for vegan stuff but suddenly my feed was full of plant-based recipes and ethical farming posts”

“If it is not short and snappy, I swipe past. I do not have patience anymore”


(P, A)

“It’s always the angry videos that go viral, calm discussions never get the same reach”
(P, B)

“The more outrageous the post the more it gets pushed. It is like the algorithm thrives on chaos”
(P, E)

“I’ve even seen conspiracy stuff go viral just because it’s shocking even if it’s completely false”
(P, F)

“Once you engage with one political view your whole feed becomes an echo chamber”
(P, G)


	Repetition, selective visibility, digital saturation, bias, 
	Structural reinforcement of moral echo chambers.
	4. Algorithmic Exposure 

	Participants highlight the erosion of epistemic clarity, Lambert et al. (2024) and Leitzmann (2014). Participants highlight the erosion of existing knowledge and belief system, linking misinformation to moral fatigue.
	“One post says meat is essential the next it says it killing you. It is hard to know what to believe”

(P, A)

“Everyone cherry picks studies to prove their point. You never get the full picture”

(P, C)

“Promoting the sustainable development goals and governments want to meet the 2030 agenda, meat is not part of it ...I just see vegan as unhealthy”
(P, D)

“I have seen people claim celery juice cures cancer. It is dangerous how fats that spreads”  

(P, E)

“They act like eating meat is the worst thing you can do. It is just not that black and white”

[bookmark: _Int_gPPqBEvj](P,F)

“People use health to shame others, like if you don't eat a certain way your immoral or ignorant”

(P, G)
	Contradictory claims, selective evidence, oversimplification, health myths, epistemic uncertainty
	Epistemic uncertainty and erosion of trust.
	5. Confusion and Misinformation

	Dietary identity triggers moral defensiveness and stigma, consistent with Tajfel & Turner (1979). Participants describe ethical positioning as socially risky, revealing how moral discourse becomes personal and relational.
	
“People think you are judging them because you do not eat meat. I never said anything, but they get defensive”

[bookmark: _Int_BDhLrWlb](P,A)

“Vegans say I am not commitment enough and meat eaters think I am being difficult. You cannot win”
(P, B)

“Even when it’s just a post about plant-based eating, people take it personally like it’s an attack”  
(P, C)
“If you care about the planet, people call you a tree hugger or say your unrealistic”  
(P, D)

“I’ve been called neurotic just for reading labels and trying to eat clean”
(P, E)

“Theres this idea that vegans are angry activists and meat eaters don't care it’s just not true”  
(P, G)
	Moral defensiveness, stereotyping, identity tension, social pressure, moral hierarchy
	Identity tension and moral defensiveness.
	6. Stigma and Social Reactions

	Media acts as both stressor and catalyst — overwhelming yet inspiring ethical reflection and behavioural change. This duality aligns with Choudry & Hepp (2017) and Bandura (2001), showing how moralised media provokes both anxiety and growth.
	“Seeing the documentaries made me rethink what I eat it’s definitely influenced me”
(P, A)

“Media just put them on a platform and made it political”
(P, D)

“It helped me start but there’s so much information it gets overwhelming”
(P, B)

“You learn a lot but it’s exhausting”

(P, C)

“You can’t just share something; people jump on you like you’re preaching”   
(P, F)

“It brings people together but there’s always arguments, it’s never just supportive”

(P, G) 
	Emotional overload, moral fatigue, reflection, ethical awareness, transformative potential
	Emotional overload leading to ethical reflection and growth.
	7. Media as a Stressor and catalyst



Coding Table

	Theme
	Sub‑Theme
	Initial Codes (Data‑Driven)
	Indicative Meaning

	1. Media Narratives
	Moral Polarisation
	“Us vs them,” aggressive vegan messaging, defensive reactions
	Media frames dietary choice as moral conflict rather than dialogue

	
	Selective Representation
	Biased coverage, missing perspectives, one‑sided arguments
	Media elevates certain dietary ethics while marginalising others

	
	Veganism as Ethical Ideal
	“Better way of life,” moral superiority language
	Media constructs veganism as moral progress

	
	Agriculture as Tradition
	Heritage farming, British identity, nostalgia
	Meat framed as cultural continuity and normalcy

	
	Ideological Positioning
	Political framing, state agendas, environmental duty
	Dietary messaging aligned with ideological goals

	2. Emotional Influence & Persuasion
	Fear & Shock Tactics
	Graphic imagery, “scare tactics,” guilt induction
	Emotional distress used to provoke ethical response

	
	Emotional Blackmail
	Moral pressure, manipulation, discomfort
	Ethical messaging perceived as coercive

	
	Nostalgia & Comfort
	Country fairs, tradition, warmth, familiarity
	Positive emotion reinforces meat consumption

	
	Health Fearmongering
	“Everything will kill you,” anxiety, exhaustion
	Sensational health claims undermine trust

	
	Parasocial Influence
	Influencer intimacy, “feels like a friend”
	Emotional closeness replaces expertise

	3. Algorithmic Exposure
	Passive Exposure
	Unintentional content exposure, feed takeover
	Algorithms shape awareness without intent

	
	Engagement Bias
	Viral outrage, emotional intensity
	Algorithms reward extremity over balance

	
	Short‑Form Dominance
	Reels, TikToks, short attention span
	Complexity reduced by platform constraints

	
	Echo Chambers
	Reinforced beliefs, ideological filtering
	Platforms limit exposure to alternatives

	4. Trust & Credibility
	Professional Expertise
	Trust in dietitians, science‑based sources
	Authority linked to qualifications

	
	Scepticism of Monetisation
	Selling products, influencer profit motives
	Commercial intent undermines trust

	
	Format Credibility
	Documentaries vs TikTok
	Longer formats equated with depth

	
	Moderation Preference
	Rejection of extremes, balanced views
	Credibility linked to nuance

	
	Community Trust
	Shared values, cultural belonging
	Trust shaped by identity and relatability

	5. Confusion & Misinformation
	Contradictory Health Claims
	Meat essential vs harmful
	Inconsistent messaging creates uncertainty

	
	Cherry‑Picked Science
	Selective evidence, partial studies
	Science used strategically for ideology

	
	Oversimplification
	Reduction of complex issues
	Nuance lost in mass communication

	
	Viral Falsehoods
	Conspiracy claims, miracle cures
	Emotional shock eclipses accuracy

	
	Defensive Disengagement
	Switching off, scepticism
	Overload leads to withdrawal

	6. Stigma & Social Reactions
	Assumed Moral Judgement
	Defensive responses, projection
	Dietary identity perceived as judgement

	
	Social Double Bind
	Not vegan enough / too vegan
	Conflicting social expectations

	
	Moralised Consumption
	Food as ethical identity
	Eating framed as moral signal

	
	Stereotyping
	“Preachy vegans,” “ignorant meat eaters”
	reinforce division

	
	Social Alienation
	Mockery
	Ethical concern socially penalised

	7. Media as Catalyst & Stressor
	Motivational Awareness
	Ethical reflection, behaviour change
	Media initiates dietary reconsideration

	
	Information Overload
	Fatigue, overwhelm
	Excess content disrupts engagement

	
	Emotional Burnout
	Anxiety, moral exhaustion
	Continuous exposure creates distress

	
	Politicisation
	Food as ideological statement
	Lifestyle becomes contested territory

	
	Community Formation
	Belonging and conflict
	Media connects and divides simultaneously
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