METHODS
Research Methods

A content analysis was carried out to answer the research questions posed above. Three different magazines were employed in this study. Descriptive statistics, including frequency distribution and cross tabulation among variables, were used to observe similarities and differences.

Sampling

Magazine ads could be used for content analysis study of food advertisements for several reasons (Parker, 2003). For example, those ads typically detail food information. In order to analyze food ads published in popular magazines targeting different ethnic groups, Essence for African American women, Latina for Hispanic American women, and Cosmopolitan for white American women were used for this study. Each magazine is the preeminent lifestyle magazine aiming at its ethnic female population (Magazine Publishers of America, 2006). Additionally, according to 2003 MRI Doublebase, Essence is a magazine whose readership of 5.78 million females is 84 percent African American. MRI data reported that Latina has a readership of 1.25 million female readers, with 49 percent of them being Hispanic American and 49 percent white, but the white group includes white Hispanic Americans. Finally, Cosmopolitan, with whites comprising 77 percent of its 14.1 million female readers, was chosen as a general magazine sample for comparison with the two ethnic-targeted magazines. Furthermore, Essence, Latina, and Cosmopolitan are also comparable in that all are read mostly by the age group of 18 to 34, according to the MRI data.

Codesheet Development

A preliminary content assessment of the ads in 2007 was conducted to test the coding scheme. The coding items, which were not identified even once in the ads from the preliminary content assessment, were eliminated. The first research question concerns the comparative proportions of food categories and the frequency of brand names. The food category variable was based on Lee and Tseng’s (2005) study that was adapted from Pratt and Pratt’s (1996). In evaluating proportions of food categories, this study used nine items: (a) basic (natural food: meats, fruits, vegetables, etc); (b) cereal/breakfast (all grain products including nutrition bars); (c) convenience food (all frozen foods and prepared meals); (d) condiment/ingredient (sugar, source, dressing, etc.); (e) nonalcoholic beverage (juices, soft drinks, etc); (f) alcoholic beverage (beers, cocktails, vodkas, etc.); (g) fast food (excluding family restaurants); (h) snack/gum/dessert (including cookies, chips, candies, ice creams, etc.); and (i) others.

The second parameter deals with ad claims, given increased emphasis on healthy eating and likely cultural differences. Quality and product attributes items were added from Kean and Prividera’s (2007) six coding items for the advertising claim variable, so that the messages used to advertise food and fast food, separately, were classified into nine categories: (a) weight loss (weight management or dieting); (b) health (nutrition benefits of certain substances); (c) time savings (the reduced time to cook); (d) money savings (low price); (e) social/familial (the shared values with to others); (f) quantity (large number of products); (g) quality (high quality of products); (h) product attributes (the characteristics products contain); and (i) others. 

The final parameter for calories was categorized by the General Guide to Calories by FDA (2004). It provided a reference for calories per one serving on a Nutrient Facts label, such as 40 as low calories, 100 as moderate calories, and 400 as high calories, based on the 2,000 calorie diet. The coefficients of calories and calories from fat as continuous variables were key variables in order to find any discrepancy among the three magazines. Based on this general guideline, five more specified calorie classifications were developed for this study: (a) low (fewer than 40 calories per serving); (b) moderately low (between 40 and 160 calories per serving); (c) moderate (between 160 and 280 calories per serving); (d) moderately high (between 280 and 400 calories per serving); and (e) high (more than 400 calories per serving). The moderate classification range from 40 to 400 was divided into three equal intervals to acquire more elaborate results. 

In summary, the codesheet were finalized, with operationalizations for 14 variables for this study on food ads in magazines. Variables were mutually exclusive, exhaustive, independent, and derived from a single classification principle, fully reflecting the purpose of this study to observe the differences of food ads among three magazines. 
Data Collection

Periodical resources were obtained during October 11–25, and some missing back-issues were purchased from Internet sites. All magazines issue monthly when a year is based on a regular cycle, except for Latina, which skipped the July 2006 issue and published 11 issues in a year. In order to obtain sufficient samples, 24 issues of Essence and Cosmopolitan, and 21 issues of Latina, from January 2005 through December 2006, or 69 issues in total, were analyzed. Regarding the unit of analysis, the standard food ad in consumer magazines was defined as a full-page, four-color advertisement (Parker, 2003). Two-page (spread) ads and half-page ads were counted as one advertisement. Ads one-quarter of a page or smaller, classified ads, and coupons were not included.

Based on this exercise, a total of 632 food advertisements out of 6,299 total ads (approximately 10.0 percent) were found for food products in the January 2005 through December 2006 issues of Essence, Latina, and Cosmopolitan. In detail, 271 ads out of 2,198 (12.3 percent) came from Essence, 148 out of 1,677 (8.8 percent) from Latina, and 213 out of 2,424 (8.8 percent) for Cosmopolitan were for food products. Duplicate ads were retained in the same magazine since exposure was a key emphasis of the study. Indeed, all three magazines are ranked as the top-rated magazines in terms of subscription as well as paid circulation in the ethnic market (Magazine Publishers of America, 2006).

Analysis Procedure

Three coders were trained to code ads from the three sets of magazines. The coders independently coded food product information, nutrition facts, and advertising claims. First, for food product information, specific product names were coded as a means for open-ended questions, and then combined into larger brand names (e.g., from Quaker chewy bars 25 percent less sugar than Quaker), in order to assess the top 10 brand names in all three magazines. Second, because some of the advertisements include mixed claims at the same time, only the most dominant claims that contain key messages were circled on the codesheet. More importantly, Spanish or Spanish/English combined copy in Latina was a primary variable of concern. Therefore, two students who speak Spanish were invited to do the Spanish translation into English for the ads in Latina, and were trained to identify the nine coding items of ad claims. Finally, for coding the nutrition facts (i.e., calories and calories from fat), the investigation of the nutrition facts labels on actual products was taken in both grocery stores and some calorie-counter web sites (e.g., www.thedailyplate.com). The calories and calories from fat of all products were coded initially when multiple products were featured simultaneously in one ad.


A sample of 109 out of 632 food ads (approximately 17.0 percent of the total) was selected and coded respectively for all variables, except for nutrition facts, by three coders to measure intercoder reliability. A percentage of agreement was calculated, item by item, based on Perreault and Leigh’s (1989) formula. The overall intercoder reliability coefficient was .96, when the reliability coefficient for product category was 1.00, and for the variable advertising claim the coefficient was .92. Because a multi-judge evaluation on the subsample of responses showed that the reliability of the coding process was high as Ir > .90, the coding process was completed with only one judge per response (Perreault and Leigh 1989).
	Code Sheet
General Information (circle or fill in the correct number)

	1. Coder #:
	2. Magazine#:
	3. Year:
	4. Month:

	5. Food Ad:  1. Yes (continue coding)    2. No (stop coding)
	6. Ad ID#:

	
	
	
	

	Food Product Information

	7. Brand Name: ______________________
	
	
	

	8. Food Category (circle one)

	1. Basic (Natural Food)
	2. Cereal/Breakfast
	3.Convenience Food

	4. Condiment/Ingredient 
	5. Nonalcoholic Beverage        6. Alcoholic Beverage

	7. Fast Food 
	8. Snack/Gum/Dessert
	9. Others__________


9. Ad for Product:  1.Yes (continue coding)   2. No (go to #13)
10. Number of Products: ________ 
Nutrition Facts 
(If multiple products are shown in the ad, use extra sheets in order to fill in the blanks for nutrition facts)
11. Calories per One Serving : ________
12. Calories from Fat: ________
Advertising Claims
13. Advertising Claim (circle the BEST that applies)
	1. Weight Loss 
	2. Health 
	3. Time Savings 

	4. Money Savings 
	5. Social/Familial 
	6. Quantity 

	7. Quality 
	8. Product Attributes 
	9. Others


14. Language (circle one)
	1. English 
	2. Spanish 

	3. English/Spanish Combined 
	4. Others _______________


Demographics of Human Models
15. Human Model:    1.Yes (continue coding)   2. No (stop coding)
16. Number of Models: ________ (if the number of models equals to one, go to #18)
17. Relationship to Others (circle one)
	1. Family Relationship 
	2. Social Relationship 

	3. Business Relationship 
	4. Impersonal Relationship 

	5. Other Relationship 
	


	
	#1. The Most Prominent
	
	#2. The Second-Most Prominent

	18. Gender
	1. Male 
2. Female 
3. Can’t determine 
	21. Gender
	1. Male 
2. Female 
3. Can’t determine 

	19. Race
	1. White 
2. Black 
3. Latin 
4. Asian 
5. Can’t determine 
	22. Race
	1. White 
2. Black 
3. Latin 
4. Asian
5. Can’t determine 

	20. Age Group
	1. Kid 
2. Young Adult 
3. Middle Age 
4. Senior 
5. Can’t determine 
	23. Age Group
	1. Kid 
2. Young Adult 
3. Middle Age 
4. Senior 
5. Can’t determine 


Code Sheet Definitions

1. Food Products

· Categories
· Basic (Natural Food) – Indicates all natural foods including meats, fruits, and vegetables.

· Cereal/Breakfast – Indicates all grain products including nutrition bars.

· Convenience Food – Indicates all frozen foods and prepared meals (e.g., frozen pizza)

· Condiment/Ingredient – Indicates all condiments and ingredients (e.g., sugar, source, dressing).

· Nonalcoholic Beverage – Indicates all nonalcoholic beverages (e.g., juice, soft dinks).

· Alcoholic Beverage – Indicates all alcoholic beverages (e.g., beer, cocktail, vodka).

· Fast Food – Indicates all fast food restaurants, excluding family restaurants (e.g., McDonald’s).

· Snack/Gum/Dessert – Indicates all snacks, gums, and desserts (e.g., cookie, chip, candy, ice cream).

· Others – Indicates other types of foods and beverages not included in above categories.
· Calories

· Calories per One Serving – amount of calories per one serving

· Less than 40 calories per serving ( Low
· Between 40 and 160 calories per serving ( Moderately Low

· Between 160 and 280 calories per serving ( Moderate

· More than 400 calories per serving ( Moderately High

· More than 400 calories per serving ( High

* Note: The General Guide to Calories by FDA provides a general reference for calories on a

 Nutrient Facts label, such as 1) 40 calories is low, 2) 100 calories is moderate, and 3) 400 

 calories or more is high, based on 2,000 calorie diet. FDA warns eating too many calories per

 day is linked to overweight and obesity.

2. Advertising Claim

Claims

· Weight Loss Claim – Includes claims related to weight management or dieting (e.g., low-carbohydrate/high-protein weight loss diets).

· Health Claim – Includes claims related to nutrition benefits of certain substances.

· Time Savings – Includes claims related to the reduced time to cook

· Money Savings – Includes claims related to the inexpensiveness.

· Social/Familial – Includes claims related to the shared values with others.
· Quantity – Includes claims related to large amount of products.
· Quality – Includes claims related to high quality of products.
· Product Attributes – Includes claims related to the characteristics products contain
· Others – Includes other types of claims not included in above categories.
· Languages

· Spanish & English/Spanish Combined– only for Latina magazines
3. Human Model

· Relationship to Others in the Ad 

· Family Relationship – Indicates husband and wife and any relationship between relatives, including children as well as extended family.
· Social Relationship – Indicates friends or any other two and more people depicted in a social setting without family members.
· Business Relationship – Indicates the depiction of any relationship between employees or professionals who work together.
· Impersonal Relationship – Indicates no apparent relation between characters.
· Other Relationship – Includes any other relationships than those listed above.
* Note: Code only when more than one model appears in the advertisements.

· Prominence

· Choose two most prominent models, after determining size (from the largest through the smallest) and location (center -> left -> right) of the individuals.

· Age Group

· Kid –one who looks under 17

· Young Adult – one who looks between 18-34
· Middle Age – one who looks between 35-54
· Senior – one who looks over 55
