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CHAPTER 1 

INTRODUCTION 

Home management has a major goal of handling family activities 

and utilizing family resources to provide the optimum development and 

happiness of its members. The values of the family impact upon choices 

made in all realms of home management. Management of family resources 

includes many consumer decisions. 

One common goal of the home manager is to provide nourishing, 

pleasing food for the family which complies with the budget, time, 

energy, and knowledge constraints of the home manager. Food expendi

tures are a major budget category. How these food dollars are spent 

reflect preferences of the manager and the family based upon their 

values. 

The food choices of a society are interrelated with all aspects of 

that culture. People eat not just to satisfy hunger or maintain suste

nance, but to fulfill other needs as well. Eppright (1947) wrote the 

following: 

Acceptance of food is a complex reaction determined by the 

biochemical conditions of the body, the responses of the 

sense organs, and the mental state of the individual. The 

latter, in turn is influenced by social, economic, and 

environmental conditions coupled with the past experience of 

the individual ... food with man is not just food, it is the 

crossroads of emotion, religion, tradition, and habit (p. 579). 

1 
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As the culture evolves and social, economic, and environmental 

changes occur, the individuals of a society modify their behavior 

patterns, including their food choices, in order to cope with and 

conform to the cultural changes. When food habits are adapted to 

cultural change, the welfare of the society can be affected by the 

changes in the nutritional quality of the diet. These changes may in

fluence the behavior patterns that reflect the values and attitudes 

important to that society (Gifft, Washborn, and Harrison, 1972). Since 

the values of a society characterize a culture, Gifft et al. (1972) 

proposed that "many of his [man's] food activities symbolize societal 

or values, characteristic of his group, as he makes decisions 

among possible courses of action which he assesses in terms of these 

values" (p. 26). 

Values are important in the study of home management and consumer 

studies because they are the basis for decision making and choices. 

Values must be taken into consideration when one is managing time, 

energy, and other resources in the home as well as making choices in the 

marketplace. Food-related values are important because the influence 

food choices, which not only affect the nutritional quality of the diet 

but also reflect what is important to the home manager, the family, and 

the consumer in relation to other responsibilities and demands. Thus, 

investigating societal values behind food choices will aid in the 

understanding of the values which govern the home manager's decisions 

about food choices. 
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Kinder, Green, and Harris (1984) and McWilliams (1978) cite 

nutritional adequacy, meeting time and energy constraints, meeting 

budget constraints, and providing pleasure to the food preparer and 

consumers as the four major goals of meal management. These goals 

represent the underlying food-related values of health, convenience, 

economy, and pleasure. The investigation of how these values change 

in importance over time would reflect how home managers have modified 

their values toward food as they meet with changing demands and 

societal influences. 

Content analysis of magazine advertisements is a useful method 

for investigation of the change in values over time. Inferences about 

a population are made from the content produced for them. Berelson 

(1952) wrote "the classification into a single set of categories of 

similiar samples of communication content taken at different times 

provides a concise description of content trends, in terms of relative 

frequency" (po 29). According to Kassarjian (1977), for a longitu

dinal study, content analysis of historical documents can lead to 

conclusions about public opinions, consumer values, or buyer beliefs 

of an earlier era. Magazine advertisements are useful because they 

are in standardized form and accessible for analysis. The researcher 

is not dependent upon the memories of respondents. However, the 

results will not indicate how people actually behaved, but will imply 

their values. 

Therefore, to determine the frequency of the appeals to the four 

major societal values toward food, derived from the meal management 
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goals mentioned earlier, the content analysis of magazine food adver-

tisements would indicate the values toward food of a society. The 

results of this exploratory study provide information regarding longi-

tudinal changes in values which influence food choices. The data are 

useful for further study and correlation with interdisciplinary research 

in the areas of nutrition, home management and consumer studies. 

Problem Statement 

The problem was to determine the changes in the hierarchical 

ranking of selected societal food-related values as reflected in maga-

zine food advertisements from 1933 through 1983. 

The four specific food-related values investigated were the 

following: 

1. convenience, 

2. economy, 

3. health, 

4. pleasure. 

Objectives 

1. To measure in terms of frequency the changes in hierarchical 

ranking of the food-related values: convenience, economy, health, and 

pleasure expressed as primary and secondary messages in the verbal themes 

of magazine food advertisements from 1933 through 1983. 

2. To determine trends of these changes in societal food-related 

values over time. 
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Delimitations 

This study was delimited to the verbal themes in half and full 

page food advertisements in Good Housekeeping magazine during the time 

period of 1933 through 1983 available in the Carroll E. Newman library 

at Virginia Polytechnic Institute and State University in Blacksburg. 

Definitions 

Values. "Conceptions of the desirable which affect an individual's 

choices among possible courses of action" (Kohlmann and Smith, 1970, 

p. 657). 

Societal values. Conceptions of the desirable distinctive of a group 

which influence the selection from available choices. 

Food-related values. Conceptions of the desirable which influence an 

individual or a group's selection of foods from available choices. 

Goals. Specific ends governed by values. 

Primary Messages. The dominant appeals in the verbal theme of an 

advertisement characterized by large, bold print and eye-catching to 

the reader. 

Secondary Messages. All appeals in the verbal theme of an advertisement 

which appear in smaller print than the primary messages and are noticed 

after the primary messages. 

The selected food-related values in this study will be defined as 

the following: 

Economy. The greatest return in quantity and quality for the monetary 

cost. 
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Convenience. The requirement of time, energy, and knowledge is 

little compared to the utility (satisfaction) derived. 

Health. The state of physical well being. 

Pleasure. Enhancement of life through gratifying experiences. 



CHAPTER II 

REVIEW OF LITERATURE 

The review of literature explores areas related to societal 

values toward food. This includes cultural change and food habits; 

food meanings and classifications; food use, selection t and prefer

ences; and food and societal values. Additionally, reviews of content 

analysis of magazines, the roles of advertising, and content analysis 

of advertisements are included. 

Cultural Change and Food Habits 

Many researchers have studied how food habits have changed over 

time and all agree that, changes have occurred (Brewster and Jacobson~ 

1978; Van Syckle, 1945; Page and Friend, 1978; Cronin, 1980; and 

McKee, 1980). Authors attribute many cultural factors as the reasons 

for the changes in food habits in the United States, all of which 

emphasize how all parts of a culture are interrelated and reinforcing. 

As aspects of a culture change, so do the food habits. 

These changes involve advanced technology, demographics and 

health factors. The food technology has had an impact in the areas of 

transportation, food preservation, storage, and plant propagation. 

The consumer has become more aware of the importance of health concerns 

as related to the nutritional composition of food. Gifft et ale (1972) 

considered the demographic factors of industrialization and urbanization 

of society as responsible for the changes in food habits. Other in

fluencing factors include the increased affluence of Americans 

7 
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(Brewster and Jacobson, (1978), women working and changing job re

quirements (Brewster and Jacobson, 1978 and McWilliams, 1978). 

McWilliams also added the increased number of families undergoing 

crises such as divorce, more individuals cho~sing to remain single, 

the increasing number of older citizens, and the decreasing birthrate 

as factors influencing present food habits. In addition, Lowenberg, 

Todhunter, Wilson, Savage, and Lubawski (1974) recognized the homoge

nizing effects of advertising and the mass media on the culture as an 

important factor influencing the shifting food habits. 

Van Syckle (1945) studied the historical food habits in the United 

States from 1630 through 1860 and 1861 through 1941. The study was a 

reconstruction of food habits using old writings, books, statistics, 

and old magazines from the periods. The study revealed extensive 

changes in the American diet. Van Syckle proposed that these changes 

were due to the influences of long-established customs, economic 

conditions, technological advances, education, and the promotional 

efforts of special interest groups. 

Food Meanings, Classifications, and Functions 

Many researchers have attempted to discover the meanings of food 

in different cultures and to develop classifications and functions of 

foods in society. The major purpose of these studies has been to aid 

nutrition professionals in understanding the role food plays in a 

society and the importance of the influence of cultural factors on the 

diet. This understanding is necessary for better planning of edu

cational programs to ultimately improve the diets of people. 



9 

Whiteman (1966) compared the United States with the Trobriand 

Island society and developed functions of food. The results of this 

study indicated that the functions: status symbol, cementing social 

relationships, aesthetic and creative satisfaction, religious satis

faction, symbolic significance, medicine, recreational, legal, magical, 

and ceremonial are probably found in all societies; but the manner 

in which these functions are expressed vary considerably across 

cultures. 

Jelliffe (1967) studied food classification systems and meanings 

in developing and in industrialized countries and also concluded that 

selected food classifications are probably worldwide. The five major 

food classifications: cultural super-foods, prestige foods, body 

image foods, sympathetic magic foods, and physiologic foods were shown 

to exist in regions allover the world such as India, Northwest Europe, 

Central America, and Ancient Hawaii. 

To minimize bias by the researchers, Schultz, Rucker, and Russell 

(1975) developed a food use classification system in which they 

allowed the respondents of their sample to develop their own food use 

categories. They polled 200 female respondents in four major cities 

in the United States in order to develop classifications of food 

appropriateness. The questionnaire was a matrix of foods versus food 

uses. Their results indicated that people have four major food use 

factors: utilitarian, casual, satiating, and social on which they 

judge a food. 
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Fewster, Bostian, and Powers (1973) studied foods through their 

connotative meanings. The connotative meanings were defined as the 

ideas, feelings, and attitudes that an individual associates with a 

word or concept. This study was designed to measure the differences 

in meanings of foods and food groups between 44 low income and 56 high 

income mothers. The respondents rated the foods and food groups on a 

series of scales consisting of polar adjectives. In this exploratory 

study, they determined that certain connotative meanings of foods 

could be established and measured if common underlying meanings could 

be identified in a group. 

Moore (1957) concurred that the language of food and food meanings 

are an important part of a culture, and added that they also reveal 

much about people. The language of food can be categorized into food 

types such as masculine, feminine, and sophisticated foods. Most of 

the meanings associated with foods are nonrational and these meanings 

are transmitted through a culture. Pumpian-Mindlin (1954) noted that 

professionals should realize the importance of individual personalities, 

culture, familial conditioning, and emotional and psychologically 

connected symbolic meanings of foods as they try to improve the diets 

of others. 

Food Use, Selection, and Preferences 

Other authors explored the factors related to food preferences 

of selected groups. Again, the primary reason for these research 

efforts and presentations was to promote better understanding of the 
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importance of food choices to a culture. This understanding could 

result in more effective communication and educational efforts by 

nutrition professionals. 

Babcock (1948) asserted that early childhood experiences with 

food may affect the attitude and behavior responses of adults. 

Specifically, these early experiences determine the adult's attitude 

and use of food as a source of security and as a means of communication 

with others. 

In an address to the Southern Agricultural Workers Association, 

Dickens (1956) spoke of cultural, social, personal, and situational 

factors as motivations behind food preferences, and the need for better 

ways of measuring the factors that could be used to predict food 

preferences. 

Van Schaik (1964) determined food use factors which affect the 

diet. In an article based on her address to the Tenth International 

Congress for Home Economics, Van Schaik discussed food and nutrition 

relative to family life and developed the following categories of food 

use: to satiate hunger, social uses, recreation and enjoyment, means 

of family contact, educational uses, and status. Again, she en-

couraged nutritional professionals to a better understanding of 

the interrelationship among nutritional knowledge, attitudes, and 

actual food practices. 

Schwartz (1975) studied the nutritional knowledge, attitudes, and 

practices of a random sample of 300 female high school graduates from 

selected Ohio high schools. Of the graduates, 171 had been enrolled 
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in home economics classes in high school. The contention was that 

since that part of the sample had been enrolled in home economics 

classes, those graduates would have more nutritional knowledge and 

thus, better eating habits. The results indicated that their knowledge 

of nutrition and food selection was not applied to their food choices. 

Factors other than the desire for good health seemed to be guiding 

food selections. 

Cosper and Wakefield (1975) also examined factors related to food 

selection. They specifically looked at the personal, attitudinal, 

and motivational factors of women's food choices. The sample consisted 

of 591 women from one county in Kansas. The respondents were questioned 

to determine demographic variables, the degree of influence that various 

factors had on trying new foods, and to determine the factors influ

encing the consumption of selected categories of foods. The results 

indicated the majority of respondents were motivated to purchase 

certain foods because of their personal and family preferences more 

than convenience, low cost, dietary or nutritional, aesthetic, or 

educational motives. 

Reaburn, Krondl, and Lau (1979) investigated the social determi

nants in food selection of 52 food items. The food selection 

determinants were defined as cultural, social, personal, and environ

mental barriers between food supply and food consumption. They 

identified nine food selection determinants for the study: satiety, 

tolerance, taste, familiarity, health belief, price, convenience, 

prestige, and knowledge. Convenience, price, and prestige were 
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investigated because these social values are more amenable to change 

than the cultural ones which are transmitted from generation to 

generation. 

The sample consisted of 112 Canadian homemakers with young 

families who were asked food use frequencies of common foods and their 

food use determinants. They concluded that food can be labeled and 

ranked according to social determinants and the social profile of foods 

can be measured and quantified by using an attitudinal scale. The 

selection of common foods seemed to be related not to accessibility, 

but to the social determinants studied. 

Food and Societal Values 

Food-related values have been studied by researchers as an 

indicator of food choices. Hinton, Eppright, Chadderdon, and Wolins 

(1962) investigated the eating behavior and dietary intake of 140 girls 

12, 13, and 14 years old. The basis for this study was the function 

of values as directing behavior and choices. The food intake of the 

girls was recorded and the Minnesota Counseling Inventory categories 

were used to indicate psychological adjustment. The results indicated 

that the better psychologically adjusted girls had better eating habits. 

McElroy and Taylor (1966) examined the values in food selection 

of 20 adolescent boys ages 15 and 16. The six values which were 

considered to influence their food choices were health, money, en

joyment, status, sociability, and independence from parents. A 

questionnaire of value statements was administered in which the boys 
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rated degrees of opinion on a five point scale. Health was considered 

the most important value in food selection. However, all six values 

were considered to be important to the boys for making food choices. 

Suter and Barbour (1975) investigated the food-related values 

of 42 low income mothers of young children. To -determine the 

hierarchical ranking of these values, they adopted six categories of 

the eight Kohlmann (1962) values which were food related to develop an 

instrument of forced choice. The values studied in descending order of 

importance were family life, work efficiency, health, economy, friend

ship, and education. They reasoned that an understanding of the 

hierarchical ranking of values would facilitate in changing diets for 

the better because the values are the determinants of their behavior. 

Steelman (1976) also investigated value systems and their relation

ship with food. The purpose of this study was to investigate the 

relationship of attitudes toward food to the subcultural variables of 

race, religious locality, and age of the homemaker. The sample in

cluded a total of 361 homemakers from two small Louisiana towns 

characterized by distinct religious subcultures. The values were 

measured in terms of the attitudes: convenience, frugality, concern 

for health, sociability, concern for social status, and propensity to 

change. The patterns in these results could be useful for explaining 

differences in value systems. Again, the emphasis was placed on 

the meanings of food and the significance and relationship to the 

total lifestyle of a group. 
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Content Analysis and Magazines 

Magazines have been recognized as a useful tool for content 

analysis and measuring values over time. Although a limited number 

of studies have been done, they all have shown that the content of 

magazines mirror the cultural values of a selected time period. 

Johns-Heine and Gerth (1949) used the fiction found in magazines 

as a means of uncovering shifts in the treatment of the heroes and 

themes as a reflection of values and social trends. A random sample 

of four issues per year of five monthly magazines published between 

1921 and 1940 was selected. The authors emphasized that values were 

transferred to popular culture and standardized. The findings indi

cated that shifts in values reflected in the fiction corresponded with 

a number of social trends. 

Wayne (1956) used magazine pictures from one leading magazine 

of the United States and one of the Soviet Union as a means for 

comparing Soviet and American values. The sample consisted of 13 

randomly selected issues from the year 1948. The results indicated 

a greater emphasis on economic and aesthetic values in the Soviet 

themes and greater emphasis on religious and social values in the 

United States themes. 

Middleton (1960) used magazine fiction as a means of determining 

trends in the changing fertility values. Eight magazines, including 

the women's magazines Good Housekeeping, Ladies' Home Journal, and 

McCall's, were chosen for the study. Three issues of each were 

selected randomly during the years 1916, 1936, and 1956. The indirect 
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measure of family size was used as a reflection of fertility values. 

The results proved to correspond with the actual fertility rates. 

Roles of Advertising 

Advertising is an important form of mass communication. According 

to Weilbacher (1984), "advertising consists of media messages paid for 

and signed by a business firm or institution that wishes to increase 

the probability that those reached by these messages will behave or 

believe as the advertiser wishes them to behave or believe" (p. 17). 

Colley (1961) emphasized that advertising does not force a consumer to 

buy a good; its purpose is to create a state of mind in the consumer 

conducive to making a purchase. To do this, the advertiser must say 

the right things to the right people (Diamond, 1968). 

What separates advertising from other forms of mass communication 

is that it is paid for by a sponsor who expects to benefit from the 

communication. The importance of advertising cannot be overestimated; 

its role has vastly increased in the past half century with the 

expanding mass media. Advertising became an important source of 

communication due to three major factors: (1) the growing complexity 

of the distribution system, (2) the increasing sophistication and the 

affluence of consumers, and (3) the increasing sophistication of 

technology (Weilbacher, 1984). 

Advertising is also a source of product information for the 

consumer. According to Holder (1973), as the readers of a magazine 

become better educated consumers, they judge their own standard of 

living against the advertisements. Studies completed by Laczniak (1979) 
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and Stern, Krugman, and Resnik (1981) indicate that magazine adver

tisements do contain valuable information to aid consumers in making 

wise choices. Laczniak found that of 380 advertisements sampled 92 

percent contained at least one informatioq cue. Stern et al. conducted 

a larger study with a sample size of 1500 magazine advertisements using 

the same information cues and found that 86 percent of them contained 

at least one information cue. 

However, according to Stigler (1961) and Nelson (1970) food is an 

experience good. This means that as the consumer searches for 

information about food products, he cannot rely on food advertisements 

to ultimately determine whether a food \vi11 provide satisfaction. 

The consumer must purchase and try a food product in order to determine 

his preferences. 

Content Analysis and Magazine Advertisements 

Magazine advertisements are a valuable data source for content 

analysis to determine trends in values. These research efforts are 

based on the assumption that magazine advertisements are a reflection 

of societal values. 

Fowles (1976) proposed a method of social forecasting using 

content analysis of magazine advertisements to uncover motivational 

appeals to basic human needs. Through this method, Fowles emphasized 

that studying the present trends, attitudes, and values reflected in 

advertisements would assist in making predictions of the future. To 

uncover the motivational appeals in the 770 advertisements, all 
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information about the qualities of the product was ignored. As a 

result, mostly the pictorial components of the advertisements were 

analyzed. 

In their study of Riesman's theory of increased other-directedness 

in consumer goods advertising, Dornbusch and Hickman (1959) used 

magazine advertisement verbal themes to reflect the corresponding 

changes in values. They analyzed the content of advertisements from 

41 issues of Ladies' Home Journal from 1890 through 1956. 

Brown (1981) used magazine advertisements for a longitudinal study 

of family values. The sample included 591 randomly selected advertise

ments from general interest magazines during the time period of 1920 

through 1978. Both the verbal and nonverbal components of the 

advertisements were coded for family roles, companionship, and intimacy. 

Through the trends determined from the magazine advertisements, Brown 

contributed an initial longitudinal study of values. 

Summary 

In conclusion, the relevant literature shows that food has many 

functions and meanings in society. Specifically, the study of these 

meanings and functions of food and societal values toward food can 

aid in the understanding of why food choices are made and how these 

decisions are interrelated with other demands and needs of a society. 

Much of the research was done by nutrition professionals in an effort 

to ultimately improve the diets of people. 
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Magazines and magazine advertisements are important forms of 

mass communication and are a source of product information for the 

consumer. They have also proven to be a valuable source of data for 

determining trends in values for longitudinal and historical content 

analysis research. 



CHAPTER III 

THEORETICAL FRAMEWORK 

The theoretical framework explores the relationship which exists 

among values, mass communication and advertising, and consumer behavior. 

This relationship provides an explanation for the assumption that 

societal values are reflected in advertising. 

Values 

The role of values as the conception of the desirable and the 

standards of choice suggest that values do influence decision making 

and behavior. These conceptions are learned and passed on through 

culture. Values then are the ideals behind goals. Goals 

direction and purpose to values which are the guidelines for planning 

and decision making (K1uckholn, 1954). 

Selection among choices requires a preferential ordering among 

these choices which indicates that values are structured (Ik1e, 1971). 

Williams (1979) defined this structure, a value system, as a set of 

organized preferential standards. Kohlmann (1962) indicated that a 

system of values is an integrated structure of needs, attitudes, and 

interests which govern behavior. Rokeach (1980) emphasized that 

differences in values across time are characterized not by the dis

appearance or appearance of a particular value but by the arrangement 

in importance of the values. 

Vinson, Scott, and Lamont (1977) introduced the concept of 

domain-specific values. These values affect the selection among 

20 
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choices in a specific environment. Thus, values can be hierarchically 

ranked and these priorities guide decision making and are dependent 

upon the situation. 

Food selections are based on the domain-specific food related 

values. Thus, societal values toward food are an organized set of 

preferential standards which guide in the selection of food choices. 

Mass Communication and Advertising 

Mass communication has played a major role in twentieth century 

society. Most of the information exchange of the outside world is 

accomplished through the mass media of communication such as news

papers, magazines, television, radio, and film. Gifft, et al. (1972) 

stated that the effects of mass media on a society are immeasurable 

because they are the primary source of ideas which result in decreasing 

the differences among people. McLuhan (1964) goes so far as to say 

that the mass media have shaped modern society. Due to their 

pervasiveness, the mass media of communication can be an influencing 

factor in the modification and initiation of behavior patterns. 

The Westley-Maclean model of mass communication (1957) is helpful 

in understanding the nature of the mass communication process (see 

Figure 1). The x's represent the elements of the environment. They 

are selectively perceived by an information source who then uses a 

communicator which has additional perceptions of the environment to 

construct and convey messages to the audience. The audience perceives 

the messages sent and reacts to the messages. These reactions are 
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1. Westley-Maclean model of the process of mass communication 
(1957, p. 35). 
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the feedback sent to the communicator and the source, who then use the 

feedback as information for preparing new messages. 

The feedback part of the model is critical because it signifies 

the circular and on-going nature of mass communication. The audience 

plays a vital role in influencing the preparat~on of the messages. 

Fowles (1976) summized that the mass media are in conformity with the 

interest of a society and the messages enforce the existing value system 

and social structure. Therefore, the communicators' messages can be 

studied to learn about the values of the audience. 

Fowles (1976) explained the advertising system of communication 

in terms of the Westley-Maclean model presented earlier (see Figure 2). 

The source becomes the advertiser who has a product which he has 

developed in response to the perceptions of the environment and the 

needs of the consumer. The advertiser hires an advertising agency (the 

communicator) to construct a message which will attract consumers 

(the audience) and appeal to their needs. The consumer's reaction to 

the advertisement, (the message sent) is represented in the sales of 

that product and influences the future advertisement messages developed 

for that product. 

Magazine advertisements are usually packages containing pictures 

and words. Often, the pictures in an advertisement appeal to the 

consumer's basic motivational needs by creating a setting of pleasant 

associations extrinsic to the product itself (Martineau, 1957). The 

words in advertisements primarily describe the qualities of what is 

being advertised (Fowles, 1976). Thus, the appeals to the domain-
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specific values are largely found in the verbal themes of advertise

ments. 

The messages constructed by the advertising agency are created 

for mass appeal. The advertiser must interpret the satisfying 

characteristics of the product for the consumer. To influence behavior, 

the product characteristics must be related to the values of the 

consumer (Petit and Zakon, 1970). Therefore, the advertiser is not 

concerned with the values of individuals, but with those that represent 

the largest portion of a society. In the United States the middle class 

represents the largest portion of society (Brown, 1981). 

Bauer and Greyser (1968) in their analysis of advertising, found 

the reason most often mentioned for liking an advertisement was that 

the respondent identified with the situation. The reason most often 

mentioned for finding an advertisement offensive was that it violated 

the respondent's moral values. Only five percent of the advertisements 

were found to be offensive which indicated that the advertisers were 

consistent with the values of the consumer. 

Vinson, et al. (1977) found that cultural values do correlate with 

consumer behavior. The values of students from both a conservative and 

a liberal university were studied through the type of car preferred by 

the majority of students. The results indicated that the cars 

preferred by the students represented conservative and liberal values. 

Vinson et ale emphasized that personal values can be used to assist 

marketers in determining consumer choice behavior because the changing 

national values do influence consumption patterns. 
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Lancaster's (1966) consumer theory further explains how a 

product appeals to the consumer. The theory states that products have 

characteristics which provide utility (satisfaction) to the consumer. 

Goods are what the consumer perceives as goods and these goods are a 

collection of characteristics which provide utility (satisfaction). 

Wright (1962) stated that food marketing is based on the idea that 

consumers buy to satisfy needs. Since values govern decision making, 

the advertiser must emphasize the characteristics of the product which 

will appeal to the consumer's values and provide utility (satisfaction) 

according to his needs and desires. As values shift in hierarchical 

ranking, the emphasis on characteristics of a product in an advertise

ment also shift according to those values. 

Therefore, to indicate the role of values in decision making and 

consumer behavior, the researcher added a screen of values to the 

Fowles adaptation of the Westley-Maclean model of mass communication 

(see Figure 3). The addition of the screen of values shows that the 

consumer views the messages sent by the advertiser and advertising 

agency through his values and is influenced by them when making 

decisions. The screen of values filters the incoming information 

according to the consumer's perspective and these values influence 

the consumer as he makes choices in the marketplace. In this study, 

the specific values which serve as a screen and influence food choices 

were convenience, health, economy, and pleasure. 

Since values govern behavior and influence how the consumer 

views his choices, the consumer reveals his values as he responds to 
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the advertisements by making choices. Again, because of the circular 

nature of mass communication, the feedback is critical to the model 

because it represents the consumer and his values as an important 

influence to the advertiser and the advertising agency as they 

create messages to appeal to the consumer. Therefore, the messages 

sent by the advertiser can be studied to learn about the values of 

the consumer. 

Summary and Hypothesis 

In conclusion, values vary in importance and can be hierarchically 

ranked according to changes in the demands and needs of a society. 

Domain-specific values govern behavior in specific realms. Since the 

mass communication process is of a circular nature, the values of a 

culture are depicted in the mass media of that culture. The study of 

the messages from the mass media can aid in the understanding of the 

audience. Specifically, the analysis of magazine food advertisements 

can aid in the understanding of the changes in values of a culture 

over time. 

Therefore, for this study it is assumed that magazine food 

advertisements do reflect food-related societal values and that 

these values can be readily identified. The hypothesis of the study 

is that trends and hierarchical ranking of selected societal food

related values change over time. 



CHAPTER IV 

METHODOLOGY 

This study was designed to measure the hierarchical changes in 

ranking and trends of selected societal food-related values expressed 

as primary or secondary messages in the verbal themes of magazine food 

advertisements during the time period of 1933 through 1983. The 'food 

advertisements in Good Housekeeping magazine were analyzed by the 

researcher. 

This magazine was selected because it was well established before 

the selected time period and continues to have a very large readership. 

-
A woman's magazine was chosen because food advertisements are most often 

directed toward women as the major purchasers of food (Holden, 1971) 

and they are directed toward women as home managers, of which food 

preparation and purchasing is a major task (Courtney and Lockeretz, 

1971). Babcock (1961) stated exp1icitely that food advertisements 

appeal to the values of the homemaker. 

Since content analysis research is only as good as the categories 

developed (Berelson, 1951), special care was taken in category develop-

ment. No existing studies provided categories for content analysis of 

magazine advertisement verbal themes to determine changes in societal 

food-related values. A new set of categories of the food values: 

convenience, economy, pleasure, and health was developed from the four 

major meal management goals cited by Kinder et al. (1984) and 

McWilliams (1978) (see Appendix A). 

29 
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While developing the categories and category definitions, the 

researcher extensively looked at advertisements in Good Housekeeping 

magazine over the selected time period. Sample codings were completed 

by the researcher and five other consumers to initially determine the 

validity and reliability of the categories. The category definitions 

were discussed among consumers to uncover any major disagreements until 

agreement was reached on the categories and the coding procedure. 

The sample codings helped the researcher to gain experience in 

category development and definition. 

Krippendorff (1980) emphasized that data using the method of 

content analysis must be reproducible by independent researchers. To 

substantiate the reproducibility of this study, one trained coder, in 

addition to the researcher, was employed to analyze the two randomly 

selected issues from three randomly selected target years. This 

provided a test sample of 12%. The coder was not familiar or knowl

edgeable in the subject area. The researcher trained the coder using 

the operational cues (see Appendix A). During the training, the 

advertisements from one sample issue were coded to clear any mis

understandings. According to Holsti (1969), the reliability coefficient 

is the ratio of coding agreements between coders. The Holsti formula 

percentages of agreement between the researcher and the coder for 

each category appear in Appendix C. The overall reliability co

efficient that the study would be reproducible by another coder was 

80%. Since the study was proven to be reproducible by an independent 

coder, the researcher was the sole coder. Also, Brown (1981), in his 
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study of family life as depicted in magazine advertisements, stated 

that the messages in print advertisements are very explicit and 

easily understood by the reader. 

For this study~ the pictures in the advertisements were not 

analyzed because it was the researcher's contention that the appeals 

to the four or food values could be coded from the verbal themes 

where the information pertaining to the functions of the product is 

usually located (Fowles, 1976). The researcher conducted a test to 

substantiate this contention. The operational cues were transformed 

for the coding of pictures (see Appendix D). The researcher looked 

extensively at food advertisements in Good Housekeeping magazine and 

employed five consumers to help determine operational cues for coding 

the pictures. It was found that the selected food value categories 

were not easily defined in pictures. The researcher coded a sample 

consisting of the randomly selected issues from three randomly 

selected years for a sample size of 12%. The results of the test 

indicated that over 90% of the pictures reflect pleasure and do not 

often reveal the appeals to the three other selected values of this 

study (see Appendix E). 

Therefore, it was concluded that the coding of the pictures was 

not necessary for the objectives of this study. Berelson (1952) and 

Kassarjian (1977) agreed that the theme is a useful unit of content 

analysis because values, attitudes, and beliefs are usually discussed 

in this form. Also, Berelson (1952) stated that when deciding upon 
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the unit of analysis Hthe most economical and efficient procedure is 

to adapt the unit of study to the basic purposes of the study" (po 

146). 

Food advertisements were analyzed over the 51 year period of 

1933 through 1983. During this time period many changes in food 

habits have occurred and advertisements have been an important source 

of information to the consumer. A random sample of two issues per 

every odd year was selected by means of drawing the number of the 

month from a pool. This provided a total sample size of 52 issues 

for analysis. The verbal themes of all full and half page food 

advertisements in the selected 52 issues were coded for primary and 

secondary messages which appeal to the four selected values. The 

primary and secondary distinctions were used as a measure of emphasis 

of the values found in the advertisements. (see Appendix A for 

operational cues and Appendix B for coding instrument). 

Food advertisements for products not recognized as foods them

selves such as, gelling products for jams, cooking spray, baking 

powder, or other products used as cooking aids were not included in 

the sample. Also excluded from the sample were advertisements for 

alcoholic beverages and baby food. The coupons included in food 

advertisements were ignored. They were viewed to be a separate part 

of the advertisement and not part of the verbal themes. 
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Analysis Procedure 

One Societal Food-Related Value coding instrument was used for analysis 

of the two randomly selected issues for each odd year. The researcher 

coded the advertisements using the operational cues. The sample of 

magazines was coded randomly to prevent any changes in perspective 

over time. The total number of advertisemencs included in the sample 

was tallied. Each advertisement was read completely and tallied 

under the appropriate column and appropriate values. All advertisements 

included in the sample that could not be coded into categories were 

tallied in the question mark category. All advertisements included 

in the sample which did not contain verbal themes were tallied as 

unusable. If a value appeared as a primary message it could not be 

coded under the secondary message column. The advertisements could be 

coded for more than one value in the primary and secondary message 

columns. 

The frequency that each value appeared was the measure of 

importance. The totals for each value under each column were 

tabulated and percentages were calculated. To determine broader 

trends, percentages were calculated for every two consecutive 

target years. The percentages were used to determine the hierarchical 

rankings and graphed to determine trends. 



CHAPTER V 

FINDINGS ~~D DISCUSSION 

Magazine food advertisements of two issues from each 'odd year from 

1933 through 1983 were analyzed for the expression of selected societal 

food-related values as primary and secondary messages. The total 

number of food advertisements analyzed was 1195. The results of the 

analysis follow .. 

The number of advertisements from each target year varied. No 

advertisements were found in the sample which could not be coded into 

the selected categories and no advertisements were found to contain no 

verbal themes. The total frequencies of each value are found in Appendix 

F. These data show that in actual numbers pleasure was the value which 

appeared most frequently in the total verbal themes for the years 

studied. The calculated percentages of the values appear in Table 1. 

The graph in Figure 4 clearly shows how pleasure ranked above all 

other values and the relationships among the values. The three other 

values changed in hierarchical ranking over the time period as hy

pothesized. (see Table 2). 

In order to reveal broader trends, the data were combined into 

groups of t T!tI70 consecutive target years.. The target II grouped years" 

data are shown in Table 3 and the hierarchical rankings in Table 4. 

From these data also represented in Figure 5, the observed changes 

appear less radical, nevertheless they are evident. Pleasure continued 

to rank as the highest value expressed in the verbal themes while the 

34 
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Table 1 

1 Total Percentages of Societal Food-Related Values 2 
in Verbal Themes of Good Housekeeping Magazine Food Advertisements 

Values 

Year N Convenience Health Econom,l Pleasure 

1933 35 20 34 26 89 
35 33 27 39 27 94 
37 29 45 38 34 97 
39 45 22 38 33 100 
41 21 23 38 33 95 
43 26 42 69 54 92 
45 42 30 55 25 84 
47 46 52 26 15 100 
49 41 37 27 32 98 
51 36 28 28 22 100 
53 47 26 19 19 100 
55 50 44 22 12 96 
57 35 37 26 14 97 
59 46 41 28 11 93 
61 26 57 38 12 92 
63 48 27 33 6 94 
65 46 35 30 13 98 
67 76 36 21 4 97 
69 44 43 30 11 100 
71 42 40 29 10 88 
73 42 38 23 12 95 
75 61 36 15 21 97 
77 35 35 12 13 97 
79 77 34 21 9 95 
81 60 27 23 7 95 
83 66 12 32 5 95 

1primary and Secondary messages combined. 

2 Totals do not add up to 100% because more than one value could be 
represented in a verbal message. 
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Year 

1933 
35 
37 
39 
41 
43 
45 
47 
49 
51 
53 
55 
57 
59 
61 
63 
65 
67 
69 
71 
73 
75 
77 
79 
81 
83 
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TABLE 2 

1 Hierarchical Rankings of Total Percentages of 
Societal Food-Related Values in Verbal Themes of 

Good Housekeeping Magazine Food Advertisements 

Values 

Convenience Health Economy 

3 2 4 
3 2 3 
2 3 4 
4 2 3 
4 2 3 
4 2 3 
3 2 4 
2 3 4 
2 4 3 
2 2 3 
2 3 3 
2 3 4 
2 3 4 
2 3 4 
2 3 4 
3 2 4 
2 3 4 
2 3 4 
2 3 4 
2 3 4 
2 3 4 
2 4 3 
2 4 3 
2 3 4 
2 3 4 
3 2 4 

lprimary and Secondary messages combined. 

Ranking: 1 highest - 4 lowest 

Pleasure 

1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 



Year 

1933-35 
37-39 
41-43 
45-47 
49-51 
53-55 
57-59 
61-63 
65-67 
69-71 
73-75 
77-79 
81-83 
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TABLE 3 

1 Total Grouped Years Percentages of Societal Food-Related 
Values in Verbal Themes of Good Housekeeping Magazine 

Food Advertisements 2 

Values 

N Convenience Health Economz Pleasure 

68 24 37 26 90 
74 31 37 33 99 
47 34 55 44 94 
88 42 40 20 94 
74 32 27 27 99 
97 35 21 15 98 
81 39 27 12 95 
74 38 35 8 93 

122 35 25 7 98 
86 42 29 10 94 

103 36 18 17 96 
152 34 16 11 96 
126 19 28 6 95 

1primary and Secondary messages combined. 

2 Totals do not add up to 100% because more than one value could be 
represented in a verbal message. 



Year 

1933-35 
37-39 
41-43 
45-47 
49-51 
53-55 
57-59 
61-63 
65-67 
69-71 
73-75 
77-79 
81-83 
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TABLE 4 

Hierarchical Rankings of Total Grouped Years 
Percentages1 of Societal Food-Related Values in Verbal 

Themes of Good Housekeeping Magazine Food Advertisements 

Values 

Convenience Health Econom:y: 

4 2 3 
4 2 3 
/, 2 3 ~ 

2 3 4 
2 3 3 
2 3 4 
2 3 4 
2 3 4 
2 3 4 
2 3 4 
2 3 4 
2 3 4 
3 2 4 

Ip . d" db' d rlmary an ~econ ary messages com lne . 

Rankings: 1 highest - 4 lowest 

1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
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other values changed in rankings over the time period. (see 

Table 4). 

Since the values investigated in this study were emphasized in 

the advertisements and the consumer plays an important role in the 

creation of new advertisements, the model developed and presented in 

Figure 3 seemed valid. This indicated that the four values investigated 

do influence food choices. 

Hierarchy of Values 

Pleasure 

The total percentages of pleasure expressed in themes of advertise

ments ranged from 100% to 84% (see Table 1). The percentages of the 

value pleasure expressed in the primary messages ranged from 100% to 

71% (see Table 5). The value of pleasure consistently ranked 

than the other values as the total verbal themes and as primary messages 

(see Tables 2 and 6). The percentages at times exceeded the other 

values by 90%. In the primary messages for each target year, the lowest 

percentage occurred in 1933. 

Pleasure was most often a primary message and very few advertise

ments did not indicate to the consumer that the product provided 

pleasure. The graphed trends show a expanse between the value of 

pleasure and the other three values in the total verbal and grouped years 

total, and as the primary messages and grouped years primary messages 

Figures 4, 5, 6 and 7). 
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TABLE 5 

Percentages of Societal Food-Related Values as 
Primary and Secondary Messages of Good Housekeeping 

Magazine Food Advertisements l 

Values 

Convenience Health Economy Pleasure 

Year N 
p2 s3 p S P S P S 

1933 35 14 6 23 11 14 11 71 17 
35 33 12 15 27 12 6 21 82 12 
37 29 14 31 10 28 3 31 83 14 
39 45 13 8 22 16 11 2 91 8 
41 21 14 10 14 24 10 24 90 5 
43 26 15 27 27 42 27 27 77 15 
45 42 12 19 12 43 10 17 81 2 
47 46 33 20 9 17 4 11 98 2 
49 41 22 15 10 17 17 15 88 10 
51 36 8 19 14 14 6 17 100 0 
53 47 14 11 6 14 2 17 98 2 
55 50 34 10 14 8 6 6 80 16 
57 35 23 14 14 11 3 11 83 14 
59 46 24 17 15 13 2 9 85 9 
61 26 38 19 15 23 0 12 77 15 
63 48 10 17 23 10 2 4 83 10 
65 46 20 15 20 11 9 4 78 20 
67 76 26 9 18 3 3 1 84 13 
69 44 32 11 23 7 2 9 91 9 
71 42 27 14 14 14 5 5 74 14 
73 42 21 12 19 5 7 5 83 14 
75 61 16 20 11 3 16 5 93 3 
77 75 20 15 8 4 7 7 92 5 
79 77 21 13 3 18 1 8 94 1 
81 60 20 6 13 10 5 2 88 7 
83 66 9 3 29 3 5 0 91 5 

1 Totals do not add up to 100% because more than one value could be 
represented in a verbal message. 

2p . rlmary messages 

3 Secondary messages 
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TABLE 6 

Hierarchical Rankings of Percentages of Societal Food
Related Values as Primary and Secondary Messages 

of Good Housekeeping Magazine Food Advertisemen~s 

Values 

Convenience Health Economy 

pI S2 P S P S 

1933 3 3 2 2 3 2 
35 3 3 2 2 4 1 
37 2 1 3 2 4 1 
39 3 3 2 2 4 1 
41 2 '1 2 1 3 1 '" 
43 3 2 2 1 2 2 
45 2 2 2 1 3 3 
47 2 1 3 2 4 3 
49 2 2 4 1 3 2 
51 3 1 2 3 4 2 
53 2 3 3 2 4 1 
55 2 2 3 3 4 4 
57 2 1 3 2 4 2 
59 2 1 3 2 4 3 
61 2 2 3 1 4 4 
63 3 1 2 2 4 3 
65 2 2 2 3 3 4 
67 2 2 3 3 4 4 
69 2 1 3 3 4 2 
71 2 1 3 1 4 2 
73 2- 1 2 3 3 4 
75 2 1 3 3 2 2 
77 2 1 3 4 4 3 
79 2 2 3 1 4 3 
81 2 3 3 1 4 4 
83 3 2 2 2 4 3 

Ip . 
r~mary messages 

2 Secondary messages 

Ranking: 1 highest - 4 lowest 

Pleasure 

P S 

1 1 
1 2 
1 3 
1 3 
1 3 
1 3 
1 4 
1 4 
1 3 
1 4 
1 4 
1 1 
1 1 
1 3 
1 3 
1 2 
1 1 
1 1 
1 2 
1 1 
1 2 
1 3 
1 3 
1 4 
1 ., 

L-

1 1 
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The appeals to pleasure as secondary messages increased as the 

appeals decreased in the primary messages (see Figures 6 and 8). The 

highest percentage of secondary appeals to pleasure occurred in 1965 

at 20% when convenience and economy increased as primary messages 

(see Table 5). Since pleasure was most often expressed as a primary 

message; percentages, graphed trends, and hierarchical rankings of the 

value of pleasure as secondary messages and grouped years secondary 

messages reveal that the value of pleasure was not expressed more often 

than the other values (see Tables 6, 7, and 8 and Figures 8 and 9). 

In the grouped years data as primary messages, the trend of 

pleasure was consistent with little variation over the time period 

(see Table 7 and Figures 5 and 7). Low points in the trend occurred in 

1943 and 1971 when other values increased in importance. In 1943 the 

values of health and economy increased as pleasure decreased and in 

1971 the value economy increased as pleasure decreased. 

Overall, pleasure was the highest ranking value in the hierarchy of 

values which govern food choices. This result concurs with the results 

of Suter and Barbour (1975) who found that the motivating factor for 

making food choices was pleasing the family and Cosper and Wakefield 

(1975) who found that personal and family preferences were the primary 

motivational forces behind food choices of women. Also, Schwartz (1975) 

found that other factors were governing food choices of girls than the 

desire for good health. The findings of this study support the theory 

that a food must be viewed as pleasurable before other values act as 

influencing factors on food choices. 
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TABLE 7 

Grouped Years Percentages of Societal Food-Related Values 
as Primary and Secondary Messages of Good Housekeeping 

Magazine Food Advertisements 1 

Values 

Convenience Health Economy 

1933-35 68 13 10 25 12 10 16 
37-39 74 14 17 18 20 8 24 
41-43 47 15 19 21 34 19 26 
45-47 88 22 19 10 30 7 14 
49-51 77 15 17 12 16 12 16 
53-55 97 25 10 10 10 4 11 
57-59 81 23 16 15 12 2 10 
61-63 74 20 18 20 15 1 7 
65-67 122 24 11 19 6 5 2 
69-71 86 29 13 19 10 3 7 
73-75 103 17 20 14 4 13 4 
77-79 152 20 14 5 11 4 7 
81-83 126 15 5 21 6 5 1 

Pleasure 

76 14 
88 11 
83 11 
92 2 
94 5 
89 9 
83 11 
81 12 
81 5 
83 12 
87 9 
92 3 
90 5 

1 Totals do not add up to 100% because more than one value could be 
represented in a verbal message. 

2p . rl.mary messages 

3 Seconday messages 
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TABLE 8 

Hierarchical Rankings of Grouped Years Percentages of 
Societal Food-Related Values as Primary and Secondary 

Messages of Good Housekeeping Magazine Food Advertisements 

Values 

Convenience Health Econom1 Pleasure 

Year pI 52 P S P S P s 

1933-35 4 4 2 3 3 1 1 2 
37-39 4 3 2 2 3 1 1 4 
41-43 4 3 2 1 3 2 1 4 
45-47 2 2 3 1 4 3 1 4 
49-51 2 1 3 2 3 2 1 3 
53-55 2 2 3 2 4 1 1 3 
57-59 2 1 3 2 4 4 1 3 
61-63 2 I 2 2 3 4 1 3 
65-67 2 2 3 3 4 4 1 I 
69-71 2 1 3 3 4 4 1 2 
73-75 2 I 3 3 4 3 1 2 
77-79 2 1 3 'j 4 3 I 4 .;;. 

81-83 3 2 2 1 4 3 1 2 

Ip . 
r~mary messages 

2 Secondary messages 

Ranking: 1 highest - 4 lowest 
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Health 

The total appeals to the value of health ranged from a high of 

69% in 1943 to a low of 12% in 1977 (see Table 1). The percentages 

of appeals to health as primary messages peaked .in 1943 at 35% and 29% 

in 1983 (see Table 5). The appeals to the value of health as secondary 

messages ranged from highs of 42% in 1943 and 43% in 1945 to a low of 

3% in 1983. (see Table 5). 

An investigation of the advertisements during the peak years of the 

mid 1940's revealed that the promotions for health emphasized qualities 

such as food energy and digestibility. These increases seem to 

correspond to World War II when concern for the health of the servicemen 

and women and those working to support the war effort in the United 

States was important. 

In 1963, health peaked above economy and convenience in the primary 

messages as appeals to convenience decreased (see Figure 4) and in the 

grouped years of 1961-1963 tied for second with convenience as primary 

messages. The appeals in these ads were no longer for food energy and 

digestibility, but emphasized characteristics of foods such as low in 

calories and unsaturated fats. This corresponds to the increased concern 

about heart disease and fat intake in the diet and a growing fear of 

food additives (Leverton, 1964). This increase was due to the growth 

of health appeals as secondary messages (see Table 5). From 1977 

health steadily advanced in importance until in 1983 it passed con

venience to rank second in the hierarchy in the primary messages and the 

total appeals in the verbal themes Tables 6 and 7). 
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The grouped years data revealed a smoother trend with health 

ranking second in the hierarchy of primary messages from 1933 through 

1943 (see Table 8 and Figure 7). During the peak in 1961-1963, health 

tied with convenience for second place as primary messages. During 

the years 1981-1983 it passed convenience to rank second in importance 

behind pleasure. The total appeals to health in the grouped years data 

showed a sharp increase during the years of 1941-1943 to rank second in 

the hierarchy of values (see Table 4 and Figure 5). Through the 

following grouped years, health ranked third in importance behind 

convenience until the years 1981-1983 when it again ranked second (see 

Table 4). Health became increasingly important from the late 1970's to 

1983 as weight and fitness, and food wholesomeness continued to concern 

individuals. 

The value of health often ranked below convenience and above economy 

except during the 1930's and World War II and in the 1960's when it 

ranked above convenience in the total verbal themes and the primary 

messages (see Figures 4 and 6 and Tables 2 and 6). During the economic 

recession of the 1980's health dropped below economy (see Figures 4 and 

6). As consumer awareness of nutritional science increased, the im

portance of the value of health increased (Gifft et a1., 1972). 

Convenience 

The total percentages of appeals to the values of convenience 

ranged from a high of 57% in 1961 to a low of 12% in 1983 (see Table 1). 

The total lowest percentage occurred in 1983 when the value of health 
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increased in frequency. The percentages for convenience as primary 

messages ranged from a high of 38% in 1961 to a low of 9% in 1983 (see 

Table 5). The percentages of appeals as secondary messages ranged from 

31% in 1937 to 3% in 1983. 

The grouped years data revealed percentages ranging from 29% in 

the years 1969-1971 to a low of 14% in the years 1937-1939 for primary 

messages (see Table 7). The secondary messages ranged from 19% from 

1941 through 1947 to 5% in 1981-1983. The total grouped percentages 

ranged from to 42% in 1945-1947 and 1969-1971 to 19% in 1981-1983 

Table 3). 

The graphed trends of the total percentages of the value of con

venience reveal jagged increases and decreases in the 1940's through 

the 1950's (see figure 4). During the mid 1960's the appeals became 

more consistent and began to decrease through the 1980;s. The graphed 

results of the grouped years data reveal a smoother line figure 

5). The graphed results of the secondary messages reveal the 

frequencies of messages appealing to convenience as being relatively 

constant over the years (see Figures 8 and 9). 

Convenience was often ranked second in importance in the hierarchy 

for total verbal themes and total grouped years, and primary messages 

and grouped years primary messages, and first or second in secondary 

messages (see Tables 2, 4, 6, and 8). Only in the years 1933 and 1939 

through 1943 did convenience rank lower in importance than economy in 

the total verbal themes. As primary messages, convenience only ranked 

below economy in 1943 during World War II. Convenience ranked below 
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health in 1963 in the primary messages and the total verbal themes as 

more advertisements appealed to dietetic qualities of products. 

The grouped years data for primary messages reveal convenience 

as ranking second in the hierarchy through the years from 1945 to 1979 

(see Table 4). In 1981-1983, convenience ranked third due to the 

advances of the value of health. Only in the grouped years of 1941-

1943 did convenience rank fourth behind all the values. In the total 

verbal themes convenience ranked fourth from 1933 through 1943. In 1945 

it rose to second in importance where it stayed until 1981-1983. 

The value of convenience was ranked second in importance through 

the late 1940's, 1960's and 1970's in the total grouped years data. 

This trend may be attributed to the advanceq in technology and the 

influx of new products during that time. Oppenheim (1972) recognized 

the tremendous shift toward convenience foods following World War II. 

No longer did homemakers have to allocate as much time for meal 

preparation. More emphasis was placed on leisure activities from the 

1950's through the 1980's. Also at that time, more women entered the 

work force allowing less time for meal preparation (McWilliams, 1978). 

The popularity of work simplification techniques in the 1950's and 1960's 

also emphasized the new importance placed on convenience (Steidl and 

Bratton, 1968). However, with the advancing technology, in the late 1970's 

and 1980's convenience became the norm in food purchasing and preparation 

and showed decreasing importance in the advertisements. 

Economy 

The total verbal themes ranged from 54% in 1943 to 5% in 1983 (see 

Table 1). The percentages of the value of economy as primary messages 



55 

ranged from a high of 27% in 1943 to a low of 0% in 1961 (see Table 5). 

As secondary messages, the percentages ranged from 31% in 1937 to 0% 

in 1983. 

The grouped years percentages as primary messages ranged fr9m 19% 

in 1941-1943 to 1% in 1961-1963 (see Table 7). As secondary messages, 

the grouped percentages ranged from 26% in 1941 to 1% in 1983. The 

total verbal themes percentages indicated peaks in 1941-1943, 1949-1951, 

and 1973-1975 (see Table 1). 

Overall, economy was the only value which was not expressed in the 

advertisements during some years and often ranked fourth in the hierarchy 

among the values studied. However, peaks and changes in the hierarchy 

were evident in the line graphs during World War II and during the 

economic recession of the 1970's. In 1943 the advertisements emphasized 

saving precious ingredients by using the advertised product. The 

advertisements from the period of 1930 through the 1950's appealed 

to economy by remarking that a product was thrifty. At that time a more 

conserving attitude prevailed in the United States reflecting the 

depression era and the war time shortages. 

In 1975 a smaller peak occurred. These advertisements emphasized 

the cost per serving. At that time the United States experienced an 

economic recession and many Americans were unemployed. During the 1950's 

and 1960's, the United States was experiencing economic prosperity which 

may indicate why the percentages of appeals to economy were quite low. 

Also, after World War II more families reached the status of middle 

income and the amount of disposable income increased (Oppenheim, 1972 
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and Brewster and Jacobson, 1978). The value of economy seemed not as 

important a factor governing meal choices except during periods of 

economic stress. 

Summary 

The findings of this study support the hypothesis that values 

change in hierarchy over time. The model presented earlier in Figure 

3, representing that values influence consumer decision making, seemed 

to be supported because the advertisements did emphasize the values 

investigated. The values hierarchy concurred with the findings of 

Casper and Wakefield (1975) and Suter and Barbour (1975) who found that 

personal preferences and pleasure was the most important value guiding 

food choices of women and Schwartz (1975) who found that factors other 

than the desire for good health were influencing the food choices of 

girls. 

The data revealed trends and changes in hierarchical rankings of 

the three major values other than pleasure. The trends and hierarchical 

changes of the values seemed to stem from the major trends in the 

American society and varied in ranking as demands of the society changed. 

The increase in importance of economy in the mid 1940's paralleled 

the impact of shortages of World War II and the economic recession of 

the mid 1970's when many Americans were unemployed. Following World 

War II through the 1960's, when the United States experienced economic 

prosperity and growth, the value of economy was low. 
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The value of convenience became more important from the late 

1950's through the 1970's as technology made available new means which 

simplified the task of meal preparation. More emphasis was placed on 

leisure time activities. Since more women entered the work force, less 

time was available for meal preparation. Thus, convenience increased in 

importance. However, during the late 1970's and 1980's, the value of 

convenience decreased as consumer acceptance of simplified food 

preparation became the norm. 

The value of health changed in ranking with advances in nutritional 

science and increased consumer awareness. World War II, the 

emphasis was on digestibility and food energy. With the growing 

emphasis on dieting and limited calorie intake, the value of health 

increased in importance during the early 1960's. During the 1980's the 

value of health again increased to rank in second place as the emphasis 

changed to fitness and foods low in fats. 

Throughout the years, however, the value of pleasure took 

precedence over the others studied. This supports the theory that a 

food must be pleasing before the other values are considered in the 

decision making process. 



SUMMARY AND CONCLUSIONS 

Home management has a major goal of handling family activities 

and utilizing family resources to provide optimum development and 

happiness of its members. One major goals of the home manager is to 

provide nourishing, pleasing food for the family within the budget, 

time, energy, and knowledge constraints of the home manager. The food 

choices reflect the preferences of the manager and the family based on 

their values. 

The purpose of this study was to determine the changes in the 

hierarchical ranking of selected societal food-related values as 

reflected in magazine food advertisements from 1933 through 1983. Using 

the method of content analysis of the verbal themes, the four specific 

food-related values investigated were convenience, economy, health, 

and pleasure. These values were derived from the four major goals of 

meal management. 

The relevant literature revealed that food has many functions and 

meanings in society. Much of the related research was done by nutrition 

professionals to aid in the understanding of why food choices are made 

in order to ultimately improve the diets of people. 

~agazine and magazine advertisements are important forms of mass 

communication and are a source of product information for the consumer. 

All parts of the magazine have proven to be valuable tools for deter

mining trends in values for longitudinal and historical research. 

58 
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The theoretical framework of this study emphasized that values 

function as the ideals which govern behavior and choices. Values can 

be hierarchically ranked and are dependent upon the demands and needs 

of the changing society. Food selections are based on food-related 

values. 

Because of the circular nature of the mass communication process 

indicated by Westley and Maclean (1957), the messages sent by 

advertisers can be studied to learn about the consumer. Since the 

purpose of advertising is to influence the consumer to buy a 

the message must provide cues which appeal to the values of the consumer. 

The characteristics of the product which appeal to societal values are 

emphasized in advertisements. The model presented in Figure 3 shows 

the influence of convenience, health, economy, and pleasure on the 

decision making of the consumer as he makes food choices. Thus, 

advertisement verbal themes were analyzed to reveal the changes in food

related values of a 

Food advertisements in ~~~~~~~~~ magazine from 1933 through 

1983 were analyzed. The was delimited to a random sample of 2 

magazine issues from each odd year for a total sample size of 52 issues. 

Full and half page food advertisements of the selected issues were 

analyzed for a total of 1195. In terms of frequency, the verbal themes 

of the advertisements were coded for their appeal to the four selected 

food-related values as either primary or secondary messages. 
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Percentages were calculated and used to determine the hierarchies 

of the values and the trends over time. Each two consecutive target 

years were grouped together in order to determine broader trends and 

hierarchies. 

On the basis of this study, content analysis of magazine food 

advertisements to determine trends and the changes in the hierarchy of 

societal food-related values seemed valid. The findings of this study 

support the hypothesis that values are represented in advertisements and 

these values change in hierarchy over time. The changes seemed to 

correspond with societal trends. 

The results revealed that the value of pleasure consistently 

ranked the highest in the total verbal themes and primary messages and 

in the total grouped verbal themes and primary messages as the other 

values changed in ranking. This supports the theory that a food must 

be pleasing before other values are considered in the decision making 

process. The value of pleasure in the primary messages and grouped 

years primary messages decreased in percentage as other values increased. 

The frequency of appeals to the value of economy showed increases 

during the years of 1943 and 1975 in the primary messages and total 

verbal themes and in 1941-1943 and 1973-1975 in the grouped years 

primary messages and total verbal themes. The trends revealed changes 

in hierarchical ranking during years of economic stress in the United 

States as the value of economy rose in importance. 

The frequency of the appeals to the value of health in the primary 

messages and total verbal themes and grouped years primary messages and 
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total verbal themes showed increases during the years of 1943-1945, 

then through the 1960's, and the 1980's. The value of health seemed 

to increase in importance as consumer awareness of the benefits of a 

balanced diet and exercise increased. 

The value of convenience was often ranked second in hierarchical 

ranking after pleasure in the primary messages and total verbal themes 

and grouped years primary messages and total verbal themes. Convenience 

became more important through the 1960's and 1970's with advancing 

technology which provided more choices to the consumer and as more women 

began to work outside the home. During the late 1970's and 1980's 

the value of convenience decreased as the value of health increased. 

This may be due to the consumer's acceptance of convenience as a norm 

in food purchasing and preparation. 

Implications 

The findings of this study are useful as a description of the 

selected values expressed in the verbal themes of food advertisements. 

This exploratory study looked at societal food-related values from a 

historical perspective and serves as a data base for further study. 

Longitudinal studies are helpful for determining trends and changes 

which otherwise may not be evident and for making predictions of the 

future. 

These results are useful for nutrition professionals as they seek 

to improve the diets of people. The hierarchy of values reveals the 

importance placed on each of the values over time. As noted by 
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researchers of nutrition, better understanding of the interrelationships 

of values and societal influences on food choices will aid in the 

development of nutrition education programs. 

Home management and consumer professionals can benefit from the 

results because the data provide insight into changes in resource 

allocation, time use, and changing values of the home manager and the 

consumer. Since food-related values are interrelated with all aspects 

of the society, the results can be used to imply changes in food use 

in relation to other values and societal influences on the family. 

The data also imply changes in the allocation of resources to achieve 

satisfaction iccording to the consumer's values. The understanding of 

consumer values is also helpful for predicting consumer behavior in 

the marketplace. 

Recommendations 

This study was limited to one magazine. The magazine appeals to 

middle class values, thus the values of others were not represented 

here. Furthermore, only one perception of middle class values is given; 

the actual values of people vary. The values do not reflect how people 

actually behaved only the perceptions of the ideals seen through the 

advertisers eyes. 

The values included in this study are by no means the only values 

related to food choices. The categories may be broken up for a more 

specific study. The category of pleasure especially was quite broad. 

However, more specific values, definitions, and categories would be more 
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difficult to establish and code. Other content analyses of advertise

ments can be done using more specific food-related values not directly 

associated with product characteristics. In that type of study, 

analysis of the pictures may be helpful. 

Since pleasure consistently out ranked the other values in this 

study, the model presented earlier in Figure 3 could be modified to 

depict a separate screen for the value of pleasure as being more 

influential as food choices are made. This would show that a food must 

be pleasurable before the other values are considered in the decision 

making process. 

Content analysis cannot be totally free of bias. Unconscious 

bias exists when units are coded by the researcher according to the 

categories of the researcher. To decrease bias, a team of coders may be 

useful. 

This investigation did not empirically study how the appeals 

changed over time, only that the changes did occur and broad observations 

were made. Further study can be done to determine the changes in the 

mode of appeals to the values. 

The trends developed do not take into consideration the lag time 

that might be present. Berelson (1952) identified lag time as a 

limitation to content analysis for determining social trends in the 

media. He states that it may not be valid to assume a direct 

correspondence with time between changes in communcation content and 

changes in popular attitudes. This lag time may vary depending upon 

the media used in the research. 
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The problem of cause and effect is present since the media have 

become a basic source of ideas. These ideas may influence the tastes 

of the audience as well as reflect their tastes. It is difficult to 

determine under what conditions inferences can be validly made pbout a 

population or about a particular audience. Caution must be taken in 

making over interpretations of the data. 

This study has contributed a longitudinal look at food-related 

values. Continued research is recommended to further validate the 

existing categories and to further investigate domain-specific food

related values and how they are modified with societal changes. The data 

may be useful for further study and correlation with interdisciplinary 

research in the areas of nutrition~ home management, and consumer 

studies. The longitudinal approach is useful in showing the historical 

changes which otherwise may not be apparent and for predicting future 

trends. Since values change, continued of them is necessary_ 
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APPENDIX A 

Operational Cues for 

Category Definitions 

Economy. Emphasis on price, value for the money including quality. or 

quantity for a price, stretching ingredients, worth the money. 

Pleasure. Emphasis on quality, pleasing, fun, exciting, refreshing, 

delicious, tasty, hearty, satisfying, kids will like it, creativity, 

versatility and variety of uses, beauty, social uses, parties, natural 

flavor. 

Convenience. Emphasis on quick, easy, timesaving, ready to use or eat, 

no mess. 

Health. Emphasis on nutrients, health, diet, low calorie, vitamins, 

enriched, good for you, low in certain ingredients such as sugar, salt, 

no preservatives, natural or organic, no artificial ingredients, 

wholesome, good for you, digestible, square meal. 

Primary Messages. The dominant appeals in the verbal themes of an 

advertisement characterized by large, bold print and eye-catching 

position in the layout and noticed by the coder first. 

Secondary Messages. All appeals in the verbal theme of an advertisement 

which appear in smaller print than the primary messages and are noticed 

after the primary messages. 
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Magazine Dates: 

VALUES 

Convenience 

Health 

Economy 

Pleasure 

? 

APPENDIX B 

Societal Food-Related Value 

Coding Instrument 

Primary 
Messages 
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T 

Total Advertisements: 

Total Unusable: 

Secondary 
Messages T 



APPENDIX C 

Percentages of Agreement Between Coder and Researcher 

for Societal Food-Related Values 

as Primary and Secondary Messages 

1943 1951 1967 

Value P S P S 

Convenience 80 86 75 71 80 70 

Health 71 72 62 100 85 66 

Economy 100 71 100 83 75 100 

Pleasure 100 50 . 83 85 94 80 

Total Agreement Percentages 

Value P S 

Convenience 78 77 

Health 73 79 

Economy 91 85 

Pleasure 92 72 

Total Agreement: 80% 

Ip . 
r~mary messages 

2 
Secondary messages 
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APPENDIX D 

Operational Cues for Picture Analysis 

Health. Picture emphasizes physical health through people doing physical 

activity, wearing sports clothes, doctors, wholesome ingredients. 

Convenience. Picture emphasizes quick results, people doing 

things other than cooking, requirement of few steps. 

Economy. Picture emphasizes costs and money. 

Pleasure. Picture emphasizes delicious food, smiling faces, people 

enjoying themselves. 
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Value 

APPENDIX E 

Frequencies and Percentages of Societal Food-Related 

Values Depicted in the Pictures of 

Magazine Food Advertisements for Selected Sample Years 

1939 1951 

N=45 N=36 

F % F % 

Convenience 0 0 0 0 

Health 3 6 1 3 

Economy 0 0 0 0 

Pleasure 41 91 36 100 

Unknown 4 8 0 0 
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1975 

N=6l 

F % 

0 0 

1 2 

1 2 

55 90 

4 7 



APPENDIX F 

Frequencies of Societal Food-Related Values as Primary 

and Secondary Messages of Good HousekeeEing Magazine 

Food Advertisements 

Values 

Convenience Health Pleasure 

Year N pI T3 P S T P S T P S T 

1933 35 5 2 7 8 4 12 5 4 9 25 6 31 
35 33 4 5 9 9 4 23 2 7 9· 27 4 31 
37 29 4 9 13 3 8 11 1 9 10 24 4 28 
39 45 6 4 10 10 7 17 5 10 15 41 4 45 
41 21 3 2 5 3 5 8 2 5 7 19 1 20 
43 26 4 7 11 7 11 18 7 7 14 20 4 24 
45 42 5 8 13 5 18 23 4 7 11 36 1 37 
47 46 15 9 24 4 8 12 2 5 7 45 1 46 
49 41 9 6 15 4 7 11 7 6 13 36 4 40 
51 36 3 7 10 5 5 10 2 6 8 36 0 36 
53. 47 7 5 12 3 6 9 1 8 9 46 1 47 
55 50 17 5 22 7 4 11 3 3 6 40 8 48 
57 35 8 5 13 5 4 9 1 4 5 29 5 34 
59 46 11 8 19 7 6 13 1 4 5 39 4 43 
61 26 10 5 15 4 6 10 0 3 3 20 4 24 
63 48 5 8 13 11 5 16 1 2 3 40 5 45 
65 46 9 7 16 9 5 14 4 2 6 36 9 45 
67 76 20 7 27 14 2 16 2 1 3 64 10 74 
69 44 14 5 19 10 3 13 1 4 5 40 4 44 
71 42 11 6 17 6 6 12 2 2 4 31 6 36 
73 42 9 5 14 8 2 10 3 2 5 35 6 40 
75 61 10 12 22 7 2 9 10 3 13 57 ') 59 k 

77 75 15 11 26 6 3 9 5 5 10 69 4 73 
79 77 16 10 26 2 14 16 1 6 7 72 1 73 
81 60 12 4 16 8 6 14 3 1 4 53 4 57 
83 66 6 2 8 19 2 21 3 0 3 60 3 63 

Ip . 
r~mary message 

2 
Secondary message 

3 Total 

Ranking: 1 highest - 4 lowest 
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SOCIETAL FOOD-RELATED VALUES 

AS REFLECTED IN MAGAZINE ADVERTISEMENTS: 

A CONTENT ANALYSIS 1933-1983 

by 

Mindy A. Merrell 

(ABSTRACT) 

A common goal of the home manager is to provide nourishing, 

pleasing food for the family which complies with the budget, time, 

energy, and knowledge constraints of the home manager. Since values 

govern behavior, the study of them is necessary for understanding the 

motivations behind food choices. 

The purpose of this study was to determine trends and the changes 

in the hierarchical ranking of selected food-related values as re

flected in magazine food advertisements from 1933 through 1983. The 

four selected values: convenience, health, economy, and pleasure were 

derived from the four major meal management 

Using the method of content analysis, food advertisements in the 

magazine Good Housekeeping were analyzed. The sample was delimited to 

the full and half page food advertisements contained in a random se

lection of 2 issues from each odd year for a total sample size of 52 

issues. In terms of frequency, the verbal themes of the advertisements 

were analyzed for the expression of the four selected values toward 

food as either primary or secondary messages. 



On the basis of this study, content analysis of magazine food 

advertisements to determine trends in societal values toward food 

seemed valid. The results supported the hypothesis that the hier

archy of value.s changes over time. However, the value of pleasure 

consistently ranked the highest as the other values changed in the 

hierarchy. Many of the trends in the values hierarchy seemed to 

correspond with societal trends during the selected time period. 


