
ABSTRACT 

 
SHUMAKER JEFFREY, PENNY MICHELLE. Understanding the Impact of Using 
Mass Media as a Pedagogical Tool for Nutrition Education of Health Science 
Students in the Community College Classroom. (Under the direction of Dr. M. Gail 
Jones). 
 

 Nutrition-related messages inundate mass media advertisements in the 

United States but it is unclear as to how those messages affect a person‘s food 

selection behavior and awareness of nutrient and non-nutrient message content. 

This dissertation is a culmination of research examining the use of mass media 

(television and print) as a pedagogical tool to evaluate food selection and content 

awareness in advertisements for a health science community college nutrition 

course.  

A mixed-methods, pretest-posttest design included a total of fifty-nine 

participants from four nutrition classes; two classes received traditional instruction 

(control) and two classes incorporated mass media within the course content 

(treatment). All four classes were taught by a single nutrition instructor. Both groups 

were given pre and post-course surveys to evaluate questions related to the 

awareness of nutritional food-related advertisements in mass media. Media 

interpretation exercises were given pre and post-course course to measure 

awareness about content (nutrition and non-nutrition) of nutritional food-related 

advertisements. Additionally, fifteen students were interviewed pre and post-course 

to gain an understanding about their awareness of nutritional messages in food-

related advertisements. The findings from this study are presented in two 



manuscripts that include further discussion of how current behavioral theories used 

in nutrition education relate to the findings.  

 The first manuscript of this study examines the impact of using print and 

television mass media during nutrition instruction on reported food selection 

behaviors. Results showed there were few significant differences in food selection 

relative to mass media within and between control and treatment groups pre to post-

course. Interviews suggested that food behaviors are firmly grounded in beliefs and 

attitudes. Furthermore, the influence of mass media as a pedagogical strategy for 

this nutrition course did not change reported eating behaviors. 

The second manuscript of this study examines the effects of using print and  
 
television mass media as a pedagogical tool to increase students‘ awareness of  
 
nutrition in advertising. Survey results showed that there are no differences in  
 
awareness of food-related advertisements seen in television or print for students in  
 
the control group as compared to students who received mass media (television and  
 
print) as an instructional tool. The media interpretation exercise indicated limited  
 
differences in awareness about content (nutrition and non-nutrition) of nutritional  
 
food-related advertisements for participants who received mass media as an  
 
instructional tool as compared to those in the control group post-course. Interviews  
 
indicated that students in both groups reported that they were more aware at post- 
 
course of advertisement content including message, nutrition, visual and emotional  
 
emphases. However, a tally of the number of students who commented about the  
 
coded themes indicated that the treatment group had an overall decrease in the  
 
number of students that commented about the message, nutrition, visual or  
 



emotional aspect of the advertisements while the control group had an increase. 
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MASS MEDIA AS A PEDAGOGICAL TOOL FOR TEACHING NUTRITION IN THE 
CLASSROOM:  THE EFFECT OF MASS MEDIA ON REPORTED FOOD 

SELECTION BEHAVIORS OF COMMUNITY COLLEGE HEALTH SCIENCE 
STUDENTS 

 
 

The objective of this study was to examine the impact of using print and 

television mass media during nutrition instruction on reported food selection 

behaviors. Television and print media were used during instruction to heighten 

students‘ awareness of nutrition messages contained in mass media format. Framed 

at a large community college in the Southeastern United States, participants 

included students in four classes of a human nutrition course in the Health Sciences 

curriculum. Surveys containing questions about food selection based on television 

and print were administered to the control group (no media during instruction, n = 

24) and the treatment group (media during instruction, n = 35). Fifteen participants 

total from both the control and treatment groups (n = 15) were interviewed to gain a 

deeper understanding of how food selection behaviors were influenced by media 

used during instruction. Results showed there were few significant differences in 

food selection relative to mass media within and between control and treatment 

groups pre to post-course. Interviews suggested that food behaviors are firmly 

grounded in beliefs and attitudes. Furthermore, the influence of mass media as a 

pedagogical strategy for this nutrition course did not change overall reported eating 

behaviors. 
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Nutrition and Its Relation to the Healthcare Industry 

 

The National Health and Nutrition Examination Survey of 2005-2006 reported 

that 68% of the adult population in the United States (U.S.) over 20 years of age 

were overweight or obese (Body Mass Index (BMI) ≥ 25). Though the number of 

overweight adults decreased slightly since 2003-2004, the percentage of obese (BMI 

≥ 30) adults increased from 32.2% in 2003 to 33.9% in 2006 (Centers for Disease 

Control and Prevention [CDC], 2006). Obesity correlates with an increased risk of 

health problems such as cardiovascular diseases, certain cancers and Type II 

diabetes (Calle, 2003; Kant, 2004). In 2005-2006, 10.1% of the adult population was 

diagnosed with diabetes and 30.5% of adults 20 years of age were diagnosed with 

hypertension (CDC, 2006). When evaluating 2009 direct and indirect healthcare 

costs for treating hypertension and diabetes in the U.S., an overwhelming $73.4 

billion was spent for hypertension and $174 billion for diabetes (Finkelstein, 

Trogdon, Cohen, & Dietz, 2009). In addition, obese people have a 10-50% increased 

risk of death compared to healthy weight individuals (BMI 18.5 to 24.9) (Flegal, 

2005).  

People living in the U.S. are inundated with nutritional messages through 

television and print advertisements. The American Dietetic Association (Nutrition and 

You,1999) reported that the top three sources of nutrition information for consumers 

in the U. S. were television (48%), magazines (47%) and, newspaper (18%) and 

more than $26 billion dollars per year was spent on marketing and advertising food-

related products (Elitzak, 2001). Thomsen, Terry , & Amos (1988)  reported 92% of 
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163 surveyed subjects (42% male and 57% female) ages 14-18 years old gained 

nutritional knowledge predominately from a home economics course followed by 

health, science and physical education courses during grades 9-12. However, 

gaining nutritional education was not limited to just school. Information was also 

obtained from television (92%), magazines (75%), newspapers (59%), radio (67%), 

parents/guardians (91%), peers, labels on food packages and physicians. The link 

between television viewing and obesity in children and young adults has been 

extensively researched with results varying from strong to weak influences; most 

studies identifying external factors such as the sedentary nature of viewing 

television, culture and family influences and lack of exercise (Dietz, 1985; 

Livingstone & Helsper, 2006; Robinson, 1999; Young, 2003). However, there is 

limited research that has investigated possible television-obesity links for adults 

(Anderson, L., 2010; Jenvey, 2007; Robinson, 2001).  

A complex environment for food choices exists for the typical person in the 

U.S. Therefore, it is vital that future generations of medical doctors, nurses, and 

other healthcare workers are aware of the possible influence from mass media 

sources on food selection for both themselves and their patients. Given the 

documented influence of mass media on nutrition-related issues, it is imperative that 

we understand the relationship between mass media and nutrition education. 
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Use of Mass Media in Nutrition Education 

 

 Food advertising through mass media saturates the American culture. View 

television for 30 minutes and commercials for soft drinks, cereals, fiber supplements 

or candy bars abound. Page through a magazine and advertisements fill the pages 

with those products similarly seen on television. Additionally,  while viewing 

advertisements, people have the opportunity to passively watch images without 

questioning and analyzing the validity of the content or how it may influence their 

food behaviors. Educating the next generation of healthcare workers is crucial to not 

only the health status for U.S. citizens but also to potentially decreasing costs of 

health care. In 2010, First Lady Michelle Obama created an initiative to decrease the 

incidence of obesity within one generation (DHHS, 2010). The platform, ―Let‘s Move 

2010‖, puts emphasis on physical activity, food quality in schools, meal programs 

and most importantly, nutrition education within the public K-12 school system.  

Technology sources (Clark, 1983; Hastings & Tracey, 2005; Kenny, 2001; 

Kozma, 1994) including mass media delivered through television, movies and print 

have not only entertained, but also have served as a source of education within the 

United States for several decades (Hertzler, 1990; Larson, 1989; S. Lichter, L. 

Lichter & Rothman, 1994).  There is limited research specifically to the use of mass 

media in a nutrition course. Educational films have been shown to increase retention 

of knowledge (Williams, Aleong, Merrow, & E. H. Morse, 1980) and computer-

assisted nutrition instruction has or is planned to be implemented in over 70 medical 

schools in the U.S. (Cooksey, Kohlmeier, Plaisted, Adams , &  Zeisel, 2000). 
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However, the influence of food selection from viewing mainstream mass media food 

advertisements with nutritional messages in an adult nutrition course has not been 

evaluated. 

Behavioral Theories and Models of Food Selection 

 

There are various influences on food selection:  sociocultural, economics, 

marketing, religion, ethics, and health are just a few. Several theories and models 

explaining these influences have been used in nutrition education to help understand 

how and why changes in food behaviors occur. Contento (2007) constructed a 

conceptual framework for nutrition educators to understand stages of changes in 

food behaviors (Figure 1.1). The motivational phase includes stages of 

precontemplation and contemplation of the behavior. It is during this phase where 

the persuasive nature of nutrition messages in mass media can be influential to 

consumer behavior. If an individual identifies a potential risk or benefit with the food 

behavior, the precontemplation and motivation to change has been initiated.  

It can be speculated that the use of mass media as a tool to heighten 

awareness and motivate positive food selection changes could be effective in this 

stage.  The action phase continues from the point of deciding to change the behavior 

through maintaining the new behavior.  Within the action phase, the use of relevant 

nutrition knowledge along with the understanding of how the socially modeled 

advertising system influences choices can help to guide the decision to change.   It 

can also be speculated that increasing awareness of nutrition messages in mass 
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media through interactions among students within a nutrition course (social 

influence) would offer a transition from decision to action in this phase as well, 

dispelling misinformation and increasing critical thinking. Of course, change 

ultimately lies within the individual but external influences such as mass media and 

education can help to motivate and activate change.   

Several behavioral theories can be used as a framework to guide this study. 

The use of mass media to influence food behaviors can be explained through the 

theory of planned behavior (Ajzen, 1985), social cognitive theory (Bandura, 1977) 

and transtheoretical model (Prochaska, 1977). The theory of planned behavior 

identifies that having the intention does not always lead to change. There is a 

perceived behavioral control involved in the process, including influence of self-

efficacy.  The social cognitive theory can help to explain how the behavior and 

attitudes of an individual are influenced by interacting and observing others 

exhibiting a behavior and attitude in a similar situation, as in advertisements.  The 

social cognitive theory situates the individual with their experiences in social 

settings. The transtheoretical model takes into account readiness to change, a 

potential shift in food selection towards more healthful selections. In the study 

presented here, the theory of planned behavior, social cognitive theory and the 

transtheoretical model frame the theoretical perspective and research questions 

related to mass media influences on food selection. 
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     Figure 1.1.  Conceptual framework for nutrition education  
     Note. From Nutrition Education: Linking Research, Theory, and Practice (p.      
     1228), by I. R. Contento, 2007, Sudbury, MA: Jones & Bartlett Learning, Inc.           
     Reprinted with permission. 
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Purpose of Study 

 

The purpose of this study was to examine the impact of using print and 

television mass media during nutrition instruction on reported food selection 

behaviors. Since the U.S. population gains nutritional information from mass media, 

it is important to enable medical care providers with the ability to recognize our 

populations‘ influence by advertisements; especially since medical providers 

themselves are included in the nutrition-health statistics discussed previously. This 

study will answer the following research question. Does using print and television 

media as a pedagogical strategy in a nutrition course influence reported food 

selection behaviors?  

Methods 

Context and Participants 

            A mixed methods, pretest-posttest design was used for this study. The 

participants were students enrolled in a human health science course at a large 

community college in the Southeastern United States. Two classes received 

traditional instruction (control) and two classes received instruction that incorporated 

mass media within the course content (treatment). All four classes were taught by a 

the same nutrition instructor.  

           Class demographics were representative of the adult population of nurses 

within the United States in regards to gender and ethnic groups such as Asian, 

African-American, Caucasian, and Hispanic (USDHHA, 2010). Participant 
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recruitment was voluntary. The control group (no media, n = 24) consisted of: 10 

female Caucasians, 4 female Asian-Americans, 2 female African-Americans, 3 

female Hispanics, 3 female Others/Not reported and 2 male Caucasians. The 

treatment group (media, n = 41) consisted of: 26 female Caucasians, 1 female 

Asian-American, 8 female African-Americans, 2 female Hispanics and 4 male 

Caucasians. Five participants of each class from both the control and treatment 

groups (n = 20) were selected for interviews using a stratified random process using 

a random number table. The control group interviewees (n = 7) consisted of 2 male 

Caucasians (ages 27 and 31 years old) and 5 females (ages ranging from 25 to 44 

years). The treatment group interviewees (n = 8) consisted of 1 male Caucasian 

(age 28 years) and 7 females (ranging from 18 to 31 years). Five of the twenty 

students initially selected for interviews withdrew from the course. 

Instructional Content 

 Control Group (No Media) 

The control group received traditional instruction with nine, eighty-minute 

course lectures outlining content from the course textbook (Sizer & Whitney, 2008) 

(Table 1.1).  No television or print media was implemented into the instruction. 
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Table 1.1 

Course content lecture topics 

Lecture Lecture Title

1 Carbohydrates: Sugar, Starch, Glycogen, and Fiber

2 Lipids: Fats, Oils, Phospholipids, and Sterols

3 Proteins and Amino Acids

4 Vitamins

5 Water and Minerals

6 Energy Balance and Health Body Weight

7 Nutrients, Physical Activity, and the Body's Responses

8 Diet and Health

9 Food Safety and Food Technology

 

  

Treatment Group (Media) 

 In addition to the nine content lectures, the treatment group viewed two 

selected advertisements or articles from print or television mass media sources for 

each lecture (Table 1.2). The instructor asked the students to view or read the 

specific mass media source and then an open class discussion about the articles or 

advertisements took place for 10-15 minutes after the media was viewed. The 

instructor did not lead students with any particular focus but rather directed students 

to share their thoughts about what they saw and/or read 
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Table 1.2 

Supplemental course content print and television media viewed by treatment group    
 

Lecture Media Source Media Description

1 TV Commercial from the Corn Refiners Association about high fructose corn syrup

1 TV Broadcast from Science Direct titled "Fast Fat"

2 PRINT Magazine article about biohydrogenated oils

2 TV Movie excerpt from "King Corn"

3 TV Anderson Cooper reports about Plumptynut on CBS News show 60 Minutes

3 TV ABC News report about the Atkins Diet

4 PRINT Magazine advertisement for a vitamin and mineral supplement

4 PRINT Magazine article about vitamin and mineral supplementation

5 PRINT Water analysis report from the cities of Raleigh and Durham, N.C.

5 TV Commercial for osteoporosis drug, Boniva®, presented by Sally Fields

6 TV Commercial for Propel™ Fitness Water

6 TV ABC News report about Vitamin and Mineral Water

7 TV Commercial for the Y.M.C.A.

7 TV ABC News report about obesity and genetics

8 PRINT Magazine article about fish oil supplementation

8 TV ABC News report about restricted calorie diet and health

9 PRINT News and Observer newspaper article about Salmonella  poisoning

9 TV ABC News report about Salmonella  poisoning
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Media Selection 

Print Media 

Print advertisements and articles were selected from five of the top twenty-

five best-selling popular press magazines in 2008 (People Magazine, Better Homes 

and Garden, O: The Oprah Magazine, Woman‘s Day and Newsweek) (Magazine 

Cost, 2008). Six print articles used for the treatment group were matched to course 

content. Advertisements were selected based on nutritional message and visual 

appeal. Ten advertisements were initially selected by the researcher and then 

evaluated by an additional science educator for a selection of three that best 

represented what would be seen by the general population. The three 

advertisements used during interviews are shown in figures 1.2, 1.3, and 1.4. 
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Figure 1.2: 3Musketeers®                                     Figure 1.3: Frito-Lays® 

Note. Advertisement commonly found                          Note. Advertisement commonly found 
in magazines selected for this research                        in magazines selected for this   
during 2008.                                                                  research during 2008. 
 
 

  

 Figure 1.4: Hidden Valley® Ranch 
 Note. Advertisement commonly found in magazines selected for this research during 2008. 
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Television Media 

Television programming and commercials that contained nutrition-related 

information or common food and drink advertisements aired on general television 

programming past and present were selected by the researcher. Of those 

advertisements, the researcher chose 13 to incorporate into the instructional content 

and 1 for use during the interview that best represented what was commonly seen 

on television during prime-time viewing. The drink advertisement used for the 

interview was a 7-Up® soft drink commercial that aired during the 2008 NFL Super 

Bowl (You Tube, 2008).  

Assessment 

Survey 

 A survey instrument was designed to assess pre and post-course reported 

food selection behaviors (Appendix A). The survey contained questions pertaining to 

individual food behaviors, including overall selection with and without the influence of 

mass media (television, magazines and newspapers) (Table 1.3). Food survey 

questions were adopted from other implemented surveys (Makowske & Feinman, 

2005; Steptoe, Pollard, & Wardle, 1995). Both the control and treatment groups 

received the same survey instrument. Pre-course surveys were administered prior to 

the first content lecture and post-course surveys were administered after the last 

content lecture.  
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Table 1.3 

Survey questions related to individual food behaviors, including food selection 
relative to mass media 
 
Food behavior 
 
1. Within the past week, how often did you eat a meal prepared from another source outside      
    of the house? 
3. At the present moment, what snacks are available in the house? 
4. What is your involvement with meal preparation within the house? 
5. Are there currently any specific reason for selection of specific foods in your home? 
 
 
Overall food selection 
 
25. How many days last week (Monday through Sunday) did you eat the following foods? 
 
 
Food selection relative to mass media 
 
10. Based on seeing a food-related advertisement on television, did you purchase any of the  
      items in the past week? 
11. Based on seeing a food-related advertisement on television, will you purchase any of the  
      items at your next store visit? 
14. Based on seeing a food-related advertisement in the newspaper, did you purchase any   
      of the items in the past week? 
15. Based on seeing a food-related advertisement in the newspaper, will you purchase any  
      of the items at your next store visit? 
18. Based on seeing a food-related advertisement in a magazine, did you purchase any of  
      the items in the past week? 
19. Based on seeing a food-related advertisement in a magazine, will you purchase any of  
      the items at your next store visit? 

 

 

Validity and reliability. The survey instrument was evaluated for content 

validity by a panel of experts that included two science educators, one nutritionist 

and one survey researcher. The survey was then pilot tested with twenty people of 

like demographics to the target sample population to verify wording of questions for 

clarity. The pilot test participants were debriefed and asked to identify any problems 
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or suggest revisions of the questions. The survey was then tested again with 

students enrolled in two sections of a nutrition course with similar demographics to 

the target sample population.  Because identical pre and post surveys were 

administered, a test-retest method utilizing a correlation coefficient (r-value) was 

used to measure reliability of the overall survey instrument. An r-value of .71 was 

determined.      

Analysis and equivalency of control and treatment groups. Statistical Package 

for the Social Sciences software [SPSS] was used for quantitative analyses of 

survey questions. Control and treatment groups were determined to be from the 

same population through comparison of means from pre-course survey questions 

numbered 5 and 22 (Table 1.4). No significant difference between groups was 

noted. Post-course survey mean differences between control and treatment groups 

were evaluated using a Chi-square test. Pre and post-course survey means were 

calculated and compared within groups using a McNemar test.  
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Table 1.4 

Questions used to determine equivalency between control and treatment groups  

 
 
                                                            Control                      Treatment  
        Survey question                            Mean (SD)                 Mean (SD)      p-value 
 
 
  5.  Are there currently any specific  
       reasons for selection of specific foods       0.67 (0.48)               0.60 (0.50)         1.00 
        in your home? 
  
 
22.  Have you ever completed a course that 
       included nutrition information?                   0.92 (0.28)                0.77 (0.43)       0.44 
 
 
Note. SD = Standard Deviation. 

  

Interviews 

 Interviews were used to gain a deeper understanding of how and why food 

selection behaviors may be influenced by mass media.  A portion of the interview 

included a written questionnaire to obtain demographic and personal background 

information regarding food selections in the home past and present. Interview 

questions related to individual food behaviors, selection and any influence of mass 

media on food behaviors were asked of each participant during both pre and post-

course interviews (Appendix B). Five participants of each course section from both 

the control and treatment groups (n = 20) were selected for pre and post-course 

face-to-face, structured interviews using a stratified random sample selected by a 

random number table. Five students withdrew from the course and therefore, their 

information was not used in this study. Demographic data for interview participants is 
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outlined in Table 1.5. Pre-course interviews were administered before the first 

content lecture and post-course interviews were administered immediately after the 

last content lecture for the semester. Interviews were conducted individually using 

open ended questions from an interview guide in a friendly, non-threatening setting. 

Interviews were audio-taped and transcribed for analysis. Students were asked to 

view one television commercial (You Tube 7-Up®, 2008) and three print 

advertisements (Figures 1.2, 1.3, and 1.4). Interview questions were then used to 

lead the conversation about each advertisement. 
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Table 1.5 
 

Demographic data of interview participants 
 
Interview participants 
 
         Alias                     Gender                    Age                     Race/Ethnicity 
 
       

       

Control Group

Jason Male 27 Caucasian

Lisa Female 31 Caucasian

Amy Female 35 Asian-American

Janice Female 25 Asian-American

Mary Female 44 Caucasian

Steve Male 31 Caucasian

Doris Female 28 Caucasian

Treatment Group

Mia Female 21 African-American

Georgia Female 21 Caucasian

Susan Female 30 Caucasian

Andy Male 28 Caucasian

Vanessa Female 21 African-American

Marilyn Female 18 Caucasian

Crystal Female 20 Caucasian

Catherine Female 31 Caucasian
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Reliability and validity. Interviews were conducted by the researcher using a 

structured, open ended question instrument. To ensure content validity, interview 

questions were designed to address the specific research study questions and the 

interview instrument was evaluated by a panel of experts that included two science 

educators, one nutritionist and one researcher with expertise in interview protocols.  

         Analysis. Interview transcripts were read, evaluated, and coded for choice, 

awareness, and advertisement. Final themes analyzed were media message, 

awareness and food selection behavior. Inter-rater reliability for coded themes was 

established with a second coder and determined to be .92. Final themes are used to 

discuss findings. 

Results 

 

Even though there were small changes in reported food selection behaviors 

within both control and treatment groups pre and post-course and between groups at 

the end of the course, overall survey results indicated that the control and treatment 

groups were similar post-course. 

Survey 

Reported Food Behaviors of Students 

Students from the control and treatment groups were asked to identify 

involvement with meal preparation and specific reasons for selection of specific 

foods. As shown in table 1.6, there were no significant differences pre to post-course 
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within either the control or treatment groups. Common reasons for food selection by 

both groups included culture, health, ethics, convenience, and cost. 
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Table 1.6 
 
Meal preparation and reasons for food selection 

 

          Media (n=35)           No Media (n=24)       Difference (post-post)a

Pre Post Pre Post

n(%) Mean (SD) n(%) Mean (SD)   p-value n(%) Mean (SD) n(%) Mean (SD) p-value b   p-value c

Outcome Variable

What is your involvement with meal preparation within the house?

1 meal each day 0.51(.51) 0.51(.51) 1.00 0.21 (.41) 0.17(.38) 1.00 0.27

Yes 18(51.4) 4(11.4) 5(20.8) 4(16.7)

No 17(48.6) 31(88.6) 19(79.2) 20(83.3)

No Response (missing) 0.00 0.00 0.00 0.00

1-2 meals per week 0.09(.28) 0.11(.32) 1.00 0.17(.38) 0.21(.41) 1.00 0.45

Yes 3(8.6) 6(17.1) 4(16.7) 5(20.8)

No 32(91.4) 29(82.9) 20(83.3) 19(79.2)

No Response (missing) 0.00 0.00 0.00 0.00

1 meal every other day 0.17(.38) 0.17(.38) 1.00 0.17(.38) 0.29(.46) 0.45 0.84

Yes 6(17.1) 1(2.9) 4(16.7) 17 (70.8)

No 29(82.9) 34(97.1) 20(83.3) 7 (29.2)

No Response (missing) 0.00 0.00 0.00

0 meals per week 0.03(.17) 0.03(.17) 1.00 0.17(.38) 0.04(.20) 0.25 0.83

Yes 1(2.9) 7(20) 4(16.7) 23(95.8)

No 34(97.1) 28(80) 20(83.3) 1(4.2)

No Response (missing) 0.00 0.00 0.00

Other 0.20(.41) 0.20(.41) 1.00 0.29(.46) 0.33(.48) 1.00 1.00

Yes 7(20) 7(20) 7(29.2) 8(33.3)

No 28(80) 28(80) 17(70.8) 16(66.7)

No Response (missing) 0.00 0.00 0.00

Are there currently any specific reasons for selection of specific foods in your home?

0.6(.50) 0.6(.50) 1.00 0.67(.48) 0.71(.46) 1.00 0.85

Yes 21(60) 21(60) 16(66.7) 17(70.8)

No 14(40) 14(40) 8(33.3) 7(29.2)

Note. n  = number of students. % = percentage of total responses. SD = Standard Deviation. 
aDifference = Difference in means between control and treatment groups post-course. bp -value = McNemar. cp -value = chi-square



 

23 

 

When asked how often a meal was prepared from another source outside of 

the home within the past week; the treatment group reported eating significantly less 

often outside of the home at the end of the course as compared to before the course 

(Table 1.7). The treatment group identified the top 3 dining styles as sit-down 

restaurant, fast food, and take-out and the control group identified fast food, sit-down 

restaurant and take-out. There were no significant differences between the control 

and treatment groups post-course. 
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    Table 1.7 

    Meal preparation and chosen dining style by students within the past week 
 

          Media (n= 35)                                            No Media ( n = 24) Difference (post-post)
a

                                                    Pre                           Post                            Pre                            Post

    n(%) Mean (SD)          n(%) Mean (SD)               p-value
b

    n(%) Mean (SD)             n(%) Mean (SD)            p-value
b

   p-value
c

Outcome Variables

Within the past week, how often did you eat a meal prepared from another source outside of the house?

1-2 times 0.77(1.52) 0.69(0.47) 0.09 0.29(0.46) 0.54(0.51) 0.15 0.48

yes 18(51.4) 24(68.6) 7(20)    13(37.1)

no 16(45.7) 11(31.4) 17(48.6) 11(31.4)

no response (missing) 1(2.9) 0.00 0.00 0.00

3-4 times 0.40(1.54) 0.06(0.24) 0.33 0.38(0.49) 0.25(0.44) 0.55 0.56

yes 5(14.3) 2(5.7) 9(25.7) 6(17.1)

no 29(82.9) 33(94.3) 15(42.9) 18(51.4)

no response (missing) 1(2.9) 0.00 0.00 0.00

> 4 times 0.46(1.54) 0.11(0.32) 0.91 0.21(0.41) 0.04(0.20) 0.22 0.83

yes 7(20) 4(11.4) 5(14.3) 1(2.9)

no 27(77.1) 31(88.6) 19(54.3) 23(65.7)

no response (missing) 1(2.9) 0.00 0.00 0.00

Did not eat outside of home 0.34(1.53) 0.14(0.36) 0.02* 0.13(0.34) 0.17(0.38) 1.00 0.33

yes 3(8.6) 5(14.3) 3(8.6) 4(11.4)

no 31(88.6) 30(85.7) 21(60) 20(57.1)

no response (missing) 1(2.9) 0.00 0.00 0.00

What dining style did you select?

Sit down restaurant 0.63(1.54) 0.43(0.50) 1.00 1.42 (2.96) 1.96(3.25) 0.50 0.08

yes 13(37.1) 15(42.9) 7(20) 11(31.4)

no 21(60) 20(57.1) 14(40) 9(25.7)

no response (missing) 1(2.9) 0.00 3(8.6) 4(11.4)

Buffet style restaurant 0.31(1.53) 0.06(0.24) 1.00 1.33 (2.99) 1.29(3.00) 1.00 0.64

yes 2(5.7) 2(5.7) 5(14.3) 4(11.4)

no 32(91.4) 33(94.3) 16(45.7) 17(48.6)

no response (missing) 1(2.9) 0.00 3(8.6) 3(8.6)

Fast food restaurant 0.69(1.53) 0.29(0.46) 0.13 1.75(2.83) 1.71(2.86) 1.00 0.42

yes 15(42.9) 10(28.6) 15(42.9) 14(40)

no 19(54.3) 25(71.4) 6(17.1) 7(20)

no response (missing) 1(2.9) 0.00 3(8.6) 3(8.6)

Take out 0.57(1.54) 0.29(0.46) 1.00 1.29 (3.00) 1.33(2.99) 1.00 0.88

yes 11(31.4) 10(28.6) 4(11.4) 5(14.3)

no 23(65.7) 25(71.4) 17(48.6) 16(45.7)

no response (missing) 1(2.9) 0.00 3(8.6) 3(8.6)

Other 0.40(1.54) 0.06(0.24) 0.45 1.17(3.03) 1.17(3.03) 1.00 0.80

yes 5(14.3) 2(5.7) 1(2.9) 1(2.9)

no 29(82.9) 33(94.3) 20(57.1) 20 (57.10

no response (missing) 1(2.9) 0.00 3(8.6) 3 (8.6)

Note. n  = number of students. % = percentage of total responses. SD = Standard Deviation. 
aDifference = Difference in means between control and treatment groups post-course. b

p -value = McNemar. cp -value = chi-square
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Students were asked to identify from a list currently available snack foods in 

the home. The treatment group identified fruit, vegetables and nuts most frequently 

as available snacks at home. The control group most frequently listed fruit, 

vegetables and popcorn. The control group was less likely to report having fruit 

available in the home than the treatment group (p < .05) (Table 1.8). 
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Table 1.8 

Availability of specific snacks in the home 

                 Media (n=35)                   No Media (n=24) Difference (post-post)a

Pre Post Pre Post

Mean (SD) Mean (SD) p-value b
Mean (SD) Mean (SD) p-value b p-value c

Outcome Variables

Potato Chips 0.37 (0.49) 0.21 (0.41) 0.45 0.58 (0.50) 0.21 (0.41) 0.05 0.54

Popcorn 0.66 (0.48) 0.63 (0.49) 1.00 0.54 (0.51) 0.63 (0.49) 0.73 1.00

Ice cream 0.34 (0.48) 0.31 (0.47) 1.00 0.67 (0.48) 0.42 (0.50) 0.15 0.08

Fruit 0.91 (0.28) 0.94 (0.24) 1.00 0.96 (0.20) 0.92 (0.28) 1.00         0.03*

Cookies 0.31 (0.47) 0.26 (0.44) 0.73 0.46 (0.51) 0.38 (0.49) 0.73 0.73

Nuts 0.66 (0.48) 0.69 (0.47) 1.00 0.63 (0.49) 0.58 (0.50) 1.00 0.94

Chocolate 0.49 (0.51) 0.31 (0.47) 0.18 0.38 (0.49) 0.33 (0.48) 1.00 0.32

Vegetables 0.83 (0.38) 0.80 (0.41) 1.00 0.88 (0.38) 0.92 (0.28) 1.00 0.45

None 0.00 0.00 1.00 0.08 (0.28) 0.04 (0.20) 1.00 1.00

Note. n  = number of students. % = percentage of total responses. SD = Standard Deviation. 
aDifference = Difference in means between control and treatment groups post-course. bp -value = McNemar. cp -value = chi-square

*p  < .05
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Television Advertisements and Reported Food Selection Behavior 

Students were asked to identify how many hours in the past week they 

viewed television as well as identifying the specific time frames and types of shows. 

Students in the control group reported watching fewer hours of television (p ≤ .05) 

than the treatment group. The treatment group reported watching more drama-

themed shows at the end of the course (p < .05) (Table 1.9) 
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Table 1.9 

Number of hours, time frames and types of shows students reported when watching 
television  
 

                      Media (n=35)                        No Media (n=24)     Difference (post-post)a

Pre  Post  Pre  Post  

Mean (SD) Mean (SD) p-value
b Mean (SD) Mean (SD) p-value

b
       p-value

c

Outcome Variables

How many hours last week (Monday through Sunday) did you spend watching television?

0-5 hours 0.43(.50) 0.57(.50) 0.27 0.63(.49) 0.67(.48) 1.00 0.14

6-10 hours 0.49(.51) 0.31(.47) 0.18 0.21(.41) 0.25(.44) 1.00         0.05*

More than 10 hours 0.09(.28) 0.11(.32) 1.00 0.17(.38) 0.08(.28) 0.69         0.03*

From the above question, please indicate specific time frames that you watched television

6-10am 0.17(.38) 0.17(0.38) 1.00 0.21(.41) 0.08(.28) 0.45 0.58

10am-2pm 0.18(.39) 0.14(.36) 1.00 0.17(.38) 0.17(.38) 1.00 1.00

2pm-8pm 0.56(.50) 0.43(.50) 0.34 0.54(.51) 0.46(.51) 0.75 0.43

8pm-midnight 0.74(.45) 0.63(.49) 0.58 0.88(.34) 0.67(.48) 0.23 0.76

midnight-6am 0.12(.33) 0.11(.32) 1.00 0.08(.28) 0.17(.38) 0.63 0.41

Did not watch television last week 0.03(.17) 0.09(.28) 1.00 0.08(.28) 0.13(.34) 1.00 0.58

During the above time periods, what type of television shows did you watch?

Reality 0.30(.47) 0.45(.51) 0.23 0.32(.48) 0.38(.50) 1.00 0.26

Entertainment 0.36(.49) 0.36(.49) 1.00 0.55(.51) 0.43(.51) 0.51 0.31

Educational 0.33(.48) 0.27(.45) 0.69 0.18(.39) 0.29(.46) 1.00 0.18

News 0.55(.51) 0.64(.49) 0.61 0.59(.50) 0.52(.51) 0.45 0.36

Sitcom 0.42(.50) 0.33(.48) 0.63 0.36(.49) 0.48(.51) 1.00 0.07

Drama 0.39(.50) 0.67(.48)    0.00* 0.45 (.51) 0.38(.50) 1.00 0.36

Soap Opera 0.12(.33) 0.06(.24) 0.63 0.14(.35) 0.05(.22) 1.00 0.81

Sport 0.30(.47) 0.18(.39) 0.13 0.18(.39) 0.19(.40) 1.00 0.29

Cartoon 0.15(.36) 0.06(.24) 0.45 0.36(.49) 0.29(.46) 0.63 0.13

Other 0.09(.29) 0.12(.33) 1.00 0.23(.43) 0.14(.36) 0.63 0.16

Note. n  = number of students. SD = Standard Deviation.

*p -value < 0.05. aDifference = Difference in means between control and treatment groups post-course. bp -value = McNemar. cp -value = chi-square.
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When asked what type of food advertisements students recalled seeing on 

television in the past week, the control group reported seeing fewer snack foods and 

the treatment group reported seeing fewer fast food advertisements at the end of the 

course (p ≤ .05) (Table 1.10). There were no significant differences between the 

control and treatment groups post-course. 
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     Table 1.10 

    Type of food-related advertisements students reported seeing on television 
 

                       Media (n=35)                         No Media (n=24)                      Difference (post-post)a

                                     Pre                                        Post

n(%) Mean (SD) n(%) Mean (SD)      p-valueb

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing on television?

Soda Drinks 0.36(.49) 0.29(.46) 0.84

Yes 12(36.4) 6(28.6)

No 21(63.6) 15(71.4)

No response 2(5.7) 3(8.6)

Sports Drinks 0.42(.50) 0.38(.50) 0.49

Yes 14(42.4) 8(38.1)

No 19(57.6) 13(61.9)

No response 2(5.7) 3(8.6)

Snack Foods 0.52(.51) 0.43(.51) 0.58

Yes 17(51.5) 9(42.9)

No 16(48.5) 12(57.1)

No response 2(5.7) 3(8.6)

Cereals 0.58(.50) 0.38(.50) 0.94

Yes 19(57.6) 8(38.1)

No 14(42.4) 13(61.9)

No response 2(5.7) 3(8.6)

Fast Food 0.79(.42) 0.52(.51) 0.83

Yes 26(78.8) 11(52.4)

No 7(21.2) 10(47.6)

No response 2(5.7) 3(8.6)

Health Food 0.36(.49) 0.24(.44) 0.74

Yes 12(36.4) 5(23.8)

No 21(63.6) 16(76.2)

No response 2(5.7) 3(8.6)

Other 0.06(.24) 0.05(.22) 0.91

Yes 2(6.1) 1(4.8)

No 31(93.9) 20(95.2)

No response 2(5.7) 3(8.6)

None 0.09(.29) 0.33(.48) 0.18

Yes 3(9.1) 7(33.3)

No 30(90.9) 14(66.7)

No response 2(5.7) 1(3.8)

Note . n = number of students. % = % of total responses. SD = Standard Deviation.
aDifference (post-post) = The difference in means between media and no media post-course. bchi-square
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Students were asked to report how frequently they purchased food items 

based on seeing food-related advertisements on television. Both the treatment and 

control groups reported purchasing fast food less often at the end of the course (p < 

.05). Additionally, at the end of the course, the control group identified fewer food 

purchases as a result of seeing food-related advertisements as compared to the 

beginning of the course (p < .05) (Table 1.11). 
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Table 1.11 

Reported food purchases by students in the past week after seeing food-related advertisements on television 
 

       Media (n=35) No Media (n=24) Difference (post-post)a

           Pre                 Post Pre Post

n(%) Mean (SD) n(%) Mean (SD)       p-value b n(%) Mean (SD) n(%) Mean (SD)     p-value b       p-value c

Outcome Variables

Based on seeing a food related advertisement, did you purchase any of these food items in the past week?

Soda Drinks 0.21(.42) 0.09(.30) 0.45 0.45(.51) 0.19(.40) 0.18 0.40

Yes 7(21.2) 3(9.4) 9(45) 4(19)

No 26(78.8) 29(90.6) 11(55) 17(81)

No response 2(5.7) 3(8.6) 4(11.4) 3(8.6)

Sports Drinks 0.06(.24) 0.03(.18) 1.00 0.20(.41) 0.05(0.22) 0.38 0.80

Yes 2(6.1) 1(3.1) 4(20) 1(4.8)

No 31(93.9) 31(96.9) 16(80) 20(95.2)

No response 2(5.7) 3(8.6) 4(11.4) 3(8.6)

Snack Foods 0.33(.48) 0.13(.34) 0.11 0.30(.47) 0.10(.30) 0.13 1.00

Yes 11(33.3) 4(12.5) 6(30) 2(9.5)

No 22(66.7) 28(87.5) 14(70) 19(90.5)

No response 2(5.7) 3(8.6) 4(11.4) 3(8.6)

Cereals 0.30(.47) 0.31(.47) 1.00 0.15(.37) 0.14(.36) 1.00 0.31

Yes 10(30.3) 10(31.3) 3(15) 3(14.3)

No 23(69.7) 22(68.8) 17(85) 18(85.7)

No response 2(5.7) 3(8.6) 4(11.4) 3(8.6)

Fast Food 0.30(.47) 0.09(.30)         0.02* 0.30(.47) 0(0) 0.03* 1.00

Yes 10(30.3) 3(9.4) 6(30) 0(0)

No 23(69.7) 29(90.6) 14(70) 21(100)

No response 2(5.7) 3(8.6) 4(11.4) 3(8.6)

Health Food 0.27(.45) 0.16(.37) 0.51 0.25(.44) 0.14(.36) 0.38 0.50

Yes 9(27.3) 5(15.6) 5(25) 3(14.3)

No 24(72.7) 27(84.4) 15(75) 18(85.7)

No response 2(5.7) 3(8.6) 4(11.4) 3(8.6)

Other 0.03(.17) 0(0) 1.00 0.05(.22) 0(0) 1.00 1.00

Yes 1(3.0) 0(0) 1(5) 0(0)

No 32(97) 32(100) 19(95) 21(100)

No response 2(5.7) 3(8.6) 4(11.4) 3(8.6)

None 0.33(.48) 0.53(.51) 0.15 0.45(.40) 0.71(.46) 0.00* 0.06

Yes 11(33.3) 17(53.1) 9(45) 15(71.4)

No 22(66.7) 15(46.9) 11(55) 6(28.6)

No response 2(5.7) 3(8.6) 4(11.4 3(8.6)

Note. n  = number of students. % = percentage of total responses.  SD = Standard Deviation.

*p < .05. aDifference = Difference in means between control and treatment groups post-course. bp -value = McNemar. cp -value = chi-square.
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Students were asked if they would make future food purchases based on 

seeing television food-related advertisements. The treatment group reported a 

decrease in the purchase of soda drinks and snack foods at the end of the course (p 

< .05) (Table 1.12). 
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Table 1.12 

Reported future food purchases by students after seeing food-related advertisements on television 
 

              Media (n=35)           No Media (n=24) Difference (post-post)a

           Pre            Post              Pre             Post

n(%) Mean (SD) n(%) Mean (SD)      p-value b n(%) Mean (SD) n(%) Mean (SD)    p-value b        p-value c

Outcome Variables

Based on seeing a food related advertisement, will you purchase anyof these food items at your next store visit?

Soda Drinks 0.30(.47) 0.06(.25)   0.04* 0.23(.43) 0.15(.37) 1.00 0.50

Yes 10(30.3) 2(6.5) 5(22.7) 3(15)

No 23(69.7) 29(93.5) 17(77.3) 17(85)

No response 2(5.7) 4(11.4) 2(5.7) 4(11.4)

Sports Drinks 0.06(.24) 0(0) 1.00 0.05(.22) 0.10(.31) 1.00 0.50

Yes 2(6.1) 0(0) 1(4.8) 2(10)

No 31(93.9) 31(100) 20(95.2) 18(90)

No response 2(5.7) 4(11.4) 3(8.6) 4(11.4)

Snack Foods 0.52(.51) 0.19(.40)   0.02* 0.33(.48) 0.10(.31) 0.13 0.42

Yes 17(51.5) 6(19.4) 7(33.3) 2(10)

No 16(48.5) 25(80.6) 14(66.7) 18(90)

No response 2(5.7) 4(11.4) 3(8.6) 4(11.4)

Cereals 0.52(.51) 0.29(.46) 0.18 0.14(.36) 0.30(.47) 0.50 0.47

Yes 17(51.5) 9(29) 3(14.3) 6(30)

No 16(48.5) 22(71) 18(85.7) 14(70)

No response 2(5.7) 4(11.4) 3(8.6) 4(11.4)

Fast Food 0.06(.24) 0.03(.18) 1.00 0.14(.36) 0.05(.22) 1.00 0.80

Yes 2(6.1) 1(3.2) 3(14.3) 1(5)

No 31(93.9) 30(96.8) 18(85.7 19(95)

No response 2(5.7) 4(11.4) 3(8.6) 4(11.4)

Health Food 0.52(.51) 0.29(.46) 0.11 0.19(.40) 0.15(.37) 0.50 0.81

Yes 17(51.5) 9(29) 4(19) 3(15)

No 16(48.5) 22(71) 17(81) 17(85)

No response 2(5.7) 4(11.4) 3(8.6) 4(11.4)

Other 0.09(.29) 0.03(.18) 0.50 0.05(.22) 0.05(.23) 1.00 1.00

Yes 3(9.1) 1(3.2) 1(4.8) 1(5.3)

No 30(90.9) 30(96.8) 20(95.2) 18(94.7)

No response 2(5.7) 4(11.4) 3(8.6) 5(14.3)

None 0.18(.39) 0.52(.51)   0.01* 0.52(.51) 0.47(.52) 0.50 0.77

Yes 6(18.2) 16(51.6) 11(52.4) 9(47.4)

No 27(81.8) 15(48.4) 10(47.6) 10(52.6)

No response 2(5.7) 4(11.4) 3(8.6) 5(14.3)

Note. n  = number of students. % = percentage of total responses.  SD = Standard Deviation.

*p  < .05. aDifference = Difference in means between control and treatment groups post-course. b
p -value = McNemar. cp -value = chi-square.
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Newspaper Advertisements and Reported Food Selection Behavior 

 Forty-eight percent of students in the control group reported not reading the 

newspaper in the previous week compared to the treatment group (51%).  There 

were no significant difference between control and treatment groups post-course 

(Table 1.13). 
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Table 1.13 

Number of days Monday through Sunday that students reported reading a newspaper 

           Media (n=35)                         No Media (n=24)   Difference (post-post)a

           Pre             Post Pre Post

n(%) Mean (SD) n(%) Mean (SD)     p-value b n(%) Mean (SD) n(%) Mean (SD)     p-value b       p-value c

Outcome Variables

In the last week, how many days did you read a newspaper?

1 day per week 0.27(.44) 0.24(.44) 1.00 0.08(.28) 0.13(.34) 1.00 0.33

Yes 9(26.5) 8(24.2) 2(8.3) 3(12.5)

No 25(73.5) 25(75.8) 22(91.7) 21(87.5)

No response 1(2.9) 2(5.7) 0(0) 0(0)

2-4 days per week 0.21(.41) 0.15(.36) 1.00 0.17(.38) 0.21(.41) 1.00 1.00

Yes 7(20.6) 5(15.2) 4(16.7) 5(20.8)

No 27(79.4) 28(84.8) 20(83.3) 19(79.2)

No response 1(2.9) 2(5.7) 0(0) 0(0)

5-7 days per week 0.03(.17) 0.09(.29) 1.00 0.08(.28) 0(0) 0.50 1.00

Yes 1(2.9) 3(9.1) 2(8.3) 0(0)

No 33(97.1) 30(90.9) 22(91.7) 24(100)

No response 1(2.9) 2(5.7) 0(0) 0(0)

I did not read the newspaper last week 0.50(.51) 0.53(.51) 1.00 0.67(.48) 0.67(.48) 1.00 1.00

Yes 17(50) 17(53.1) 16(66.7) 16(66.7)

No 17(50) 15(46.9) 8(33.3) 8(33.3)

No response 1(2.9) 3(8.6) 0(0) 0(0)

Note. n = number of students. % = percentage of total responses.  SD = Standard Deviation.
aDifference = Difference in means between control and treatment groups post-course. bp -value = McNemar. cp -value = chi-square.  
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When students were asked to identify seeing food-related advertisements and 

making food purchases based on those advertisements in the past, present or 

future, there were no significant differences within control and treatment groups pre 

and post-course or between control and treatment groups after the course (Tables 

1.14, 1.15 and 1.16). 
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Table 1.14 

Type of food-related advertisements students reported seeing in newspapers 
 

Media (n=35)             No Media (n=24)      Difference (post-post)a

           Pre                 Post            Pre              Post

n(%) Mean (SD) n(%) Mean (SD)      p-value b n(%) Mean (SD) n(%) Mean (SD)     p-value b     p-value c

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing in the newspaper?

Soda Drinks 0.33(.49) 0.21(.42) 1.00 0.22(.44) 0(0) 1.00 1.00

Yes 6(33.3) 4(21.1) 2(22.2) 0(0)

No 12(66.7) 15(78.9) 7(77.8) 10(100)

No response 17(48.6) 16(45.7) 15(42.9) 14(40)

Sports Drinks 0.22(.43) 0.26(.45) 1.00 0.22(.44) 0.10(.32) 1.00 1.00

Yes 4(22.2) 5(26.3) 2(22.2) 1(10)

No 14(77.8) 14(73.7) 7(77.8) 9(90)

No response 17(48.6) 16(45.7) 15 (42.9) 12(40)

Snack Foods 0.33(.49) 0.32(.48) 0.63 0.22(.44) 0.20(.42) 1.00 0.58

Yes 6(33.3) 6(31.6) 2(22.2) 2(20)

No 12(66.7) 13(68.4) 7(77.8) 8(80)

No response 17(48.6) 16(45.7) 15(42.9) 14(40)

Cereals 0.39(.50) 0.32(.48) 1.00 0.22(.44) 0.20(.42) 1.00 0.58

Yes 7(38.9) 6(31.6) 2(22.2) 2(20)

No 11(61.1) 13(68.4) 7(77.8) 8(80)

No response 17(48.6) 16(45.7) 15(42.9) 14(40)

Fast Food 0.28(.46) 0.32(.48) 0.38 0.11(.33) 0.10(.32) 1.00 1.00

Yes 5(27.8) 6(31.6) 1(11.1) 1(10)

No 13(72.2) 13(68.4) 8(88.9) 9(90)

No response 17(48.6) 16(45.7) 15(42.9) 14(40)

Health Food 0.33(.49) 0.26(.45) 1.00 0(0) 0.20(.42) 1.00 1.00

Yes 6(33.3) 5(26.3) 0(0) 2(20)

No 12(66.7) 14(73.7) 9(100) 8(80)

No response 17(48.6) 16(45.7) 15(42.9) 14(40)

Other 0.11(.32) 0.05(.23) 1.00 0(0) 0.10(.32) 1.00 1.00

Yes 2(11.1) 1(5.3) 0(0) 1(10)

No 16(88.9) 18(94.7) 9(100) 9(90)

No response 17(48.6) 16(45.7) 15(42.9) 14(40)

None 0.39(.50) 0.58(.51) 1.00 0.67(.50) 0.70(.48) 1.00 1.00

Yes 7(38.9) 11(57.9) 6(66.7) 7(70)

No 11(61.1) 8(42.1) 3(33.3) 3(30)

No response 17(48.6) 16(45.7) 15(42.9) 14(40)

Note. n = number of students. % = percentage of total responses.  SD = Standard Deviation.
aDifference = Difference in means between control and treatment groups post-course. bp -value = McNemar. cp -value = chi-square.
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Table 1.15 

Reported food purchases by students in the past week after seeing food-related advertisements in newspapers 
 

      Media (n=35) No Media (n=24)             Difference (post-post)a

            Pre           Post             Pre           Post

n(%) Mean (SD) n(%) Mean (SD)     p-value b
n(%) Mean (SD) n(%) Mean (SD)    p-value b     p-value c

Outcome Variables

Based on food related advertisements seen in the newspaper, did you purchase any items listed in the past week

Soda Drinks 0.11(.32) 0.15(.37) 1.00 0(0) 0.11(.33) 1.00 1.00

Yes 2(10.5) 3(15) 0(0) 1(11.9)

No 17(89.5) 17(85) 9(100) 8(88.9)

No response 16(45.7) 15(42.9) 15(42.9) 15(42.9)

Sports Drinks 0.05(.23) 0.05(.22) 1.00 0.11(.33) 0(0) 1.00 1.00

Yes 1(5.3) 1(5) 1(11.1) 0(0)

No 18(94.7) 19(95) 8(88.9) 9(100)

No response 16(45.7) 15(42.9) 15(42.9) 15(42.9)

Snack Foods 0.26(.45) 0.10(.31) 0.56 0.22(.44) 0.11(.33) 1.00 1.00

Yes 5(26.3) 2(10) 2(22.2) 1(11.1)

No 14(73.7) 18(90) 7(77.8) 8(88.9)

No response 16(45.7) 15(42.9) 15(42.9) 15(42.9)

Cereals 0.16(.38) 0.20(.41) 1.00 0.11(.33) 0.11(.33) 1.00 1.00

Yes 3(15.8) 4(20) 1(11.1) 1(11.1)

No 16(84.2) 16(80) 8(88.9) 8(88.9)

No response 16(45.7) 15(42.9) 15(42.9) 15(42.9)

Fast Food 0.32(.48) 0.05(.22) 0.50 0(0) 0(0) 1.00 1.00

Yes 6(31.6) 1(5) 0(0) 0(0)

No 13(68.4) 19(95) 9(100) 9(100)

No response 16(45.7) 15(42.9) 15(42.9) 15(42.9)

Health Food 0.11(.32) 0.15(.37) 1.00 0(0) 0(0) 1.00 1.00

Yes 2(10.5) 3(15) 0(0) 0(0)

No 17(89.5) 17(85) 9(100) 9(100)

No response 16(45.7) 15(42.9) 15(42.9) 15(42.9)

Other 0(0) 0(0) 1.00 0(0) 0(0) 1.00 1.00

Yes 0(0) 0(0) 0(0) 0(0)

No 19(100) 20(100) 9(100) 9(100)

No response 16(45.7) 15(42.9) 15(42.9) 15(42.9)

None 0.58(.51) 0.65(.49) 1.00 0.78(.44) 0.78(.44) 1.00 1.00

Yes 11(57.9) 13(65) 7(77.8) 7(77.8)

No 8(42.1) 7(35) 2(22.2) 2(22.2)

No response 16(45.7) 15(42.9) 15(42.9) 15(42.9)

Note. n = number of students. % = percentage of total responses.  SD = Standard Deviation.
aDifference = Difference in means between control and treatment groups post-course. b

p -value = McNemar. cp -value = chi-square.
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Table 1.16 

Reported future food purchases by students after seeing food-related advertisements in newspapers 
  

Media (n=35) No Media (n=24) Difference (post-post)a

           Pre           Post             Pre             Post

n(%) Mean (SD) n(%) Mean (SD)    p-value b n(%) Mean (SD) n(%) Mean (SD)      p-value b     p-value c

Outcome Variables

Based on food related advertisements seen in the newspaper, will you purchase any items listed on your next store visit?

Soda Drinks 0.21(.42) 0(0) 1.00 0(0) 0(0) 1.00 1.00

Yes 4(21.1) 0(0) 0(0) 0(0)

No 15(78.9) 20(100) 8(100) 8(100)

No response 16(45.7) 15(42.9) 16(45.7) 16(45.7)

Sports Drinks 0.05(.23) 0(0) 1.00 0.13(.35) 0(0) 1.00 1.00

Yes 1(5.3) 0(0) 1(12.5) 0(0)

No 18(94.7) 20(100) 7(87.5) 8(100)

No response 16(45.7) 15(42.9) 16(45.7) 16(45.7)

Snack Foods 0.42(.51) 0.25(.44) 0.63 0.13(.35) 0.13(.35) 1.00 1.00

Yes 8(42.1) 5(25) 1(12.5) 1(12.5)

No 11(57.9) 15(75) 7(87.5) 7(87.5)

No response 16(45.7) 15(42.9) 16(45.7) 16(45.7)

Cereals 0.37(.50) 0.15(.37) 0.25 0.13(.35) 0.13(.35) 1.00 1.00

Yes 7(36.8) 3(15) 1(12.5) 1(12.5)

No 12(63.2) 17(85) 7(87.5) 7(87.5)

No response 16(45.7) 15(42.9) 16(45.7) 16(45.7)

Fast Food 0.16(.37) 0(0) 1.00 0(0) 0.13(.35) 1.00 1.00

Yes 3(15.8) 0(0) 0(0) 1(12.5)

No 16(84.2) 20 (100) 8(100) 7(87.5)

No response 16(45.7) 15(42.9) 16(45.7) 16(45.7)

Health Food 0.26(.45) 0.20(.41) 1.00 0(0) 0(0) 1.00 1.00

Yes 5(26.3) 4(20) 0(0) 0(0)

No 14(73.7) 16(80) 8(100) 8(100)

No response 16(45.7) 15(42.9) 16(45.7) 16(45.7)

Other 0(0) 0.10(.31) 1.00 0(0) 0(0) 1.00 1.00

Yes 0(0) 2(10) 0(0) 0(0)

No 19(100) 18(90) 8(100) 8(100)

No response 16(45.7) 15(42.9) 16(45.7) 16(45.7)

None 0.42(.51) 0.65(.49) 0.25 0.88(.35) 0.88(.35) 1.00 0.32

Yes 8(42.1) 13(65) 7(87.5) 7(87.5)

No 11(57.9) 7(35) 1(12.5) 1(12.5)

No response 16(45.7) 15(42.9) 16(45.7) 16(45.7)

Note. n = number of students. % = percentage of total responses.  SD = Standard Deviation.
aDifference = Difference in means between control and treatment groups post-course. bp -value = McNemar. cp -value = chi-square.
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Magazine Advertisements and Food Selection Behavior 

When students were asked to identify if specific food related advertisements 

were seen in magazines or if food purchases were or would be made based on seen 

advertisements, there were no significant differences within control and treatment 

groups pre and post-course or between control and treatment groups after the 

course (Tables 1.17, 1.18 and 1.19) 
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  Table 1.17 

 Type of food-related advertisements students reported seeing in magazines 
 

. 

Media (n=35) No Media (n=24)                           Difference (post-post)a

           Pre           Post            Pre           Post

n(%) Mean (SD) n(%) Mean (SD)     p-value b n(%) Mean (SD) n(%) Mean (SD)    p-value b     p-value c

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing in magazines?

Soda Drinks 0.26(.45) 0.25(.45) 0.38 0.40(.55) 0(0) 1.00 1.00

Yes 5(26.3) 3(25) 2(40) 0(0)

No 14(73.7) 9(75) 3(60) 5(100)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Sports Drinks 0.26(.45) 0.17(.39) 0.50 0.20(.45) .40(.55) 0.16 1.00

Yes 5(26.3) 2(16.7) 1(20) 2(40)

No 14(73.7) 10(83.3) 4(80) 3(60)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Snack Foods 0.47(.52) 0.75(.45) 0.63 0.20(.45) 0(0) 1.00 1.00

Yes 9(47.4) 9(75) 1(20) 0(0)

No 10(52.6) 3(25) 4(80) 5(100)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Cereals 0.21(.42) 0.58(.51) 0.45 0(0) 0(0) 1.00 1.00

Yes 4(21.1) 7(58.3) 0(0) 0(0)

No 15(78.9) 5(41.7) 5(100) 5(100)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Fast Food 0.11(.32) 0.25(.45) 1.00 0(0) 0(0) 1.00 1.00

Yes 2(10.5) 3(25) 0(0) 0(0)

No 17(89.5) 9(75) 5(100) 5(100)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Health Food 0.47(.51) 0.58(.51) 0.63 0.40(.55) 0.40(.55) 1.00 1.00

Yes 9(47.4) 7(58.3) 2(40) 2(40)

No 10(52.6) 5(41.7) 3(60) 3(60)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Other 0.11(.32) 0.08(.29) 1.00 0(0) 0(0) 1.00 1.00

Yes 2(10.5) 1(8.3) 0(0) 0(0)

No 17(89.5) 11(91.7) 5(100) 5(100)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

None 0.21(.42) 0.17(.39) 1.00 0.20(.45) 0.40(.55) 1.00 1.00

Yes 4(21.1) 2(16.7) 1(20) 2(40)

No 15(78.9) 10(83.3) 4(80) 3(60)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Note. n = number of students. % = percentage of total responses.  SD = Standard Deviation.
aDifference = Difference in means between control and treatment groups post-course. bp -value = McNemar. cp -value = chi-square.
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Table 1.18 

Reported food purchases by students in the past week after seeing food-related advertisements in magazines 
 

          Media (n=35)             No Media (n=24)            Difference (post-post)a

           Pre           Post            Pre          Post

n(%) Mean (SD) n(%) Mean (SD) p-value b n(%) Mean (SD) n(%) Mean (SD) p-value b      p-value c

Outcome Variables

Based on food related advertisements seen in magazines, did you purchase any items listed on your next store visit?

Soda Drinks 0.16(.37) 0(0) 1.00 0.40(.55) 0(0) 1.00 1.00

Yes 3(15.8) 0(0) 2(40) 0(0)

No 16(84.2) 11(100) 3(60) 5(100)

No response 16(45.7) 24(68.6) 19(54.3) 19(54.3)

Sports Drinks 0(0) 0(0) 1.00 0(0) 0.20(.45) 1.00 0.22

Yes 0(0) 0(0) 0(0) 1(20)

No 19(100) 11(100) 5(100) 4(80)

No response 16(45.7) 24(68.6) 19(54.3) 19(54.3)

Snack Foods 0.32(.48) 0.09(.30) 0.08 .20(.45) 0(0) 1.00 0.50

Yes 6(31.6) 1(9.1) 1(20) 0(0)

No 13(68.4) 10(90.9) 4(80) 5(100)

No response 16(45.7) 24(68.6) 19(54.3) 19(54.3)

Cereals 0.16(.37) 0(0) 1.00 0(0) 0(0) 1.00 1.00

Yes 3(15.8) 0(0) 0(0) 0(0)

No 16(84.2) 11(100) 5(100) 5(100)

No response 16(45.7) 24(68.6) 19(54.3) 19(54.3)

Fast Food 0.11(.32) 0(0) 1.00 0(0) 0(0) 1.00 1.00

Yes 2(10.5) 0(0) 0 (0) 0(0)

No 17(89.5) 11(100) 5(100) 5(100)

No response 16(45.7) 24(68.6) 19(54.3) 19(54.3)

Health Food 0.21(.42) 0.18(.40) 1.00 0(0) 0(0) 1.00 0.37

Yes 4(21.1) 2(18.2) 0(0) 0(0)

No 15(78.9) 9(81.8) 5(100) 5(100)

No response 16(45.7) 24(68.6) 19(54.3) 19(54.3)

Other 0(0) 0(0) 1.00 0(0) 0(0) 1.00 1.00

Yes 0(0) 0(0) 0(0) 0(0)

No 19(100) 11(100) 5(100) 5(100)

No response 16(45.7) 24(68.6) 19(54.3) 19(54.3)

None 0.47(.52) 0.73(.47) 0.13 0.60(.55) 0.80(.45) 0.70 0.48

Yes 9(47.4) 8(72.7) 3(60) 4(80)

No 10(52.6) 3(27.3) 2(40) 1(20)

No response 16(45.7) 24(68.6) 19(54.3) 19(54.3)

Note. n = number of students. % = percentage of total responses.  SD = Standard Deviation.
aDifference = Difference in means between control and treatment groups post-course. b

p -value = McNemar. cp -value = chi-square.
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Table 1.19 

Reported future food purchases by students after seeing food-related advertisements in magazines 
 

               Media (n=35)               No Media (n=24)                          Difference (post-post)a

            Pre           Post           Pre            Post

n(%) Mean (SD) n(%) Mean (SD)    p-value b
n(%) Mean (SD) n(%) Mean (SD)    p-value b       p-value c

Outcome Variables

Based on food related advertisements seen in magazines, will you purchase any items listed on your next store visit?

Soda Drinks 0.21(.42) 0(0) 0.50 0.20(.45) 0(0) 1.00 1.00

Yes 4(21.1) 0(0) 1(20) 0(0)

No 15(78.9) 12(100) 4(80) 5(100)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Sports Drinks 0(0) 0(0) 1.00 0(0) 0.20(.45) 1.00 1.00

Yes 0(0) 0(0) 0(0) 1(20)

No 19(100) 12(100) 5(100) 4(80)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Snack Foods 0.21(.42) 0.25(.45) 1.00 0.20(.45) 0(0) 1.00 1.00

Yes 4(21.1) 3(25) 1(20) 0(0)

No 15(78.9) 9(75) 4(80) 5(100)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Cereals 0.21(.42) 0.08(.29) 0.50 0(0) 0(0) 1.00 1.00

Yes 4(21.1) 1(8.3) 0(0) 0(0)

No 15(78.9) 11(91.7) 5(100) 5(100)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Fast Food 0.05(.23) 0.08(.29) 1.00 0(0) 0(0) 1.00 1.00

Yes 1(5.3) 1(8.3) 0(0) 0(0)

No 18(94.7) 11(91.7) 5(100) 5(100)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Health Food 0.16(.37) 0.25(.45) 1.00 0(0) 0(0) 1.00 1.00

Yes 3(15.8) 3(25) 0(0) 0(0)

No 16(84.2) 9(75) 5(100) 5(100)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Other 0(0) 0.08(.29) 1.00 0(0) 0(0) 1.00 1.00

Yes 0(0) 1(8.3) 0(0) 0(0)

No 19(100) 11(91.7) 5(100) 5(100)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

None 0.47(.51) 0.67(.49) 0.13 0.80(.45) 0.80(.45) 1.00 1.00

Yes 9(47.4) 8(66.7) 4(80) 4(80)

No 10(52.6) 4(33.3) 1(20) 1(20)

No response 16(45.7) 23(65.7) 19(54.3) 19(54.3)

Note. n = number of students. % = percentage of total responses.  SD = Standard Deviation.
aDifference = Difference in means between control and treatment groups post-course. bp -value = McNemar. cp -value = chi-square.
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Overall Reported Food Consumption 

 Students were asked to report how many days in the last week (Monday 

through Sunday) they consumed specific foods listed. The treatment group reported 

consuming more fresh and frozen fruit and fish while decreasing intake of canned 

vegetables and chicken at the end of the course (p < .05). The control group 

reported consuming fewer French fries and beef at the end of the course (p < .05). 

Overall, the control group reported that they consumed less frozen fruit and more 

enriched white bread than the treatment group at the end of the course (p < .05) 

(Table 1.20).
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Table 1.20 

Reported 7 day food consumption by students  
 

                 Media (n=35)                 No Media (n=24)            Difference (post-post)a

   Pre       Post    Pre    Post

   Mean (SD)      Mean (SD) p-value b     Mean (SD)     Mean (SD) p-value b p-value c

Outcome Variables

How many days last week (Monday through Sunday) did you eat the following foods?

Fresh Fruit 3.03 (2.12) 4.26 (2.23)  0.00* 3.54 (2.19) 3.9 (2.60) 0.48 0.56

Canned Fruit 0.32 (0.78) 0.17 (0.71) 0.32 0.50 (0.98) 0.29 (0.69) 0.14 0.52

Frozen Fruit 0.12 (0.48) 0.51 (1.09)  0.01* 0 (0) 0.08 (0.28) 0.16  0.03*

Fresh Vegetables 3.29 (2.48) 3.86 (2.41) 0.13 3.25 (2.45) 3.79 (2.41) 0.19 0.92

Canned Vegetables 1.24 (2.13) 0.42 (0.98)  0.02* 1.00 (1.25) 0.92 (1.53) 0.75 0.15

Frozen Vegetables 1.71 (2.22) 1.41 (1.83) 0.52 1.96 (2.27) 1.50 (1.74) 0.30 0.83

Enriched White Bread 1.03 (1.94) 0.43 (1.07) 0.09 1.99 (2.29) 1.21 (1.56) 0.15 0.04

Whole Wheat Bread 1.41 (2.08) 2.09 (2.45) 0.09 1.92 (2.47) 2.51 (2.86) 0.26 0.57

Whole Grain Bread 1.62 (2.45) 1.66 (2.24) 0.91 0.13 (0.61) 0.88 (2.05) 0.11 0.17

Candy Bar 0.76 (1.42) 0.43 (1.31) 0.58 0.79 (1.74) 0.42 (.065) 0.24 0.48

Hot Dog 0.12 (0.33) 0.24 (0.49) 0.21 0.29 (0.62) 0.25 (0.53) 0.77 0.88

Potato Chips 1.06 (1.28) 1.66 (0.96) 0.10 0.92 (1.28) 0.79 (1.14) 0.59 0.79

French Fries 0.82 (1.0) 0.69 (0.63) 0.55 1.21 (1.44) 0.58 (0.97)  0.01* 0.65

Hamburger 0.15 (0.7) 0.14 (0.36) 1.00 0.04 (0.20) 0.46 (1.02) 0.07 0.16

Cheeseburger 0.50 (1.11) 0.29 (0.52) 0.26 0.75 (1.22) 0.52 (0.72) 0.23 0.22

Chicken 2.97 (1.42) 2.49 (1.20) 0.05 2.75 (1.51) 2.92 (1.35) 0.65 0.21

Fish 0.59 (0.92) 0.89 (0.99)  0.03* 0.63 (0.88) 0.67 (0.87) 0.79 0.37

Beef 1.56 (1.52) 1.42 (1.09) 0.59 2.21 (1.79) 1.54 (1.74)  0.01* 0.73

Tofu 0.21 (0.64) 0.23 (0.49) 0.74 0.29 (0.62) 0.29 (0.69) 1.00 0.73

Meat Substitute Product 0.29 (1.03) 0.14 (0.55) 0.46 0.08 (0.41) 0.29 (0.75) 0.06 0.41

Regular Soda Drink (16oz) 1.35 (2.38) 1.09 (2.03) 0.55 2.33 (2.71) 2.13 (2.31) 0.35 0.08

Diet Soda Drink (16oz) 1.47 (2.19) 1.34 (2.17) 0.80 1.96 (2.74) 1.63 (2.68) 0.34 0.67

Water (8oz) 6.00 (1.97) 6.57 (3.01) 0.23 5.79 (2.43) 5.54 (2.81) 0.65 0.17

Note. n = number of students.   SD = Standard Deviation.
aDifference = Difference in means between control and treatment groups post-course. bp-value = t-test. cp-value = t-test.

* p < 0.05
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Interviews 

Based on survey data, both control and treatment groups‘ reported food 

selection and influence from media viewing behaviors were found to be similar. Both 

groups had few significant differences occurring pre to post-course. However, the 

interviews revealed the complexity involved in food selection and why some students 

reported making changes while others still consumed foods considered to be 

unhealthful choices. 

Reported Food Selection Behaviors 

Contrary to survey results, a common theme among students in the control 

and treatment groups was reporting changes in food selection behaviors by the end 

of the course. Amy, Doris and Lisa gave responses that generalized the control 

group. Amy discussed how she used to purchase orange juice from the grocery 

store and now she is making her own orange juice and also tomato sauce because 

of the high sodium levels of packaged tomato sauce. She no longer purchases 

canned vegetables and fruits, tending to buy fresh. Additionally, Doris discussed an 

increase in consuming fish in her home. She laughingly stated: 

One thing that has really impacted us is that my husband is consuming a lot 

more fish now. And now I have the mercury card and know about the omegas 

and to be aware of the different mercury levels and he asks if it is okay to eat 

tuna three times a week. He actually asks me but then gets kind of mad when 

I tell him that he can‘t have albacore every single day. I tell him that it is not 

good for you. But it really helps out with me being able to tell him different 
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things like this looks like it is healthy but see all of those things that really 

doesn‘t matter. Those aren‘t really good. It‘s definitely made an impact on 

what we select. We select more whole grain foods, especially wheat bread.‖ 

As she further discusses nutrient dense foods, she comments ―hey, I can 

have a candy bar or I can have an orange and it makes me pick the orange 

over the candy bar. 

However, a few students felt they were not influenced to make healthier food 

selections by the end of the course. Lisa discussed how she was not affected by the 

course like she thought she would be. She pointed to habit as the reason. She 

stated: 

I mean you get used to doing certain things and when you are rushed and 

stressed you always revert to those things that are habits and part of it is still 

that convenience thing. It is still hard to find healthy foods that are convenient 

to eat really fast or take with you or whatever. 

Vanessa and Marilyn best represented reported food selection behaviors from 

the treatment group. Vanessa recounted eating more vegetables and fruit but was 

having a difficult time because she is stubborn and likes to eat what she eats. Susan 

was also asked how her food selection behaviors may have changed and she 

reported now reading food labels. She discussed her visit to the grocery store by 

saying: 

When picking out a salad dressing I turn to the back and if the first thing I see 

is HFCS (high fructose corn syrup) I put it back on the shelf and I opt for 
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something else different. Absolutely, I definitely read labels and look for 

things, keywords and red flags. 

Before starting the course, Marilyn reported eating whatever came to mind. Now she 

looks to see what the food provides and what she will benefit from. She felt the class 

helped her to eat more nutritious foods.  

Reported Food Intake 

During the post-course interview, all students were asked to identify what they 

consumed for breakfast, lunch and dinner the previous day. Overall, there were very 

limited outward dietary changes that appeared pre to post-course for the control and 

treatment groups. Those students that had healthful food selections pre-course 

continued to do so post-course and those that had poor food choices initially, 

continued with the same poor food choices.  

One example of consistency pre to post-course for the control group was 

Lisa. Pre-course, Lisa ate southern sausage gravy with biscuits with 12 ounces of 

orange juice for breakfast, a Healthy Choice™ frozen pizza with 15 pieces of organic 

Cheese Doodles™ and a 12 ounce Dr. Pepper™ soft drink for lunch and consumed 

2 medium-sized bowls of butter beans, cheesy French fries from Chili‘s™ restaurant 

and a 20 ounce Dr. Pepper™ for dinner. Post-course, Lisa ate one-half of a 

Thomas‘™ cinnamon swirl raisin bagel with honey nut cream cheese and water for 

breakfast, a sandwich with bologna, cheese and mustard on enriched white bread 

with a 12 ounce Dr. Pepper™ soda drink for lunch and a cup of potato and cheese 

soup from Chili‘s™ for dinner. 
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For the treatment group, pre-course, Vanessa consumed one packet of brown 

sugar flavored Quaker™ oatmeal with two pieces of enriched white bread toast with 

butter and grape jelly with four ounces of Minute Maid™ fruit punch. She had no 

lunch and later consumed a home-made vanilla cupcake with vanilla icing. For 

dinner, she consumed three baked chicken legs with one-half cup of packaged rice 

pilaf. She drank a 20-ounce bottle of Tropicana™ strawberry melon. Post-course, 

Vanessa reported only drinking a 20-ounce bottle of Tropicana™ strawberry melon 

drink for breakfast. She consumed no lunch and then ate one cup from a packaged, 

enriched macaroni and cheese product with three baked chicken legs, two cups of 

green beans, 2 cups of peeled, boiled potatoes and a glass of lemonade with added 

Mirelax™ (fiber supplement).   

Impact of Mass Media Messages on Reported Food Selection Behaviors and 

Awareness 

When students were asked to discuss how they felt television impacted their 

selection of foods post-course, students in both control and treatment groups 

reflected about having greater awareness for food advertisements while being less 

tempted and responding emotionally by making food purchases. Instead, students 

were thinking more about the message being delivered.  

In the control group, Amy described her change: ―I am now aware of trans-fat, 

saturated fat, cholesterol, vitamins. I wasn‘t before this course. I definitely think 

about it at the grocery store now.‖ Steve stated that he also felt less tempted with fat 

and sugary foods seen on television. At the beginning of the course, Jason was 
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influenced to make spontaneous food selections from seeing pizza commercials, 

especially if he didn‘t feel like cooking anything at the time. However, post-course 

Jason had less of an emotional response. He mentioned: 

I really try to make intelligent food choices even if there is something 

attractive to me on the TV. I don‘t think I let it influence me. When you see 

something on TV, do you have a different idea about whether you will buy it or 

not? Through the course, I have tried to avoid processed foods and that is still 

a challenge for me but I think with that being my goal I want to try to make 

more food from scratch. 

Pre-course, Doris made note of what looked good in the advertisement and how that 

influenced food selection. She noted: 

If I see an ad for what really looks good then I‘ll more than likely buy it at the 

store or I will say wow that looked really good we should try that. My husband 

and I are always up for trying new things. So, if we see something new on TV, 

we‘ll more than likely end up trying it once. 

Post-course, Doris reported less influence from advertising on food selection: 

I don‘t really think that I am going to take much from what I see on tv for what 

it‘s worth. I am going to put more emphasis on if I read something and see 

that it is good for me or if I could just look at it and tell okay, it‘s fresh or 

homegrown or things like that. Or if I look at the back of the box and see what 

is actually in it. I can recognize more things that are in it. I‘m going to take that 

into consideration a whole lot more than something I am going to see on TV. 
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From the treatment group, Marilyn reported about a candy bar advertisement 

seen post-course: 

I‘m not influenced by television ads anymore. I was before I started the class 

but now if I see a Snickers™ candy bar or something like that on TV, I am 

like, I really shouldn‘t eat that it‘s not that good for me. So overall right now I 

am making my own food choices, not what is advertised to me on the TV; 

which I‘ve cut out watching a lot of TV since starting the class b/c it‘s so 

tempting for whatever comes on. 

At the beginning of the course, Catherine stated she was a ―variety eater‖. She 

explained: 

I‘ve always had weight problems and I get cravings. I think that‘s why it‘s hard 

for me to maintain and stay on a diet. The other day I saw Crunch and Munch 

and thought, oh, I haven‘t had that in a while let me go get some Crunch and 

Munch. So, it‘s not anything that they sold me; it was just the mere image of 

it. 

Post-course, Catherine responded to the same question with stating her food 

selection was not impacted by television advertisements. She further stated, ―I can 

critically apply from what I learned in the class and form my own opinion. Before I 

would just find them interesting and probably believe it.‖ 

When students in the control and treatment groups were asked how they felt 

printed media impacted their food selection post-course, responses were similar to 

that with television but many students reported not being as aware of 
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advertisements in printed media. From the control group, Doris discussed taking 

more time to look at the advertisements and thinking about the ads. She reported ―I 

never really thought too much about what I ate or what I bought. I‘d be like, oh that 

looks good, instead of thinking about it.‖  Vanessa from the treatment group 

resoundingly stated, ―I don‘t buy anything based on a newspaper or magazine.‖ 

 

Conclusion 

 

Even though survey results indicated small changes in reported food 

selection behaviors for both control and treatment groups pre to post-course and 

between groups at the end of the course, both groups were found overall to be 

similar. Some of the more relevant changes noticed by the end of the course were 

the treatment group increasing consumption of fresh and frozen fruit and fish while 

decreasing consumption of canned vegetables (p < .05). The control group ate fewer 

French fries (p < 0.05). Reported food behaviors due to television advertising 

indicated that both the control and treatment groups reported less fast food 

purchases by the end of the course (p < .05). Additionally, the treatment group 

reported less future purchases of soda drinks and snack foods by the end of the 

course (p < .05).  The control group reported seeing fewer snack food 

advertisements (p = .05) and the treatment groups reported seeing fewer fast food 

advertisements (p < .05) at the end of the course. Present and future reported food 

selection behaviors as a result of print media were not affected.  
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The interviews provided context for the limited, measurable effects from mass 

media on students‘ reported food selection behaviors found with the surveys. All 

students from both the control and treatment groups reported that the nutrition 

course affected their food selection. However, the interviews revealed that many of 

the students from the control and treatment groups post-course reported they were 

still consuming foods considered to be unhealthy. In addition, both groups indicated 

similar reasons for food selection as a result of mass media influence. They reported 

having difficulty in changing behavior because of reasons such as habit and media 

message. These findings in relation to existing behavioral theories are described in 

the discussion section that follows. 

 

Discussion 

 

This study examined the impact of using print and television mass media 

during nutrition instruction on reported food selection behaviors. Because of 

similarity in findings between the control and treatment groups post-course, this 

study cannot affirm that mass media can be used in the nutrition classroom to 

change reported food selection behaviors. Interview discussions appeared to 

indicate a greater awareness by students for the nutrient content in food-related 

advertisements but reported food selection behaviors identified through interviews 

remained relatively constant. Because of the numerous intricacies involved in food 

selection; environmental, social and physiological factors to name a few, a college 
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nutrition course must be able to effectively transverse these various factors for 

students from diverse backgrounds in order to influence the application of nutrition 

knowledge.  A major goal of nutrition education is to move students from intention to 

action relative to positive food behaviors, especially once the knowledge about food 

and its influence on health is established.  

 
Findings Situated in Behavioral Theories and Models 

 
This study found that habit, health, and mass media messages were all 

influences on reported food selection. In the section that follows, this study‘s results 

are discussed in relation to three theoretical perspectives: the theory of planned 

behavior, social cognitive theory, and the transtheoretical model. 

The theory of planned behavior situates behavioral change within a person‘s 

beliefs and attitudes. The intention to change food behavior is not necessarily a 

rational objective decision but one that is immersed in self-reality. This theory 

identifies the individual‘s control over the food selection behaviors but it is subject to 

others‘ expectations (culture) related to food. The intention can be a result of either a 

positive or negative influence from the mass media message. Interviews from this 

study found several students in both the control and treatment groups moved 

through this stage of intention and were positively affected by what they learned, 

enough to make dietary changes. These findings are similar to other studies 

evaluating the relationship of TBP and change in food behaviors (Armitage, 

Sheeran, Conner, & Arden, 2004; Dunn, Mohr, Wilson, & Wittert, 2008; Lobb, 
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Mazzocchi, & Traill, 2007). For example, several students reported decreasing 

consumption of canned vegetables and increasing fresh and frozen.  Doris (control 

group) reported she increased her fish consumption and clearly shared her attitudes 

with her husband; influencing the amount and type of fish he consumed. On the 

other hand, Lisa (control group) outwardly reported that no changes took place with 

food selection because she was used to doing certain things and stress reverted her 

back to habit; convenience was her main reason for food selection. However, the 

intention was present.  

For the treatment group, Vanessa reported that she was stubborn and liked to 

eat what she has always eaten. Other students in the treatment group reported small 

changes such as avoiding high fructose corn syrup in processed products and eating 

more fresh and frozen vegetables and fruits over canned products. When media was 

introduced to both groups during the interviews, most students referenced being 

more aware, less tempted, having less emotional response, being attracted to the 

advertisement but reported thinking more about the nutritional message. Likewise for 

the treatment group, students commented on advertisements as still catching their 

attention but reported being able to critically apply what they knew to be accurate. A 

change in belief occurred for both groups.    

What was perceived as accurate and truthful nutrition messages promoting 

healthful foods at the beginning of the course were now understood more fully, 

causing a possible intention to enter the action phase of change. However, as 
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indicated by survey results, the desire to change the behavior was still at the 

motivational level of intention for most students (Figure 1.1).  

The transtheoretical model takes into account readiness to change, a 

potential shift in food selection towards more healthful selections. There are various 

stages identified with this model; encompassing components of both theory of 

planned behavior and social cognitive theory. The stages including precontemplation 

and contemplation within the motivational phase as well as decision, action and 

maintenance in the action phase (Figure 1.1). In this study, using mass media within 

the nutrition classroom is applicable to the motivational phase. Precontemplation, as 

seen in these results, encompasses how the mass media may allow for initial 

considerations to make changes by motivating the students to consider aspects of 

how their knowledge and other influences relate. The students may then progress to 

making the decision to change their behavior (Contento, 2007). Because this study 

did not specifically ask questions pertaining to the intention to change, it was not 

measured. However, during the pre-course interviews, students in the control and 

treatment groups were asked how they felt the nutrition course may impact them. 

Several students made comments alluding to a readiness to change. Jason, from 

the control group, stated his desire to plan meals correctly for his child. He felt the 

course would change how he eats. Likewise, Doris mentioned: 

Learning about the different foods and what‘s actually in them and how our 

body takes those nutrients and breaks them down and how it uses them will 
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definitely make me look more at what I eat and just my family‘s nutrition in 

 general talking to other people as well as saying hey, wait a minute. 

From the treatment group, Catherine reported that she was nervous about 

how much the nutrition course could impact her food selection: 

As I‘m getting older, I‘m 32, I need to start treating myself better. I can see 

what I‘ve done over time is going to show up. It‘s not going to go magically 

away because I eat some vegetables or not a lot of sodium. So, I‘m cautiously 

optimistic and excited about the whole thing. 

Crystal‘s response to the same question was similar: 

Oh yea, I‘m excited. I want to know. I have a way of eating and I have what I 

think is healthy and I want to see how it compares because I want something 

to ensure that I‘m making the right choices already. I‘m not a big red meat 

person and I don‘t like to eat junk. I think it will be good. I feel like there is 

probably a lot I‘m going to be surprised about and I‘m going to be dang-it I 

can‘t have that anymore. 

 The social cognitive theory addresses the individual‘s movement from 

intention to action. There are personal standards that people judge themselves 

against and it is difficult to change those standards as it relates to nutrition. Social 

pressures can underlie components of SCT and social pressures delivered through 

mass media messages are abundant. Famous athletes, models, movie stars have 

promoted some of the most widely advertised food-related products throughout the 

past decades. Athletes have graced the boxes of Wheaties® since 1934 and the 
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influence of famous people on nutrition products still exists; Britney Spears 

promoting Pepsi products or Jason Alexander from Seinfeld® promoting Kentucky 

Fried Chicken® (Retrojunk.com, 2011). Whether someone is influenced or not by the 

message delivered, it is their own experience (positive or negative) with the 

message that is meaningful. Contento (2007) incorporated the SCT within the action 

phase of a nutrition education framework, but the influence of mass media and its 

relationship to the social cognitive theory should be also considered within the 

motivational phase (Figure 1.1). Mass media can serve as a social pressure and 

therefore has the potential to offer a precontemplation to contemplation to change. 

Doris‘ (control group) influence on her husband‘s quantity and type of fish consumed 

was an example of social pressure influencing food behaviors. She went through the 

intention to action phase and therefore served as the facilitator for another person‘s 

motivation phase. Survey results indicated that neither the control or treatment group 

was influenced to take action and change food selection behaviors of the present or 

future based on print media. However, students surveyed indicated a movement 

from the intention to action phase relative to television advertisements. The 

treatment group reported a decreased likelihood that future purchases of soda 

drinks, snacks and overall any of the foods selected would occur based on viewing 

advertisements.  These findings are similar to other studies evaluating the 

relationship of the social cognitive theory, food choice and media influence (Nestle et 

al., 1998; Neumark-Sztainer, Story, Perry, Casey et al., 1999). It is important to note 

research has found that nutrition knowledge does not always initiate dietary change 
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but it is likely (Baranowski, 1995; Wardle, Parmenter, & Waller, 2002). Based on pre 

-course interview responses in which the majority of students in both control and 

treatment groups reported ―yes‘ to the question ―do you feel that a nutrition course 

could impact your selection of foods‖ it appears as if the intention was existent.  

The question still remains as to why there were no differences found between 

the control and treatment groups post-course as a result of the treatment (media). 

One could speculate that the demographic of students in this study were from eras 

of influential mass media (1950-2010) in which daily inundation of advertisements 

leave someone less receptive to its effects. Another logical perception is that 

reasons behind food selection behaviors are complicated. Selection is not just based 

on having the knowledge to make the choice. Other factors previously stated (habit, 

culture, economics, environment, etc…) cannot be ignored.  

 

Limitations 

 

There are a number of limitations in this study. The sample size of the study 

was small and even though the percentage of male participants was reflective of the 

male population of nursing students, a larger sample size including more male 

students is warranted for a more thorough understanding of possible gender 

differences. Additionally, because this study included personal survey and interview 

questions regarding eating habits within the past seven days, it was assumed that 

students were reporting information thoroughly and accurately. It is possible that the 
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self- reported information may not be accurate or complete because of challenges 

with recalling past information. Content knowledge gained pre to post-course was 

not measured. If the level of nutrition knowledge might influence food behaviors, 

then evaluating for differences between groups for knowledge gained would be 

warranted. Finally, because mass media food advertisements inundate U.S. culture, 

it could be possible that participants are passively engaged with media and are not 

aware of its influences. At this time, the researcher is uncertain as to how to address 

this limitation because it may be age or generation-dependent.  

Potential Implications for Teaching, Curricula Design, and Future Research 

 

This research study examined the influence of using mass media as a 

pedagogical strategy for a community college nutrition course. Even though this 

study did not indicate change in food selection behaviors as a result of mass media, 

interviews noted a greater awareness for nutritional messages. Because medical 

doctors, nurses and other healthcare workers are often the first point of contact for 

the public seeking nutritional advice, it would be beneficial to incorporate literacy of 

nutritional messages presented through the mass media into the health science and 

medical school curricula. As of 1998, only 26% of the accredited medical schools in 

the U.S. had a stand-alone nutrition course (Schulman, 1994). However, of 98 

medical schools surveyed, 94 schools provided nutrition education within science 

and clinical based courses (Torti, 1990). Nursing school course requirements vary 

by state, some requiring a nutrition course and others not.  However, it is unknown 
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how many nutrition courses currently use mass media as a pedagogical strategy. It 

is hoped that adults already have the ability to decipher and deconstruct food-related 

messages from television, radio and print but it is highly unlikely this is true because 

of passive viewing behaviors and inundation of messages that prevail in today‘s U.S. 

culture.  

Additionally, using mass media in the classroom may engage students in 

considering the course content so that they can become active viewers of nutritional 

messages.  As previously indicated, research has shown that students are 

influenced by nutritional messages presented by mass media outside of the 

classroom. However, teachers need to be given the tools and guidance to effectively 

use mass media within the classroom. Selected advertisements and articles to be 

used within the classroom should be evaluated and updated regularly so that current 

nutrition concepts and their relative mass media messages are being addressed.  

Even though this study did not show a definitive influence on reported 

changes in food behaviors, students appeared to be thinking critically about the 

advertisements. Future research regarding the context and form of the mass media 

most influential on specific age levels is also warranted. For example, a television 

commercial targeting cereal for a child may not be an effective tool to use with a 

college student.  In addition, could using only one media example in the classroom 

be just as beneficial in promoting critical thinking about nutrition as using three to 

teach the concept? Is it feasible for a teacher facing classroom time constraints to 
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show a ten minute clip from a popular movie such as ―Super-Size Me‖ or a one 

minute television commercial and discuss the message? 

All in all, whether mass media is used or not within the classroom, eating 

behaviors are difficult to change. Therefore, longitudinal studies evaluating food 

selection throughout the scope of several years are needed. Students can be taught 

what is considered healthful food choices through various methods in the classroom. 

However, whether students apply the knowledge years later in personal or 

professional lives is not known. 
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MASS MEDIA AS A PEDAGOGICAL TOOL TO  INCREASE AWARENESS OF 
NUTRITION IN ADVERTISING 

 

Abstract 

This study examined the effects of using of print and television mass media 

as a pedagogical tool to increase students‘ awareness of nutrition in advertising. 

Participants (n=59) were community college health science students enrolled in a 

human nutrition course. Students received either traditional instruction (control) or 

instruction that engaged students in viewing mass media (treatment). Participants in 

both groups completed pre and post surveys containing questions related to the 

awareness of nutritional food-related advertisements in mass media (print and 

television). Participants also completed a written media interpretation exercise in 

which they commented about select advertisements. Fifteen participants total from 

both the control and treatment groups (n = 15) were interviewed about their 

awareness of nutritional messages in food-related advertisements. Survey results 

showed that there were no differences in awareness of food-related advertisements 

seen in television or print for students in the control group as compared to students 

who received mass media (television and print) as an instructional tool. The media 

interpretation exercise indicated limited differences in awareness about content 

(nutrition and non-nutrition) of nutrition-related advertisements for participants who 

received mass media (television and print) as an instructional tool as compared to 

those in the control group post-course. Interviews found that students in both groups 

reported that they were more aware at the end of the course of advertisement 
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content including message, nutrition, visual and emotional emphases. However, a 

tally of the number of student comments in the treatment group about the coded 

themes indicated that the treatment group had an overall decrease in the number of 

students that commented about the message, nutrition, visual or emotional aspect of 

the advertisements while the control group had a positive increase in the number of 

student comments. 

 

Influence of Mass Media Nutrition Advertising on Children and Adults in the  

United States 

 

 People in the United States (U.S.) are saturated with mass media nutritional 

messages from television and print.  Children  aged 2-12 and adolescents aged 13-

18 report viewing over 4,000 to 6,000 food-related advertisements each year, 

respectfully, (Gantz, 2007) and fifty percent of all advertisements children see 

contain nutrition-related messages (Gamble, 1999; Taras & Gage, 1995). Adults 

aged 20 to 64 are subjected to nutrition-related advertisements 46 seconds of every 

hour (Gantz, 2007). 

 Advertisements delivered through television are delivered and viewed within a 

few seconds to a minute and can be classified as a passive form of entertainment 

(Healy, 1990), not requiring reflective thought. Furthermore, it has been suggested 

that children do not have the level of cognitive development to fully understand and 

decipher the marketing goals or messages delivered through nutrition-related 

advertisements until closer to 11 years of age (John, 1999). Children often see 
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advertisements as quick, entertaining, animated pictures with their favorite movie or 

cartoon characters. So it is not unexpected that children are not even aware of how 

food advertisements affect eating behaviors (Borzekowski & Robinson, 2001; Coon, 

Goldberg, Rogers , & Tucker, 2001; Gorn & Goldberg, 1982; Harris, Bargh, & 

Brownell, 2009). The majority of research evaluating mass media and its impact on 

eating behaviors relates to children. However, adults are not immune to this impact 

either (Story & Faulkner, 1990). Research indicates food selection of both children 

and adults can be influenced by what was viewed from mass media advertising 

(Galst & White, 1976; Gore, Foster, DiLillo, Kirk, & Smith West, 2003; McNeal, 1992; 

Signorielli, 1990; Thomsen, Terry, & Amos, 1988).   

 Marketing targeting towards children makes economic sense for the food 

industry. Advertising of food and drinks is estimated at over $10 billion each year.  

Of this figure, over $1.6 billion was spent in 2006 marketing food and beverage 

products to children under 12 years of age and adolescents from 12-17 years of age 

(FTC, 2008). Part of the reason for marketing food and drinks to children is that 

children grow up to become adults with money to spend. Adult consumers filter and 

feed-back into the mass media social system. Without a consumer, the system 

cannot be driven and maintained; money and product referral makes advertising 

successful. Everyone is involved; legislative bodies, private industry and academia 

are all influenced by the consumer (Figure 2.1). Nutrition-related advertisements 

may be just one small sector supported by the mass media social system but the 
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American Dietetic Association (1999) reports the top three sources of nutrition 

information for consumers in the U.S. are television, magazines, and newspaper.     

 

 

 
Figure 2.1. Schematic Representation of the Mass Media as a Social System.  

Note. From Theories of Mass Communication, 3rd ed. (p. 175), by M.L. De Fleur, and S. 
Bell-Rokeach, 1966, New York: David McKay Company, Inc. Reprinted with permission. 
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Food Advertising and Its Relation to Health 

 

 A correlation between watching television and obesity in children and adults 

exists (Dietz & Gortmaker, 1985; Gortmaker, Must, Sobol, Peterson, Colditz , & 

Dietz 1996; Jeffery & French, 1998; Robinson, 1999).  Television food-related 

advertisements predominantly show messages containing snacks with high energy 

and low nutrient density (Kuribayashi, Roberts, & Johnson, 2001; Wadsworth, 1996; 

Wadsworth, 2001). Also, messages tend to be those of fast foods containing high fat 

levels and high carbohydrates; appealing to the younger generation. Seventy-

percent of television advertisements viewed by children during peak viewing times 

contained messages of foods with high amounts of fat and sugar and no fruits or 

vegetables (CWS, 2000).  Twenty-five percent of primetime and weekend daytime 

commercials contained food messages with one-half of the commercials based on 

‗junk‘ food (Gerbner, Gross, Morgan, & Signorielli, 1981). On average, food was 

found to be referenced two to three times during 30 minute television programming 

segments (Kaufman, 1980) with most references geared towards unhealthy dietary 

choices (Bell, Cassady, Culp, & Alcalay, 2009; Parvanta, Brown, Shufa, Xinshu, & 

Zhai, 2008; Stitt & Kunkel, 2008; Warren, Wicks, Wicks, Fosu, & Chung, 2008). 

 It is unfortunate that most television messages regarding nutrition are geared 

towards unhealthy dietary choices because television could be a valuable source to 

solicit positive health messages due to its ability to reach older adults, lower income 

groups and those with lower education levels (Dan, 1992).  Also,  television viewers 
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who spend at least 4 hours a day viewing television tend to have a low nutritional 

knowledge and find commercials to speak the truth regarding nutrition even though 

television may present false claims (Signorielli, 1997).   

 Unhealthy eating is one of two reasons for the leading causes of death in the 

U.S. (McGinnis, 1993). The USDA reports over $70 billion per year in costs 

associated with treatment, loss of personal productivity, and lost lives that could be 

prevented if people ate healthier (Frazao, 1999). Obesity accounts for over $100 

billion each year (Wolf & Colditz, 1998). Connecting the fact that nutrition does 

influence health and one of the main groups of people that the public sector contacts 

for nutritional advice are healthcare workers (ADA, 1999), it is important to bring to 

their attention that individuals can be influenced by nutritional messages from mass 

media. If healthcare workers are aware of this potential influence, they may be better 

equipped to proactively assist and address nutrition concerns with patients. Using 

mass media as an instructional tool in a nutrition course for health science students 

will enable future healthcare workers to become more aware of the influence on 

nutrition from mass media. Additionally, the ability of healthcare workers to 

understand and decipher mass media messages can help the medical community 

recognize nutritional messages that the public sector encounters.  
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Nutrition Education in the United States 

 

Pre-college nutrition education at national and state levels 

 The ability to make choices towards a healthier dietary lifestyle is not innate 

for humans and so the importance lies in beginning nutrition education as a child. 

Generally, people in the U.S. do not take a separate course on nutrition but gain 

knowledge from content delivered through other courses in the primary and 

secondary classroom. However, nutrition content and topics vary between schools. 

Knowledge, beliefs, self-efficacy and nutrition training are a few reasons reported by 

primary and secondary school teachers for differences in nutrition education (Britten 

& Lai, 1998; Stang, Story, & Kalina, 1998).  The National Science Education 

Standards (NRC, 1996) acknowledges the need for nutrition education in the K-12 

public school system. By the end of 12th grade, students should understand that 

―selection of foods and eating patterns determine nutritional balance and that 

nutritional balance has a direct effect on growth and development and personal well-

being.‖ Additionally, ―personal and social factors—such as habits, family income, 

ethnic heritage, body size, advertising, and peer pressure—influence nutritional 

choices‖ (NRC, 1996, p. 197). Likewise, the American Association for the 

Advancement of Science (AAAS), Science Literacy Benchmark Project 2061, 

indicates that nutrition knowledge is important as well. Specifically, AAAS suggests 

that for students in grades 9-12, the emphasis should be on the ability to understand 

how diet may affect health and disease (AAAS, 1993).  



 

77 

 

At the state level, the North Carolina State Board of Education (NCSBE) 

competency goals for primary school students include in depth knowledge about 

nutrition and health as well. Similar to national standards, secondary school 

requirements in North Carolina emphasize more about applying ―knowledge and 

behavior self- management skills to areas of nutrition and physical activity for 

healthy growth, development, and maintenance‖ (NCSEB, 2006, p. 20). In addition, 

high school students are expected to be able to connect this knowledge to influence 

media may present. 

Science education standards for interpreting nutrition messages from mass media 

 

At the state level, scientific literacy and the ability to deconstruct media are 

important and are a part of North Carolina competency goals for students as early as 

4th grade. By grades 9-12, the goal is for students to be able to ―deconstruct how 

media and popular culture affect normative beliefs that contradict scientific research 

on health and well-being‖ (NCSBE, 2006, p.60). Specific objectives to be met are:  

 

 Evaluate specific diet plans found in popular magazines, books, internet sites 

and infomercials for health benefit and consequences. 

 Evaluate specific exercise routines/programs and consumer issues found in 

popular magazines, books, internet sites, and infomercials for health benefit 

and consequences. 
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 Students should be good consumers of mass media. Being media literate 

may allow students to deconstruct and decipher messages found in nutrition-related 

advertisements from mass media sources such as television and print.  Thomsen, 

Terry, & Amos (1988) reported 92% of 163 surveyed subjects aged 14-18 years old 

gained nutritional knowledge predominantly from a home economics course as well 

as health, science and physical education courses during grades 9-12. However, 

gaining nutritional education was not limited to just school. Information was also 

obtained from television (92%), magazines (75%), newspapers (59%), radio (67%), 

parents/guardians (91%), peers, labels on food packages and physicians. 

Nutrition education in medical and nursing degree programs 

 

 As previously stated, an association between nutrition and health exists and 

physicians, nurses and other healthcare workers are many times the first point of 

communication for someone needing nutritional advice. Kolasa (1995) noted that 

doctors have been considered a reliable and valued source for nutrition information. 

It is vital that future generations of medical doctors, nurses and other healthcare 

workers are educated on the importance of healthy nutrition for themselves and their 

patients.  

 In the mid-1980s, the Food and Nutrition Board (FNB) of the National 

Research Council assessed and reported a severe lack of nutrition education in 

medical schools. Of the 128 accredited medical schools in the United States, an 

estimated 20% required a stand-alone nutrition course for medical students. 
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Nutrition is many times taught as a component of other classes such as 

biochemistry, immunology and pathology. In this case, research indicates both 

content and contact hours are more restricted (National Academy of Sciences 

[NAS], 1985). The American Medical Association on Foods and Nutrition reported 

similar findings twenty years earlier (White, Johnson, and Kibler,  1961). However, 

more recent studies indicate that the majority of medical schools require stand-alone 

nutrition courses or have a more integrated curriculum (Association of American 

Medical College [AAMC], 1997; Torti, Adams, Edwards, Lindell, and Zeisel, 2001). 

Yet, physicians are still reporting a lack in self-efficacy, confidence, and knowledge 

in nutrition advice they administer to patients (Glanz, 1997; Levine, 1993; Michener, 

1997; Mowe et al., 2007; Young, 1997). Conflicts in nursing education are similar. 

Students pursuing Bachelor‘s degrees in nursing are not typically required to take a 

nutrition course and most will not receive a separate nutrition course from most 

accredited institutions (American Association of Colleges of Nursing [AACN], 2009).  

A current disagreement exists among nutrition educators regarding the minimal 

course content and context required for training in the healthcare industry (Feldman, 

1991; Kolasa, 1992; Touger-Decker, 2004).  

 Role of mass media on nutrition education inside of the classroom 

 

Research evaluating the influence of mass media on nutrition education in the 

classroom is severely limited. Overall in the education field, it has been shown that 

technology sources (Clark, 1983; Hastings & Tracey, 2005; Kenny, 2001; Kozma, 

http://www.ncbi.nlm.nih.gov/pubmed?term=%22JOHNSON%20OC%22%5BAuthor%5D&itool=EntrezSystem2.PEntrez.Pubmed.Pubmed_ResultsPanel.Pubmed_RVAbstract
http://www.ncbi.nlm.nih.gov/pubmed?term=%22KIBLER%20MJ%22%5BAuthor%5D&itool=EntrezSystem2.PEntrez.Pubmed.Pubmed_ResultsPanel.Pubmed_RVAbstract
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1994) including mass media avenues such as television, movies and print have not 

only entertained, but have also served as a source of education in the U.S. for 

several decades (Hertzler, 1990; Larson, 1989; Lichter, Lichter, and Rothman, 

1994).  Multimedia including computer programs has been used effectively in 

medical nutrition classes and schools (Kolasa, Jobe, Clay, and Daugherty 1997; 

Lutz, Cox, & Cohen, 1998). Additionally, Hindin & Contento (2003) showed that 

parents in a Head Start program could be successfully taught how to decipher 

nutrition messages and understand the truths and claims within nutrition 

advertisements to increase media literacy in a Head Start program.  

Understanding Mass Media Nutrition- Related Advertising Through Behavioral 

Theories 

 

 The influence of mass media on both children and adults has the potential to 

conflict with what is known to be true. Guillermo Orozco-Gomez (1988) found 

unintended cognitive effects from commercial television; where the goal of 

commercials is more towards brand recognition and popularity than learning. In most 

circumstances, the audience exhibits passive viewing behaviors when watching 

television programming. Colorful pictures, catchy slogans and actions stimulate 

viewers for seconds to minutes in hopes to capture consumers. These enticements 

can impose different behaviors on its audience. Two particular theories in the field of 

mass communication have attempted to explain the phenomena that mass media 

has imposed on consumers. The cultivation theory explains the effect television has 
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on perceptions of consumer reality and the cognitive dissonance theory discusses 

cognitive conflict that consumers encounter.  

Cultivation Theory 

The cultivation theory evaluates the long-term effect that television viewing 

can serve in altering the normal, social reality of the consumer (Gerbner, 1969). 

Television shapes the individual‘s social reality. Because television presents a false 

truth, the consumer may incorrectly understand the influence of the product and 

misinterpret the message being delivered.  In essence, this change occurs slowly 

and over time the individual‘s misinterpretation can carry over to the collective group 

of society. For example, the debate between people that drink Pepsi-Cola® versus 

Coca-Cola® brings about arguments as to which cola tastes best. In most cases, 

people choose one over the other. In fact, if you grew up in a household that drank 

Pepsi-Cola®, could you in good conscience switch to drinking Coca-Cola®? The 

individual soda drinkers within society can become collective in a soda debate. 

However, neither soda is a good nutritious choice to make. Likewise, Hawkins & 

Pingree (1980) found an influence of television on the social reality of children as 

well. This theory has also been applied to women with body image dissatisfaction 

(Tiggemann & Pickering, 1996) and it is important to note that this theory is more 

relative to individuals that are heavy viewers of television (more than 4 hours daily).  

Cognitive Dissonance Theory 

Festinger‘s cognitive dissonance theory (1957) is discussed here as a frame 

for understanding the impact of mass media on an individual‘s knowledge of 
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nutrition. If a nutrition course is evaluated through this lens, then students may face 

inconsistencies between their beliefs or learned behaviors of what they consume 

versus a more healthful food choice. Because of this, students may have internal 

conflicts they want to resolve. Festinger‘s theory is rooted in Heider‘s cognitive 

balance theory (1946). Balance theory attempts to explain why people strive to 

balance external situations in which there is imbalance. The interacting triad includes 

a perceiver, a person and an object. For example, television commercials for 

products (object) promoted by celebrities (person) can have a negative or positive 

influence on the viewer (perceiver). If the perceiver favors the celebrity then they are 

more motivated toward favoring the product. However, if the perceiver disfavors the 

celebrity, then it is less likely the product will be favored. Festinger added to Heider‘s 

theory by indicating people struggle internally with this imbalance (1957).  For 

example, even though students have learned the science behind eating healthy, 

students still face the choice of eating a food they know to be unhealthy for them and 

tastes good or what is a healthier option. Students can decide to reject the 

conflicting belief or behavior and make a change towards the new behavior based 

on what they learned. As previously mentioned, consuming glucose is crucial to 

survival for humans. However, it becomes the choice of the consumer to obtain 

glucose from an apple, a soda drink or a candy bar; the apple being a healthier 

choice. For a nutrition course, it is important for students to identify and 

acknowledge conflicting beliefs between previously understood and newly acquired 

knowledge. It is anticipated that through evaluation and interpretation of 



 

83 

 

advertisements from television and print, students can acknowledge beliefs and 

potential dissonance and also indicate if they feel influenced or persuaded by these 

advertisements.  

Purpose of Study 

 

 The purpose of this study is to examine whether or not using mass media 

(television and print) as an instructional tool can increase nutrition awareness and 

the ability to decipher nutrition-related advertisements.    

 The targeted participants in this study are medical caregivers (particularly pre-

nursing students). It is important to enable medical care providers with the ability to 

recognize our populations‘ influence by food-related advertisements. Just as 

importantly, healthcare workers should be able to understand and decipher mass 

media nutrition-related messages to help patients recognize media‘s influence more 

clearly. The research study described here evaluated the use of print and television 

mass media as a pedagogical tool to increase awareness of nutrition in advertising. 

The research questions are: 

 1. Do pre-nursing students receiving mass media as an instructional tool have   

               a greater overall awareness of nutrition-related advertisements than those    

               who do not receive mass media as an instructional tool? 

 2. How do pre-nursing students receiving mass media as an instructional tool 

     shift their awareness of content (nutrition and non-nutrition) in nutrition-      

               related advertisements pre to post-course as compared to those who do  
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               not receive mass media as an instructional tool? 

 

Methods 

 

Context and Participants 

 A mixed methods, pretest-posttest design was used for this study. The 

participants were students enrolled in a human health science course at a large 

community college in the Southeastern United States. Two classes received 

traditional instruction (control) and two classes received instruction that incorporated 

mass media within the course content (treatment). All four classes were taught by 

the same nutrition instructor.  

 Class demographics represented the adult population of nurses within the 

United States in regards to gender and ethnic groups such as Asian, African-

American, Caucasian, and Hispanic (USDHHS, 2009). Participation in the study was 

voluntary. The control group (no media, n = 24) consisted of: 10 female Caucasians, 

4 female Asians, 2 female African Americans, 3 female Hispanics, 3 female 

Others/Not reported and 2 male Caucasians. The treatment group (media, n = 41) 

consisted of: 26 female Caucasians, 1 female Asian, 8 female African Americans, 2 

female Hispanics and 4 male Caucasians. Five participants of each class from both 

the control and treatment groups (n = 20) were selected for interviews using a 

stratified random sampling process using a random number table. Table 2.1 
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indicates the control group (n = 7) and treatment group (n = 8) interviewees. Five of 

the twenty students initially selected for interviews withdrew from the course. 

 
 Table 2.1 
 
Demographic data of interview participants 

 
 Interview participants 
 
         Alias                      Gender                     Age                     Race/Ethnicity 
 
       

       

Control Group

Jason Male 27 Caucasian

Lisa Female 31 Caucasian

Amy Female 35 Asian-American

Janice Female 25 Asian-American

Mary Female 44 Caucasian

Steve Male 31 Caucasian

Doris Female 28 Caucasian

Treatment Group

Mia Female 21 African-American

Georgia Female 21 Caucasian

Susan Female 30 Caucasian

Andy Male 28 Caucasian

Vanessa Female 21 African-American

Marilyn Female 18 Caucasian

Crystal Female 20 Caucasian

Catherine Female 31 Caucasian
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Instructional Content 

Control Group (No Media) 

The control group received traditional instruction with nine, eighty-minute 

presentations outlining content from the course textbook (Sizer & Whitney, 2008) 

(Table 2.2).  No media was implemented into the instruction. 

 
 
Table 2.2 
 
Course content for classroom lectures 

Lecture Lecture Title

1 Carbohydrates: Sugar, Starch, Glycogen, and Fiber

2 Lipids: Fats, Oils, Phospholipids, and Sterols

3 Proteins and Amino Acids

4 Vitamins

5 Water and Minerals

6 Energy Balance and Health Body Weight

7 Nutrients, Physical Activity, and the Body's Responses

8 Diet and Health

9 Food Safety and Food Technology

 
 
 
 
Treatment Group (Media) 

 In addition to the nine content lectures, the treatment group viewed two 

selected advertisements or articles from print or television mass media sources as 

part of each lecture (Table 2.3). The instructor asked the students to view or read 

the specific mass media source and then an open class discussion about the articles 
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or advertisements took place for 10-15 minutes after the media was viewed. The 

instructor did not lead students with any particular focus but rather directed students 

to share their thoughts about what they saw and/or read. 

 
 
Table 2.3 
 
Supplemental course content print and television media viewed by treatment group    

Lecture Media Source Media Description

1 TV Commercial from the Corn Refiners Association about high fructose corn syrup

1 TV Broadcast from Science Direct titled "Fast Fat"

2 PRINT Magazine article about biohydrogenated oils

2 TV Movie excerpt from "King Corn"

3 TV Anderson Cooper reports about Plumptynut on CBS News show 60 Minutes

3 TV ABC News report about the Atkins Diet

4 PRINT Magazine advertisement for a vitamin and mineral supplement

4 PRINT Magazine article about vitamin and mineral supplementation

5 PRINT Water analysis report from the cities of Raleigh and Durham, N.C.

5 TV Commercial for osteoporosis drug, Boniva®, presented by Sally Fields

6 TV Commercial for Propel™ Fitness Water

6 TV ABC News report about Vitamin and Mineral Water

7 TV Commercial for the Y.M.C.A.

7 TV ABC News report about obesity and genetics

8 PRINT Magazine article about fish oil supplementation

8 TV ABC News report about restricted calorie diet and health

9 PRINT News and Observer newspaper article about Salmonella  poisoning

9 TV ABC News report about Salmonella  poisoning

 
 
 
 

Media Selection 

Print Media 

Print advertisements and articles were selected from five of the top twenty-

five best-selling popular press magazines in 2008 (People Magazine, Better Homes 
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and Garden, O: The Oprah Magazine, Woman’s Day and Newsweek) (Magazine 

Cost, 2008). Six print articles used for the treatment group were matched to course 

content and incorporated into nine lectures. Advertisements were selected based on 

nutritional message and visual appeal. Ten advertisements were initially selected by 

the researcher and then evaluated by an additional science educator for a selection 

of six that best represented what would be seen by the general population. Three 

advertisements were used for the interviews (Figures 2.2, 2.3, and 2.4) and three for 

the media interpretation exercise (Figures 2.5, 2.6, and 2.7). 

 

 

 

                           
      Figure 2.2  3Musketeers®                    Figure 2.3 Frito-Lay®  

      Note. Advertisement commonly found     Note. Advertisement commonly       
      found in magazines selected for this research       in magazines selected for this       
      during 2008.                                                            research during 2008 
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    Figure 2.4 Hidden Valley® Ranch 

     Note. Advertisement commonly found in magazines 
     selected for this research during 2008. 
 
 
 

                           
   Figure 2.5 Wish-Bone® dressing                           Figure 2.6 Kraft® Cheese 

   Note. Advertisement commonly found                 Note. Advertisement commonly found 
   in magazines selected for this research                      in magazines selected for this     
   research during 2008.                                                 during 2008. 
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  Figure 2.7 Hillshire Farm® 

  Note. Advertisement commonly found in magazines selected for this research during 2008. 

 

Television Media 

 Television programming and commercials that contained nutrition-related 

information of common food and drink advertisements aired on general television 

programming past and present were selected by the researcher. Of those 

advertisements, the researcher chose 13 to incorporate into the instructional content 

and 2 for use during the interview and media interpretation exercise that best 

represented what was commonly seen on television during prime-time viewing. The 

drink advertisement chosen for the interview was a 7-Up® soft drink commercial that 

aired during the 2008 NFL Super Bowl (You Tube, 2008a). The food advertisement 

for the media interpretation exercise was a commercial for Tuna Helper (You Tube, 

2008b). 
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Assessment 

Survey  

A survey instrument designed and implemented as a part of an ongoing study 

was used. The survey included contained questions that measured students‘ overall 

awareness of nutrition-related advertisements delivered through television and print 

media (Appendix A). Survey questions relative to mass media awareness are shown 

in Table 2.4. Both the control and treatment groups received the same survey 

instrument. Pre-course surveys were administered the second day of classes and 

post-course surveys were administered after the last class.  

 
 

Table 2.4 
 
Questions surveying awareness of food-related advertisements in mass media 

 
 
Awareness of food-related advertisements on television 
 
  9. In the last week, what type of food-related advertisements do you remember seeing on  
      television? (Check all that apply): Soda drinks, Sport drinks, Snack foods, Cereals, Fast  
      food, Health food, Other, None 
 
Awareness of food-related advertisements in newspapers 
 
13. In the last week, what type of food-related advertisements do you remember seeing in  
      newspapers? (Check all that apply): Soda drinks, Sport drinks, Snack foods, Cereals,  
      Fast food, Health food, Other, None 
 
 
Awareness of food-related advertisements in magazines 
 
17. In the last week, what type of food-related advertisements do you remember seeing in  
      magazines? (Check all that apply): Soda drinks, Sport drinks, Snack foods, Cereals,  
      Fast food, Health food, Other, None 
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                 Validity and reliability. The survey instrument was evaluated for content 

validity by a panel of experts that included two science educators, one nutritionist 

and one survey researcher. The survey was then pilot tested with twenty people of 

like demographics to the target sample population to verify wording of questions for 

clarity. The pilot test participants were debriefed and asked to identify any problems 

or suggest revisions of the questions. The survey was then tested again with 

students enrolled in two sections of a nutrition course with similar demographics to 

the target sample population.  Because identical pre and post-course surveys were 

administered, a test-retest method utilizing a correlation coefficient (r-value) was 

used to measure reliability of the overall survey instrument. An r-value of 0.71 was 

determined.      

Analysis and equivalency of control and treatment groups. Statistical Package 

for the Social Sciences software [SPSS] was used for quantitative analyses of 

survey questions. Control and treatment groups were determined to be similar 

through comparison of means from pre-course survey questions 6, 12, 16 and 22 

(Table 2.5) with a Chi-square test. No significant difference between groups was 

noted. Post-course survey mean differences between control and treatment groups 

were evaluated using a Chi-square test. Pre and post-course survey means were 

calculated and compared within groups using a McNemar test.  
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Table 2.5 
 
Survey questions used to determine equivalency between control and treatment 
groups 

 
Survey questions           Control (n=24)     Treatment (n=35)                       
                                        Mean (SD)        Mean (SD)     p-value 
 

 6.  How many hours last week (Monday through  
      Sunday) did you spend watching television? 
 
      Students that watched television 0-5 hours  
      per week  (Monday-Sunday)               0.63(0.49)          0.43(0.50)           0.14 
 
12. In the last week, how many days did you read    
      a newspaper?   
 
      Students that read a newspaper at least  
      1 day per week                 0.08(0.28)     0.27(0.44)           0.33 
 
16. In the past week, what magazine titles 
      have you read? 
 
      Students that read a magazine within the  
      past week                   0.21(0.41)      0.54(0.51)           0.17 
  
22. Have you ever completed a course that  
      included nutrition information? 
 
      Students that have completed a course 
      containing nutrition information?                         0.92 (0.28)        0.77 (0.43)           0.44 
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Interviews 

 Interviews were used to gain a deeper understanding of students‘ overall 

awareness of nutrition-related advertisements and its content (nutrition and non-

nutrition).  A portion of the interview included a written questionnaire to obtain 

demographic and personal background information regarding past and present food 

behaviors in the home past and present (Appendix B). Pre and post-course 

interviews were conducted with each interview participant. Table 2.6 specifies a 

sample of interview questions.  Five participants of each course section from both 

the control and treatment groups (n = 20) were selected for pre and post-course 

face-to-face, structured interviews using a stratified random sample selected by a 

random number table. Five students withdrew from the course and therefore, their 

information was not used in this study. Demographic data for interview participants is 

outlined in Table 2.1. Pre-course interviews were administered before the first 

content lecture and post-course interviews were administered immediately after the 

last content lecture for the semester. Interviews were conducted individually using 

open ended questions from an interview guide in a friendly, non-threatening setting, 

audio-taped and then transcribed. One television commercial (You Tube, 2008b) 

and three print advertisements (Figures 2.2, 2.3, 2.4) were viewed by participants 

during the interview.   
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Table 2.6 
 
Interview questions related to students’ thoughts about television and magazine 
advertisements 

 
14.  Tell me what you are thinking about when you view this television advertisement  
       (7- Up® soft drink)? 
15.  Tell me what you are thinking about when you view this magazine  
       advertisement (Hidden Valley® Ranch dressing)? 
16.  Tell me what you are thinking about when you view this magazine   
       advertisement (3Musketeers®)? 
17.  Tell me what you are thinking about when you view this magazine  
       advertisement (Frito-Lays® corn chips)? 
 
 
 
 
          Reliability and validity. Interviews were conducted by the researcher using a 

structured, open-ended question instrument. The interview instrument was evaluated 

by a panel of experts for content validity that included two science educators, one 

nutritionist and one qualitative method researcher.  

        Analysis. Interviews were transcribed and analyzed qualitatively. Transcripts 

were read, evaluated, and coded for specific themes based on reference to nutrition, 

connection of product and consumer, content of message and comments about 

visual appeal of advertisement. Final themes analyzed were nutrition, visual appeal, 

message, and emotion. Examples of comments relative to each theme are identified 

in Table 2.7. Inter-rater reliability for coded themes was established with two science 

educators and determined to be .92. Final themes are used to discuss findings. 
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Table 2.7 
 
Coded themes with example comments for interview analysis 

 

Theme Comment 
 
Nutrition  fat, salt, carbohydrates, broccoli, cheese 
 
Visual Appeal              ―that looks good,‖ ―the center looks very creamy‖ 
 
Message                        ―that‘s cheating,‖ ―it‘s trying to show you,‖ ―they‘re trying to fool   
                                        people‖ 
 
Emotion                         ―gross,‖ ―I love broccoli,‖ ―I don‘t like it when…‖ 

 
 
 
 
Media Interpretation  

        A media interpretation classroom activity designed for this study was used to 

evaluate students‘ overall content (nutrition and non-nutrition) awareness of 

nutrition-related advertisements. Students in both the control and treatment groups 

were evaluated pre and post-course by viewing three print (Figure 2.5, 2.6, and 2.7) 

and one television advertisement (YouTube, 2008b) for ten and seventeen seconds, 

respectfully. After that time, each student was prompted by the instructor to write 

their thoughts about the advertisement for three minutes. The students were not 

guided about what to write. 

          Analysis. Transcripts were read, evaluated, and coded for specific themes that 

emerged based on repetitive use of descriptive words relating to the message, visual 

appeal and nutrient content of the advertisement. Final themes coded and analyzed 

were picture, slogan, and nutrition (Table 2.8). Inter-rater reliability for coded themes 
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was established with a second coder and determined to be .96. Frequency and 

means were calculated using Microsoft Excel. Pre to post-course means within 

groups were analyzed with SPSS using a McNemar test. Post-course means 

between control and treatment groups were analyzed with SPSS using a Chi-square 

test. 

 
 
Table 2.8 
 
Coded themes with example comments for media interpretation analysis 

 

Theme                  Comment 
 
Picture                          ―their sandwiches look really good in the picture,‖ ―very appealing      
                                      image‖ 
 
Slogan                          ―bountiful,‖ ―go meat‖ 
 
Nutrition                        ―how do they give a cow growth hormone anyway,‖ ―high in sodium‖ 
 

 
 
 

Results 

Survey 

 The survey was used to measure students‘ overall awareness of nutrition-

related advertisements delivered through television and print media. 

Awareness of Advertisements Pre to Post-Course (No Media) 

 When students in the control group were asked what type of food-related 

advertisements they recalled seeing on television in the past week, fewer snack food 

advertisements were reported to be seen post-course (p = .05). When students were 
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asked what type of food-related advertisements they recalled seeing in magazines 

and newspapers, no significant differences were noted (Tables 2.9, 2.10, and 2.11). 



 

99 

 

Table 2.9 
 
Type of food-related advertisements students in the control group reported seeing 
on television pre to post-course 

No Media (n=24)

           Pre                                Post

n(%) Mean (SD) n(%) Mean (SD)        p-value
a

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing on television?

Soda Drinks 0.43 (.51) 0.29(.46) 0.39

Yes 10(43.5) 6(28.6)

No 13(56.5) 15(71.4)

No response 1 (2.9) 3(8.6)

Sports Drinks 0.39(.50) 0.38(.50) 0.57

Yes 9(39.1) 8(38.1)

No 14(60.9) 13(61.9)

No response 1(2.9) 3(8.6)

Snack Foods 0.70(.47) 0.43(.51)         0.05*

Yes 16(69.6) 9(42.9)

No 7(30.4) 12(57.1)

No response 1(2.9) 3(8.6)

Cereals 0.35(.49) 0.38(.50) 0.69

Yes 8(34.8) 8(38.1)

No 15(65.2) 13(61.9)

No response 1(2.9) 3(8.6)

Fast Food 0.70(.47) 0.52(.51) 0.17

Yes 16(69.6) 11(52.4)

No 7(30.4) 10(47.6)

No response 1(2.9) 3(8.6)

Health Food 0.30(.47) 0.24(.44) 0.07

Yes 7(30.4) 5(23.8)

No 16(69.6) 16(76.2)

No response 3(8.6)

Other 0.09(.29) 0.05(.22) 0.11

Yes 2(8.7) 1(4.8)

No 21(91.3) 20(95.2)

No response 1(2.9) 3(8.6)

None 0.17(.39) 0.33(.48) 0.14

Yes 4(17.4) 7(33.3)

No 19(82.6) 14(66.7)

No response 1(2.9) 1(3.8)

Note . n = number of students. % = % of total responses. SD = Standard Deviation.
a McNemar chi-square test

* p  ≤ 0.05

 



 

100 

 

Table 2.10 
 
Type of food-related advertisements students in the control group reported seeing in 
newspapers pre to post-course 

No Media (n=24)

             Pre             Post

n(%) Mean (SD) n(%) Mean (SD)      p-value
a

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing in the newspaper?

Soda Drinks 0.22(.44) 0(0) 1.00

Yes 2(22.2) 0(0)

No 7(77.8) 10(100)

No response 15(42.9) 14(40)

Sports Drinks 0.22(.44) 0.10(.32) 1.00

Yes 2(22.2) 1(10)

No 7(77.8) 9(90)

No response 15 (42.9) 12(40)

Snack Foods 0.22(.44) 0.20(.42) 1.00

Yes 2(22.2) 2(20)

No 7(77.8) 8(80)

No response 15(42.9) 14(40)

Cereals 0.22(.44) 0.20(.42) 1.00

Yes 2(22.2) 2(20)

No 7(77.8) 8(80)

No response 15(42.9) 14(40)

Fast Food 0.11(.33) 0.10(.32) 1.00

Yes 1(11.1) 1(10)

No 8(88.9) 9(90)

No response 15(42.9) 14(40)

Health Food 0(0) 0.20(.42) 1.00

Yes 0(0) 2(20)

No 9(100) 8(80)

No response 15(42.9) 14(40)

Other 0(0) 0.10(.32) 1.00

Yes 0(0) 1(10)

No 9(100) 9(90)

No response 15(42.9) 14(40)

None 0.67(.50) 0.70(.48) 1.00

Yes 6(66.7) 7(70)

No 3(33.3) 3(30)

No response 15(42.9) 14(40)

Note . n = number of students. % = % of total responses. SD = Standard Deviation.
a McNemar chi-square test
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Table 2.11 
 
Type of food-related advertisements students in the control group reported seeing in 
magazines pre to post-course     

No Media (n=24)

                              Pre                         Post

n(%) Mean (SD) n(%) Mean (SD)       p-value a

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing in magazines?

Soda Drinks 0.40(.55) 0(0) 1.00

Yes 2(40) 0(0)

No 3(60) 5(100)

No response 19(54.3) 19(54.3)

Sports Drinks 0.20(.45) .40(.55) 0.16

Yes 1(20) 2(40)

No 4(80) 3(60)

No response 19(54.3) 19(54.3)

Snack Foods 0.20(.45) 0(0) 1.00

Yes 1(20) 0(0)

No 4(80) 5(100)

No response 19(54.3) 19(54.3)

Cereals 0(0) 0(0) 1.00

Yes 0(0) 0(0)

No 5(100) 5(100)

No response 19(54.3) 19(54.3)

Fast Food 0(0) 0(0) 1.00

Yes 0(0) 0(0)

No 5(100) 5(100)

No response 19(54.3) 19(54.3)

Health Food 0.40(.55) 0.40(.55) 1.00

Yes 2(40) 2(40)

No 3(60) 3(60)

No response 19(54.3) 19(54.3)

Other 0(0) 0(0) 1.00

Yes 0(0) 0(0)

No 5(100) 5(100)

No response 19(54.3) 19(54.3)

None 0.20(.45) 0.40(.55) 1.00

Yes 1(20) 2(40)

No 4(80) 3(60)

No response 19(54.3) 19(54.3)

Note . n = number of students. % = % of total responses. SD = Standard Deviation.
a McNemar chi-square test
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Awareness of Advertisements Pre to Post-Course (Media) 

When students in the treatment group were asked what type of food-related 

advertisements they recalled seeing on television in the past week, fewer fast food 

advertisements were reported to be seen post-course (p < .05).When students were 

asked what type of food-related advertisement they recalled seeing in magazines 

and newspapers, no significant differences were noted (Tables 2.12, 2.13, and 

2.14). 
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Table 2.12 
 
Type of food-related advertisements students in the treatment groups reported 
seeing on television pre to post-course 

Media (n=35)

          Pre               Post

n(%) Mean (SD) n(%) Mean (SD)        p-value a 

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing on television?

Soda Drinks 0.36(.49) 0.36(.49) 1.00

Yes 12(36.4) 12(36.4)

No 21(63.6) 21(63.6)

No response 2(5.7) 2(5.7)

Sports Drinks 0.55(.51) 0.42(.50) 0.29

Yes 18(54.5) 14(42.4)

No 15(45.5) 19(57.6)

No response 2(5.7) 2(5.7)

Snack Foods 0.45(.51) 0.52(.51) 0.56

Yes 15(45.5) 17(51.5)

No 18(54.4) 16(48.5)

No response 2(5.7) 2(5.7)

Cereals 0.61(.50) 0.58(.50) 0.74

Yes 20(60.6) 19(57.6)

No 13(39.4) 14(42.4)

No response 2(5.7) 2(5.7)

Fast Food 0.94(.24) 0.79(.42)           0.03*

Yes 31(93.9) 26(78.8)

No 2(6.1) 7(21.2)

No response 2(5.7) 2(5.7)

Health Food 0.39(.50) 0.36(.49) 0.74

Yes 13(39.4) 12(36.4)

No 20(60.6) 21(63.6)

No response 2(5.7) 2(5.7)

Other 0.09(.29) 0.06(.24) 0.56

Yes 3(9.1) 2(6.1)

No 30(90.9) 31(93.9)

No response 2(5.7) 2(5.7)

None 0(0) 0.09(.29) 0.08

Yes 0(0) 3(9.1)

No 33(100) 30(90.9)

No response 2(5.7) 2(5.7)

Note . SD = Standard Deviation.
a McNemar chi-square test

* p  < .05
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Table 2.13 
 
Type of food-related advertisements students in the treatment group reported seeing 
in newspapers pre to post-course 

Media (n=35)

          Pre           Post

n(%) Mean (SD) n(%) Mean (SD)        p-value a

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing in the newspaper?

Soda Drinks 0.33(.49) 0.21(.42) 1.00

Yes 6(33.3) 4(21.1)

No 12(66.7) 15(78.9)

No response 17(48.6) 16(45.7)

Sports Drinks 0.22(.43) 0.26(.45) 1.00

Yes 4(22.2) 5(26.3)

No 14(77.8) 14(73.7)

No response 17(48.6) 16(45.7)

Snack Foods 0.33(.49) 0.32(.48) 0.63

Yes 6(33.3) 6(31.6)

No 12(66.7) 13(68.4)

No response 17(48.6) 16(45.7)

Cereals 0.39(.50) 0.32(.48) 1.00

Yes 7(38.9) 6(31.6)

No 11(61.1) 13(68.4)

No response 17(48.6) 16(45.7)

Fast Food 0.28(.46) 0.32(.48) 0.38

Yes 5(27.8) 6(31.6)

No 13(72.2) 13(68.4)

No response 17(48.6) 16(45.7)

Health Food 0.33(.49) 0.26(.45) 1.00

Yes 6(33.3) 5(26.3)

No 12(66.7) 14(73.7)

No response 17(48.6) 16(45.7)

Other 0.11(.32) 0.05(.23) 1.00

Yes 2(11.1) 1(5.3)

No 16(88.9) 18(94.7)

No response 17(48.6) 16(45.7)

None 0.39(.50) 0.58(.51) 1.00

Yes 7(38.9) 11(57.9)

No 11(61.1) 8(42.1)

No response 17(48.6) 16(45.7)

Note . n = number of students. % = % of total responses. SD = Standard Deviation.
a McNemar chi-square test
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Table 2.14 
 
Type of food-related advertisements students in the treatment group reported seeing 
in magazines pre to post-course 

 

Media (n=35)

           Pre               Post

n(%) Mean (SD) n(%) Mean (SD)     p-value a

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing in magazines?

Soda Drinks 0.26(.45) 0.25(.45) 0.38

Yes 5(26.3) 3(25)

No 14(73.7) 9(75)

No response 16(45.7) 23(65.7)

Sports Drinks 0.26(.45) 0.17(.39) 0.50

Yes 5(26.3) 2(16.7)

No 14(73.7) 10(83.3)

No response 16(45.7) 23(65.7)

Snack Foods 0.47(.52) 0.75(.45) 0.63

Yes 9(47.4) 9(75)

No 10(52.6) 3(25)

No response 16(45.7) 23(65.7)

Cereals 0.21(.42) 0.58(.51) 0.45

Yes 4(21.1) 7(58.3)

No 15(78.9) 5(41.7)

No response 16(45.7) 23(65.7)

Fast Food 0.11(.32) 0.25(.45) 1.00

Yes 2(10.5) 3(25)

No 17(89.5) 9(75)

No response 16(45.7) 23(65.7)

Health Food 0.47(.51) 0.58(.51) 0.63

Yes 9(47.4) 7(58.3)

No 10(52.6) 5(41.7)

No response 16(45.7) 23(65.7)

Other 0.11(.32) 0.08(.29) 1.00

Yes 2(10.5) 1(8.3)

No 17(89.5) 11(91.7)

No response 16(45.7) 23(65.7)

None 0.21(.42) 0.17(.39) 1.00

Yes 4(21.1) 2(16.7)

No 15(78.9) 10(83.3)

No response 16(45.7) 23(65.7)

Note . n = number of students. % = % of total responses. SD = Standard Deviation.
a McNemar chi-square test
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Awareness of Advertisements Post to Post-Course (Media to No Media) 

When students in the control and treatment groups were asked to recall what 

type of food-related advertisements they saw on television, magazines or 

newspapers, no significant differences were noted between groups post-course 

(Tables 2.15, 2.16, and 2.17). 
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Table 2.15 
 
Type of food-related advertisements students in the control and treatment groups 
reported seeing on television post-course 
 

                       Media (n=35)                         No Media (n=24)                      Difference (post-post)a

                                     Pre                                        Post

n(%) Mean (SD) n(%) Mean (SD)      p-valueb

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing on television?

Soda Drinks 0.36(.49) 0.29(.46) 0.84

Yes 12(36.4) 6(28.6)

No 21(63.6) 15(71.4)

No response 2(5.7) 3(8.6)

Sports Drinks 0.42(.50) 0.38(.50) 0.49

Yes 14(42.4) 8(38.1)

No 19(57.6) 13(61.9)

No response 2(5.7) 3(8.6)

Snack Foods 0.52(.51) 0.43(.51) 0.58

Yes 17(51.5) 9(42.9)

No 16(48.5) 12(57.1)

No response 2(5.7) 3(8.6)

Cereals 0.58(.50) 0.38(.50) 0.94

Yes 19(57.6) 8(38.1)

No 14(42.4) 13(61.9)

No response 2(5.7) 3(8.6)

Fast Food 0.79(.42) 0.52(.51) 0.83

Yes 26(78.8) 11(52.4)

No 7(21.2) 10(47.6)

No response 2(5.7) 3(8.6)

Health Food 0.36(.49) 0.24(.44) 0.74

Yes 12(36.4) 5(23.8)

No 21(63.6) 16(76.2)

No response 2(5.7) 3(8.6)

Other 0.06(.24) 0.05(.22) 0.91

Yes 2(6.1) 1(4.8)

No 31(93.9) 20(95.2)

No response 2(5.7) 3(8.6)

None 0.09(.29) 0.33(.48) 0.18

Yes 3(9.1) 7(33.3)

No 30(90.9) 14(66.7)

No response 2(5.7) 1(3.8)

Note . n = number of students. % = % of total responses. SD = Standard Deviation.
aDifference (post-post) = The difference in means between media and no media post-course. bchi-square
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Table 2.16 
 
Type of food-related advertisements control and treatment students reported seeing 
in newspapers post-course 

 

                     Media (n=35)                     No Media (n=24)                    Difference (post-post)a

            Post             Post

n(%) Mean (SD) n(%) Mean (SD)      p-value b

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing in the newspaper?

Soda Drinks 0.21(.42) 0(0) 1.00

Yes 4(21.1) 0(0)

No 15(78.9) 10(100)

No response 16(45.7) 14(40)

Sports Drinks 0.26(.45) 0.10(.32) 1.00

Yes 5(26.3) 1(10)

No 14(73.7) 9(90)

No response 16(45.7) 12(40)

Snack Foods 0.32(.48) 0.20(.42) 0.58

Yes 6(31.6) 2(20)

No 13(68.4) 8(80)

No response 16(45.7) 14(40)

Cereals 0.32(.48) 0.20(.42) 0.58

Yes 6(31.6) 2(20)

No 13(68.4) 8(80)

No response 16(45.7) 14(40)

Fast Food 0.32(.48) 0.10(.32) 1.00

Yes 6(31.6) 1(10)

No 13(68.4) 9(90)

No response 16(45.7) 14(40)

Health Food 0.26(.45) 0.20(.42) 1.00

Yes 5(26.3) 2(20)

No 14(73.7) 8(80)

No response 16(45.7) 14(40)

Other 0.05(.23) 0.10(.32) 1.00

Yes 1(5.3) 1(10)

No 18(94.7) 9(90)

No response 16(45.7) 14(40)

None 0.58(.51) 0.70(.48) 1.00

Yes 11(57.9) 7(70)

No 8(42.1) 3(30)

No response 16(45.7) 14(40)

Note. n = number of students. % = percentage of total responses.  SD = Standard Deviation.

aDifference = Difference in means between control and treatment groups post-course. bp-value = McNemar.

 



 

109 

 

Table 2.17 
 
Type of food-related advertisements students in control and treatment groups 
reported seeing in magazines post-course 

 

                      Media (n=35)                    No Media (n=24)                    Difference (post-post)a

                Post              Post

n(%) Mean (SD) n(%) Mean (SD)      p-value b

Outcome Variables

In the last week, what type of food related advertisements do you remember seeing in magazines?

Soda Drinks 0.25(.45) 0(0) 1.00

Yes 3(25) 0(0)

No 9(75) 5(100)

No response 23(65.7) 19(54.3)

Sports Drinks 0.17(.39) .40(.55) 0.16

Yes 2(16.7) 2(40)

No 10(83.3) 3(60)

No response 23(65.7) 19(54.3)

Snack Foods 0.75(.45) 0(0) 1.00

Yes 9(75) 0(0)

No 3(25) 5(100)

No response 23(65.7) 19(54.3)

Cereals 0.58(.51) 0(0) 1.00

Yes 7(58.3) 0(0)

No 5(41.7) 5(100)

No response 23(65.7) 19(54.3)

Fast Food 0.25(.45) 0(0) 1.00

Yes 3(25) 0(0)

No 9(75) 5(100)

No response 23(65.7) 19(54.3)

Health Food 0.58(.51) 0.40(.55) 1.00

Yes 7(58.3) 2(40)

No 5(41.7) 3(60)

No response 23(65.7) 19(54.3)

Other 0.08(.29) 0(0) 1.00

Yes 1(8.3) 0(0)

No 11(91.7) 5(100)

No response 23(65.7) 19(54.3)

None 0.17(.39) 0.40(.55) 1.00

Yes 2(16.7) 2(40)

No 10(83.3) 3(60)

No response 23(65.7) 19(54.3)

Note . n = number of students. % = % of total responses. SD = Standard Deviation.
aDifference (post-post) = the difference between media and no media post-course. bchi-square.
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Media Interpretation Classroom Activity 

 The results of the media interpretation classroom activity were used to 

evaluate students‘ overall content (nutrition and non-nutrition) awareness of 

nutrition-related advertisements.  

Quantitative Evaluation of Control Group Pre to Post-Course (No Media) 

More students in the control group commented post-course about the nutrition 

content of all advertisements compared to pre-course (p < .05). Fewer students 

commented about the Kraft® picture and Hillshire Farm® slogan post-course (p < .05) 

compared to pre-course. There were no other significant differences noted pre to 

post-course for pictures and slogans of advertisements (Table 2.18). 
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Table 2.18 
 
The average number of students in the control group commenting about the picture, 
nutrient content or slogan of an advertisement pre to post-course 

No Media

Pre Post

n Mean (SD) Mean (SD) Difference
a

p-value
b

Wishbone 35

Picture 0.82 (0.39) 0.82 (0.39) 0.00 1.00

Nutrition 0.18 (0.39) 0.50 (0.51) 0.32  0.00*

Slogan 0.35 (0.49) 0.27 (0.45) -0.09 0.37

Kraft 34

Picture 0.71 (0.46) 0.53 (0.51) -0.18  0.03*

Nutrition 0.24 (0.43) 0.47 (0.51) 0.24  0.01*

Slogan 0.65 (0.49) 0.65 (0.49) 0.00 1.00

H. Farm 35

Picture 0.94 (0.24) 0.86 (0.36) -0.09 0.08

Nutrition 0.11 (0.32) 0.49 (0.51) 0.37  0.00*

Slogan 0.34 (0.48) 0.11 (0.32) -0.23  0.02*

Tuna Helper 32

Picture 0.72 (0.46) 0.56 (0.50) -0.16 0.10

Nutrition 0.22 (0.42) 0.69 (0.47) 0.47  0.00*

Slogan 0.56 (0.50) 0.38 (0.49) -0.19 0.08

Note. n = Number of students. SD = Standard Deviation.
aDifference = Difference in means pre to post-course. bMcNemar chi-square
*p < .05
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Quantitative Evaluation of Treatment Group Pre to Post-Course (Media) 

Even though a trend for more students in the treatment group to comment 

about the nutrition content of all advertisements pre to post-course was noted, there 

were no significant differences for picture, nutrient content or slogan of 

advertisements pre to post-course (Table 2.19). 

 
Table 2.19 
 
The average number of students in the treatment group commenting about the 
picture, nutrient content or slogan of an advertisement pre to post-course 

Media

Pre Post

n Mean (SD) Mean (SD)        Differencea     p-value

Wishbone 34

Picture 0.77 (0.43) 0.79 (0.41) 0.03 0.77

Nutrition 0.38 (0.49) 0.59 (0.50) 0.21 0.07

Slogan 0.27 (0.45) 0.24 (0.43) -0.03 0.77

Kraft 31

Picture 0.94 (0.25) 0.77 (0.43) -0.16 0.06

Nutrition 0.19 (0.40) 0.32 (0.48) 0.13 0.21

Slogan 0.19 (0.40) 0.19 (0.40) 0.00 1.00

H. Farm 35

Picture 0.97 (0.17) 0.89 (0.32) -0.09 0.08

Nutrition 0.17 (0.38) 0.34 (0.48) 0.17 0.06

Slogan 0.26 (0.44) 0.20 (0.41) -0.06 0.32

Tuna Helper 36

Picture 0.72 (0.45) 0.67 (0.48) -0.06 0.42

Nutrition 0.17 (0.38) 0.36 (0.49) 0.19 0.07

Slogan 0.53 (0.51) 0.39 (0.49) -0.14 0.17

Note. n = Number of students. SD = Standard Deviation.
aDifference = Difference in means pre to post-course.
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Quantitative Evaluation of Control (No Media) and Treatment (Media) Group Post-
course.  

More students in the control group commented about nutrition of the Tuna 

Helper® advertisement and the slogan for Kraft® than the treatment group post-

course (p < .05).There were no other significant differences post-course between 

control and treatment groups (Table 2.20). 

 
Table 2.20 
 
A comparison of the average number of students in the control and treatment groups 
commenting about the picture, nutrient content or slogan of an advertisement post-
course 

                     Media         No Media

                    Post                      Post

n Mean (SD) n Mean (SD)      Difference
a

      p-value
b

Wishbone 34 35

Picture 0.79 (0.41) 0.82 (0.39) -0.03 1.00

Nutrition 0.59 (0.50) 0.50 (0.51) 0.09 0.61

Slogan 0.24 (0.43) 0.27 (0.45) -0.03 1.00

Kraft 31 34

Picture 0.77 (0.43) 0.53 (0.51) 0.25 0.12

Nutrition 0.32 (0.48) 0.47 (0.51) -0.15 0.45

Slogan 0.19 (0.40) 0.65 (0.49) -0.45           0.00*

H. Farm 35 35

Picture 0.89 (0.32) 0.86 (0.36) 0.03 1.00

Nutrition 0.34 (0.48) 0.49 (0.51) -0.14 0.36

Slogan 0.20 (0.41) 0.11 (0.32) 0.09 0.51

Tuna Helper 36 32

Picture 0.67 (0.48) 0.56 (0.50) 0.10 0.61

Nutrition 0.36 (0.49) 0.69 (0.47) -0.33           0.03*

Slogan 0.39 (0.49) 0.38 (0.49) 0.01 1.00

Note. n  = Number of students. SD = Standard Deviation.
aDifference = Difference in means between media and no media post-course. bp-value = chi-square

*p  < .05
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Interviews 

 Interviews were conducted pre and post-course to evaluate any change in 

awareness of advertisement content (nutrition and non-nutrition) within and between 

control and treatment groups. Interviews were led with specific questions such as 

―what are you thinking about when you view this television advertisement‖ and then 

asked to elaborate responses. Emergent themes from student responses indicated 

nutrition, visual appeal, message, and emotion are described below.  

Tally of Student Comments from Control and Treatment Groups Pre to Post-Course 

 The total number of students that commented about each theme (nutrition, 

visual appeal, message, and emotion) are reported in Table 2.21. Because of the 

small number of students, no statistical analysis was performed on this data. 

 7-Up® advertisement. For the control group, the number of students 

commenting about message, nutrition or visual aspect of the advertisement content 

pre to post-course did not change. The number of students using emotional 

statements in their comments increased. The treatment group had no change pre to 

post-course for the number of students commenting about the message or nutrition 

content. Students using emotional statements in their comments or discussing the 

visual aspect of the content decreased.  

 3Musketeers® advertisement. The number of students in the control group 

using emotional statements in their comments of the advertisement decreased pre to 

post-course while students commented more about the message, visual, and 

nutrition content. The treatment group had no change pre to post-course for the 
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number of students using emotional statements in their comments. The number of 

students commenting about the visual aspect of the advertisement increased pre to 

post course while the message and nutrition content decreased.  

 Fritos® Corn Chips advertisement. The number of students in the control 

group commenting about the visual or message content of the advertisement did not 

change pre to post-course. The number of students commenting about the nutrition 

content or using emotional statements in their comments increased. The treatment 

group had no change pre to post-course for emotion or visual content. The number 

of students commenting about the message and nutrition content increased.  

 Hidden Valley® Ranch dressing advertisement: The number of students in the 

control group commenting about the message content of the advertisement did not 

change pre to post-course. The number of students commenting about the nutrition 

content or using emotional statements in their comments increased while the 

frequency of students commenting about the visual aspect of the advertisement 

decreased. The treatment group had no change pre to post-course was reported for 

the visual aspect of the content. The number of students using emotional statements 

in their comments and discussing the nutrition content of the advertisement 

decreased. The number of students commenting about the message increased. 
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Table 2.21 
 
Number of students (n) commenting about coded interview themes 

                Media (n=8)                   No Media (n=7)

Pre Post Pre Post Difference (post-post)a

n n n n

Outcome Variables

7-UP®

Message 5 5 4 4 1

Nutrition 7 7 7 7 0

Visual 5 2 3 3 -1

Emotion 3 2 4 5 -3

3Musketeer®

Message 3 1 3 5 -4

Nutrition 7 6 6 7 -1

Visual 3 4 3 4 0

Emotion 3 3 6 5 -2

Frito Corn Chips®

Message 6 5 5 5 0

Nutrition 7 6 6 7 -1

Visual 5 5 5 5 0

Emotion 1 1 5 6 -5

Hidden Valley Ranch®

Message 1 4 4 4 0

Nutrition 6 4 4 7 -3

Visual 6 6 5 3 3

Emotion 4 3 6 7 -4

Note . n = number of students with comment. Difference (post-post)a = Difference post-course media from no media
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Evaluation of Context for Control and Treatment Groups Pre to Post-Course 

 During the interviews, students were asked to report what they were thinking 

while viewing each of three print advertisements (Figures 2.2, 2.3, and 2.4) and one 

television advertisement (You Tube, 2008a)  

Message. Overall pre and post-course, most students in both groups 

expressed apprehension about believing messages delivered by mass media. In the 

control group, Mary‘s comments pre course indicated a cautious approach to 

commercials. She commented: 

I always appreciate the really good commercials, the television commercials. 

The ones that have a lot of humor are smarter ones, not the kind that are just 

hitting  me over the head with a message. The ones that have more play 

going on in them. 

She further commented: 

I don‘t trust the media (laughing). I have a certain amount of distrust for it. Not 

that I think they misinform people but I think that their job is to sell advertising 

space and so however they can catch someone‘s attention that is how it will 

be and so I think you have to do a little of your own research also so I don‘t 

take face value because there is always a lot of shades of grey too. I think 

common sense too; you have to use some of that. 

Post-course, Mary simply commented that she had no patience for advertisements 

and didn‘t like being manipulated by the media. Likewise, Steve was aware of the 

advertising goals and when asked to comment about the Hidden Valley® Ranch 
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advertisement, he said ―I don‘t think anyone is going to be fooled to thinking it is as 

good as a cupcake.‖ Likewise for Lisa, when discussing the 3Musketeers® 

advertisement post-course she stated,  

They are trying to say that this is a healthier choice and to me I kind of feel 

that this is kind of cheating because just because something is healthier than 

something that is really bad that doesn‘t make it a good choice still. 

 For the treatment group, phrases such as ―fool people,‖ ―deceiving,‖ ―gives 

you the idea of,‖ ―trying to make,‖ and ―weary of them‖ were all used. Catherine was 

most vocal in her comments regarding the advertisements‘ messages. When asked 

to comment about the Frito-Lay® Corn Chips, she said, 

Once again, that‘s not corn. It‘s made from some derivative of corn… let‘s not 

even talk about ‗with all natural oils.‘ Well a lot of things that are natural will kil 

you, you know what I mean? They‘re trying to make it as if it‘s not something 

that is a guilty pleasure, just let it be a guilty pleasure. Don‘t try to dumb it 

down and make it look like a corn cob. Whatever. 

Susan discussed the 7-Up® advertisement, 

Well they tried to appeal to the people who might be looking for something 

better  than a soft drink with their natural claim. They sure made that soda 

look good with all the bubbling and fizzing and over ice and that looked good. 

I‘m sure they were trying to target men with the pretty woman in there and 

women with ‗I could look like her if I drink 7-Up®.‘ I don‘t tend to buy into 

commercials. Well, I can‘t say that but I am very weary of them. 
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Emotion. Terms expressing emotion and connection to the advertisement 

were commonly stated both pre and post-course for both groups. Emotion-related 

terms ranged from happy to angry and like to dislike for the products. Words such as 

―like,‖ ―love,‖ ―hate,‖ ―yuck,‖ ―gross,‖ ‖happy,‖ and ―frustrated‖ are just a few examples 

of how students in the control group connected emotionally to the product. When 

talking about the Hidden Valley® Ranch advertisement, Mary ranted, 

That‘s gross. I don‘t like ranch dressing and I don‘t like icing but I do like 

broccoli. When I eat broccoli I don‘t put crap on it. This makes me go yuck, I 

don‘t  like it. It makes me not want to buy it anymore. I mean, why would you 

want to make dressing look just like icing? I guess they are trying to say that it 

dresses up something that people may not like. I don‘t know but it doesn‘t 

work for me. 

 Students in the treatment group also used emotion-related terms. When 

evaluating the Hidden Valley® Ranch Dressing advertisement, Vanessa stated, 

―Gross. I don‘t really like broccoli. I will only eat broccoli if it had cheese on it.‖ Once 

again, Catherine had the strongest emotional connection to the advertisements. 

When asked to evaluate the 7-Up® advertisement, she outwardly said, 

First of all, I don‘t like it when they put these skinny girls with their perfect hair 

in these dresses going around like that‘s what normal women do and look 

like. I don‘t appreciate that. I don‘t think that a soda is going to have much 

natural things going for it. 
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Nutrition. Students in both groups commented more often post-course about 

the nutrition content of the messages. Comments from the control group ranged 

from specifically identifying a nutrient such as high fructose corn syrup to discussing 

how the product can affect health. The fat content of the 3Musketeers® and Hidden 

Valley® Ranch dressing, the natural oils in the Fritos® Corn Chips, and the natural 

flavors in the 7-Up® advertisements were emphasized by students. When discussing 

7-Up®, Lisa mentioned, 

So, it seems to be a better choice but it‘s still kind of like with the candy bar; 

just because you are better than awful it doesn‘t make you good. And just 

because you are natural, dirt is natural but that doesn‘t make it good for you. 

 Comments about nutrients from the treatment group ranged from specifically 

identifying a nutrient such as sodium to discussing how the product can affect 

health. When discussing the 3Musketeers® advertisement, Andy stated, 

I guess the misleading thing is it doesn‘t tell you how much fat is in there to 

begin  with. Because if it‘s 100 grams of fat, 45% less is still a lot inside one 

candy bar. You are getting a lot of your calories inside that one little candy bar 

there. 

Visual appeal.  Each advertisement had its specific visual appeal for students 

in both the control and treatment groups. Comments about the 7-Up® advertisement 

related to the bunny‘s actions and the pretty actress. Comments about the Fritos® 

Corn Chips included the natural, organic look that was given to the product. The 

3Musketeers® received comments about its creamy center and the Hidden Valley® 
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Ranch Dressing advertisement made broccoli look like cupcakes. From the control 

group, Doris laughingly discussed how she thought the dressing was frosting 

because the picture had candles on the broccoli. And, the plates in the 

advertisement reminded her of her grandmother. 

While Georgia from the treatment group described that Hidden Valley® Ranch 

Dressing advertising by saying, ―they make it look good, like a cupcake. It makes 

‗vegetables delectable.‘ Ranch makes vegetables better to eat.‖ Crystal commented 

about the Fritos® Corn Chip advertisement with,  

They‘re trying to make Fritos® look as healthy as corn because they‘re made 

from corn, leaving all the bad stuff out. Makes healthy people say ‗oh well 

that‘s not too bad‘, it‘s like eating corn. I don‘t think a serving of Fritos® and a 

serving of corn are the same. 

 

Conclusion 

 The results of this study showed there were limited differences pre to post-

course in awareness of nutrition in advertisements for students who received mass 

media as part of instruction compared to those who had no mass media used during 

instruction. However, there were no overall measurable differences between both 

groups post-course. 
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Survey Data: Awareness of Food-Related Advertisements in Mass Media 

 Small differences were noted within the control and treatment groups pre to 

post-course. Students in the treatment group reported seeing fewer fast food 

advertisements (p < .05) and students in the control group reported seeing fewer 

snack food advertisements (p = .05) post-course. However, no significant differences 

between groups post-course were reported for television and print. 

 

Awareness of nutrient and non-nutrient content in food-related advertisements 

Media Interpretation Classroom Activity 

More students in the control group commented about nutrition of the Tuna 

Helper® advertisement and the slogan for Kraft® than the treatment group post-

course (p < .05).There were no other significant differences post-course between 

control and treatment groups. A greater number of students in the control group 

commented about the nutrition content of all advertisements and fewer students 

commented about the picture of the Kraft® and slogan of the Hillshire Farm® 

advertisements pre to post-course (p < .05). There were no other significant 

differences for the control or treatment group pre to post-course. 

Interviews 

 Students in both the control and treatment groups used similar phrases and 

words when discussing the advertisements qualitatively. However, as previously 

stated, groups differed in the number of students that commented on the coded 

themes (Table 2.21). When evaluating for overall patterns or differences between 
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the groups post-course, the control group emphasized messages, nutrition, and 

emotion more than the treatment group. The treatment group emphasized visual 

aspects of the advertisements more than the control group. 

 

Discussion 

 Mass media is an enormous profitable entity and can most certainly be 

labeled a social system. The power that television has in U.S. culture causes it to be 

a nearly unstoppable force and to change such a system involves both internal and 

external means (Figure 2.1). It can be postulated that most of the adult Americans 

from this study born between 1960 and 1990 have been inundated at some point by 

food-related messages delivered through television or print media while companies 

hope to increase consumer product recognition. Therefore, a course on nutrition 

must attempt to overcome any media influence and possible misinformation that has 

become the students‘ internal plane of consciousness. Vygotsky noted that society 

plays a determining role in the behavior of humans, not just nature (Wertsch, 1985, 

p. 26). But, students may not consciously realize how their food choices and 

behaviors have been influenced by the greater whole. Students may not view their 

nutritional world from the perspective of being part of a community. There are 

numerous behavioral theories to explain reasons why people choose to eat what 

they eat and even when given the knowledge and opportunity to change, a person 

may not change unless they have a personal dissatisfaction with their current 
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knowledge or understanding (Hewson, 1981). There are several stages that a 

person encounters with a change in nutrition behavior. Stages of precontemplation 

through maintenance of the behavior are intricate and involve many layers 

(Contento, 2007). Awareness of mass media and its influence on food behaviors lies 

in the early stages of precontemplation. Using two particular behavioral theories 

relative to mass media can help to explain why using mass media (television and 

print) as an instructional tool did not increase overall awareness of nutrition-related 

advertisements and its content (nutrition and non-nutrition). Because the 7-Up® 

television commercial appeared to be most relative to both theories, it is discussed 

below. 

Behavioral Theories Situated in Study Results 
 

Cultivation Theory 

The cultivation theory evaluates the long term effect that television viewing 

can serve in altering the normal, social reality of the consumer (Gerbner, 1969). 

Because television can present false truths, the consumer may incorrectly 

understand the influence of the product and misinterpret the message being 

delivered.  In essence, this change occurs slowly and over time the individual‘s 

misinterpretation can carry over to the collective group of society. In relation to this 

study‘s results, the 7-Up® television advertisement featuring a young, attractive 

female actress, cute bunnies and an organic setting portrayed a refreshing soft drink 

with natural ingredients. The ingredients of 7-Up® are carbonated water, high 

fructose corn syrup, the chemical compound calcium disodium ETDA, and less than 



 

125 

 

2% of natural flavors. Each eight ounce serving contains 102 calories, 30mg sodium, 

and 25g sugars. Advertising a product as 100% natural is not the same as stating 

100% natural flavors, as used in the 7-Up® advertisement (FDA, 2009). 7-Up® is 

manufactured and distributed by the Dr. Pepper Snapple Group, a soft drink 

company  with a $5.6 billion dollar revenue in 2010 (Dr. Pepper Snapple Group, 

2010).  Overall, students began the course by commenting about the characters in 

the advertisement but then concentrated on the nutrition content post-course. 

However, post-course, students became skeptical about how the product was 

portrayed to be natural when they learned the product was not. But, even if students 

understood that the soda drink was not nutritionally natural, they were still receptive 

to consuming it over another soda drink option. The long-term collective effect of 

soda drink consumption in the U.S. is a difficult negative food behavior for students 

to realize; especially when soda drink advertisements such as Coca-Cola™ has 

inundated the culture since 1888 (Geuss, 2010). 

Cognitive Dissonance Theory 

If the results of this study are evaluated through the theory of cognitive 

dissonance, then students in the control and treatment groups faced inconsistencies 

between their previous beliefs and learned behaviors and knowledge they gained 

from the nutrition course (Festinger, 1957). These inconsistencies may impose 

internal conflicts that students want to resolve. Festinger‘s theory is rooted in 

Heider‘s cognitive balance theory (1946). Balance theory attempts to explain why 

people strive to balance external situations in which there is imbalance. The 
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interacting triad includes a perceiver, a person and an object. If the perceiver 

disfavors the person then it is less likely the product will be favored.  For example, 

the 7-Up® television commercial featuring a young, beautiful actress can have a 

negative influence on the viewer, such as was the case with Catherine. Catherine 

was angry because a soda advertiser portrayed their product being consumed by a 

thin, attractive person. This went against what Catherine thought was the normal 

appearance for a person who drank sodas.  She expressed anger with comments 

about the actress and then stated she would not purchase the product. However, if 

the perceiver favors the person then they are more motivated towards favoring the 

product. Cute, comical bunnies were also a large component of the 7-Up® 

commercial. The bunnies and their burping were favored by several students, 

commenting about how they would remember the advertisement and probably 

purchase the product. Festinger added to Heider‘s theory by indicating people 

struggle internally with this imbalance (1957).  For example, even though several 

students reported not drinking 7-Up®, after seeing the advertisement promote natural 

flavors and show bunnies choosing it over garden vegetables, students began to 

consider the nutrition information they learned from the course. For example, 

consuming glucose is crucial to survival for humans. However, it becomes the 

choice of the consumer to obtain glucose from an apple, a soda drink or a candy 

bar; the apple being a healthful food choice. 

 The ability to change nutrition behaviors (including awareness) is difficult and 

complex. Everyone is influenced by numerous issues that include culture, health, 
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economics, and other societal aspects such as mass media. This study involved 

students completing a 16 week course on nutrition, taking the opportunity to gain 

knowledge and awareness of the subject. Based on what was learned, students 

could decide to no longer uphold the conflicting belief or behavior and make a 

change. Yet, as discovered through interviews, students from both groups still 

indicated difficulty with changing current behaviors. Through surveys and media 

interpretation exercises, students in the control group indicated a greater change in 

awareness of nutrient content in advertising pre to post-course when compared to 

the treatment group who received media as the treatment. Explanations for these 

results are difficult and one interpretation is simply the saturation of nutrition-related 

advertisements in students‘ lives, the passive viewing behaviors involved with 

television, and the individual‘s control over his or her knowledge and behavior. It is 

also possible the treatment had an effect and we were not able to measure this 

change with the current assessments.  

 

Limitations 

 

 It is important to identify the limitations of this study. The sample size of the 

study was small and even though the percentage was reflective of the male 

population of nursing students, a larger sample size including more male students is 

warranted for a more thorough understanding of any possible gender differences. 

The study included personal survey and interview questions regarding media 
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viewing behavior within the past seven days and it was assumed that students were 

reporting information thoroughly and accurately. The content of the advertisements 

(nutrient, picture, and slogan) was not measured on a descriptive scale (i.e. low 

versus high nutrient content). For example, the Hillshire Farm® advertisement was 

exhibiting active emotional expression from humans and the Wishbone ® 

advertisement simply showed a picture of a bottle filled with fruit and vegetables.  

For future studies, it may be helpful to score the advertisements for level of content 

(nutrition, message, emotion, and visual) and then group them accordingly so that a 

similar level of content is consistent across all advertisements used. 

Potential Implications for Teaching, Curricula Design, and Future Research 

 

 Even though findings from this study did not measure a significant effect on 

students‘ awareness of nutrition in advertisements, scientific literacy and the ability 

to deconstruct nutrition messages from mass media are still important goals.  As 

previously indicated, research has shown that students are influenced by nutritional 

messages presented by mass media outside of the classroom  so it may be possible 

to use mass media in the classroom  as a way to engage students in considering the 

course content so that they can become active viewers of nutritional messages. 

However, educators need to be given the tools and guidance to effectively use mass 

media within the classroom. Selected advertisements and articles to be used within 

the classroom should be evaluated and updated regularly so that current nutrition 

concepts and their relative mass media messages are being addressed.  
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  By grades 9-12, students should be able to ―deconstruct how media and 

popular culture affect normative beliefs that contradict scientific research on health 

and well-being‖ (NCSBE, 2006, p.60).  For this reason, students need to understand 

how nutrition-related advertising inundates U.S. culture and the possible influence 

on their food behavior. To do this, it is important to identify any conflicting beliefs 

with what they are learning to be accurate and true nutrition information against what 

they believe personally to be accurate and true nutrition messages in 

advertisements. Through evaluation and interpretation of advertisements from 

television and print, students may be able to more effectively acknowledge beliefs 

and potential dissonance and also indicate if they feel influenced or persuaded by 

these advertisements. When constructing activities for the nutrition classroom, an 

educator should include real life scenarios that will enable the students to use their 

everyday life experiences. For example, having students search for nutrition-related 

advertisements within magazines, newspapers or via television will enable them to 

realize what they interact with daily. Then, through verbal and written activities, 

students may be better able to discuss the validity of the advertisement message 

based on what they know to be true. Classroom discussions should bring forth the 

fact that students have different beliefs and experiences pertaining to nutrition. 
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Appendix A:  Nutrition Survey  

 
       ID:    

  Use the first 2 letters of your      
                                                                                          mother‘s first name  and the 
                                                                                           last 2 letters of your father‘s  

                                                              first name 
 

Please answer the following questions to the best of your knowledge. 
 

Your answers are totally anonymous. 
 

Food Purchase and Consumption 
1. Within the past week, how often did you eat a meal prepared from another source   
    Outside of the house?  
 
   ____1-2 times      ____3-4 times       ____more than 4 times 
   ____I did not eat prepared meals from outside of my home (Skip to question 3) 
 
2. For question #1, what dining style did you select? (Check all that apply) 
 
   ____Sit down restaurant      ____Buffet style restaurant ____Fast food restaurant       
   ____Take out 
   ____Other (please specify) ____________________________________________ 
 
3. At the present moment, what snacks are available in the house?  
   (Check all that apply) 
 
  ____Potato Chips _____Popcorn   ____Ice cream ____Fruit      
  ____Cookies            _____Nuts  ____Chocolate ____Vegetables       
  ____None 
  ____Other (please specify):___________________________________________ 
 
 
4. What is your involvement with meal preparation within the house? 
 
  _____1 meal each day           _____ 1 meal every other day 
  _____1-2 meals per week                           _____ 0 meals per week 
  _____ Other (please specify):___________________________________________ 
 
 
5. Are there currently any specific reasons for selection of specific foods in your  
    home? 
   ______Yes     ______No 
   If yes, please specify: ________________________________________________                    
    _________________________________________________________________ 
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Television 
 
6.  How many hours last week (Monday through Sunday) did you spend watching  
     television? 
 
    ______0-5 hours per week                                  _____6-10 hours per week    
    ______More than 10 hours per week 
 
7. From the above question, please indicate specific time frames and number of  
    hours that you watched television last week: 
 
    a. 6-10am (# of hours):  _______  b. 10am-2pm (# of hours):  ______ 

     c. 2pm-8pm (# of hours): _______  d. 8-midnight  (# of hours): _______         
                e. Midnight – 6am (# of hours) ________ 

    f. I did not watch television last week _______ (Skip to question 12) 
 
 
8. During the above time periods, what type of television shows did you watch? 
   (Check all that apply) 
 
    _____Reality   _____Entertainment  _____Educational ____News 
    _____Sitcom  _____Drama   _____Soap Opera            
    _____Sport             _____Cartoon 
    _____Other (please specify):            
    _________________________________________________________________ 
   
9. In the last week, what type of food related advertisements do you remember  
    seeing on television?   (Check all that apply) 
 
   ______Soda drinks _____Sport drinks ____Snack foods ____Cereals 
   ______Fast food _____Health food   
   ______Other (please specify): ________________________________________         
   ______None 
 
10. Based on question #9, did you purchase any of the above items in the past  
      week?       (Check all that apply) 
 
   ______Soda drinks _____Sport drinks ____Snack foods       ____Cereals 
   ______Fast food _____Health food   
   ______Other (please specify): _________________________________________ 
   ______I did not make any purchases 
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11. Based on question #9, will you purchase any of the above items at your next  
      store visit?     (Check all that apply) 
       
   ______Soda drinks _____Sport drinks ____Snack foods       ____Cereals 
   ______Fast food _____Health food   
   ______Other (please specify): _________________________________________ 
   ______No 
 
 
 
Newspaper 
 
12.  In the last week, how many days did you read a newspaper? 
 
   _____1 day per week _____2-4 days per week _____5-7 days per week 
   _____I did not read the newspaper last week _______ (Skip to question 16) 
 
 
13. In the last week, what type of food related advertisements do you remember  
     seeing in the newspaper?   (Check all that apply) 
 
   ______Soda drinks _____Sport drinks ____Snack foods ____Cereals 
   ______Fast food _____Health food   
   ______Other (please specify): _________________________________________ 
   ______None 
 
14. Based on the question #13, did you purchase any of the above items in the past  
      week?     (Check all that apply) 
 
   ______Soda drinks _____Sport drinks ____Snack foods ____Cereals 
   ______Fast food _____Health food   
   ______Other (please specify): _________________________________________ 
   ______No 
 
 
15. Based on question #13, will you purchase any of the above items at your next  
      store visit?  (Check all that apply) 
 
   ______Soda drinks _____Sport drinks ____Snack foods ____Cereals 
   ______Fast food _____Health food   
   ______Other (please specify): _________________________________________ 
   ______No 
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Magazines 
 

16.  In the past week, what magazine titles have you read?                     
___________________________________________________________________
___________________________________________________________________ 
 
If you did not read any magazines last week, then skip to question 20 
                    
 
17. In the last week, what type of food related advertisements do you remember  
      seeing in the magazines?   (Check all that apply) 
 
   ______Soda drinks _____Sport drinks ____Snack foods ____Cereals 
   ______Fast food _____Health food   
   ______Other (please specify): _________________________________________ 
   ______None 
 
   
18. Based on the question #17, did you purchase any of the above items in the past  
      week?      (Check all that apply) 
 
   ______Soda drinks _____Sport drinks ____Snack foods ____Cereals 
   ______Fast food _____Health food   
   ______Other (please specify):_________________________________________ 
   ______No 
 
 
19. Based on question #17, will you purchase any of the above items at your next  
      store visit?      (Check all that apply) 
 
   ______Soda drinks  _____Sport drinks ____Snack foods ____Cereals 
   ______Fast food  _____Health food   
   ______Other (please specify):_________________________________________ 
   ______No 
 
 
Nutrition Education 
 
20. Excluding this course, have you ever completed a nutrition course? 
      ______Yes  _____No 
 
21. If yes to question #20, please state at what age the course was taken and how  
      long it lasted. 
   
___________________________________________________________________
___________________________________________________________________ 
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22. Have you ever completed a course that included nutrition information? 
       _____Yes  _____No 
 
23. If yes to question #22, please identify at what grade level you took the course. 
 
      _____Kindergarten – 2nd grade _____3rd – 5th grade     _____6th – 8th grade 
      _____9th – 10th grade  _____11th -12th grade     _____College level 
      _____Other (please specify): _________________________________________ 
 
24.  Are there any particular topics in the nutrition course that you remember? 
        (Check all that apply) 
 
       _____Nutrient classification                _____Food groups   
       _____Nutrition related diseases         _____Food Guide Pyramid            
       _____Vitamin and Mineral supplementation 
       _____Other (please specify):    
___________________________________________________________________
___________________________________________________________________ 
     
       _____I don‘t remember any topics from the course 
 
 
25.  How many days last week (Monday through Sunday) did you eat the following  
       foods?        Please check all that apply. 
 
Food    Number of days  Food                Number of days 
 
Fresh Fruit   ______  Fresh Vegetables   ______ 
Canned Fruit   ______  Canned Vegetables              ______ 
Frozen Fruit    ______  Frozen Vegetables              ______
  
 
Enriched White Bread  ______  
Whole Wheat Bread  ______  Candy Bar               ______ 
Whole Grain Bread  ______  Hot Dog               ______ 
       Potato Chips    ______             
 
French Fries    ______  Chicken               ______ 
Hamburger    ______  Fish                ______ 
Cheeseburger    ______       Beef     ______
      Tofu      ______  
      Meat Substitute product          ______ 
Regular Soda Drink (16 oz)      ______ 
Diet Soda Drink (16 oz)            ______ 
Water (8oz)                               ______ 
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26.  If you wanted to gain the following nutrients, which foods would you eat?   
 

        Please check all that apply 
 

  Carbohydrates Fat Protein Vitamin Mineral Water None 

 
       

Spinach        

Cheese Pizza        

Coca-Cola™        

Peanut Butter        

American 
Cheese 

       

Cheerios™ 
       

Skim Milk        

Salmon        

Bacon 
       

Slim-Fast™        

Enriched 
White Bread 

       

Whole Grain 
Bread 
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Appendix B: Interview Guide 

 
 
Participant ID:    Place:  
Interviewer:    Time: 
Date:     Start: _____________  End: ______________ 
 
Portion to be completed by participant prior to interview 

1. Information about Participant: 
a. Family origin and ethnicity: 
b. Age 
c. Highest grade completed 
d. Gender 

      2.  Growing up, who cooked the majority of meals in the house?  
      3.  Growing up, how often each week did the family eat food made from another   
           source outside of the house?  
      4.  Growing up, please state specific foods that you remember consuming. 
      5.  Growing up, what snacks were available in the house? 
      6.  Do you currently prepare the majority of meals in the home? 
 a. If yes, for how many people? 
      7.  Are there currently any specific reasons for selection of specific foods in your  
           home?       a. If yes, please explain 

Questions presented to participant during interview 
Media 
   A. Television 
      8. How do you feel television has impacted your knowledge of nutrition? 
      9. How do you feel television has impacted your selection of foods? 
 
 B.  Printed media (magazine and newspaper) 
      10. How do you feel printed media has impacted your knowledge of nutrition? 
      11. How do you feel printed media has impacted your selection of foods? 
 
C.  Nutritional education 
     12.  Do you feel that a nutrition course COULD impact your selection of foods? 
  If yes, why and how? 
  If no, why not? 
 
D. Diet 
13. Understanding that yesterday may not have been a typical day for you, what did  
      you consume for breakfast, lunch, dinner? 
 
E. Analysis of advertisements 
 
14. Tell me what you are thinking about when you view this television  
       advertisement? 
15. Tell me what you are thinking about when you view this magazine  
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       advertisement? 
16. Tell me what you are thinking about when you view this magazine  
       advertisement? 
17. Tell me what you are thinking about when you view this magazine  
       advertisement? 

 

 


