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Image on front cover: Original illustration designed for the Facebook group
(Seafood-AGE - Sharing experiences of fish & seafood product consumption)
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Introduction
The collective aim of Seafood Age is to create a new Ready to Cook (RTC) fish product prototype using
novel circular economy methods. These methods underpin how the ingredients are sourced, how and
with what materials the product is made, packaged and monitored for safety throughout its lifetime.
As an academic partner in this pan-European Atlantic Area project, the aim at Lancaster University is
to: inform prototype development and support stakeholder buy-in across RTC value chains in Atlantic
Area regions; establish feasibility and identify regional barriers to buying, preparing and eating a
Ready-To-Eat fish and seafood product such as the Seafood Age prototype among people who are
65 and over.  Our key objective is to help establish this feasbility through the design and delivery of
research methods and tools that can be deployed across European Atlantic Area regions.
1  http://imagination.
lancaster.ac.uk/
update/mappingfeasibility-withstakeholders-on-miroa-new-prototyperesearch-method-forseafood-age/

The onset of the Covid-19 pandemic and subsequent lockdowns has challenged us to think how
digital, online platforms can support us to carry out work with stakeholders from a distance with
a view to parity and ease of translation and delivery in the different regions. Our previous report,
‘Establishing feasibility of Seafood Age prototype with UK stakeholders: Developing use of Miro for
mapping feasibility with stakeholders’1 (8 Feb 2021) describes the design development of the first of
the two methods we’ve developed so far. This report describes the design development for the second
of those two methods, a prototype Facebook ‘social learning group’ designed to support would-be
RTC fish product consumers to reflect on and exchange their thoughts and experiences around fish
and seafood product consumption. Insights emerging from the data we generate though the Facebook
group will feed into feasbility mapping work, providing additional data points for stakeholders to
consider upstream.      
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Rationale for method design
Perceptions of fish
reflected through
prompts for specific
recollections of RTE
and RTC fish and
seafood product
consumption

1  http://imagination.
lancaster.ac.uk/
update/seafood-ageworkshop-with-activeminds-at-blackpoolcarers/

To begin developing a prototype research method for work with would-be older buyers of the fish RTC
product, we carried out an initial workshop last year with the Active Minds group at Blackpool Carers,
(see report, ‘Workshop with the Active Minds Group: Blackpool Carers, 13 March 2020’1). This workshop
produced a number of insights for us to take into a next version of the method. These were:
• Food tasting and images provided useful prompts to generate conversation about the memories,
sensations and experiences participants associate with eating fish and seafood.  
• Resarch tools designed to explore participants’ fish and seafood cooking were less productive than
research tools that enabled conversation focussed on their day to day pratices related to fish and
seafood ready to eat and ready to cook products. The reasons for this can roughly be summarised
that, conversation quickly revealed that participants were not cooking and eating fish and seafood
regularly from scratch. Therefore an inquiry into the nature of what they do rather than what they
do not do, seemed more likely to produce an understanding of barriers to eating RTC fish and
seafood products.  
• Nutrition was important to those taking part, and far more so than matters of sustainability. Their
perceptions of  ready to eat products were that they are ‘processed’ and therefore less nutritious
and less appealing. Fish, in particular, given our common understanding that it is best to eat when it
is fresh, suffered in particular from this perception.  
Using these insights, we described in the report cited above how the next version of the research
method should ideally support participants to explore the values, perceptions and practicalities they
associate with eating fish and seafood ready to eat products through specific recollections. We saw the
method  as including visual prompts and probes that support conversasation about the practices of fish
and seafood RTC product buying, preparing and eating day-to-day.  
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Using design speculation to test the
Seafood Age RTC product prototype

In parallel to Lancaster University’s work, Seafood Age partners have been continuing to develop
novel circular economy based methods and materials that form the Seafood Age fish RTC prototype.
These include the kinds of fish sourced and used, smart labelling, algae based sauces and packaging.
Ascertaining the responses of would-be buyers of the products to these novel innovations is a challenge
that could be addressed using a design-speculative approach. A design speculation is a fictional artefact
that stimulates response to a concept by supporting viewers to experience something of the artefact
and the context in which its encountered. These responses can potentially inform the work of  Seafood
Age partners. They could also, importantly, give future stakeholders some idea of whether this product
truly addresses a gap in the market and, what retailers and manufacturers might need to do to bring
about acceptance and adoption.  
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Using Facebook to support
engagement and generate added value
for older research participants

1  https://www.businessnewsdaily.com/10146target-older-demographics-social-media.
html#:~:text=Facebook,-Many%20of%20
the&text=According%20to%20Pew%2C%2062%25%20
of,users%20in%20these%20age%20ranges.
2  https://www.theguardian.com/technology/2018/
feb/12/is-facebook-for-old-people-over-55s-flockin-as-the-young-leave
3 https://www.ageing-better.org.uk/blogs/how-areolder-people-adapting-digital-technology-duringcovid-19-pandemic

In addition to the rationale for what we want to explore with research participants, the question of how
we carry out the research has been especially pertinent following the Covid-19 global pandemic and
subsequent lockdowns in the last year. The older demographic we are particularly interested in engaging
have been especially effected by the need to shield and socially distance.  Our response was to develop
a method that uses remote, digital means.
In our last report (see footnote on p4), we outlined how digital approaches need to address issues of
access and inclusivity. We believe that one possible solution to ensuring the lowest possible threshold
to access is to use a commonly used platform. Facebook in particular is used with increasing frequency  
by older demographics1 & 2. This together with freely accessible or device-specific video conferencing
platforms like Zoom, Skype, FaceTime and WhatsApp, will have increased considerably in the last year.  
That said, as Nayarra Tabassum at Kings College London and the Centre for Ageing Better wrote in
July 20203, many older people will have been forced by the pandemic to use the internet for the first
time to access services that had switched to online-only. For instance, Tabassum cited that 47% of
people aged 75 and over had never used the internet according to 2019 ONS figures on internet users
in the UK. Given this new reliance on the internet, we saw that added value could be generated if the
research method were designed in a way that was simple to use and supported the development and
familiarisation with digital and online skills.    
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Description of method design
The last section described three key elements that we needed to address in designing a research
method for exchanging experiences of fish and seafood product consumption. These are: to reflect on
perceptions of RTE and RTC fish and seafood products through prompting for individual recollections;
using a design speculation to test a seafood age ‘prototype’, and to use an accessible, low-threshold
platform to support engagement and bring added value for older research participants.  The method
is designed to do this through facilitated conversation and exchange supported and documented by a
private Facebook group. Video conferencing is used in conjunction to carry out the conversation. The
following section describes how we have used Facebook to construct this research method.  
This method is designed to be used by people who have a Facebook acount. if they are a member of
the group, they can add their own responses, see and respond to each others comments.  However,
as a conversation tool, used in conjunction with the facilitator screen sharing on video conferencing
software, the participant does not necessarily need to have a Facebook account, nor do they need to
become a member of the group as the facilitator can write comments on their behalf.
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The private Facebook group appropriates
functionality built in to a type of group
design available on Facebook called a “social
learning’ group. This kind of group enables
navigation via static units or modules known
as “Guides”. This is a favourable structure
to normal Facebook navigation via dynamic
posts which change order according to the
latest comments and additions.

9

Guides are navigated via the third option
in the menu across the top of the page.
The facilitated conversation structure is
comprised of six Guides.
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In the first tab- the “About” section- explains
how the conversation is going to work, how
data is generated, collected, stored and
removed, and how people’s identities are
shared within the group, but anonymised
outside of the group.
Following testing, we will make use of the
banner image to convey the informaton in a
visual format as a reminder throughout.
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The Guide navigation pane is situated on
the left hand side of the screen. Each guide
is comprised of posts. While it is possible
to add any number of posts to each guide,
testing has shown that that as few posts
as possible: helps to save considerable
time ; prevents participant fatigue; enables
participants to see at a glance what and
how much is expected of them. This style of
facilitation can encourage a lot of response.
Without the participant being able to see
how much there is to go, the researcher
needs to be aware the participant will want
to share as much as possible. However
their energy, patience and will to provide
the same level of detail throughout will be
quickly spent and the conversation will run
over time.
The First guide is Word Association. This is
a series of images to prompt discussion as
described in the Guide explanation
There are 7 posts in this guide as product
images are split into categories according
to the aount they appear to have been
‘processed’. At the time of writing, each
post shows a gallery of images which the
participant can scroll through. However, it
is not necessary to respond to every image.
This will be revised by changing the existing
images in each post into a single collage so
that the participant can respond to them as
a whole.

Guide 1 - Word Assocation
Posts 1 to 3
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Guide 1 - Word Assocation
Posts 4 to 6
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Guide 1 - Word Assocation
Post 7
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The second guide is a set of questions that
prompt the participant to describe the last
fish or seafood product they ate. Following
testing, this will be revised by changing
the existing images which are displayed as
separate posts as 1 post with a gallery of 6
images.
By reflecting on a specific instance of when
participants have eaten fish and seafood
products, we can prompt richer recollections
and talk about specific practices as opposed
to generalisations.
This page shows posts 1-3.
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Guide 2 - Describe the last fish or seafood
product or ready meal you ate
Post 3 and 4
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Guide 2 - Describe the last fish or seafood
product or ready meal you ate
Post 5 and 6
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Guide 2 - Describe the last fish or seafood
product or ready meal you ate
Post 7
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The third guide (to the right), ‘Kitchen
Cruises’ is designed, like guide 2 as a proxy
for observing people’s practices around
fish and seafood product consumption by
asking people to describe the products they
currently have in their kitchen. Following
testing, this will be revised for participants
to desribe rather than provide visual images.
The fourth guide (far right) is designed
to expore people’s responses to a range
of concepts like “affordability, “family”,
“health” and “sustainability”. These are
designed to give a greater sense of who
would be potentially buying the product
and what they are more likely to buy based
on the values that product reflects. This
is currently split into 12 posts. Following
testing, the words will be put into a collage
for 1 post and participants can respond
to whichever word they wish rather than
feeling obliged to respond to each word in
turn.
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The fifth guide, ‘What do you think about this
product?’ asks for participants responses to a
fictional online supermarket product listing.
The product is a speculative interpretation
of the Seafood Age prototype based on
conversations with Seafood Age partners.
Participants are asked to carefully read the
advert and respond with thoughts on whether
or not they would buy it, what they think of it,
and specifically what they think about the use
of algae and smart labelling. Following testing,
this will be divded into 3 more posts to help
better guide participant responses. Further
revisions will be made following feedback from
Seafood Age partners.
21

The sixth and final guide hanks participants for
their time and asks for feedback.
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Emerging insights from the design
The following are insights emerging from the series of tests that have been run so far on the Facebook
group.

1. This is a facilitated conversation

Guided by the needs of the project, the constraints of the platform, and testing with participants,
we have found that the best way to use the method is through facilitated discussion with one or two
participants at a time, provided they are in the same room. However, the method also provides scope
for working with more than 2 people, and in person, when social distancing constraints are lifted. Whle
we initially thought that this method could be used asynchronously (as an alternative to a survey, for
instance), testing has revealed that facilitation by the researcher brings about richer responses, gives
the participant support and helps to provide a more enjoyable experience overall for the participant.
Without the resarcher’s faciliation, the method lacks incentive for the participant to engage.  
The design of this facebook group is neither a proxy for a workshop, focus group or interview in person,
neither is it a tool that participants should be expected to complete on their own. The most value is
generated from facilitated conversation where Facebook is being used as an accessible and shared
platform. Additional structure like sharing screens on video conferencing can be also be used to help
the facilitator/ researcher and participant guide eachother around. The researcher, however, should
be supported by the structure of the group and the data generated comes directly from the comments
added against the images in each post. The platform and structure should likewise give parity for data
generated across Atlantic Area regions. However, support will be needed to translate it into different
languages and replace the collages of products in Guide 1 in different regions.
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2. Avoiding participant fatigue

The number of posts in each guide are being revised in the next version as described throughout to
help participants see at a glance how much they need to contribute. The test have shown so far that
participants are keen to engage and keen to describe stories and memories about their experiences of
eating fish and seafood. This provides for a rich engagement, however, the facilitator must be mindful
of the participants energy and strictly limit the time spent on each guide to support participants to
complete the guides within an hour.
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Summary and next steps
This report has described the method design for sharing and exchanging resaerch participants’
experiences if fish and seafood product consumption using Facebook as a tool for supporting and
documenting facilitated conversation. Next steps are to complete the revisions described in the
last section. We intend to work with local networks, community groups and existing gatekeepers to
engage new participants, generate data through the platform and use that data to feed into the Mirosupported conversations with stakeholders upstream. We will do this initially with UK based research
participants and look to have the tool translated for use in other Atlantic Area regions    
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